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PATRICK OUTVOTED ON
MINORITY PREFERENCES

FCC Chairman Dennis Patrick
lost the battle on minority
preferences in assigning
broadcast licenses when his two
Commission compatriots voted to
support the constitutionality of the
policy.
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AOR LOOKS FOR WAYS TO
EXPOSE NEW MUSIC

As the AOR format hits new highs of
gold concentration, a few stations are
turning to specialty shows spotlighting
new sounds and finding enthusiéstic
audience and ratings response.
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NAB PIX, MORE =
CONVENTION CU?EHAGE

Photos and a summary of the main
NAB Radio '88 action appear
inside, as well as the scoop on the
concurrent NABOB convention also
taking place in Waahﬁngtan ;
Page 3, 12

PROGRAMMERS: EASE YOUR
BUDGET CRISIS

1989 budgeting looms ominously on the
horizon of most programmers, many of
whom are wondering if they can allocate
enough funds to accomplish what they
need to do to win. Three programmers
offer suggestions on how to make the
process less painful.
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FLA LAW: JACKSONVILLE’S
COUNTRY SLOGAN BATTLE

Country’s controversial “most music
allowed by law” campaign drew its most
drastic response yet when WQIK/
Jacksonville accused the WCRJ lawmen
of “lying to their listeners,” using an FCC
attorney as evidence. WCRJ replied in
kind, and the war continues.
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NEW URBAN MUSIC FEATURE:
TOP TEN RECURRENTS

Urban Contemporary programmers air
their top recurrent records as frequently
as their medium or light currents in most
cases. Now you can see a national Top
10 breakout of these key programming
elements every week on the Urban
Contemporary music page. More details
in Walt Love’s column.
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NAB MEETING DRAWS 6500+

FRANKO UPPED TO GROUP POST

Steve Berger

Nationwide Communications
VP/Radio Steve Berger has

Radio '88 Covers
Competitive Changes

Declining relations with
Capitol Hill and the future of
AM radio dominated last
week’s NAB Radio '88 conven-
tion in Washington. The event
attracted a record-setting 6529
attendees, according to
NAB, but was sedate compared
to previous outings. Although
exhibitors reported brisk traffic
on opening day, attendance
swiftly plummeted.

Opening Remarks Stress
Future Hurtles

During Thursday’s opening
session, NAB President/CEQ
Eddie Fritts said while a 1946
NAB study’s conclusion that
“radio is woven into the pattern
of our lives” was still valid,
radio faces new marketplace,

regulatory, and legislative chal-
lenges today.

On the prospects of spectrum-
use fees, transfer taxes, and
reductions in advertising deduc-
tibility, Fritts warned, “The
new administration, whether it
be Republican or Democratic,
will certainly be faced with the
prospect of raising revenue to
reduce the federal deficit.” He
added that legislative and regu-
latory initiatives in 1989 and
beyond “will threaten your sta-
tion’s bottom line in ways you
haven't imagined.”

Former ABC Radio President
Ben Hoberman, who began his
radio career in 1940 and whose
accomplishments include es-
tablishing KABC/Los Angeles
as the nation’s first all-Talk sta-

NAB Radio Board Vice Chairman George Hyde, keynote speaker |

Paul Harvey, and NAB Radio Board Chaimman Lowry Mays at 1

L_Badio ‘88.

AM IMPROVEMENT DEBATED

‘Ultimate Radio’ Flops

“A day late and a dollar
short” took on new meaning
when NAB officials rolled out
their highly-touted “Ultimate
Radio,” an event promoted as
the highlight of the association’s
Radio 88 convention. Originally
scheduled to debut on Thursday
(9/15) and trumpeted in a front-
page USA Today story, the
$50,000 prototype receiver (bill-
ed as a potential savior for AM)
was finally unveiled at a Friday
(9/16) news conference — but
its AM circuitry wasn’t work-
ing.

NAB VP/Science and Tech-

nology Michael Rau told the
disappointed crowd that at least
“another ten hours” was need-
ed to finish the AM circuits, and
he hoped to have the radio fully
operational by Saturday, the
last day of the convention.
When even that deadline was
missed, Rau told reporters it
would be at least ““a couple of
weeks” before the receiver is
ready. “Ultimate Radio” de-
signer Richard Sequerra told
R&R the delay could be even
longer. “It will be ready when it
is ready,” he said.

RADIO FLOP/See Page 12
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tion, was presented with this
year’s National Radio Award at
the Friday luncheon.

In his keynote speech, Paul
Harvey chided the news media
for its ‘“persistent preoccupa-
tion”’ with negatives. ‘“‘Ever
since Nixon, when a valid ex-
pose became a personal vendet-
ta, journalism students have
waited for their chance to kill
the king,”’ he said. ‘“‘Sic ’em
journalism’ requires no creden-
tials.” He went on to suggest
that news professionals in-
stead should be “the future
shock shock absorbers, not the
shockers. Allow the demons to
escape, but at a pace people can
handle.”

Broadcasters Lobby On
License Renewal

NAB members travelled to
Capitol Hill to push for radio-
only license renewal legislation,
but lawmakers warned them it
will be an uphill fight because of
lingering resentment over the
repeal of the Fairness Doctrine.

NAB/See Page 12

Berger Promoted To
Nationwide President

Mickey Franko
been upped to President effec-
tive January 1. He will replace
Clark Pollack, who is retiring
after holding the position since
1982. Pollack began his tenure
at Nationwide in 1957 as PD at
KVTV-TV/Sioux City, I1A. Addi-
tionally, KZZP/Phoenix GM
Mickey Franko has been named
Nationwide’s Director/Group
Operations.

BERGER/See Page 32

g

Rivers
New VP
At Stner -

Smokey Rivers

Two-year WMJJ/Birming-
ham PD Smokey Rivers has
been appointed VP/Program-
ming for Stoner Broadcasting
System. He will relocate to
Stoner’s Annapolis, MD home
base. A successor to Rivers at

WM.JJ has not yet been named.
STONER/See Page 32

JONES LONCAO NAMED VPs

Mercury Sets Iits
Prootion Ta

Wayman Jones

Mercury & Associated Labels
has announced its national pro-
motion staff. David Loncao has
been named VP/AOR,Wayman
Jones VP/Urban, Brenda Ro-
mano Director/CHR Promo-
tion, Joe Lewis National Singles
Director/Urban Music, Kyle
Hetherington National Singles
Director/CHR, and Andy Szu-
linski National Secondary CHR

David Loncao
Manager.
Mercury Sr. VP/Promotion
David Leach commented, ‘“The
expansion of our promotion ac-
tivities was a natural progres-
sion from the PolyGram staff’s
superior performance over the
past two years. I am especially
proud to have a quality promo-
tion staff assembled of people
from within.”
MERCURY/See Page 32
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Kelly Becomes KZEW PD

Says Station Will Stay AOR

Former KRZQ/Reno Asst. PD/
Promotion Director Dale Kelly has
been named PD of Anchor Media’s
KZEW/Dallas. Kelly, who has no
prior PD experience, replaces
John Roberts, who became WYSP/
Philadelphia’s PD two weeks ago.

Asked about choosing a first-
time PD, GM Bill Knobler told
R&R, “We seem to be known for
bold moves, but one of our main ob-
jectives was to find someone really
strong in promotion — and that’s
where Dale has really excelled.
That was the number one consider-
‘ation. Formatically, (Anchor VP/
Radio) Dave McNamee has the
station on the track he wants it to
be on. We need to get very active
promotionally, and that's what’s
going to be expected of Dale.”

Kelly said McNamee first con-
tacted him in May about a promo-
tions opening after seeing Kelly’s
name in R&R’s “Pros On The
Loose” listings. “He called me out
of the blue and asked for a tape and
resume. So I sent him this very
weird, offbeat resume that nobody
said would get me a job, and
basically that hooked him.”

Four months later, Kelly receiv-
ed another call from McNamee,
flew to Dallas, and discovered to
his amazement that he was being
offered the PD job. “We were talk-
ing at dinner and I said, ‘It kind of
sounds like you want me as PD.’
And he made me an offer. It still
hasn’t hit me yet. I mean, I can’t
believe that a week ago I was sit-

KELLY/See Page 32

ANTHONY PROGRAM MANAGER

KMGK Picks McCarthy

As VP/GM

Kevin McCarthy

KLOS/Los Angeles GSM Kevin
McCarthy has been named VP/
GM at Trumper Communications’
newest acquisition, KMGK/Minne-
apolis. Also at KMGK, former
crosstown KDWB Program Man-
ager Dave Anthony has been nam-
ed to the same position at the For-
mat 41 outlet.

McCarthy spent eight years with
Cap Cities/ABC, including a stint

Dave Anthony
at KSRR/Houston as Sales Manag-
er. “My career has come full cir-
cle,” he said. “(Trumper Com-
munications President) Jeff Trum-
per brought me to ABC, and he’s
the only guy on the planet I'd have
left Cap Cities/ABC to join.”
McCarthy indicated a change in
calls was a possibility at KMGK.
As for a format flip, he said,
MCcCARTHY/See Page 32

URGES VOTER DRIVE

Jackson Energizes

NABOB nvention

NABOB President Charles Sherrell, Jesse Jackson, NABOB Chairman

William Shearer, and NABOB Exec. Director James Winston.

Minority-owned broadcasters
are being urged by the Rev. Jesse
Jackson to use their community in-
fluence to galvanize public opinion
and boost minority turnout in this
year’s presidential election.

During a stemwinding keynote
speech last Wednesday (9/14) at
the annual convention of the Na-
tional Association of Black Owned
Broadcasters (NABOB) in Wash-
ington, Jackson exhorted minority
broadcast executives to use the
power of their stations to better the
prospects of black Americans.
Black and Hispanic stations, he
said, have an obligation to go
beyond entertainment to serve
their communities. Specifically,
the former Democratic presiden-

tial candidate called on the group
to use the airwaves to foster voter

registration among minorities.
After citing numerous examples
of violence and discrimination
against blacks in New York, Jack-
NABOB/See Page 32

WBRU Gains
‘The Edge’

AOR WBRU/Providence has be-
come the first station to adopt
Media Strategies’ modern music
format, “The Edge.” Among the
Brown Broadcasting Service sta-
tion’s 21 adds this week were songs
by Erasure, the Feelies, and the
Smiths. WBRU/See Page 32

Bill Cahiil

Cahill
Programs

wBZ2Z

A week after announcing that
WBZZ (B9%4)/Pittsburgh PD Jim
Richards would join Vallie Con-
sulting as VP/Operations, the sta-
tion has named WAPE-AM & FM/
Jacksonville programmer Bill
Cahill as his successor. Cahill
assumes his new duties in two
weeks.

