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Howard
Stern’s first
few days on
L.A. radio
caused quite a
ripple among
Southern Cali-
fornia media
watchers. The
East Coast
phenomenon, b
who broad- 5
casts on Infin- Howard Stern
ity Broadcasting's Classic Rock

Morning shows at radio stations across the nation have been treating listeners to live! reports of all sorts
of foolish feeding frenzies. For appetizers, we suggest WAZU/Dayton’s Wild Wally, captured suc-
cessfully bobbing for cow tongue (top left); followed by a fan of Mix 92. 1/Lansing’s Jonathon Wilde &
The Wilde Bunch, shown unsuccessfully bobbing for pickles (top right).

Qur menu of entree-level promotions concludes with KAFX/Lufkin, TX PD Randy Street spoonfeed-
ing morning dude Mike Austin, as he conducts his show immersed in a 200-gallon bow! of milk 'n’
cereal (bottom left); NRXL/Richmond's Jeff McKee & Jeff Beck showcasing the gastronomical
talents of Mort Hurt, pictured en route to breaking the world’s speed-eating record for cooked shrimp
{bottom center); and WPX Y/Rochester’s Gene Filiacci, Mark Cooper, and ND Joan Brandenberg, seen
surrounding the lucky listener who spent 98 minutes in a tub of spaghetti, marinara sauce, and
Parmesan cheese to win a pair of concert tickets. Gulp.

Radio Says ‘Maybe’ To Dunn

Controversial Song Slides After Artist’s
Precedential Request For Drops

Country radio has displayed
mixed responses to Warner
Bros./Nashville artist Holly
Dunn’s request that stations
stop playing her controversial
single, “Maybe I Mean Yes”
(R&R HOTFAX NewsFLASH
update, 7/26). Dunn’s move
came as a result of continuing
criticism from women’s groups
claiming the record encouraged
date rape.

Many stations have put the is-
sue to a vote, letting the lis-
teners decide.

* WUBE/Cincinnati had a
90% vote in favor (70% of the
calls from women), and is still
playing the record.

* WWWW/Detroit had an
86% favorable response and is

contemplating adding the song.

* WWKA/Orlando, despite an
87% favorable vote, has decided
not to play the record.

¢ KLLL/Lubbock reported a
60% unfavorable vote.

¢ In Nashville, WSIX con-
tinues to play the record; WSM-
FM has decided to honor
Dunn’s request and is no longer
playing the song.

¢ Country’s primary video
outlets, Country Music Televi-
sion and the Nashville Network,
have ceased playing the video.

Most stations that dropped
the record cited Dunn’s wishes
as the reason for their actions.

DUNN/See Page 25

Consultant
To Pay
Station

In what may be an industry
first, Burkhart/Douglas & Asso-
ciates has agreed to pay Capi-
tal Cities/ABC for the privilege
of consulting AOR KLOS/Los
Angeles.

Under the terms of the ar-
rangement, B/D & A will pay an
undisclosed amount to KLOS
for every tenth of a share the
station improves over the 4.5 it
posted in the spring '91 Ar-
bitron.

“We had to do this deal,” re-
marked B/D & A President
Dwight Douglas. “The station
didn't need a consulitant, but we
sure wanted them as a client.
There is a monetary return on
this investment for our firm, but

CONSULTANT/See Page 25

Format Performance Review
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Stern in L.A.: Sound,
Fury, Few Surprises

Mouthing Off

‘““We’re getting literally
thousands of phone
calls, which have been
running about 80%
negative.”’

—Andy Bloom

‘‘Howard will have a
major impact on white,
insecure, small-penised
18-24-year-old males.”’
—Jay Thomas

stations in New York, Philadel-
phia, and Washington, debuted
on Greater Media’s KLSX/Los
Angeles last week (7/25).
“We're right on schedule,”
remarked KLSX PD Andy
Bloom, who saic initial reaction
to the Stern show has been “ex-
actly what we expected, and
very reminiscent of what hap-
pened in Philly in '86 and Wash-
ington in ’88. We’'re getting liter-
ally thousands of phone calls,
which have been running about
80% negative.”
STERN/See Page 25

o

Now MTV’s
Seeing Triple
Music Channel To Offer

Three Signals Aimed At
Youth; Tests Begin Next Year

Amid the celebration of its
tenth anniversary, MTV an-
nounced Tuesday (7/30) that it
will expand to three channels in
1993. One will resemble MTV in
its current form; each of the
other two will be specific to a
musical genre.

The expansion coincides with
several notable trends: a frag-
mentation in pop music, a
plateau in the growth of cable
TV viewership, and an upcom-
ing expansion in cable channel
capacity.

“Cable television has entered
the new age, where fiber optics
will significantly increase chan-
nel capacity,” stated MTV
Chairman/CEO Tom Freston.
“Music and video are becoming
increasingly rich and diverse,
and this is reflected in the more
segmented ' tastes of our au-
dience.

“Expanding MTV into three
genre-specific feeds capitalizes
on this trend . .. . Far more
videos are produced than we
can program on MTV. This is a
new way to deliver MTV and
more of it.”

Freston said the planned in-
stallation of satellite compres-
sion technology will enable
MTV to uplink the three feeds
onto a single satellite channel.

MTV/See Page 25
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Round after round, L.L. keeps hittin’.
This time it’s the sultry, sexy seduction of
6 Minutes Of Pleasure. From his nearly -
Double Platinum album,

“Mama Said Knock You Out.” ...

Don’t miss L.Ls performance on the MTV™ video music awards,
airing September 5, and the five-page fashion spread in the September
Rolling Stone.

MUSIC TELEVISION

On Def Jam/Columbia.

Produced by Marley Marl for Marley Marl Productions Inc.
Co-Produced by L.L. Cool J.

Lyrics: © 1991 Marley Marl Music/L.L. Cool J Publishing In¢/Def Jam Music Inc. All Rig

“Columbia” Reg. U.S. Pat. & Tm. Off. Marca Registrada./«> 1991 Sony Music Entertainment inc.




Interep Study Highlights AM Strengths

Nearly Half Of Major Market AMs Delivered Top Cume Results

AM radio is ‘““alive and doing
well,” according to Interep Exec.
VP/Research Jeff Wakefield,
whose staff has published a detail-
ed study of AM for the rep firm'’s
Radio 2000 research series.

“You can be successful on AM —
you just have to recognize the uni-
que characteristics of the band,”
said Wakefield. News and News/
Talk are obvious choices, but he
noted that AMs can carve out suc-
cessful niches in any sort of infor-
mation- and personality-intensive
format that’s responsive to the lo-
cal market.

Although many highly ranked
AM stations are institutions in their
markets, with successful ratings
and sales track records going back
for decades, Wakefield insisted it’s
not impossible to create a new AM
giant. He cited all-Sports WFAN/
New York and personality-oriented
News/Talk WLUP (AM)/Chicago
as recent AM success stories.
Building such a station can be ex-
pensive. But Wakefield said in both
cases management ‘invested in
personalities and identified posi-
tions to fill niches in their market-
place.”

Strong Upscale Draw

Interep researchers found that in
47 of the Top 100 Arbitron markets,
one or more AM stations ranked
first, second, or third for total
cume persons. Qualitative infor-
mation from Scarborough indi-
cated AM did particularly well in
attracting upscale listeners —

Gondek PD At
KCDU/Dallas

Former KCFX/Kansas City PD
Doug Gondek has been named PD
at new Granum Communications
Classic Rock KCDU/Dallas. Gran-
um flipped the station July 4, short-
ly after acquiring it from Gilmore
Broadcasting.

KCDU is the market’s second
Classic Rock outlet, joining Bonne-
ville’s KZPS. “The only difference
between this and a traditional Clas-
sic Rock is that the harder-edged
stuff has been taken out,” Gondek
noted. “It was very obvious from
the research that there was a big
hole for this type of station.”

Gondek had been PD at Classic
Rock KCFX for over three years
when he exited this past February.
Prior to that he spent 18 months as
PD at similarly formatted WCXR/
Washington.
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those with a college degree, annual
income of $50,000 or more, and a
professional or managerial occu-
pation.

Advertisers seeking broader au-
diences shouldn’t disregard AM,
though. “One of the common myths

WQXI & WSTR
Up Kanov To
Station Manager

After 23 years
at WQXIl &
WSTR/Atlanta,
Mark Kanov
has been pro-
moted from
GSM to Station
Manager at the
Jefferson-Pilot

MOR/AC com-
bo. He’ll con-
tinue handling
Mark Kanov national sales;
a new GSM isn’t expected until the

first of the year.

According to Jefferson-Pilot
President W. E. Blackwell, “Mark
has demonstrated a high degree of
energy and commitment. This pro-
motion reflects our confidence in
his continued contributions.”

Kanov told R&R, “It’s hard be-
ing the backup quarterback be-
cause you always want to be in
there calling the plays. Now I have
my opportunity. I'll make day-to-
day decisions that impact the sta-
tion ... from sales to program-
ming and everything in between.”
Kanov’s been combo GSM for six
years; his prior titles were AE and
LSM. He previously did retail sales
for the Atlanta Constitution.

‘Hood’ Ornaments

The Black Filmmakers Foundation and Sony Music Entertainment threw a
“Boyz N The Hood” bash after the movie's NYC premiere. Chillin’ at the
Building are (I-r} writer/director John Singleton and artists Young M.C.,
Tyler Collins, and Tony Terry.

25-54

graphic. Source: Arbitron 1990.
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is that anyone under the age of 45
listens exclusively to FM,” said
Wakefield. Rather, he said, many
regular FM listeners identify an
AM station as their second or third
listening choice, often for news or
information programming. ‘Lis-
teners don’t disqualify a station
just because it's an AM.”

AM could be ready to stage a
comeback in ratings, although
Wakefield won’t predict how soon.
He said AM’s share of listening has
leveled off after dropping in the
1970s and ’80s. “I would anticipate
that as the baby boomers grow
older — as news and information
become more important to their
lifestyle — the AM share will in
fact go up again.”

Broadcasters
Turn To Zero-
Base Budgets

Recovery Prospects To
Guide '92 Forecasts

August marks the beginning of
the annual budgeting process for
most major broadcast groups, and
191's budgeting season should
prove challenging.

In past years, steady historical
year-to-year revenue growth rates
could be used in forecasting growth
far the coming year, but 1992 fore-
casters will be unable to rely on
1991 data as a predictor. Detailed
market-specific predictions will re-
quire support from many sources,
including retail sales and employ-
ment trends.

With 1991 midyear nationwide
radio revenues down approximate-
ly 3% from 1990 levels, recovery
prospects will guide forecasts for
1992. It appears doubtful that 1992
revenues for the majority of mar-
kets will return to the growth levels
common throughout the 1980s.
Next year’s performance should
improve as the year progresses,
owing to a strengthening economy
and a boost from political advertis-
ing.

Once revenue forecasts are de-
termined, expenses must be ad-
dressed. More groups than ever be-
fore are turning to zero-based
budgeting. This ground-up ap-
proach looks at the necessity for
each expense item, rather than us-
ing prior-year expenses as a start-
ing point.

—George Nadel Rivin
Miller, Kaplan, Arase & Co.
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HIRE EDUCATION

R&R New Rock mavens Shawn Alexander &
John Brake look at college radio’s important

dual roles: breaking new music while training

tomorrow’s pros.
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House Panel Approves
Modified User Tax Plan

The House Energy and Commerce Committee this
week approved an FCC user tax plan that would cost
many radio stations significantly less than the plan origin-
ally proposed by the Commission. The panel’s Tuesday
(7/30) action shifts the vote back to the Senate, where a
user tax was defeated recently.

Under H.R. 1674, which passed
on a voice vote, Class I AMs and
Class B and C FMs would pay $500
per year in user taxes. All other ra-
dio stations would be assessed $100.

Those rates were the result of a
compromise brokered by Rep.
Matthew Rinaldo (R-NJ), who had
complained that the annual levies
proposed by the FCC — and includ-
ed in the first version of H.R. 1674
— didn’t reflect the cost of services
provided by the Commission and
would be burdensome to smaller
broadcasters. Under the old sched-
ule, Class IT and III AM stations
would have been charged $200 a
year while Class A, B1, C3, and D
FM outlets paid $300.

NAB President Eddie Fritts
lashed the committee for adopting
even a watered-down user tax.
“Our fundamental concern about
the bill remains unchanged,” he
said. “It's unrelated to services
provided [by the Commission] and
it’s a double hit since broadcasters
already pay substantial regulation
fees. This is bad public policy and
we'll continue to fight it in the
Senate.

Senate Now Key

Assuming the House passes H.R.
1674, the fate of the FCC user tax
will rest largely with the Senate.
Although the Senate Appropria-
tions Committee recently rejected
such a plan, user taxes could be in-
cluded in an FCC authorization bill
slated for action this fall by the
Senate Commerce Committee.
That panel is headed by Sen. Ern-

est Hollings (D-SC), whose oppo-
sition to user taxes helped keep
them out of the Senate’s FCC ap-
propriations bill.

But according to a senior House
aide, ultimately “it’s in the institu-
tional interest of everyone” to en-
act the user tax. Without the tax,
the staffer argued, other programs
would have to be cut to provide the

FCC with the $133 million budget
the agency says it needs to meet
expanding responsibilities.

The Bush administration reiter-
ated its support for an FCC user
tax in a recent message to the Sen-
ate. If the Senate doesn’t enact a
user tax — or adopts a plan signif-
icantly different from the House
version — representatives of the
two chambers will need to hash out
their differences in a conference
committee. But with Congress set
to adjourn Friday (8/2) for its
August recess, the user tax issue
probably won’t be resolved until
late September.

NAB Task Force Meets
For In-Band DAB Hearing

NAB’s DAB Task Force is working to reassure broad-
casters that it’s open to consideration of all DAB possibili-
ties. The Task Force met behind closed doors Tuesday
(7/30) for presentations by competitors of the Eureka

DAB system.

“The Radio Operators Caucus
[ROC] has asked the Task Force to
be as open-minded as possible to
the development of in-band, and we
have committed to that,” Chair-
man Alan Box said. Many promin-
ent broadcasters have publicly op-
posed the NAB’s effort to win a
DAB allocation in L-band (R&R
7/26). Box, President of EZ Com-
munications, acknowledged the
disagreement, but insisted there’s
“no out-and-out conflict on
L-band.”

Group owners told R&R the ROC
gathering featured an intelligent
and detailed discussion of DAB op-
tions. But no vote was taken on pol-

NBMC Moves Against
Salem In WAVA Sale

Citing what it calls Salem Communications’ “dismal

history” of employing blacks, the National Black Media Co-
alition has filed a petition to deny the company’s $21 mil-
lion acquisition of Emmis Broadcasting’s WAVA/Washing-

ton.

“The NBMC believes Salem
Communications . . . would further
continue the policy of employing
few, if any, Afro-Americans if it
were permitted to acquire the li-
cense of WAVA,” the petition said.

Salem’s Washington attorney,
James Riley, said the NBMC peti-
tion “is without merit.” “Salem in-
tends to operate WAVA in full com-
pliance with the Commission’s EEQ
policies and expectations. Salem
fully expects the transfer will be ap-
proved.” Emmis President Steve
Crane refused to comment on the
filing.

