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FINANCIAL FORECAST -

FINANCIAL OUTLOOK AND
PROGRAMMING MAVERICKS

In a provocative yet pragmatic double-
barrelled special for NAB Convention
week, R&R examines radio finances and
divergent avenues of programming.
Highlights include:
% Paul Kagan waxing optimistic on radio
investment opportunities
@ Bill Collatos offering a guide for the
entrepreneur
@ Bill Stakelin’s 1987 industry outiook
® Barry Skidelsky's handy financing |
primer
® A basic guide to budgeting
® Steve Goldstein on cutting-edge
i programming
® KPWR, WDTX, 91X, KINK, KBLX,
and KISS profiled, plus interviews with
Don Kelly and John Sebastian
| Page 25, 69

NEXT WEEK IN R&R

| NAB Convention coverage in detail, plus
pictorial highlights.

Néwsstand Price §5.00
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KLAC & KZLA Up
Epstein To VP/GM

KLAC & KZLA/Los Angeles
GM Norm Epstein has been
elevated to VP/GM for the Mal-
rite Country combo. Epstein, a
25-year broadcaster with ex-
perience in ownership, manage-
ment, and research, joined the
company in January when the
L.A. stations were acquired.

Malrite VP/California Sta-
tions Steve Edwards said, “In a
relatively short period of time,
Norm has taken the L.A. sta-
tions and developed a winning
team of professionals dedicated
to being on top in the market.”

Epstein served many years
with Los Angeles stations

' GERMAN FIRM RAISES STAKE TO 100%

GE Sells RCA/Ariola
To Bertelsmann

General Electric has agreed
to sell RCA/Ariola, including
RCA Records, to the West Ger-
man publishing and entertain-
ment conglomerate, Bertels-
mann AG. The deal is subject to
approval by various US and for-
eign government agencies.

RCA/Ariola President/CEO
Elliot Goldman called it ““a very
positive move,” and described
Bertelsmann as a company
“dedicated to the music busi-

Metheny
New PD
At KTKS
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Kevin Metheny

Veteran radio programmer
Kevin Metheny, most recently
VH-1 VP & Director/Program-
ming, has accepted the PD post
at Gannett CHR KTKS/Dallas.
He replaces Chuck Morgan,
who has been named PD at
WRQX (Q107)/Washington (see
separate story).

Among Metheny’s program-
ming credits are WNBC/New
York, WEFM/Chicago, and
KSLQ/St. Louis. He told R&R,
“The reasons this job is so ap-

are too numerous to list,
but I haven't been this enthused
in years. If’s too soon to say
what's going to happen, with all
of the programming changes at
KEGL, my station, and of
course with Mark Driscoll com-
ing in at KLTY. However, I do
know this: KTKS has a very
strong morning show and the

METHENY/See Page 12

ness on an international basis,
and very oriented towards art-
ists and the creative side of the
industry.”

RCA Corp. and Bertelsmann
merged their international re-

cording and music publishing
interests to form RCA/Ariola
last year (Ariola is part of Ber-
telsmann). The joint venture,
with operations in 18 countries,

RCA/See Page 12

NAP_IER II}KING EARLY RETIREMENT
Quick Set To
Program WCCO

After nearly ten years at full-
service giant WCCO/Minneapo-
lis, Jon Quick has been promot-
ed from Director of Marketing
to the new position of Program
Manager.

Simultaneously, longtime Di-
rector of Broadcast Operations
Byron Napier has announced
early retirement at the end of
the year.

Quick will be picking up some
of the responsibilities now
handled by Napier, but WCCO
plans to fill the Director of
Broadcast Operations post fol-
lowing Napier’s retirement.

WCCO VP/GM Steven Gold-
stein commented, “For some

time, Jon has wanted to move
into the program planning and
implementation area. We are
going to make use of his leader-
ship and creativity to enhance
WCCO Radio’s present and fu-

ture programming efforts.”
Napier remarked, “To leave
'CCO is a bittersweet occasion. I
cherish my 19 years here and
the special privilege of working
with the best group of broad-
casters in the country.
Through this period of new
technology, increasing competi-
tion, and changing tastes,
WCCO radio has remained
among the nation’s three lead-
QUICK/See Page 12

GRUBBS ASST. TO PRESIDENT

Pool VP/GM At KXOK

Longtime St. Louis radio
management executive Nancy
Pool has joined Chester Broad-
casting Corp. as VP/GM for
News/Talk outlet KXOK
(AM630)/St. Louis. Pool suc-
ceeds Exec. VP/GM Ron
Grubbs. who's been elevated to
the new post of Asst. to the
President. Grubbs will now
assist Chester in future acquisi-
tions and also head the com-
pany’s sales division.

President Emmett Capstick
termed the appointments cen-
tral to the company's expansion
plans, indicating Chester in-

‘tends to purchase not only an

FM for St. Louis but additional
medium market properties
around the country. ‘‘Nancy
will strengthen our manage-

Nancy Pool
ment team, and we're delighted
to have her on board,” said
Capstick. “We're also pleased
to announce Ron's promotion,
as he has led the sales force at
KXOK to record heights in re-
cent years.”

POOL/See Page 6
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Norm Epstein

KMPC and KOST, as well as at
XTRA/San Diego. He also code-
veloped the Marketron com-
puter service company.

He said, “Normally you have
to be with a company for a cou-
ple years to be a VP. Malrite did
this for me after only a few
months. I'm impressed with the
pecple in this company, not only
by their brains and methodolo-
gy in terms of being a major
force in American radio. but
they have heart and care about
people. What's the big deal
about being a VP? It meant
something because these people
mean something to me. That’s
what’s important.”

Morgan PD
At WRQX

Chuck Morgan

After two years at KTKS/
Dallas, OM Chuck Morgan has
been named PD at Cap Cities/
ABC CHR WRQX (Q107)/Wash-
ington. He replaces Randy
Lane, who rejoins Bernie Ditt-
man as VP/Programming for
WABB-AM & FM/Mobile and
WAPI-AM & FM/Birmingham
(see story Page 9).

Morgan, who takes over next
week, told R&R, “We have
some perception problems, and
we need to give it a better defin-
ition and bring it back to its
former stature in the market.
I've made no hard-and-fast de-
cisions regarding programming
specifics other than to know
we're going to turn this station
around.”

Before joining KTKS, Morgan
programmed WKQX/Chicago,
WOMC/Detroit, WPIX/New
York, and WYNF/Tampa.

WRQX President/GM Ernie
Fears noted, “We welcome
Chuck to the Q107 team and ex-
pect great things from a pro-
gram director who has been so
successful in the past year. I
know his knowledge and experi-
ence will be a tremendous asset
to our radio station.”




FORMAT 41

SIX ARBITRONS WITH
FORMAT 41 STILL WINNING

MIAMI
JOY 107 FM (WJQY-FM)

#2 Adults 25-54 6.3!
#1 Women 25-54 8.1!

The Miami ratings prove that Format 41" is not just a short term success.
Transtar congratulates the WJQY staff for a great effort. And congratulations
to all of our new Format 41° affiliates for a great first book. ..

Find out how your station can join over 400 winning affiliates
using one of Transtar’s four quality formats!

ADULT-CONTEMPORARY COUNTRY FORMAT 41° THE OLDIES CHANNEL"

1-800-654-3904

The Quality Satellite Network

Spring 1986 Arbitron, AQH Share, Mon-Sun, 6A-12M, MSA




MAKING AM STATIONS HAPPEN!

MINNEAPOLIS

KDWB-AM
May | June July
87,000 98,700 112,300

“We came on-board The Oldies Channel™ in early May and the response has been tremendous! I believe there
hasn’t been an AM station showing this much growth so quickly in this market for the past ten years. I know
you're getting the same results in other major markets. Transtar’s Oldies Channel®* is a winner! Congratulations.”

Doug Brown-KDWB
Vice President, Group Operations
Legacy Broadcasting, Inc.

The Oldies Channel™ is available on a market exclusive basis...

1-800-654-3904

Please send me more information on “The Oldies Channel™"”
! Name/Title:
| Station:
|
|

Phone:

Send To: 660 Southpointe Court, Suite 300, Colorado Springs, Colorado 80906

The Quality Satellite Network

1986 Arbitrends, 18+ Cume, Mon-Sun, 6A - 12M, MSA




PredictOr

Ratings
Victory
Headquarters!

If you want to target Arbitron
victory come see us. Put our 90%
success rate to work for you.

Marriott Suite 2905.

JHAN HIBER & ASSOCIATES

26384 Carmel Rancho Lane, Suite 202, Carmel, California 93923 (408) 625-3356
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SIMON’S SOUTH
AFRICAN
ODYSSEY

In an unusual column, Walt
Love interviews Paul
Simon on his experiences
recording his latest LP in
the crisis-torn atmosphere

of South Africa. ‘
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Tom Casey

Casey OM
At KCKM
& KFKF

Veteran Country programmer
Tom Casey has been named OM
for KCKM & KFKF/Kansas City.
Casey, whose first day was Friday
(9-1). succeeds Cliff Blake, who
was transferred to PD at Sconnix
sister station WMXJ/Miami.

Commented VP/GM Tom Bres-
nahan, “Our entire staff is thrilled
to have an expert like Tom Casey
programming KFKF. His back-
ground and credentials are impec-
cable. He's going to become a real
important part of the Sconnix
team.”

Casey, most recently with the
Creative Radio Network in Los
Angeles, told R&R, “Cliff left a

CASEY/See Page 6

WDTX/Detroit has promoted
GSM Mary Bennett to the newly
created position of VP/Station
Manager of the Metropolis CHR
outlet.

President/GM Lorraine Golden
said. “Mary has done excellent

Shipley Now
VP MCA
Nashville

o
Shelia Shipley
Shelia Shipley has been elevated
to VP/Promotion for MCA Nash-
ville, moving up from National
Director of Promotion after almost
two years in that post. She had join-
ed MCA in early 1984 as Promotion
Manager following five years with
RCA as Promotion Coordinator.
MCA Nashville President Jim-
my Bowen commented, “I can’t
remember being happier for some-
SHIPLEY/See Page 6

NEW CALLS KZFX

KGOL
Goes For
Gold

Shamrock Broadcasting has
switched the religious program-
ming on recently acquired KGOL/
Houston to AOR Gold KZFX,
adopting the slogan *Z107, Classic
Rock 'n’ Roll Of The '60s, '70s. and
'80s.”

The station is headed by a trans-
planted management team from
crosstown “Classic Rock” pioneer
KRBE (AM) — GM John Dew and
PD Ted Carson. Market specula-
tion is that KRBE-AM & FM PD
Paul Christy will be joining shortly.

Fi n n KGOL/See Page 6
KWLT PD

Pam Finn

After three years as Operations/
Program Manager at AC-format-
ted KLTE/Oklahoma City, Pam
Finn has been hired as PD at San-
dusky Broadcasting’s San Diego
soft AC outlet, KWLT. She replaces
Mike Novak, who departed the sta-

FINN/See Page 6

Mary Bennett

MARTINEZ OM

work for WDTX as well as Metro-
polis. She’s an integral part of the
Metropolis Broadcasting team as
we continue to grow.”
- An 11-year veteran of crosstown
outlet WNIC, where she was also
GSM, Bennett told R&R, “I'm so
pleased and happy that this com-
pany is acquiring so many new
properties. This assures a lot of
room for future growth. In my new
capacity, I'll be handling many of
the day-to-day responsibilities for
Lorraine so she can concentrate
more of her energies on corporate
development and acquisitions.”

A new GSM was not named.

" Thompson Station
Manager At KWIZ

Ron Thompson has been named
Station Manager and Patty Martin-
ez Operations Manager of Davis-
Weaver Broadcasting’s AC combo
KWIZ-AM & FM/Santa Ana.

Commenting on Thompson, who
was most recently VP/GM at
KHJ/Los Angeles, Exec. VP and
group GM Bill Weaver said, “T've
known Ron since we worked toget-
her at KROY/Sacramento years
ago. Ron has such a good back-
ground and balance in sales, and is
so creative, he’s going to do a ter-
rific job.

«Plus, Davis-Weaver is a family
organization. We like to take care
of our people. Ron believes in that
philosophy too.”

Said Thompson, “I believe the
prospects for radio in Orange
County have never been better
than they are at this time. The
Davis/Weaver group has long been
known for its innovative ap-
proach to radio broadcasting.”

Prior to KHJ, Thompson was
VP/GM of RKO's WHBQ/Mem-
phis for four years and earlier
operated numerous stations in
California.

PASTRICK PD

WNYS Moves
To Classic
Hits WHTT

After four years as a CHR,
WNYS/Buffalo has segued to Gary
Guthrie’s “Classic Hits” Gold for-
mat and new calls WHTT. In addi-
tion, Production Director Jim Pas-
trick has been promoted to PD, re-
placing exiting Jim Randall. The
rest of WNYS’s staff, including
morning man Sandy Beach, re-
mains intact.

GM Ron Rice explained WHTT’s
decision to abandon Buffalo's five-
way CHR race and target 25+ lis-
teners!‘We were still a very strong
radio station, but with WPHD do-
ing very well and WBEN-FM,
WKSE, and now (AOR) WBER in
the younger adult market, we felt it
was time to change. We were very
strong in teens and 18-24s, but after
age 24 we really didn’t have much
impact at all.

“I'm.glad that Pyramid Broad-
casting (which now competes with
Guthrie stations in Boston and Ro-
chester) decided to do this format.

WNYS/See Page 6

Ron Thompson

Martinez, who is Weaver’s
daughter, has worked in various
capacities at KWIZ for the better
part of 13 years.

In promoting Martinez, Davis-

THOMPSON/See Page 6
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Jay Stevens

Stevens
Programs
WQUE-FM

After two-and-a-half years at
WBBF & WMJQ/Rochester, PD
Jay Stevens leaves the Gold/CHR
combo to become PD at Clear
Channel CHR WQUE-FM/New Or-
leans. He replaces Kevin McCar-
thy, who became PD at WAPI-
FM/Birmingham last month.

WMKJ & WQUE VP/GM Dale
Matteson told R&R, “Jay stood out
to me because of his successes in
Rochester and Lansing. But the
great thing he brings to the table
for us is his strong CHR exper:-
ence, which will make for a great
marriage with (consultant) Jerry
Clifton’s Urban background.”

Stevens, who's also programmed
WVIC-AM & FM/Lansing and was
MD at WZPL/Indianapolis, said
“I'm anxious to get into what is a
highly competitive market. This
will be the first time I've ever pro-
grammed in a market with such a
heavy ethnic influence, but good
programming basics apply univer-
sally. I think we can take the sta-
tion to number one in New Or-
leans.”

A replacement for Stevens was
not announced.

POLLOCK, FABIAN, BYRNE VPs
Durpetti Sets New
Executive Committee

Durpetti & Associates has estab-
lished an Executive Committee,
consisting of newly appointed VPs
Bruce Pollock, John Fabian, and
Patrick Byrne. Under the direction
of President Tony Durpetti, the
committee will be the chief policy-
making and strategic planning
board of the rep firm.

Pollock will serve as VP/West-
ern Division Manager, having join:
ed the company when it was form-
ed last October, moving from the
VP/Manager post crosstown at
Eastman Radio. Fabian becomes

Schroeder PD
At KYXY

Ten-year KXOA-FM/Sacramen-

to programmer Art Schroeder has
been named PD at KYXY/San
Diego, starting September 22.
_ VP/GM Jim Price, who™ joined
the station in July, commented,
“Art is the key to giving us the
ability to have the best AC in San
Diego. He is one of the most out-
standing AC programmers in the
country, and has proven it by keep-
ing KXOA the number one AC in
Sacramento for ten years.”

Before joining KXOA, Schroeder
worked at KGB/San Diege for four
years as assistant MD, MD, and

SCHROEDER/See Page 6

VP/Eastern Division Manager,
and has also been a Regional Man-
ager since the company’s incep-
tion, coming over from a VP/Sales

DURPETTI/See Page 9

Hamby VP At
CBS/Nashville

Larry Hamby

Larry Hamby has been appoint-
ed VP/A&R at CBS Records Nash-
ville. He was VP/A&R West Coast
for the Epic and Portrait labels.

In his new post, Hamby will be
responsible for all artist signings
and overall recording activity out
of Nashville, reporting to Rick
Blackburn, the division’s Senior
VP/GM.

Blackburn commented. “One of
our major goals here is to align

HAMBY/See Page 6




NEWS

Ausham PD At WQFM

WCMF/Rochester PD Greg Aus-
ham has joined Shamrock Com-
munications AOR WQFM/Milwau-
kee as PD, starting September 25.
MD Dana Brown had been serving
as Assistant PD since Jerry Gavin
exited last month.

GM Ralph Barnes remarked,
“Hiring Greg reinforces our dedi-
cation to being Milwaukee's pre-

mier rock station. His knowledge of
music is fantastic, his track record
is outstanding, and he performed
very well on tests that measure in-
telligence and ability to handle peo-
ple and detailed work.”

Ausham, who had been at
WCMF since January, led it to its
first top-rated performance. He's

WEENER COMBO NSM

Hollander, Ellis GSM

Emmis Broacasting’s WHN &
WQHT/New York has separated
its former combo sales staff,
known as the New York Radio Net-
work under Doubleday and WHN &

WAPP, into a new sales manage-
ment structure.

WQHT GM Stuart Layne has ap-
pointed Judy Ellis as GSM for the
“‘Hot 103.5" Urban FM. Ellis was

Casey

Continued from Page 3
great legacy and a fine airstaff,
and all the basics have been put
together. KFKF has come a long
way the last few books, and I'm
here to help it continue the upward
climb.”

Prior to joining CRN, Casey was
OM for the three Transtar Net-
works, having been with the com-
pany from the inception of its
Country format in January 1984.
Before Transtar, Casey spent sev-
en and a half years with Cap Cities,
programming KZLA/Los Angeles
for three and a half years from
(1980-83). He was with WBAP &
KSCS/Dallas for the four previous
years, the last two as KSCS PD.

Finn
Continued from Page
tion a few weeks ago.

