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I N S I D E:

Top 40 Pioneer
McLendon Dies

Gordon McLendon, radio en-
trepreneur and early proponent
of the Top 40 format, died in
Dallas on September 14 follow-
ing a long struggle with cancer.

The 65-year-old McLendon
was known among his peers as
an innovator who tested the pat-
terns of traditional radio pro-
gramming. A graduate of Yale,
he was attending class at Har-
vard when he bought his first
property — a 50% interest in
KNET/Palestine, TX - for
$17,000.

AS TIME GOES BUY

“The only way radio will win large
advertising budgets is by creating the
same ‘right now’ results as newspaper.”
Guest columnist Bill Weaver explains
how.

Page 40

| BOOK REPORT

Rip Ridgeway reveals what to look for
in the ratings book before you flip to the
audience information — including a
16-step analysis guideline.

RADIO & RECORDS

Gordon McLendon

time included flagships KLIF &
KNUS/Dallas, along with
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THE BIG 610:
20 YEARS OF MEMORIES

KFRC/San Francisco is now nostalgia-
formatted Magic 61. Joel Denver fondly
recalls the CHR giant's history with help
from station alumni.
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IN THE NEWS THIS WEEK

® FCC orders RKO settiement talks

* Jack Merker KSDO VP/Operations

* Gary Bryan PD at KUBE

* Denton Marr KCFX PD

* Barry Welss, Paul Katz, Ann Carli
upped at ZombalJive

* James ‘‘Jazzy’’ Jorden Director/
National Promotion at Yommy Boy

* Mlke Sirls Promotion Manager at
RCA/Nashville

* Michael Saunders PD at WPEG

 John Lane named WTVN PD

* Robyn Ross Corp. Research Director
at Century

Page 3, 6, 9

TACKLING CUBAN
INTERFERENCE

Associate Editor Hurricane Heeran
reports on the secret war being waged
by AC stations in such diverse markets
as Orlando, Salt Lake City, and
Bridgeport, CT.

Page 60

TRYING HARDER PAYS OFF

Two perenniai AOR second-place
finishers finally knocked off the big
boys. Steve Feinstein checks out the
dark horse winners in Hartford and San
Diego, while Lon Helton presents his
spring ratings scoreboard.

Page 57, 62

REWRITE RIGHTS & WRONGS

Harvey Mednick offers practical advice
on how to rewrite your station’s policy
procedures and other manuals.

Page 38

NEXT WEEK IN R&R

Adam White follows up this wegek's
feature on CD singles and jukeboxes by
letting record promotion executives
sound off on the 45's future.

_Newsstand Price $5.00

He eventually built a broad-
casting empire which at one

WAY DOWN YONDER IN NEW ORLEANS

McLENDON/See Page 4

Radio ’86: Blockbuster Or Lackluster?

Contradicting the old adage
“the third time’s the charm,”
the National Association of
Broadcasters’ Radio '86 con-
vention converged on New Or-
leans last week (9/10-13) in a
bustling but rather tepid gather-

| ing of industry managers, pro-
| grammers, ard engineers. Two

previous meetings — the small-
er (and more intimate) Radio

i Programming Conferences of

1980 and ’82 — also convened in
the Crescent City, but the merg-
er of the RPC with the old NRBA

! tall Radio Convention so far has

RADIO '86/See Page 9

Gary Owens (i) was presented
with this year's Radio Award by
convention co-chairman Joseph

Dorton at the 1986 Radio

Award Luncheon.

o

DC CONNECTION — Four Washington players who rubbed elbows
in the Crescent City were (I-r): NAB President Eddie Fritts; Al Sikes,

; FCC

National Tele

and
Commissioner Patricia Diaz Dennis; and NAB Board Chairman Ted

Snider.

COMPLETE POLICY REVERSAL

| Publisher’s Note |

FCC Seeks To Kill Minority Preferences

In a complete policy reversal,
the FCC this week launched an
effort to end preferences for mi-
norities and women in its com-
parative license hearings. The
Commission charged in a feder-
al court case that the rules,
which date back to 1978, are un-
constitutional “‘discriminatory
classifications by government
that are inherently suspect.”

The case was filed by James
Steele, who lost his bid for a new
FM in St. Simons Island, GA to
a worhan, Dale Bell, who re-
ceived a comparative enhance-
ment for being a female. Steele
appealed the decision and, in a
surprise move, the Commission
this week agreed with him that
minority preferences are
wrong.

It was uncléar how the FCC's
new stance will affect thou-
sands of applications currently
pending in comparative radio

and television hearings.

‘“Redneck”’
Commissioners
Denounced

The Commission’s abrupt
about-face immediately came
under attack. “We need prefer-
ences for 50 years,” declared,
Pluria Marshall, Executive
Director of the National Black
Media Coalition. He called the
decision “pure bulishit,” and

d d the Commi:

as “a bunch of insensitive
rednecks who resent the special
attention given to blacks.”

Former Commissioner Henry
Rivera, now in private law
practice, called the move a
“radical departure” that was
considered but never formally
proposed during his tenure at
the agency.

Reams Files Suit
Against Arbitron

Reams Broadcasting Ci

“‘Minorities own less than two |
percent of broadcast proper- |
ties,” said Rivera. “So the !
policy has not really run its
course in terms of improving
the status of minorities.”

Rivera said it appeared the
Comumission was trying to “ra- !
tionalize” an “active hostility |
toward preferences of any |
kind” by claiming the market- |

FCC/See Page 6

|
|

ration of Toledo, OH has filed
suit in Federal Court in Mary-
land against the Arbitron
Ratings Co.

The suit alleges that
Arbitron’s spring 1986 survey
for the Toledo area falsely and
deliberately misrepresented the
ratings of Reams outlet WIOT;
that Arbitron deliberately pre-
sented the ratings of non-Arbi-
tron subscribers, including
WIOT, in a less positive way
than those of Arbitron subscrib-
ers; and that Arbitron has
violated the Racketeer In-
fluenced and Corrupt Organiza-
tion Act (RICO) through the
creation, publication, and dis-

ion of the spring 1986
survey.

‘The complaint further alleges
that WIOT’s falsely low rating
is causing the station to lose
advertising revenues “at a rate
of not less than $500,000 annual-
ly. Although the amount of ac- |
tual damages is undetermined,
$5 million in punitive damages ‘
is being sought. And under the |
RICO Act, any damages award-
ed to Reams as a result of Arbi- |
tron’s actions would be trebled. |

Peter Cavanaugh, Exec. |
VP/COO of Reams, said,*This |
suit is neither fanciful nor |
frivolous , . . WIOT was an Ar- |

bitron subscriber from about |

REAMS/See Page 6

h
| Se=S—

Gordon McLendon has taken
his idea for the next format and
moved out of our lives. The
hardest part for most of us is
that we didn't have the time or
the opportunity to know him
well!

It's for sure during one period
in our history-"everyone” in ra-
dio had worked for Gordon for
at least “a shift” and sometimes
as long as an eon. He was one
of those exceptional peopie
who, once baptized, you aiways
worked for him. The line, | be-
lieve, is: "You'll never forget

what he did for us . . . and what
he did to us!’
Rock & Roll.. . . three in arow

commercial clustering
house names for jocks
great cail letters . want ads
on the air recreations
and golden jets. The man was
either right on target or ten
years ahead of his time. We
guess it comes from his fam-
ous, “Make sure you're right or
wrong, then go ahead!”

Those of us lucky enough to
have worked for or known this
man know the secret hand-
shake of having been there.
And I reckon it’s the job of those

| teftin place to “give away" your

piece of the McLendon legacy
to the generation of radio folks
sitting right outside your office
door.

Goodbye, Gordon the
business is just plain more fun

because of you.
—Dwight Case

P
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Denton Marr

Marr Named
KCFX PD

Veteran AOR programmer Den-
ton Marr has been named PD of

Hoker Communications’ Classic
Rocker KCFX/Kansas City. Marr
replaces Greg Stevens, who left
last month to become KGMG/San

Diego’s morning personality.
KCFX GM Bill Newman said,
“Denton’s going to bring a whole
new dimension to the station. He’s
extremely creative, a seasoned
pro, and knows album-based mu-
sic. He also plays a phenomenal
golf game, and that, we feel, is the
most important attribute in pro-
MARR/See Page 6

FCC TO MEDIATE

RKO Settiement Talks Ordered

The FCC last week directed RKO
and 69 remaining applicants for its
radio and television stations to be-
gin negotiations to end their
21-year-old license battle through
settlements and buyouts.

“A comprehensive settlement
would save the Commission and
the parties years of litigation and
incalculable time and money,” the
Commission argued.

At a meeting next week, the par-
ties will choose a mediator/facilita-
tor to oversee the talks. The Com-
mission recommended Mass
Media Bureau Chief Jim MecKin-
ney for the job. Whoever is named,
McKinney was ordered to submit a
progress report by October 26 and
make a final report to the FCC by
January 31, 1987.

RKO Sellouts Likely

The FCC did not guarantee it will
let RKO sell its stations. But
McKinney said a “strong signal”
had been sent that buyouts will be
permitted. FCC General Counsel
Jack Smith, who crafted the unique
plan, agreed that the process would
not have been launched unless
sales would be allowed.

The Commissiorn said, “We will,
of course, reach a decision on the
merits of any settlement after we
are presented with a specific pro-
posal.”

Smith told R&R, “Everything is
open for the parties to negotiate.”
Settlements could include one ap-
plicant buying out the others,
“white knights” coming in from

Byran Becomes KUBE OM

KKRZ/Portland PD/morning
personality Gary Bryan has re-
signed from the Taft CHR after two
years to become Operations Man-
ager at First Media’s KUBE/Seat-
tle. He replaces Bob Case, who
transferred to sister CHR WZGC
(Z93)/Atlanta.

VP/GM Michael O’Shea told
R&R, “In five and a half years
we've had virtually no changes in
programming, so this opening was
rare. I've known Gary for over
seven years, and it soon became
apparent he’s the best qualified.

BRYAN/See Page 6

AN OPINION

Keeping

Recently, both the Wall Street
Journal (8/26) and the New York
Times (8/27) ran major articles
about the waning of network televi-
sion as the advertiser’s medium of
choice, and the corresponding rise

Gary Bryan

the outside, or even RKO buying
everyone else out and continuing

_the fight to clear its qualifications

to remain a licensee.
Unanimous Decision
Needed

The key to achieving a settle-
ment appears to be getting agree-
ment from every party involved. A
holdout party “would certainly
cause difficulty,” Smith conceded.
“Obviously, the Commission would
like to see all 13 cases settled.”

He said settlements on only some
of the stations might be considered
by the FCC. But the continuation of
even a single license hearing would
mean plowing ahead with the tedi-
ous examination — which the Com-
mission wants to end — of RKO's
basic character qualifications in
the KHJ-TV/Los Angeles pro-
ceeding.

Radio Hearings On Ice

The RKO radio hearings have
been put on hold, the Commission
said, to ‘““allow the parties to devote
their undivided energies to this set-
tlement effort in a non-adversarial
environment.”

“I would personally have liked a
little more explanation of what
they wanted from the mediator,”
said McKinney, who was not con-
sulted on the plan in advance and is
barred by FCC rules from con-
sulting other agency officials.
Smith said the Commission was
deliberately vague, to leave the

RKO/See Page 6

Radio Top-Of-Mind

of couponing and other promotion
activities. It was disappointing that
in neither the Journal's front page
story nor the Times's “Advertis-
ing” column did the word radio ap-
pear even a single time.

KATZ, CARLI ELEVATED

Weiss To VP/Operations
At Zomba/Jive Records

Barry Weiss has been named
VP/Marketing & Operations at
Zomba Group/Jive Records, the
US arm of the British-based label/
publishing/management firm. He
was formerly Director/Artist
Development.

Also, Director/Business Affairs
Paul Katz has been elevated to
VP/Business Affairs, and Ann
Carli has been promoted to Direc-
tor/Artist Development. She was
Associate Director/Publicity &
Artist Relations.

Weiss, who reports to Zomba
Group CEO Clive Calder, describ-
ed the promotions as ‘“‘further
development of our commitment to
the North American music
market.” He added, “In particular,
the Jive label is about to embark on
its most exciting period, with new
releases by Millie Jackson, Ruby
Turner, Samantha Fox, and Jona-
than Butler.”

Barry Weiss

Weiss has been with Zomba/Jive
since 1982, and previously held
posts at Ariola America and Infini-
ty. Katz, who joined the firm in the
UK in 1983, transferred from Lon-
don to New York last year. Carli
has worked for Zomba/Jive since
1984, following experience with EG
Records/Management.

By Erica Farber

Fortunately, they didn't lump
radio in with television (which
would have been annoying and
misleading). Nor did they consider
radio and dismiss it (even more an-
noying and misleading).

What they did was worse. When
the two most important daily publi-
cations in the country examined
ways of reaching consumers, they
didn’t consider radio at all. My
problem is only partly with the
Journal and Times writers and edi-.
tors, who allowed the assumption
to go blindly unchallenged.

Blow Our Horn

I'm afraid that we in radio are
partly to blame. In “All About
Eve,” George Sanders as critic Ad-
dison DeWitt observes that it’s just
as wrong “not to blow your horn at
all as it is to blow it too loudly” -
because “who else will?”

I'm convinced that we in radio
are guilty of insufficient hornblow-
ing — not for our own individual
stations and groups, but, for our in-
dustry as a whole. -

1t is too often that we do an in-
adequate job of making radio’s
case, though it’s an exceedingly
strong one. It is we, not only print
journalists, who sometimes don’t
distinguish adequately among the
many choices in “broadcast me-
dia.” We do not always differen-
tiate radio adequately from televi-
sion — though the differences are

EDITORAL/See Page 6

Jack Merker

Merker
'Upped To

'KSDO VP/
Operations

i Jack Merker has been named
i VP/Operations at KSDO/San
Diego. He was promoted from
PD/morning co-anchor.
| KSDO President/GM Chris
Conway remarked, ‘‘Jack’s
done a terrific job. The station
is much bigger now, and it’s
time for him to concentrate full-
time on operations. He’s in tune
with the community, and we’re
lucky to have his savvy on our
side.”

The 32-year broadcast veter-
an’s career includes stints with
WDAF/Kansas City, Denver’s
KIMN and KHOW, and KFRC/
| San Francisco. Merker com-
| mented, “This is a real honor. |
! KSDO has been part of my life
| for seven years now, and I ap-
| preciate the confidence. I look
{
|
|
]

forward to being here a long

time, working on market dom-
inance.”

Merker’s PD duties are being

| absorbed into his new post. Suc-

ceeding him as morning co-an-

chor is Ron Fortner, former |

| News Director/anchor at neigh- |

boring XETV Channel 6.

James Jordan

Jordan Heads
Tommy Boy
Promotion

James ‘““Jazzy’ Jordan has been
appoinbed Director/National Pro-
motion for Tommy Boy. He joins
the New York-based label after
more than six years with WNHC/
New Haven, where he was PD/
MD.