According to figures in the NBMC
filing, the CHR station has four
black employees — more than alf
but one of Salem’s 15 radio sta-

tions. (WMCA/New York reported-
ly has six blacks on its 71-member
staft.} Salem’s Religious KPRZ/San
Francisco employed one black
person among its 22 employees
from 1988 through 1990. During
the same period, its similarly format-
ted KKLA/Los Angeles also em-
ployed one black person.

The NBMC also criticized Saiem
for an “apparent lack of knowl-
edge” of potential sources for re-
cruiting black employees in the
Washington area. That lack of famil-
iarity with local black schools, the
NBMC suggested, “may suggest a
lack of sincerity on the part of
Salem in the treatment to be ac-
corded the Afro-American com-
munity.”

icy matters. ‘“We're getting closer
to a meeting of the minds,” said
Emmis Broadcasting President
Steve Crane, who organized the
meeting in Washington. He said
more concrete action may be
taken, “but not necessarily an en-
dorsement of a [DAB] system or
approach,” when the ROC meets in
September at NAB’s San Francis-
co convention.

Box said late Tuesday he was
impressed by the presentations of
Mercury Digital, American Digital
Radio, and USA Digital Radio
(“Acorn”). “We are encouraged to
see that they've all come a long
way.” And he applauded all three
for addressing ways to accommo-
date AM in their in-band DAB sys-
tems.

‘Technical Mudslinging’

NAB Sr. VP/Science & Technolo-
gy Michael Rau accused CBS Ra-
dio Director/Technical Operations
Tony Masiello of “technical mud-
slinging” at last week’s New York
Broadcasters Association conven-
tion in Saratoga Springs, NY. At a
DAB forum, Masiello presented a
video for Acorn DAB which claim-
ed that L-band DAB could require
3.2 million watts to duplicate the
coverage WCBS-FM/New York
currently has via its 6.8kw FM
transmitter. That calculation was
based on a technical paper pre-
pared by Rau. In contrast, the vid-
eo claimed in-band DAB would
need only 10 watts for the same
coverage.

Rau charged the video was mis-
leading and that what he had writ-
ten was a ‘“‘speculative paper” on
DAB coverage. He said the paper
called for research on L-band digit-
al coverage, since none had been
done.

Rau noted the NAB didn’t view
in-band developers as competitors,
but rather as “positive options for
the radio broadcast industry.”

DC
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PAT CLAWSON

Maltz Rallies Industry
On HLT Reform Rules

alrite Communications Chairman Milt Maltz is

asking “every broadcaster in America” to deluge

federal banking regulators with comments sup-
porting an easing of highly leveraged transaction (HLT) rules
before the government's August 26 deadline.

"The future of this industry is at stake,” Maltz said. "There’s nothing |
can think of that's more important. We need industrywide, grassroots sup-
port.” Three federal banking agencies recently solicited public comment on
how HLTs should be defined (R&R 7/12), especially for industries such as
radio that have few hard assets but plenty of cash flow.

“Let’s face it: The banks can do business on an HLT basis if they so
elect,” Maltz said. “The rule doesn't preclude it. It's just that the lifted
eyebrow turns into a nightstick when the Feds come along and challenge
these things.”

Maltz — accompanied by NAB President Eddie Fritts, DC barrister Ja-
son Shrinsky, and WEAZ/Philadelphia owner Jerry Lee — met with FDIC
Chairman William Seidman last month to discuss possible reforms, in-
cluding cash flow-based lending standards. Following the session, Maltz
was tapped to head a special NAB committee charged with drafting an in-
dustrywide response.

The group convenes in Washington on Wednesday (8/7). Other com-
mittee members include Clear Channel CEO Lowry Mays, Great Ameri-
can CEO George Castrucci, Emmis President Steve Crane, E.W Scripps
CEO Larry Leser, Pappas Telecasting owner Harry Pappas, and Malrite
VP/Finance Kevin Fight.

Bank Of Boston Doles Out Dollars

s part of a new “proactive” marketing strategy,

Bank of Boston VP/Broadcasting Lisa Gallagher is

spreading the word to broadcasters that her institu-
tion never stopped radio lending and still wants to bankroll
quality deals.

“We have a lot of faith in broadcasting; we do a lot of lending to it, and
we'd like to do more,” Gallagher told R&R. She added that the bank is com-
fortable with its HLT position, and “if everything else works, HLT
won't make a difference.” Her 10-person broadcast lending department
is carrying a radio and TV loan portfoiio of more than $600 million.

Lending terms are “deal-specific,” generally averaging 4 to 4.5 times
cash flow on deals of $10 million and up. However, the bank is flexible. The
number of years to pay out may vary, but there must be a credible plan to
amortize the loan. Gallagher said BoB is particularly interested in “strong
group operators with a lot of history.

Reams Files Chapter 11 In Toledo

oledo-based Reams Broadcasting Corp. filed Chap-

ter 11 Monday afternoon (7/29), just before a local

judge was to rule on requests from Rhode Island
Hospital Trust and Burr Egan Deleage that a receiver be
appointed to liquidate the company.

Stations affected by the move include WCWA & WIOT/Toledo and
WZRZ/Cincinnati. The company’s debt totals nearly $10 miilion, with $4.5
million owed to RIHT and another $2.35 million to Burr Egan. At its zenith
during the '80s, Reams owned seven stations in Michigan and Ohio that
won numerous industry awards for their aggressive programming and mar-
keting strategies.

While his Z-Rock Cincy FM has been hot in recent months, CEQ
Frazier Reams Jr. said previous operating losses there — coupled with an
inability to negotiate a debt restructuring agreement — led to the filing. An-
other factor was the collapsed March 1990 deal to sell WZRZ (then
WBVE) to Entercom for $3.5 million, a matter which remains in litigation.

Quinn Wants EZ Living In PA

mericom President Tom Quinn insisted it's his love

for Pennsylvania and desire to live there that's caus-

ed him to file competing applications for EZ Com-
munications’ WBZZ/Pittsburgh and WIOQ/Philadelphia.
“I like Pittsburgh,” the L.A. native told R&R. “Based on EZ’s track
record, the Commission is likely to decide we could better serve the
public.” Both EZ stations already face petitions to deny their license renew-

als from other parties. WBZZ also faces a competing application from a

Continued on Page 9




Great Partners Make Great Ratings

—

LL hen you've got something that's working. you keep it going. And our
partnership with The Research Group has been working for over 12 years.

That's why we just renewed our Agreement tor another tour. The Research

Group is the only research firm we work with
and the ratings successes we've been able to
achieve working together have becn
phenomenal... leaders in our markets year after
year with shares that speak for themselves.
When it comes to planning winning warfare strategy. we feel working with
the best is critical. So. a partnership with The Research Group is something

we all sign off on... again.

- (@) 4
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TRANSACTIONS

Shaffer Brothers Swap Stock In
$2 Million Kansas FM Deal

LBJ’s Heirs Corral Combo in Oklahoma; Kempff Leaves Lincoln

= PO R R A
KHUM/Ottawa (Topeka-

Kansas City), KS

PRICE: $2 million (approximate)
TERMS: Merger through stock swap;
the seller will receive a package of
common stock and convertible prefer-
red shaes valued at $2 million. The
purchase price will be reduced dolar-
for-dollar at closing for debts ex-
ceeding $2.3 million.

BUYER: American Broadcasting Sys-
tem Inc., owned by President Ron
Shaffer, Timothy Shaffer, and John
Shaffer. The company also owns
KBCR & KSBT/Steamboat Springs,
CO and is in the process of buying
KVVA-AM & FM/Apache Junction-
Phoenix, AZ.

SELLER: Shaffer Broadcasting Sys-
tems Inc., headed by Rick Shaffer of
Lawrence, KS. He also has a CP for a
new FM at Payson, AZ.
FREQUENCY: 95.7 MHz

POWER: 100kw at 900 feet
FORMAT: AC

S

WBKL/Callaway

PRICE: $500,000

TERMS: Asset sale for cash; escrow
deposit $10,000 with balance due in
cash at closing. In addition, certain liti-
gation and attorney fees will be settled.
BUYER: Milblack Inc.,, owned by
James Milligan, Martha Blackmon-
Milligan, James Roy Martin, Debra
Holloway Martin, and Gerlinde Pfeffer
SELLER: Martin Communications Of
Bay County Inc., headed by
Catherine Williams

FREQUENCY: 103.5 MHz

POWER: 100kw at 475 feet
FORMAT: Gold

COMMENT: This transaction super-
sedes a no-cash transaction announc-
ed on 4/5/91.

Try w

MR

WMXY/Hogansville

PRICE: $5000

TERMS: Asset sale for $5000 cash
and assumption of leases

BUYER: T. Wood & Associates Inc.,
owned by Atlanta area investors L.A.
Wood Jr, Sara Beth Mallory, and
Keith Terrell

SELLER: Tharpe Communications
Inc., owned by L.A. Wood Jr.
FREQUENCY: 720 kHz

POWER: 10kw daytimer

FORMAT: Urban

WNEX/Macon

PRICE: $200,000

TERMS: Asset sale; escrow deposit
$5000 with balance due in cash at
closing. The buyer also agrees to lease
studio space for $500 monthly.
BUYER: Quality Broadcasting Inc.,
owned by James McAfee Jr. of Atlan-
ta. He also owns WBNM & WMRW/
Gordon, GA; WQCR/Jackson, TN; and
WZDQ/Humboldt, TN.

SELLER: Macon Broadcasting Com-
pany, headed by Alfred Lowe Jr.
FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: Gold

COMMENT: The buyer is requesting a
one-year waiver of FCC duopoly rules
because of a signal overlap. It con-
tends the station is struggling financial-
ly and is at risk of going dark.

WGEC/Springfield

PRICE: $390,000

TERMS: Asset sale; escrow deposit
$25,000 with an additional $110,000
cash due at closing; promissory note
for $255,000 over 10 years at 2%
over the prime rate of P&S National
Bank, but no less than 11% and no
more than 15% per year

h straight face:

" can see no value in knowing exactly what
songs are being played by winning stations in

my format . "

--- unemployed PD

Monitored Playlists

Analyze dayparts

Get in touch now!

¢ All the winning stations o A/C Affordable
¢ Long Five-Day Monitors Research
] Upﬁrade our music e AOR

 Find 'High Appeal’ titles :

* Eliminate 'weak' titles © Oldies

¢ Scrutinize rotations ° Country

Music monitor database system
from The Trapman Company

¢ Classic Rock

Call No;!
800 562-4407

-

BUYER: Country Time Broadcasting
Inc., owned by Evelyn Harvey of
Ridgefield, SC

SELLER: Christian Enterprises Inc.,
headed by President James Birkitt
FREQUENCY: 103.9 MHz

POWER: 3kw at 300 feet

FORMAT: Religious

PRICE: $30,000
TERMS: Asset sale for $25,000 cash

and assumption of debts totaling
$5000. Seller to retain 40% of total
accounts receivable at closing.
BUYER: Mark Goodman Productions
Inc., owned by Mark and Carolyn
Goodman of Louisville

SELLER: H.E.K.A. Broadcasting Inc.,
owned by Herbert and John Day
FREQUENCY: 1430 kHz

POWER: 1kw daytimer

FORMAT: Country

g ciz 2 T p—
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KDLA & KEAZ/DeRidder
PRICE: Undisclosed

TERMS: Asset transfer, the financial
terms of which are undisclosed. This
transfer is necessitated by the owner’s
health problems.

BUYER: Carof Simmons

SELLER: Century Broadcasting
Corp., owned by Ralph Hooks
FREQUENCY: 1010 kHz; 101.7 MHz
POWER: 3kw at 291 feet

FORMAT: This combo is dark.

KKZN/New lberia (FM CP)
PRICE: $101,000

TERMS: Sale of CP for forgiveness of
$55,000 promissory note, cash pay-
ment of $30,000, and two-year prom-
issory note for $16,000 at 11.5% an-
nual interest

BUYER: Cajun Consulting Inc., own-
ed by Roger Cavaness of Opelousas,
LA; Oran Vincent of Lafayette, LA;
and Sheiley Cavaness of Brandenton,
FL. Roger Cavaness is President and
41% shareholder of Cavaness Broad-
casting Inc., which is the licensee of
KVOL (AM)/Lafayette, LA; KVOL-
FM/Opelousas, LA; and KXIZ/Tioga,
LA.

SELLER: D.C. Jones of New Iberia, LA.
Jones is a 1.2% shareholder of Cava-
ness Broadcasting Inc.

FREQUENCY: 93.7 MHz

POWER: 3kw at 300 feet

]

KNSP/Staples (FM CP)

PRICE: No cash consideration
TERMS: Transfer of CP assets
BUYER: Ed DelLaHunt Sr., owner of
KPRM & KDKK/Park Rapids, MN
SELLER: Staples Broadcasting Inc.,
owned by Perry Kugler. He also owns
KDJS/Willmar, MN. The company also
owns KNSP (AM)/Staples, MN.
FREQUENCY: 94 .7 MHz

POWER: 3kw at 328 feet
COMMENT: The FCC ordered this CP
forfeited and cancelled on June 4,
1991. Staples has filed a petition for
reconsideration of that order.

TRANSACTIONS AT A GLANCE

1991 Deals To Date:

(Last Year: $692,777,1 79)
Total Stations Traded This Year:
This Week’s Action: . . ... ....... $6,992,192

Total Stations Traded This Week:. . . . . ... .19

$428,357,877

(Last Year: 760)
{Last Year: $13,390,412)

(Last Year: 19)

® Deal Of The Week:

® KHUM/Ottawa (Topeka-Kansas City), KS
$2 million (approximate)

® WBKti/Callaway, FL $500,000

® WMXY/Hogansville, GA $5000

® WNEX/Macon, GA $200,000

® WGEC/Springfield, GA $390,000

® WXAM/Buffalo, KY $30,000

® KDLA & KEAZ/DeRidder, LA Undisclosed

® KKZN (FM CP)/New Iberia, LA $101,000

® KNSP (FM CP)/Staples, LA No cash consideration
@ KLDZ/Lincoln, NE $1.1 million

® WKTW/Dover Township, NJ $425,000

@ WTIG/Massilion, OH $110,000

©® WDIG/Steubenvilie, OH $250,000

® KVSO & KKAJ/Ardmore, OK $1,276,592 (approximate)
® WZJY/ML. Pleasant, SC $124,600

® WHAP/Hopewell, VA $330,000

® KTOL/Lacey (Olympia), WA $150,000

el

KLDZ/Lincoln
PRICE: $1.1 million
BUYER: Radio Lincoln Inc., owned by
Sue Ellen Bereman

SELLER: Kempff Communications
Company, headed by Ron Kempiff.
The company also owns WKKI/Salina,
OH.

FREQUENCY: 95.1 MHz

POWER: 50kw at 287 feet

FORMAT: Gold

BROKER: William Lytle and Robert
Maccini of Media Services Group inc.

PR

WKTW/Dover Township
PRICE: $425,000

TERMS: Asset sale for cash

BUYER: Mercer County Community
College, headed by Chairman Donald
Loff and President John Hanley. The
college also operates WWFM/Trenton,
NJ.