Commented KWLT GM Tom
Hahnke, ‘“Pam possesses the lead-
ership qualities and programming
skills needed to increase K-Lite's
current popularity in the San Diego
market. The normal cliches-don’t
apply to this young, bright pro-
gram director.”

Pool

Continued from Page 1

Pool, a onetime KXOK Asst.
GM/PD, told R&R that she has
“‘always enjoyed taking on new
challenges and bringing them to
fruition.” Having most recently
operated her own broadcast
consultancy, with crosstown
WMRY as one of her five client
stations, Pool brings 26 years of
radio management experience,
include 15 with nearby AOR
KSHE, as well as stops at neigh-
boring KGLD & KWK, WIL-
FM, KADI, KMOX-FM, KCFM,
and KTVI-TV.

Shipley
Continued from Page 3

one else’s promotion. In my opin-
ion. she has handled her difficult
assignment as well as anyone ever
has.”

Shipley will be responsible for
national promotion of all MCA pro-
duct to Country radio.

Schroeder

Continued from Page 3
Asst. PD. He told R&R, “I'm look-
ing forward to building KYXY into
a successful station.

As for possible changes at
KYXY, Schroeder said, ‘“My first
step is to fully evaluate the pro-
gramming, anaylzing the suc-
cesses, and making the station as
listenable as possible.”

Hamby

Continued from Page 3

ourselves with Southern music of
all forms, and thus help solidify
Nashville’s posture as a total
music center. Larry brings with
him a broad musical perspective
that will certainly accelerate us-in
this commitment.”

Hamby has been with CBS Rec-
ords since 1978, when he joined as
Director/National Promotion for
Portrait. He subsequently held a
number of West Coast A&R posts
for the label and Epic. He was
named VP/A&R in August 1985.
Prior to joining CBS, Hamby was
Director/Artist Development at
Management I1I.

Commenting on the appoint-
ment. Hamby told R&R, “The
closer you get to the equator, the
better the music gets. I'm return-
ing to the state I came from, and
this is a form of music I can't wait
to be involved with.”

also programmed KCPX/Salt
Lake City, served as OM at
KOSO/Modesto, and worked as
Asst. PD at KDWB/Minneapolis.
“WQFM is a heritage AOR station
with a lot of history. Being a Mid-
western boy, it’s a great job for me.
Dana’s already got everybody stir-
red up; the attitude at the station is
very strong.”

RIGGS PRESIDENT

Emmis Establishes
Research Division

Emmis Broadcasting has form-
ed Emmis Research, a wholly-
owned division of the company.
VP/Administration James Riggs
will become President, and direct
the firm from Emmis’s Indianapo-

For WHN & WQHT

previously Sales Manager for the
N.Y. Radio Network, and her back-
ground in the metro includes posts
as Sales Manager and Retail Sales
Manager at WXLO, AE at WKTU,
and WNEW-FM.

Layne commented, “Judy Ellis
is one of the best assets we ac-
quired when we took over from
Doubleday. 1 am more and more
impressed as I've gotten to work
with her. With the Emmis re-
sources behind her, Judy will no
doubt be the best sales manager in
New York.”

At the same time, WHN GM
Rick Dames named Joel Hollander
GSM for the Country AM. Holland-
er moves in from nearby WRKS,
where he was GSM. He had also
previously served as WHN’s Retail
Sales Manager. Dames added, “I
searched the nation for the best
possible person to lead our revenue

production and found that a former
WHN SM fills the bill best.”
Additionally, Dames and Layne
have appointed Ron Weener, an
AE at crosstown WABC, National
Sales Manager for both stations.
Weener earlier spent several years
as N.Y. Sales Manager for CBS-
FM National Sales, and was also
an AE with Hillier, Newmark,
Wechsler & Howard. Layne com-
mented, “Ron adds a tremendous
amount of experience and knowl-
edge to the efforts of both stations.
There is no one in the country I'd
rather work with in this position.”

Thompson

Continued from Page 3
Weaver President Phil Davis said,
“I think it’s one of the most
brilliant moves Bill’s made. Patty
is very bright and capable. She’s

KGOL

Continued from Page 3

both in a programming capacity
and to be reunited with Carson in
mornings; they were teamed at
KRBE-FM.

Dew says the decision was made
even before crosstown KSRR (97
Rock) moved from AOR to a CHR/
AOR hybrid direction. “The gap is
even wider with their move. The
Research Group market study
showed that this was already over-
whelmingly the most desired for-
mat. The only programming that
satisfied the needs of a tremendous
audience was on AM at KRBE. The
problem is it’s not in stereo, and it’s
got a limited signal.”

Unlike KRBE, Z107 isn't entirely
oldies. It plays a list of 20 currents.
featuring three an hour. There are
no live jocks on-air at the moment.
The format is being introduced
with recorded promos along the
lines of ““Tell us what kind of radio
station you want us to be.” Listener
comments are recorded and play-
ed back on the air. Promotional
firepower includes full-page ads in
both daily newspapers. A heavy TV
schedule — 12 weeks with between
400-600 GRPs weekly — is planned,
along with 14 x 48 billboards.

Atlast! An attorney whds been there! 15 years’ programming, sales and management.
BARRY SKIDELSKY Attorney/Consultant
432 East 45th Street, New York, NY 10017~(212) 3700130
~ Seeme atRadio '86 atthe New Orleans Marriott.
» employment confracts: negotiation and drafing » new buyer/lender education
o full-service assistance for stations: sale, purchase, start-up or turnaround
« flatrate new FM (Docket 80-90) package » bankruptey trustee o arbitration

Protect yourself. Call Radics lawyer. Building a reputation for excellence
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followed her father’s example
beautifully, and it’s not surprising.
She’s been in radio stations all her
life.”

Martinez remarked, “I'm a real
systems person, and can suc-
cessfully balance my family and
career. I'm also proud to be
associated with a company that is
well known for having a progres-
sive attitude about hiring and pro-
moting women within the com-
pany.”

Commenting on the station’s
unusual format, Martinez said,
“Basically we’re doing ‘Yes-No'
radio. We take a new song and let
them vote on records that are
basically adult contemporary, di-
rected toward women.”

In addition to her r

1ent

lis headquarters.

Emmis President Jeff Smulyan
remarked, “This is just another
logical extension of our involve-
ment in the business. We do a lot of
research at Emmis, and Jim Riggs
has played an integral part in the
success of every project. In my opi-
nion, Jim has captured the spirit of
the research needed by our in-
dustry.”

Riggs, who’s been involved in the
planning and development of the
facility for the past year, will over-
see the staff of 120 interviewers.
“This will be one of the most so-
phisticated research facilities in
the nation,” he said. “Our primary
motivation was to insure the credi-
bility of the sample and to control
the high quality of the results. We'll
start slow, but expect to be able to
take on a significant amount of
work in a few months from other
clients.”
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duties. Martinez does a midday air
shift six days a week.

WNYS

Continued from Page 3
I've gotten five calls today from
principals at major advertising
agencies in this area telling us the
station sounds good and that we’re
really going to win.” Rice also said
that WHTT would back its change
with a heavy TV schedule.

WHTT marks the first time that
Buffalo has had a full-fledged Gold
outlet since WECK in the late "70s.
AC WBUF plays considerable gold
product but Rice indicates that
WHTT will share only a handful of
titles with it. Guthrie points out
that WHTT will resemble his other
clients, although it may be “slight-
ly harder because that’s the nature
of the market.”

Pastrick, a Buffalo native, joined
WNYS a year ago after a decade
with former AOR WGRQ (now
WRLT).
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ARBITRONS IN A ROW:
THE #1 MARKET...
THE TOP THREE STATIONS.
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AUDIO PRISM

anre oy e emscase

o TEXAR

Climbing to number one is tough. Stay-
ing there is tougher. Any defending Super
Bowl team can tell you that. Suddenly,
you're the team to beat. Other teams are
studying your game films more than any
one else’s. They watch all your moves, they
learn all your tricks. When the game
comes, you better have new moves,
because they know all your old ones. Very
few Super Bowl winners have returned to
win again the next year.

The same goes for being numberone in
the Arbitron. You are the guy to beat. You
are the one with a bullseye drawn on your
back. The competition monitors your
playlist, mimics your promotions, and

TEXAR

steals you best ideas. Suddenly it's no
longer a game of one-on-one. It's five-on-
one! It's everybody else out there versus
you. Returning as number one the next Ar-
bitron is harder than getting there in the
first ptace.

It is with considerable pride then that
TEXAR was the audio processor of choice
for the #1, #2, and #3 rated stations in the
Super Bowl of radio, New York City. .. for
four Arbitrons in a row!

What's the secret? DIGITAL CONTROL.
Just as digital Compact Discs are replac-
ing vinyl LPs as the medium of choice, the
future of program audio processing also
belongs to the digital world. The digitally-

TEXAR INCORPORATED
616 Beatty Road
Monroeville, PA 15146-1502
(412) 856-4276
(412) 85-MICRO

*Summer & Fall '85 and Winter & Spring '86 ARBITRON Ratings. Total Persons 12+ Share. Mon-Sun, 6A-12M. (Used with permission.)

controlled TEXAR AUDIO PRISM™ s the
beginning of the future. The AUDIO PRISM
delivers the modulation power for monstrous
cumes, but with a clarity that keeps listeners
quarter-hour after quarter-hour. An audio pro-
cessor that makes you jump out of the dial at
the expense of cutting your quarter-hours in
halfis NO bargain.

Step into the future. Put the power and
clarity of digital control to work for you. Call
Barry Honel at (412) 85-MICRO to arrange for
aten-day-demoin your station. Considering
ademo 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 yourself!




Scott Programs KSMG

KOB-FM/Albuquerque PD/
morning man Jay Scott has been
named PD for KSMG/San Antonio,
where he replaces the exiting Robb
Stewart.

The move reunites Scoft with
VP/GM Jack Collins, who told
R&R, “Jay and I worked together
ten years ago, so it's a special treat
to have the opportunity to work to-
gether again. He has the style and
commitment to winning we’ve
been looking for.”

Scott, who starts September 15,
said, “I'm looking forward to re-
newing my association with Jack
Collins. KSMG has a fabulous base
and a heckuva product. I hope I
can contribute to its upward move-
ment.”

Scott joined KOB-FM as PD/
morning personality in spring 1984.

Harvey Directs
Family Group
Radio

After nine months as Sales Man-
ager for Family Group Broadcast-
ing's radio and TV stations, George
Harvey has been promoted to Di-
rector/Radio Operations. Report-
ing to President Frank DeTellio
and Chairman/Managing General

_prartner Sandy Wheeler, Harvey
will oversee WKWF & WAIL/Key
West, KAYC & KAYD/Beaumont,
and, pending FCC approval,
WVGN/St. Thomas, Virgin
Islands.

Prior to his most recent post,
Harvey served three years as Lo-
cal and Regional Sales Manager at
WFTS-TV/Tampa, and before that
held an executive sales post for 13
years with nearby WFLA-TV (now
WXFL-TV).

He told R&R, “Family Group
Broadcasting, while a young com-
pany, is taking a very aggressive
stance in the purchase of both radio
and television stations. Our goal is
to eventually own the full comple-
ment of properties, and in pursuing
that goal, we are seeking out the
best markets and stations."”

Before that he spent two years as
the WKY/Oklahoma City PD/
morning talent, and four years as
WOHO & Z105/Toledo PD/morning
man. His experience with KSMG
GM Jack Collins dates back to
WAXY/Miami, where Scott was al-
so the PD and morning talent.
Both KOB-FM and KSMG are
McVay Media-consulted stations.
At KOB-FM, 1l-year station vet
and present Asst. PD Susan Brad-
ley has been named acting PD.

Bridges GSM
At KIRO
& KSEA

KIRO & KSEA/Seattle, plus af-
filiated KIRO-TV, have created a
corporate sales and special pro-
gramnung department, designed
to increase client exposure by
cross-promoting on all properties.
With the change, Sales Develop-
ment Manager Cy Bridges has
been upped to Corporate GSM.

Bridges will report to John Lipp-
man, VP/News & Public Affairs.
Lippman commented, “Our new
slogan is ‘We're working together,’
andthecorporatesalmwamxsthe

di of that promise. In
Cy we found somebody who has a
broad background in both radio
and TV. someone who can ap-
proach clients with opportunities
that make sense from both points
of view. We're not aware that this
is being done elsewhere in the in-
dustry, but we feel it’s the next step
stations will take as they aim for
more than just numbers. Too often
buyers are just rentmg eyes or
renting ears; we're now selling
identity and positioning."

Bridges said, “I'm very excited
about the potential our new cor-
porate division has to create
unique opportunities for the com-
munity and our corporate clients.
The response thus far has been ex-
tremely enthusiastic, from clients
and advertising agencies alike.”

Durpetti

Continued from Page 3

post at McGavren Guild in New
York. Byme is now VP/Central
Division Manager, and had been

Patrick Byrne

the firm'’s Regional Manager in the
Chicago headquarters since last
December. Byme previously was
VP/Regional Manager for
HNWH'’s Chicago office.

Durpetti commented, ‘“Bruce,
John, and Pat have played key

e
-
oy
John Fabian -

roles in the rapid growth of the
company. Their contributions have
enabled us to overachieve our orig-
inal goals. It is with great pleasure
that I'm able to give them this rec-
ognition and form our first Execu-
tive Committee.”

Lane VP For WAPI & WABB Combos

WRQX/Washington PD Randy
Lane will rejoin Dittman Broad-
casting as VP/Programming for
WAPI-AM & FM/Birmingham and
WABB-AM & FM/Mobile, based
temporarily in the latter city.

McSorley GSM
At WPOP
& WIOF

After two years as WPOP &
WIOF /Hartford’s Local Sales
Manager, Jay McSorley has been
promoted to the newly created
General Sales Manager’s post. At
the same time, Asst. LSM Chris-
tine Smith moved up to LSM for the
Merv Griffin Radio News/AC com-
bo.

VP/GM Albert Pellegrino said,

“These promotions are appropri-
ate in light of the outstanding con-
tributions each has made to the
success of WPOP & WIOF. Their
leadership is reflected in the sub-
stantial sales gains that both sta-
tions have attained in the growing
Hartford market.”

Group President Bernie Dittman
told R&R, “We are delighted o

a rogram-
ming, he will also be in charge of
acquisitions in a very ambitious
way.

“We are looking for some prop-
erties in key markets which will fit
within our group. He will be our
spearhead and take us farther
alongmemadols.lcoms.lnrecent
months we've been aggressively
pursuing some companion proper-
ties and are close to making an an-
nouncement,” he added.

Lane, who was at WRQX for just
over a year, has also programmed
WKQX/Chicago, and KBEQ/Kan-
sas City. He said, “When we an-
nounce a new acquisition I will
most likely set up camp there to
hire the staff and position the sta-
tion. I look forward to rejoining
Bernie and his small but thriving
organization. We have some very
exciting plans for expansion in key
Sunbelt markets.

“I also look forward to renewing
my relationship with (WAPI-AM &
FM VP/GM) Bernie Barker, who
was instrumental in my returning
to the company.”

Davis PD At WZZT

Mike Davis has returned to the
PD slot at Black Rivers Communi-
cations’ WZZT/Columbus, where
he will also do morning drive.

“I've mostly been in the Ohio
market for most of my career,” he
said. “When I was here before, the
station was number one Urban.
They had some different philoso-
phies going on since I left, and they
wanted to get back to what we
were doing before.”

Aside from previously program-
ming WZZT, Davis has also work-
ed at WCIN/Cincinnati; WOUB/
Athens, OH; and WVKO/Columbus
during a 14-year career.

“I'm taking the radio station into
more of an adult area, and getting
the music mixture together so it's
much more appealing to the adult
demographics,” he adds. “I'm also
getﬁng the station more into re-

rReach New Listeners with &
The Latest Information!

WEATHERWORDS
With Walt McKeown, M.S.

e This Meteorologist tells the
rest of the weather story.

® Take your listeners beyond the Daily
Forecast!

o If the rain falls on your audience,
they’ll love these shows...
® Colored Rain ® Frog Forecasters
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NEWS IN BRIEF

R

Salvatore Sabatino  Peter Van Brunt

® SALVATORE SABATINO has been
appointed Sr. VP/Finance and Admin-
istration for RAB. He was previously
VP/Controller for the Equitable Relo-
cation Management Corp.

® JOEL REISH is the new Director of
Resedrch for nine-station group own-
er Entercom, Inc. in Bala Cynwyd,
PA. He was formerly Sr. Research
Analyst at Reymer & Gersin Associ-
ates, Inc., where he has been replac-
ed by Dr. RUTH HAMILL. She was
previously Market Research Analyst
for Frank N. Magid Associates,
where she managed numerous re-
search projects for TV and radio sta-
tions.

@ WILLIAM GULER has been named
GM of the Seeburg Compact Disc
Distributing Co., a newly formed divi-
sion of Seeburg Corp. He was
previously. Director/Purchasing &
Advertising at Handleman. He
assumes responsibility for all opera-
tional aspects of the Addison, IL-
based company, which suppiies soft-
ware to distributors and operators of
Seeburg's CD jukeboxes.

® JOHNNY ANDREWS, most recent-
ly VP/GM at KTAR/Phoenix, has opt-
ed for the same position with Keymar-
ket Communications’ recently pur-
chased KOKE/Austin. Andrews will
officially take over on October 1,
1986. No replacement has been nam-
ed yet for the slot at KTAR

Levine WTRY

Eight-year WAQX-AM & FM/
Syracuse PD Ed Levine has joined
Scott Broadcasting AC/AOR com-
bo WTRY & WPYX/Albany as
combo OM and WPYX PD. He re-
places Rick Van Zandt, while
WPYX MD Bob Welch has also ex-
ited. WTRY PD John Gabriel re-
mains, and WPYX PD Andi Turco
stays on as afternoons/Assistant
PD.

WPYX was number one in the
spring Arbitron with a 9.6 share.
Scott Exec. VP/GM John Kelly
called the change “‘an opportunity
to move ahead.” He said, “Ed has
a great background in building and
growing with an AOR station. Ev-
erybody I talked to said he wasn’t
available, but I saw that as a
challenge and went after him. He
now has a station with the power,
facilities, and commitment not on-
ly to continue being number one,
but to become an even bigger num-
ber one.”