VP/GM Tex Meyer told R&R,
“Bill and I met at the NAB and did
a whirlwind trip to Pittsburgh,
where we signed the contract at
Three Rivers Stadium during the
Steelers game (9/18). Unfortunate-
ly the Steelers lost to Cincinnati,
but B¥4 won. One of America’s
great radio stations just got better
with the addition of Bill Cahill.”

CAHILL/See Page 32

WBYU Goes
Country

McCarthy PD;
Calls WQXY

WBYU/New Orleans closes out
18 years as a Beautiful Music sta-
tion September 25 with a change to
Country. The call letters are also
changing; an application has been
filed for WQXY, calls only recently
dropped by a Baton Rouge AC sta-
tion. The new Country outlet will be
known as Y96.

WBYU VP/GM Bruce Dodge
told R&R, “We did as much as we
could with Easy Listening, and it
breaks our hearts to change, but as
this format’s demos get older and
older it’s becoming almost im-

WBYU/See Page 32

LaMarca PD
KW

Jim LaMarca

Former XETRA (69 Extra
Gold)/Tijuana (San Diego) pro-
grammer Jim LaMarca has been
named PD at Classic Rock KGW/
Portland.

KGW GM Kenn Brown noted,
“Although this search took over
two months to complete, it was
certainly worth it. Jim is a great

LaMARCA/See Page 32
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ADULT OR CONTEMPORARY —
IS THAT A QUESTION?

As AC fragments further, PDs are divided
over whether to emphasize the “adult” side
or the “contemporary” — stress oldies or lite
programming or shadow the CHRs. Or is
there a comfortable niche in the middle? A
programmers’ roundtable takes up these
questions and more.
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Kevin Molloy, who worked at the
AC station between 1985 and Janu-
ary of this year, filed the civil ac-
tion in Cook County Civil Court. His
attorney Robert Harlib said Molloy
is not allowed to specify a precise
amount of damages in the lawsuit,
except that it is in excess of $15,000.
Added Harlib, “We consider this to
be a case worth a considerable
amount of money.”

WFYR VP/GM Drew Horowitz,
who succeeded Rakovan, said the
station had been served with the
lawsuit, but that the matter had
been turned over to RKO at-
torneys, and that he would have no
comment.

Molloy supplied affidavits from
three persons who have accused

the managers of making the state-
ments. One of them was former

What do you think, Molloy has
AIDS?,”” and that Wetherbee
stated, “Molloy must have AIDS.”

A third party, Thomas Rohrer,

NEWS

Attorney Harlib said his client is
currently employed at suburban
Chicago outlet WAIT/Crystal
Lake.

WRLT Shuffles Off To
AOR WGR-FM Identity

Ending months of speculation,
Rich Communications has return-
ed AC WRLT/Buffalo to AOR
under longtime handle ‘97 Rock”
— essentially resurrecting a sta-
tion that has been dead for almost

crosstown AOR (now Classic
Rock) WPHD, is one of at least six
former 97 Rock staffers who have
been hired. Fred Jacobs’s Media
Strategies will consult the station,
which has changed call letters to

WGR-FM. (The old WGRQ calls
were not available.)

Plans for the change have been
in the works since last spring, when
research convinced management
that a hole existed in the market
for an adult AOR. Research also in-
dicated continued familiarity with
both 97 Rock and several of its per-
sonalities.

WGRQ was an AQR for the bet-
ter part of a decade before Taft
Broadcasting dropped the format
in 1985. Rich acquired the station
the following year.

Four reasons why radio stations
in over 50 markets
use Surrey Research

Roger Wimmer, PhD - President
Chris Porter ~ Vice President
Fran Judd - Research Analyst

Mike Henry ~ Director of Marketing

Demand the best.
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EMI and Hush Productions have announced their partnership in the formatio. of
Orpheus Records, which will focus on Urban and Contemporary Jazz artists.
The label’s first releases, scheduled for October, will be an album and single
from Z’Look; other Orpheus artists include Aleese Simmons, Eric Gable, and
Alex Bugnon. Pictured are (standing, I-r) EMI Sr. VP/A&R Gerry Griffith, Hush
VP/GM Kevin Harewood, Capitol Industries/EMI President/CEQO Joe Smith, and
VP/Finance and Administration Ron Urban; (seated, I-r) Hush President/Chair-
man Charles Huggins and EMI President/CEQ Sal Licata.
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AMERIGAN TOP 40
GETTING
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From Los Angeles to Boston, Shadoemania program with exclusive rights to the Billboard
continues. Hot 100™ Charts. The show with the insider
That's why more and more hot stations are be- stories and our famous Long - Distance

coming part of the American Top 40 family.
In fact, American Top 40 is now heard in
more major markets than ever before.
You know the show. After eighteen years,
it's an American tradition. The only radio
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WASHINGTON REPORT

PAT CLAWSON

FCC Supports
Minority Preferences

Major Defeat For Patrick

The FCC has dramatically flip-flopped its position on
the legality of minority licensing preferences, much to the
chagrin of Chairman Dennis Patrick.

The Commission voted 2-1 last
week to file a legal brief arguing
that the minority preference poli-
cies are constitutional. The shift in
position represents a severe politi-
cal defeat for Republican Patrick,
whose opposition to the reversal
was overwhelmed by his fellow
Commissioners James Quello and
Patricia Diaz Dennis, both of
whom are Democrats.

Two years ago, the Commission
strongly questioned the constitu-
tionality of the preferences and
ordered an investigation of them.
That study was stopped last year
when Congress prohibited spend-
ing money for it.

FCC Says Race
Policy Legal

In its brief, which was filed with
the US Court of Appeals for the Dis-
trict of Columbia in a TV licensing
case involving Winter Park Com-
munications, FCC General Counsel
Diane Killory argued that the Com-
mission’s procedures are constitu-
tional by the standard set by the
Supreme Court in its landmark
University of California v. Bakke
decision. In that case, the Justices
ruled that minority preferences
are acceptable in college admis-
sions programs when the purpose
of the preferences is to enhance
diversity and race is just one factor
in considering a student for admis-
sion.

“The minority preference policy
is narrowly tailored to achieving
the compelling government inter-
est: diversity of programming,”
said the FCC in its brief. “Race is
one of several factors to be con-
sidered rather than a decisive fac-
tor in and of itself.”

Attorneys for the FCC also argu-
ed that the appeals court gave its
stamp of approval to minority pref-
erences in a 1984 case involving
West Michigan Broadcasting Co.

The Winter Park case stems
from the battle for a UHF TV li-
cense for the Orlando market. In
1985, Metro Broadcasting and
Winter Park, two parties whose ap-
plications for the license were dis-
missed, appealed the FCC’s deci-
sion to award the license to Rain-
bow Communications. That deci-
sion was based in part on the fact
that Rainbow’s minority owners
planned to manage the station.

Before the case could be heard, it
was sent back to the Commission
pending the outcome of its legal re-
view of preference policies. Last
December, Congress passed a bill
that ordered the FCC to drop that

inquiry and leave the policies in-
tact. Two months later, the Winter
Park case, along with a similar
proceeding known as the Steele
case, which centered on the Com-
mission’s female preference in
licensing, were sent back to the ap-
peals court. The Steele case was
settled out of court earlier this
month.

Patrick Miffed, Says
FCC Logic Flawed

In an unusual move, Patrick
went public last Friday (9/16) with
his dissenting view of the position
stated in the Commission’s brief.
In his statement, Patrick said he
found his colleagues’ reasoning in
their decision to abandon the Com-
mission’s previous position “seri-
ously flawed and unpersuasive.”
He predicted the case will even-
tually have to be resolved by the
US Supreme Court.

He also said Congress’s move to
end the FCC’s inquiry into the
minority preferences deprived the
Commission of critical data it
could have used to build a factual
record in support of the argument
that preferences are constitutional
on the grounds they serve the
public interest by increasing pro-
gram diversity.

“I am sorry the history of events
in this proceeding will preclude the
Commission from making a more
definitive contribution to the
resolution of the issue at that
time,” Patrick concluded.

— Randall Bloomquist

Patrick Faces Senate Heat Over Political Ads

Senate Commerce Committee members grilled FCC Chairman Dennis Patrick and staffer Milton Gross about regulation of
politicai advertising last week. Shown are (left photo) Gross (l) and Patrick; (right photo, I-r) Committee Chairman Daniel
Inouye (D-HI), unidentified, Sen. John Danforth (R-MO), and Sen. Larry Pressier (R-SD).

NAB Opposition To Bill Brings Fireworks

The broadcast industry walked into a hornet’s nest on
Capitol Hill last week as Senate Communications Subcom-
mittee members considered legislation that would reform
political advertising practices. The bill, the “Campaign
Cost Reduction Act” (S. 2657), would require broadcasters
to sell fixed, non-preemptible spots at the lowest unit rate.

The bill’s primary sponsor, Sen.
Mitch McConnell (R-KY), said
‘“one rule, one class, one rate”
should apply to spots that air 60
days before a general election and
45 days before a primary. McCon-
nell said revenues from political
ads account for threequarters of
one percent of broadcasters’ in-
come, and adoption of the legisla-
tion would lower the cost of cam-
paigns while having little impact
on broadcasters.

McConnell said he anticipated in-
dustry opposition to the measure,
but reminded broadcasters they
are licensed to use the airwaves to
serve the public interest. “T don’t
think you have an option. You don’t
own those airwaves,” he told
broadcasters assembled in the
hearing room.

The NAB'’s position was spelled
out by Cullie Tarleton, Sr. VP/GM

‘““‘We’re really asking for
a small sacrifice so
democracy can
function.”’

—Sen. Mitch McConnell

of Jefferson Pilot’s WBTV/Char-
lotte. He argued that most broad-
casters are reponsible in handling
their obligations under political
advertising rules, and said NAB
statistics show that Senate can-
didates in 1986 placed about 34% of
their campaign dollars into broad-

NEW/S BRIEFS

NAB Wary Of FCC

Technical Proposal

The NAB is voicing early doubts
about a recently released FCC pro-
posal that would require AM stations
to adhere to what NAB says is a po-
tentially costly set of transmission
standards. The group also has misgiv-
ings about a related suggestion that
certain AM stations be allowed to ac-
cept some interference.