SELLER: Performing Arts Network of
New Jersey, headed by Norman
Saunders

FREQUENCY: 91.1 MHz

POWER: 10kw at 165 feet

FORMAT: Classical/Jazz, the buyer
plans to operate the station as a satel-
lite of WWFM.

PRICE: $110,000

TERMS: Asset sale for $70,000 debt
assumption and approximately
$40,000 in cash. The amount of cash
may vary depending on the balance of
the debt to be assumed at closing.
BUYER: WTIG Inc., owned by Presi-
dent Raymond Jeske of Akron; Ralph
and Russell Jeske of Rocky River,

OH; R. Michael Christian of Tall-
madge, OH; and Thomas Chadwick of
Wadsworth, OH

SELLER: Dale Broadcasting Co.,
headed by President Donald Smith
FREQUENCY: 990 kHz

POWER: 250 watts day/119 watts
night

FORMAT: Country

WDIG/Steubenville

PRICE: $250,000

TERMS: Asset sale for cash

BUYER: World Witness for Christ
Ministries Inc., headed by Pastor Roy
Dawkins

SELLER: Romano Cionni Sr.
FREQUENCY: 950 kHz

POWER: 1kw daytimer

FORMAT: Gold

COMMENT: World Witness has been
operating the station under a manage-
ment contract since 1989

2 ¥

KVSO & KKAJ/Ardmore
PRICE: $1,276,592 (approximate)
TERMS: Asset sale for $10 and as-
sumption of bank debt in the original
amount of $1,276,582

BUYER: Carter County Broadcasting
Inc., owned by the First National Bank
of Yorktown and headed by President
Lou Evans Gips. The bank’s principal
stockholder is Family Financial Insti-
tution Inc., which is owned by two
trusts controlled by Lynda Johnson
Robb and Luci Baines Johnson, the
daughters of former U.S. President
Lyndon Johnson. The Johnson trusts
also own interests in KLBJAM & FM/
Austin and KWTX-AM-FM & TV/
Waco, TX.

SELLER: Sunburst Broadcasting Inc.,
headed by President Patrick Nugent.

Continued on Page 9
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he marketplace is crowded with “me too” products. So is the radio dial. Consumers
get confused when they can't tell stations apart—and this confusion has turned the

ratings game into a guessing game.

Your station needs to pump up its recognition factor. BR.AN.D.™ builds top-of-
mind awareness that makes your station the first one written in the diary. Brand Recall
Analysis in Diarykeeping uses proven research methods to position and market your
station in a way that will eliminate product confusion and set you apart. Break you out
of the pack. Help you step up to the top.

To hear what we can do for you, call Lew Dickey, President of Stratford Research, at
(419) 698-1166. He'll tell you how the B.R. A.N.D.™ System can give your station the
strong footing it needs.

STRATFORD RESEARCH
The Brand Leader.

MEDIA CENTER BLDG. Ii * 2965 PICKLE ROAD « TOLEDO, OHIO 43616  (419) 698-1166
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TRANSACTIONS

Continued from Page 6

He also owns interests in KCTI &
KPJN/Gonzales, TX.

FREQUENCY: 1240 kHz; 95.7 MHz
POWER: 1kw; 100kw at 450 feet
FORMAT: Gold; Country

%

WZJYIMt. Pleasant
PRICE: $124,600
TERMS: Stock sale for $10,000 cash
and $30,000 promissory note. The
buyer also agrees to pay a third party
creditor $36,600 and assume liability
for bonds totaing $48,000.

BUY%R: Edward Lee Johnson of
Goose Creek, SC

SELLER: Mt. Pleasant Communica-
tions Inc.,
Wiillams
FREQUENCY: 1480 kHz
POWER: 1kw day/44 watts night
FORMAT: Gospel

FiEeS= T TR T R
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WHAP/Hopewell

PRICE: $330,000

TERMS: Escrow deposit $5000; 11-
year promissory note for $330,000 at
8% interest due at closing

BUYER: Connon Communications
Corp., owned by Bruce Connon. He is
the station’s current VP/GM

SELLER: WHAP Inc., headed by Presi-

|

owned by Magdalene
|

!

dent Carl Adams. His other broadcast |

interests include WXVQ/DebLand, FL
and KSVP & KTZA/Artesla, NM.
FREQUENCY: 1340 kHz

POWER: 1kw

FORMAT: Country

SRR VS S R e e i
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KTOL/Lacey (Olympia)

PRICE: $150,000

TERMS: Asset sale

BUYER: Barbara Geesman, owner of
KJUN/Puyallup, WA

SELLER: M.C. Radio Olympla Inc.,
headed by President Elizabeth Clapp.
The seller also owns KFQD & KWHL/
Anchorage; KXRO & KDUX/Aber-
deen, WA; and KBRC/Mount Vernon,
WA,

FREQUENCY: 1280 kHz

POWER: 1kw day/500 watts night
FORMAT: This station is dark.
BROKER: Jerry Dennon of Broadmark
Capital Corp.

AM Stereo Bill Gets Cool Reception

Legislation that would force the FCC to set an AM
stereo standard is generating a lukewarm response
among lawmakers and industry officials.

S. 1101, introduced by Sen. Larry
Pressler (R-SD), would give the
Commission six months to adopt a
single  standard for AM stereo
broadcasts. In effect, the agency
would have to choose between the
C-QUAM technology offered by
Motorola — and recently adopted
as Japan’s national standard —
and a system produced by Long Is-
land inventor Leonard Kahn. The
bill doesn’t require AM stations to
broadcast in stereo.

Since 1981 the FCC has repeated-
ly refused to set an AM stereo
standard. Initially the agency
argued that the marketplace
should decide such questions. In re-
cent years, however, the Commis-
sion’s reluctance has stemmed
from concern that choosing a

standard would prompt a lengthy
court battle with the loser.

FCC Chairman Al Sikes said
C-QUAM is so dominant it repre-
sents a de facto standard. Of the es-
timated 830 AM stations broadcast-
ing in stereo, roughly 800 employ
C-QUAM. And while Chrysler and
General Motors have been putting
C-QUAM receivers in some ve-
hicles since the mid-'80s, no Kahn
receivers currently are on the mar-
ket.

A senior member of the Senate
Communications subcommittee
staff said there are questions about
the AM stereo bill’s relevance and
said its future may hinge on
whether the industry expresses
support for the measure. “The
question is, is it too late [to set an
AM standard]?”

The preference, which was pro-
posed by consultant Larry Fuss
(R&R 5/24), would "“pave the way
for the Commission to give credit to
the party who invests ‘sweat equity’
in finding vacant frequencies,” said
NAB. The organization also said
such a policy could benefit rural AM
station owners, who currently may
bear the expense of identifying an
FM channel for their market — only
to lose it to a non-broadcaster in the
comparative hearing process.
“Thus, parties who sit back and do
nothing during the {allocation}] stage
may harvest the fruits of the en-
trepreneur’s abor,” said NAB in its
filing,

In a strongly worded attack on
the proposal, the NAACP, the
League of United Latin American
Citizens, and the National Black

NAB Backs Preference
For FM Channel Finders

The NAB has urged the FCC to grant an “entrepre-
neur’s preference” to the finders of new FM channel aliot-
ments. But the idea of giving channel finders a leg up over
other applicants drew fire from civil rights groups. !

Media Coalition charged that it
would “violate basic tenets of com-
munications law” under the FCC’s
public interest obligations. “Who
found the channel in the past is ir-
relevant to the public interest that
will be served now by the grant of
the permit,” the civil rights groups
argued. And they protested that an
entrepreneur's preference would
block minority access to the smalt
amount of spectrum avallable for
new stations.

Comments supporting an entre-
preneur’s preference were filed by
several broadcasters, including
KAPA/Raymond, WA; WTSK &
WTUG/Tuscaloosa, AL; WSHU/
Fairfield, CT; KKKK/Midland, TX;
Mediatronics Broadcasting Inc.;
and Radioactivity.

D& rePORT

non-broadcaster (R&R 7/12). Quinn hasn't showed his hand, but said he
expects the FCC to probe EZ for “lack of candor and the character of the li-
censee.’

Quinn denied his competing applications are connected to his Jegal
battie over KUDA/Pahrump {(Las Vegas), NV, which Americom bought
from EZ in 1989 for $4.4 million. Quinm charges that EZ “deliberately
defrauded us” by claiming the station met federal RF emission standards,
and he's refused to pay on a $3 million promissory note while the.case is
pending.

EZ President Alan Box scoffed at the notion Quinn has any desire to
move to Pittsburgh and insisted he's “just trying to knock down the price”
for the Las Vegas station. “It's disappointing that a feliow broadcaster
would do this . . . . It's a crime that anyone in broadcasting would stoop that
low,” Box said.

Other market action this week:

¢ in the latest round of its EEO enforcement campaign, the NAACP
has asked the FCC to deny license renewals for nine Pittsburgh-area radio
stations on grounds of poor minority hiring records. Stations affected are
the Steel City's WLTJ, WMYG, WSHH, and WJAS; WHJB & WSSZ/
Greensburg, PA; WJPA & WYTK/Washington, PA; and WESA-AM &
FM/Charieroi, PA.

e A Pittsburgh community group, the Homewood-Brushton Revitali-
zation & Development Corp., is offering to buy Unity Broadcasting
Corp.'s suburban AM WCXJ/Braddock, PA out of bankruptcy for
$112,500.

¢ The FCC has fined Southern Virglnia Broadcasting Corp., former
owner of WSVS-AM & FM/Crewe, VA, $15,000 for EEO violations. WAVF/
Hanahan, SC was hit with a $13,000 fine and a short-term renewal.

¢ KACE/Los Angeles talent Lauryn Cox — who doubles as National
Syndication Marketing Director of Premiere Radio Networks — is an appli-
cant for a new Class A on 100.9 MHz at Beaumont, CA. World Trade
Bank is backing her with a $400,000 loan. A competing applicantis Serna
Broadcasting Inc., headed by ex-RKO license challenger Martin Serna
and Jesse Miller, a former shareholder of KIIS-AM & FM/Los Angeles and
WKNR-AM & FM/Detroit. They're dipping into their own wallets for the pro-
jected $441,000 construction cost.

¢ R.C. Crisler & Co. has withdrawn its FCC protest over the proposed
sale of KIZN/Merldian (Boise), ID after claiming it was stiffed out of a
brokerage fee by licensee Mary Lake Communlcations. Crisler exec Mark
O’Brien told the Commission it has received a monetary settlement of its
“private contractual dispute” — but it's unrelated to withdrawal of the FCC
challenge. “it's my understanding that's all being worked out with the at-
torneys. Based on what they're telling me, this misunderstanding is being
cleared up,” commented Mary Lake CEO John Culpepper.

* WPXC/Hyannis, MA has purchased a 570-foot antenna farm
operated by WCVX-TV for an undisclosed price from the Resolution Trust
Corp. The tower leases space to 16 stations. Dave Kimel of New England
Media takes brokerage honors.

e The FCC has refused to reduce a $10,000 fine imposed against
Southern California Broadeasting Co., licensee of KIEV/Glendale (Los
Angeles), for sponsorship identification violations. KIEV had argued the
fine was unnecessarily severe because its violation was inadvertent. The
FCC said, “Inadvertence is ignorance of the law, which the Commission
does not consider a mitigating circumstance.’

¢ Randy Jeffery of Media Venture Partners has been appointed by a
Florida bankruptcy court to sell Justice Broadcasting's WZCR/Ft. Myers-
Naples, FL. The Class A FM has a CP for a C2 upgrade. Asking price is
$2.95 million.

Continued from Page 4
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NEWSBREAKERS.

Ashenden Now
GM At CHR
KKRZ/Portland

Great Ameri-
can CHR
KKRZ/Port-
land has pro-
moted GSM Bill
Ashenden to
GM. He re-
places Carl
Gardner, now
GM at WKTI/
5 !. Milwaukee.

Radio Group
Bill Ashenden President Dav-
id Crowl said, “Bill is an experienc-
ed and proven broadcaster in Port-
land. His knowledge of Portland’s
competitive environment will give
us a tremendous advantage.”

Ashenden told R&R, “We’ve got
a superb staff with a healthy and
growing radio market. With all the
players here at KKRZ moving in
the same direction with both hands
on the steering wheel, we’ll con-
tinue to have lots of success in the
years ahead.”’ He added that a new
GSM may be named within a week.

Prior to joining KKRZ as an AE
in 1985, Ashenden had worked at
crosstown KQFM and KRCK, as
well as KCYX/McMinnville, OR.

Meeting Of The Minds

PolyGram Label Group held its first national staff meetings at Dallas’s Fair-
mont Hotel, where employees also took part in cocktail receptions, din-
ners, and a softball game. Getting rowdy are (front, I-r) PLG staffers Donita
Stewart, Linda Murdoch, Lynn Oakes, and Dave Giskel; and (back, I-r) Jay
Friedstein, Ann Eason, VP Mel Delatte, and Laura Hinson.

SULLIVAN GSM

Frischling Takes On VP/GM
Duties At WLTJ/Pittsburgh

At AC WLTJ/Pittsburgh, Corp.
VP Gregg Frischling has added
GM duties in the wake of GM Judy
Reich’s exit. He’s named two-year

Presher Rises To Station
Manager At KHYL/Sacramento

Parker Com-
munications
Gold KHYL/
Sacramento
has bumped
one-year GSM
Dave Presher
up to the newly
created Station
Manager post.

John Buckley

continues as £
GM; no GSM Dave Presher
replacement has been named.

Presher told R&R, “John will on-

ly be here one week a month. This
gives me the opportunity to operate
in much the same way as a GM
would. It will let me do things that
may not be incredibly complicated,
but aren’t done day-to-day by
GSMs. All our stations are oper-
ated as separate entities, so it’s
good to learn about all these little
things from the ground up.”

Presher previously spent two
years as a sales rep for Group W
TV in Los Angeles, was an AE at
Sacramento’s KROY, and was Sr.
AE at crosstown KTOP (now
KRXQ).

KMJM/St. Louis AE Theresa Sulli-
van to the new post of GSM over an
eight-member staff, effective Aug-
ust 5.

Frischling, 21, told R&R, “I
came here expecting to have a few
months to learn and get involved in
all aspects of the station. Since I'm
part of the owning family, I'm will-
ing to do anything that needs to be
done to help the station run more
efficiently, This is the challenge
I’ve wanted all my life. My older
brother [Michael, 25] is GM of
KXOK & KHTK/St. Louis, and
we’ve absorbed a lot in a short
period of time.”

Regarding Sullivan, who spent
five years as an AE at WBZZ/
Pittsburgh before going to St. Lou-
is, Frischling said, “She wanted
management experience and to get
back to Pittsburgh. Theresa was
the first person we thought of for
our GSM because of her strong
WBZZ background. She’ll help sta-
bilize our sales staff and manage-
ment team.”
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KGW/Portland Flips,

Drops News/Talk To Simulcast Sister KINK

Forty staffers, including PD Steve Wexler, are on the street following
King Broadcasting's decision to drop the News/Talk format at KGW/Port-

KGW began simulcasting the NAC/AOR hybrid approach of its very
successful FM sister, KINK, last Friday (7/26). According to King officials,
the move was necessary to make the combo more attractive to potential
buyers. King was seeking $15 million for the stations.
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“We've been funding pretty hefty monthly losses while looking for a
buyer who was interested in retaining the News/Talk format,” said King Ra-
dio President Stan Mak. “Unfortunately, no one stepped up to the plate.”