Levine told R&R, “I was very
settled in Syracuse, and planned on
being here for WAQX's tenth anni-
versary. I'm not moving for mar-
ket size (advancing 61-51) — I'm

Joe Archer Craig Allen

@ PETER VAN BRUNT has been pro-
moted to VP/Business Affairs at Dick
Griffey P 4

William Guler

® PATRICK WILLIAMS, noted film-
TV-records composer/arranger, has

tion Records, where he also main-
tains his responsibility at Assistant
General Counsel. He will now handle
administrative operations of the com-
pany in addition to negotiating domes-
tic and international contracts.

® CRAIG ALLEN has rejoined KERA/
Dallas as Music Director after a one-
year sabbatical as an English instruc-
tor at the Jiangsu Institute of Technol-
ogy in the People’'s Republic of China.
His duties include overseeing the sta-
tion's Classical and Jazz programming
as well as hosting the "All-Night Jazz"
show and live broadcasts.

® GARY ROTH has been appointed
Senior Attorney at BMI, a new post.
He was a staff attorney with the organ-
ization. Roth will continue his involve-
ment with BMI's licensing and per-
forming rights departments, and coor-
dinate copyright infringement litigation
in the Northeast.

® MICHAEL JOE REO, former after-
noon anchor at WJBQ/Portland and
former PD/GM at WMR/Rumford, ME
has been named PD at WGUY/Ban-
gor. He replaces Rick Steele.

® PAUL FINK, last at WDOD-AM &
FM/Chattanooga, has been named
GM at KZOUiLittle Rock. He replaces
WAYNE COURTNEY, who became
VP/GM at KJYO/Oklahoma City last
month.

& WPYX OM

Ed Levine

doing it for the operation. Scott is
historically a very well-run radio
company.”

On WPYX, he said, “It’s number
one, but it’s a turnaround in the
sense that everyone involved —
John, (Station Manager) Carol Ri-
ley, (consultant) Dwight Douglas,
the staff — thinks it can do even
better. My goal is to beat Ted Utz's
biggest book (a 13.4 in spring '83).”

Both the PD and MD jobs are
open at WAQX, as MD Amy Dahl-
man is leaving to join Bill Hard’s
new tipsheet. Midday DJ Lorraine
Rapp has been named interim PD.
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launched S ings, his own rec-
ord label. All of the Santa Monica, CA-
based company's LPs are digitally re-
corded and mastered, and focus on
“breaking down musical barriers in the
jazz-classical-pop fields."”

©® TIM MENOWSKY and JOE ARCH-

Patrick Williams

David Gales

® DAVID GALES has been hired to
the newly created position of Execu-
tive Director/Product Management at
A&M Records. In addition to creating
initial markefing plans, he will also
coordinate interdepartmental strate-
gies. He was previously West Coast
Marketing Director for CBS Records.
® ARTHUR SCHIMMEL has been

named President of JCI Video and
Music, independent distributors of

ER will join Perf
Systems as VP/Southern US and VP/
Northeastern US, respectively. Men-
owsky is owner and President of
Heartiand Broadcasting Co. and
former owner of WSQV/Jersey
Shore, PA. Archer was previously
VP/Syndicated Network Sales and
VP/Spot Sales for Katz/Christal
Radio in Detroit.

® BROTHER JAKE EDWARDS has
been named PD/morning man of
CKIS-FM/Winnipeg. He comes from
the morning slot at co-owned CILQ-
FM(Q107)iToronto.

® IDB Communications Corp., Inc.,
suppliers of satellite transmission and
distribution services for radio broad-
casting, has filed a registration state-
ment relating to an initial public offer-
ing of 1,200,000 shares of common
stock. Of those, 700,000 are being
offered by the company and 500,000
by selling security holders. The offer-
ing will be made only by means of a
Prospectus, and will be managed by
Montgomery Securities.

v and records. He was
formerly VP/GM of ABC Pictures In-
ternational.

® Churchill Productions’ TOM
CHURCHILL has acquired two sta-
tions for his Easy Listening Format:
KMEO/Phoenix and WZEZ/Nashville.
Both discontinued use with Bonne-
ville Broadcasting to make the
switch.

® WAKY/Louisville has dropped the
Transtar "Oldies Channel” for auto-
mated B/EZ as “Beautiful 790." Pro-
gramming will be supervised by
MARK STRAUSS, PD of sister station
WVEZ. In addition, WAKY AM drive
announcer Joe EHiot switches to the
same slot on WVEZ.

® KFXX/Tucson, formerly Religious,
has adopted a B/U format as "'Power
1450." Programming will be supervis-
ed by co-owner/veteran PD RICH
ROBBIN.

@ WTMG/Rocky Mount (Raleigh) has
not, as previously repdrted, adopted a
“Classic Hits" format. Instead it is run-
ning gold-based AC under PD GARY
MITCHELL.

Jack Isquith

Pepe Lopez

©® JACK ISQUITH has been appointed
Associated Director, Natlonal Album
Promotion for Epic/Portrait/CBS As-
sociated Labels. He will assist the
VP/Album Promotion in promoting
E/P/A product and will work closely
with the company’s field staff. He was
previously National Manager, Rock
Radio for PolyGram Records.

® PEPE LOPEZ has been named OM
of AOR KNCN/Corpus Christi. He
was formerly PD of KLAQ/E! Paso.

@ D.J. BIRD has been named MD of
WXXP/Pittsburgh. He was formerly
with co-owned WLIR-FMiLong
Island.

® KENN BROWN has been appointed
GM at Sterling Recreation Organiza-
tion’s KYYK/Las Vegas. He was pre-
viously GM at KRAM & KKLZ/Las
Vegas.

® KRZZ/Wichita has changed from
AC to Ciassic Rock, consulted by
FRED JACOBS and programmed by
BRAD FUHR.

© ANDREW REIMER hs been upped
from GSM to GM ot AOR KTYDISanta
Barbara. He replaces Ed Hoyt, who
leaves to become Exec. VP/GM of
Liggett Corporation’s new Fresno
property.

® ALVIN STOWE is named PD at
WBLX/Mobile, replacing Vernon
Waells, now PD at crosstown WGOK.
He comes from two years in the same
post at WFXC/Raleigh. That position
is filed by night jock Doc Holliday,
aiso formerly PD at WLLE/Raleigh.

Boston Product Arrives At MCA

Boston delivered the “Third Stage” LP, the band's first product since 1978, to MCA recently, in the process losing a

chance to beat John Fogerty’s modern record for iongest interval between albums. The new LP, including first single
“Amanda, " will come out at the end of the month, according to MCA. Pictured celebrating the album's arrival are (I-r) MCA
Sr. VP Larry Solters, Exec. VP Richard Palmess, Sr. VP Steve Meyer, Boston's Tom Schoiz, manager Jeff Dorenfeld,
group's Brad Delp, and MCA Music Ent. Group President Irving Azoff.

Miami Sound Congas Minneapolis

Chri pre

As part of E/P/A's

Avila, WLOL PD Gregg Swedberg and his wife Kira, and Epic's Tom Genetti,

Santa Claus accompanied Miami Sound Machine to
WLOL/Minneapolis. Pictured (I-r) are group's Emilio and Gloria Estefan, Santa, group’s Enrique Garcia and Juan Marcos




Bt reaches beyond sight. Into the
imagination. 200 million listen every

week. Three and a half hours every
day. On the road, at work, on the
jogging path, 96% of all Americans
sing its tune, hear its message. That’s
the power of radio. Radio advertising
sells. How do we know? We’ve been
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ences so you can turn the power of
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RCA

Continued from Page 1

has been 75% owned by RCA,
25% by Bertelsmann. It is this
majority interest, GE revealed
Tuesday (9-9), which it is now
selling to the European firm for
an undisclosed sum.

GE acquired RCA/Ariola
earlier this year as part of its

NEWS

Goldman, who said he be-
came aware last week of GE's
“serious conversations” with
Bertelsmann, does not expect
US government objections to
the proposed deal. While at
WCI, he was involved with the
company’s attempted merger
with PolyGram in 1983-84. It
failed largely because of Feder-
al Trade Commission Opposi-
tion.

Quick

Continued from Page 1

ing stations in share of au-
dience. I'm proud to have had
some part in making that hap-
o
Said Quick, “I've been in the
business 16 years, and I'm only
32, so I've been in broadcasting
most of my life. This is a new
level in my broadcast career.
«“t will of course be a chal-

NG LE purchase of RCA, then appar-

H E N E w Si ently decided that the record lenge, as it is working with any

6¢ T business did not fit into its stra-  Metheny AM station these days. But al-
tegic goals. The original RCA/ Continued from Page 1 though our audience is not as
Ariola joint venture agreement full support of Gannett to make strong as it once was, WCCO
gave Bertelsmann certain mi- this station really fly.” still has tremendous shares and

nority rights, including the right
of first refusal to buy RCA’s
share.

“It’s like we won’t miss a
beat,’ Elliot Goldman told
R&R. “There won’t be any hia-
tus period in terms of finding
out who was going to take over
from GE. There are no new
things that need to be done. Ber-
telsmann is totally familiar
with everything we’ve been do-
ing for the last nine months, so
we just keep right on going.
Basically, they’ve just stepped
up from a 25% to a 100% posi-
tion. I'm very enthused, and it
does very well for where we’re
going.”

RCA/Ariola’s annual sales
worldwide are estimated to ex-
ceed $800 million. Bertelsmann
stated that the deal, if approv-
ed, will bring its overall music
business revenues to $2 billion
Deutschmarks (approximately
$1 billion at current exchange
rates). This includes Arista
Records, which Ariola bought
from Columbia Pictures in 1979,
and in which RCA acquired a
50% stake in 1983.

Bertelsmann’s total revenues

Newly named KTKS VP/GM
Al Brady Law commented, “I
couldn’t believe someone with
Kevin’s background was still
available. Chuck Morgan has
done a fine job, and I feel KTKS
is in real good position to go
over the top. Kevin can really
make things go the way they
should; that’s about all a GM
could ask for.”

cume, and with continual up-
dating and enhancing, we look
for more good things to con-
tinue.”

Quick joined WCCO in 1977 as
Assistant Promotion Manager.
He later served as Promotion
Manager, Sports Producer, and
Advertising and Promotion Di-
rector, before becoming Direc-
tor of Marketing in 1984.

Scott PD For Z-Rock

AOR veteran Wild Bill Scott has
been promoted to PD of the Satel-
lite Music Network’s new
“Z-Rock” hard rock/heavy metal
channel. Scott is upped from MD/
nights at the programming serv-
ice, which signed on Labor Day
with WZRC/Chicago (Des Plaines)
as its first affiliate, and he’ll con-
tinue his nighttime airshift.

SMN VP/Programming Robert
Hall observed, “He’s the only per-
son I talked to, among hundreds of
PDs, who had a really good handle
for what we’re doing. He has an in-
stinctive feel for what’s going on in
the street, loves the music, and is

Wild Bill Scott

assistant and do rock ’n’ roll news
as “Boobie Bondage.”

in fiscal 198485 were DM 74 i touch with the kils, Bill doesnt  Scott has jocked at KNAC/Long

billion ($3.7 billion). The COM-  roprecent what the AOR program-  Beach, KR0Q/Los Angeles,
pany has extensive publishing  ing establishment has turned i~ KSRR/Houston, Detroit stations
and printing interests. In the 4. he's not part of the yuppie i WLLZ, WWWW, and WABX, Chi-
US, these include Bantam yolligentsia that's running AOR to- cago outlets WLUP and WMET,

Books, magazines such as Par-
ents and Young Miss, a chil-
dren’s book club, and the Brown
Printing Co. of Minnesota.

Of the RCA/Ariola agree-
ment, Bertelsmann Chairman
Mark Woessner said, “‘Since the
founding of our music company,
Ariola, the music business has
been a solid component of Ber-
telsmann AG. With the acquisi-
tion of the remaining 75% of
RCA/Ariola, we have reached a
long-sought strategic goal.”

RCA/Ariola chief Goldman
has had previous experience
with Bertelsmann. He was Ex-
ec. VP/GM of Arista when the
label was bought by Ariola, and
subsequently became VP of the
Ariola International Group’s
North American operations.

Following several years with
WCI, Goldman became Presi-
dent/CEO of RCA/Ariola CEQ
last December, shortly before
GE’s move to acquire RCA. He
was one of several music/enter-
tainment industry companies
and executives interested in
buying the company from GE if
Bertelsmann had passed on the
opportunity. “‘Short of being
able to do that,” he cracked,
“this is the best possible ar-
~ rangement.”
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WKLS/Atlanta, and KMEL/San
Francisco. He has also programm-
ed KASH & KSND/Eugene and
was Assistant PD at KUDL/Kan-

day. He’s more like what AOR
rockers used to be — a rock 'n’ roll
street machine.”

“This is something different for
me. I'm used to ‘show and go,’ and
this is ‘show and don’t go,” said
Scott, referring to the long hours.
He added, “Universal rock for-
ever!” Scott added that his long-
time companion, Carole Trepel,
has joined Z-Rock to serve as his

sas City.

In addition to WZRC’s affiliation,
WZRX/Jackson, MS signs on with
ZRock this week, WCXT/Hart
comes aboard next week, and sta-
tions in Norfolk and Quad Cities
are expected to join shortly.

Diamond Devotees

|  CHRNEWE&ACTIVE |

' 112/18
OneOf The “Most Active”

Pictured at opening night of Neil Diamond’s sight Madison Square Garden con-
certs are (I-r) CBS Records Division President Al Teller, Dlamond, and Columbia
Sr. VPs Bob Sherwood and Mickey Eichner.
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How THE BEST USE RESEARCH TO WORK SMART

WIking smart doesn’t come
easy. For many it doesn’t

come at all.

And while there’s no substitute for
hard work or hard-earned experience,
you'll find the best broadcasters just
aren’t satistied with traditional
approaches to problem solving. Nor
will they settle for easy answers.

To them, ongoing research is
vital. It's the lifeline for staying close
to the listener. It increases the proba-
bility of making the right decisions. It
helps beat the odds.

And one thing’s for sure, generic
research technigues simply don’t work.

That’s because each market is
unique with its own characteristics,
competitors, and perceptions. Only
through specialized custom audience

research can a market be properly
analyzed and understood. And only
then can an inventive plan of action
take place.

It’s not surprising the best
broadcasters who demand more from
their research choose Bolton Research
Corporation.

You see, unlike some others, our
objective is not to sell you a methodol-
ogy, but rather to provide you with
meaningful answers and a plan to

make intelligent management decisions.

To do this, we rely on a variety of
research methods (telephone, audi-
torium, diary questioniaires, or focus
groups to mention a few). What makes
sense is we're skilled enough to match
the method to your needs.

When compiled, our findings go

far beyond a simple report. In fact,
you’ll receive at least three reports.

One, a listing of vital information
presented in a graphic easy-to-read
style. Another, an Executive Repart
with results summarized. But most
importantly, you'll receive a Compre-
hensive Marketing Plan. It’s a plan for
action. A plan for ratings success.

Isn’t this the kind of thinking you
want to outsmart your competition?
And isn’t that what working smart is
all about?

Write Bolton Research Corporation
at 2401 Pennsylvania Avenue, Phila-
delphia, PA 19130 or call (215)232-2240
for a customized program of audience
research for your station or group.

BOLTON

R ESEARCH

CORPORATION

WE'RE HELPING THE BEST WORK SMARTER.




TRANSACTIONS

RADIO BUSINESS

Henry Takes Omaha Pair
For $22 Million

KFAB & KGOR/OMAHA
PRICE: $22 million
BUYER: Henry Broadcasting, Charl-
ton Buckley, owner. He also owns
KZOD/Denver; KYTE-AM & FM/Port-
land; KFXM & KUDO/San Bernar-
dino, and KLCZ & KDONISalinas,
CA.
SELLER: May Broadcasting, parent
organization of Lee Enterprises,
Lloyd Schermer, President. Lee
bought radio stations as part of a pack-
age for KMTV-TV/Omaha.
DIAL POSITION: 1110 kHz; 99.9 MHz
POWER: 50 kw; 115 kw at 1230 feet
FORMAT: AC
BROKER: Ray Stanfield and Peter
ist of C A i

WAZYILAFYETTE, IN

PRICE: $2 million

BUYER: RadioVision ot America,
inc., Anthony Gazzana, President
SELLER: Lightfoot Broadcasting,
Richard Lightfoot, President

DIAL POSITION: 96.6 MHz
POWER: 50 kw at 500 feet
FORMAT: CHR

BROKER: Blackburn & Co.

Bob Pates

KCEE & KWFM/TUCSON
PRICE: $10 million

BUYER: American Media, Alan Beck
and Arthur Kern, principals. It also
owns WALK-AM & FM/Long Island,
NY; KSMG/San Antonio; and WMGG/
Orlando.

SELLER: Sun-Com Limited Partner-
ship, Behen Broadcasting, general
partner, Dennis Behen, President.
DIAL POSITION: 790 kHz; 92.9 MHz
POWER: 5 kw days/500 watts nights;
93 'kw at 2036 feet

FORMAT: AC

BROKER: Kalil & Co.

KBRG/SAN FRANCISCO
(FREMONT)

PRICE: $2.7 million

BUYER: RadioAmerica, Inc., Daniel
Villaneuva, President, James Villa-
neuva, VP

SELLER: Crosby Broadcasting, Inc.,
Leon A. Crosby, owner

DIAL POSITION: 104.9 MHz
POWER: 3 kw at 300 feet

FORMAT: AC

BROKER: Blackburn & Co.