In a notice of proposed rulemaking
on AM technical improvement releas-
ed Friday (9/16), the FCC suggested
adopting the National Radlo Systems
Committee transmitter standards
(NRSC-2) as a method of reducing in-
terference on the AM band. NRSC-2
defines an RF emissions mask that

would effectively restrict emissions
from an AM transmitter to a 20 kHz
bandwidth channel. The NAB, which
urged the Commission to adopt the
NRSC's receiver standards, has ex-
pressed qualms about making
NRSC-2 mandatory because, it says,
the standards are complicated and
costly to implement.

The proposed rulemaking also
recommends allowing some AM sta-
tions to accept increased interference
in exchange for the right to increase
their power. The FCC believes this
proposal would benefit the public by
allowing -qualified AM stations to im-
prove their signal in their primary
coverage area even though those sta-
tions would experience higher-than-
normal degrees of interference in their

www.americanradiohistorv: com

newly-expanded service area. The
proposal would allow power increases
only where the 0.5 mV/m contours of
other co-channel facilities and the
relevant contours of adjacent stations
remained fully-protected and the 1.0
mV/m contour of the station is not
overlapped by the 0.5 mV/m contour
of any other co-channel authorized
station. The NAB, in line with its policy
of opposition to any move that would
increase interference on the AM
band, does not support this new pro-
posal.

Comments on the proposed rule-
making are due at the FCC by
November 22, 1988. Reply com-
ments must be received on or before
December 22, 1988.

o

Campxéigr'i Bill Sparl{s Héaring

cast ads — not higher figures sug-
gested by senators.

Broadcasters Called
“Excessively Greedy”

McConnell responded by calling
the industry statistics ‘absurd,”
and accused broadcasters of trying
to protect their pocketbooks at the
expense of the public. “I really find
that excessively greedy,” McCon-
nell said. “We’re really asking for
a small sacrifice so democracy can
function.”

“Senator, please understand that
broadcasters are honorable men
and women,” responded Tarleton.
He denied other charges by law-
makers that broadcasters unfairly
charge or discriminate against
political candidates, insisting that
broadcasters would not put their
licenses at stake for such insignifi-
cant revenues.

When McConnell demanded to
know if his legislation would hurt
broadcasters profits, Tarleton rep-
sonded it would not but said,
“There’s a fundamental fairness
question’’ about the bill.

FCC’s Patrick
Also Criticized

FCC Chairman Dennis Patrick
also came in for a shellacking at
the hearing, after Senators criticiz-
ed him for allowing broadcasters to
sell only preemptible time at the
lowest unit rate.

“I do not understand how the
Commission can allow the exist-
ence of a political rate card,” said
Sen. John Danforth (R-MO). He
called the practice “pernicious”
and “a flat contradiction” of the
lowest unit rate policy. He said
political rates were “very damag-
ing to the concept of fair elections.”

Patrick responded that the Com-
mission would enforce -any policy
adopted by Congress, but current
Commission policy allows political
candidates to be placed on an even
par. He argued that applying the
lowest charge to preemptible spots
helps cut the cost of campaigning.
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Pet Shop Boys
Domino Dancing

PPV v B e s

The new single
produced by Lewis Martinee
from the forthcoming album

Introspective

EL] 1]

THE EMI COMMITTMENT

Massive Managament: Tom Watkins/Rob Holden
© 1988 EMI-USA Records, o divislon of Copitol Records, Inc.
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TRANSACTIONS

RADIO BUSINESS

Golden Bear Dips Into Gold
Coast Honey Pot For $2.9 Mil

MVP Shows RadioVision With $2.6 Million Arkansas FM Deal;
Richards In Tandem With Nebraska FM Action

| Deal Of The Week:

Gold Coast Stations

PRICE: $2,907,500

BUYER: Goiden Bear Broadcasting
Inc., owned by Stephen Marriott of
Red Bluff, CA and Wallace Heusser of
Fresno, CA. They also own KDJQ/Red
Bluff, CA. Heusser also owns KKDJ/
Fresno, CA and KDJK/Oakdale, CA.
SELLER: Goid Coast Communica-
tions Corp., owned by Jerome Maltz.
He aiso owns KCKC/San Bemardino,
CA; KBON/Lake Arrowhead, CA;
KUNA/Indlo, CA; and KEAG/Anchor-
age, AK.

BROKER: Hogan-Feldmann inc.

KCZN & KZTR/Camarillo-

Santa Paula, CA
PRICE: $1,967,500
TERMS: Escrow deposit $50,000.
Buyer to assume notes valued at

$975,000 and mortgage valued at
$135,000. Additional $875,000 to be
paid in cash, of which $150,000 is
allocated for three-year noncompete
agreement.

FREQUENCY: 1400 kHz; 95.9 MHz
POWER: 1 kw; 3 kw at 1320 feet
FORMAT: Gold; AC

COMMENT: KZTR was purchased in
December 1985 for $1.4 million,
KCZN Iin November 1986 for
$500,000.

KTOU/Provo, UT

PRICE: $940,000

TERMS: Cash at closing $140,000.
Promissory note for $800,000. Deal
includes three-year noncompete val-
ued at $140,000.

FREQUENCY: 94.9 MHz

POWER: 47 kw at 4580 feet
FORMAT: NAC

COMMENT: This station sold for $1.6
million in July 1986.

" 'Arkansas

KEZA/Fayetteville-Ft. Smith
PRICE: $2.6 million

TERMS: Escrow deposit $100,000.
Total cash at closing $1.45 million,
buyer to assume existing promissory
note valued at $1.15 million.

BUYER: Communications Corp., own-
ed by Thomas Galloway Sr. of Lafay-
ette, LA. He Is the proposed buyer of
KPEL & KTDY/Lafayette, LA. He is
selling KADN-TV/Lafayette, LA.
SELLER: RadioVision of America
Inc., principally owned by Cleveland
area investors Anthony Gazzana,
John Carney, Jon Newton, Robert
Rains, and Robert Reed. The com-
pany aiso owns WAZY/Lafayette, IN
and KBSR-AM & FM/Hardin-Billings,
MT.

FREQUENCY: 107.9 MHz

POWER: 100 kw at 1259 feet
FORMAT: AC

m*m

‘*We bought WMHE (FM), Toledo, Ohio in January, 1986, for
$6.3 million and sold it two years later for $19 million."’

“The profit was fabulous,
and we feel very good about
Americom’s help in getting it
for us. They researched our
station thoroughly and clearly
enhanced the buyer's ability
to understand our station’s
full value.”

Frank Osborn, President
Osborn Communications
(Publicly traded

NASDAQ OSBN)

TRANSACTIONS AT A GLANCE

Deals So Far In 1988:
$3,046,448,245

Total Stations Traded This Year: 985
This Week’s Action: $19,932,098
Total Stations Traded Thls Week: 26

Miﬂfihamm .....

' nkczu & xzmcmﬂno-sm paula, CA
$1,067,500
.nrawrm ur Mnﬂa

.inﬁwmmmmhmm o
. SKNTiiLakeport, CA $415,000 '.
S KDIF Riversids, CA $767,500 for ame
_ SWINS/Michigan Chy, IN $B50,000 - :
- SKWHT & KKEZIFt, Dodge, m:sz,uwnm SR
. ,LA'$za0o000
- SWKHO-AM & FM/Charlevoix, Mi %1 BE1. Ma
i -wuwm,us $2.4 million .
:tmummsmhm

QWPM NY {FM GP:- £100,000
SWEGDIConcord, NC $300.000

. ®KPMAJAltamont, OR (FM CP) $10,000
SWVAN & WPRRIAIone, PA $1.6 million
SKLV & KURO/Huron, 5D $850,000
SKDDD & KMREDumas, TX $175.000
SWSPYBuitalc Gap, VA (FM CP) $280.000

BROKER: Randall Jeffery and Brian KDIF/Riverside

Cobb of Media Venture Partners.
COMMENT: This station sold for
$2.88 million in September 1986.

KNTl/Lakeport

PRICE: $415,000

BUYER: Evans Broadcast Service
Inc., owned byJerry Evans and Les-
lie Evans. He is the morning announc-
er at KIFM/San Diego.

SELLER: Magic Communications
Corp., owned by Clifford Marko, Laur-
ence Nadler, and Harold Marko.
FREQUENCY: 99.5 MHz

POWER: 2.6 kw at 1880 feet
FORMAT: AC

BROKER: William A. Exline Inc.

PRICE: $767,500 for 50%
TERMS: Buyer is to pay $377,500 for
partnership interest to Channel Island
National Bank in Oxnard, CA to be ap-
plied against seller's current loan
balance of $450,000. Separate con-
sulting agreement valued at
$390,000. Value of one-year noncom-
pete agreement to be caiculated six
months from closing, to be based on
one-half of “net quick assets” in-
crease.
BUYER: Lincoln Deller of Montecito,
CA.
SELLER: W. John Grandy, a broad-
caster and media broker based in San
Luis Obispo, CA, is selling his 50% in-
terest in Inland Emplre Wireless.
FREQUENCY: 1440 kHz
POWER: 1 kw
FORMAT: Spanish

Continued on Page 10
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Whose seminar is the one for you?

Announcing a new joint venture sponsored by
Froadcast Investment Analysts & Duncan's American Radio:

"INVESTING IN AMERICAN RADIO"” SEMINAR
Join Tom Buono, Jim Duncan, and our panel of experts
for the premier radio seminar in America.
October 13-14, 1988 The Madison Hotel, Washington, D.C.
BIA Subscriber Services / Enrollment: 1-800-323-1781 or (703) 478-5880

What other radio station owners say about Americom:

“When Americom calls us, they've done their homework. They know what we're
looking for and only bring us stations that match what we're looking to acquire. We also
feel they would do an excellent job selling a station for us. because we've been on the
other side of the transaction with them several times. ™

Terry S. Jacobs, Chairman & CEOQ
JACOR Communications, Inc.
(Publicly traded NASDAQ JCOR)

Top Prices - Quality Stations

Call Us

AMERICOM

What information do you need?

BIA Publications, Inc.