In addition to a severance package Mak described as “generous,”
KGW staffers were kept on the payroll for one week, during which they
were given use of the station’s facilities to prepare tapes and resumes.

Swift Adds GMX Group Manager Duties

KLCL & KHLA/Lake Charles, LA GM George Swift has been named
Group Manager of the stations’ parent company, GMX Communications.

The group is in receivership.

“We're very fortunate to have a hands-on guy like George in our com-

"

pany,” said broker Gary Stevens,

who is serving as court-appointed

receiver of GMX. “I know he will be a tremendous resource for our other

managers.”

Swift, who will continue as GM of KLCL & KHLA, is slated to become
. President of the Louisiana Broadcasters Association in January. Prior to
_ joining the Lake Charles combo, he was GM of GMX's WHBB & WDXX/

Selma, AL.

In addition to the Seima and Lake Charles stations, GMX owns WHNK
& WRLTINashville and WNAU & WWKZ[Tupelo, MS.

Maiden Voyage

Contemporary Jazz KXJZ/Sacramento recently celebrated its sign-on with
a “Maiden Voyage” party. Taking a pause from the festivities are (I-r) Coast
To Coast Promotions’ Susan Levin, Blue Note artist Joey Calderazzo, KXJZ
l_MD Gary Vercelli, and KXPR & KXJZ Assistant Manager Susan Kelley.
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ADVERTISEMENT

Take The Steps
To Save The Species

A Radio Promotion That Makes Environmental Sense

The facts are sobering . . . the rhino population faces
extinction. There are fewer than 700 Sumatran rhinos left
... a few dozen Javan rhinos — and perhaps 25 White

rhinos in Northern Africa.

These magnificent animals are being displaced by
people — and worse — hunters who make huge profits by

killing rhinos and taking their horns.

A remarkable humanitarian —
known as “Rhino Man” to his fel-
low Africans — will walk more
than 1500 miles throughout North
America to take up the cause of
these seemingly-invincible crea-
tures, and your station can take
part in the effort by sponsoring The
Rhino Walk in your city.

Rhino Man

Thirty-four year old Michael
Werikhe, a factory worker from
Kenya, will criss-cross North
America to raise money and
awareness for the highly-endan-
gered rhino. Werikhe, who has al-
ready raised one million dollars by
walking through his native conti-
nent and through Europe, will visit
more than 30 major zoos and aqua-
riums here.

An unassuming, lifelong conser-
vationist with an unending interest
in animal life, Werikhe hopes to
raise three million dollars in the
U.S. Threequarters of the funds
will go to rhino conservation pro-
grams in Africa, and the balance

Michael Werikhe

will be used for species survival

How Stations Can Help

Beginning this spring, in associa-
tion with The Discovery Channel
and the American Association of
Zodlogical Parks and Aquariums,
Michael will visit 30 American
cities. Events will be accompanied
by celebrity appearances, speak-
ing engagements, tours, dinners,
and — of course — a fundraising
walk.

Your station can be identified as
a socially, and environmentally-
conscious member of your commu-
nity by sponsoring this walk. The
events are guaranteed to enrich
your listeners’ appreciation for
wildlife conservation.

Station listeners can receive free
Rhino Walk Survival Kits, which
include T-shirts, water bottles, and
other souvenirs. Grand Prize win-
ners will receive cash prizes, with
matching cash contributions in
their name to The Rhino Walk Sur-
vival Fund.

Your station will also benefit
with on-air support via The Dis-
covery Channel, which will be
carefully documenting Michael’s
walk and featuring special rhino

Photo: Karen Asis

L
[
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RHINO WALK

Rhino Walk
itinerary

programs in this country. programming during the summer.
“The rhino is really in deep dan-  The Rhino Walk is part of The Dis-
ger. Unless consolidated efforts are  covery Channel’s Countdown 2000.
made to alleviate the tension, the = The Discovery Channel is the fifth
rhino will disappear in the next largest cable network, available in
couple of years,” said Michael. more than 54 million homes.
Here’s How

Photo: San Diego Zoo/Ron Garrison

Stations Benefit:

e Listeners receive free
Rhino Walk Survival Kits
including T-shirts, water
bottles and more.

¢ Grand prize winners pick
up cash with a matching
cash contribution to The
Rhino Walk Survival Fund
made in their name.

¢ Your station will be
promoted on The Discov-
ery Channel — with
54,000,000 subscribers
— as a key supporter of
The Rhino Walk in your
market!

August 4 Cincinnati
August 6 Kings Island, OH
August 11 Columbus, OH
August 17 New Orleans
August 18 Atlanta

August 24 Boston

August 27 Philadelphia
Sept. 1 Baltimore

Sept. 7 Washington, DC

FREE
PROMOTIONS

available to radio in these markets:

ATLANTA
BALTIMORE
BOSTON

WWW-americanradiohister-com

For More Information, Call Leslie Cutting
At 213-553-4330.




The Switch
S ON . ..

To Strengthen Your Ties with Key
Advertisers and Their Agencies

Call 1-800-9-2SWITCH

For your FREE Switch Kit and information,
call anytime!

Scgtboroyeh

A VNU BUSINESS INFORMATION SERVICES COMPANY
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MITCHELL WQTL OM

Morris PD At WWHT/Columbus

Asst. PD/
morning man
Rob Morris has
risen to PD at
Dance CHR
WWHT (Hot
105) /Columbus,
OH. At co-
owned Classic
Rock WQTL/
Ottawa-Lima-
Findley,” OH,
Bill Mitchell Rob Morris
joins as OM/morning man, replac-
ing Rick Conti, who left the M.M.
Group Classic Rocker two months
ago.

M.M. Group VP/Operations and
WWHT GM Tom Gilligan, who had
been programming Hot 105, told

FLIP TO COME?

Walker Takes
PD/ Mornings
Job At KZBS

The new PD/
morning man
at CHR KZBS
(Z99)/0klaho-
1 ma City, which
is in receiver-
ship, i1s Rick
Walker, morn-
ing man at
Classic Rock
KZFX/Hous-
ton. He re-
Rick Walker places Bill Bai-
ley, who left iast week amid
rumors of a format change.

799 Station Manager Debbie
Barton told R&R, “We're very
lucky and happy to have Rick
come back to the market. He’s got
quite a following from his days as
morning man at [crosstown AOR]
KATT.” Barton declined to com-
ment on a fiip, but noted Z99 has al-
so hired Promotion Director Leslie

WALKER/See Page 25

R&R, “Rob was in on the ground
floor, and the plan all along was to
make him PD. He's one of the
hardest working and most intelli-
gent people I've ever worked with,
and he has a total understanding of
the game plan

“Bill and I worked great togeth-
er at 92X [formerly WXGT, now
WCOL-FM/Columbus], where he
was APD/MD and I was PD. To
have someone of his caliber at
WQTL is another building block for
the company’s future success.
We're happy to have his wife, Crys-
tal Lake, join for middays.”

Prior to joining WWHT, Morris
was on-air and acting PD at Dance
CHR WJMO-FM/Cleveland; he
was previously Asst. PD at Urban
WVKO (AM)/Columbus. Mitchell
was PD at CHR WYYS/Columbia,
SC until its recent adoption of a
Country format.

—_— — —

| A Banner Event |

Jukebox Network VP/Programming |
Les Garland (I} and Whitney
Houston present a $20,000 check
to Carlos Rainwater, a member of I
the American Red Cross’s Board of |
Governors. The money was raised |
during a recent period in which the ‘
network donated proceeds to the
Red Cross Gulf Crisis Fund every |
time a Jukebox viewer requested
Houston’s “Star Spangled Banner” l
video: |
i
]

Mode’s Meta

| Monopoly

il

Warner Bros. execs recently presented Depeche Mode with plaques commemorating the precious metal certification
of four albums ahd two videos. Pictured at the presentation are (seated, I-r} Sire President Seymour Stein, the band’s
| Dave Gahan, and WB President Mo Ostin; (standing, I-r} WB VPs Larry Butler and Craig Kostich, Reprise Sr. VP Rich

Fitzgerald, band manager Bruce Kirkland, WB Sr. VPs Lou Dennis and John Beug, Reprise VP Marc Ratner, and WB

| VPs Charlie Springer and Steven Baker.

WDRE GM
Goren Adds
VP Stripes

Jarad Broadcasting has boosted
WDRE/Long Island GM Abraham
Goren to VP/GM. Goren, who join-
ed the New Rock outlet as GSM
four years ago, has been GM since
1989.

WDRE owner Ronald Morey
said, “In the two years since Abe
has been at the helm, WDRE has
realized positive growth in all as-
pects of the station: sales, pro-
gramming, ratings, positioning,
and visibility. Abe’s combination of
leadership and sales skills are per-
fectly matched to achieve WDRE’s
goals well beyond 1991.”

Prior to joining WDRE, Goren

GOREN/See Page 25

i Rolling Stones drummer Charlie. Watts (c) was a guest on Neer Perfect Pro-

ductions’ “TDK New Music Report,” a weekly college program. Pictured |
with Watts, who discussed his book/CD collection “From One Charlie
! ..," are Neer Perfect producers Jym Fahey (I} and Sal Cirrincione.

Spence Now WRMX/Nashville GM

Signature Broadcasting Gold
outlet WRMX/Nashville has se-
lected former KVIL/Dallas VP/
GM Dave Spence to be GM.

Signature President Dick Oppen-

WJQI/Norfolk Ups

Bill Campbell has been elevated
to PD of AC WJQI/Norfolk after
four months as Asst. PD/PM
driver. He’ll maintain his after-
noon drive airshift. Morning man

Campbell To PD

Alex O’Neal is now Asst. PD.
WJQI GM Al Casey, who was
doubling as PD, told R&R, “Bill's a
radio junkie. He has a very good
CAMPBELL/See Page 25

heimer, who’d been interim GM at
WRMX, told R&R, “When you
have the opportunity to hire some-
one with Dave’s track record, you
do so because it makes you look
smart. We've been discussing this
since last December, and I felt the
time was right. We’re very comfor-
table with our present format; we
just want to make it better.”
Spence, who was unavailable for
comment at presstime, has been
away from radio for approximate-
ly 18 months, working in TV pro-
duction. He spent 12 years at KVIL.

CALL US AND ASK WHY! =
1-800-331-4438

BUMPERSTICKERS WORTH SWITCHING FOR!
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NEWSBREAKERS.

Radio

® FRANCES MURRIETTA is upped
from AE to National Sales Manager at
KIIS-FM/Los Angeles.

Records

©® COLIN HODGSON is named VP/Fi-
nance at Warner Bros. Records. He
was previously Exec. VP at Capitol/EMI
Music.

Born To:

Artful Balance recording art-
ist Billy Trudel (Warpipes),
wife Hollywood Sound Record-
ers Studio Manager Vicki
Giordano-Trudel, son Dylan
Tyler, July 13.

Sire recording artist Kristin
Hersh (Throwing Muses), hus-
band manager Billy O’Connell,
son Ryder James, July 16. g

e B

KILO/Colorado Springs MD
. Craig Koehn, wife Lorejte
. daughter Taylor Rene, July 18.

5 WWMX/Baltimore air talent
Kathy Whiteside, husband
Radio Research Consortium
OM Carl Nelson, daughter
Christine Elizabeth, July 22

Giant Sr. VP/GM John Bro-
dey, wife Mavis, son Sam, July
22.

Marriages:

Westwood One Radio Net-
works Advertising Manager
Pamela Herson to Westwood
One Station Compliance Man-
ager Ron Orenstein, July 4.

KGL!/Sioux City, 1A MD Kev-
in Kollins to Patty Mesz, July
20.

KQCR/Cedar Rapids MD J.J.
Gerard to Cindy Short, July 20

s |

Frances Murrietta  Colin Hodgson

® DAVE PALACIO becomes Exec. VP
at Capitol/EMI Latin. He had been VP/
Finance & Administration at CEMA Dis-
tribution.

Les Silver Dave Palacio

® LES SILVER is tapped as VP/Sales &
Marketing at Quality Records. He
comes from Capitol Records, where he
was West Coast Marketing Director.

® JOHN COLETTA has been ap-
pointed VP/Creative Services at JRS
Records. He previously was Director/
Internatioral Affairs at Ventura Music
Group.

@ SCOTT CARTER has been pro-
moted fo National Director/College Pro-
motion at A&M Records, segueing from
Nationab College Tour Coordinator.
Concurrently, LISA HORN-JEFFER-
SON has been elevated-to West Coast
Publicist. She moves up from Publicity
Coordinator of the same region.

® MARC OFFENBACH has been ele-
vated to VP/Sales at Relativity Rec-
ords. He had served as Director/Na-
tional Sales at importartt Record Distri-
butors.

Marc Offenbach George Nunes

® GEORGE NUNES has been upped
to Sr. Director/National Sales at Capitol
Records. Prior to this he was National
Director/Sales. Also, MICHAEL WHITE
has been promoted to National Direc-
tor/Urban Marketing and JOHN GRA-
DY has been elevated to National Di-
rector/Field Marketing: White moves
up from Regional Promotion Manager/
Urban Music; Grady switches from Re-
gional Marketing Director/Midwest.

National
Radio

® GLOBAL SATELLITE NETWORK is
setto air “Close To The Edge,” a Labor
Day weekend Yes special, August 30-
September 2; (818) 906-1888.

® UNISTAR RADIO NETWORKS is of-
fering “A Survivor's Guide To Con-
sumer Credit,” a 15-part series slated
for the week of August 19. The pro-
gram will be the focus of a half-hour
news special on August 23; (800)
344-2612. Also on tap: “The
Foreigner Story,” a three-hour show
set for August 16-18; (212) 373-
4969

Industry

® RAMSEY JABBAR has been pro-
moted from Midwest Marketing Rep to
Marketing Manager at Concrete Mar-
keting. He also becomes Network Co-
ordinator for the Concrete Retail Net-
work division. Concurrently, GABRIEL
FELW shifts from Marketing Assistant
to Southeast Marketing Rep.

Bill Bailey — PD/mornings
KZBS/Oklahoma City (405)
720-7624

Wendy Caldwell — Morning
newscaster/sidekick WLAN-
FM/Lancaster, PA (717) 291-
1097

Cajun Ken Carr — Mornings

§ WWKX/Providence (508) 226-

2032

John Dodge — Production
Dir. WBOS/Boston (617) 965-
4363

Candy Henry — MD WCBS-
FM/New York (818) 997-6169

Steve Thomas — Middays
KZBS/Oklahoma City (405)
943-8155

Tom Timmons — Asst. PD/
MDy/afternoons KUTQ/Salt Lake
City (801) 571-3698

Brian Weems Williams —
Mornings WLAN-FM/Lancaster,
PA (717) 291-1097

%

Changes

Larry Sindall is named AE at KZOK-
AM & FM/Seattie.