WDOS & WSRK/

ONEONTA, NY

PRICE: $1.5 million

BUYER: Hastings Broadcasting
Corp., Gordon Hastings, President.
Hastings is the former President of
Katz Radio and Katz TV, and recently
opened his own broadcast firm. This
is his first purchase

SELLER: Oneonta C icatit

TRANSACTIONS AT A GLANCE
Transactions So Far In 1986: $1,755,097,000
This Week’s Transactions: $43,855,000

® KFAB & KGOR/Omaha $22 million
© KCEE & KWFM/Tucson $10 million

® KSKY/Dallas $3.4 million

® KBRG/San Francisco (Fremont) $2.7 million
® WWMG & WSFL/New Bern, NC $2.25 million

® WAZY/Lafyette, IN $2 million

|

® WDOS & WSRK/Oneonta, NY $1.5 million

WWMG & WSFL/
NEW BERN, NC
PRICE: $2.25 million

Corp., John McGeehan, President.
DIAL POSITION: 730 kHz; 103.9
MHz

POWER: 1 kw daytime; 850 watts at

520 feet

FORMAT: AC; CHR
BROKER: Glenn Seratin of Commun-
ications Equity Associates

Reporting Transactions

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
soon as detalis are available. Sale clos-
ing photos and broker news, such as
personnel and office announcements,
are also welcome

Frank Boyle

4 EXCELLENT REASONSTOLIST
YOUR PROPERTIES WITH US.

1. We've been traveling to 40-45 cities a year for the past
25 years, working and talking to the key “movers
and shakers™ in the radio business. They know:-us and
trust us.

2. We're still traveling to 40-45 cities a year. That means

we can market your treasures to qualified prospects
ot face-fo-face.

3. We guarantee fast action because we're go-getters.

4. Our enlightened commission structure is more in line
with today’s bigget dollar deals and the broker’s
actual contribution.

-

Frank Boyle < Co.

55 0Old Field Point Road, Greenwich, CT, 06830 '203-869-4433 ]

RADIO/CABLE BROKERS —-EXEC RECRUITING
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BUYER: C: Broad Group,
a subsidiary of Coastal Carolina, Inc.,
Howard Schrott, Robert Beacham
and Rick Bernhardt, principals. It also
owns WISP & WQDW/Kinston, NC,
which must be sold to comply with the
duopoly rule.

SELLER: Great Southeast Broad-
casters, Inc., and P.C. Broadcasting
Inc., J.D. Conner, owner

DIAL POSITION: 1380 kHz; 106.5
MHz

POWER: 5 kw days; 100 kw at 957
feet

FORMAT: Country; AC

BROKER: Mitt Younts of Chapman
Associates

WAES & WROQ/CHARLOTTE
PRICE: $13 million cash

BUYER: CRB Broadcasting Corp.,
headed by Carter Burden, Ed Rogoff,
and Jim Connor. It also owns WTCR-
AM & FM/Huntington. WV; WAEB-
AM & FM/Allentown, PA; and WJBR-
AM & FM/Wilmington, DE. Pending
FCC approvat is the acquisition for
WFAS-AM & FM/White Plains, NY.

SELLER: Sis Radio, Inc., owned by
Stan Kaplan and Sis Kaplan.

DIAL POSITION: 610 kHz: 95 1 MHz
POWER: 5 kw days/1 kw nights; 100
kw at 574 feet.

FORMAT: CHR
BROKER: Ted Hepburn Company

20% VS. 28% CAPITAL GAINS TAX
Oppenheimer Races
For Deadline
On Group Sale

If there's any doubt that the new tax
laws will have a major Impact on radic
transactions this fall, they were put io
rest by word that Dick Oppenheimer
is selling Capitol Cities Broadcasting
Co. —inahdrry.

Financial advisors are urging sellers
to complete transactions before Dec.
31. Under the proposed tax overhaul
bill. the capital gains tax rate rnses
from 20% to 28% on that date.

To escape the higher tax, Oppen-
heimer instructed his broker, Ameri-
com. to complete negotiations by
Sept. 22 so the deal can be closed by
year's end.

Saving *‘A Few Million’
In Taxes

After 35 years in radio, ten as an
owner, Oppenheimer said, “There are
a lot of emotions involved. But it's a
sound business decision, and | can't
let those emotions run that.” Capitol
Cities stands to lose “a few million
dollars” by delaying, he pointed out.

Although the group will be sold in-
tact, a market-by-market analysis —
based on discussions with Ameri-
com's Tom Gammon — illuminates
some of the considerations that go in-
to purchasing a radio group.

KIXL & KHFI/Austin

The jewels of the Capitol Cities’
group include the number two FM in
the market, as well as the only fulltime
AM with a religious format. Austin. the
81st market just three years ago, is
now 59th.

KOKY & KZOUiLittle Rock

“The opportunities for this market
are spectacular,” Oppenheimer effus-
ed. “I'm really high on this market,
higher, in fact, than when we bought
the stations (last December).”

The combination garnered a 16.6
share in the most recent book, with
the market's revenues for 1987 pro-
jected to top $16 million. Projectea
cash flow. based on a 30% margin,
would thus approach $840,000

KZOU is CHR, and plans a tower in-
crease to 1000 feet HAAT. KOKY isa
fulltime AM with an Urban format.

WXAM & waxy/
Baton Rouge

WQXY is the only AC in the 78th
market, where five FM stations split
approximately $16 million in billings
WXAM is scheduled to shift to a
“Heart & Soul” satellite format by mid-
September,

KBFM/McAllen-
Brownsville, TX

This is the top-rated English-lan-
guage station in the 77th market, and
has a CHR format. The market is a
leading tourist attraction, given its
proximity to local resort community
Padre Island.

Shaffer Joins
Chapman

Ed Shaffer has left Telerep to be-
come a broker with Chapman Associ-
ates, where he will join broker Ernie
Pearce to serve the Southeastern
region from Chapman's Atlanta office.
Shatfer’'s background includes broad-
cast sales at WKRN/Nashville and
WSB-TV/Atlanta.

Chapman President Bill Cate said
Shaffer “has all the tools, talent, and
proper attitude, and I'm looking for-
ward to working with his development
here.”




. .
- When it's Time to Buy or Sell,

Chapman Means Business.

Location

AK

NW

SE

West

MW

sSw

SE

Rocky Mtn.
SE

SE

sw
Mid-Atlantic
Mid-Atlantic
West

MW

SW

Plains
Mid-Atlantic
Sw

Rocky Mtn.

Rocky Mtn.
Rocky Mtn.
MO

TN

NE

ID

AZ -

KS

NC

1A

1A

Mkt. size

Metro
Metro
Major
Metro
Metro
Metro
Metro
Metro/Small
Regional
Small
Medium
Small
Metro
Metro
Metro
Small
Medium
Small
Metro
Metro
Coastal
Metro
Small
Small
Medium
Metro
Small
Small
Medium
Small
Small
Small
Small
Suburb
Small
Small
Small
Suburb
Small
Small
Small

Type PRICE
2AFs  $11,000K
AM/FM 6500K
FM 6000K
AMFM 6000K
AMFMFM  5300K
FM 4000K
AM/FM 4000K
2 AFF's 3300K
AM/FM 3000K
AM/FM 2500K
FM 2410K
AM/EM 2300K
FM 2200K
AM/FM 2100K
AM/FM 2000K
AM/FM 1850K
AM/EM 1800K
AM/FM 1800K
FM 1700K
AMFM 1500K
FM 1500K
AM/FM 1450K
AM/FM 1400K
AM/FM 1200K
AM/FM 900K
AMFM 800K
FM 750K
AM/FM 750K
AM/FM 725K
AM/FM 700K
AM/FM 650K
AM/FM 650K
AM/FM 565K
FM 550K
AM/FM 500K
AM/FM 480K
FM 450K
FM 450K
FM 350K
AM 350K
FM 300K

Term:

SOLD
SOLD*
SOLD*
SOLD*
SOLD
Terms
SOLD*
SOLD*
Terms
SOLD*
SOLD*
SOLD*
Terms
SOLD
Nego.
SOLD*
$360K
SOLD*
Cash
$250K
SOLD"
SOLD*
Terms
$200K
CASH
250K
SOLb*
$200K
$175K
$300K
$95K
$75K
$165K
SOLD*
Cash
$130K
$135K
SOLD*
$117K
$75K
$35K

Contact

Elliot Evers
Elliot Evers
Randy Jeffery
Elliot Evers
Charles Giddens
Jim Mergen

Mitt Younts
David LaFrance
Mitt Younts

Mitt Younts
Ernie Pearce
Charles Giddens
Mitt Younts

Elliot Evers
Peter Stromquist
David LaFrance
Bill Lytle

Ron Hickman
Bill Whitley
David LaFrance
Charles Giddens
Randy Jeffery
Bill Lochman
Mitt Younts

Bill Lochman
Peter Stromquist
Ron Hickman
Bill Lytle

Bill Lochman
Peter Stromquist
David LaFrance
Greg Merrill

Bill Lytle

Ernie Pearce
Ron Hickman
Greg Merrill

Jim Mergen

Bill Lochman
Mitt Younts

Bill Lochman

Bill Lytle

Phone

(415) 495-3516
(415) 495-3516
(305) 295-2572
(415) 495-3516
(202) 822-8913
(818) 366-2554
(202) 822-8913
(303) 234-0405
(202) 822-8913
(202) 822-8913
(404) 998-1100
(202) 822-8913
(202) 822-8913
(415) 495-3516
(818) 366-2554
(303) 234-0405
(816) 941-3733
(401) 423-1271
(214) 680-2807
(303) 234-0405
(202) 822-8913
(305) 295-2572
(816) 941-3733
(202) 822-8913
(816) 941-3733
(818) 366-2554
(401) 423-1271
(816) 941-3733
(816) 941-3733
(818) 366-2554
(303) 234-0405
(801) 753-8090
(816) 941-3733
(404) 998-1100
(401) 423-1271
(801) 753-8090
(818) 366-2554
(816) 941-3733
(202) 822-8913
(816) 941-3733
(816) 941-3733

i For information on these properties, please contact the Associate shown. For information on other availabilities,
or to discuss selling your property, contact Janice Blake, Marketing Director
CHAPMAN ASSOCIATES, Inc., 8425 Dunwoody Place, Atlanta, GA 30338 (404) 998-1100
*subject to FCC approval

- |CHAPMAN ASSOCIATES®
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RADIO, TV EXPANSION PLANNED

Emmis ‘Powers’ Into Major Radio Group

By Brad Woodward

In a world where most authors want
to turn their novels into TV miniseries,
Jeft Smulyan bucked convention.
The President and founder of Emmis
Broadcasting turned his book into
radio.

“Emmis was actually the title of a
book | was writing,” Smulyan remem-
bers. "It was called ‘The Emmis
Region’ and it was a novel about
political intrigue that | fooled dround
with about ten years ago.

‘It was a nice name for the book
because Emmis is the Hebrew word
fortruth. And it was a nice name for
the company because nobody, in-
cluding me, wanted to call it Smulyan
Broadcasting.”

Smulyan adds with a laugh, ""We kid-
ded when we bought the stations from
Doubleday that the real terms were
$2 million for the three radio stations
and $51 million to convince them to
publish this book."

Frustrated With

Weak Properties

In 1978 Smulyan, a law school
graduate who had never practiced
law, was running two small stations
that he owned, along with his father

“Everyone says we paid
82 times cashflow for
the Doubleday stations.
Well, there was no
cashflow.”

and another investor, in Indianapolis
and Omaha.

But the properties.could never do
more than fil “niches” in their
markets, Smulyan recalls with frustra-
tion. “I really wanted to be in what |
call the competitive radio business. |
wanted stations that were capable of
being at or near the top of their mar-
kets. It was always my dream to do
that.” And he wanted to do it on his
own

Jeff Smulyan

In 1978, at age 31, Smulyan began
dickering for a suburban Indianapolis
FM he knew could be upgraded to a
fully competitive facility. A contract
was signed in 1979, and Emmis
Broadcasting was born.

$85,000 Investment Yields
$11 Million

The original partners in Emmis —
Smulyan, Emmis Executive VP/Gener-
al Counsel Steve Crane, and two local
cable television operators Smulyan
met through his accountant — put
$300,000 into the company. This
winter the cable folks, who had chip-
ped in $85,000 apiece, were bought
out for $11 million each. “They had a
nice ride for four years,” Smulyan
observes with- understatement.

Emmis closed on what is now
WENS/Indianapolis in 1981 for $1.2
million. WLOL/Minneapolis followed
the next year for $6 million, from Lig-
gett. In 1984 Emmis doubled in size
by picking up KSHE/St. Louis and
what. today is KPWR/Los Angeles
from Century for $20 million. And this
summer it capped the $53 million
takeover of WAVA/Washington and
WHN & WQHT/New York from Dou-
bleday.

Higher Cash Flows
Fuel Growth

“Basically, we increased cash flows
in Indianapolis and Minneapolis to the
point where we-could support Los An-

. geles and St. Louis,” Smul

RADIO BUSINESS

says of
the group’s growth strategy. “It's just
being able to buy properties, turn
them around quickly, and generate
sizable cash flows to service addi-
tional debt.”

In fact, until a major refinancing this
winter, the original $300,000 invest-
ment was the only equity ever put into
Emmis. The refinancing bought out
the cable operators, paid off the
group’s original bank loan, and left
“about $15 million™ in seed money for
the Doubleday purchase

In the process, Morgan Stanley
and Cigna Insurance each got
“roughly 10%" of Emmis. “Friends,
relatives, and employees” bought in
for another 10%. Smulyan, who is
President, has 60% of the company,
and Crane owns 9%.

Game Plan
Execution Credited

Emmis is perhaps best known in the
industry for its stunning turnaround of
KPWR. After shedding a fagging AC
format for a hybrid mixture of urban
and CHR music, KPWR stormed out
of the gate last winter with a 4.4 share
in its debut book. This spring KPWR
powered up to second place in the
market with a 6.0, even edging past
CHR powerhouse KIIS. A similar ap-
proach was unveiled last month at
WQHT/New York.

"It all revolves around good people
putting together a game plan and ex-
ecuting it,” Smulyan says of the
group’s turnaround success record.
“We've got great people. All of our
managers are shareholders in the

SEEKS RADIO

PROPERTIES
TM Reports
Earnings Of
$1.7 Million

For the first six months of 1986, TM

more!

HALF OF YOUR

JAZZ SHOW
IS MISSING!

Without PORTRAITS IN SOUND, You’re
Missing Haif Of Your Audience And Half
Of Your Advertisers.
PORTRAITS IN SOUND is the perfect.com-
plement to your jazz show . ..
weekly show of fine, accessible, “‘New Age”
music and an exclusive artist interview with
people like Andreas Vollenweider, Alex De
Grassi, Paul Winter, Michael Hedges, and

a one-hour,

The other half of your jazz show . . . For
more information, Call Thom Reinstein
(209) 578-6747.
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[ lications reported earnings
of $1,763,1186, or .22 per share, on
revenues of $8,275,118. During the
first half of last year, the company had
earnings of $28,060, a penny per
share, on revenues of $3,589,840.

TM President/CEO Pat Shaughn-
essy attributed the record perform-
ance to a major Coca-Cola production
completed in May, “as well as a
steady contribution from our Produc-
tion Services Division.” TM went
public last October, and its stock last
week closed at 2 7/8°

Shaughnessy said one of TM's
prime goals for the rest of 1986 is ac-
quiring additional_turnaround radio sta-
tions or ‘“companies in other in:
dustries with which we are familiar.”
He explained, "With a strong balance
sheet from the sale of TM Program-
ming, we are now ready ‘to make
these acquisitions

Other goals are increasing business
in film, video, sound and live produc-
tlon, and turning around the com-
pany’s radio stations, KHAT-AM &
FMiLincoln, NE. TM is in the process
of acquiring KNSS/Carson City and
WLPR/Mobile.

“Once you've done New
York and Los Angeles
you're not dying to go
back and do smaller
markets.”

company. Their future’s tied to it.”

Another Emmis strength, in Smul~
yan's view, is its lack of “sacred
truths.” New ideas are debated vigor-
ously from within, and no effort is
made to “impose our will on any mar-
ketplace.” He explains, “We don't
want to be locked into a niche; we
want to be flexible. That's one of the
most important things any broadcast
group needs these days.”

TV Purchases Predicted

The next step, says Smulyan, is
“making sure we're as comfortable
with seven stations as we were with
four, and seeing if we can realize what
we think is tremendous potential in
New York and Washington. KPWR
has just sort of exploded, and now it's
time to generate the kind of cash
flows those numbers can generate.”
Emmis is also launching its own re-
search firm (see Page 6).

LISTENERS
CALL MACHINE

Camiolo
Markets Instant
Phone Research

Outgoing WHAT/Philadeiphia VP/
GM Art Camiolo is test-marketing in-
teractive telephone technology that
allows a station to conduct instant
research of its own audience.

The system lets a station program
up to eight questions into an automat-
ic-answering device, offering callers
yes/no or up to ten multiple choice op-
tions. The audience is invited to call a
toll-free 800 number to participate,
responding to the recorded questions
by touch-tone phone commands. The
system, developed by New Jersey-
based SpiTech Corp., provides a
printout of the tabulated responses.

Tested At WWDB

Camiolo says he used the technolo-
gy successfully for a year, often get-
ting hundréds of calls daily, when he
was also VP/GM of WHAT's former
sister station, Talk-formatted WWDB.
Although the station often polled its
audience on issues, Camiolo says,
‘What we got the most out of were
programming questions. For me it was
areal source of information about our
listeners.

in addition to his stint at WHAT &
WWDB, Camiolo has served as VP/
GM at WIFI/Philadelphia and WI0Q/
Philadelphia. He spent ten years at
WMMR/Philadelphia, where he rose
to GSM. He will exit WHAT when the
station is acquired by Mainline Com-
munications later this month.

Smulyan continues, “Next year we'll
look at everything. If we see some-
thing we just can't live without in the
next six months we'll try to figure out a
way to do it. We certainly are not done
in radio, but beyond that, we'll proba-
bly go into television. We're big
believers in over-the-air broadcasting.

“While radio’s our first love, there
are only so many things you can do in
radio. The problem is once you've
done New York and Los Angeles
you're not dying to go back and do
smaller markets.” Top priority markets
for expansion are Chicago, Houston,
and Atlanta.