Jordan assumes responsibility
for all aspects of promotion at
Tommy Boy and its newly reac-
tivated Body Rock imprint. He

JORDAN/See Page 4




McLendon
Continued from Page 1

KILT/Houston, KTSA/San An-
tonio, WAKY/Louisville,
KEEL/Shreveport, KABL-AM
& FM/San Francisco, WWWW/
Detroit, WYNR (later
WNUS)/Chicago, WYSL/Buffa-
lo, KADS/Los Angeles (now
KOST), and KELP-AM &
TV/EI Paso.
Many Firsts

During his many years in
broadcasting, McLendon was
r ized for lishi
many firsts. He was one of the
original pirate radio broadcast-
ers, setting up Radio Norde off
the coast of Sweden. He brought
TOp 40 to KLIF in 1957; put on
the first Good Music station to
become number one in a mar-
ket (KABL); and developed the

500 affiliates until it was sud-
denly disbanded in 1952 — mak-
ing it the largest radio network
up to that time.

Calling. himself “The Old
Scotsman,” McLendon broad-
cast live recreations of base-
ball, féotball, and basketball
play-by-play for the network,
using sound effects blended
with stats provided by a sports
wire. The Liberty Network also
grabbed the rights to Louisiana
State and Miami University
games, and made audiences
feel they were hearing the
events live as they happened.

Developing Top 40
The net’s theater-of-the-mind
programming ended when the
major league clubs, who were
being paid, withdrew Liberty’s
rights on the contention that the

first all-News presentation at
50kw XETRA/Tijuana-San
Diego, targeted to the Los
Angeles market. McLendon
also instituted an all-ads format
at KADS.

Perhaps the earliest example
of McLendon’s imagination and
programming creativity was
the Liberty Network. Founded
in 1947, Liberty amassed almost

broad were interfering
with minor league attendance.
Losing baseball was too much
of a financial burden, and the
network closed.

McLendon is not credited
with starting Top 40 (that's at-
tributed to Todd Storz at
KOWH/Omaha). But in R&R’s
1977 “The Top-40 Story” he said,
“I guess if I take any credit at
all for Top 40, it would not be

NEWS

-

originating it but having devel-
oped it into a more modern day
version.” Sadly, Storz did not
live long enough to see the full
fruits of his format blossom
under McLendon.

Bart McLendon, managing
partner of the McLendon Com-
panies, talked with R&R about
his father. “I ran the (radio)
chain for several years, but Dad
never did get out of the day-to-
day operations. He could no
more let go his grip of things
than he could pick up the Sears
building with two hands. He lov-
ed it too much.”

A Programmer First

“He was a businessman, but
a programmer first and fore-
most, as he possessed a marvel-
ous feel for people and what
turned them on,” the younger
McLendon continued. “He was
a hard taskmaster, and yet no
one ever worked harder than
Gordon McLendon. He'd save it
all up, fly into KILT, call up the
PD, and they’d spend the next
72 hours talking about program-
ming — with the PD crawling
out of the room on his hands and
knees. No one ever forgot that
he owned those stations.”

1
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Bart went on to recall some
personal facts about his father:
“The most enjoyable times of
his life were spent behind the
mike as a sportscaster. He was
considering a return to on-air
sportscasting as recently as
April 1985.

“There are so many things
I'd like to say, but most of all I
feel proud to have been his son.
He was a fabulous father, even
though he was always busy.
There was never a question at
any time in my life that he loved
me and cared for me, and that
there wasn’t anything he
wouldn’t do for me.”

Idea Man

Chuck Blore of Blore & Rich-
man worked with Gordon at
KLIF, KTSA, and KELP. “It
was his idea to do local news,
married with the music ideas of
Todd Storz, which brought Top
40 into being,” Blore remem-
bered. “Gordon had a policy
book, and everyone had to read
it. It was a collection of memos,
thoughts, and ideas. It was all
based on the idea of competing
with TV, which was taking all of
the bright radio people away.

“I became enamored with
him and his ideas about radio,
as he was not only an incredible
writer but a communicator,”
Blore added. “Tused those ideas
as my foundation when I left to
program KFWB/Los Angeles in
1958. Anyone who is in radio to-
day is doing what they are doing
only because of Gordon McLen-
don’s genius.”

Shamrock Radio Division
President Bill Clark recalled,
““When Gordon and I worked to-
gether for five or six years at
KABL, I was either a GSM or a
GM, so we didn’t cross paths allt
that much. He was interested in
the programming. He gave us
great facilities and wonderful
ideas.”

Clark continued, “Gordon’s
greatest contribution to radio
was his injection of a tremen-
dous amount of life and spirit in-
to a medium many had turned
their backs on. Both he and
Todd were like magnets, draw-
ing talent which got the atten-
tion of listeners, advertisers,
and the entire industry. Gordon
was a great showman and inno-
vator. He gave many good peo-
ple a chance to learn and devel-
op. Many went on to own their
own stations. Gordon did an im-
measurable service to radio
and to budding talent when both
needed it so badly.”

Ken Dowe worked with
McLendon for ten years. He
started at KLIF as a jock, be-
came PD, and then progressed
to National PD for McLendon
Broadcasting. He eventually
became Executive VP for the
company, and is now a broad-
cast investor.

“Many people use the term
genius too liberally,” Dowe
said. “I've only known one geni-
us in my lifetime: Gordon
McLendon. He was wonderully
creative. He did not allow con-
ventional thinking to stop him
from pursuing any of his ideas.

He caused those around him to

have the insatiable desire to
achieve. He was unusual in that
he wasn't driven by money or
€go, but by the ability to create.
His fun came from taking previ-
ously untried concepts and see-
ing them succeed. Not all of
them worked, but he always op-
erated on the principle that he
learned more from his failures
than his successes.”

Dowe also shared an anec-
dote: “Gordon and I were
together in Acapulco. He gave
me instructions to return to
Dallas, contact the Pentagon,
and offer to buy the Armed
Forces Radio Network. He was
really serious! Gordon told me,
‘At the very worst they may sell
it to us, and if not they’ll at least
respond to our offer of $1,000,000
cash.’ He was a generous man
who helped finance many a
career in trouble. Everything I
have I owe to Gordon.”

Eye To The Future

McLendon saw the future,
and the future was FM. He sold
KABL to Starr and KLIF to
Fairchild in 1972. He also of-
fered Fairchild KNUS for an
additional $150,000. Fairchild
declined and KNUS — with its
CHR format programmed by
Michael Spears and managed
by Ken Dowe — beat KLIF ina
year's time.

Spears, now PD at KKDA/
Dallas, talked about other
grads of the McLendon school:
“There’s Ron Chapman over at
KVIL, Randy Brown who just
left KEGL, Dave Cook, Beau
Weaver, Jo Interrante, and so
many others. Each of us got a
solid education in entertain-
ment. I believe he was the first
to use jingles, and the first to
put editorials and hourly news
on the air.

“I first worked for Gordon
from 1966 to 1969, starting out as
a parttimer and eventually do-
ing the night show,” Spears re-
called. “I knew him as a
brilliant man who surrounded
himself with a lot of talented
people who wanted to work and
grow with himn. I will miss him
very much.”

By McLendon’s request a fun-
eral was not held, although a
memorial service is planned for
this weekend at Cielo, the
McLendon Company’s ranch.
He'’s survived by his ex-wife
Gay; son Bart; three daugh-
ters, Jan Moss, Kristen McLen-
don, and Dr. Anna Gray-
McLendon; and seven grand-
children.

Jordan
Continued from Page 3
reports to President Monica
Lynch, who commented, “We've
been looking for someone who fully
understands what Tommy Boy is
all about, but doesn’t have precon-
ceptions about how the job should
be done. Jazzy has the right stuff.””
Jordan told R&R, “My program-
ming experience can only help,
since I understand the problems
that radio has to go through and
how hard it is to maintain ratings.
That'’s obviously going to influence
our outlook in promoting Tommy
Boy releases to radio.”
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HREE ARBITRONS IN A ROW:

Climbing to number one is tough. Stay-
ingthere 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 Bow!l winners have returned to
win again the next year.

The same goes for being numberonein
the Arbitron. Yod 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

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 place.

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-

=-. ey " 'y y _—
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TEXAR INCORPORATED

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

o~

controlled TEXAR AUDIO PRISM™ is 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
half is 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!

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




FCC

Continued from Page 1

place will assure program
diversity.

The preferences, ordered by
a court and never formally
adopted by the Commission,
were based on the assumption
that minority ownership would
translate into greater diversity
in programming.

Race-Programming
Link Questioned

The Commission’s new posi-
tion, adopted last week, is that
“no record has been establish-
ed” proving that an owner's
race improves program diversi-
ty. “Assumptions, no matter
how reasonable they seem, do
not suffice when heightened
scrutiny is required,” the FCC
said in its legal brief.

The Commission stressed
that “there is no evidence of
past discrimination in licensing
by the FCC.” And it said the
record in the 1981 radio deregu-
lation proceeding shows that
“market forces are now, and
will continue to be, principally
responsible for providing diver-
sity of programming and view-
point.”

Added the Commission,
“With changes in the broadcast
industry over the last decade,
the basis for the preference
scheme becomes even more re-
mote and the justification even
less persuasive.”

Court Reaction
Unpredictable
The Commission asked the
court to remand the Steele case
for further review. If that’s
done, FCC General Counsel
Jack Smith said the agency will
open a proceeding to investigate
whether a “factual basis” for
minority preferences exists.
Other possibilities are that
the court will side with the Com-
mission, effectively ending the
entire scheme of minority pref-
erences. Or the court could re-
fuse to remand the case and re-
Ject the FCC’s position, leaving
the preference system intact.

Robyn Ross

Ross
Promoted
At Century

Robyn Ress has been appointed
Corporate Research Director for
Century Broadcasting. She was
formerly Research Director at the
company’s WCZE & WLOO/Chica-
go, prior to which she owned her
own marketing consulting firm.

Bill Bungeroth, Century’s Direc-
tor/Sales & Operations, comment-
ed, “Ms. Ross is one of the most in-
novative research directors in our
industry. Her creativity in market-

. ing and research has had a

dramatic influence on accelerating
the momentum our Chicago sta-
tions are enjoying. In her newly ex-
panded role, she also will be re-
sponsible for directing research at
our operations in San Francisco
(KMEL), Tampa-St. Petersburg
(WLFF), and Denver (KLSC).”
“I'look forward to contributing to
all of Century’s stations,” said
Ross. “And I intend to develop our
broadcast research sophistication
to the maximum extent nationally.
I really appreciate management’s
confidence in my abilities.”

more!

HALF OF YOUR

JAZZ SHOW

IS MISSING!

Without PORTRAITS IN SOUND, You're
Missing Half Of Your Audience And Half
Of Your Advertisers.
PORTRAITS IN SOUND is the perfect com-
plement to your jazz show . .. a one-hour,
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

The other half of your jazz show . . . For
more information, Call Thom Reinstein
(209) 578-6747.
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Continued from Page 1
1976 to 1984.” WIOT currently
subscribes to Birch.

An Arbitron official stated,
“We recently became aware of
the suit’s filing and are studying
the complaint in full. We believe
WIOT's allegations that we de-
liberately and knowingly rated
them low are absolutely false.
Their charges are totally with-
out merit. We will vigorously
defend this case because it is
obvious that when you charge
the rating company with rigg-
ing the ratings, it attacks the
foundations of the industry.
This attack is unwarranted . . .
an attack on our honor.”

RKO

Continued from Page 3

process open to all possible solu-
tions.

The radio stations at issue are
WRKO & WROR/Boston, WOR &
WRKS/New York, WGMS-AM &
FM/Washington, WHBQ/Mem-
phis, WFYR/Chicago, WAXY/F1.
Lauderdale, KRTH-AM & FM/Los
Angeles, and KFRC/San Francis-
co.
RKO is seeking to sell KHJ-TV/
Los Angeles to Group W. A law
judge has vetoed the sale, but the
Commission last week agreed to
waive its rules and hear an appeal
of that ruling. The sale of WOR-
TV/New York, the only RKO sta-
tion with a clear license, is also
pending. The only remaining pro-
perty in hearing is WHBQ-TV/
Memphis.

Editorial

Continued from Page 3
pronounced (and are becoming
more s0).

Chief among radio’s strengths, of
course, is its ability to segment the
population with laser-like preci-
sion. The Journal quoted one ad
agency chief executive as saying,
“The structure (of advertising) is
starting to change. Segmented ad-
vertising is the way of the future.””

T'd quarrel with that comment.
In radio, audience segmentation is
the way of the present. Radio pio-
neered the notion of segmentation
many years ago.

What’s happening out there to-
day is that other media have sud-
denly found themselves up against
the necessity of trying to get to
where radio already is.

Efficient & Effective

The Journal notes an A.C. Niel-
sen report that says network televi-
sion viewing dropped from 90% of
sets in use six years agoto just 76%
last season — yet network TV ad
costs are still rising. As for the
print media, the same Journal arti-
cle notes that overall print CPM
has doubled in less than ten years

yet US newspaper circulation is
stagnant.

“Industry executives say the
money (formerly spent on general
interest newspaper advertising) is
going to specialty publications and
to advertising alternatives,” ac-
cording to the Journal report.

I don’t believe that it’s a wise
tactic for radio to tear down other
media. My point is simply that,
along with other options, radio
should be top-of-mind among those
“industry executives.”

Marr
Continued from Page 3
gramming a radio station.”

Marr told R&R, “I feel comforta-
ble with the station’s focus — it's
music I'm extremely familiar
with, and I'm back in the target
demographic. I'm also very im-
pressed with (President) Jay
Hoker’s and Bill Newman'’s vision
for the station and the company.”

Discussing the future of Classic
Rock, he added, “To go from a
1.8-5.9 is quite an accomplishment.
Now the question is how do we take
it to the next level and make our
station everybody’s first choice?
The music in and of itself will only
take you so far. Other elements,
like entertainment, need to be in-
corporated. The format is so new
that there aren’t any guidelines for
it. We're learning it as we do it, and
that’s fun.”

Marr was known as Joe Denton
during his programming tenure at
KLOL/Houston, which he left last
January after 18 months. Previous-
ly, he had served at WEBN/Cincin-
nati for 13 years.

Bryan

Continued from Page 3
Gary’s got an eye toward the
future; we look to see his growth
curve move into management as
time goes by. This market is heat-
ing up very quickly, and the timing
is just perfect for his arrival.”

A former PD at Seattle’s KNBQ
and KISW, Bryan begins his new
assignment October 1. While dis-
cussing his hometown return, Bry-
an said, “KUBE is in great shape.
Fine-tuning is all that’s needed,
along with some new elements of
fun and entertainment. I'll be doing
afternoons, which was Bob's shift.
I expect we’ll stay number one be-
cause that’s my goal.”

KKRZ VP/GM David Crowl
noted, “It’s tough to lose Gary. But
it's a great opportunity for him and
an exciting challenge for us to pick
a successor and move forward. I'm
going to take my time looking for
his replacement.”