JPublishers of Investing in Radio, Stick Values, The Radio Acquisition Handbook|
The Radio Station Transfer Summary, The Ownership File, Station Leaders,
Investing in Television, and The Broadcast Financial & Legal Services Guide.

Radio Station Brokerage & Financing

Washington. D¢ 20036

The Best Research on the Market!

P.O. Box 17307 Washington, D.C. 20041 (703) 478-5880 or FAX (703) 478-5866
\, S

(202) 737-9000

1130 Connectlicut Avenue, N.W, Suite 500

wwWwW.americanradiohistorv-com
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LONG TERM PARTNERSHIPS

Through open, clear and frequent communications, Hillier,
Newmark, Wechsler & Howard establishes and maintains long term
partnerships with our client stations.

Communication on a continuous basis enhances the personal
chemistry between client and rep. Understanding and trust develop.
Soon possibilities become sales opportunities and these opportunities
lead to increased market share and profitability.

Partnership through communication—another important aspect
of the unbeatable combination that gives our stations a winning
bottom line.

THE FACTS SPEAK FOR THEMSELVES

HILLIER, NEWMARK, WECHSLER & HOWARD / A AN INTEREP COMPANY
New York, Atlanta, Boston, Chicago, Dallas, Detroit, Los Angeles, Mianeapolis, Philadelphia, St. Louis, San Francisco.

\anannamekieantadiohistons—com
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TRANSACTIONS

Continued from Page 8

WIMS/Michigan City

PRICE: $880,000

TERMS: Escrow deposit $20,000,
with total of $176,000 cash at closing.
Consulting agreement valued at
$50,000, to be paid in monthly in-
stallments over five years at 8.5% in-
terest. Promissory note for $654,000
at 8.5% interest rate, to be amortized
over ten years and paid through 59
monthly instaliments of $8109 and a
final payment of $398,063. Alloca-
tions include $60,000 for real estate
and $3000 for LPTV permit.

BUYER: M&M Broadcasting Inc.,
owned by Thomas McDermott and
Ronald Mercer.

SELLER: Northern iIndiana Broad-
casters Inc., owned by WhHilam Udell.
He also owns WKAM & WZOWI/Gosh-
en, IN and is an applicant for a new FM
station at Lagrange, IN.

FREQUENCY: 1420 kHz

POWER: 5 kw

FORMAT: AC

BROKER: George Jeneson

KWMT & KKEZ/Ft. Dodge
PRICE: $2,040,000
BUYER: KWMT Radio Inc., owned by

John Jenkins. He also owns WSAL-
AM & FM/Logansport, IN.

SELLER: KWMT Inc.,, owned by
James Maurer and William Quarion.
FREQUENCY: 540 kHz; 94.5 MHz
POWER: 5 kw daytimer, 100 kw at
840 feet

FORMAT: AC

BROKER: Charies Kurtz and Howard
Stasen of Blackburn & Co. Inc.

KOKAJ/Shreveport

PRICE: $230,000

TERMS: Escrow deposit $10,000,
with additional $10,000 cash due at
closing. Promissory note for
$210,000, to be paid monthly at rate
of $4000.with interest rate one per-
cent above prime. Buyer has option to
pay $200,000 cash at closing.
BUYER: Cary Camp of Shreveport,
LA. He is employed as the sales man-
ager at KVKI-AM & FMi/Shreveport,
LA.

SELLER: McCright Broadcasting Inc.,
owned by Dale McCright.
FREQUENCY: 1550 kHz

POWER: 10 kw day/500 watts night
FORMAT: Religion

COMMENT: This station sold for
$1.15 million in March 1985.

" RADIO BUSINESS

L
WKHQ-AM & FM/Charlevoix
PRICE: $1,881,448
TERMS: Escrow deposit $50,000,
balance cash at closing.
BUYER: Lakeshore Communications,
a general partnership owned by Timo-
thy Moore of Charlevoix, Ml and
Ernest Winn of Naples, FL.
SELLER: MW Multicom Inc., principal-
ly owned by Charies Mefford, Phillip
Fisher, and William Walker. The com-
pany also owns WITL-AM & FM/Lan-
sing and WCHT & WGLQ/Escanaba,
ML. it has applied for new FMs at Wil-
liard, MO and Walker, MI. The principal
owners and a group of shareholders
also own share interests in about 12
other Midwestern radio stations.
FREQUENCY: 1270 kHz; 105.9 MHz
POWER: 5 kw; 100 kw at 922 feet
FORMAT: AC

COMMENT: This combo sold for $1.6
million in January 1986.

WLIN/Jackson

PRICE: $2.4 million

BUYER: A company to be headed by
George Jenne of Baton Rouge. He
also owns KPRR/ElI Paso, TX and
KDSX & KDSQ/Sherman-Denison,
TX.

SELLER: Metro Music Inc., owned by
Lewlis Hopper.

FREQUENCY: 95.5 MHz

POWER: 100 kw at 1060 feet
FORMAT: Beautiful

Anaheim, CA

KSSN

Little Rock, AR

Pittsfield, MA
Portsmouth, NH
Waukegan, IL

San Antonio, TX

the country.

KEZY

WUPE
WERZ
WXLC

KCYY

WNUA  WZZ(
WDSD  WRKA
KKD)  KDKS
KOWN  KZSN

Our letters of

At Fleet’s Communications Group, we've developed a reputation built on responsiveness, creativity,
and a thorough understanding of radio broadcasting. Whether its providing financial services for
established group owners or helping operators become first-time owners. Across the dial and across

_For more information, call Daniel P Williams, Vice-President, at 401-278-6211. Or write Fleet
National Bank, 111 Westminster Street, Providence, Rl 02903.

Stayoutin front

with Fleet

KRLB

rence.
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BROKER: Chapman Associates

WTMX/New Albany

PRICE: $208,150

TERMS: Buyer to pay bank debt of
$156,250 and settle back taxes of
$35,900.

BUYER: Charisma Communications
Co., owned by Donald DePrlest, San-
dra DePrlest, and Terry Barber. The
company also owns WMER/Merldian,
MS. DePriest also owns WKOR-AM &
FMI/Starkville, MS.

SELLER: WTMX Inc., owned by J.A.
and Emma Baxter, Steven and Cyn-
thia Foutch, and Raymond Akin.
FREQUENCY: 106.3 MHz

POWER: 3 kw at 300 feet

FORMAT: Station is dark

KLDZ/Lincoln
PRICE: $2.4 million
BUYER: Ronald Kempff, who also
owns WKKIl/Celina, OH.
SELLER: Tandem Communications
Corp., owned by Harley Lampman,
Ray Farrington, Lee Thomas, and
Tom Barker.
FREQUENCY: 95.1 MHz
POWER: 50 kw at 268 feet
FORMAT: Gold
BROKER: Cecil Richards Inc.

.-

WMTKI/Littleton

PRICE: $87,500 for 50%

TERMS: Cash

Buyer: Kathieen Pancoast of White
Mountain FM inc.

SELLER: Thomas Pancoast
FREQUENCY: 106.3 MHz

POWER: 115 watts at 1256 feet
FORMAT: Country

COMMENT: This transaction is pursu-
ant to a divorce settlement.

W

WPZX/Oswego (FM CP)
PRICE: $100,000

TERMS: Cash payment of $38,000
and consulting agreement valued at
$62,000.

BUYER: Oswego County Communi-
cations Inc., owned by C. Paul Landis
of Pound Ridge, NY.

SELLER: ADM Communications inc.,
owned by Michael George. He is the
sales manager of WJET-TV/Erie, PA.
FREQUENCY: 96.7 MHz

POWER: 3 kw at 300 feet

BROKER: Ray Rosenblum of Pitts-
burgh

WEGO/Concord

PRICE: $300,000

TERMS: Buyer to pay cash at closing in
amount equal to difference between
$300,000 and closing balance of
promissory note currently valued at ap-
proximately $196,322. Buyer also to
assume payment of note.

BUYER: Pledmont Crescent Com-
munications Inc., owned by Charles
Hicks, Willilam Rollins, and Robert
Hilker. They also own WABZ/Alber-
marle, NC. Hilker and Rollins also own
WJJJIChristiansburg, VA; WVVV/
Blacksburg, VA; WDIX & WORG/
Orangeburg, SC; WSTX-AM & FM/
Christlansted, VI; WCGC/Belmont,
NC; and WNYR & WPIQ/Brunswick,
GA.

SELLER: Cabarrus County Broad-
casting Corp., principally owned by
Marsha Hicks.

FREQUENCY: 1410 kHz

POWER: 1 kw daytimer

FORMAT: AC

COMMENT: This station sold for
$200,000 in September 1986.

KPMA/ARamont (FM CP)
PRICE: $10,000

TERMS: Cash

BUYER: William Zawila and Jay Ste-
vens d/b/a Western States Broad-
casting, of Garden Grove, CA. Zawila
owns KKFO & KNGS/Coalinga, CA;
KWSA/West Klamath, OR; and a new
AM CP at Templeton, CA.

SELLER: Peter Moncure
FREQUENCY: 101.3 MHz

POWER: 100 kw at 321 feet

WVAM & WPRR/Altoona
PRICE: $1.6 million

TERMS: Cash

BUYER: Music Broadcasting Inc.,
owned by Beth Gunton of Hunting
Valley, OH. She also owns WMGW &
WZPR/Meadbville, PA.

SELLER: Progressive Broadcasting
Co. Inc,, owned by Altoona surgeon
Dr. Augusto Dalerme.

FREQUENCY: 1430 kHz; 100.1 MHz
POWER: 5 kw day/1 kw night; 3 kw at
300 feet

FORMAT: Country; CHR

COMMENT: Progressive purchased
this combo in March 1986 for
$850,000.

KIJV & KURO/Huron

PRICE: $650,000
TERMS: Cash payment of $400,000.
Noncompete agreement valued at
$250,000, to be paid in 100 equal
monthly instaliments of $2500.
BUYER: Dakota Broadcasting Inc.,
owned by Raymond Lamb of Fargo,
ND. Lamb also owns KBRK & KGKG/
Brookings, SD, and KFDC & KVFD/
Fort Dodge, 1A.

SELLER: James Valley Broadcast Co.
Inc., owned by Marshall Johnston.
FREQUENCY: 1340 kHz; 92.1 MHz
POWER: 1 kw; 3 kw at 185 feet
FORMAT: AC; CHR
BROKER: Dale Cowle

KDDD & KMRE/Dumas

PRICE: $175,000

TERMS: Cash

BUYER: Lone Star Broadcasters Inc.,
owned by James Speegle, George
Chapman, A.C. ‘“‘Bub’’ Smith, and
Richard Khoury.