Radio Strong Despite
Soft Economy

Smulyan foresees a mild economic
downturn ahead, but remains bullish
about radio, particularly if the industry
goes after a greater share of ad dol-
lars and aggressively fights its image
as a secondary medium. Smart broad-
casters will control costs and learn to
live with single-digit growth, he con-
tends.

Smulyan also sees no end to the
escalation in station prices. Some of
the most highly leveraged deals_may
collapse in a recession, he concedes,
but “the multiples have really never
changed dramatically. Everyone says
we paid 82 times cashflow for the
Doubleday stations. Well, there was
no cashfiow.”

He points to Los Angeles as an ex-
ample of why higher station prices are
often justified. “When we bought L.A.
it was roughly a $180 million market
with what we call 23 viable players.
Today there are probably 19 viable
players, and it's a $250 million mar-
ket.

“We are basically confident about
the future. The fact that the economy
may not be spectacular doesn't mean
we're not very optimistic about the
future of radio in the next ten years,
because we are.”

CBS Lures
New Spot
Advertisers

CBS Radio Representatives has
launched a new campaign, “The Great
American Radio Challenge,” to attract
new business to the national spot
radio marketplace.

The company is making a limited of-
fer to new or infrequent users of na-
tional spot. They'll get spot packages
at “an attractive rate,” combined with
free, customized research studies of
the campaigns' effectiveness. Partici-
pation Is restricted to one advertiser
per product category.

“It is.no secret that 1986 has not
been the Year of Spot Radio,” CBS
Radio Representatives VP/GM Ed
Kiernan conceded. “However, the
benefits of using spot cannot be
allowed to be minimized i, this
climate. The ability to identify and
reach specific target audiences
without incurring tremendous expend-
itures cannot be emphasized enough
in today's economy.”




- Don’t Hiss Off
Your Listeners!

GOLDMINE ~ (22 delivers perfectly pristine
digital versions of the 100 hardestto-find and
most-frequently-requested titles. These are
clones, not copies. A compact disc library* of

matchless value designed only
prize quality ... and

for those who
ere’s the best part: ab-

solutely no tape hiss because there’s no tape.

LG

B Bo~eB Bl Bo-CP

GOLDMINE ~ (24 ' Volume |

ACE/"How Long”
ADAMS. BRYAN/“Straight From Heart'
ALPERT, HERB/'This Guy's In Love
ASSOCIATION/ “Cherish

~BACHMAN TURNER, O.D./"Taking Care Of Business”
BADFINGER/"Day After Day
BEATLES/“Mxhelie
BEATLES/”'Here Comes The Sun”
BEATLES/"Something”
BEATLES/“And | Love Her"
BEATLES/""Here. There, Everywhere™
BEE GEES/"How Can You Mend
BEE GEES/"'To Love Somebody ™
BLUE QYSTER CULT/"Don't Fear The Reaper
BOONE, DEBBY/"You Light Up My Life’
BOX TOPS/""The Letter”
BROOKL YN BRIDGE/ “Worst That Coult Happen
BUCKINGHAMS/“Kind Of A Drag
BUFFALO SPRINGFIELD/“For Whalt It's Worth”
BYRDS/""Tum Jum Tum”
CHICAGO/"I've Been Searching So Long™
CHI-LITES/"Oh Gut™
CLAPTON, ERIC/**ARer Midnight
CLARK. DAVE FIVE/ ‘Because™
CLASSICS VI Traces”
CLASSICS IV/"Stormy”
CUMAX!"Precious And Few”
COCKER. JOE/*You Are So Beautful”
COCKER/WARNES/“Up Where You Belong™
COLE."NATALIE/“I've Got Love’
COLE, NATALIE/“This Will Be”
CREAM/Sunshine Of Your Love
CROSBY. STILLS N&Y/"*Suite Judy Blue Eyes”
DELFONICS/"La La Means | Love

DEREK/DOMINOS/ “Layla’

DESMOND DECKER/ACES/ “Israeines”
DYLAN. BOB/“Lay Lady La

FiFTH DIMENSION/ “Wedding Bell Blues™
FLACK. ROBERTA/"First Time Ever 1 Saw
FOUNDATIONS/Baby. Now That I've Found
FOUR SEASONS/*'Big Girts Don't Cry
FOUR SEASONS/"'December. 1963

FOUR TOPS/ "1 Can't Help Myself**
FRIENDS OF DISTINCTION/'Grazing in The Grass™
GAYE, MARVINF ‘Heard It Grapevine”
GAYE. MARVIN/“Let's Get It On

GAYE, MARVIN/~“What's Going On
GENESS/Follow You, Follow Me"
GERRY/PACEMAKERS/“Don't Let Sun Catch You
GRASSROOTS/"*Sooner Or Later'*
GRASSROOTS/“Midnight Confessions”
GUESS WHO/" These Eyes’

HARRISON. GEORGE/ "My Sweet Lord™
HOLLIES/"He Ain't Heavy"*

HERB. BOBBY/"Sunny™*

HUES CORP/"'Rock The Boat™

JAMES, TOMMY/“Mony Mony”’

JAMES, TOMMY/"Crystal Blue Persuasion”
JAYIAMERICANS/“This Magic Momen:™*
JOHN, ELTON/ "Daniet”

JOHN, ELTON/“Your Song’*

JOHN, ELTON/"Tiny Dancer
KEITHI98.6"

KINGSMEN/“Loule Loule™

LOGGINS & MESSINA/“Danny’s Song”
LOVIN SPOONFUL/“Daydream™
MARMALADE/ Refiections Of Life"

MASON, DAVE/“We Just Disagree”
MCCARTNEY, PAUL/ "My Love’

MCLEAN. DON/*Amencan Pe’

MEL & TIM/‘Backfieid In Motion

MIDLER, BETTE/""The Rose"

MILLER. STEVE BAND/ Fly Like An Eagle”
MONKEES/Daydream Believer”

MOODY BLUES/“Nights In White Satin"
NILSSON/""Without You"

O'JAYS/“Love Train™

ORBISON, ROY/"'Oh Pretty Woman'
PAYNE. FREDA/"'Band of Gold"

‘PRESLEY. ELVIS/"*Suspicious Minds™*
PRESLEY, ELVIS/“Kentucky Rain”
PRESTON/SYREETA/“With You I'm Bom
PROCOL HAREM/“Whiter Shade Of Pale’
PUCKET, GARY/""Young Giri’

RIGHTEOUS BROS/*Soul & Inspiration
RIGHTEOUS BROS/"'You've Lost That Lovin
ROYAL, BILLY JOE!"'Cherry Hill Park"*
RUFFIN, JIMMY/*"What Becomes Of The Broken
SIMON, CARLY/“That's The Way.I've
SIMON & GARFUNKEL/"'Bridge Over  Water’
SPANKY/OUR GANG/"'Like To Know You™
SPINNERS/“I'll Be Around’

SPIRAL STAIRCASE/“More Today Than Yesterday™
STOOKEY. PAUL/"'The Wedding Song”
STYLISTICS/You Are Everything’

THREE DOG NIGHT/" joy To The Worid"
THREE DOG NIGHT/“One’
TURTLES/“"Happy Together™

WELLS. MARY/ My Guy"
YOUNGBLOODS/“Get Together"

*Goldmine~ @9 ﬂ is a limited edition for which we will gladly refund the total purchase price of $500 if you are

not absolutely satisfied, Please call (800) 247-3303 or (505) 247-3303 TODAY

“WE'RE HERE TO HELP!”

Y LY
E, Za % The Programming and Marketing Strategy Team

In Canada, call Randall-English, Drake Chenault’s exclusive representative — (416) 898-4848.




Opposite
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Howard Stern

Howard Stern and Rick Dees have
nothing in common—except huge
audiences. Howard's three-hour
show of outrageous humor, overly

* frank Opinions, surprising interviews

and.Rock & Roll have tripled ratings

in ithe country's toughest market.

And Rick Dees' top 40 show has

attracted well over 300 stations since

it hit the air less than three years ago,

N akin§ it the fastest-growing syn-

N




Rick Dees

exclusively from DIR: The
Howard Stern Show, starti
tember 6th. And the Ric
Weekly Top 40 Countdow
effective January 1st. So c3
representative (212) 37
get the kings of “put
“countdown” radio wor
The results will be very
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KOB GETS AUTHORIZATION
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Synchronous AM Transmitters
Gaining In Popularity

Ever since the FCC last year okayed the first experi-
mental use of a synchronous AM transmitter at KROL/
Laughlin, NV, an increasing number of AM stations have
shown an interest in the innovation. KOB/Albuquerque
recently received the nation’s’ second experimental
authorization, and another half-dozen requests are pend-

ing at the Commission.

What the stations are lining up
for is a chance to build a second
transmitter and antenna locked on-
to their frequency, which simul-
taneously broadcasts their signal
into a new area or someplace
where the main signal is weak.

While experimental uses are now
being allowed, regular use of syn-
chronous AM transmitters is under
consideration in the FCC’s current
AM improvement proceeding.

“We don’t know if it's

going to work.”
—Art Schreiber, KOB

KOB Targets Santa Fe

KOB VP/GM Arthur Schreiber
says his station will locate its new
190-watt transmitter in Santa Fe,

which KOB covers during the day
but not at night. KOB recently lost
a 45-year battle with WABC/New
York, forcing the New Mexico sta-
tion to cut back its nighttime sig-
nal.

Schreiber explained, “We lost
Santa Fe when we lost the case in
the Supreme Court with WABC. We
had to pull back our pattern to pro-
tect WABC at night. We’re just try-
ing to get back what we lost.”

Schreiber expects to have the
synchronous transmifter operating
by October 15, and estimates the
cost of the project at $75,000. He
cautioned, “We don’t know if it’s
going to work,” and said use of
dual transmitters will produce a
“no-man’s land” in between where

August 1986

$53,000,000

Doubleday Broadcasting Company, Inc.

has sold

WHN-AM

(New York City)

WAPP-FM

(New York City)

and
WAVA-FM

(Arlington/Washington, D.C.)

o

Emmis Broadcasting Corporation

The undersigned initiated this transaction and acted as financial advisor
to Doubleday Broadcasting Company. Inc

3 WERTHEIM & CO., INC.
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neither signal is receivable. “We
hope that will be in a very sparsely
populated area,” he adds.
Schreiber called the extension of
coverage “‘more of a service ele-
ment. We're not going to make a
helluva lot of money on it.”

WORC Eyes 40%
Coverage Boost
However, at least one other ap-
plicant views synchronous trans-
mission as a way to increase
revenues. “We feel this makes
sound business sense,”’ says
WORC/Worcester, MA PD Mark
Ericson. In fact, the station is fully
expecting to put $250,000 into the
expansion. WORC’s directional
pattern and use of AM stereo help
drive up the cost.
WORC plans to locate its extra

transmitter 25 miles away in Dud-
ley, MA. “A lot of the towns in that
area are in the metro as defined by
Arbitron, and this will get us into
many of those communities,” Eric-
son explains. He estimates a
3040% boost in WORC’s potential
audience if its application is ap-
proved.

Like Schreiber at KOB, Ericson
is worried about a “‘funny phasing
effect somewhere in the middle,”
and also hopes it will fall over “a
lot of trees.”

Fortunately, WORC has some
experience in the area. According
to Ericson, one of station’s owners
is a partner of Arnold Lerner, own-
er of WLLH/Lowell, which has had
grandfathered 1 kw synchronous
transmitters for many years in
both Lowell and Lawrence, MA.

“Underbrush” Deregulation
Survives Court Challenge

The U.S. Court of Appeals last week ruled that the
FCC acted properly when it threw out half a dozen so-call-
ed “underbrush” regulations on station business prac-

tices.

The ruling involved the Commis-
sion’s decision in January of 1985 to
delete rules regulating:

 Ratings distortion

« False, misleading, and decep-
tive commercials

« Nonperformance of sales con-
tracts

« Concert and ‘‘scare” promo-
tions

« Conflicts of interest involving
selection of sports announcers

« Promotion of a station’s non-

broadcast interests, or use of a sta- ~

tion for personal benefit in other
businesses.

Elimination of the rules had been
appealed by a public interest

and improperly failed to get public
comment before acting.

But the court concluded “that the
FCC has provided a rational ex-
planation for its conclusion that
elimination of the six policies at is-
sue here would be in the public in-
terest.”

According to the court, all six
problems “are either addressed by
the more general FCC rules, or can
be better addressed by market
forces or other agencies with great-
er expertise in regulating business
practices.”

In agreeing with the FCC that no
public notice or comment period
was required, the court noted that
the six guidelines were merely gen-

group, the Tel ications
Research and Action Center
(TRAC). TRAC charged that the
FCC ignored the public interest,

eral Commission policies, not codi-
fied in either FCC regulations or
federal law.

NEWS BRIEFS

FCC Okays $10,000
KTTL Settlement

The FCC law judge presiding over
the controversial KKTL/Dodge City,
KS (now KCMS) renewal has approved
a settlement agreement in which own-
ers Charles and Nellie Babbs aban-
don their claim to the station (R&R 8/8)
in return for a $10,000 payment.
KCMS has been dark for several
months.

The license will be awarded to Com-

munity Service Broadcasting, a coali-
tion of local citizens who filed against
the KTTL renewal after the station aired
bigoted religious programs expressing
hatred for blacks, Jews, and Gther mi-
norities.

Judge John Frysiak said the settle-
ment is in the public interest because it
will end a local controversy, reduce
burdens on both the Commission and
the competing applicants, and speed
introduction of a new broadcast voice
in the Dodge City listening area.




One Time Only!

At last!

The truth about the
ARB diary keeper!

Coleman Research ends
speculation about diary keepers.

For years, broadcasters have speculated
about faceless diary keepers and the
best ways to manipulate their listening.

Everything from huge cash giveaways
to “a-hour sweeps have been tried. Yet,
until now, it has been next to impossible
to determine whether any of these
efforts have been effective.

/ L Now, Coleman Research has undertaken
a monumental multi-stage study
analyzing the behavior and attitudes of

4

g*mlﬁ;‘; e the Arbitron diary keepers.

1. Who actually fills out diaries?

- How diary keepers differ from The surprising findings lay to rest

“normail” people.
. Differences between heavy and light
radio users.

keepers.
. Differences between Arbitron and

many of the myths surrounding diary
keepers. . .and suggests that indeed, they
can be affected by radio stations.

Birch listeners.
. Techniques that increase time spent
listening.

R
3
4. Impact of direct mail on diary
5
6

The results of this major study will be Presented by Coleman Research
at the Radio Programmer’s Conference in New Orleans, September 11,
1986, 10:30 a.m. only, at the Meridien Hotel, Ile deFrance I room,
across the street from the New Orleans Marriott.

COkmn Reseamh arecognized leader

P.0. Box 13829 « Research Triangle Park, N.C. 27709 « (919) 790-0000




THEBEST
CONTEST.

Ready for the best |
M[—ST ratings, the best sales -
CON—”” and the best image your
station ever had? Plus an unbeatable
way to best the competition? Call us
for details and exclusive market rights.
Or see us at the NAB in New Orleans,
Booth 541. Radioactivity Promotions,
(404) 266-1977, 3954 Peachtree Rd. NE,
Suite 201, Atlanta, GA 30319,

RADIOACTIVITY
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TIMES

Focus On Growth

uring 1985 and 1986

the corporate buzz-

word seemed to be

“restructure.”’ Everyone

from the mighty General

_Motors to AM daytimers

were restructuring in some
form.

It would appear that American
business was surely ‘“‘structured”
for something — but the *“‘some-
thing” was for another time. Com-
plicating the lives of radio and
record businesses even further:
while all of us were restructuring,
the radio industry grew in its value
and brand new investor-type
players came to the market place.

That sent us all scurrying to re-
structure the “restructure.”

The record companies watched
the high level of new and different
activity in radio as they began
their great climb towards greater
profitability, and though buy and
sell wasn't part of their activity,
“‘restructure” certainly was.

From job promotions and
changes in “key players” to the
change in the relationships with the
“‘independents,” the record com-
panies were restructuring with an
eye to “working better” with radio
in an even closer label-to-station
relationship. Video philosophy was,
and is, changing (if not restructur-
ing) to put more emphasis and re-
sponsibility on radio — bringing
artists and their product into the
ear of the public.

These have been exciting times.
Before I pass on to you some of the
material we have worked hard to
put together to help you in your
business, I want to mention our
perception of the key to the reasons
for restructure:

In these economic times it seems
we have been trained to manage
with the first 10 to 12 percent of our
annual increase as inflation! And
now, looking at 1987 and a 2-3% in-
flation factor, if you promise your
bank, owner, or corporation a 15%
increase you are actually promis-
ing 12 percent in “real dollars.” In
fact, if inflation is 3 percent and
you promise 15 percent increase to

[
CHARTING THE COURSE — 1987

Radio Advertising Bureau President Wililam Stakeiin offers a national
economic forecast for 1987 and suggests how this overall forecast can
affect the radio industry.

PRIMER ON FINANCING

Attorney Barry Skidelski looks into the basic types and sources of radio
station financing.

GUIDE FOR
THE ENTREPRENEUR

T.A. Associate's Willlam Collatos explores entrepreneurship in the
radio industry and discusses how increasing sophistication of broadcast
financing has led to greater options for radio entrepreneurs.

AN INTERVIEW
WITH PAUL KAGAN

Investment counselor and broadcast financial advisor Paul Kagan offers
his expert opinions in this ion of the many i
possibilities available in today's radio industry.

BASIC BUDGET
FROM START TO FINISH

The fourth quarter is almost here, which means it's time to start the long
budget process. This step-by-step guide takes a basic look at how to
develop a healthy station budget.

|
|
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22 percent increase in 10 percent in-
flation days, when you were asked
to do only 12-15 percent. It requires
a brand new thought process to get

and the every day muscle reaction
is to act as if inflation were there.
But jt's not!

The market is not going to drive

erate in a zero-inflation market. We
aren’t trained to do this and if you
look around at most of the restruc-
turing in the business world, most

BY DWIGHT CASE

manage in a world where there is
no inflation during your growth.