In the interim, MD Sean Lynch
has been named KKRZ's acting
PD. The station is also actively
seeking a successor for Bryan’s
role in the Morning Zoo.

In short, we as an industry need
to position ourselves as a uniquely
efficient and effective — and thus
indispensable — element in any in-
tegrated advertising strategy. That
point needs to be articulated
strongly and universally — first
among ourselves, then to advertis-
ers and agencies.

We in radio have the obligation to
make that case. No one else is go-
ing to do it for us. No one else can;
no one else should.

Lane Named
WTVN PD

John Lane has been named PD
at full-service AC WTVN/Colum-
bus. John replaces five-year pro-
grammer Jack Fitzgerald, who left
to assume an equity position at
WGER/Saginaw.

Said VP/GM Perry Frey, “It
was very obvious that John was the
right person to step in and fill the
PD position. He knows the product
and the market. This company
(Taft Broadcasting) always makes
an effort to hire from within, and I
feel very fortunate that we had the
right person at the right time.”

Commenting on his first PD job,
Lane said, “There’s no desire to
change much at a great radio sta-
tion like WTVN. We’ll continue to
provide Columbus with all of the
things it's come to expect from us
— including the full-service ele-
ments and the wild, fun, wacky
promotions. And we’ll continue to
implement new and exciting
things, reminding Columbus that
there’s great radio on the AM
dial.”

Lane joined WTVN a year ago as
MD and host of its 6-8pm program
“Hit Magazine.” Prior to that, he
worked at crosstown WNCI for
eight years as an on-air personality.

Saunders
ToWPEG PD

After a five-month search, MD
Michael Saunders has been pro-
moted to PD at Black/Urban
WPEG/Charlotte. He succeeds
Doug Harris, who now programs
WJIMO/Cleveland.

Saunders told R&R, “(GM) Nan-
cy Cooper told me she liked the
way I came to her for her advice
about music. So she thought she’d
give me a shot at being PD.”

Saunders, who will maintain his
PM drive shift, has accrued six
years in radio, four of them at
WPEG. This is his first program-
ming position; he began his career
at WGCD/Chester, SC. Saunders
added that he anticipates few
changes at the partially-automated
outlet.
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WELCOME
10 THE
WINNING
THEAM.

WFLA & WPDS
TAMPA

WZPL
INDIANAPOLIS

They're right. We're on Lo something. That
alot of people want.

To win.

Thal's why Roger Ingram chose Select 1o
represent his WZPL in the important
Indianapolis markel. And why Mike Gaier
knows we've gol the right Leam Lo sell his
WFLA & WPDS in Tampa.

People and stations with a common
goal—winning.

In our view, winning new clients is a grati-
fving and important part of a growing rep
firm. And winning business for our clients
is what makes growth possible.

We plan to expand carefully—at a pace
which allows our client slations the time
and atlention needed for superior sales
performance. And so we can effectively
sell their audiences to the nation's adver-

Lisers and agencies. With a leam of experi-
enced sales people backed by Lhe resources
of Blair's Radio Representation Division.

Yes, winning matters Lo the people who
manage Select-represented stations. We're
proud Lo include Lthese prolessionals in our
family—ol greal radio broadcaslers with
greater expeclations of excellence.
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PRESENTATIVES

FOR AMERICA'S GREAT
RADIO STATIONS. -

SELECT RADIO REPRESENTATIVES

1200 WENUE OF THE AMERICAS NEW YORK. NY 10104
212-603-6200
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THE EXTRA

YARD COUNTS.

Every inch of turf is important.

No matter what the sport, even
national radio sales. At Torbet
Radio, we do what it takes to win
maximum national radio dollars
for our client stations. That can
mean extra hours of research and
lots of sweat from our profes-
sional sales team. But we know
it's worth the added effort.

Torbet Radio people really care
about you. And that's been proven
again and again at the bottom
line. Because we've got a very
important goal—maximum
national dollars with superior
representation.
TORBET I{
PROFESSIONALS

GO FORIT. Torbet Radio




Jonathan Haft Garry Garrison

o JONATHAN HAFT has been ap-
pointed VP/Business Affairs at Almoflr-
ving Music Publishing and Rondor In-
ternational. He was formerly Sr. Direc-
tor/Legal Affairs at Chrysalis Records
in New York, having previously spent
three years as an associate at L.A. law
firm Mitchell, Siiberberg & Knupp.

* GARRY GARRISON is returning to
Kona Radio Systems, Inc. as GM of
KKON & KOAS/Kealakekua, HI. He
was formerly GM at KKON from
1976-79 and succeeds former GM/
owner Gil Stratton, who remains with
Kona in an advisory capacity until No-
vember 15. Stratton sold the stations in
May to BHI Evans, President of CLIO,
inc.
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Bill Schrank Cat Simon

© BILL SCHRANK has joined Warner
Bros., Inc. as Director of Music, the
same title he previously held at Colum-
bia Pictures. He will assist Music Divi-
sion President Gary LeMel in all
phases of the studio’s music adminis-
tration for films and television.

o CAT SIMON, most recently PD at
WZPLiindianapolis, has resigned to
become morning man at KAY107/Tulsa
for PD Harv Blaine. He replaces
JOHNNY RIVERS, who moves to mid-
days. Simon has previously been an air
talent at WMET/Chicago, KZBS/Okla-
homa City, KLLS/San Antonio, and
KVIL/Dalias.

Torey Malatia Bob Woelfel

¢ TOREY MALATIA has been named
PD of the newly established Beethow
en Satellite Network. Since 1981 he
has worked as a TV entertainment critic
and arts reporter, prior to-which he was
PD for KONCI/Phoenix.

* JACK REYNOLDS has been promo-
ted to VP/Special Markets for CEMA,
Capitol's Record Group Services. The
11-year Capitol veteran was formerly
the company's Director/Special
Markets. CEMA has also announced
the signing of an agreement by which
Capitol will manufacture and distribute
the product of Allied Artists Records,
which expects to release five albums
over the next year.

* BOB WOELFEL has been named
Asst. to the President/Corporate GM
for Visionary Radlo Euphonics, Inc.
Prior to a leave of absence from the
company, he had been GM at its
KOZT/Fort Bragg, CA and KXBX &
KWTR/Lakeport, CA. His new respon-
sibilities require him to work with each
of the seven VRE stations, which also
include KWFN & KVRE/Santa Rosa,
CA and KZAM-AM & FM/Eugene-
Creswell, OR.

e Aspen Record Group has created
three new positions for each of the
group’s three labels. DEDE WHITE-
SIDE has been named National Direc-
tor/Promotion & Marketing for the As-
pen label, which produces mostly new
age product. She previously operated
her own independent promotion firm
Making Tracks. BRENDA WINFIELD
is National Promotion Director for jazz
label Biackhawk, and CRAIG NEELY
assumes the same post for R&B/rock
label Blue Heron. Winfield formerly
worked as National Promotion Director
at MCA Jazz/Zebra Records. Neely
was previously a sales and marketing
staffer for Capitot Records, and Black
and Jazz Promotion Director for CBS
Records.

* CONNIE JOHMNSON, ROLAND
LEWIS, and AL J. WALLACE have
been appointed District Managers with
Arista’s R&B promotion department.
Johnson will cover the Northeast, bas-
ed out of Philadelphia. She previously
worked for the fabel in the Southeast.
Lewis, who was in independent promo-
tion, is responsible for the Southeast
region, working out of Washington,
DC. Wallace takes over the Southwest,
operating from Dallas. He was OM at
WXOK/Baton Rouge. The three report
to Arista Director/National R&B Promo-
tion Vaughn Thomas. Also, JULIA
TIRADO has been promoted to Admin-
istrative Assistant in the R&B promotion
department. She previously worked for
Motown.

» GEORGE STEWART reclaims the
PD/morning post at Gospel
WAGG/Birmingham after 18 months
in the sales department.

¢ MILES CROSBY has been promoted
to PD at Bahakel's WXLY/Charleston,
SC, which has changed from Country
to "Classic Hits"” Gold under the con-
sultation of GARY GUTHRIE. Crosby
retains his afternoon shift and replaces
T.J. PHILLIPS, who stays on for morn-
ings.

Radio '86: Blockbuster Or Lackluster?

Continued from Page 1

proven a logistic challenge to
NAB'’s expert planners.

Radio 86, which many ob-
servers predict will eventually
supplant the radio portion of the
NAB spring convention, at-
tracted 5500 attendees. This
figure includes a reported 2800
paid registrants plus 2700 ex-
hibitors, spouses, and trade
press. The exhibit hall covered
an estimated 100,000 square feet
- at a member price of $13 per
square foot. Hourly cash givea-
ways and other incentives pro-
motions were also featured.

Many attendees were rela-
tively satisfied with the pace of
Radio ’86, despite a number of
uninspired sessions and a
general lack of cohesiveness.
Workshops and forums were
generally well-attended, with
standing-room-only crowds

on the agenda for arriving at-
tendees was the opening-night
cocktail party sponsored by the
Mutual Broadcasting System at
the Marriott Hotel on Canal
Street. Amidst plentiful hot
dogs, cheeses, fettucini, and a
boatload of oysters, convention-
eers were treated to a mini-
Mardi Gras parade complete
with everything from motorcy-
cle policemen to costumed car-
nival kings and queens to the
cacophony of a Jocal high school
marching band. The air condi-
tioning provided a comfortable
atmosphere for ‘‘shmoozing
and boozing” and pressing the
flesh.

Thursday’s opening general
session began with an animated
slide show presentation por-
traying the ‘“‘wedding” of NAB
and NRBA. The opening mod-
ule theme was produced by Dal-
las-based TM Communications,
and the “unification” of the two

iations was narrated by

clogging the hall at a
variety of sessions. Exhibitors
were frustrated by alternating
periods of feast and famine, but
most agreed that traffic was ad-
equate and few complained
about the lack of business.
Those who did complain were
usually those who failed to rec-
ognize the convention as a place
to make contacts, not to sign
contracts. Hotel suite traffic
was fair; many suites experi-
enced crowds heavier than
those at Pat O’Brian’s on St.
Peter Street, while others could
have hosted a fly casting tour-
nament. Elevator problems and
41 flights of stairs may have
contributed to this sporadic at-
tendance; more on that later.

Let The Games Begin

From a host of “official” ho-
tels (the Intercontinental, Meri-
dian, Hilton, Westin), first stop

Gary Owens. In this production,
scripted by Owens and KIIS/
Los Angeles’s Louise Palanker,
two cathedral-model radios
took their vows of unification
and were thus told, “You may
now order letterhead.”
Following this intro, NAB
President Eddie Fritts welcom-
ed the convention’s attendees
and stressed the importance of
radio’s commitment to anti-
drug efforts. He then introduced
the newest FCC Commissioner,
Patricia Diaz Dennis, who
made her first public speaking
appearance since taking office
in June. Dennis avoided ex-
pressing opinions on any issues
facing the Commission, but jok-
ed “Now that you can see that I
can stand and speak, I hope
some of your fears are
allayed.” Most of her address
was an explanation of how she
was “plucked out of anonymi-

ty” by the Reagan administra-
tion in 1982 to become a mem-
ber of the National Labor Rela-
tions Board from her legal post
at ABC in Los Angeles. “I feel
like I'm coming home, coming
back to broadcasting,” she said.

The Age Of Technology

Next, NAB Executive VP/Op-
erations John Abel presented a
comprehensive view of how ra-
dio is likely to be affected by
technology in the coming dec-
ade. “There could be close to
12,000 radio stations on the air
by 1995,” he predicted, express-
ing confidence that AM radio
will be “revitalized.” He also
discussed the growing cable in-
dustry and predicted that it will
increasingly compete with ra-
dio for both audience and dol-
lars. While cable audio and
cable-only radio staions will
have relatively little impact,
Abel said there will be more
competition from cable “super-
stations.” Cable advertising,
which is cheap and targetable,

will rise from $735 million in
1985 to $1.5 billion in 1990, he ad-
ded.

Abel also predicted that in the
1990s fiber optics will become a
realistic alternative to satellite
distribution, although the ex-
pensive “last mile” may be a
problem. He played $5000 com-
puter-synthesized voices, read-
ing news and weather, and say-
ing “These may someday re-
place live news announcers.”
Abel also pointed to develop-
ment in digital audio, cellular
communications, AM stereo,
subcarriers, alternative ratings
measurement, tower leasing,
and computer software.

More than 80 workshops and
seminars formed the backbone
of Radio ’86. The general con-
sensus about the sessions was
less than enthusiastic, though
there was a handful of outstand-
ing meetings. Many attendees
complained that the program-——
ming focus of earlier conven-
tions had been compromised as

Continued on Page 10

RCA/Nashville Taps Sirls

Mike Sirls has accepted the new-
ly created post of Manager/Nation-
al Country Promotion at RCA/
Nashville. For the last three and a
half years, he's been a partner in
Nashville-based independent pro-
motion firm Chart Attack.

Sirls will report to RCA VP/Pro-
motion Jack Weston, who told
R&R, “The selection process was
easy. We've worked with and re-
spected Chart Attack for quite a
while. Mike fits right into our
scheme. He knows our product, is
well liked on the radio level, has
got the organizational skills, and is
a hard worker. We couldn’t ask for
more.”

Explaining the need for the new
post, Weston added, “We're cer-
tainly not the first to do this. We're
going to use this position to give us
more contact with radio on a na-
tional level. I have a lot of other
areas of responsibility, which have
eaten into the time I can spend with
radio. It’s important for us to have
a Nashville voice talking with radio
on a regular basis.”

From 1979 through 1982 Sorrels
was Assistant National Promotion
Director for Sunbird Records. He
also served as Midwest Regional
Promotion Manager for Warner
Bros. between 1976-79. Sirls, on a
two-week vacation at presstime,
will begin at RCA upon his return.

R&R FRIDAY, SEPTEMBER 19, 1986/9
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more management and engi-
neering sessions have been add-
ed. Format rooms consisted of a
wide variety of panelists who
had difficulty leading discus-
sions and often seemed to be
learning more than they were
imparting. Schedule conflicts
also were frustrating; one ex-
ample is the CHR format room,
which was held at the same
time as the Trade Charts ses-
sion. Said one person who shut-
tled between the two: “Makes
you think NAB doesn’t have a
grip on the programming side
of this business.” This deem-
phasized programming slant
resulted in a decrease of CHR
and AOR programmers in at-
tendance.

Programmers’ comments
generally ranged from “I've
learned nothing new” to “bor-
ing and disjointed.” Still,
several sessions — “Traits Of
Effective Large Market Man-
agers,” “Show Prep,” and
“Station Acquisitions,” were
some notable standouts. Even
the “Network Leaders Panel”
had some fireworks launched
by advertisers and affiliate sta-
tions.