SELLER: Dumas Broadcasters Inc.,
owned by Ken Duke, Alfred Tremble
and Modene Tremble.

FREQUENCY: 800 kHz; 95.3 MHz
POWER: 250 watt daytimer; 3 kw at
260 feet

FORMAT: Country; AC

WSPV/Buffalo Gap (FM CP)
PRICE: $280,000

TERMS: Escrow deposit $25,000, ad-
ditonal $170,000 cash at closing.
Three-year noncompete agreement
valued at $85,000, payable in quarter-
ly installments at interest rate of ten
percent.

BUYER: Tschudy Communications
Corp., owned by Earl Judy Jr. The
company also owns WALI & WROG/
Cumberiand, MD; WBRJ & WEYQ/
Marietta, OH; WMQC/Westover, WV;
and WCRO/Johnstown, PA. Judy per-
sonally owns WSIG-AM & FM/Mt.
Jackson, VA.

SELLER: Erika Broadcasting Inc,,
owned by Digby Solomon, Digby A.
Solomon, and Carmela Solomon.
FREQUENCY: 105.5 MHz

POWER: 3 kw at 310 feet
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NAB
Continued from Page 1

Rep. Billy Tauzin (D-LA)
urged broadcasters to use the
Doctrine as a tradeoff to com -
promise with Congress, since
the policy’s constitutionality
ultimately will be decided by the
courts. Rep. Thomas Tauke (R-IA)
countered by saying giving up the
Fairness battle would be a mistake
because it would encourage Con-
gress to write it intolaw — and that
move would harm court
challenges.

At a session on grass-roots lobby-
ing, three Congressmen urged ra-
dio executives to forge a relation-
ship with their elected representa-
tives. Rep. Jack Fields (R-TX) ad-
vised broadcasters to couch their
lobbying arguments in favor of
what’s best for the public, not
what’s best for broadcasting.

B

Radio broker Gary Stevens eméed
the radio convention’s panel on radio
station trading.

NTIA To Urge Total
Content Dereg

National Telecommunications &
Information Administration chief
Al Sikes tipped broadcasters that
his agency will soon call for a five-
year experiment to test total con-
tent deregulation of the radio in-
dustry. While giving few details
about “Telecom 2000,” a sweeping
review of US communications poli-
cy slated for release in early Oc-
tober, Sikes said obscenity and in-
decency curbs would remain but
most other content restrictions —
including ‘the equal time rule for
political candidates — would be
tossed out. He also vigorously
defended last year’s axing of the
Fairness Doctrine, saying, “I have
yet to see a list from anybody, in-
cluding the most vehement critics
of elimination, that states what
bad things have happened.”

Patrick Wants Duopoly
Rules Lifted

During a sparsely-attended one-
on-one session between FCC Chair-
man Dennis Patrick and Fritts,

Patrick said current radio owner-
ship rules are ‘arguably too
restrictive” but added that broad-
casters will have to help push
changes through Congress and the
FCC.

Patrick said ambiguity is “in-
herent”’ in obscenity and indecency
issues and advised broadcasters to
“consult very carefully with your
counsel.” He added that ‘‘there
seems to be a conflict developing”
between the courts and Congress
on the issue of indecency. The
courts have told the Commission to
consider a late-night ‘‘safe harbor”’
while Congress seems to be moving
toward an outright ban, which
Patrick said would be “constitu-
tionally suspect.”

Soft Diary Pays Off

The Committee On Local Radio
Audience Measurement (COL-
RAM) suggestions incorporated in-
to the redesign of the Arbitron
diary will pay off in higher quality
data and better response rates, ac-
cording to panelists at the “Hard
Facts About A Soft Format Diary”
session. The “soft format” diary
lacks daypart dividing lines and
times other than start and end
times, has been made more ap-
pealing visually than the current
diary, stresses that all listening be
recorded, and simplifies the re-
cording of long entries.

The simplest advice offered at
the “Jokes, Trick Phone Calls, And
Libel” panel was that stations
should heed the FCC’s consent re-
quirement: consent must be given
by a person who is called before the
call is put on-air and before a tape
starts rolling. Panelists stressed
that it was not permissible to get
consent after the fact, and that a
violation could result in a fine of up
to $20,000 and a violation notice
from the F'CC which could be used
as evidence later in a libel/slander
action.

During the “Using Program-
ming Consultants’ panel, McVay
Media’s Mike McVay offered a
checklist of “don’ts” to keep in
mind: “Don’t hire a consultant if
you’re not going to listen to him, if
you have sensitive feelings, if you
assume he’ll mean a total fix is in,
if you’re going to be combative, if
you want a PD, or if you want him
to ‘handle’ the PD.” Malrite Pro-
gramming VP Jim Woeod, who said
his company employs 47 consul-
tants, joked, “We believe anybody
from out of town is always right. If
youre from out of town and we
haven’t paid you yet, stop by.”

“Dirty Tricks” At

Programming Sessions

In an unusual session dubbed
“Guerilla Warfare,” three pro-

Broadcast Investment Analysts President Tom Buono (I) and Kagan Media finan-
cial analyst Bishop Cheen discussed the current radio station trading climate
during the NAB radio convention.

NAB President/CEQ Eddie Fritts presents the National Radio Award to former

ABC Radio President Ben Hobemnan.

grammers hidden behind a curtain
spoke through voice-distorting
microphones to give the SRO
crowd a lesson in “dirty tricks.”
Among the PDs’ nastier sugges-
tions: bid up the rights to a sports
contract a competitor views as
critical to his success, pay the com-
petition’s low-paid overnight or
substitute jocks to act as in-
formers, and demoralize compet-
ing jocks by “offering them an
ungodly amount of money when
you know there is no way they can
get out of their contract.” The
tricksters cautioned that such tac-
tics will work only for a station that
is correctly programmed and pro-
perly positioned in the market.

“Making the Mornings,” moder-
ated by WHTZ (Z100)/New York’s
Ross Brittain, was highlighted by
the insights of Dave Maynard,
morning man at WBZ/Boston for
three decades. Maynard outlined
four keys for success for morning
jocks: be yourself, be informed on
local issues, take a few chances,
and always stay hungry no matter
how successful you become. “I've
never unpacked my bags,” he

quipped.

personality Willard Scott and
features Ritchie Havens perform-
ing custom music for various for-
mats.

e« At the “New Age Format
Room,” everyone expressed a
preference for the designation
“New Adult Contemporary” and
Cody/Leach Broadcast Architec-
ture cofounder Frank Cody said
NAC stations should ‘“‘stay the
course.” Satellite Music Network
VP/Programming Robert Hall ad-
ded, “The format is still crawling,
is just about to learn to walk, and
soon will be running.”

¢ Fewer than 50 people attended
a Saturday session in which NAB
presented conclusions from its
“RadiOutlook: Forces Shaping
The Industry” study. Among the
findings: the national economy is
in good shape, households are in-
creasing at a rate faster than the
population, electronic audience
measurement is at least five years
away, and there could be 12,000
radio stations by the mid-1990s.

« Major parties at the convention
included Emmis Broadcasting’s
“Float Your Boat” bash in Wash-
ington Harbor and ABC Radio’s
gala honoring Shadoe Stevens.

One of the poshest parties held during *‘Radio '88" was a bash hosted by Media
Venture Partners marking Its first birthday. Pictured are (I-r) brokers Elliot Evers,
Charles Giddens, Raymond Schonbak, Randall Jeffery, and Brian Cobb.

To compete successfully against
Urban-slanted CHR or “Churban”
stations, a panel of Urban PDs con-
cluded that Urban broadcasters
must continue to serve their com-
munities better than any station in
the market. “An Urban station
can't let its guard down in the com-
munity or a Churban will take ad-
vantage,” cautioned WJLB/De-
troit’s James Alexander.

In other convention action:

¢ A radio promotional campaign
themed “Radio. What would life be
without it?,”’ set to begin in
February, will be voiced by NBC

WwWWW.americanradiohistorv.com

discuss radio-only license legislation.

Reps. Billy Tauzin (D-LA) (I) and Tom Tauke (R-IA) met with NAB members to

Radio Flop

Continued from Page 1

When operational, the “Ultimate
Radio” will be the first receiver
featuring continuous digital tuning
from FM .to AM and adhering to
the National Radio Systems Com-
mittee standard for AM receivers.
It will feature a steerable antenna
capable of tuning out manmade in-
terference, reception capability for
the soon-to-be-added 1605-1705 kHz
expanded AM band, and AM stereo
circuits compatible with both the
Motorola and Kahn systems. The
set is meant for stationary home
use, and Sequerra said no plans are
underway to make a car model.

AM Expanded Band,
National Licensing

The future of AM radio was hotly
debated throughout the convention.
FCC Commissioner Patricia Diaz
Dennis, calling baby-boomers ‘“‘a
lost generation for AM,” said the
Commission must accept part of
the blame for creating ‘‘chaos” by
authorizing too many stations. She
voiced concern about a 1986 deci-
sion that allowed about 1000 com-
monly-owned AMs and FMs to si-
mulcast without restrictions.
“While every decision to simulcast
might make sense individually, I
am concerned about the cumula-
tive effect,” she said. ‘It reinforces
the idea that AM has nothing
unique or worthwhile to offer.”

Noting that ten new AM channels
between 1605 and 1705 kHZ will
open up in July 1990, Dennis said
she is reluctant to authorize *“lots of
low-power stations.” Instead, she
leans towards fullime 5kw and
10kw stations with a “legitimate
hope of serving more than their
local neighborhoods.” She said the
Commission has proposed to allow
a few large groups to dominate the
new AM channels with numerous
stations nationwide, but acknow-
ledged that the idea of national
licensing is unpopular with radio
broadcasters.

“AM Rally” panel moderator
Ron Frizzell of WLAM &
WKZS/Portland, ME urged AM
stations to adopt the National
Radio Systems Committee trans-
mission standards because ‘“‘when
it is applied, 80% of the people can’t
tell the difference from FM.”