To get you started with your fi-
nancial planning, the first section
of this special R&R supplement
presents a national economic fore-
cast prepared by the Radio Adver-
tising Bureau. It takes a brief look
at how different industries will fare
in 1987, and discusses the impact on
your business of inflation, interest
rates, and the recently overhauled -
tax codes.

Next comes a “Primer On Fi-
nancing.” Many experts insist that
now is the time to buy into radio,
and this article outlines some of the
sources for obtaining financing for
new station purchases. Following
this is an intermediate look at “Un-
locking The Secrets’’ - an examin-
ation of the prospects of broadcast
entrepreneurship in today’s favor-
able investment climate.

As favorable as the investment
arena might be, many potential
media mavins are hesitant to enter
the fray. To dispel any doubts and
boost confidence in both radio vet-
erans and newcomers, financial
whiz Paul Kagan offers his candid
opinions in an exclusive R&R inter-
view.

Finally, as in years past, we of-
fer some simple guidelines and
template forms to assist you in de-
veloping your budget for the com-
ing year.

It’s going to be tough — but the
recording and radio businesses
are led by people who are proven to
be brilliant and resilient. It’s our
hope that your 1986 is a banner

your people, that could equate toa  to those “real-dollar” increases. . .  you. . .it'sallin your abilitytoop-  of the changes are designed to “real dollar year.”
CRITIQUES . ..
TALENT DEVELOPMENT. ..

POSITIONING STUDIES . ..

STAFF MOTIVATION . . .

RESULTS!

DONNA HALPER & Associates

Radio Programming Consultants
28 Exeter Street, Suite 611, Boston, MA 02116 (617) 266-5666
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It's a perfect week- \/

end complement for
your weekday morning
show. Actually, it fits any
daypart. It's not a count-
down. It's a wacky, weekly
4 hour show featuring
John Lander playing a
steady flow of the nation’s
biggest hits complete
with celebrity interviews
and a cast of warped
characters. The great
part is your listeners get
to hear themselves on
the air by calling the toll
free 1-800 D-I-N-G-B-A-T
line.

PROGRAMMING NETWORK

New York

Washington, D.C.

/ A
- 9 out of 10
people think
John Lander’s
Hit Music USA
is the most
fun you
can have
without
wearing
clothes

Please join US in our hospitality suite
# 3830 at the New Orleans Marriott.

Chicago - Detroit Dalias Los Angeles

this hit show in your
market... and watch the
ratings go crazy! John
Lander’s Hit Music USA
is available on a swap/
exchange basis to radio
stations in the top 170
Arbitron-rated metro
markets.

For station clearance
information call United
Stations Programming
Network Affiliate Rela-
tions in Washington, D.C.
at 703-276-2900.

For national sales
information call United
Stations Programming
Network in New York at
212-575-6100.

London
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THE COURSE

1987 Industry Ou

rying to make valid

economic forecasts

these days is like
trying to spin floss into gold.
It’s a good trick if you can
do it, but no one can. The
radio business, like many,
has been caught in a gener-
al economic downturn
which the best economists
can almost explain — but
no one can make a reliable
forecast about the future.

Everyone thought disinflation
would lead to a strong economic
rally, but Commerce Department
figures show that the national econ-
omy expanded at barely a1.1% an-
nualized rate during the second
quarter of 1986. No one really ex-
pects it to expand beyond 3% real
growth for the rest of the year. We
will continue to feel the effects of
disinflation as prices rise slowly
during the next six months.

Split Personality

To a certain extent, the economy
is schizophrenic. On the one hand,
sectors such as services, housing,
construction, and even retail are
enjoying slow but steady growth —
which should continue. On the oth-
er hand, we have a recession in
manufacturing and agriculture
and a depression in oil and gas.

Inflation this year should set an
annual mark of about 4% , with con-
sumer prices rising 3.5% by year’s
end. We can expect average wage
increases of 5% . Interest rates will
hover in the 10-11% range and will
not rise substantially before the
first quarter of next year.

Retail is one of the heartiest sec-
tors of the economy in spite of a
record high consumer debt (now
19% of the average after-tax in-
come). Slower income growth will
begin to cut into consumers’ will-
ingness to part with more and
more of their disposable income, as
evidenced by the slowdown in non-
automobile credit and the smallest
advance in revolving credit in
nearly a year.

Retail Up Slightly

Retail sales should rise about 3%
during the second half of 1986. For
example, the cost of buying a new
home will increase between 6 and
7% by the end of the year. Food
prices are on the rise again, and
should post nearly a 4% price hike
by year’s end. Imported automo-
biles cost 10% more than they did a

T e

AM FM
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year ago, and another 7% price in-
crease is projected for 1987.

Car sales have bounced up and
down for more than a year, and
auto manufacturers are continuing
their special deals and rebates.
Clothing prices, which shrank in
the first half of 1986, will be pushed
higher as we move into the strong-
est clothing season.

Major shakeouts and market
share battles taking place in a vari-
ety of key sectors will affect the
radio industry. Computer makers
and retailers will continue to ex-
perience a shakeout. Expendi- -
tures, which are off by 50% , will re-
main soft.

Banks, savings and loans, and
other financial institutions are
struggling to maintain market
share or struggling to compete
with new interstate competitors. In
the short-term, all the players will
need radio ads.

Airline fare wars and mergers
should provide opportunities for ra-
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dio expenditures in the top 50 mar-
kets and other regional hubs.
Merger-Mania Continues
Mega-mergers and market
share battles are also affecting
small market broadcasters, as
large chain stores consolidate op-
erations and drive Mom & Pop
stores — usually regular radio ad-
vertisers — out of business. When
the pool of genuine local clients
shrinks, the advertising decisions
for chain store outlets are no longer
made locally but by distant agen-
cies. The criteria these agencies
use are not necessarily applicable
to small market circumstances.
The Radio Advertising Bureau is
addressing this situation directly
through our Small Market Advi-
sory Committee. However, the fo-
cus of our effort is the support of the
only real way to develop new busi-
ness: aggressive work at the local
and regional level by interested
radio broadcasters. Only by work-
ing with local retail managers and

Bkl h R bRl -

educating the players within the
client organization can stations and
the RAB win greater dollars for
radio and avoid the sad fate of
weekly papers and second-place
dailies.

When prices are falling or mere-
ly flat, as they will be for most of
1986, people do not rush out to buy.
Many economic decision makers,
particularly small business people
who are working on increasingly
smaller margins, park their money
in banks or put it in the money
markets rather than make finan-
cial commitments that may cost
less tomorrow.

Caveat Emptor

On Main Street, USA, retailers
are looking very carefully at the
spending of advertising dollars by
scrutinizing each expenditure and
delaying campaigns as long as pos-
sible in the hope that prices will
continue to stagnate and possibly
fall.

In a period of disinflation, where

tlook

BY BILL STAKELIN _

priges are rising slowly and the
cost of business stagnates, many
national advertisers are retrench-
ing and standing down from major
national commitments. At the
same time, many national adver-
tisers have been the subjects of
mergers or acquisitions which de-
layed or deleted ad budgets.

In practical terms, we can ex-
pect slow growth in the spot mar-
ket for the next few years. The only
hedge against this for radio sta-
tions is improvement of their sales
skills. This means investing time
and money for training, and posi-
tioning themselves as marketing
resources for local clients. Becom-
ing a vital resource for local clients
is the best bet for strong radio
growth in the next few years, since
we cannot expect automatic orders
from agencies. We also cannot
cling to our previous assumptions
about the contribution of national
spot dollars to our P&Ls.

Compared to other ad media, ra-
dio should do fairly well by the end
of 1986. Radio will match the
growth of spot television and out-
pace the revenue growth of nation-
al TV, newspapers, and maga-
zines. We have become used to
three years of strong double-digit
revenue growth during a period of
relatively low inflation. This will
not be the case in 1986, and we do
not expect this rate of revenue
growth in the future.

Prediction Perils

If anyone could come up with an
accurate prediction of short-term
economic performance in the cur-
rent environment, he- would im-
mediately become a leading can-
didate for a top Washington job.
On the basis of figures from the
first six months of 1986, RAB
estimates that radio revenues
will increase 8% by year’s end to
approximately $7.1 billion. Net-
work revenues should close out

Continued on Page 33
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COME VISIT US

WE'LL TELL YOU ABOUT

E  AND WHAT'S COMING UP




UNITED

The Sound of the Town
- That Set Music

The soulful sound that first came out of
Detroit in the sixties seems to own a per-
manent place on the charts.

Now, every week, for three solid hours, your
listeners can cruise to the infectious rhythms
of MOTOR CIHY BEAT, a new guaranteed rat-
ings-grabber from US.

MOTOR CITY BEAT will include a focus on

a different star or topic each week, with
track after track of Detroit’s best. Between

PROGRAMMING NETWORK

New York Washingf‘o.n, D.C.

On
its
Ears

at (242) 575-6100.

Please join US in our hospitality suite #3830 at the New Orleans Marrioft.

Chicago Detroit Dallas

the tunes the artists will telltheir stories in brief
capsule form. Each show will also highlight
ayear in the history ot the Motor City’s music.
we'll play every one of your favorites: Diana
Ross, Wilson Pickett, Michael Jackson, Stevie
Wonder, Mitch Rider and The Detroit Wheels
and scores of other superstars.

So don't spin your wheels. Call today and
rev up your ratings with the hottest new
show around!

MOTOR CITY BEAT is avdilable on a swap/exchange basis to stations in the top 170
Arbitron-rated metro markets.

For station clearance information call United Stations Programming Network Affiliate
Relations in Washington D.C. at (703) 276-2900.

For national sales information cali United Stations Programming Network in New York

Los Angeles London




MONEYMATTERS
Primer On Financing

laying quarterback
to help make a ra-
dio station transac-
tion can take many shapes
and forms. These include
educating the parties con-
cerned, negotiating or oth-
erwise solving sticky prob-
lems, or simply serving as
a catalyst. Each of these
carries the common goal of
getting everyone involved
in a prospective deal to
work together towards a
mutually beneficial ar-
rangement. A large part of
this, in turn, requires the
.acceptance of a ‘“team”
coneept before success can
be achieved.

Surprisingly, the element most
often missing in the “team’ con-
cept is a basic understanding of fi-
nance. Anyone considering a deal,
whether it is buying a broadcast
station or ofherwise, would be well
advised to study the vast world of
financing. Some of the questions
they should ask are “What's out
there?” “Where do I go to get it?”
“How do I get it?" and “What will
it cost me?”

Sources And Types
Of Financing

There are two basic types of fi-
nancing: equity and debt. Equity,
in finance, refers to the rights of
the owners. For example, the dif-
ference between fair market.value
and debt is called the owners’ equi-
ty. More simply, it’s the money the
owners or investors put into a deal.

Equity traditionally came (and
continues to come) from the pock-
ets of the owner-to-be who pro-
motes the deal, plus private inves-
tors he or she may persuade to par-
ticipate. A growing number of ven-
ture capital firms and SBICs are
willing to do broadcast deals, but
they often require a heftier return
than do private investors.

Debt largely comes from institu-
tions, such as banks and insurance
companies, and is usually charact-
erized as secured. Unsecured debt
is an endangered species. Every-
one wants to be protected, and
lenders protect themselves and

backstop repayment by use of se- -

curity agreements, mortgages,
personal guarantees, and a slew of
what are called “restrictive coven-
ants.”

The latter encompass a variety
of promises a borrower agrees to
make part of the deal. Often he

may not incur further debt, file a
petition in bankruptcy, make capi-
tal expenditures (e.g.: for new
equipment) in excess of a stated
amount, or allow certain financial
ratios to fluctuate past specified
limits. Practically speaking, these
covenants are used by lenders
more as warning flags than as
grounds for default (which could
lead to an acceleration of the entire
debt or foreclosure).

As more institutional lenders
recognize that cash flow (now hard
assets) are key elements in broad-
cast financing, the number willing
to do broadcast deals increases.
Loans are often done on a 4-5 multi-
ple of cash flow basis. Many lend-
ers, however, are not willing to do
turnarounds, stand-alones, start-
ups, or small deals. Their costs for
small and large deals can be the
same; but, obviously, the larger
deal promises a far greater return.

The larger deals, and to a lesser
extend the smaller ones, attract a
growing number of investment

bankers, financial consultants, and
other money finders who — for a
fee — will help package a deal to
acquire or refinance a station. An-
other source not to be overlooked
includes attorneys and accountants
who may have clients or know of
people looking for deals to get in-
volved with.

What they all have in common
are the obvious concerns about
ability to repay and security. In
short, they need to feel comfortable
with you and your deal. Experi-
ence has shown that if you have a
solid track record, a personal stake
in the deal, a complimentary team,
a good game plan, good prospects
for growth, and a r ble pur-

Consider an old marketing
phrase: “your price, my terms.”
Sometimes it makes sense to give a
seller his asking price (or even
more) if you are able in return to
receive certain valuable conces-
sions,

Foremost among these is “‘sell-
ing paper,” the common name for
a promissory note, whereby the
buyer promises to pay to the sell-
er a specified amount of principal
and interest. This can reduce or
eliminate the upfront cash needed
for a down payment, and allow its
use for capital improvements or
otherwise.

“‘Subordination” is another use-

ful technique. This refers to the hi-

chase price, you'll get your money.

Creative Financing
Requirements of investors and
lenders often impede an easy
structuring of "a deal. Creative fi-
nancing, which refers to a number
of techniques, can solve many
financing problems.

erarchy among creditors, by which
some are entitled to a priority in
payment. Priority is largely fixed
by law, but may be modified if the
parties so agree. A purchase
money mortgage (a form of seller
paper) normally has priority over
a bank loan, but this conflicts with
the bank's desire to be in first posi-

BY BARRY SKIDELSKY

-
4‘ <

tion. Consider persuading the seller
to not only take back seller paper
but also to subordinate (or make
himself junior) to the bank; if you
do you'll make the bank happy
enough to finance the balance you
need.

Another useful technique, ap-
pearing with greater frequency, is
a “moratorium” of principal and/
or interest. Simply a deferral of
payments, this would allow a new
station owner to build up the prop-
erty, avoiding cash outlays at the
time he can least afford them. In-
terest moratoriums, usually one or
two years in duration, are more
common than those of principal;
and, in a sense, are in everyone’s
best interests.

Batting clean-up in the “gang of
four” most well-known creative fi-

b is D
tion.” A buyer can further reduce
his upfront cash needs by agreeing
to assume (or take over) certain
obligations of the seller. Make sure
any assumption is limited to ex-
pressly stated liabilities, unless you
like the idea of being on the hook
for unknown or undisclosed liabili-
ties.

Last, although not per se a finan-
cing technique, a buyer may find it
useful to add to his deal a consult-
ing agreement and/or covenant

Continued on Page 33

Barry Skidelsky is an anorrm
and broadcast consultant who spe-
cializes in radio, providing business
and legal counsel on a wide range
of matters. A member of the New
York, Washington, DC and Federal
Bars, Barry has 15 years’ experi-
ence in radio programming, sales,
and management. He can be
reached at 132 East 45th Street,
New York, NY 10017; (212)
370-0130.
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MONEY MATTERS

Continued from Page 31

(promise) not to compete. In es-
sence, these devices act as inter-
est-free loans. Although treated as
ordinary income to the seller (tax-
ed at a higher rate than capital
gains), it may nonetheless be desir-

‘able to him as an icing-on-the-cake

annuity that also lowers his tax bite
today.
Tax Considerations

The difference in tax rates be-
tween ordinary income and capital
gains may take on less significance
under the proposed federal tax re-
form. Still, although rates will be
lower, almost no one who is inform-
ed about pending changes thinks
business stands to benefit very
much.

Many folks think that, despite
lower rates, the total tax bill for
business will rise. The proposal
calls for elimination of the invest-
ment tax credit, limiting deduc-
tions (including that for interest
payments), and diminishing depre-
ciation benefits by, among other
things, requiring longer writeoff

periods. Arguably better than a
stick in the eye, these proposed
changes all suggest that there’s no
better time to do a deal than now.

“Don’t get caught in the
chicken-and-egg dilemma
of which comes first: the
money or the deal. Shop
your financing now,
because once you do
find a good deal it won't
be available long — and
you'd better be able to
move quickly.”

Compounding the situation is the
proposed FCC fee schedule, which
will reinstate fees for applicaion
fillings, hearing, grants, and re-
newals. A result of Gramm-Rudd-
man and related federal cuts, the
fees will make shoestring deals
more difficult and creative financ-
ing techniques increasingly neces-
sary to do a deal.

Right now the prime rate (the
rate which banks charge their best
and biggest corporate customers)
is at 8% — its lowest in recent
memory. You may remember a
time nof very long ago when it was
in the low 20s. As the prime rate
rises, your cost of buying money in-
creases.

Prime Cuts

Your loan, of course, will not go
at prime. A bank will seek to
charge you a floating rate, which is
the sum of its prime rate (calcula-
ted daily) plus a fixed premium of
at least one or two percentage
points. That's in addition to any
costs associated with getting the
loan (distinguish a gross loan and
net proceeds received), such as a
finder/broker commission, ap-
plication fees, or origination points.
Depending on the parties and pro-
perty involved, there may be some
room to negotiate these costs.

Floating rates are the opposite of
fixed. Thus, the lender covers itself
in anticipating of rising rates. A
borrower hopes rates will not rise

International Tapetronics Corporation/3M

The World Leader

In Gartndge Machines

are mstaned in radio sl:luons around the

world each year than all other manu-
facturers’ cartridge machines combined
.. and for good reason. For almost two
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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 Fapetronics
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of cartridge machines featuring state-of-
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reliability and casy maintainability.
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B OMEGA Cartridge Machines,

“Aftordable Performance You
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reel-to-reel audio performance

and five times the average life of
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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 llinois 309-
828-1381. In Canada, call Maruno
Electronics, Ltd. 416-255-9108.

International Tapetronics Corporation/3M
2425 South Main Street

PO. Box 241
Bloomington, lllinois 61702-0241

NEW ORLEANS ON 9/10-9/13/86!

fast or quick enough to hurt him;
and, as an aditional protection, he
may seek to netotiate a ““cap” or
ceiling on the frequency and limits
of any rate increase.