Kevin Wafford becomes Publicist at
Solters/Roskin/Friedman Public Rela-
tions.

RCA rockers Kik Tracee have signed a worldwide co-publishing agreement with Emerald Forest Entertainment.
Romping in the forest outside the company’s L.A. office are (I-r) the band’s Stephen Shareaux, Emerald Forest’s
Barbara VanderLinde and co-owner Linda Blum-Huntington, Kik Tracee’s Rob Grad, Mike Marquis and Johnny
Douglas, Emerald Forest co-owner Marla McNally, and the band’s Gregory Hex.

CALL US AND ASK WHY!

BUMPERSTICKERS WORTH SWITCHING FOR!
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Either way you look at us,you'll win
with Alan Burns & Associates.

In Chicago, Pittsburgh, programming and marketing
Boston, Buffalo, Phoenix, support.
Baltimore, Dallas, and mar- In fact, 90% of our clients
kets all across the country, AC are format leaders and making
and CHR stations are winning more money than ever. So if

with Alan Burns and Associates your AC, CHR, or Adult Hit

N ALANE
BURNS

& Associales.

WWW.americanradiohistorv.com

Radio station could use a boost,
call the firm that's becoming
Americas leading programming
and marketing consultants. Call
Alan Burns and Associates today
at (703) 648-0000.
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MANAGEME,

Sharpen Your Negotiating Skills

l ooking for a sure-fire way to  you’ll be less confident and on the  in your position by preparing for

screw up your next round of  defensive. the meeting (sizing up your oppo-
business negotiations? Fo- Instead, concentrate on your nent's needs and limitations) and
cus on what you have to lose strengths. Marvin Gottlieb, author by making an offer you know is fair
(rather than on your opponent’s of “Making Deals: The BusinessOf  (a tactic that enables you to resist
weaknesses). Looking at your posi-  Negotiating” (Simon & Schuster),  hedging your stance).
tion in a negative light guarantees recommends building confidence Remember: You can walk away

otal national spot radic expenditures for the month of June topped
$124 milion — a 0.5% decrease from 1990 figures.

Note that there were four weeks in June 1990, as opposed to five
weeks in June 1991. Thus, actual national spot radio expenditures were
much lower in 1990. All of the figures below, however, have been adjusted
to reflect the true difference in national spot radio activity.

at any time. Keeping this in mind While the figures reflect total billings as reported by America’s leading
can help py.ou realize you got as far = 0041 rep organizations, they are not typical of any specific market. Fur-
as you did bec.ause your opponent = 4hermore, spot billing in individual markets, market groups, or geographic
: : saw the value in making a deal. % areas may differ substantially.
thtoet 34 o o0 | ssemmbr 1 S| More Tips For Success |
nali u: seminar. e & . . &
Radisson Hotel, Detroit Airport. cone Convention Center. San Once discussions are under way, | TOTAL SPOT DO LLARS
Francisco. Herb _Cohen, author of “You Can z SIX_MONTH TREND
® August 22-24 — Talentmas- OEEmTEes 96 — Aeed Negotiate Anything” (Bantam), |
ters Morning Show Boot Camp. | o interactive  Entertanment suggests you resist the instanturge | 445 _
Hyatt Ravinia, Atianta. Arts & Sciences conference to reveal how forceful and smart % o 1990 e
: Executive offices, Los Angeles. | you are in favor of: .
| SSeptember 5 — 1991 MTV ° {  «Playing dumb. Your opponent {20 - - 1991 124
pz dee(r)]lthr?usac Al\ivard:. Universal OSeptembgr 25-28 — RTNDA may “leak” valuable information
mphitheatre, Los Angeles. 46th !rw_ternatlonal Conferencg& in an effort to help you form an
Exhibition. Denver Convention opinion
® September 8-10 — Burkhart/ |  Center. D slent. Sil
Douglas & Associates Client * Remaining silent. Silence —
Meetings. Grand Hyatt Union ® October 2 — CMA Awards. pa?rtlcularly at a key moment — 91 87
Square, San Francisco. Grand Ole Opry, Nashville. will make your opponent nervous,
leading him or her to imagine
® September 10-13 — National ®October 3-5 — Concrete worst-case scenarios. A well- 53 ] S
Association of Black-Owned Marketing's Foundations For- timed silence often can force the (all figures in millions)
g;]oadtcaste\a/:ls iar]: C‘:‘"fgré’”ce' U:' Los Angeles Airport Mari- other side to reveal information or e
SR, W gt? o ot make concessions to jump-start
R R R the negotiation process. Y I 7 T I -
Jan. Feb. March Aprili  May June
3.6 55 . ,
2.2  (compared with 1990 figures)
T S S N N NN NN NN NS NN NN NN N NN
2.1 :
-4.5 4.4
HE IX POTS -5.6 -5.4 |-0.9
a7 -5.9 7.7
[ ' BN U N B v SR o S B R . e 1.2 4100 .0
© p -4.1 ’
| L W Aprit 7.7
W 03 -20 May
§ i 3 %g 1| O June -21.9
f g §'
a ,% E -30 T @ T =1 ] T
: a: . 1-10 11-25 26-50 51-75 76-100 100+
2] &
N 2 %@ Market Size
| | 2 T R L = Y
e o n o o e v o A OO B B B B o s em om o om om ll

That’s all it takes! Just six spots per month* (or possibly less)
to pay for the world’s most powerful music scheduling software

system. That’s a small price for perfect rotations, great segues and TO THE RADIO INDUSTRY.

total format control. There’s no big investment in time, either.

MusicSCAN is the easiest to leam and use, so the station will be The Son ny Bloch Shows are

sounding better in no time. The call for more information is priceless... independently produced,

toll-free at 800-476-0469. We knew you could “spot” a great deal. exclusively syndicated,
Incidentally, if you’re looking for a quick way to sell those six and wholly-owned by

spots, and then some, TAPSCAN has a complete line of sales software
systems for any size station and market.
But hurry! The last couple of stop sets could have paid for your

BROADCAST
first month! MANAGEMENT

)
’VZ N L CORP.
MMGAN 40 East 63rd Street
T ocheduling Software New York, New York 10021

MusicSCAN is a product of TAPSCAN, Incorporated ( 212 ) 371-9268 :
*Based on average market size and spot rate. Fax: (212) 593"0963
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Recruitment Revenue Revolution

uring the growth period and subsequent
low unemployment rate of the ’80s, sta-
tions obtained a tremendous amount of
new business revenue from recruitment sched-
ules as employers fought for the few unem-

“ployed workers.

In terms of new business,
this category is far less pro-
ductive today. I’ve received
a number of letters and
phone calls from people
who’ve virtually stopped
pursuing revenue in the
recruitment arena. It’s still
possible to make money,
though — it just requires
skills in needs analysis and
the ability to contact deci-
sion-makers.

You can break recruit-
ment revenues into two
categories. The first in-
cludes companies with re-
cruitment needs; they’re
under a great deal of pres-
sure for workers in general,
regardless of the economy.
Although many companies
are faced with layoffs, a
couple of areas still are pro-
ductive for recruitment
concerns.

Revenue also can be de-
rived from personnel needs
— companies may tell you
they aren’t hiring, they’re
laying people off, or they
have hundreds of appli-
cants for a few jobs. Never-
theless, the opportunity still
exists. To achieve revenue,
you must assess the level of
contact — who you're talk-
ing to about these needs.

| e
# RADIO™

i PLACEMENT
SERVICES

66]

When firms are
faced with layoffs,
recruiters or human
resource directors
can do little
since they have no
budgets. In some
cases, they might
even be the next
to go.

99

The Right Contacts

Traditionally, recruit-
ment revenues had been
derived from talking with
recruiters or human re-
source directors. Those
contacts are fine when com-
panies are faced with mass
openings, when the thought
process usually involves a
discussion of cost per hire
or cost per lead. Revenues
are generated by promising
a CPH or CPL more effec-
tive than the companies’
traditional recruitment ad-
vertising media.

When firms are faced
with layoffs, however, peo-
ple at this level can do little
since they have no budgets.

RADIO
SALES
JOBS!!!

Looking for more money? Different location? We have

| hundreds of great radio sales jobs Nationwide for account
executives and sales managers! We have positions for
LSMs, NSMs, senior list holders, and beginners too!!
Radio Placement Services, Inc. is the only company in

the country truly committed to radio sales jobs! Every
day, stations in all size markets call us for sales
personnel. We handle your entire job search! Give us a
quick call. It’s confidential. Even if you “‘just want to see
what’s out there’’. Sales jobs all over the country!! Jot
down our number. You may not need us today, but you
know radio!

By Chris Beck

In some cases, they might
even be the next to go. In
this situation, the best peo-
ple to contact usually are
VPs, regional personnel
directors, owners, GMs, or
sales managers, all of
whom are on personnel’s
“front line”’ with regard to
budgets, quotas, and the re-
quisite skill level of
workers.

These folks might not
have openings at their com-
panies, but their concerns
and needs are different
from those of recruiters or
human resource directors.
Below are some frequent
personnel needs that can
generate revenue for you.

Employee Upgrades

It’s not unusual for an
employer to discover that
people who have been re-
tained after a downsizing
can’t handle (or don’t want)
the increased workload.
This occurs most often on
the corporate level.

Also notable are com-
panies seeking to upgrade
their employees’ skill level,
frequently the case with
manufacturers as well as
retailers. This need also is
prevalent among retail
store-managers.

m

It’s not unusual for
an employer to
discover that
people who have
been retained after
a downsizing can’t
handle (or don’t
want) the increased
workload.

99]

Many companies must
follow corporate guidelines
calling for the recruitment
of special-interest groups
such as minorities or physi-
cally challenged workers. If
your station penetrates any
of these groups and can de-
liver these types of em-
ployees, this area could be a
potential revenue-genera-
tor.

Bilingual Bids
You might be surprised
at the additional revenue

Writing Effective
Recruitment Scripts

Segment 1 — grab the listener. The open-
ing should include a strong, attention-getting de-
vice accentuating the frustrations of potential em-
ployees. What are the hassles people constantly
face in their current positions?

Segment 2 — tout the employer. Compare
the benefits of the recruitment client with those of
other employers. What does the company offer
that others don’t? (Note: Look into employee/lo-
cal ownership, length of employment, stability,

flexible hours,
potential.)

ments for this job?

and career

Segment 3 — state the requirements. Item-
ize qualifications for the position that’s being pro-
moted. What are the company’s minimum require-

Segment 4 — demand action. End with a
statement such as “Act now!” or “Call today!”
Add, “If you know someone who fits this descrip-
tion, pass this information along.” Then say the
company’s phone number three times or instruct
potential candidates to call information.

advancement

66/

Many organizations
are realizing that
workers from non-
traditional arenas

can be highly
desirable and
effective.

99

you could create by hiring
bilingual sales associates.
One department store, for
example, wanted salespeo-
ple on each floor that could
speak Japanese, French,
and German to facilitate
purchases by foreign
tourists. Similarly, many
auto dealers want salespeo-
ple who speak Spanish to
assist their Hispanic cus-
tomers.

Meanwhile, the need for
recruiting people who
wouldn’t normally consider
themselves qualified or de-
sirable for a specific job has
surfaced in many cases.
Simply put, many organiza-
tions are realizing that
workers from non-tradition-
al arenas can be highly
desirable and effective.

Examples of this are
women with sales experi-
ence, especially in technical
areas, going into auto
sales; retail salespeople be-
coming bank tellers; and
restaurant workers moving

to the convenience store in-

dustry. Following are some
additional recruitment rev-
enue options.

Technical positions:

« City utilities providers
» Engineers

» Medical positions

» Mechanics

Law enforcement:
« City police officers
e Sheriffs

Telephone sales/service:

» Retail catalog opera-
tions

» Service centers

» Telemarketing opera-
tions

» Airline/travel reserva-
tion centers

» Credit card operations

« Financial institutions

Chris Beck is the President”
of Beck Marketing Group, an
international sales and market-
ing consulting firm. If you have a
question about a column or a
topic you'd like to see addres-
sed, he can be reached by
phone at (818) 594-0851; by
fax at (818) 594-5030; by
Prodigy electronic malil at ID #
SRTN15A; by CompuServe at
ID # 76066,3334; or by mail at
22900 Ventura Bivd., Suite
340, Woodland Hills, CA
91364.




Continually Defining The
State-of-the-art In Broadcast Software

It is said that art can take many forms and shapes,
but ultimately for art to be appreciated it must evoke an
emotional response.

Througzh ongcing enhancements and the implementa-
tion of client input, TAPSCAN products have sparked a
fire in the salesefforts of thousands of stations
internationally.

As our clients’ successes have proven time and fime
again, if you're using software other than TAP5CAN's,
you migh: as well hang it up. |

3000 Riverchiase Galleria
Suite 1111

Birmingham. Alabama 35244
205 987-7456

INCORPORATED

Boston ¢ Chicago * Los Ang:les « Toronto * Vancouver
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July 91

What's on Americans’ minds? Each month R&R con-
ducts an exclusive survey of the nation’s leading Talk radio
stations to determine the 10 issues that have generated the
greatest amount of listener phone response over the
past four weeks. The following chart compares last month’s
and this month’s hottest topics.

-
=

Clarence Thomas’s Nomination
Senate Pay Raise

Local Crime

AIDS-Afflicted Doctors

Vietnam War POWs & MIAs
Local Government

Persian Gulf Situation
Economy

LAPD Chief Daryl Gates
Abortion

O ONOGHEWN =

310

Notable chart changes include the reappearances of Local Crime, back
from a two-month probation, and the Persian Gulf Situation, which
represents a shift in focus from last month’s Welcome Home Parades.

Reporting Stations: KGO/San Francisco, Bruce Kamen; KING/Seattle, Brian Jennings;
KIRO/Seattle, Andy Ludium; KLIF/Dallas, Dan Bennett; KMOX/5t. Louis, John Angelides;, KOA/
Denver, Kris Olinger; KXL/Portland, Jeff Grimes; WABC/New York, John Mainelli; WCKY/Cincin-
nati, Mark Elliott; WFLA/Tampa, Gabe Hobbs, WLS/Chicago, Drew Hayes, WRKO/Boston, Rich
Kirkland; WTAE/Pittsburgh, Tom Clendening; WWODB/Philadelpkia, Dave Rimmer; WWRC/Wash-
ington, Tyler Cox; WXYT/Detroit, Michael Packer.

|
. TOP TEN SHOWS Friday, 8/2
% JULY 22-28 e LLA. Guns, “The Arsenio
% Hall Show" (syndicated; check
] 1 20/20 local listings).
| 2 Roseanne * Yes, “ABC's In Concert
% 3 Empty Nest '91” (midnight).
4 Murphy Brown C
% 5 s Saturday, 8/3
6 Cheers ¢ Dweezll Zappa guest stars
7 Designing Women on “Totally New Totally Hidden

Video” {Fox, 9pm}.

¢ Vince Gill, “The Texas
Connection” (TNN, 10:30pm
EDT/7:30pm PDT).