Convention Session
Highlights

Here are a few key sessions at
Radio '86:

* “Programming For Social
Change”” asked whether sta-
tions can be profitable and still
serve the community’s needs.
“You can’t be overbearing and
emotional in your broadcasts or
it can turn negative,” warned
WRFG/Atlanta’s Ernesto
Perez. Panelists agreed that
more social issues need to be
addressed by highly-rated
music stations, and that the ad-
dition of classy PA programm-
ing mixed with music and per-
sonality could also help them
get even bigger numbers.

* In discussing ‘“New Format
Experimentation,” modera-
tor/RKO consultant Walt Sabo
stressed the ability to convince
upper management of the fi-
nancial viability of a unique
format approach is essential to
the process, while researcher
Harvey Gersin demonstrated
methods to validate a need for a
new direction. Gary Owens pro-
posed that programmers find
different ways of doing familiar
formats, but pointed out that
two years is a sensible mini-
mum commitment.

“You can’t research a format
that hasn’t been tried before,”
argued consultant Fred Jacobs,
developer of the “Classic Rock”
presentation. He speculated
that rapid format turnover, not
unlike television’s seasonal
evaluations, may be the wave of
the future, a trend that might be
bucked if broadcasters “con-
front advertisers’ myopia tow-
ards insistence on 25-54s.” Ja-
cobs admonished those utilizing
classic rock concepts to prepare
additional listener benefits for
when the “Oh wow” factor of
the format diminishes.

NEWS

* Widely acclaimed as possi-
bly the best panel at the conven-
tion, “Show Prep” attracted
several bhundred participants
who were anxious to hear such
luminaries as Gary Owens,
Rick Dees, Lee Arnold, Cajun
Ken Cooper, and Jeff Elliott &
Jerry St. James elaborate on
the important aspects of a suc-
cessful airshift and personality
development.

Elliott & St. James recom-
mended practicing “observation
comedy.” “Use a dictaphone,”
they said. “Look for the big
event going on in your market
and work at wrapping it into
your show in as many different
ways as you can. Identify with
the lifestyle of your target.
Check past bits you’ve done,
and turn your show outward to
involve the listeners — they’ll
call in.”

WEZB/New Orleans morning
star Cajun Ken Cooper felt con-
sistency was the most impor-
tant factor in his success. “You
were great yesterday — what
have you got for me today?” is
the phrase he keeps before him
in his preparation. ‘“Have
enough material for twoe or
three shows,” Cooper said, and
warned personalities not to
““take forever doing bits.” Mas-
tering brevity is the key, be-
cause “stretching jokes doesn’t
make 'em funnier.” He also ad-
vocated using a portable re-
corder for logging ideas, as well
as talking with the station sales-
people, who are always in touch
with the street.

* Radio Advertising Bureau

placency for action, Stakelin
and Galen addressed what is
happening in national, regional,
and local sales — and examined
how the television industry is
focusing on the radio industry
as an advertising target.

* A session moderated by
RAB’s Wayne Comils focused
on “New Business Develop-
ment.” It discussed such topics
as how to sell to new accounts
and how to sell more to es-
tablished clients. Ideas includ-
ed combing newspapers and
the Chamber of Commerce for
tips on newly created busi-
nesses ripe for advertising
Sales managers were encourag-
ed to give AEs incentives to pur-
sue these opportunities, and to
call on businesses at the out-
skirts of the station’s TSA. It
was also suggested to use social
events, mailings, and phone
calls to develop longterm client
relationships.

* In a presentation of the ef-
fects of the tax overhaul on the
radio business, broadcasters
were told that the pending U.S.
tax bill will, in general, have a
“negative impact” on most sta-
tion sellers — largely because of
an 813% increase in the capital
gains tax. The impact on buyers
will be less clearcut.

Understanding the law and
planning are critical, said at-
torney Jana DeSirgh of Baker &
Hostetler. “For the most part,
winners are those who make
themselves winners, and that
means knowing the tax law,”
she advised. Panelists agreed
the tax law will push sellers into

President Bill Stakelin and Sr.
VP Robert Galen focused on the
state of radio sales in 1986. In a
presentation calling on radio
broadcasters to forego com-

more of the purchase
price to non-compete clauses,
although the Internal Revenue

Continued on Page 13

LUNCHEON KEYNOTE

Naisbitt Looks
To The Future

“This decade will be remembered as the ‘Booming
'80s,” predicted John Naisbitt, author of “Megatrends”
and keynote speaker at the NAB Radio Award Luncheon
September 12. Among his other “guidelines for the rest of
the century” were these observations:

* Human resources provide the
competitive edge in this information
society. There's a new respect for
the jndividual.

@ There is an entrepreneurial ex-
plosion occurring, with a record
number of new businesses being
created. One third of those new
companies are being formed by
women.

* The US population will have six
million fewer teenagers by 1990.

* There could be serious labor
shortages toward the year 2000.

* Fields of growth will include
health care, nutrition, fitness, finan-
cial services, retailing, technicians,

recreation, legal, and accounting.

® The “high touch” counterpart
to our high-tech environment is
manifesting itself through a new
renaissance of arts and literature.

* Global interdependence is our
greatest hope for world peace.
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JINGLE
WARFARE
DECLARED!!

The new ID sound on KIIS-FM

Introducing Jingle Warfare — the first in a new generation of
station ID’s.

Jingle Warfare features bold, new vocal stylings never before
heard in an ID package. It's hot and it’s slick. It integrates
your station calls and logo with today’s hits. Your station’s
image will be firmly established in the minds of your listeners
Jingle Warfare blends with your music instead of standing
out like a jingle.

Jingle Warfare employs the latest in high tech digital and
acoustical musical elements to create subliminal layers of high
energy identification and imagery. The sound reflects the
excitement of today’s CHR stations.

Call now for your demo. Compare us to anyone and you’ll
conclude this is the most state-of-the-art ID series available.

1-800-858-8880

compact disc is ready for

At last!
The first complete
production library on

=l immediate
B Y] delivery!

DIGITAL is the Rolls Royce of this
genre — the first production library
with all-new music, all recorded and
mastered exclusively for the new
technology of compact digital discs.
DIGITAL's magical qualities will transform your production
and energize your on-air sound.

Digital increases your station’s production capacity 50%.
DIGITAL not only helps you become a better production
director, it also makes you a faster one. The technology of
DIGITAL on compact disc is a serious time-saver, thanks to
instant access and retrieval at precise edit points. Press a key
and you're there in 2 seconds flat! So goodbye record and
tape production libraries. . . hello DIGITAL!

FIRSTCOM

digjtal _

PRODUCTION_F LIBRARY

= FirsrCorm

FirstCom/13747 Montfort Drive  Suite 220/ Dallas, Texas 75240  In Texas/Alaska call (214) 934-2222 L L °
© ® 1985 Jim Long Comparies, Inc.




Radio ’86: Blockbuster

Or Lackluster ?

Continued from Page 10

Service may step in if abuses
oceur.

* A lively session on station
acquisitions drew predictions
that prices will continue to
escalate, although perhaps with
good reason. “Don’t react to
‘sticker shock;” ” said Bishop
Cheen of Paul Kagan Associ-
ates. “Look at the deal and see
if it’s justified.”

First-time buyers were advis-
ed not to postpone their search
for financial backing until
they’ve found the ideal station.
“It really is more important to
line up your financing,” said
broker Ted Hepburn. “It’s good

to know a broker, but it's better
to know where the equity is
coming from.” See this week’s
Radio Business section for
more detailed coverage of tax
and acquisition news from the
NAB Convention.

* At a panel on negative polit-
ical advertising Rep. Billy Tau-
zin (D-LA) said Congress isn’t
likely to pass legislation this
year to curb such ads, or re-
quire free response time. “It’s
not likely to happen on the
House side,” he reported, “but
you should be aware that it’s a
possibility, although not a
strong one.”

FLOOR TALK

From The Exhibit Hall

Comments and criticisms of Radio '86 varied greatly
throughout the exhibit hall, where some people complained
of slow traffic and others lauded NAB for a fantastic show.
Here are a few assorted remarks:

® "The show is outstanding,”
said Byron Crecellius of St. Louis-
based U.S. Tape and Label, which
makes bumper stickers.

* Tom Hoshall reported “a ot ot
traffic” at the Take A Trip America
booth, where he was marketing
free travel for radio promotions.

* Jerome Kenagy, President of
Custom Business Systems, inc.,
was also pleased with the interest
in his firm's computer systems. “It's
been good. And they're not just a
percentage of people who are po-
tentlal customers.

o Larry Crowley, President of
Boston-based Spotwise, said he

thought the convention was “ab-
solutely wonderful as a symposi-
um,” but thought the exhibitors
were often “ignored because there
was o much eise going on.”

One of the convention's most
talked-about promotions featured a
wallaby, a smaller relation of the
kangaroo, on a leash. Flown in from
Australia to attract attention to a
company that packages internation-
al remotes for stations, the beast
also drew the attention of conven-
tion center personnel who even-
tually kicked him — and his body-
guards — out onto the street.

» “Strategic Marketing” dis-
cussed some cornerstones to a
good marketing plan, including
targeting, product alignment,
positioning, and promotion. {
Also covered was the reality |
that 20% of radio’s advertisers
leave the medium each year

and don’t come back.
WTKN & WWSW/Pittsburgh's
Diane Sutter chaired the
meeting, along with Interep’s
Erica Farber and the Research
Group’s Roxanne Miller. They
reminded sales executives to
maintain an obsessive passion
for customer focus.

* “Traits Of Effective Large
Market Managers” was consid-
ered another of the convention’s
top workshops. Duffy Broad-

THURSDAY NIGHT LIVE — Jazz great Pete Fountain and his clarinet pro-
vided the music while comedy team Joy Grdnic and Ron Stevens provided
the laughs on Thursday night.

Continued on Page 15

et e

MAKING AM WORK — This forum on ways to keep AM stations heaithy or turn them around featured (I-r): Bill Coffey,
KUSA/St. Louis; Arthur Schreiber, KOB/Albuquerque; Ken Romero, KANE/New lberia, LA; John Lund, Lund Con-
sultants; and Jerry Lyman, RKO Radio.

AM IMPROVEMENT — Technical studies on AM overmodulation and the NRSC draft standard on AM preemphasis
and deemphasis were among the topics covered by (I-r): Michael Rau, NAB; Harrison Klein, Hammett & Edison; Bill
Gilbert, Delco Electronics; John Marino, Katz Broadcasting; Charles Morgan, Susquehanna Broadcasting; and James
McKinney, FCC.

EASY LISTENING — Format prog i
(Ir): Ed Winton, Winton Communications Group; Bill Wertz, Fairfield Broadcasting; Jerry Lee, WEAZ/Philadelphia; Gil
Boucher, KCTC/Sacramento; and consultant Phil Stout.

ing trends and an were among the topics discussed by

i'
!
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Radio ’'86: Blockbuster Or Lackluster ?

Contirtued from Page 13

casting’s Marty Greenberg
moderated the lively, entertain-
ing, and informative panel,
which included Edens Broad-
casting’s Gary Edens, Emmis’s
Jeff Smulyan, WBMW/Wash-
ington’s Peter Ferrara, and
WGN/Chicago’s Wayne
Vreesman. Characteristics of
quality GMs included integrity,
unselfishness, good communi-
cation, creativity, pragmatism,
passion for the job, compas-
sionate attitude, commitment,
collaboration with the staff. and
having clear-cut goals.

*In a session on “Creative
Advertising & Marketing,” pan-
elists discussed ways to find the
one concept that best markets a
station and how to adapt that
concept in advertising. Spot-
wise’s Larry Crowley cited TV
as “the best advertising medi-
um.” saying “TV not only tells
what you are but also explains
why you're different. It makes
the listener ask what makes
you, as a station, unique.”

From a marketing perspec-
tive the convention suffered
from a lack of definition. In one
session on “Strategic Market-
ing,” marketing was categori-
zed as sales. In yet another, on
“Marketing Case Studies,” the
panel was comprised of six re-
search people who not only did
not address their assigned panel
titie, but when asked “why there
were no marketing people on
the panel” had no answers.

Also notable was an absence
of marketers from outside the
narrow confines of our industry.
One of the highlights of Radio
’85 in Dallas was the participa-
tion of Richard Marcus of
Neiman Marcus fame.

AM Reborn?

Several convention sessions
emphasized the revival of AM
radio — and oftered some op-
timistic news for AM operators.
The National Radio Systems
Committee, composed of broad-
casters and receiver manufac-
turers, announced its agree-
ment on a draft standard on AM
preemphasis and deemphasis.
“Overall, the sound quality of
AM radio is going to improve
substantially when we get this
standard into place,” said Delco
Electronics’s Bill Gilbert.

By limiting preemphasis,
which causes severe interfer-
ence to AMs on adjacent chan-
nels, the standard will let set
makers produce receivers with
wider bandwidth than those
currently on the market.

In other AM developments,
FCC Mass Media Bureau Chief
Jim McKinney strongly hinted
that the Commission will soon
ease its duopoly rule to let
broadcasters own two AMs in
the same market. The rule re-
quiring a main studio in the
community of license is also set
for review, and synchronous
AM transmitters are already
under experimental authoriza-
tion,” he said.

Both McKinney and Assistant
Commerce Secretary Al Sykes,

PROGRAMMING FOR SOCIAL CHANGE — Programming for community
growth in light of today’s climate of deregulation and profit priorities was

analyzed by (I-r): Dwight Ellis, NAB; Frank Tavares, NPR; Marita Rivero,
WPFW/Washington, DC; and Ernesto Perez, WRFG/Atlanta.

PROGRAMMING CLINIC — Case studies and problem-solving techniques
were provided by (I-r): Alan Burns, Alan Burns & Associates; E. Alvin Davis,
E. Avin Davis & Associates; Dwight Douglas, Burkhart, Abrams, Douglas,
Elliot & Associates; and Stepheq Trivers, KalaMusic.

NEW STUDIO TECHNOLOGY — Taking a look at the latest technology
were (I-r): James Loupas, James Loupas Associates, Inc.; David Burns,

Allied Broadcast Equipment; and Ron Schiller, Ron Schiller Associates.

CRYSTAL BALL GAZING — NAB
Exscutive VP John Abel addressed
the topic of new technologies at the
Radio '86 opening session Thurs-
day.

THE YEAR IN SALES — RAB
President William Stakelin (pic-
tured), presented an analysis of this
challenging year, while RAB Sr.
VP/Research Robert Galen provid-
ed findings from the 1986 Bruskin
Study during the RAB Gengral Ses-
sion.

FM UPGRADESIFMX — A-progress report on FMX featured (i-r): Emil Torick, CBS Technology Ca(ztar; Robert du

John Allen, A

Treil, du Treil-Rackley Consulting Engineers; Joseph Costello, Guif South Br.
tant; and Richard Edwards, Guy Gannett Broadcasting.

Consul- +

a former Missouri radio broad-
caster, issued urgent appeals
for AM broadcasters to go to
stereo. Sykes announced that
his agency is undertaking a ma-
jor study of AM stereo this fall,
but stopped short of saying that
he would pressure the FCC to
set a standard to end the
Kahn/Motorola deadlock.

For further discussion about
AM, see Washington News (pg.
20).