Other tax issues, details of which
are beyond the scope of this article,
include these basic concepts: ex-
clusions, deductions, basis, or-
dinary income, and capital gains.
More advanced tax matters con-
cern how an operator can best get
profits out (e.g.: avoiding double
taxation), how a seller can cut
taxes on the sale (e.g.: like-kind
exchanges or corporate liquida-
tion), and the several tax benefits
associated with sales to minorities
(e.g.: Internal Revenue Code sec-
tion 1071 allows for non-recognition
of gain from a sale that effectuates
FCC policies). Of course, state and
local taxes vary widely.

Depreciation (a non-cash ex-
pense, allowing for wear and tear
or obsolescence) is of particular
importance, because as a buyer
writes off the assets, he increases
equity and cash flow or operating
profit.

A broadcast station buyer would
be well-advised to negotiate with
the seller an allocation of the pur-
chase price to the various assets. A
buyer wishes to maximize depreci-
ation benefits and a seller wishes to
avoid a tax bill for “depreciation
recapture.” This arnounts to a veri-
table no-no on taking tax benefits
twice forthe same thing. Work this
out with your attorney and accoun-
tant, and make the negotiated
allocation withstand IRS challenge
by use of an independent appraisal.

Suggestions

Clarily your objectives. If you
are after ego satisfaction, tax loss
to offset other income, apprecia-
tion, current earnings, or a com-
bination of these, do your home-
work. Learn as much as you can,
talk with people, ask questions.
Assemble a complementary team
that offers synergy. This includes
making friends with attorneys,

lenders, or investors before you
find your deal. Don’t get caught in
the chicken-and-egg dilemma of
which comes first: the money or
the deal. Shop your financing now,
because once you do find a good
deal it won’t be available long —
and you'd better be able to move
quickly.

Economic Outlook
And Industry
Forecast

Continued from Page 28

the year with a strong 14-15%
overall showing. The spot market,
after six sluggish months, is even
with 1985 and should close out the
year marginally ahead of last year.
Local radio revenues should pace
the growth of all advertising, with
increased revenues in the 7.585%
range.

Too often, radio managers get so
wrapped up in budget goals they
forget that radio’s growth is as
much a function of the overall
economy as it is a by-product of ef-
tective management. Even with a
changing tax climate and mega-
mergers affecting clients, agen-
cies, and radio with the effects of
deflation, radio’s growth this year
will be more than double that of the
GNP, and will surpass the rate of
inflation by an equal margin.

The stations which will pace the
industry in revenue growth will be
those which control their inven-
tory, invest in staff training, and
maintain rate stability and integri-
ty. Genuine sellers and consultants
will win out over order-takers and
rate negotiators in the forthcoming
period of economic uncertainty.
Taking the steadiest course will
mean keeping the clients’ interests
in mind, promoting radio as a me-
dium first and as your ‘“brand”
second, and training your sales
staff to use consultant sales techni-
ques so they can offer retailers
more than just spots.

WHO SAYS WE’RE
FUNNY?

“With guys like you helping me, we'll sta y on top!"”
— Scott Shannon

Z-100, New York

"Zesty and original comedy!"’
— The Greaseman

DC-101, Washington

fUN FACTORY

Wacky commercials, celebrity call-ins
and much more

50 Stationé Cleared in Six Weeks!
Call for demo (800) 782-0700

ProMedia 321 Rider Ave. New York, NY 10451 (212) 585-9400
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ntrepreneurship in

the radio industry

has come of age.
The superstars of today are
no longer determined by
the records they pick but by
the stations they buy. The
credit for this change in foc-
us belongs to the growing
cadre of entrepreneurs who
are applying their consider-
able talents to stations
which they own rather than
merely manage. Their suc-
cess is perhaps best evi-
denced by their ability to at-
tract increasingly large
sums of money and their
aggressiveness in compe-
ting with the long-standing
major operators for acqui-
sitions, particularly in large
markets.

The increasing sophistication of
broadcast financiers has vastly in-
creased the financing options for
radio entrepreneurs. Further, the
increased pace of activity in station
trading, particularly in larger
markets, has expanded the num-
ber of opportunities entrepreneurs
have to enter the acquisition fray.
The level of success experienced
by both senior bank lenders and
equity sources is creating an ever-
enlarging pool of capital available
to experienced, successful radio
managers. Because of the availa-
bility particularly of equity capital,
it is much easier for successful
general managers to pursue entre-
preneurial situations without sacri-
ficing their lifestyles and without
requiring substantial personal
capital resources.

Timing in the radio business is
everything, and in terms of capital
availability there has never been a
better time than the present for en-
trepreneurs seeking to purchase
their first properties or add to ex-
isting groups.

Requirements

There are four key requirements
to accomplishing the objective of
owning and operating your proper-

. A proven record of success in
managing one or more stati in

preneur

]

+ The tenacity to pursue poten-
tially complex and frustrating
transactions to their conclusion
and to review seemingly endless
numbers of deals to find the right
one;

« The patience to wait for the
right deal, which is not necessarily
the first one.

Financial skills and resources on
the entrepreneur’s part are not a
requirement for acquiring a sta-
tion. When' available, financial re-
sources can improve an entrepren-
eur’s position in a deal. However,
for those individuals who have not
been able to amass significant
wealth, venture capitalists stand
ready w provide 100% of the equity

markets comparable in size to the
one in which you are acquiring
your station(s);

» The confidence to move from a
corporate environment to a new
company with a limit on financial
resources and primary responsibil-

Lity for all decisions;

mate a transaction. They can also
provide the necessary investment
banking skills to arrange the bal-
ance of the financing. Also, trans-
actions which allow the entrepren-
eur to move from the corporate ta
the entrepreneurial world without
sacrificing salary or relocating are
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not unheard of.

All of these requirements are
equally important in pursuing an
ownership position. Each plays an
integral role in the drama of estab-
lishing a network of contacts to find
deals, having the discipline to pass
on opportunities, and knowing
when the right opportunity comes
along. Venturing in this fashion is
not for everyone. However, if you
candidly assess your individual
skills and accomplishments and

sellers can provide any and all
three types of financing. The
choice of which lender to use and in

BY BILL COLLATOS

equity funds. Unlike many individ-
ual investors, venture firms tend to
take a long-term perspective and
have the resources to provide addi-
tional capital when necessary to
further the development of a com-
pany. Moreover, professional in-
vestors are not subject to the
uncertainties involved in personal
portfolios which are tailored to
meet estate or personal liquidity
needs, and which typically lack the
level of expertise and industry
knowledge available from a ven-
ture firm with a long history of in-
vesting in this industry.
Bank Financing

The availability of bank financ-
ing and the sophistication of bank
lenders has increased dramatical-
ly during the past five years. Al
though still considered a special-
ized practice, lending to the broad-
cast industry has gained increas-
ing acceptance both among the
major money center banks and,
more important, regional commer-

which capacxty is usually dictated  cial banks which are typically the
by the d ics of the tr ti best of senior debt financ-
and the ob)ectwes of the entrepren-  ing for entrepreneurial companies.

eur. For example, it is generally
easier to finance a small transac-
tion (under $1 million) with the
seller acting as a lender than itisto
try attracting a bank lender.

It is also generally easier to ac-
quire equity fmancmg m sma]l
tr from i

ion:

align yourself with k led
successful partners, your chances
of succeeding are quite good.
Triple Layers

The majority of radio transac-
tions involve three layers of financ-
ing: senior debt, subordinated
debt, and equity. The sources of fi-
nancing are also fairly common.
Banks and, to a lesser extent, in-
surance companies like to provide
senior debt; individuals and ven-
ture capitalists typically provide
subordinated debt and equity: and

from professional venture hrms
simply because of the size. For en-
trepreneurs who wish to enlarge
their companies with additional ac-
quisitions, an early affiliation with
a traditional banking source is ex-
tremely valuable inasmuch as it
establishes a track record with that
lender — which should justify addi-
tional support for acquisitions.
Similarly, growth-oriented entre-
preneurs are best advised to affili-
ate themselves with a professional
venture capitalist when raising

Most banks which have taken a
serious interest in lending to the
broadcast media have created
special lending groups which
devote 100% of their time to this in-
dustry. Accordingly, they are
familiar with the cash flow lending
concepts and collateral values rep-
resented by media properties.
1t is extremely important when
financing a transaction to choose a
bank which has a history of lending
to the broadcast media, and one
which has had a positive experi-
Commued on Page 36

Bill Collatos is a General Partner
of TA Associates, 45 Milk St., Bos-
ton, MA 02109; {617) 338-0800.
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UNLOCKING THE SECRETS

Continued from Page 34

ence (to avoid major swings in
lending practices occasioned by
problem loans in a portfolio). It is
also important to tailor the size of
your banking relationship to the
immediate and future needs of
your company. Too small a loan in
a large bank will not attract suffi-
cient attention and response from a
loan officer. Too large a loan for a
small bank may attract too much
attention from senior management
and constrain your ability to grow
by limiting your borrowing rela-
tionship with that bank. It is not
necessary to choose a bank geo-
graphically proximate to the sta-
tion being acquired. However, if a
suitable banking relationship is
available nearby, it may be help-
ful

Banks like to lend for periods of
from five to ten years on a revolv-
ing credit and term loan basis in
which the lender can borrow for
one to three years without prin-
cipal payments (revolving credit)
and amortize the outstanding bal-
ance at the end of that period over
the remaining life of the loan (term

loan), typically five to eight years.
Bank lenders generally want to be

“Generally speaking, the
less sophisticated your
equity investors are and
the more developmental
your acquisition is, the
harder it will be to obtain
bank financing.”

secured by the stock and assets of
the acquiring company. With re-
spect to lending parameters, you
can anticipate bank loans of be-
tween five and seven times trailing
cash flow defined to be net income
after adding back income taxes,
depreciation, interest, and man-
agement fees.

In situations where there is no
cash flow, banks traditionally lend
50-60% of the purchase price of the

facility and provide an additional
working capital line to fund oper-
ating losses. More aggressive fi-
nancings can be obtained if your
company has additional collateral
in the form of personal guarantees
or other stations to provide to the
bank. Pricing for bank loans will
fall in the range of prime to prime
plus 2%, and generally should in-
clude fixed-rate pricing options for
loans above $3-5 million. The time
frame necessary to procure bank
financing can be as short as three
weeks, but usually takes 30 to 60
days from the date of the original
loan application to a closing on the
transaction. It is wise to pursue a
lending commitment as soon as
possible after the seller has agreed
to a purchase and sale agreement.

The risk in obtaining bank finan-
cing is significantly mitigated by
the choice of your equity investor.
To the extent that your equity
sources are venture capital firms,
the chances are extremely high
that a bank financing on reasona-
ble terms can be obtained in short
order. Generally speaking, the less
sophisticated your equity investors

August 1986

$13,000,000

has sold

KGOL-FM

(Lake Jackson/Houston)

\ Houston FM Communications, Inc.
u

J

|

i Shamrock Broadcasting Company, Inc.
|
\

) The undersigned initiated this transaction and acted

us financial advisor to both partses.

WERTHEIM & CoO., INC. |
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are and the more developmental
your acquisition is, the harder it
will be to obtain bank financing.

Seller Financing

tion. But the limitation on senior
debt can force an early prepay-
ment of a seller note when it pro-
hibits further leveraging of a high-
ly successful asset to finance the

isition of additional stations. It

In those situations where bank
financing is difficult or impossible
to obtain, the immediate alterna-
tive is to consider seller financing.
Seller financing also plays an im-
portant role in transactions where
the seller will consider taking a
subordinated piece of paper as par-
tial compensation for a sale.

The most common situation in
which sellers provide senior finan-
cing involves the sale of smaller
properties or highly developmental
stick purchases which are too ag-
gressive for the traditional bank
lender. The negotiation of terms
for seller financing generally in-
volves a shorter payback than
traditional bank terms and typical-
ly includes a fixed rate of interest
as opposed to floating rates. Fur-
ther, sellers are usually more will-
ing to lend a higher percentage of
the purchase price than banks.
Sellers also tend to be less sophisti-
cated in the documentation of their
Joans, but by the same token can be
far more difficult to work with be-
cause of this lack of sophistication.

Most entrepreneurs should avoid
senior seller financing wherever
possible. The differential in rates
relative to those offered by a bank
generally does not warrant the ad-

“Radio entrepreneurs
commonly look to two
sources of capital for their
equity: traditional venture
capital firms and private
individuals who are
enthused about the idea
of owning a radio station.”
—Bill Collatos

ditional aggravation of dealing
with former owners whose inter-
ests are always to cash in their
notes at the earliest possible mo-
ment, and who do not have the so-
phistication of an experienced
commercial lender.

Subordinated seller financing
represents a wholly different op-
portunity, and can be an attractive
means of partially funding a pur-
chase. Most third party subordin-
ated lenders require returns of be-
tween 18-25% , while sellers typical-
ly require returns more represen-
tative of senior loans. Accordingly,
these notes can represent relative-
ly cheap financing. However, sell-
er-subordinated financing can also
present a severe constraint on a
company wishing to grow rapidly.

Sellers often subordinate their
loans to a maximum level of senior
debt and require a minimum level
of equity investment to ensure the
collateral protection of the seller
note. The equity requirement
would be present in any transac-

is extremely important when
structuring a seller note to antici-
pate the growth of your company
and provide for the ability to con-
tinually leverage the cash flow be-
ingusedtoservicemesellernme.
If properly structured, such an ar-
rangement can provide the mutual
benefit of collateral protection to
the seller and additional leverage
capacity for the buyer.

Equity Financing

Radio entrepreneurs commonly
Jook to two sources of capital for
their equity: traditional venture
capital firms and private individu-
als who are enthused about the
idea of owning a radio station. Pub-
lic offerings, limited partnerships,
and corporate investors have play-
ed a limited role in providing equi-
ty funds for entrepreneurs. The
tradeoff for an entrepreneur con-
sidering using private capital ver-
sus professional investment capital
is a combination of availability,
relative equity shares, and the -
vestor’s value added. Private in-
vestors are sometimes willing to
provide a larger equity participa-
tion for an entrepreneur than what
might be available from a profes-
sional venture firm.

Unfortunately, as with most
things, you get what you pay for.
The additional equity points, if any, « ~
available from a private investor *
are typically traded off against a
lack of sophistication by such an in-
vestor as well as the uncertain fu-
ture associated with a private in-
vestor’s capital needs and capital
resources. There are endless
stories of radio managers who
think they have found a financial
angel, venture into the acquisition
process, and watch their financing
collapse at the point of acquisition

or find that their first station will
be their only station because of
their equity partner’s limited re-
sources or lack of interest.

In some cases, specifically small
transactions, private equity
sources may be the only available
source. However, in larger tran-
sactions and for companies wish-
ing to expand their operations be-
yond the first station. private equi-
ty sources should be avoided.

In choosing a venture capital
source as your equity partner, the
most important consideration
should be that firm’s track record.
As much as your track record will
be indicative of your likelihood of
success in an operation, you should
look to the venture capitalist’s
track record as an indication of
their likelihood of successful i
vestment with you. A venture firm
with a long standing commitment
to the industry and With a history of
successful investments will not on-
ly have a more serious commit-
ment, but should also have greater
willingness to provide additional
capital and the patience to work
through the inevitable rough spots.

Continued on.Page 39




ANNOUNCING

GENERATION II

The music scheduler
that responds
to today’s
programming demands

Generation II Solves Programmers’
Toughest Scheduling Problems In Ways
You Never Thought Possible:

® Increased categories for more flexible scheduling

® Eliminates hand scheduling with twofers,
threefers, blocks ... now you let the computer
do it

® Automatic category changes improve daypart
control

® Keeps your inventory fresh by automatically
resting and reintroducing your songs

® Can't lose control of your format because
Generation Il is so easy to understand and
modify

RadioWare’s Carl Barringer
is the foremost expert on
music scheduling systems.
Barringer pioneered the first
music scheduling system for
microcomputers and has
refined music systems for
MTV and many top stations
during the past six years.

Generation II has already been purchased by
major broadcasters. Join the smart broadcasters
like Jim Herron, WCLR, Chicago; Phil Redo,
WMJX, Boston; Steve Perun, KBEQ, Kansas City;
Don Hagen, WCXR, Washington, D.C.; and
Howard Freedman, KIKK, Houston who have
already purchased Generation II.

Generation II will be available until October 1st at
pre-introductory prices. Call.or write for more
information or your free demo disk. Or preview
Generation II at the RPC in New Orleans.

RadioWare

Software Specialists for Radio
RO: Box 36385
Dallas, Texas 75235
(214) 350-7216



Republic

Radio Sales

Growing in the best tradition

Since becoming a Katz Radio Group Company
Republic Radio Sales has:

= Doubled its sales staff across
its 13 sales offices

= Tripled its research staff, expanding its research
systems and sales support services

_ = Quadrupled its client roster
= Joined the No.1 billing unwired rep network

u Acquired full resources of the
Katz Radio Group

Republic Radio Sales

A Katz Radio Group Company
One of The Best




UNLOCKING THE SECRETS

Continued from Page 36

Venture Partnership

Equally important is choosing a
venture partner you like. The ven-
ture capital industry, like the radio
business, is based on personal rela-
tionships and taking on a venture
partner is a long-term commit-
ment. Pick someone with whom
you have a rapport, who is suppor-
tive, and who can provide knowl-
edge and help as your company
grows. A true venture investor will
not only provide money but will
add value to the investment
through this kind of participation.

Since a venture partner may also
be your investment banker, it is
important to determine his level of
knowledge and experience in struc-
turing deals. The acquisition of ra-
dio properties and particularly the
negotiation of purchase and sale
agreements and the structuring of

fect the ultimate financial position
and flexibility of a young, growing
company.

It is imperative that the best
possible advice be obtained early
in this process of structuring a
company. You should also ascer-
tain your partner’s commitment to
long-term growth and his financial
wherewithal to support such
growth. In the increasingly com-
petitive market for purchasing ra-
dio stations, brokers and sellers
are acutely attuned to a buyer’s fi-
nancial wherewithal. Your finan-
cial partner’s ability to address
these issues and history of success-
fully completing transactions with
brokers will fundamentally deter-
mine the broker’s willingness to
deal with you.