In a lengthy Saturday session on
AM technical improvements, engi-
neer Ogden Prestholdt of A.D.
Ring & Associates said a test site
for NAB’s Reduced Skywave An-
tenna Project should be under con-
struction by next month and opera-
tional by the end of the year.
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The Strategic advantage:

RESEARGH
FVERY
WEEK

As a radio station, your music is the heart of your
product quality. When morning drive is over,
your music is the primary reason your listeners
listen to your station.

Great radio stations maximize the quality of their
product by testing their music on a regular basis.
Some stations test only their currents. Some sta-
tions test only their oldies. The most successful
radio stations test everything they play.

There’s a unique research program available
only from Strategic Radio Research that keeps you
in touch with your listeners every week of the year.
With our program, you’re always playing the best
possible music— currents, recurrents, and oldies—
because your music research is always in the field.

And because we’re in the field doing research
for you every week, you can also receive a com-
prehensive program of weekly perceptual research.

To request a research proposal for your station,
call Sue Bell, Director of National Sales, or Kurt
Hanson, President, today, at (312) 280-8300.

In our industry, gimmicks and “quick fixes”
abound. But keeping in touch with your listeners
on a weekly basis gives you an inarguably real,
long-term advantage. It improves your product, so
it helps you win.

Exclusively from

—— Y

V'V "W RESEARC

211 E. Ontario
Chicago, IL 60611
(312) 280-8300

wWwwwlamericanradiohistorv.com. —_—
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RR mMANAGEMENT

OVERVIEW

Why Office Romances Are On The Rise

t seems that a lot more than

paychecks and idle gossip

make the weekly rounds in
America’s offices. According to
“Sex And The Workplace,” a re-
cent book by Claremont Graduate
School psychology professor Bar-
bara Gutek, more than 80 percent
of US workers report having had a
“social-sexual”” experience while
on the job. What’s more as many
as 35 million US office workers
claim to have such experiences at
least once a week!

While many of these sexual en-
counters fall under either the
“quickie affair” or the ‘“harass-
ment”’ categories (joking, teasing,
touching), there has been an up-
swing in longer-lasting, office reia-
tionships. During the six years of
research that went into the book,

PHONE TIP

Taking The
Air Out Of
Wind Bags

w chances are your

istaners or Gales  accounts
aren’t connecting. So, how can
you get thase lang-winded lag-
gards off the line and put
yourself back on the clock?

According to the Lake Forest,
iL-based Exsculims newslet-
ter, you can cul these towers of
babble down to size by keeping
your ‘mauth shut, i.e., by not
asking unnecessary questions.
A held tongue breaks the con-
vergation long enough for a
quick recap and a “thank you”
to the caller, thus giving you
time to get set for the next aural
assauft.

hen flapping lips foul

Gutek discovered at least four pri-
mary causes for this increase in
job-related romances.

¢ Changing Demographics: In
1960, the US workforce was made
up of 34% women and 66% men. By
1980, the percentages had shifted to
42% women and 58% men. This
trend is even more pronounced in
the professional/managerial job
category, as the percentage of
women holding such jobs increased
from 16% to 26% between 1970
and 1980.

Thus, as more and more men
and women work alongside each
other as equals than ever before,
the resulting shared proximity,
motives, and work-group charac-
teristics have spawned a rise in
job-connected romances. In addi-
tion, such factors as the natural ex-
citement that surrounds stressful
or challenging careers as well as
the escalating nature of congratu-
latory hugs and kisses can ferry co-
workers into the tunnel of love as
well.

o Less Leisure Time: A recent
Harris poll found that the number
of hours worked that Americans
work has increased by 20% since
1973, while their leisure time as
declined by 32%. Furthermore, the
Harris survey shows that the pro-
fessional or salaried workers now
spend an average of 52.3 hours per
week on the job. The result is that
more people are falling in love with
fellow employees because there is
less time to develop love relation-
ships outside the workplace.

e New Attitudes Toward Dating:
Traditional notions of dating have
suffered as people choose to stay
out of the public eye during their
time away from the office. There-
fore, the workplace — with its ease
of access and minimal expense —
becomes a prime hunting ground
for the lonely-hearted.

¢ Media Reinforcement: Not only
has America’s time spent watching
television increased, there has also
been a corresponding rise in pro-

/_

NATIONAL
BROADCASTING SCHOOL

W

Seattle
Sacramento

e Tape Mailed Same Day! e You Call:

Portland (503) 242-3235
Rusty Kimball

Las Vegas (702) 737-9400
Dennis Mitchell

14 = R&R September 23, 1988

Hollywood (213) 463-2492
Terry Flood

Sacramento (916) 487-2346

Seattle (206) 587-2346
Terry Draper

George Allen

gramming content that reinforces
job-related affairs. Such successful
shows as ‘“Moonlighting,” ‘“Hart
To Hart,” “L.A. Law,” “Reming-
ton Steele,” ‘“Hotel,” “Dynasty,”
and ‘“Cheers” feature plots that
revolve around romantic relation-
ships among co-workers.

Psychologists also charge that
other, more subtle factors, such as
TV’s encouragement of viewer im-
maturity — manifested in the in-
ability to make such adult deci-
sions as to say no and mean it —
nurture the idea that co-workers
are natural romantic mates.

Despite this rise in on-the-job
relationships, it is not a practice
that US businesses care to see
become a social norm. A corporate
America that has yet to come to
terms with sexual harassment is
hardly able to deal with the spread
of office romances.

The addition of sex in the
workplace may undercut a cor-
poration’s control, order and
power, but — like it or not —
Americans’ blending of profes-
sional and personal lives has
become a reality that’s definitely
here to stay.

e e L
s N

Seven Rules

very company has certain

rules that every employee

must follow. What some
people fail to realize, however, is
that there are certain — often un-
spoken — rules that every manag-
er should follow to make him a bet-
ter leader. After surveying various
managers around the country, Na-
tion’s Business magazine recently
published the following seven rules
for strong managers:

* Don’t “Hem And Haw.” It’s
important to confront problems
and deal with them immediately. A
boss who stalls causes a lot of
stress and grief for his staff. Let
them know that your decisions are
not arbitrary, but based on logic.

Do It! If you tell your staff that
something will be done, make sure
that it gets done. Never make
promises you can’t keep.

e Don’t Make Policy Into A
Crutch. It’s important not to hide
behind company policy, using it as
the sole excuse for an unpopular
decision or rule. One chief exec
suggests that all managers say
“This is company policy because

. 7 (If you can’t finish the
sentence with a satisfactory rea-
son, perhaps it’s time to modify or
eliminate the policy.)

e Criticism Is A Two-Sided Coin.
Try to include praise along with
criticism. Even if someone is doing
something wrong, there surely
must be something they’re doing
right. Never criticize someone in
front of other employees.

» Gather Support For Changes.
People will often resist change, but
the more you let them take part in
a new project, the more they will
support it.

www.americanradiohistorv.com

adio buys currently sing

Rto the tune of between
ten and 11% of all mon-
i ies spent on measured media
i advertising. A recent communi-
| cations industry forecast pre-
| pared by NYC-based Veronis,
# Suhler & Associates Inc.

i outlines radio’s share of all mea-
# sured media advertising during
i the past decade, as follows:

Nst7 Radio

Local

Radio’s Redio’s Total
Share  Share Share
8.0% 2.2%10.2%
81 22 103
78 21 99
79 2.2 1041
8.0 23 103
82 22 104
7.7 241 9.8
76 21 9.7

;5 7.9 2.2 1041

. 1988 80 21 1@

© 1987 80 19 99

: Source: Veronis, Suhler & Associates

McCann-Erickson, Wilkofsky
Gruen Associates

# Your
L1977
i 1978
i 1979
& 1980
§ 1981
§ 1982
@ 18983
. 1884

1985

R e 2
i i 12 5

For Strong Managers

e Don’t Put On Airs. Since a
leader’s success is based on the
success of the people he super-
vises, arrogance and pomposity
‘will always backfire by undermin-
ing your staff’s confidence. Con-
spicuous “status symbols” such as
private bathrooms, dining rooms,
and the like only create resent-

Spot Stations’ i

SALES TIP

Ask Your
Clients
To Think

simple ‘yes’” or ‘no”
doesn’t always: work in
business dealings, which is

why the Syracuse, NY-based Pres-
ton-Hall Inc. firm suggests the
following sales tip:

When trying to sell an idea, prod-
uct, or service, you should ask
questions that force the other per-
son to respond at length. For exam-
ple, instead of asking “Did you see
the literature I sent you?,” you
should ask the prospective client
“What did you think of the litera-
ture I sent you?”’

Perhaps the ultimate example
wotld be to forsake ‘“You wouldn’t
want to buy this, would you?” (the
worst sales approach imaginable)
for “How many would you like to
buy?”

Sales Strategy
Will Return

Chris Beck is on vacation.
His Sales Strategy column will
ratum in two weeks.

s

ments.

¢ Promote From Within. You
hired them, so show your confi-
dence in them. Turnover will also
be greatly reduced if those at the
bottom have some hope that they,
too, can work their way up the cor-
porate ladder.

® September 17 - October 2 —

Summer Olympics. Seoul,
South Korea.

©® September 20-22 — Satellite
Communications Users Confer-
ence. Las Vegas Hiton. Las
Vegas, NV

©® September 22-25 — Society
Of Broadcast Engineers Third
Annual National Convention
Denver Convention Center
Denver, CO

©® September 23-27 — interna-
tional Broadcasting Convention
Grand Hotel & Brighton Center.
Brighton, England.

@ September 29 - October 1 —
Foundations Forum '88 Hard
Rock/Heavy Metal Convention.
Sheraton Universal Hotel. Los
Angeles, CA.

® October 4-5 — National &
American League Champion-
ship series begin. (NL 10/4; AL
10/5).

®Week Of October 10 —
World Series begins. National
League park.

® October 10 — CMA Awards
Opryland Hotel. Nashville, TN
® October 11 — BMI Country
Awards. Tennessee Performing
Arts Center. Nashville, TN

T, s S R A e R e

e e

@ October 11-16 — National
Black Media Coalition 15th An

niversary Conference. Adam'’s
Mark Hotel. Houston, TX.

® October 12 — ASCAP Coun-
try Awards. Opryland Hotel,
Nashville, TN

@ October 26 — Kagan Semi-
nar: Radio Station Acquisitions
New York Heimsley Hotel. New
York, NY

® October 27-30 — Eighth An-
nual CMJ Music Marathon Con-
vention. Vista Hotel. New York,
NY .