Sunday, 8/4

* lce-T performs on the com-
edy special “Paul Rodriguez:
Behind Bars” (syndicated;
check local listings).

Family Matters (tie)
9 Major Dad
10 Golden Girls

Source: Nielsen Media Research

All show times are EDT/PDT unless oth-
erwise noted; subtract one hour for COT.
Check listings for showings in the Mountain
time zone. Al Iistings subject to change.

A
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JULY 26-28

1 Terminator 2: $11.05
Judgment Day (Tri-Star)

2 Mobsters $6.03
(Universal) *

3Bill & Ted’s $5.42
Bogus Journey (Qrion)

4 101 Dalmatians $5.27
(Buena Vista)

5 Boyz N The Hood

T

R

84.74

(Columbia)

6 Robin Hood: $4.55
Prince Of Thieves (WB)

7 Regarding Henry $4.14
(Paramount)

8 Point Break $4.06
(Fox)

9 Naked Gun 2"2: $4.02
The Smell Of Fear
(Paramount)

10 City Slickers $3.83
(Columbia)

All figures in millions
*First week in release
Source: Exhibitor Relations Co.

COMING ATTRACTIONS:
This week's openers include
“Return To The Blue Lagoon,”
starring Milla Jovovich and Bri-
an Krause. The sequel to the
1980 film features the forth-
coming Columbia single “A
World Of Our Own” by Surface
f/Bernard Jackson.

Monday, 8/5

s Cher, “Arsenio Hall.”
¢ Steel Pulse, “Into The
Night” (ABC, midnight).

Tuesday, 8/6

¢ The Temptations, Stevie
Wonder, Ziggy Marley, the
Boys, Third World, and Johnny
Gill perform on "Soul By The
Sea” (A&E, 9pm EDT/6pm
PDT), a two-hour concert spe-
cial taped in Jamaica and
hosted by Judy Collins.

¢ Righteous Brothers, “Into
The Night.”

WEEKEND BOX OFFICE

P R

S

aving weathered 30 months
H of total togetherness, the

New Kids On The Block re-
portedly “can hardly stand the sight
of each other.” As aresult, they're
taking a four-month break to do
their own things.

According to the Star, Donnie
Wahlberg wants to record with his
brother Mark's rap group (the
Funky Bunch), Danny Wood
wants to produce other musicians,
Jordan Knight plans to record a
solo LP, Jonathan Knight will take
a shot at acting, and Joe Mclintyre
wants torecord a solo album of Nat
“King” Cole and Frank Sinatra
covers!

End Of The Innocence

August GQ cover star Don Hen-
ley is the subject of a 10-page in-
terview in which he candidly ad-
dresses his solo career, the ill-fated
Eagles reunion, and his future
recording plans.

“l guaran-fucking-tee you I'll be
on the market after the next two al-
bums,” says the singer. “l want out.
They're nickel and diming me to
death. [David] Geffen has one set
of rules that apply to him and one
set of rules that apply to everyone
else.”

Talk Talk

* "We come from the granddad-
dy of dysfunctional families,” says
Matthew Nelson, profiled along
with his brother, Gunnar, in the
cover story of this week’s People.

* Check out the highly compli-
mentary piece on the expanding
political clout of Talk radio in the
September Penthouse.

More 1991 Predictions

Even though 1991’s more than
half gone, the National Examiner
boldly offers the following new set
of celebrity predictions:

® Frank Sinatra and Michael
Jackson will do albums covering
each other’'s best-known material.

¢ Randy Travis will give up mu-
sic to train for and compete in the
Mr. Universe contest.

New Gigs For New Kids?

STRIKE THE POSE — Madonna's
assault on the nation's newsstands
continues. Not only does her ex-
tremely videogenic image grace the
“MTV's 10th anniversary” cover
Story on this week's TV Guide, pre-
viously unpublished photos from a
nude modeling session she did
back in 1979 can be found titillating
readers of the September Pent-
house.

¢ Cher will open a chain of chic
tattoo parlors, and personally apply
the first design “to pal Madonna.”

More Elvis Spottings

The Weekly World News devotes
its cover to arecent snapshot of the
late Elvis Presley (!}, taken just
days ago as the King waited in line
to see "“Truth Or Dare” (!!).

Meanwhile, former supermarket
tabloid writer and devout Elvistorian
Richard Dominick investigates a
fresh spate of EP spottings in the
September Penthouse.

R&R doesn’t run comic strips,
but we do take a comic trip each
week through the nation's con-
sumer magazines in search of
everything from the sublime to
the ridicufous in music news.
R&R has not verified any of
these reports.

your station can have a CD full of the latest chart-
proven AC tracks each month.

You get only the best AC titles, each one recorded
using Bonneville’s exclusive TrueSource®™ digital
recording process.

Bonneville Introduces ChartBreakers
The AC Music Service that Runs Circles Around the Competition!

it's hard to believe, but for just $49.95 per month,

It's the perfect archive, too. Each monthly edition
provides you with a permanent copy of the top AC

tracks. Month after month.

Don’t wait. Compare ChartBreakers for the time,
the expense, and the space it will save. Then call for
information on how you too can receive this valuable

new service!

1-800-631-1600

EVILLE

TRUST THE QUALITY

Ask about special rates on Bonneville's
Complete AC Library when you buy ChartBreakers now.
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ANTIQUED CAST PEWTER KEYCHAINS...
The classy item for staff, clients or listeners. As
low as $3.05 each in quantity. Quantities as
low as 50. Call for details.

1-800-772-7732 " //\'\
L] .
Promotional

‘@ Ventures

THE COOQOLEST SUMMER GIVE-AWAY . . .
Premium Maine Spring Water. Your logo, art-
work or client message has top billing with up
to 4-lines. ‘‘Self-liquidating” thru client cross
promotion. On line with WBCN, KISS 108,
Warner Bros. and Reprise. Immediate delivery,
as low as .30 each. Call 1-800-62-MAINE,
PREMIUM WATER OF MAINE, INC.

§1,000,000FOR ASONG

SOUNDS EASY, AND IT IS. You can simply
guarantee your prizes through SCA Promotions
and reap the benefits of high dollar contests for
a small statistically determined fee. Pick from
SCA ““On-the-Air" and direct mail promotions
and give eway a million for a song.

Call SCA Promotions today --
1.800.527.5409! PROMOTIONS

THE OFFICIAL STATION POSTER...Customized
station posters with your personalities, hand
drawn, self-liquidating. Great giveaway, many
success stories, make money with a great promo
tool. Alsa, THE OFFICIAL WAKE-UP SONG. Call
AMFM: Advanced _F
Marketing For Media

at 615-298-5978.

Ahanced Marketne for Medu

ROLL-A-SIGN Cost-effective plastic banners for
your station. We print any picture, logo, or
design in up to four colors. Perfect for concerts,
public appearances, expos and give-aways.
Packaged on a roll and easy to use. -
Call Toll Free: oG | e
1-800-231-2417 g { N N

(713) 947-2053 Y

CONTEST REGISTRATION BOXES ... IDEAL
FOR PROMOTIONS! they scream for attention
with distinctive diagonal stripes. In Red, Blue,
Orange, Green, Black, or Plain (no stripes). Put
your LOGO on self-adhesive labels. Order as
few as 40. For complete information, write to
AB PROMOTIONS, P.0. Box 362, Wisconsin
Rapids, WI 54495 or call (715) 424-1718.

The single source for . . .

« Top 100 Market Ratings and Trends | this easy to use
e Arbitron and Birch Results
e Demographic Comparisons
e Complete Industry Directory
e 2100 Updated Listings

Order your
personal copy of

desktop guide.

Call Leslie at
213 553 « 4330

WWW.americanradiohistornz.com
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OVERVIEW

Common Americans Share Uncommon Events

hat Americans consider
‘‘uncommon’’ experi-
ences actually happen to

quite a few people — except for the
5% who claim to have sighted

Gels & Soap

n a typical weekday morn-

ing, nine out of 10 Ameri-

cans will work themselves
into a lather for bathing purposes,
according to a recent survey by the
NYC-based Roper Organization.

These days, more American
women bathers are using gels in-
stead of soap. Five years ago, 26%
of U S. women used bath or shower
gels; now 31% do. Concurrently,
soap usage has decreased from
93% to 87%.

One reason for the increased
popularity of gels may be because
gels work as soap and shampoo,
and therefore can be viewed as a
two-for-one value. For example,
33% of women with annual in-
comes of less than $15,000 use gels
— up from less than a quarter five
years ago.

For example, 19 million Ameri-
cans have been audited by the IRS,
joined a protest march, or spent a
night in jail.

Interestingly, skinny-dipping in
mixed company is an increasingly
shared occurrence. In 1976, only
13% said they had done so. Today,
that figure has swelled to 20%.
Curiously, 28% of men say they’ve
been for a nude swim with a mem-
ber of the opposite sex, while only

14% of women say they’'ve done so.

The number of people who've ap-
peared on television also has
climbed sharply and now includes
nearly a quarter (23%) of all
Americans.

And . . . nearly one in 10 Ameri-
cans report having witnessed
crimes where at least one gunshot
was fired (up from 5% in 1979).

Source: Roper Organization, NYC

When Doing Hot
Weather Workouts ...

ot weather can easily put a
damper on exercising,
especially when dehydra-
tion-caused cramps are concerned.
To alleviate this potential for extra
pain, simply drink cold beverages
before you hit the workout trail.
According to the Tufts Universi-
ty Diet & Nutrition Letter, chilled
drinks leave the stomach more
quickly than warm ones, thereby

hydrating your body faster.

The letter also offers an addi-
tional tip for hot weather work-
outs: Start by drinking 12-16 ounces
of fluids early enough that you can
urinate an hour before exercising.
Then drink an additional 20 ounces
right before you start.

However, make sure these cold
chillin’ drinks aren’t alcoholic —
those raise your body temperature.

STEROIDS KILL!

“TAKING STEROIDS IS LIKE BLOWING
UP A BALLOON’...This exciting, new
public service campaign speaks
strongly to athletes, urﬁi]:g

‘“no” to all drugs includi

Parents, teachers, coaches and
the athletes themselves must
become more aware of this
new health threat. In the past
year alone, the illegal use of
steroids has increased by an

estimated 20 percent.

This is a campaign you can
really get behind with support
from your community, public
schools and health authorities.
Build good public relations for
your students while attacking
the gravest problem to ever hit
the field of sports and the
highly motivated youths who

participate.

N

Please send me copies of “Taking Steroids Is Like Blowing Up A
Balloon’ public service spots for:

FREE

60 second and 30 second
radio and television spots.

[0 Radio (Four 60 sec. & four 30 sec. taped spots)
| understand the spots will be sent without cost or obligation.

Public Service Director
Station

Street Address

City

] Please Send Me Additional Health Campaigns That Are Available

them to say
g steroids.

TO: American Chiropractic Association 91-2
1701 Clarendon Boulevard
Ariington. Virginia 22209

r
1
|
|
|
|
|
: [0 Television {One 60 sec. & one 30 sec. on 3/4” videocassette)
1
|
|
|
|
1
]
1
)
)
1
[ ]

State Zip

LIFESTYLES

‘SWEET TALKIN’ GUYS’

ew York City’s “dynamic
N DJs of the '50s and '60s”

are the subject of Rhino
Home Video's '“Sweet Talkin'
Guys,” a 55-minute retrospective
hosted by veteran iocal air talent
‘‘Cousin’’ Brucie Morrow, cur-
rently heard on WCBS-FM/NY.

The program features visual
memorabilia and snippets of air-
checks by such legendary rock 'n’
roll personalities as Murray The K,
Alan Freed, Pete ‘‘Mad Daddy”’
Meyers, Jocko Henderson, Scott
Muni, Dan Ingram, and B. Mitchell
Reed, as well as umpteen other
WABC, WINS, WMCA, and WWRL
staffers. Recent interviews with
many of these past 'n’ present radio
stars round out the package.

Available August 8, the video —
shot in black and white as well as
color — has a suggested retail price

Video Spotlights Veteran
New York Radio Stars

of $19.95. For more information,
call the Santa Monica, CA-based
company at (800) 843-3670 or
(213) 828-1980 in California.

Money & Vegetables

n an average day, 43% of

Americans eat fresh vege-

tables, 33% munch on cann-
ed ones, and 29% chill with frozen
greens. According to a recent sur-
vey by the NYC-based Roper Or-
ganization, affluence (or lack
thereof) is a major factor in deter-
mining which type is purchased.

Flush With Freshness

Nearly 60% of affluent Ameri-
cans and more than half of other
upscale groups (college grads, ex-
ecutives, and professionals) have
eaten fresh vegetables within the
past day-

In contrast, fewer than 40% of
households earning less than
$15,000 annually, 38% of blue collar
workers, and 35% of non-high
school grads have eaten fresh
greens in the last 24 hours.

CIA-KGB

Lower education and incomes
seem to equate to an increase of
canned good consumption, possibly
because canned vegetables are in-
expensive and have a long shelf
life. More than 40% of non-high
school graduates and 42% of low-
income households (under $15,000
annually) eat canned vegetables on
a typical day.

In comparison, 20% of house-
holds with annual incomes over
$50,000 and 30% of college gradu-
ates partake in canned vegetables
on a typical day.

Interestingly, the wealthy eat
frozen vegetables more often than
downscale groups. While nearly
one-third of affluent Americans
chill out with the cold greens, only
30% of those households earning
less than $15,000 a year eat frozen
veggies.

Do You Lack Intelligence?!

Monitored Playlists

Get smart now!

e All the'winning statipns ° A/C Affordable
* Long Five-Day Monitors Research
. Upﬁrade ourmusic ® AOR

* Find 'High Appeal' titles .

« Eliminate 'weak' titles ® Oldies

e Scrutinize rotations

* Analyze dayparts ¢ Country

L]

Music monitor database system
from The Trapman Company

¢ Classic Rock

Ca)l Nowf
800 562-4407
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Neil Bogart
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Honoring

Ed
osenblatt

* president of
Geffen Records

Honorary Chairs:
David Geffen and Mo Ostin

Hollywood Palladium

November 8, 1991
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92,

#2 MOST

ADDED CHR!

72/57

[[Do Anything"

natural

WXKS add
KEGL add 32
PWRS5 add 28
KRBE add
PWRPIG add 30
Q105 add 28
WZPL add 30
HOT102 add
KKFR add
KOY-FM add
FM102 add 29
Q106 add 25 hot
WVSR add
KC101 add
WQGN add 40
WMXP add
G98 add
WSPK add
Y102 add
WBBQ add

195 add

KZFM add
KPRR add
HOT95 add
WAPE add
WDJX add
WZKS add
FM100 add
KBFM add
WJLQ add 35
WKZL add
HOT947 add
WPXR add
WGTZ add
KJ103 add

WZO0OK add
KKRD add
KKSS add
PWR102 add
KQMQ add
KCAQ add
HOT949 add 30
KRQ add
WPRR add
WOMP add
WHTO add
KMCK add
B98 add
Q104 add
KZIi add
WBPR add
KIXY add
WFHT add
WCIL add
WDBR add
KTRS add
KMOK add
KXXR deb 33
TIC-FM deb 39
WCKZ deb 31
PWR99 23-16
KTFM 18-15
WNCI 26-24
KDWB 12-7 hot
WKBQ
KS104 14-11 hot
WIXX 37-22 hot
KHTK 27-23
Beb5 27-24

.. and morel

Produced by Elliot Erickson with Frederick Thomas
Additional production and mix:Brian Malouf

sastwes! records america

Division of Attantic Recarding Corporation

© 1991 Atlontic Recording Corp. A Time Worrer Compony

FORMAT PERFORMANCE REVIEW

Adult Music Formats Prosper
In Spring ARB; News/Talk Falls Back

AOR, Gold Surge; CHR, Urban Off

irroring the recent Birch numbers, music for-

mats — especially those with adult demograph-

ics — rebounded strongly in R&R’s exclusive
Format Performance Review, covering the Top 30 mar-
kets in the Arbitron Spring '91 survey. News/Talk was the
big loser, dropping 46.3 shares.