The Typical Deal

The question a venture firm is
asked most often is, “What is the
typical deal?” The only honest an-
swer is that there is no typical deal.

financial packages d an

above-average level of expertise in
the financial arena and in radio
business knowledge. Bad advice or
a poorly negotiated purchase and
sale agreement can materially af-

—y

DELTA | STEREO

THIS ONE CAME FROM ALLIED

A profi 1 venture firm is con-
cerned with the return on dollars
invested, achieving liquidity, and
the risk inherent in the transaction.
In each investment, the venturer
looks for a reasonable risk/reward

THESE 2 ITC
CART MACHINES
- ARE IDENTICAL

DELTA | STEREO

“There has never beena
better time than the
present to be an
entrepreneur. By the same
token, the margin for error
in purchasing radio
stations, particularly
turnarounds, is shrinking.
Therefore, itis important
to pick the optimal time for
yourself as well as the
right opportunity to buy.”
—Bill Collatos

trade-off and structures the tran-
saction to meet this goal. Further.
each transaction includes a
number of variables, such as
relative dollar contributions by the
parties who found the deal and the
“sweat equity” contribution of the
entrepreneur. These factors and
the venturer’s return requirements
are factored into the decision of
whether to invest and on what
terms.

* It was delivered promptly

* The service and follow thru
were more than expected

* |t was priced right

THIS ONE DID NOT

ATLANTA, GA

LOS ANGELES, CA

(404) 964-1464 (818) 843.5052
CHICAGO, IL RICHMOND, IN
(312) 794-0224 (317) 962-8596
DALLAS, TX SEATTLE, WA
(214) 423-8667 (206) 838-2705

ALLIED

Broadcast Equtpment

P.0. BOX 1487 * RICHMOND, IN 47375

Most entrepreneurs feel uneasy
negotiating with an equity partner
because they believe they will get
the short end of the stick. However,
it is not in the entrepreneur’s or the
venture capitalist’s interest to en-
ter into a transaction in which eith-
er party feels disadvantaged. Be-
cause of this leveling influence,
most transactions fairly reflect the
respective parties’ needs and con-

The entrepreneur’s usual second
concern is, “How will the venture
firm treat me once the deal is clos-
ed?”’ The best answer to this ques-
tion is found by asking other en-
trepreneurs currently working
with that firm about their experi-
ences. The importance of experi-
ence, commitment, and long-term
perspective should never be under-
estimated when choosing your ven-
ture partner.

The Trust Factor

The other necessary ingredient
in your relationship with your equi-
ty partner is trust. Acquiring the
first property and subsequently
building a group inevitably in-
volves periods of high stress and
anxiety. It is fundamental to the
success of the company in periods
such as this that the entrepreneur
and the venture capitalist have a
solid working relationship and
basis for trusting one another in
order ta_maximize the opportuni-
ties that generally occur in these
periods.

Choosing the right venture part-
ner is probably the second most
important decision you will make
(the first being what stations to
buy). It is much easier to disen-
gage from a bank lender or subor-
dinated lender than from your
equity partner. Accordingly, care-
ful thought and real diligence
should be applied to choosing this
layer of financing.

Doing The Deal

The key ingredient to finding and
consummating the purchase of a
station involves being plugged into
the network of bankers, brokers,
and venture firms. Finding the right
acquisition is obviously the prere-
quisite to forming your company:
Anything that can be done to ex-
pand the number of opportunities
you see is valuable in accomplish-
ing that goal. Friends in the busi-
ness are also a valuable source of
leads. In situations where you are
concerned about exposure, it is
possible in working with venture
firms to establish a mutual level of
interest and have the venture
capital firm act as the go-between
with brokers and sellers m Limit
your exposure.

It is extremely unportant to be
realistic in your search and deal
criteria. Normally, you only get
one chance at this ownership
game, if you fail the first time, it is
unlikely that somebody will back
you a second time. Therefore, pick
opportunities where you know you
can win. Be persistent in looking
for the right deal, not the first deal.
Lean on your professional relation-
ships for help. Assuming you have

picked your professionals (law-
yers, bankers, and venture part-
ners) with care, take advantage of
their experience in reviewing deals
and identifying the right opportuni-
ty. I mentioned earlier the need for
tenacity and patience. These two
credentials will be tested continual-
ly as you look for the right deal. If
you have adopted a longterm
game plan with a reasonable objec-
tive, you should be able to find an
acquisition.

Once you have identified the
right opportunity, it is important to
rely on your professionals once
again. Most entrepreneurs have
not negotiated many purchase and
sale agr or the
financial packages This is the
point at which your equity partner
can add real value to a deal in help-
ing to negotiate the best possible
agreements with the seller and the
financing sources. This is also a
very frustrating period for most
entrepreneurs accustomed to con-
trolling their own destinies.

If you are buying from your pre-
sent employer, it may be even
more difficult to find yourself on
the other side of the table. In these
situations, it is even more impor-
tant to let someone else be the bad
guy in order to preserve your rela-
tionship with the seller. Although
there are no guarantees, most
deals that get to this point ultimate-
ly close. The risk of losing a deal by
letting someone else influence the
negotiating process is not great,
and is worth taking when you con-
sider the risks in signing a pur-
chase agreement or financing a
package with mistakes that could
cost you money after the deal
closes.

Once a transaction has closed,
make it a point to keep your banker
and equity investors informed
about your progress or lack there-
of. If you have chosen your finan-
cial partners correctly, problems
will not alarm them and they may
have a solution. You should expect
a good venture capital partner to
help in the search process for addi-
tional acquisitions and to act as a
sounding board for you. A good in-
vestor will attempt to challenge
you with new approaches and ideas
and help with problems either from
his personal experience or through
contacts in the industry. Most of
all, a good investor will help with
the development of your company
when you ask for help. The greater
the level of trust and personal rap-
port you have with your investor,
the more you will get from the rela-
tionship.

There has never been a better
time than the present to be an en-
trepreneur. By the same token, the
margin for error in purchasing ra-
dio stations, particularly turna-
rounds, is shrinking. Therefore, it
is important to pick the optimal
time for yourself as well as the
right opportunity to buy. Pursuing
an ownership position is not neces-
sarily the best career objective for
everyone in the radio business. The
winner of this race is usually not
the swiftest but the most diligent
and best prepared.

And when you win, nothing is
more rewarding.
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ome folks call him an
investment guru.
Some say he’s broad-
casting’s greatest financial
friend. His supporters turn
an E.F. Hutton-esque ear to
everything he says, while
his critics say he’s too posi-
tive and optimistic. He is
quoted on the national net-
work news, cited in numer-
ous print stories — in-
cluding the Wall Street
Journal — and hired to pre-
sent financial presentation
to Wall Street investors who
want to learn more about
getting in on the media.

His name is Paul Kagan, and he
is the presiding emperor of Paul
Kagan Associates. At 48, the
former journalist-securities anal-
yst-Radio Advertising Bureau edi-
tor now makes his home — and his
living — in Carmel, California.
There, in a contemnporary low-rise
office building on Clock Tower
Place, he and his associates watch
the market, analyze media trends,
and publish some two dozen finan-
cial newsletters. R&R caught up
with the busy media mavin one Fri-
day afternoon last month and dis-
cussed the current financial atmo-
sphere in the radio industry — and
projections for the future.

The Rising Financial Tide

R&R: We've heard a lot recently
about the rapidly rising values of
radio stations. In basic terms, how
are stations valued for sale or pur-
chase in the private market?

PK: Stations are valued on the
basis of how much cash flow they
can produce. The key elements of
this evaluation are the market’s
billing, the station’s share or pro-
jected share of billing — which
yields the operating margin of the
station, and the number of years
you expect payback.

R&R: Is this recent rise in sta-
tion prices a result of stations final-
ly being valued at their real worth?

PK: No. Stations have not been
undervalued. In fact, they have
been fairly valued as long as Ihave
been in business — but on a private
market basis. On a public market
basis they are always undervalued

with a few exceptions.

R&R: Why are publicly-owned
stations undervalued when their
private counterparts are not?

PK: Because the public stock-
holder is treated like a minority
stockholder as he should be
treated on any given day as long as

he has hope that on a certain good
day he will be treated pro rata as
a majority stockholder.

R&R: On what do you base this
philosophy?

PK: If 1 buy stock on the public
market I'm only buying a fraction
of an interest in a company. I
should not be expected to pay the
full value of that company’s stock
on a private basis. If I did, the only
upside I would have left would be
time. For .instance, if the station
was worth ten times cash flow and
its public stock was trading at ten
times cash flow and I paid ten

times cash flow, the only thing I

could do would be to wait until the
cash flow grew.

R&R: Then what makes for a
good investment?

PK: Investors like to have turna-
round opportunity. You like to buy
something below what you think
it's really worth because you want
to have the bargamn element on
your side. Public stockholders can
be seen as being disadvantaged

.40/ R&R FRIDAY, SEPTEMBER 12, 1986

because they are minority stock-
holders. When they sell they have
to sell at a discount; but they're
more advantaged because they're
able to buy a bargain.

Industry Complex

R&R: How complex is the pro-
cess of station evaluation?

PK: You can break every valua-
tion down to its tangible or intangi-
ble assets — but when you put a
ballpark value on the station you're
really putting a multiple on the
cash flow, to be generated over
future years.

R&R: Are these multiples appli-
cable in industries other than
broadcasting?

PK: You can apply multiples to
any business where you have char-
acteristics similar to those found in
radio stations. This obviously in-
cludes all other media, like TV and
cable. You can also apply it to
bottling companies, fast food
businesses — wherever you have
some form of exclusive franchise.

s e

If you have a franchised geograph-
ical location it’s a lot like frequency
in the radio business. The multiple
evaluation is applicable where you
have a long track record of proven
cash flow and are not stabilized —
but growing. All these things lend
themselves to high-end multiple
ranges.

R&R: Is the increase in station
prices, then, solely a result of high-
er multiples or are there other fac-
tors that have increased the value
of radio facilities?

PK: Again, stations are not and
were not undervalued in the pri-
vate market, because the private
market value is the value of the
property. What we're seeing now in
the marketplace as prices rise is
the effect of multiples of the cash
flow in relation to a substantial de-
crease in interest. Multiples are re-
ciprocal of interest rates what
you'd multiply together to get 100.
If your interest rate is 12%, as it
was two years ago, the multiple
would be eight. So, when 'interest

Paul Kagan .
rates fell from 12 to 8%, the multi-
ples increased respectively.

R&R: But when the prime rate
was up around 20% we didn’t get
multiples of five, did we?

PK: In 1980 when interest rates
were so high the multiples never
got down to fives, but we did see
some sixes and sevens and eights.
There is a floor in the multiples be-
cause people like a business so
much they will buy it anyway.

Multiplication Tables

R&R: Can you offer a simple ex-
ample of how the multiple-times-
cash flow calculation works over
time and can increase a station’s
valuation?

PK: When you have a station
that’s doing $2 million, and its mul-
tiple is eight, it's worth $16 million.
If, two years later its cash flow has
gmwnﬂ"omuwwnullm‘ ion and the
multipie has grown from 8 to 10, the
station will have grown from $16-30
million and you might say “God —
radio station prices are really go-
ing up.” That's what it might seem
like, but in this particular case all
that happened was management
dragged 50% more cash flow out of
it and increased the multiple on it.
Sure, the value of the station went
up, but it isn’t any secret or

mystery how it happened.
R&R: Do such elements as fluc-
in the -national economy

have any affect on station values?
PK: You needn't go too deep into
national economics because the
record book shows that the radio
industry’s values are relatively im-
pervious to economic changes over
a long period of time. You can pret-
ty much bet that the values of radio
stations in the aggregate are going
to trail upward over the years, be-
cause the gross national product
trails upward.
R&R: So there is a connection?
PK: Spending on radio stations is
tied to spending in general. We
Continued on Page 42




IF YOU THOUGHT
FRED JACOBS’

MEDIA STRATEGIES
ONLY DID CLASSICROCK,

THINK AGAIN.

91X, San Diego — New Music/AOR: 5.5-6.6*Share 12+, #1 Adults 18-34!
Congratulations to Mad Max, Norm Feuer, John Lynch and staff for highest 12+ share in station history!

IN.

KQRS, Minneapolis/St. Paul — AOR:8.5-9.9! And, #1 Men 25-34!
Congrats to Dave Hamilton and Mark Steinmetz, etal. !

WRIF, Derron—AOR 4.4-5.3, 12+, and #1 Men25 34!
Naturally, with Mike Mayer, Marcellus Alexander and Joe Urbiel responsible.

AND AGAIN.

WNOR, Norfolk — AOR: 11.8 - 11.4! #1 in market, 12+, 2nd consecutive book!
Kudos: Ron Reeger, Jack Rattigan, Steve Goldstein, Ed Christian, and all.

WRXL, Ruhnumd AOR:9.6- 10 5 and #1Men 25 34' Highest share in station history!
Thanks to: David Grossman, Claire Shaffner, Jon Coleman, etc.!

Long before Classic Rock became the talk of the industry, Fred Jacobs was helping radio stations get it done right. /&
Hestill is. And they still are.

>
The reasons are simple: Direct, one-to-one personal approach, no-nonsense j \ v
service with lots of time together with client, proven research and marketing tech M E D’A
niques, and — very important — planned positioning and strategies.
e STRATEGIES
*All shares, Mon.-Sun: 6A-12M, 12+, MSA for last 2 books (Winter & Spring '86 Arbitrons)

Call Fred Jacobs, (313) 626¢7158

-~
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Continued from Page 40

know that radio billing as a percent
of local retail sales in each market
on average is rising. and as long as
you believe the American economy
is going to trend upward at 8-10% a
year — and I think it does — you're
also going to see radio billing’s trail
up like that.

Economic Effects

R&R: But radio’s economic pro-
gress is not directly tied into ad-
vances and declines in the national

~economy?

PK: Radio is not a business that
has a secular pattern of choppi-
ness. It does not have to worry
about going into a long-term funda-
mental decline, unless the whole
economy is going to go into the
tank indefinitely. Even during the
great depression it didn’t. If you
take a look at the 1930s you'll find
tremendous plunges, like when the
banks closed in 1933 — but then
they work their way back up.
We’ve never had in the past 100

1BUM ORIEN
TENING L
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years of this country a period of
longterm economic waste in which
people just twirled in the wind and
wondered if life would ever be good
again.

Panicked Vs. Dispassionate

R&R: Then why was there so
much economic panic during the
'30s?

PK: If anybody had been able to
be dispassionate and look at the
darned graphs they would have
realized they were working their
way out of it. We are beset and
plagued by analysts and reporters
who are constantly telling us things
are worse than they are. Things
are going great and we're told it's
the end. Things are going rotten
and we're told it will only get
worse. Our print media, our elec-
tronic media — including radio sta-
tions — never get on the air and say
that things are better than we think
they are. If someone is optimistic
then they paint you as Pollyanna
and claim you're an evangelist.
People want to be told there’s
trouble ahead.

o -

“The ten-year trend will
show that interest rates
will ultimately trail up
a little higher. We're
seeing low interest rates
now, and they’ll certainly
trail up — but they’re not
likely to become Banana
Republic interest rates
again.”

—Paul Kagan

R&R: How do you explain this
attitude?

PK: I have gone into consulting
sessions and have told the com-
panies “You're doing great, and
you're going to do befter next
year.” When I say this manage-
ment responds, ‘“You're wrong —
we're doing terrible. Things are
troublesome.” The reason for this
is they want to drive the troops to

their troops so they can top their
numbers. If I come in and say ‘‘you
guys are doing well and next year
you'll do 12% better,” they become
frightened that the guys will be-
come complacent. So management
instruct the media to tell the people
what’s not so, in order to make
them make what we want to hap-

n.
peR&R: Is this a sort of conscious
“self-fulfilled prophecy?"

PK: No. Human nature “says
let's paint the gloomy picture so
we'll all work harder to make it
turn out better.” I understand this,
but I don't want to participate in
such a rationale. I'm going to stick
to my guns and tell you it's going to
get better, and I'm going to end up
being right. Look at the charts. I
predict that the radio business will
gradually get better over all the in-
tervening years, and I will be right.
Those who are predicting death
and destruction over the long range
are going to be wrong. They'll be
right in any given year and I'll be
wrong in any given year — but my

work harder. B are
shrewd, and they want to drive

ASY LISTENING URBAN/BLACK GOLD SPA|
ORARY COUNTRY BIG BAND CHR JAZZ B
L_AOR ALBUM ORIENTED RADIO A/C AL

~ 4. EASY USTENING URBAN/BLAC!E

methodology will get you more
value over a long period of time.
The Foresight Saga
R&R: Do you think a fatal flaw
of the business mind is a reluctance
to look past next year’s growth?
PK: You should definitely have a
five-year picture. You should have
a ten-year picture. We all have to
live with year-to-year projections; I
have to know if my business is up
this year, and how much. But I
don’t manage a station on a day-to-
day basis; I'm an evaluator — an
appraiser. Values are based.on an
§10 year head-way. Any given
year 1 may get tripped up, and I
don’t want to lose my job because I
didn’t know this year was going to
be up or down. I've got to deliver
the goods over a long period of
time. It’s a shame that a sales
manager has to predict what this
year’s business is going to be,
because there are so many ele-
ments that you don’t control.
R&R: Over a ten-year trend,
then, what do you foresee happen-
ing to the radio financial picture?
PK: I'm much more philosophic-
al about this than are a lot of peo-
ple, and I've had a good chance to
see secular trends. My guess is that
the multiple range will hold at 10X;
it's sort of sacred — give or take a
point. The ten-year trend will show
that interest rates will ultimately
trail up a little higher. We're seeing
low interest rates now, and they’ll
certainly trail up — but they’re not
likely to become Banana Republic
interest rates again like during
Jimmy Carter’s administration.
This is why the multiples will hold:
as long as interest rates don’t get
out of line the multiples will stay
steady. A 10% interest rate implies
a 10X multi