A Definition Is Needed

Thematically, the convention
itself fell short from a program-
ming standpoint. No one par-
ticular subject was presented to
provide direction or overall
cohesiveness. Granted, the task

of coordinating a program such
as this is indeed a gargantuan
undertaking, but the lack of
direct radio involvement was
quite evident. One remedy for
this dearth of understanding
would be for the Radio '87 plan-
ning committee to at least con-
sult other organizations for
future input.

Also, unless latecomers
brought binoculars, those who
missed panel introductions
were left in the dark about who
was speaking. The company
that made the identifying signs
for the panelists used print so
small That names looked more
like dates on a dime.

Rick Dees pushed his Broad-
casters Against Drugs project

at the convention, telling a
press conference that dozens of
celebrities' are being asked to
cut ten and 20-second radio
PSAs for distribution to stations
around the first of the year. “If
we save even one kid's life, it
would really be worth it,” said
Dees. >

Local New Orleans reporters
at the press conference seemed
more interested in quéstioning
Dees about drug-related song
lyrics. The days of such lyrics
“are waning” Dees contended.
In response to one question,
Dees admitted he smoked mari-
juana when he was 18 years old.
“It really affected me,” he
recalled. “I just haven’t done
any drugs at all since then. I'm
one of the lucky people.”

NAB provided Thursday eve-
ning’s entertainment with com-
edy duo Stevens & Grdnic and
New Orleans clarinetist Pete
Fountain. Following these per-
formances the throngs of at-
tendees descended on the hospi-
tality suites, primarily located
in the Mariott. Thousands of
these thrill-seekers overtaxed
the hotel’s elevator system,
which soon became hopelessly
jammed. Hundreds found it
faster to walk down the 41
flights of stairs than to wait for
a stray elevator to arrive with
enough room left for one more
person. One elevator car (with
anywhere from 1825 people,
depending on the source) be-
came wedged in the shaft, re-
fused to climb, then slowly sank
toward the basement. Hotel
staffers could only pry the doors
open wide enough to inquire to
the anxious guests, ‘““Anybody
want a Coke?” Only after
dispatching the fire department
were the “hostages” released.

Turn-Down Day

Friday's events were high-
lighted by the oversold 1986 Ra-
dio Awards luncheon. Approxi-
mately 100 people were turned
away and dined elsewhere in
the Convention Center. Follow-
ing a few opening remarks
from several NAB officials,
Radio '86 co-chairmen Joe
Dorton and John Dille were
presented service awards and
Gary Owens accepted the covet-
ed Radio. Award. This cere-
mony was followed by a pre-
sentation from keynote speak-
er (and “Megatrends" author)
John Naisbitt, who delivered
an interesting, if rubber-stamp-
ed. speech on “Guidelines For
The Rest Of The Century” (see
separate article).

Saturday’s closing extrava-
ganza, sponsored by Westwood
One/Mutual, featured New Or-
leans culinary fare and a well-
attended performance by Joe
Cocker. Emcee of the affair was
Mutual talk show host Larry
King, and — again in NAB'’s
contest-minded style — two
‘“‘dream vacations'’ were given
away. Cocker played to an en-
thusiastic audience, but several
concertgoers claimed that the—
demographics were leaning
“more toward Barbara Man-
drell.”

Despite the closing session’s
attendance, many convention-
eers either stole away for one
last night on Bourbon Street or
skipped town completely. NAB
has long been piagued by the
problem of disappearing at-
tendees, and the challenge is on-
going. Perhaps they should
learn from a paraphrase of an
old adage “You can't please all
of the people all of the time.”

Still, despite logistical prob-
lems and aforementioned plan-
ning shortcomings, Radio '86
proved to be satisfactory and
successful. It may even be
“Mickey Mouse” compared to
next year’s Radio '87 — sched-
uled for Anaheim, CA.

See you there!
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TRANSACTIONS

Miami, Toledo Combos
Fetch $15 Million Each

WCMQ-AM & FM/MIAMI
(MIAMI SPRINGS; HIALEAH)
PRICE: $15 million

BUYER: Spanish Broadcasting Sys-
tem, Inc., Raul Alarcon Jr., President.
SELLER: Herbert Dolgoft

DIAL POSITION: 1210 kHz; 92.1
MHz

POWER: 25 kw days/2.5 kw nights; 3
kw at 280 feet

FORMAT: Spanish

WSPD & WLQR/ITOLEDO
PRICE: $15 million

BUYER: Commonweaith Communica-
tions Services, Inc., John R. Eby, Ex-
ecutive VP, It also owns WHP-AM &
FM/Harrisburg, PA.

SELLER: WSPD, Inc., Willard Schroe-
der, Catherine Christlansen, and
Tom Girocco, principals.

DIAL POSITION: 1370 kHz: 101.5
MHz

POWER: 5 kw; 15 kw at 840 feet
FORMAT: AC; Easy Listening
BROKER: Sandler Capital Manage-
ment

WOJO/CHICAGO

PRICE: $14 million

BUYER: Tichenor Media System, Inc.,
McHenry Tichenor Jr., President. It
also owns WIND/Chicago; KUNO/Cor-
pus Christi, TX; KDXX & KBNAJ/E!
Paso; KGBT & KELT/Harlingen, TX;
and KCOR/San Antonlo. It has agreed
to purchase WADO/New York.
SELLER: Jim Hall and his wite Jane.
DIAL POSITION: 105.1 MHz
POWER: 6 kw at 1170 feet
FORMAT: Spanish

BROKER: Americom

WBMW/WASHINGTON
(MANASSAS, VA)

PRICE: $13 million

BUYER: Infinity Broadcasting Corp,
Mel Karmazin, President. It also owns
WJIT & WXRK/New York; WJID &
WJMK/Chicago; WYSP/Philadelphia;
WBCN/Boston; KXYZ/Houston;
KCBQ-AM & FM/San Diego; _and
KOME/San Jose. It has contracted fo
purchase KROQjLos Angeles and
WQYK/Tampa.

SELLER: EZ Communications, Arthur
Kellar, Chairman. It also owns WHQT/
Miami; WBZZ/Pittsburgh; KYKY/St.
Louis; WEZB/New Orleans; WEZC/
Charlotte; and WEZS/Richmond.
DIAL POSITION: 106.7 MHz
POWER: 36.5 kw at 590 feet
FORMAT: CHR

BROKER: Blackburn & Co., Inc.

WSKS/CINCINNATI

PRICE: $4.5 million

BUYER: Reams Broadcasting,
Frazier Reams Jr., President/CEO;
Pete Cavanaugh, Executive VP/COO.
It also owns WCWA & WIOT/Toledo;
WWCK-AM & FM/Flint, MI; and WKBZ
& WRNF/Muskegon, M.

SELLER: Republic Broadcasting, J.
David Martin, President. It also owns
WLW/Clncinnati; WYHY/Nashville;
and WSEV & WMYU/Knoxville. The
station is being sold as a resuit of
Jacor's purchase of the Republic sta-
tion. Jacor owns WGST & WPCH/At-
lanta; WBBG & WMJl/Cleveland;
WQIK-AM & FM/Jacksonvillle; and

“CEAS market approach
actually enhances the value
of properties for sellers.’

“Radio is the most management-intensive medium in the communications industry.
And there are more variables in a radio transaction than in any other kind of media investment.
Not getting enough information is the biggest mistake people make in radio station sales.
Especially in today’s volatile marketplace, where declining interest rates and deregulation have

GLENN M. SERAFIN
Director

Radio Broadcast
Services Division
Glenn Serafin began
His career i radio
in 1971, and has
worked in every
area. from program
ming to reporting
and sales He spent
10 years in manage-
ment positions with
Associated Press
before joning CEA.

level ever.

pushed trading activity to its most competitive

It no longer enough to simply
review a property’s financial statement. The
success of a transaction depends on complete
information. About the station. The competi-
tion. And the market.

That’s CEAs forte.

We go the extra mile for you by visit-
ing each station, analyzing its operation, and
thoroughly researching the market. All to show
the station in the best possible light. Our
enormous bank of research information and
knowledge of the marketplace gives CEA
clients a very real competitive edge.

We have developed a reputation

for our professionally-researched, effective broker presentations for clients. Presentations that
actually enhance the value of their properties. Presentations a buyer can take right to the bank.

In addition, our brokers have the experience and the contacts to identify a small,
qualified pool of potential investors for every transaction. Quickly and discreetly.

And the CEA team is strengthened by our financial experts. We can handle every aspect
of a transaction for our clients’ best interest, including the financing when necessary.

Experience. Professionalism. Information. It's a combination that keeps us at the leading
edge in the industry. CEAS emphasis on quality and best effort makes things happen for our
clients quickly. With CEA working for you, you'll always know you haven't missed out on the action.”

1133 20th St., N.W,, Suite 260

Washington, DC 20036  202/778-1400

Diane Healey Linen, Sr. Vice President — Broadcast Services

. Kent M. Phillps, St Vice President & Managing Director
Deanis K. Eckhout, Senior Broadcast Analyst

CEA is a member of the National Association of

Securities Dealers, Inc. and all its professional

associates are licensed by the NASD.

@

COMMUNICATIONS
—__EQUITY

Investment Banking, Financial and Brokerage Services
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" RADIO BUSINESS

TRANSACTIONS AT A GLANCE

* WOJOIChicago $14 million
* WSKSICincinnati $4.5 milion

* KSKY/Dallas $3.4 million

Transactions So Far In 1986: $1,833,462,000
| This Week’s Transactions: $78,365,000

* WCMG-AM & FM/Miami $15 million
* WSPD & WLQR/Toledo $15 million

* WBMW/Washington $13 million
* WNYR & WEZO/Rochester $9 million ‘
* KID-AM & FMildaho Falls $1.8 million

* KBMC/Eugene, OR $950,000
+ WBDN/Escanaba, MI $215,000

WKYG & WXKX/Parkersburg, WV.
DIAL POSITION: 96.5 MHz
POWER: 9 kw at 810 feet
FORMAT: ACR

BROKER: R.C. Crister & Co.

KID-AM & FM/IDAHO FALLS
PRICE: $1.8 million, plus assumption
of liabilities

BUYER: Simmons Family Inc. (SFI),
Roy Simmons, President. It also owns
KSFI & KDYL/Salt Lake City.
SELLER: First Security Bank.

DIAL POSITION: 530 kHz; 96.1 MHz
POWER: 5 kw days/1 kw nights; 100
kw at 1500 feet

FORMAT: AC; Easy Listening
BROKER: Greg Merrilt of Chapman
Associates

WAZZINEW BERN, NC

PRICE: $1.5 million

BUYER: David Waeil, a Goldsboro, NC
businessman.

TERMS UNDISCLOSED

SELLER: Brent Hill

DIAL POSITION: 101.9 MHz
POWER: 100 kw at 580 feet
FORMAT: Country

BROKER: Chapman & Associates.

KBMC/EUGENE, OR

PRICE: $950,000

BUYER: McKenzie Rivers Broadcast-
ing Co., John Tilson and his wife,
Renate, and Robert Oxarar, princi-
pais. It also owns KKCW/Portland and
KKNU/Fresno.

SELLER: Inspirational Broadcasting,
John Davis ll, owner. It formerly owned
KPDQ-AM & FM/Portland.

DIAL POSITION: 94.5 MHz -
POWER: 100 kw at 813 feet
FORMAT: Religious

BROKER: Chapman & Associates

Group W Deals

MUZAK To

Seeking to concentrate on commer-
cial broadcasting and' programming,
Westinghouse Electric Corp. has an-
nounced the sale of MUZAK to The
Field Corp. for an undisclosed price.
Westinghouse acquired MUZAK and
made it a division of Group W Radio
when it acquired Teleprompter, Inc. in
1981.

Through 200 franchised affiliates,
MUZAK supplies background music to
135,000 subscribers. In addition to its

Field Corp.

well known “environmental” music ser-
vice, MUZAK also offers Foreground
Music One, a satellite-delivered CHR
service.

MUZAK operates offices in New
York, Los Angeles, San Francisco, Chi-
cago, Boston, Columbus, Sacramento,
New Haven-Miford, Cincinnati, and
Duluth

Completion of the sale to Field is ex-
pected to take "about six weeks.

UND EFFECTS
LIBRARY

3000 STEREO SOUND EFFECTS -
ON28CD’s

CALL (416) 977-0512

86 McGill Street, Toronto, Ontario
Canada MSB 1H2

We're #1 on @B%@ .

DIGITAL AUDIO
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UNITED

STATIONS

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 CITY 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

On

its
Ears

the tunes the artists will tell their stories in brief
capsule form. Each show will also highlight
ayear inthe history of the Motor City'smusic.

Wwe'll play every one of your favorites: Diana
Ross, Wilson Pickeft, 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 available on a swap/exchange basis to stations in the top 170

PROGRAMMING NETWORK

New York Washington, D.C.

Arbitron-rated metro markets.

For station clearance information call United Stations Programming Network: Affiliate
Relations in Washington D.C. at (703) 276-2900. 5

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

at (212) 575-6100.

~Chicago

Detroit Dallas

Los Angeles London




NAB ACQUISITION PANEL

Investment Dollars Flowing Into Radio

Buyers of radio stations have more
financing options available than ever,
according to brokers and bankers on
an acquisition panel at Radio '86 last
week in New Orleans.

“There's a supermarket of opportuni-
ty available,” said financial analyst
Bishop Cheen of Paul Kagan &
Associates. “This is a big, legitimate
business.”

Broker Ted Hepburn said banks are
much more comfortable with the broad-
cast business than they were four or
five years ago, seeing “great stability”
where they used to fear stations could
easily lose their licenses. Low interest
rates also free up more money, he add-
ed.

Junk Bonds More Popular

Kidder Peabody VP Gary Blemaster
spoke of “'substantial new sources of
financing available to radic broad-
casters.” The most dramatic growth,
he said, has been in high yield junk
bonds

Emmis, Metropolitan, and Price
have all used junk bond financing this
year, and Blemaster predicted five or
six additional deals in 1986. However,
he said Wall Street generally wants to
finance only deals of $30 million and
above

Much of the session centered on ad-
vice for first-time radio station buyers
“We're probably not the best place to
start,” said Blemaster. Moderator
Norm Wain of Metroplex urged
newcomers to first identity the right
market and station, but to simultan-
eously begin developing a relationship
with a senior lender.

Line Up Financing First

Hepburn echoed the need to line up
financing in advance, saying it's nearly
impossible to “keep a property on ice
for a while it you don't have the
resources” to make an immediate pur-
chase. “It really is more important to
line up your financing,” he said. "lt's
good to know a broker, but it's better to
know where the equity is coming from.
If you don't get financing, you blow the
deal.”

Blemaster said venture capital is the
most expensive money available, but
newcomers will often benefit from the
financial guidance a venture capital
partner will offer. Cheen:noted that on-
ly two percent of venture capital pro-
posais get accepted. “Most don't even
get past the receptionist,” he explain-
ed.