® November 11-13 — Young
Black Programmers Coalition
Annual Meeting. Houston, TX.

AR A T R e R A W T SR

@ November 30 - December 3
— RTNDA Annual International
Convention. Las Vegas Con-
vention Center. Las Vegas, NV.
® January 28 - February 1,
1889 -— National Religious
Broadcasters 44th Annual Con-
vention. Sheraton-Washington
and Omni Shoreham Hotels.
Washington, DC

® February 2-5, 1989 — RAB
Managing Sales Conference,
Loews Apatole Hotel. Dallas,
X

T T LT

§
1
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Onthe
Conceptual

Sell..

Radio stations must be sold on
their merit, not on their numbers.
Numbers come and go . . . concepts
remain constant.

It is perceptions we are selling,
it is opinions we are forming. Our
job is to educate the buying
community, to convince them to
buy radio — not numbers.

At Durpetti & Associates,
we feel that this conceptual
approach to selling radio results
in more effective advertising
decisions and higher shares for
our client stations.

Peggy Kafka
Account Executive

New York Office | X8

L

DURPETTIGASSOCIATES

A Commitment To Excellence

5 AN INTEREP COMPANY
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Classic Rock - AOR

Critigues, Motivation,
Market Analysis, Elc.

TRAVEL EVENT
PROMOTIONS

We specialize in sending contest win-
ners to the most exciting concerts
and prestigious events around the

world...
u2

SYONEY, AUSTRALIA
JANUARY 23-31, 1989

DIRECT MAIL &
TELEMARKETING

Direct Listener Motivation™" will
increase your ratings. Direct Mail and
telemarketing designed and tested by
consuitants for success.

® Customized direct mail

o Telemarketing

o Total support from start to finish
e Documented resuits sinte 1979

£

BROADCASTING
UNLIMITeED

35 Main St. » Wayland, MA 01778
(508) 653-7200
Tony Franceschelli
Eric Corwin
Jay Williams, Jr.

RESEARCH
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OAVE ROBERTS, Ph0 DAVE COOKE

President Vice-President

Serving a select clientele of -news, talk, and
music stations with a complete and custom
program of research, product, and marketing
consultation.

® Focus Groups

® Perceptual & Tracking Studies

® Format Viability Analysis

® Music Testing

DAVE ROBERTS ASSOCIATES
116 Marguerite Avenue
MIil Valiey, CA 94941
(415) 381 -8168

Specializing in:

® PD TRAINING

MORNING SHOW REPAIR
STATION RE-POSITIONING
MEDIUM & SMALL MARKETS
MULTI-STATION GROUPS

NO INDUSTRY FANFARE

CONSULTANTS
1242 Third Street, Suite 202
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(213) 394-4295 o
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OVERVIEW

o

The Tempts: The Way They Did
The Things They Did

ure, the Supremes may have

been bigger, and the Jack-

sons may have gone on to
make more money. But anyone
who grew up in Detroit during the
’60s will recall that it was the
Temptations who could outsing,
outdance, and outdress any act in
sight. Those early, innocent days of
Motown and such unforgettable
hits as “My Girl,” “Just My Im-
agination,” and ‘“Cloud Nine” are
captured in yet-another book —
this one titled “Temptations™ (Put-
nam; $17.95, hardcover), wriften
by founding (and current) member
Otis Williams.

Coming on the heels of Michael
Jackson’s autobiography, Wil-
liams’s book (written in collabora-
tion with Patricia Romanowski)
covers a lot of the same turf. And

Nielsen To
Monitor
VCR Viewing

his month, the Nielsen tele-

vision ratings service began

keeping tabs on videocas-
sette viewers. Using specially-cod-
ed cassettes, the Nielsen Home
Video Index will attempt to deter-
mine not only who’s watching vide-
ocassettes, but also what they’re
watching.

The new service will report
everything from whether or not
viewers fast-forward though the
credits to how many times the
same tape is watched. Nielsen
plans to have the video monitoring
equipment in 1000 of its 4000 homes
by the end of October.

®COCKTAIL (Eiektra)

Kokomo/Beach Boys

®COMING TO AMERICA (Atco)
Single: Addicted To You/Levert

CURRENT

®A NIGHTMARE ON ELM STREET 4 (Chrysalis)
Featured Artists: Divinyls, Blondie, Vinnie Vincent

Singles: Powerful Stuff/Fabulous Thunderbirds

at slightly more than 200 pages, it
isn’t that much more in-depth than
“Moonwalk’ was.

Unlike Jackson’s book, however,
which tended to gloss over the
items that didn’t fit into Michael’s
rose-colored view of the world,
Williamsdoes examine some of the
darker aspects of his group’s
career. Those moments include
Motown’s infamous short-shrifting
of its artists, Paul Williams’s
aleoholic decline and subsequent
suicide, and David Ruffin’s inflated
ego and prima donna attitudes,
which led to his firing from the
Tempts on two different occasions.

On the other hand, Williams also
celebrates the many joys that have
been part of his years in the music
biz. He traces the Tempts’ history,
following them from the Detroit
street corners (where everyone
was a member of a gang) as Otis
Williams & The Siberians and the
Primes, both of which eventually
evolved into one of the greatest
soul vocal groups of all time. We
see the birth of Hitsville USA and
its incredible stable of stars. And
we travel on the bus during those

e
'

the Rays. (Street date: 9/28).

Don't Worry, Be Happy/Bobby McFerrin (EMI-Manhattan)
Rave On/John Cougar Mellencamp
Other Featured Artists: Georgia Satellites, Ry Cooder, Starship
O®MARRIED TO THE MOB (Reprise)
Featured Artists: Debbie Harry, Sinead O’Connor, Feelies

Other Featured Artists: Cover Girls, Nona Hendryx, System

®STEALING HOME (Atlantic)

Single: And When She Danced /Marilyn Martin & David Foster
Other Featured Artists: Jerry Lee Lewis, Nylons, Four Seasons

®CADDYSHACK Il (Columbia)

Singles: Nobody's Fool/Kenny Loggins

Heart Of Glass/Tamara Chaplin

Other Featured Artists: Cheap Trick, Lisa Lisa & Cult Jam

wiFull Force

UPCOMING

® THE COURIER

Featured Artists: U2, Declan McManus, Hothouse Flowers

®BUSTER

Single: A Groovy Kind Of Love/Phil Collins (Atlantic)
Other Featured Artists: Four Tops, Hollies, Dusty Springfield

®SCHOOL DAZE (RCA/Columbia)

Director-screenwriter-actor Spike Lee adds composer’s credits for this
follow-up to “She's Gotta Have it.” While Lee wrote most of the musical
score for this offbeat comedic look at black coltege life, the film’'s EMI-
Manhattan soundtrack also included “Da Butt” — a BIG hit forE.U. — as
well as tunes from the likes of Phyllis Hyman, Pieces Of A Dream, and

legendary Motown tours, complete
with a 14-year-old Stevie Wonder
continuously blowing his harmoni-
ca in the back row.

Although far from definitive —
much of this is basically the story
of Otis Williams’s life — ‘“Tempta-
tions” nevertheless provides an
entertaining account of Motown'’s
glory years, not to mention an act
that was able to take us from sun-
shine on a cloudy day to psychedel-
ic shacks.

NEW THIS WEEK L

| WEEKEND BOX OFFICE
SEPTEMBER 16-18

1 A Fish Called
Wanda (MGM/UA)
2 Die Hard
(20th Century Fox)
3 Moon Over Parador
(Universal)
4 A Nightmare
On Eim Street 4: The
Dream Master (New Line)

$2.55
$2.54
$2.4

$2.2

5 Who Framed $2.08
Roger Rabbit (Buena Vista)

6 Betrayed $2.07
(MGM/UA)

7 Young Guns $1.9
(20th Century Fox)
8 Cocktall
(Buana Vista)
9 Married To The Mob $1.39
(Orion)
10 Coming To America $1.30
(Paramount)
All figures in millions
Source: Exhibitor Relations Co.
COMING ATTRACTIONS: No
new, music-related films on tap
this weekend. Shave your fa-
vorite cat instead.

$1.8

WAWW. americantadiohistorv-com

TOP TEN SHOWS
SEPTEMBER 12-18

1 A Ditferent World

2 XXIV¥ Summer Olympics
(Sunday, 9/18)

3 CBS Sunday Night Movie
(“Rockabye”)

The Cosby Show (tie)

5 NFL Monday Night Footbail
{Dallas Cowboys vs.
Phoenix Cardinals)

6 60 Minutes

7 Barbara Walters Special

8 Murder, She Wrote

9 XXIVY Summer Olympics
(Opening ceremonies,
Friday, 9/16)

10 ALF

Source: Nielsen Media Research

Al show times are EDT/PDT unless
otherwise noted; subtract one hour for
CDT. Check listings for showings in the
Mountain Time Zone. All listings subject to
change.

e WHAT'D | SAY, RAY:
Viewers can catch a little break
from Seoul with some real soul
when the Genius, Ray Charles,
is featured on “Good Morning
America” (ABC, Thursday,
9/29, 7am).
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OUT OF SIGHT, BUT STILL IN
VIEW — Ladies and gentlemen

. . . Ray Charles.

OUT OF THE SANDBOX, ON-
TO THE TUBE — Bran Wilscn,
the Godfather Of Surf.

*sHITTING THE HIGH
NOTES: Influentiai '60s artists
Brian Wilson and Frankie Valll
& The Four Seasons will per-
form on “Live! Dick Clark
Presents” (CBS, Wednesday,
9/28, 8pm). Wilson is schedul-
ed to sing two songs from his
self-titted Sire/Reprise LP
(“Love And Mercy” and "“Night
Time”), while Valli and compzny
wilt deliver a medley of their
greatest hits.

« DEBBIE FLIPS FOR HOL-
LYWOOD: Teen dream Debbie
Glbson struts her stuff for DJ
Hollywood Henderson and
company on “Flip!” (CBS, Sat-
urday, 9/24, 10:30pm).

e ALIL’ BIT COUNTRY: Sev-
eral big-name country artists will
sit a spelt (and perform, too) on
the Nashville Network's 90-
minute, five variety show “Nash-
vile Now"” (8pm ET; 5pm PT).
Appearing this week are Can-
yon (Monday, 9/26), Glen
Campbell and Holly Dunn
(Tuesday, 9/27), and Moe Ban-
dy (Wednesday, 9/28).