The winner this Arbitron book,
as it was in Birch, was AOR, up
32.7 shares from winter, more than
a share per market. Gold gained
17.8 shares from the previous book,
Country continued its acceleration,
and AC bounced back solidly from
a down winter showing. CHR slip-
ped, though not nearly so drastical-
ly, and was joined by Urban, Span-
ish, Religious, and B/EZ.

Formats By
The Numbers

¢ AC: Up more than 50 shares
(10.3%) from last year and better
than 10 shares from winter. Is AC
gaining adults disenfranchised
from CHR?

¢ AOR: A solid rebound from
winter drove AOR ahead of Coun-
try (despite an up book for the lat-
ter) and back into fourth place. It
also showed a modest gain from
last year.

* B/EZ: Continuing to slide, los-
ing 44 shares from winter and
down to just under 60 total shares.
Most of its 48-share drop from last

year (second only to CHR) occur-
red before the last two books.

* Big Band: Up a pinch from
winter and a respectable six shares
from last year to nearly 94 total
shares.

¢ CHR: The dive continued,
though not nearly so steeply. CHR
was off a bit more than 3% from
winter, but the 78-share erosion
from last year, not far from three
total shares per market, was by far
the worst format showing.

¢ Classic Rock: Birch showed
Classic Rock with a moderate in-
crease, while Arbitron registered
even more modest gains. Certainly
holding its own, however.

* Classical: Up an impressive 6.4
shares (12.9%) from winter and 4.5
shares from last year. Now at 56
total shares; Classical, NAC, and
Spanish are all poised to overtake
B/EZ soon.

» Country: A nine-share increase
from winter contributed more posi-
tive input in a 22-share (9%) rise
from last year. The new generation
of artists seems to be attracting a
new generation of listeners.

Key Format Trends
Year To Year

AC AOR CHR CR

B Spring ‘90
O sSpring'91

Book To Book

Ctry Goid N/T UC

6001
5001
4001
3001
2001

1001

B Winter '91
O Spring ‘91

AC AOR CHR CR Ctry Gold N/T UC

All figures total shares, Top 30 markets, Arbitron

-46.3

Ranking The
Formats

AC widened its Arbitron lead
to almost eight percentage
points, far outdistancing a
News/Talk format lacking a cri-
sis. CHR was threatened by the
surging AOR and improving
Country in a tight race for third
most popular format. Gold tied
Urban for sixth place.

As a public service, the fol-
lowing formats earned notice-
ably larger national shares in Ar-
bitron than in Birch: AC (up 4.5
percentage points), N/T
(+1.6), Country (+2.9), Gold
{41.2), Big Band {+1.5), B/EZ
{+1.0). Superior in Birch were
CHR (up 3.8 percentage
points), AOR (+2.3), Urban
(+41.7), NAC/Jazz (+1.0}, and
Religious (almost doubled).

AC 21.4%
News/Talk 13.7%
CHR 11.4%
AOR 10.8%
Country 10.6%
Urban 6.7%
Goid 6.7%
ClassicRock 4.1%
Big Band 3.7%
BIEZ 2.4%
NAC/Jazz 2.2%
Classical 2.2%
Spanish 2.2%
New Rock 11%
Religious 0.8%

* Gold: After a mediocre winter
performance, Gold struck back,
vaulting 11.8% from winter.

* NAC: Following an acceptable
winter book, NAC slipped 3.2
shares. Despite a lack of converts,
however, NAC corralled almost 57
total shares and was up almost 12%
(six shares) over last year.

* New Rock: The most recent
book showed a modest 6% gain
from winter, but New Rock was up
27% (almost six total shares) from
last year. It earned 27 total shares,
backing up similar Birch in-
creases.

¢ News/Talk: No surprises here.
Postwar results showed News/
Talk sliding 11.8% from winter,
though for the year it was up a
notable 9% .

* Religious: Not an inspirational
showing — a 20% plunge (five
shares off) from winter and flat
compared to last year, holding just
above 20 total shares.

* Spanish: A lackluster perform-
ance, with a five-share (8%) drop
from winter and almost 6% off
from last year. Now hovering
around 55 total shares.

« Urban: Is the inundation of ur-
ban music at CHR hurting both for-
mats? Urban was down 4% from
winter and 8.1% from last year,
and is in danger of falling behind
Gold.
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Touch Of Gold

The Divinyls recently received gold plaques for their self-titled Virgin debut, which includes the seductive single “|
Touch Myself.” Coming together for a group shot are (I-r) the label’s VPs Jacquie Perryman and Joyce Castagnola,
Mark Williams, Co-President Jordan Harris, Sr. VP/GM Jim Swindel, the band's Mark McEntee and Christina Amphlett,
Virgin Co-President Jeff Ayeroff, and managers Burt Stein and Freddy DeMann.
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Dunn
Continued from Page 1
Radio’s ‘Final Say’

Dunn’s co-manager, Cameron
Randle, said, “Radio always has
the final say. Holly requested that
Warner Bros. back off in order to
give any station that felt pressure
from its listeners to get off it grace-
fully. It is not offensive or distress-
ful to Holly if radio independently
chooses to continue playing the
record.”

The cut is on Dunn’s current al-
bum, “Milestones,” which remains
available in stores. She’s dropped
the number from her live perfor-
mances.

The song moved 35-47 on this
week’s Country chart; 56 stations

continued to play it, 78 dropped if, -

and three added it (WIL/St. Louis,
KEEY/Minneapolis, and KRMD/
Shreveport).

Campbell

Continued from Page 13

feel for the music and for how the
station should sound. He works
very well with the staff, and every-
body likes him. With his AC knowl-
edge, Bill will greatly contribute to
the efforts to put us on top in this
market.

“He once programmed [cross-
town AC rival] WWDE and did
very well over there, which is an-
other reason I think he’ll do a good
job for us.”

NASHVILLE: (615) 244.-8822
DIRECTOR /SALES. Ken Tucker

A WESTWOOD ONE COMPANY

Subscription Information (213) 553-4330

Walker
Continued from Page 13
Spears from crosstown Classic
Rock KRXO in the same capacity.
Walker added, “It’s going to be
that new AC/Country/Rock format
that’s sweeping the ratings . . . but
seriously, I really can't tell you yet.
I can tell you this: There’s a big
hole for what we’re going to do. It's
already being done, but not very
well, so look out.”

Stern
Continued from Page 1

Stern’s premiere L. A. broadcast
was dominated by references to
various Southern California media
figures — particularly KLOS mor-
ning men Mark & Brian. Within his
first day on the L.A. airwaves,
Stern called the duo, among other
things: idiots (four times), imbe-
ciles (three times), morons/jerks
(twice each), chumps, dicks, dick-
heads, creeps, losers, buttheads,
jackasses, beatoffs, and two old
queens.

He remarked of other L.A. per-
sonalities:

¢ KIIS-AM & FM morning per-
sonality Rick Dees: ‘“Even Dick
Clark laughs at him.”

* Power 106 morning jock Jay
Thomas: Belongs on “Cheers” be-
cause ‘‘he needs somebody to write
a script for him.”

¢ KFI talk host Tom Leykis: A
“jackass” for “stealing” his ma-
terial.

Stern opened the show announc-
ing, “Attention listeners of Los An-
geles . . . My triumphant day has
come . . . This is a culmination of a
dream . . . Oh, and I want to apolo-
gize for Scott Shannon.”

Predicting it would take him a
year to beat Mark & Brian in the
ratings, Stern said he would then
come to L.A. and held a mass fun-
eral for the duo, similar to what he
did when he surpassed WMMR/
Philadelphia morning man John
DeBella. In addition, sidekick
Robin Quivers promised — after
some prodding by Stern - to have
sex with an L.A. listener when the
show’s ratings eclipsed those of
Mark & Brian.

Thomas Responds

Thomas responded to Stern’s
barbs with some of his own: ‘“How-
ard’s been stealing my act for
years . . . since I'm older than he is
and have been doing it a lot longer,
it’s fun to hear some of my old ma-
terial. In fact, his first show in L.A.
had six bits I'd done two weeks
before.

“I think Howard will have a ma-
jor impact on white, insecure,
small-penised 18-24-year-old
males. Howard Stern is a demo-
graphic wunderkind. This is a
demo that needs to be dealt with,
and I just hope he can get this spe-

cific group to buy condoms so there
are no more of them ever, as long
as they live.”

WPLJ (Mojo)/New York morn-
ing man Scott Shannon, who com-
petes against Stern in the Big Ap-
ple and has firsthand knowledge of
trying to make a splash in the L.A.
market, told R&R, ““I predict How-
ard will make as big an impact in
LA as I did at Pirate Radio
[KQLZ], but no, I don’t think he’ll
beat Mark & Brian.

“There’s one thing you can’t take
away from Stern,”’” added Shannon.
“When the dust clears, he is a fun-
ny guy.”

Mark & Brian, Dees, and Leykis
could not be reached for comment.

MTV
Continued from Page 1

Neither Freston nor any other
MTV representative would discuss
the specific types of music to be
played on each of the channels.
MTV has been experimenting with
block music programming this
summer.

According to a spokesman, the
feeds will have separate identities,
yet all will be unified under the
MTYV brand name. Each will con-
tinue to target 12-34s, all advertis-
ing will be sold in combination, and
Nielsen ratings reports will repre-
sent the combined audiences.

The three MTV feeds will be
tested and refined in four test mar-
kets beginning next year. Two sys-
tems already selected are Media
General/Fairfax, VA (187,000 sub-
scribers) and Cablevision/Boston-
Brookline, MA (110,000).

The network has not announced
which two remaining markets will
be used in the trial run, but muilti-
ple system operators Cox and Con-
tinental Cablevision have express-
ed interest in participating in the
test.

MTV is a division of Viacom In-
ternational, which also owns VH-1,
Nickelodeon, and Nick at Nite. It
also owns TVand radio stations na-
tionwide.

Goren
Continued from Page 13

was an AE at Cable Networks Inc.
and NSM at WPIX/New York (now
WQCD). Before that, he was an AE
and NSM at crosstown WNBC.

NOTICE! |
TO THE RADIO INDUSTRY.

The Sonny Bloch Shows are
independently produced,
exclusively syndicated,
and wholly-owned by

BROADCAST
CORP.

40 East 63rd Street
New York, New York 10021
(212) 371-9268
Fax: (212) 593-0963
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JOHN PARIKHAL

The Ten Commandments Of Marketing

“Write a ten commandments of marketing” column,
KHMX/Houston Promotions Director Joe Pogge sug-
gested recently. So here it is. With respect to religious sen-
sitivity, I left out the ¢“thou shalts” and ““‘thou shalt nots”;
you can fill those in yourself, if you wish.

One
Start With A Geal

It’s incredible how often a mar-
keting campaign begins without a
clearly articulated goal. At the
very least, the PD, GM, and adver-
tising agency should agree on the
age and characteristics of the
target audience.

The goal also should include a
statement expressing what you
want the target demo to do as a re-
sult of the advertising. If it’s as
simple as “get them to try us.”
then write it down before you start.
Other solid goals include position-
ing the music or introducing the
new morning show, for example.

Two
Plan Ahead

Ideally. you should try for five
months’ lead time. This gives you
time to set a goal, conduct re-
search, develop creative, test it,
produce it, and get it into the field.

66

Pretest key slogans.
If you'’re saying
something six times
an hour, 24 hours a
day, you’d better be
sure it’s going to

work.
199)

Too often marketing is almost an
afterthought that goes something
like this: “Oh, no — the station
across the street has just put up
billboards all over town. We’d bet-
ter do something right away.
Quick, think of something!”’

Of course, with today’s debt
loads there’s a lot of pressure to
shrink these time frames. But this
crisis mentality usually pays poor
dividends.

Beware the ‘““let’s wait and see
what the other guy does” syn
drome. In this one, marketing is al-
ways postponed because a new
competitor is coming on stream or
there’s a question about how much
to spend in relation to the other sta-
tions. Don’t wait — act.

Three
Do Your Research

Test everything. The smart ad-
vertising agencies do it. The smart
packaged goods companies do it.
Why doesn’t radio?

At the very least, pretest key
slogans. If you're saying some-
thing six times an hour, 24 hours a
day, you'd better be sure it’s going
to work.

Pretest creative. This includes
storyboards, billboard ideas, and
even newspaper ads. It’s amazing
how often the message that we all
understand as ‘‘more variety”

translates as ‘I hate the suit that
guy is wearing”’ or “No one wears
earphones in the shower.”

This commandment is the one
that’s broken most often — espe-
cially the section that says it’s just
as important to posttest a cam-
paign as to pretest it.

Top Five Commandments

® Define your goals

® Plan ahead
® Do your research
® Fix the product

the position and leaving the station
vulnerable.
Six

Buy Media Intelligently

Leave your preconceptions and
prejudices at the door when you
buy media. Why do so many of us
say. ‘“We have to be on Arsenio’’ or
“No matter what it costs, let’s get
on the news”? In today’s frag-
mented media world, mass view-
ing no longer exists; even the
Super Bowl reaches only half of the
country. It’s better to buy heavily

~
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® Market your difference

Four
Get The Product Right

A few years ago, Curt Hahn of
Film House was musing that radio
had become a marketing battle-
field more than a programming
battlefield. Stations were so sim-
ilar that marketing seemed to
make the biggest difference.

Today programming is starting
to return to the forefront. Although
marketing still is extremely impor-
tant, it works best on a clearly posi-
tioned and executed product.

Before you market, make sure
the product is right. Is it what the
listeners want? What do they like
best? What do they like least?

Five

Market Your Difference

Advertising genius Ted Chin
says, “A failure to advertise your
difference is a failure to
advertise.” He’s right.

If you rock harder than anyone
else, say so. If you play more and
better country classics, tell the
world. If your morning show was
voted No. 1 in town, you have a
benefit no one else has.

One caution about this com-
mandment: Make sure your dif-
ference isn’t easy to copy. These

66)

It’s amazing how
often the message
that we all
understand as ‘more
variety’ translates
as ‘I hate the suit
that guy is wearing.’

Y9

days, many stations think simply
saying they play a ‘“variety” is
enough of a difference. Unfor-
tunately, it’s too easy for a compet-
itor to say ‘‘more variety,” stealing

against your target audience
across dayparts.