Chesley Maddox of AmeriTrust in
Cleveland advised potential buyers to

" RADIO BUSINESS

work through experienced financial
brokers who can put together deals in
the formats banks understand.
Economic Jitters
Asked abouf'the slowing economy's
impact on radio transactions, most
panelists predicted at least some
degree of trouble ahead. Many of the
big deals will “go bust” if the economy

Cheen warned. Com-

Equity A § Sr
VP Kent Phillips said he foresees
‘some problems in the next year.

collapses,

Maddox said television deals usually
suffer more than radio purchases dur-
ing recessions. Blemaster said most of
the major deals are “carefully struc-
tured” to withstand recession.

MORE NON-COMPETE CLAUSES

Tax Bill’s Radio
Impact Outlined

Tax experts at last week’s NAB Con-
vention in New Orleans told broad-
casters that tiie pending US tax over-
haul will generally hurt station sellers,
but will have a less clear-cut impact on
buyers. The major culprit will be the
much-discussed increase of the 20%
capital gains tax to either 28% or 33%
depending on the final decision of Con-
gress.

Another effect will be an increase in

‘ = e

f James D. Ireland, III & Ivan E. Braiker

acting on behalf of the subsidiaries of

OLYMPIC BROADCASTING CORP.

have acquired radio stations

KYAK/KGOT-FM, Anchorage, AK
KIAK/KQRZ-FM, Fairbanks, AK

from

BINGHAM BROADCASTING, INC.
Robert R. Bingham, President

for in excess of

$11,000,000

including certain deferred contingent payments.

Our Associate Elliot B. Evers initiated the
transaction and assisted in the negotiations.

CHAPMAN ASSOCIATES
| nationwide media brokers |

Elliot B. Evers
568 Howard Street, 4th Floor, San Francisco, CA 94105

(415) 495-3516
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non-compete clauses, which Tom
Buono of Broadcast Investment Ana-
lysts predicted will become “much
more prevalent.”

Depreciating Non-Compete
Payments

Tax attorney Jana DeSirgh of the
Washington law firm Baker & Hostetler
explained that current law treats non-
compete money as non-depreciable
“ordinary income,” as opposed to de-
preciable items such as equipment or
“good will.”

The new law abolishes the distinc-
tion. For the first time, buyers will be
able to depreciate or write off the
money they pald to sellers for non-
compete clauses.

However, panelists wamed that as-
signing ridiculously high percentages
of station prices to non-compete could
spur an IRS crackdown. “They really
don't care until everybody gets abu-
sive,” cautioned Rick Ziteiman of the
Ziteiman Group.

Other predictions from the tax ex-
perts:
 Allowing buyers to depreciate non-
compete payments could raise selling
prices slightly by increasing operating
cash flows.

* More stations will be purchased
through limited partnerships and Sub-
chapter S corporations, which pass on
tax losses to investors.

* The new bil will discourage
trading in stations as “commodities”
and encourage more “longterm broad-
casting,” according to Buono.

* Broadcasting will continue to at-
tract outside investor dollars because
the industry offers higher returns,
especially when compared to capital in-
tensive industries that will suffer most
under the new tax bill.

Israel Pays
$12.4 Million
For KSKY,
WNYR & WEZO

Dennis Israel, former President of
Sky Corp., has bought KSKY/Dallas
from his old employers for $3.4 million
In a separate transaction, he purchas-
ed WNYR & WEZO/Rochester from
Grace Broadcasting Tor $9 million.

Israel formerly ran Sky Corp., a
broadcast firm owned by venture
capital company Foster Management,
which also owns WSIX-AM & FM/-
Nashville and WRIV/Riverside, NY.
The two purchases mark the first sta-
tions for Israel's new group, dubbed —
and it gets confusing — Sky Statlons
Jne.

Israel also owns WGY & WGFM/
Schenectady, NY through a separate
partnership. According to Israel, since
he is the majority owner, those statioris
will be run by Sky Stations.

KSKY operates on 660 kHz with 10
kw. A daytimer that wil switch to
fultime operation at the end of the
month, the station airs a Religious for-
mat.

WNYR:operates on 990 kHz, with 1
kw days and 250 watts nights and a
Cotintry format. WEZO operates .on
101.3 MHz, with 27 kw at 640 feet
and an AC format.

Mahiman Co. represented the seller
in the Rochester transaction.

CALL SIGN CHANGES

Aberdeen, MS WMPA to WWZQ (ef-
fective 10/1)

Aberdeen, MS WHAY to WWZQ-FM
(10/1)

Alton, IL WZEN to KATZ-FM (re-
quested)

Aptos-Capitola, CA KMFO to KNZS
(10/15)

Bakersfield, CA KUNN to KLYD (9/10)

Bangor, ME WBGW to WYOU-FM
{10/1)

Bowling Green, KY WLBJ-FM to
WCBZ {10/13)

Bastrop, TX KLIO-FM to KSSR (9/9)

Buford, GA WDYX to WJYA (10/6)

Clinton, TN WNKX to WTNZ {9/7)

Clinton, 1A KSAY to KLIO (requested)

Cleveland, OH WRQC to WTGR
(10/19)

Columbia, SC WIS to WVOC (re-
quested)

Dunedin, FL WAMA to WGUL (8/29)

Gaithersburg, MD WMTG to WMET
({requested)

Gorham, ME WASY to WJBQ (9/3)

Hardin, MT KYTY to KBSR (9/10)

Hardin, MT KATM to KBSR-FM (9/10)

Luling, TX KCWR (new)

Madison, TN WLRQ to WNKZ (9/7)

EAST
500 East 77th Street

212) 2880737

WEST

9701 Wilshire Boulevard
Surte 700

Beverly Hills CA 90212
213) 2759200

SOUTH

11285 Elkins Road
Suite |8

Roswell GA 30076
(404} 442-571
HALGORE. Vice-pres.

“25 YEARS EXPERIENCE GOES INTO EVERY SALE”

A B LR,
Modk s Brokors

RADIO « TV « CABLE - APPRAISALS
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1986 A Westinghouse Broadcasting Company

pr the; first name
in radio became
the last word in

We began with some
basic beliefs.

Not rules carved in
stone. But a few com-
mitments held dear.
Like the obligation to

Over the years, we've brought out
the real beauty in radio.

serve someone’s needs.

To strive for the absolute best. And never rest
content.

As the originators of radio broadcasting in
America, what we believe today is pretty much
what we believed in 66 years ago.

Proceed humbly.

It’s the public that owns the air-
waves, not us. So we put profits
and self-interest in their place—
right behind the public interest.
Which is why, for instance, we
stapped broadcasting cigarette ad-
vertising before the law required it.

Act passionately.
We've always seen a rich and never-ending spec-
trum of possibilities for radio. Like being first
to carry NFL Football exclusively in FM
stereo. Or teach-
ing young radio
journalists for
free.

From all-news to
sports. .. and relaxing
music (o full-service in-
formation formats, the
Group W Radio Stations
always stand out from
the crowd.

o~

‘Today we own 13 major market radio stations whose
continuing success one trade publication called,
“probably unprecedented in broadcasting history. ..”

excellence.

Fail liberally.
We've taken
some pretty bold
risks. And we've
stuck with those
ideas we've really
believed in. Like
all-news radio.
We kept it alive
even though it failed to show a profit for ten con-
secutive years. Because we understand that

WINS Anchorwoman Eileen Douglas personifies
the informed, contemporary sound of radio today.

willingness to persevere is often the greatest

contribution to success.

Serve relentlessly.

We always give some-
thing back to our listen-
ers. Not just information
or entertainment. But a
helping hand where
needed. And sometimes a
crusading veice. Like our
Call for Action programs
or Regional Affairs Councils, both of which help
and enrich our listeners'’ lives.

Since getting radio started in 1920, we've
built the strongest radio group in the nation.
Top-rated, top-billing major
market stations.

When you think radio GROUP
broadcasting, think Group W, _
We were the first name in
radio. And today our station RADIO

group is second to none.

WESTINGHOUSE BROADCASTING




NAB WRAP-UP

WASHINGTON REPORT

New Orleans Holds Good News For AM Radio

AM broadcasters depressed over the sagging fortunes
of their band had good reason to cheer at last week’s NAB-
Radio ’86 Convention in New Orleans. AM’s revival was a
major focus of the conference, and there was abundant
evidence that progress is being made on many fronts to

bring the band back to life.

Perhaps most encouraging was
word that broadcasters and re-
ceiver manufacturers have come
up with uniform standards for
preemphasis and deemphasis.

“Overall, the sound of AM radio
is going to improve substantially
when we get this standard into
place,” said Bill Gilbert of Delco
Electronics.

Hyped Processing
Targeted

Many AM broadcasters current-
ly boost high audio frequencies on
the transmission end. The result is
widespread interference to AM sta-
tions on adjacent channels, and tin-
ny reception on wideband radios.
To reduce that interference, set
makers build radios with extreme-
Iy narrow bandwidths that screen
out the extraneous noise, but leave
AM radio sounding inferior to FM.

The standard negotiated by the
National Radio Systems Commit-
tee sets a uniform goal for preem-
phasis by broadcasters and deem-
phasis in receivers.

“It will take six months to get the
receivers into place,” said Gilbert.
He praised the setting of a stan-
dard, saying, ‘“The receiver man-
facturers now have a target to
shoot at.”

Charles Morgan of Susquehanna
Broadcasting said, “Ten years ago
if anyone mentioned AM improve-
ment, people would have thought
they were talking about a new mor-
ning show.” He added, “I really
believe in the very, very near
future we are going to have good
quality AM.”

Broadcaster Cooperation

Critical

Morgan stressed that the new

standard will fail if all AM stations

don’t go along. ““If the broadeasters
aren’t receptive, we're going to
have a problem with wideband re-
ceivers,” he predicted.

He said the makers of audio pro-
cessers are committed to build to
the new standard and offer retrofit-
ting of existing processers. NAB
staff engineer Michael Rau said
conversion kits, perhaps selling in
the $100 range, will be available for
smaller stations.

henefits of “clean signals” for both
broadcasters and set makers.
AM Stereo Pushed

AM broadcasters in New Orleans
also heard tough words from two
federal agencies contending that
they must convert to AM stereo.
“You must stop observing the ping-
pong game called AM stereo and
install it,” FCC Mass Media
Bureau Chief Jim McKinney said
at one panel.

President Reagan’s chief com-
munications advisor called AM
stereo conversion ‘“‘step number
one.” National Telecommunica-
tions & Information Administra-
tion chief Al Sikes, a former
Missouri radio broadcaster, added,

fall to determine, among other
things, whether a de facto standard
has evolved through the prolifera-
tion of Motorela C-QUAM-only
radios.

“More than anything, we've got
to signal the radio entrepreneurs
and the capital markets that AM is
going to be revitalized,” Sikes told
an AM improvement panel.

One broadcaster in the audience
complained about AM stereo sta-
tions that fail to promote their
status. “If you’re going stereo,” he
urged, “you might as well pat
yourself on the back for taking the
step.” The audience applauded
separate suggestions that broad-
casters vote on an AM stereo

® Historic radio/set maker quality
accord

* Overmodulation study

* NTIA AM stereo study

* NAB tests alternative antenna

designs

AM Improvement At A Glance

* Synchronous fransmitters
coming

® Two-per-market AM ownership
likely

® Main studio rule on way out

* Action offsetting extended
Daylight Saving Time

® No further clear channe!
breakdown

® Class it power hlkes

In other technical action, NAB
released a study by consultant
Harrison Klein on the related
issues of AM overmodulation,
“splatter” interference, ‘and oc-
cupied bandwidth for AM stations.

Overmodulation Problem

Addressed

Klein concluded, ‘“‘Receiver
manufacturers consider overmodu-
lation to be a significant AM prob-
lem. In numerous industry meet-
ings, they have indicated their be-
liet that splatter caused by over-
modulation is a major factor in
preventing the manufacture of im-
proved, high-fidelity AM radios.”

Klein's report suggests solutions
to excessive occupied bandwidth
and splatter, provides guideli
for monitoring, and outlines the

“That’s the only way we’re going to
get AM hitech radios to the
market . . . I believe it's going to
take a strong and dramatic move.
The glacial movement isn’t going
to work.”

“The government cannot
save AM . . . The
industry must save

itself.”
—Jim McKinney, FCC

NTIA Plans
AM Stereo Study
Sikes announced that NTIA will
conduct a study of AM stereo this

standard, and that stereo should be
required in AM sets, just as federal
law requires UHF and VHF tuners
in TV sels.

NAB Antenna
Tests Progressing

Another promising development
for AM is the progress of NAB's
test of two new antenna designs.
Both are designed to direct energy
away from the interference-produ-
cing skywave and into the listena-
ble groundwave signal.

“Potentially; it's very historic,”
said NAB’s Rau. “I don’t know if
it’s going to work. It's never been
done before.” Antenna sites near
Washington have now been chosen,
and testing is expected to start next
summer.

McKinney also brought good
news with him to New Orleans. The
Mass Media Bureau Chief predict-
ed:

* Commission action on in-
terference protection ratios to im-
prove AM quality;

*a rulemaking this winter
authorizing synchronous AM

transmitters;

* “urgently required”’ action to
permit broadcasters to own two
AMs.in the same market;

* speedy review of the main
studio rule, which requires stations
to maintain main studios in their
communities of license;

* a hard look at the definition of
community of license;

¢ consideration of power in-
creases for Class Il stations and
all-night operation by 1800 remain-
ing daytimers; and

¢ action before next spring to
assure that AMs don’t lose morn-
ing drive broadcast time during the
three weeks Congress recently ad-
ded to Daylight Saving Time.

Clear Channel
Breakdown Unlikely

McKinney revealed that com-
ment on the Commission’s om-
nibus AM improvement report
showed little interest in a further
breakdown of the clear channels.
He predicted that for the moment
the Commission will leave the
clears alone and ““do first those
things which are most urgently re-
quired.”

McKinney concluded, “The gov-
ernment cannot save AM. Only you
— the managers, PDs, and engi-
neers — can do it. The industry
must save itself. The government
can clear away the boulders, but
that is about the extent of our abili-
ty to play in this game. You must
take the initiative.”

KEEP YOUR STATION FRESH FOR THE FALL SWEEP

Daily mapping of your morning show is one of 60
Shane Media Services recommendations.

A FREE Arbitron checklist

helps you focus on long

listening with targeted power
records, call letter

identification in your TV spots,
effective pre-selling of upcoming eve

SHANE MEDIA SERVICES

¥

nts.

There are 56 additional

If you didn't get your free Checklist
at RADIO 86, write to Shane Media
Services on your station letterhead today. -

checkpoints.

6405 RICHMOND AVE. SUITE 311

HOUSTON, TX 77057
7131952.9221
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LWHAT ‘S NEW

the device's effectiveness derives
from mathematical calculations it
performs. The theory is that by
placing a ball on the unit's battery- |
powered, three-volt, direct-drive ro-
tation plate and spinning it at the
rate of 10,000 rotations per min-
ute, it is possible to locate the best
place to hit a ball for both distance
and stopping without rolling. The
ball may then be posltioned to max-
imize trajectory and length of each
shot.