AWARD WINNING*

Public
With

Service
Heart

Health is a hot topic. The Heart of the Matter is a
hot radio series that deals with heart, heaith, and
quality of life issues. And its free.

The Heart of the Matter brings your listeners

credible professionals from sources such as Johns
Hopkins, NIH, and the National Cancer Institute. They
talk about everything from heart attack prevention, to
AIDS, to nutrition and sports medicine.

You can choose the daily 44 minute program, or
the 29 minute weekly magazine version.

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

DIAMOND COMMUNICATIONS, INC.

2835 SMITH AVENUE, SUITE 205, BALTIMORE, MD 21209

*Gold Medal Winner
1988 Intemational Radio Festival

September 23, 1988 RaR m 17


www.americanradiohistory.com

OVERVIEW

A
e S e e O S B

e

e e R R e

B S R
At o e LR e

) A

YOU ARE WHAT YOU EAT?

Latest Food For Today’s
Fast-Paced Lifestyles

ith today’s fast pace of
Wlife, the average Ameri-
can wants to spend as lit-

tle time in the kitchen as possible, a
phenomenon that has sent the US
market for frozen and prepared
foods soaring. In fact, the market
for controlled-packaged food now
stands at $1 billion a year, a figure
that’s expected to triple by 1991.

Recently, this industry has seen
a boom in new packaging technolo-
gy that’s designed to improve taste
as well as freshness. Some of the
more interesting developments in-
clude:

e Modified Atmospheres: The
Chicago-based Redex Inc. has
come up with a type of packaging
called “micro-atmospheres’’ that
rely on special plastic wraps,
trays, and injected gases to keep
food fresh. The wrap, for instance,
can extend the shelf life of baked
goods from one week to more than
three months. It can also keep
meat fresh in the refrigerator for
weeks.

e Oxygen Eliminators: Other
companies are working on pack-
ages that keep certain gases in,
while allowing others to escape.
General Electric Plastics, for in-
stance, is developing an ultra-thin,
glass-layered, plastic container
that keeps oxygen (the main cul-
prit in food aging) out. Air Pro-
ducts & Chemicals Inc. is using
florine gas to create a Teflon-like
surface that cuts flavor loss, and
General Foods Corp. is currently
test-marketing Kool-Aid in collap-
sible, bellows-type bottles that
reduce flavor loss resulting from
oxygen in beverages.

e Microwave Improvers: Com-
panies are also developing pack-
ages that will improve microwave-
ready foods, which presently can
be heated, but not browned. Syd-
ney, Australia-based Leigh Mar-
don Ltd. has come up with a
“susceptor” wrap called ‘“Micro

Crisp”’ that traps microwaves and
focuses them on the outside of
foods. The wrap will be available in
the US later this year. Meanwhile,
both Wright Brand Foods Inc. and
Geo. A. Hormel & Co. are presently
test-marketing microwave bacon
packages that not only brown and
crisp the strips, but also soak up
virtually every drop of grease on a
pad underneath.

¢ A Complete Meal In One: For
those who would like to microwave
all their entrees together at the
same time, Alcan Aluminum Ltd
has developed a domed lid that
uses clusters of aluminum “anten-
nae’’ to steer heat to specific areas
of a microwave meal. For exam-
ple, the system can heat up a
frozen entree, while keeping the
ice cream that’s sitting next to it
rock hard. Unfortunately, the

e
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system is presently so expensive
that the company hasn’t been
able to sell it to food packagers
yet.

¢ “Doneness’’ Indicators: How-
ever, the new food packaging that
will immediately become the most
prevalent lies in the realm of
“doneness” indicators. Developed
by 3M, one version features a blue-
and-white paper inside a plastic
capsule at the top of a package. As
the food heats, steam warms the
indicator, causing the blue to melt
and spread over the window. When
the white disappears, it’s ‘“come-
and-get-it!” time. ConAgra Con-
sumer Frozen Food Co. has al-
ready introduced the indicator on
29 Armour frozen dinners, while
Campbell is planning to include the
system on its ‘“Le Menu” line of
frozen meals.

Fans Favonte Sports

most Americans are at least

interested in good sports —
especially the ones shown on
broadcast and cable television. On
a typical weekend, 72 million
couch-coaches across the US watch
at least one competitive event. Ac-
cording to the New York City-
based Roper Organization, nearly

If not good sports themselves,

Born To:

WYHY (Y107)/Nashviile air
personality Hollywood Hendrix,
wife Kim, son Levi, September
6.

Marriages:
KEKB/Grand Junction, CO

afternoon driver Ed Chandler to

Brenda Thomas, September

10.
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a quarter of all Americans show at
least a moderate interest in each of
12 sports.

Professional football generates
the greatest enthusiasm, with 35%
of the fans saying they’re “very in-
terested.” However, an additional
2% claim a “moderate’ fondness
for pigskin.

Major league baseball has the
greatest overall ‘“moderate in-
terest” (60%). Nevertheless, only
28% of the fans surveyed say
they’re “very interested” in the na-
tional pastime.

Attentions shift to campus are-
nas for third and fourth-place con-
tenders, as collegiate football and
basketball each attract 2% of the
sporting crowd.

Less attractive, but still showing
a significant level of interest are:
professional basketball (20% ), box-
ing (14%), auto racing (12%), and
golf (9%).

&  The buying and selling of ath-
% letic footwear continues to be
| one of the decade's biggest
§ marketing feats. According to
recent industry reports publish-
¢ edin USA Today, 1988 sneak-
& er sales are expected to hit the
¢ $3.8 bilion mark. That's up
& more than a half-billion from last
. years totals, which are listed
alongside the top ten brands

T ———

i below.
& Brand 1987 Sales
(In miilions)
Reebok $990
Nike $571
Converse $250
. Adidas $175
Avia $150
New Balance $105
Etonic/Tretorn £82
Fila 574
L.A. Gear 572
ASICSITiger 569
Source: Sports Management News
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Phone
Service
Approval
Rises

hen it comes to telephone

service, 51% of Ameri-

cans say they get either
an “excellent” or “good” value for
their dollar. According to a recent
survey conducted by the NYC-bas-
ed Roper Organization, this is a
14% increase from the 37% who
gave the service a positive rating
in the aftermath of Ma Bell’s
breakup back in 1985.

With 51% of the US consumers
surveyed handing out high marks
for the value of long distance ser-
vice, and a slightly higher number
(52% ) rating their local service as
good or excellent, phone services
now stand in second and third, re-
spectively, on a list of 13 basic con-
sumer services.

Incidentally, mail service — fea-
turing the ever-popular 25 cent
stamp — topped the list.

Americans Spend
$10 Billion On Pets

merica has always had a
Alove affair with its furry
four-legged friends, but re-
cently pet ownership has skyrock-
eted. According to the latest
figures published in the Washing-
ton, DC-based Trend Letter, a
record 61% — 52.5 million — of all
US households own at least one pet.
In fact, it’s estimated that the total
amount of money Americans
spend on pets currently stands at
$10 billion per year and climbing.
Ironically, after many years as
the dominant domestic pet, dogs
may no longer be “man’s best
friend,” as cats presently out-
number canines, 56 million to 52
million.

Some fine feathered friends —
namely, birds — run a close third
at approximately 45 million. Mean-
while, exotic pets are also gaining
in popularity, with sales of snakes,
lizards, frogs, and the like reaching
$23 million in 1987, with a projected
$25 million for this year.

People are also getting weirder
in their pet choices, with llamas —
Michael Jackson, call your office!

— macaws, and African pygmy
goats gaining in popularity.
Perhaps the biggest growth
market, however, is fish. Sales of
pet fish passed the $222 million
mark last year, with the number
of home aquariums topping 10
million.

Thursday, October 27, 1088

College Rodio: Present & Future—
An extensive all-day workshop ond
symposium covering the most cruciol
aspects of college radio in the "80s
and beyond.

Friday and Saturday,
October 28 - 29, 1988

Keynote Address

Music As A Social Force:
The Struggle For Human Rights

Talkin’ About A Revolution:
The New Artist Explosion

Surviving & Thriving As An
Independent Record Label

New Directions In Jozz Programming

tional Artist Develop
Non-Domestic Products & Ponons

Country Workshop

Cultural Meltdown: integration Of Non-Rock
And World Musics Into The Underground
And Beyond

Maiors, Indies & The Growth Of
World Musics

The A&R Panel

The Retail Connection &
Independent Distribution

Visvally Marketing The New Artist
The Underground Video Workshop
Music Publishing

College Radio & The Community

CMJ

F
MUSIC MARATHON

Metal Marathon:
A series of ponels ond workshops thot
focus on hard rock ond heavy metal as
the musical force that it is.

Friday and Saturday,

October 28 -29, 19088

Metal And Radio:

The Alternative Market Explodes In ‘88

The Event: The Eighth Annual CMJ Convention
The Date: October 27 - 30, 1988
The Setting: The Vista Hotel, New York City
The Atmosphere: Intimate

The Point: "The Discovery & Development Of New Artists”

The New Artist In Performance:
The Rebirth Of The College Circuit

ARLINE DISCOUNTS: Coll Amarican
Airlines for special discount rate of 35% oft
regular coach tares. it you quality for o lower
tore. Ameran Airlines will discouni thot “ate
an additonal 5%

College Radio & The Alternative
Marketplace

Artist Management Getting Started: The New Artist

Print Media’s Role In Artist Development And The Recording Process

Pioneering Force Or Block-Heads?

Metal Press:
You Don’t Need Looks, Tolent Or
Brains. . . But You Do Need Press

Artist Development:
From Demo To Limo

Women In Metal:
Sexism: Not Just In The Lyrics

Self-Help Workshop:
How To Breok A Metal Band Without
Mego-Backing

We Have Not Come For Your Children. .
Or Have We?
Does Metal Deserve its Bad Reputation?

Metal Artist Panel:
Metal Gurus

Call 1-800-433- 1790
7 00 AM - 12-00 Mudmight Central Time,
any doy—Specity STAR File # 582974

The Rhythm Workshop From Fanzines To The Front Page

. ist E ter & Free For All

Successfully Marketing A New Artist: WD GG

Tying b Al Together HOTEL ACCOMMODATIONS:
Drscounted rates ot the Vista Hotel
Vista Hotel Rates: $125.00 single/ 