This is said to be the only device

currently on the market that locates
the optimal spin axis — also known
as the “sweet spot” — of any golf
ball, thus enabling golfers to reduce
slicing, improve control on longer
drives, and aid the ball's ability to
stop on greens

Weighing only 4.5 ounces, the
sweet spot finder is small enough to
be carried in a golf bag and allow
players to recheck their balls’ spin
axis after each stroke. Powered by
two AA batteries (included). Price:
$29.95. For further information

contact the company at (800)
543-3366

Available via the NYC-based
Hammacher Schlemmer catalog,

LAsMaa”

wreanio 93

u,w[@ won [t

Sn} Lonis, Mixsom

For the Best in a TRAVELING BILLBOARD® (Bumper Strip or
Window Label) call Byron Crecelius, person to person, COLLECT
314-423-4411

| Photophone

The "Luma® video telephone is
[ claimed to be the world's first af-
| fordable communications system
that transmits images over regular
J phone lines. All you have to do is
| plugin the power cord and a stand-
ard modular phone jack, and you're
| ready to send three-inch (diagonally
|  measured) black and white images.
The unit works via a patented "vid-
[ eo optimized modem” that con-
denses television signals to the nar-
‘ row bandwidth of regular phone
’ lines.
\

The Luma sports two screens.
The one on the right shows your
live image taken by the built-in vid-

f €0 camera, which can be tilted up

| and down for accurate framing and

| can send images in one of three

| sizes (1%,” 1%,” or 2%.”) Camera

| focusis set at two feet. The screen

) on the left displays freeze-frame
snapshots transmitted from your
terminal

| Simply press the “Send” key and
‘ the pictures are transmitted during
| brief conversational pauses of one
B three seconds. An optional ac-

cessory kit provides you with one
wide-angle and three close-up
lenses for transmitting images of
either large groups or small docu-
ments. Resolution of the video
snapshots ranges up to 96 x 96
pixels and up to 16 levels of grey
scale.

Printer Feature Optional

The Luma can aiso be used with
an optional video printer to make
permanent, same-size copies of
these phone images. This optional
video printer is priced at $995 and
comes with one roll of video paper
good for up to 180 coples. To
share these Luma images with a
group of people, the system can be
linked to any TV monitor via a stand-
ard RCA jack. (A five-line keystrip
and amphenol connector enable
you to adapt the Luma to business
phone systems.)

The Luma is also a top-of-the-line
business telephone system, featur-
ing a computerized phone directory
that holds up to 100 80-character
listings and dials any of 26 fre-

Edited by Don Waller

quently called numbers automatic-
ally. The tone/pulse switchable
phone also features last number
redial, a mute key, and a program-
mable pause for access to long
distance services. In addition, the
unit's speakerphone boasts 800
mw of peak power.

Priced at $1450, the Luma
comes with a one-year warranty.
(Note that a minimum of two units
are required for video function.)
The Luma, the accessory lens kits
($75), and extra thermal paper
($45 for four rolls), are available via
the San Francisco-based Sharper
Image catalog at (800) 344-4444

TOP 20

CONCERT PULSE

LW TW ARTIST

VAN HALEN

B. DYLAN & T. PETTY

2z TOP .

HUEY LEWIS & NEWS

STEVIE WONDER

BOB SEGER...

S. NICKS/P. FRAMPTON

DEPECHE MODE

02zY OSBOURNE

10 10 ACIDC

12 11 BEACH BOYS

13 12 JAMES TAYLOR

14 13 JIMMY BUFFETT

12 14 RUN D.M.C/WHODINI/
L.L. COOL J.

15 15 EDDIE MURPHY

16 16 MONKEES

17 17 JACKSON BROWNE

18 18 JUDAS PRIEST

19 19 MOODY BLUES

—20 LOVERBOY

PONOO | N =
©OND O DR -

Computerized report ranking each artist by
thewr average box office gross reported per
venue. Courtesy of POLLSTAR  a publication
of Promoters’ On-Line Listings. (800) 344
7383, or i Caifornia {209) 224-2631

century2]

4140 Beftwnd Purkmas, Dallas, TR 752049228
3141 9342121 o 1ot ree (900° 5272108

Century 21
“flip sides”
tune-out listeners.

CDs

GoldDiscs”  feature  Auto-
Segue? indexes that trigger
the next song for smooth,

hands-free music blends.

eliminate
and “fillers” that

details:
Iree or
collect.

At last...all your music can Be first in your market to
sound cleancr clearer and find out about GoldDiscs® for
punchier. your station. You can get

CHR, AC, oldies or MOR in
GoldDiscs® arc superior to 1986 and country _will be
ordmaly CDs Dbecause cvery available soon in *87. Call
song’s a research-proven hit.  Century 21 in  Dallas for

(800) 582-2100 toll-

(214)  934-2121

century 2]

4340 Beltwood Parkway, Dallas, TX 75244-3225

(214) 934-2121 or toll-free (800) 582-2100

The CONCERT PULSE is a weekly |

|




HOSTED BY BOB COBURN

Your Listeners Talk to the Stars

:30PM EST

GLOBAL SATELLITE NETWORK
DISTRIBUTED IN THE U.S. EXCLUSIVELY BY

FOR MORE INFORMATION: RACHEL PERKOFF (818) 906-1888




THE SOUND
‘OF BEAUTY
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With amy qrant

THE NEW SINGLE FROM
THE PETER CETERA ALBUM
SOLITUDE/SOLITAIRE

PRODUCED BY MICHAEL OMARTIAN

CHR NEW & ACTIVE |
3* MOST ADDED

123/62

A/C BREAKER €2

1985 WARNER BROS. RECORDS INC

“THE NEXT TIME | FALL"

Talking to the press earlier this week,
acting CBS CEO LAURENCE TISCH said that
pieces of the media giant will not be sold to
reduce its debt. Rumors still abound, however,
that CBS/RECORDS GROUP’s music
publishing unit, CBS SONGS, is on the block.
It owns/administers more than 60,000
copyrights, including MICHAEL JACKSON's
ATV MUSIC and songs by BILLY JOEL and
JULIO IGLESIAS. The operation is headed by
music publishing veteran MIKE STEWART,
who's said to be leading the buyout.

Also still in question is CBS's grandfather

‘ clause, which gives it permission to hold radio

and TV licenses in the same market unless
control is transferred. if the FCC determines
Tisch is in control, that clause may be
nullified . . .

Will the record industry launch its own
unified, anti-drug initiative in the future? We
hear that such an idea is definitely at the

discussion stage and could take one of several

different forms. You may recall that CBS
Records last month pledged $50,000 in seed
money to BILL GRAHAM's “Crack-Down”
campaign, if other labels would do likewise.

When BOB PITTMAN launches his MCA-
backed record label next year, will he sign an
exclusivity deal with MTV?

Tennis, anyone? The third annual Music
Industry Open to benefit the T.J. MARTELL
FOUNDATION for Leukemia & Cancer
Research has been set for Oct. 18 at the
National Tennis Center, Flushing Meadow, NY.
Former Davis Cup player GENE MAYER is the
event's honorary chairman, and PROJECT 3
RECORDS President HERB LINSKY is
committee chairman. You can reach Herb at
(212) 247-4422.

RCA/ARIOLA chief ELLIOT GOLDMAN is
the recipient of the AMC Cancer Research
Center’'s 1986 Humanitarian Award. The
fundraising effort was officially launched Sept.
11 with a NYC cocktail reception hosted by
CLIVE DAVIS. In his remarks, Goldman
thanked DISNEY’s MICHAEL EISNER, ciman
MARVIN DAVIS, and MCA's IRV AZOFF for
“allowing me to be here tonight.” The three
execs, of course, were among those reported
to have been interested in buying RCA/Ariola
from GE before BERTELSMANN picked up its
option.

Rumors are buzzing about senior
executive exits at POLYGRAM. One departure
which has already occurred is that of VP/Sales
SHELLY RUDIN.

HARVEY MILLER has resigned as OM at
KRLA/LOS ANGELES. KBZT OM MIKE
WAGNER will assume operations

| responsibilities at the AM as well as the FM,

while Humble Harv will continue to do his

weekend show, make guest appearances, and
work with production company RADIO ARTS.

Among those who helped WRKS-FM/NEW
YORK celebrate its fifth anniversary Monday
(9/15) were the JETS, GWEN GUTHRIE,
HOWARD HEWETT, FREDDIE JACKSON,
MELBA MOORE — and STEVIE WONDER,
who appropriately sang his *Happy Birthday'*
for the Palladium partygoers. Proceeds from
the event go toward the station’s anti-crack
campaign.

“Today” show weatherman WILLARD
SCOTT will be the host of NBC RADIO
NETWORK's “Constitution Minutes,” a
60-second daily news feature which premieres

Y/

Willard Scott

September 29. Scott, who dressed up as
Carmen Miranda for a “Today” stunt, thought
nothing of donning the garb of Ben Franklin.

Expatriate Yank DON ELLIS, who's
worked at MCA, RCA, and CBS, is helping
organize the 1987 British Record Industry
Awards. His role includes liaison with BBC-TV
and the show’s overseas distributor, TEN. The
event is scheduled to take place Feb. 9 in
London.

FCC employees were undergoing tests for
tuberculosis this week after one of their
colleagues was diagnosed with the contagious
disease and hospitalized. The tests were
voluntary. Although there may be no
connection, the case coincides with an
outbreak of TB at a local high schoot.

ATLANTIC's VP/Promotion SAM KAISER
has resigned after nearly ten years with the
company to join MTV as VP/Programming,
reporting to Sr. VP/Programming LES
GARLAND and Sr. VP/GM TOM FRESTON.
No replacement named as yet.

Continued on Page 26

Great talent’s hard to find!

... But it doesn'’t have to be.

TALENTMASTERS

1554 Pinecreek Way ¢ Woodstock, GA 30188 ¢ (404) 926-7573
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ONLY THIS BAND
COULD TAKE ONE OF THE
BEST SONGS OF ITS CAREER
AND MAKE IT GREATER.

CHICAGO

THE NEW SINGLE

CHICAGO 18

| CHRNEW&ACTIVE |

OneOf The “Most Active”
WKSE 31-25 WRCK 39-32 KLUC 23-19
WPHD d-34 WKRZ d-36 KDON d-35
WCAU 40-36 WBBQ d-40 KCPX d-38
B94 25-19 WBCY add WGUY add
PRO-FM d-33 WABB 29-24 WIGY 34-29
95INZ 23-19 KX104 18-13 95XIL add
WRNO d-40 WXLK 33-23 WQID add
WHYT 35-29 WGCL add WYKS 30-23
WKTI 21-17 KZIO 30-26 WBNG 28-23
KDWB 35-30 WIXX 35-29 99KG 26-22
KKRZ d-39 WRQN d-35 KWTO d-27
Q100 40-33 KAY107 d-38 WDBR d-33
WERZ 32-27 KIKX add-34 KHTZ d-27
RI-104 37-30 KWNZ 30-27
93Q d-40 OK95 27-19

o
W ©1986 WARNER BROS RECORDS INC @
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STREET TALK

-

Continued from Page 24

What's KIISIL.A. morning star RICK DEES
up to now? Well, during the NAB/NRBA “Show
Prep” panel it was announced he was working
on an opcoming comedy special “The Mystery
Of Rock & Roll” for HBO/CINEMAX. And he'll
play the role of air personality TED QUILAN in
TAYLOR HACKFORD's movie production of
“La Bamba: The Richie Valens Story."”

Look for USA Today to climb on the jazz
bandwagon. Seems there are plans to start a
new jazz section, with WGBH/BOSTON’s ERIC
JACKSON reviewing the latest jazz releases.

Attention, Hollywood Wives: the record
industry’s answer to JACKIE COLLINS may be
FREDDIE GERSHON, whose new novel
“Sweetie, Baby, Cookie, Honey' takes an
insider’s look at the biz. Disappearing quickly

| at a book store near you.

When's the last time you heard of a
Nostalgia and AOR combo doing a simulcast?
WNEW-AM & FM/NEW YORK did the first
dual broadcast in their history, airing a three-
hour special called “An American Storm: The
Cocaine Crisis.” The show spotlighted ways in
which families can cope with the drug
problem.

Stay tuned next week for news of a major
restructuring of JHAN HIBER'’s consulting
effort. Word has it JH is working on a new
deal with one of his clients.

Columbus Country leader WRMZ is
reportedly set to switch to soft AOR with new

| call letters and JEFF POLLACK consulting. It's

said to have hired STEVE EDWARDS from
crosstown AC WSNY for afternoons and
possibly as PD, with MARK DANIELS coming
aboard for mornings.

Other format changes in the offing:
WKIX/RALEIGH is set to switch from Country
to Oldies. OM MIKE FENLEY will remain at the
station, and, says 'KIX, “the station that taught
you to rock, rolls again!”

Meanwhile, word has it that Louisville will
be down one Country station by the end of
the month, while baby-boomer Gold
WIRE/INDIANAPOLIS is rumored to be
venturing into satellite-delivered Country.

Correction: That's ABC's "Heart Of The
City” that recording artist LANE BRODY will
be appearing in next month.

After 15 years, CHUM(AM)ITORONTO
personality TERRY STEELE and the station
have parted company on amiable terms. Look
for Terry, who does the lion’s share of
voiceover work in Toronto, to surface again
real soon on either side of the border as he's
always maintained his US citizenship.

Also on the move is Z93/ATLANTA
MD/afternoon personality CHRIS THOMAS,

| who's resigning after five years. He cites a

difference in philosophy with new programmer
BOB CASE. “| wish everyone at 293 the best,
but for me | must move on,” said Thomas.

Jock jumps: KSRR/HOUSTON has chosen
BOBBY MITCHELL from WHYT/DETROIT to
fill the shoes of MOBY (now on KEGL/
DALLAS afternoons) in mornings . . . Ex-KMET/
LOS ANGELES morning man JEFF GONZER
is moving to Miami for afternoons at WINZ-FM.

If you've heard rumblings about something
wonderful about to happen to KBEQ/KANSAS
CITY PD STEVE PERUN — you may be right!

DRAKE HALL has resigned as Corporate
PD of DEVINE COMMUNICATIONS and
Station Manager of KBER/SALT LAKE CITY.
Also stepping down: WNOR/NORFOLK OM
BOB BEDI.

Though REAMS, the new owners of
WSKS/CINCINNATI, won't take over until early
'87, the station will be switching from AOR to
Country in early October. RANDY MICHAELS,
VP/Operations for current 'SKS owner JACOR,
will be overseeing the change (Michaels put
Country giant WDAF/KANSAS CITY on the air
in the late '70s). The call letters will be
changed, and current 'SKS PD MARTY
BENDER is expected to remain with JACOR in
another capacity.

When INFINITY takes over its new
Washington CHR property WBMW, will it
simuicast morning man HOWARD STERN, now
heard on the company’s WXRK/INEW YORK
and WYSP/PHILADELPHIA? Stern, of course,
was once a morning kingpin on DC101. Infinity
President ME. KARMAZIN says there are no
plans afoot to either change format or
simulcast Stern in DC.

Suite Talk From Radio '86:

. WFYRICHICAGO personalities JEFF
ELLIOTT and JERRY ST. JAMES on New
Orleans: “Our GM was mugged on Bourbon
Street of $200 in cash and $500 in trade.”

Freeway traffic was slowed up during
opening-day afternoon rush hour not by cars,
but by an overturned truckioad of porcelain
toilets.

Some registrants unable to locate the
opening cocktail party on the 3rd fioor of the
Marriott found themselves instead in the
middle of a boisterous convention of life
insurance salesmen, who didn't seem to mind
the extra company. v

NAB Sr. VP/Public Affairs WALT WURFEL
was unfortunately stranded in the newsroom
by a broken foot incurred last weekend when
he fell off a stepladder at home.

Nominee for most prevalent rumor at the
convention: WMAL & WRQX/WASHINGTON
being sold for $76 million. Runner-up:
WESTWOOD ONE buying the NBC Radio
Networks.

1cff Pollack Communications, Inc.

Los Angeles
213.450.8556

e
THE PRIDE OF ST. LOUIS
On Auother Great Sweep

JPC r1ur: iwwovarons

de®® |

New York
212-315-5889
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After hearing an advance copy of Alice Cooper's new album CONSTRICTOR, WBCN's
Operations Manager Tony Berardini (i ft) and KFHI's PD Barry Wayne (center) tried to con-

vince MCAs Bob Osbarn to give them copies of Constrictor early.

MCAs Bobby Shaw (left) and WPLJ MD Lisa Tonacci
mask their excitement over the new Alice Cooper
release, Constrictor.

KHFI's MD Selby Edwards (far right) figured the subtle approach with MCA's Bubba Wayne

MecManners might work better.

J\»» ’ ] V'
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MCA's Sharon White (left) and KIMN's Asst. PD/MD Randy Jay are on the
lookout for Alice’s new album CONSTRICTOR.
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MCAs Sharon White (center) got all choked up tatking about the new
Alice Cooper album CONSTRICTORto KBPI's MD Lynn Wells (ieft) and
KBPI's PD Tom Hunter.

HE'S
BACK!

.MCA RECORDS

K22ZP's PD Guy Zapoleon and MD Bruce Kelly want to make sure Alice
knows his new aibum CONSTRICTOR wiil be a sure shot at their station.
MCAs Billy Brill (far right) wonders if the gun is loaded.

[N
MCAs Kevin Carroll (center) tries to hide his excitement over the new
Alice Cooper album CONSTRICTOR from Z95's PD Jan Jeffries (left) and
MD Brian Kelly (right).

LICE
bFER

L

WMMR's MD Erin Riley has staged a sit down strike untit
Atice Cooper's new album CONSTRICTOR shows up at
the station. Wondering if life will ever be the same again
are MCA's John Bloodwell (left)- and WMMR's Ray Koob.

'

KISS 108's MD Susan O'Connellis at the end of her rope
waiting for the new Alice Cooper album CONSTRICTOR
to be deiivered by MCAs Roman Marcinkiewicz.

CONSTRICTOR RELEASE
SEPTEMBER 17

THE NEW 12" ““GIVEIT UP”’
OUT SEPTEMBER 24

ON TOUR STARTING OCTOBER 28

PRODUCED BY BEAU HILL

e

MANAGEMENT:




PROS ON THE
LOOSE

Dave Bogart — PD/Mornings
Transtar AC (818) 241-3593

Kevin Fennessy PD WWKB/But-
falo (716) 688-7684

Rich Berner — Production/-
Weekends WAPP/New York (516)
468-3586

John Grappone — Overnights
WAPP/New York (718) 376-9060

Drake Hall — DeVine Communi-
catlons Corporate PD & Station
Manager KBER/Salt Lake City
801) 582-4531

Kurt Muhlfelder — MD/Swing
WHAI/Greentield, MA (413)
773-7428

Terry Steele — Middays CHUM
(AM)/Toronto (416) 886-3915

Chris Thomas — MD/Afternoons
293/Atlanta (404) 955-2161

Rick Van Zandt — OM WPYX &
WTRY/Albany (518) 371-0242
Paul “Lobster’’ Wells — Morn-

ings KNAC/Long Beach-L.A. (213)
546-4447

Elektra/Asylum Appoints
Kaufman, Levy

Suzanne Kaufman

Suzanne Kaufman segues to
the L.A.-based National Marketing
Research Manager slot for Elek-
tralAsylum Records. Most re-
cently the label's Marketing Coor-
dinator, Kaufman has been with
Elektra for the last three years.

Concurrently, Harry Levy be-
comes the label's Manager/Col-
lege Radio & Dance Promotion, re-
placing Dave Johnson. Levy was
most recently Program Coordina-
tor for KUSF/San Francisco.

FirstCom Promotes
Morriss

Patt Morriss

Patt Morriss has been promoted
to Regional Manager, Southeastern
US for Dallas-based FirstCom Broad-
casting Services. Morriss's sales
and marketing background includes
stints at Susquehanna Broadcast-
ing, PolyGram, and Warner Bros.
Records.

TAPSCAN.

cient music rotation. The system
cise control over the broadcast

- INTERACT

WITH THE MOST ACTIVE

MUSICSCAN Plus is winning favor with top radio program-
mers across the U.S. and in Canada— fast.

MUSICSCAN Plus is working for them now, winning ratings.
MUSICSCAN Plus is the HOT music scheduling system from

MUSICSCAN has already become the industry definition for effi-
provides every tool you need for pre-
day... it's that versatile. And now it’s

interactive. Schedule a 24-hour pre-log in ONE minute; retest any song,
then MUSICSCAN will suggest possible replacements. You can swap

PRO:MOTIONS

Luciani Curb Records VP

Marguerite Luciani

Mike Curb Records & Produc-
tions ups Marguerite Luciani to
Vice President/Operations after
serving as Executive Director/Pro-
motions. Luclani's new responsi-
bilities will include accounting func-
tions, implementation & coordina-
tion of Sales & Marketing, and con-
tinued Pre-Production coordina-
tion for Curb Records.

Espy Joins Bob-A-Lew

After eight years as Senior Direc-

‘ tor of Business Affairs for Chrysalis

| Records, Inc. and Chrysalis Music

| Group, Ronda Espy has joined

Bob-A-Lew Music as VP/GM. The

: newily formed publishing company

| was founded by singer Huey Lewis
and his manager Bob Brown.

Werts, Malone WHBO &
WNLT Sales

| 8ill werts

\,‘ X
<dh
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Kevine Maione

WHBO & WNLT/Tampa Bay
names Bill Werts National Sales
Manager/Director of Sales Market-
ing and Kevine Malone as Local
Sales Manager. Werts joined 'NLT
sales {then WCKX) in 1980, ad-
vancing to LSM in '83. Prior to that
he was with Tampa Bay’s WYNF
before which he had various on-air
experience. In the past eight
years, Malone's experience in-
cludes a Sales Manager and AE
stint at crosstown WZNE and
WRBQ, respectively, before which
he worked for WWOK/Columbia,
NC and WGBS & WLYF/Miami-Ft.
Lauderdale.

! Chelsea Avenue Bows
Memphis-based Chelsea Ave-
nue Records has slated veteran |
singer Shirley Brown for its firstre- |
lease. The address is 609 Cheisea
Ave., Memphis, TN 38107; (901) |
527-4964.

WHO SAYS WE’RE
FUNNY?

"' With guys like you helping me, we’ll stay on top!”’
— Scott Shannon
Z-100, New York
“The Fun Factory is a great addition to my show . . . It
really stimulates my creativity!”

—Jim Quinn
B-94/Pittsburgh

FUN FACTORY

Wacky commercials, celebrity call-ins
and much more . . .

elements instantly within any hour or across the entire day. All changes —
are immediately reflected in your "History" files for absolute accuracy.

MUSICSCAN is as dynamic as radio...new features are developed
and added constantly. Yet MUSICSCAN will never become "too compli-
cated"—the system’s ease of operation is self-evident, even if your first
time with MUSICSCAN is your first time with a computer.

Ask anyone who has wotked with the system...use it once, and

nothing else will do. The hottest stations in the country are swifching to
MUSICSCAN. And no one who's ever begun using MUSICSCAN has ever

T (205) 987-7456

Or Call Toll Free: 1-800-634-3322; Whien Dial Tone Returns, Dial 726
., ANl
2100 DATA PARK, SUITE 202  BIRMINGHAM, AL 35244

CHICAGO LOS ANGELES TORONTO
60 ST. CLAIR AVENUE EAST, SUITE 510 TORONTO, ONTARIO M4T iNS

. PHONE: (416) 963-9944
28/R8R FRIDAY, SEPTEMBER 19, 1986

B 750 Stations Cleared in Six Weeks!
| Call for demo (800)782-0700

BOSTON

|
f
IN CANADA: i

ProMedia 321 Rider Ave., New York, NY 10451 (212) 585-9400
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' RIP RIDGEWAY

What To Look For When The Book Arrives

Readers have asked me how they should analyze the
“Book” to get the most information out quickly to under-
stand the reported audiences. As tempting as it may be to
go straight to the audience information, it is better to take
a few moments first to analyze your foundation by evalu-
ating the performance of the market and individual sta-

tions.

Ask yourself these questions: Is
the sample stable? Is the measure-
ment consistent? Do the observed
differences, in conjunction with
known market activity, help ex-
plain or position station/market
changes? Keep these questions in
mind while you study the introduc-
tory pages of any audience study.

Compare, Compare,
Compare

Step 1: Compare the geogra-
phies. Do the metro and any other
reported survey area have the
same - definition as in previous
surveys? Identify any differences,
the magnitude in terms of Persons
12+, and the percent change from
the previous survey. Changes in
metro population affect the size of
the ratings even when the average-
quarter-hour level has remained
constant.

Step 2: Compare sample sizes.
How does the total intab for the
metro (and each other area) com-
pare with the previous book and
any published target? Smaller
samples mean more variability or
“bounce” in the reported audi-
ences.

Step 3: Look at the distribution of
intab by county. Are there any
large intab differences relative to
the previous survey? To check geo-

If the two distributions are very
similar, that’s good. Do not expect
them to be identical.

Age/Sex.

Step 4: Compare the age/sex
percent distribution of the popula-
tion to the intab sample. Also com-
pare this distribution with the pre-
vious survey. These should be simi-
lar. Real market deficiencies are
constant and will appear in each
survey. If your market has a large
military/college population, expect
the male 18-24 age group to be un-
derrepresented. The differences
found in Steps 2, 3, & 4 are handled
by the weighting system.

Step 5: Calculate Return and
Response Rate.

Arbitron:

Return Rate = Intab diaries x
100 divided by the number of per-
sons sent a diary.

Response Rate = Intab diaries x
100 divided by “Total Residences;
Estimated Persons 12+

Birch:

Return (Cooperation) Rate is not
reported, nor is information availa-
ble to calculate it.

Response Rate is reported on
Page 1.

Compare the results with previ-
ous surveys. Don’t compare the
services. The methodology and

of

is ask questions until you are
satisfied.

Step 6: Determine, if appropri-
ate, how well blacks, Hispanics, or
both are represented in the intab
sample. If they are poorly repre-
sented their listening records will
have a larger weight, creating
more bounce where their listening
occurs. Expect a high degree of
similarity between surveys.

Step 7: Look for call letter
changes or even new reported sta-
tions. Inspect any notations pages
for notices which may affect your
interpretation of the audiences.
Keep a log of market events such
as hurricanes or expensive promo-
tions which could have an influence
on the survey.

Step 8: Determine if any differ-
ences found can be attribated to the
survey’s sample, its performance,
and any market influences.

These first eight steps may seem
to be a waste of time, but when you
are finished doing them you will
have a better under: ing of how

Listening Trends

Step 9: Determine the trend of
the market’s listening level. This
figure is found at the bottom of the
page, and is labeled ‘Metro
Totals” or “PUR” (persons using
radio). This metro estimate shows
seasonality, and is the base (de-
nominator) used for “shares.” As
the PUR gets larger, most station
shares get smaller; as the PUR
goes lower, most station shares
become larger.

Step 10: Check the share trends
for each available demographic
group. Check both the magnitude
and direction of any shifts.

Step 11: Continue the checking of
share trends for each available
daypart to identify gains and
losses. It is easy to falter here and
draw the wrong conclusions, so
proceed with care.

Step 12: Look at the average-
quarter-hour and cume of your tar-
get audience and determine how
you have done Most important is
size, not shares.

your station and market perform.
Save the information you develop;
this will reduce the review time
needed for the next survey and
help you cut through these steps
very quickly next time. In addition,
this procedure provides peace of
mind — or ammunition for your
discussions with the supplier. You
will have done your homework.
You are then prepared to look at
audience estimates with greater in-
sight. Moreover, you may end up

graphic distribution, calculate the
intab each county should have
based on the total intab available.

tly the
the performance characteristics
are different. The best you can do

K 1g more about your survey
than any other broadcaster in your
market. That’s to your advantage!

Compare it to your previous book
and last year’s survey. Audience
size can grow while the shares re-
main constant or go down. When

gramming modifications were
made during the survey period
which may have caused, for exam-
ple, a male/female shift? This is a
good way to measure the effect of
programming adjustments.

Exclusive Cume

Step 14: Determine the propor-
tion of audience that is yours ex-
clusively: Exclusive Cume. No oth-
er station delivers this audience to
an advertiser. Find ways to capi-
talize on your hold on that audience
by investigating the smaller day-
parts.

Step 15: Study the Hour-by-Hour
section carefully. It holds a wealth
of information that can be used for
building spot schedules and evalua-
ting programming features. Thisis
a good way to identify which day-
parts are best for your format.

Step 16: Determine if you have a
significant Away-From-Home aud-
ience. This information will help
your programmer understand the
needs of the audience and how they
change during the broadcast day.

Other aids are in the book. or can
be obtained through additional pro-
cessing or by using ‘“third party”

di change, calculate time

pr ing systems. These provide

spent Jistening to determine why
the change took place. Check each
daypart and determine areas of

strength and weakness — and don’t

forget the weekend.

Step 13: Study the specific demo-
graphic groups which are discreet
components of your total audience.
Has the audience composition
changed? Do you know what pro-

sqiustlmted analysis methods for
positioning your station in the mar-
ket among other stations and for-
mats. These are very valuable for
building advertising schedules.

When it comes to analyzing the
“Book,” getting started is the big-
gest problem. Following the 16
steps provided here will make the
analysis process faster and more
efficient.

ut-smart Your Competition

For more information write or call Bolton R

"BOLTON

S EARCH
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We re Helping The Best Work Smarter.

Philadelnhi

h Cor 2401 P I

ia Avenue, P

PA 19130 215-232-2240
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Would you like to have
one of the best jobs in radio?

If