Incredibly, the same manager
who tries to sell radio’s big
strength — frequency — to a local
retailer after persuading him not to
cherry-pick morning drive will
then turn around and cherry-pick
television. It’s an example of per-
sonal prejudice interfering with the
facts.

Seven
Don’t Covet Others’
Campaigns

Far too often we fall in love with
a piece of advertising that might
work well in San Antonio but
doesn’t have a lot of relevance to
Pittsburgh. Just because a com-
mercial appeals to you personally
doesn’t mean it’ll appeal to your
audience.

Eight
Don’t Judge Creative

The seventh and eighth com-
mandments go hand in hand. The
only good judge of a commercial
campaign is the consuming public.
Ted Chin puts it this way: “I don’t
care what the client thinks of the
advertising.”

The client isn’t the end user of
the product. Sometimes a commer-
cial can appear offensive, stupid,
or even boring to us sophisticated,
overcommunicated media types.
But to the public, it might be just
right.

For example, Joint Communica-
tions’ research shows most TV
commercials aimed at women
over 30 are edited too fast. The
high-speed cutting and chopping
that appeals to young male pro-
gram directors is confusing and
off-putting to women who can’t
follow the “story.”

To obey the eighth command-
ment, we must obey the third com-
mandment: Research creative to
make sure it works.

www americanradiohistorv. com
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We often fall in love
with a piece of
advertising that

might work well in
San Antonio but
doesn’t have a lot of
relevance to
Pittsburgh.
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Nine
Don’t Change
For Change’s Sake

How often have you heard,
“We’ve been running that cam-
paign for two years now. Isn't it
time for something different?”” or
“I’m sick of our billboards. Let’s do
something new’’?

For some reason, radio and rec-
ord people are in love with stimula-
tion and newness. This intoxication
with change can be a dangerous
Achilles’ heel, however.

The only times to change an ad-
vertising campaign are if you
change formats; if research says
the advertising isn’t working any
more; if research says the market-
ing is getting stale; or if it’s time to
highlight a different aspect of your
difference from competitors.

Ten
Coordinate Promotion
& Marketing
If you're advertising your dif-
ference off-air, advertise it on-air.

¢
. W

ommandments 2: The Marketing Sequel

Use jingles, promos, and IDs to
support that difference. It’s amaz-
ing how many times you can re-
peat your message only to have
people say they still don’t get it.

But be careful to understand the
difference between radio and tele-
vision. The audio bed toa TV com-
mercial usually doesn’t work on
radio because it has no visuals to
support it.

These ten commandments aren’t
carved in stone, but they should be
readily available on your computer
hard drive. We all know the conse-
quences of breaking them.

No. 30 in a series

John Parikhal is CEO of
Joint Communications,
media strategists who con-
duct custom research and

consulting for over 100
media and corporate clients.
He can be reached at (41€)
593-1136.
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12+ Spring Arbitron Results

Atlanta

Wi 91 Sp 91

WVEE (UC) 1.3 11.4
WSB-FM (AC) 95 9.3
WPCH (AC) 75 79
WAPW (CHR) 75 75
WYAI & WYAY (Ctry)5.4 7.5
WSB (Talk) 64 7.0
WFOX (Gold) 56 6.7
WKLS (AOR) 62 64
WKHX-FM (Ctry) 45 5.1
WZGC (CR) 40 46
WSTR (AC) 42 34
WGST (N/T) 33 33
WAOK (Rel) 36 27
WALR (UC) 32 286
WCNN (News) 25 14

Columbus, OH

wi'g1 Sp '91

WNCI (CHR) 117 11
WTVN (AC) 94 108
WSNY (AC) 92 85
WLVQ (AOR) 73 79
WHOK (Ctry) 61 68

WBNS-FM (B/EZ) 5.8 59
WCOL-AIF (Gold) 55 5.2

WMGG (CR) 57 47
WWHT (CHR)* 22 46
WWCD (NR) 12 29
WVKO (UC) 33 27
WCLT-FM (Ctry) 26 25
WMNI (Ctry) 19 20
WBNS (AC) 36 17
WLW (AC) 1.7 1.8
WTLT (CC) 15 1.6
WBBY (Jazz) 10 1.2
WCKX (UC) 15 1.2

*Formerly WNRJ

Hartford-
New Britain-

Middletown

Wi'9g1 Sp 91

WTIC (AC) 150 16.2
WTICFM (CHR) 93 88
WRCH (AC) 66 7.8
WHCN (AOR) 55 56
WWYZ (Ctry) 687 586
WCCCFM (AOR) 6.1 5.4
WKSS (CHR) 61 54
WZMX (AC) 28 46
WDRCFM (Gold) 53 4.3
WIOF (AC) 43 42
WPOP (N/T) 39 28
WAQY (AOR) 1.8 2.1
WPLR (AOR) 19 18
WFAN (Sports) 11 186
WKCI (CHR) 9 11

© 1991 Arbitron. May not be
quoted or reproduced without prior
written permission from Arbitron,

Phoenix

wi'91  Sp 9t
KNIX (Ctry) 105 10.4
KUPD (AOR) 53 7.4
KTAR (N/T) 106 6.7
KMLE (Ctry) 56 6.6
KKLT (AC) 5.7 5.6
KSLX (CR} 3.8 4.9
KOY-FM (CHR) 4.2 4.8
KKFR (CHR) 4.9 4.6
KFYI (N/T) 45 45
KOY (Nost) 35 4.3
KMEO-FM (AC) 38 40
KVRY (AC)* 33 34
KESZ (AC) 3.3 3.3
KMXX (AC) 2.8 3.3
KDKB (AOR}) 3.4 3.0
KOOL-FM (Gold) 37 3.0
KONC (Clas) 1.4 2.4
KGRX (AOR) 1.4 2.1
KLFF {BBnd) 2.2 15
KOOL (Gold) 1.4 1.5
KUKQ (NR) 13 15
KXAM (Nost) 5 1.4

* Switched from KZZP (CHR) i1 midbook

Riverside-San
Bernardino

wi ‘91 Sp 91
KGGI (CHR) 6.7 9.3
KFRG (Ctry) 68 83
KF1 (Talk) 56 57
KLOS (AOR) 50 5.1
KOST (AC) 4.9 50
KDUO (B/EZ) 6.5 4.5
KRTH (Gold) 4.4 4.0
KCAL-FM (AOR) 3.1 3.5
KKBT (UC) 1.7 3.1
KNX (News) 4.5 2.8
KIIS-A/F (CHR) 2.8 2.5
KCKC (Ctry) 1.6 2.3
KBIG (AC) 1.5 2.1
KODJ (Gold)* 1.7 1.9
KROQ (NR}) 1.7 1.9
KRSO (Nost) 1.5 1.9
KTWV (NAC) 1.8 1.7
KABC (Talk) 1.2 16
KQLZ (AOR) 4.0 1.6
KWRP (B/EZ) 1.0 1.6
KCAL (Span) 1.6 1.5
KMPC (Nost) .8 1.4
KOLA (Gold) 1.1 1.4
KDIF (Span) .8 1.3
KLAC (Ctry) 1.1 1.1

*Now KCBS-FM

Format Legend

AC-Adult Contemporary, AOR-Al-
bum Oriented Rock, BBnd-Big
Band, B/EZ-Beautiful/Easy Listen-
ing, CC-Contemporary Christian,
CHR-Contemporary Hit Radio, Clas-
Classical, CR-Classic Rock, Ctry-
Country, Gold-Oldies, Jazz-Jazz,
Misc-Miscellaneous, NR-New Rock,
N/T-News/Talk, Rel-Religious,
Span-Spanish, Sports-Sports, Talk-
Talk, UC-Urban Contemporary.

Norfolk-
Virginia Beach-
Newport News

Wi'a1 Sp 91
WOWI (UC) 109 8.2
WCMS-AF (Ctry) 9.0 8.1
WNOR-AIF (AOR) 7.0 7.4

WWDE (AC) 59 7.1
WFOG (B/EZ) 73 68
WAFX (CR) 52 6.2
WLTY (Gold) 51 6.1
WNVZ (CHR) 69 6.1
WMYK (UC)* 49 60
WJQI-ASF (AC) 51 55
WMXN (AC) 46 43
WGH-FM (Ctry) 22 42
WTAR (Gold) 28 28
WNIS (Talk) 33 25
WKEZ (Ctry) 1.3 16
WTZR (AOR) 16 15
WPCE (Rel) 26 1.4
WBSK (UC) 17 13
WKSV (CC) - 13

*Became Rock AC WKOS
after the rating period

Monmouth-
Ocean, NJ

Fa '90 Sp 91

WKXW (Gold) 4.0 5.4
WXRK (CR) 5.7 5.2
WADB (B/EZ) 5.5 51
WOR (Talk) 3.3 51
WOBM-FM (AC) 5.6 4.5
WYNY (Ctry) 2.9 4.5

WNEW-FM (AOR) 5.8 4.2
WPAT-AIF (B/EZ) 6.0 41

WABC (Talk) 2.3 4.0
WPLJ (CHR) 3.1 4.0
WJRZ (CHR) 2.9 39
WCBS (News) 3.2 3.5
WJILK-FM (AC) 3.4 3.1
WCBS-FM (Gold) 2.9 2.8
WFAN (Sports) 33 2.8
WHTZ (CHR) 3.6 2.7
WMMR (AOR) 1.6 2.3
WNSR (AC) 1.6 2.2
WNEW (Nost) 1.8 2.1
W2ZVU (AC) 37 2.1
WLTW (AC) 2.6 1.9
WQHT (CHR) 1.5 1.9
WQCD (NAC) 1.0 1.5
WHTG-FM (NR) .8 1.2
WOBM (Ctry) 1.5 11
WRKS (UC) 1.0 1.0

For The Record

In the Arbltron breakouts for
New York (R&R 7/12) WPAT-AM &
FM moved 5.0-4.9, while WQXR-
AM & FM rose 1.3-1.8. And in the
Portland, OR Arbitron (R&R 7/26),
KUPL-FM remained steady (8.7-
8.7).

12+ Spring Birch Results

San Jose
Wi'91  Sp 9t
KGO (N/T) 9.9 8.9
KHQT (CHR) 6.1 8.8
KSJO (AOR) 6.4 5.9
KOME (AOR) 6.5 5.2
KQED (Misc) 3.0 3.6
KBAY (B/EZ) 4.4 3.4
KOIT-A/F (AC) 1.8 3.4
KEZR (AC) 2.9 3.3
KMEL (CHR) 4.3 3.2
KUFX (CR)* 2.6 3.2
KARA (Gold) 3.7 3.0
KSOL (UC) 1.5 29
KNBR (Talk) 1.3 2.7
KITS (NR) 3.8 2.6
KSAN (Ctry) 2.8 2.6
KBRG (Span) 3.5 2.5
KCBS (News) 4.2 2.5
KIOI (AC) 1.7 2.5
KDBK & KDBQ (AC) 1.2 2.3
KRTY (Ctry) 3.4 2.1
KKSF (NAC) 1.3 1.9
KEEN (Ctry) .8 1.5
KFRC-FM (Gold)** 1.5 1.4
KLOK (Span) 1.1 1.4
KIQI (Span) 4 1.3
KSFO (Gold)* * * 1.1 1.2
KKHI-FM (Clas) 8 11
KBLX-FM (NAC) 1.7 11
KYA (Gold)* * * 1.3 1.1
KRQR (AOR) .4 1.0

* Formerly KWSS (CHR}

** Formerly KXXX (CHR)

*** KSFO & KYA simulcast most
of their programming
Riverside-San
Bernardino
wi'91  Sp9t1
KFRG (Ctry) 7.7 11.4
KGGL (CHR) 12.6 9.2
KCAL-FM (AOR) 4.4 6.6
KLOS (AOR) 54 6.4
KFI (Talk) 5.8 5.1
KDUO (B/EZ) 3.6 43
KOST (AC) 4.4 4.3
KQLZ (AOR) 7.0 3.4
KRTH (Gold) 54 3.4
KIIS-FM (CHR) 2.6 SK3
KKBT (UC) 3.0 3.3
KROQ (NR) 2.7 3.2
KNX (News) 2.7 2.8
KCKC (Ctry) 1.7 1.7
KCAL (Span) 5 1.6
KDIF (Span) 9 1.6
KWRP (B/EZ) — 1.5
KBIG (AC) 1.8 1.4
KTWYV (NAC) 1.4 1.3
KABC (Talk) 7 1.1
KMEN (Gold) 4 1.1
KODJ (Gold)* 1.7 11
KLRD (CC) 1.5 1.0
KLVE (Span) 1.6 1.0
KOLA (Gold) 7 1.0
*Now KCBS+M

© 1991 Birch/Scarborough Re-
search Corp. May not be quoted or
reproduced without prior written
permlission from Birch/Scar-
borough.

L ] ] L ]
Cincinnati

Wi'91  Sp 91
WLW (AC) 10.4 12.3
WKRQ (CHR) 11.4 10.3
WEBN (AOR) 10.0 9.3
WIZF (UC) 9.3 8.6
WZRZ (AOR) 51 6.0
WWNK (AC) 4.6 55
WGRR (Gold) 3.9 4.7
WOFX (CR) 3.8 4.6
WUBE (Ctry) 5.3 4.6
WWEZ (AC) 55 4.5
WKRC (AC) 5.3 3.8
WCKY (N/T) 3.9 3.4
WGUC (Clas) 2.7 2.9
WRRM (AC) 3.4 2.9
WMLX (Nost) 1.7 1.9
WSAI (Gold) .8 1.9
WVXU (Jazz) 1.3 1.8
WCIN (UC) 1.1 1.0

Columbus, OH

Wi'9t Sp ‘91

WNCI (CHR) 14.8 112
WLVQ (AOR) 91 98 |
WSNY (AC) 89 75
WMGG (CR) 51 6.6
WCOL-AFF (Gold) 4.0 6.1
WHOK (Ctry) 46 59
WTVN (AC) 85 58
WWHT (CHR)* 11 58
WBNS-FM (AC) 62 5.1
WVKO (UC) 53 4.1
WMNI (Ctry) 30 286
WOSU-FM (Clas) 1.8 25
WLW (AC) 29 22
WBNS (AC) 24 241
WBBY (Jazz) 23 20
WCKX (UC) 28 1.9
WTLT (CC) 14 18
WCLT-FM (AC) 21 1.7
WOSU (N/T) 1.7 17
WCBE (Misc) 13 186
WXMX (AC) 1.6 1.4
WWCD (NR) 25 1.4
WCVO (CC) 7141
WRFD (Rel) 2 10

* Formerly WNRJ

San Antonio

Wi 91 Sp 91

KTFM (CHR) 12.7 156.5
KCYY (Ctry) 122 125
KXTN (Span)* 1.7 6.3
KSAQ (AOR) 6.3 56
KSMG (Gold) 4.9 5.1
KZEP (CR) 59 4.8
WOAI (N/T) 6.4 4.4
KQXT (AC) 4.3 4.2
KSRR (AC) 4.0 4.2
KAJA (Ctry) 6.8 3.7
KKYX (Ctry) 3.0 3.4
KISS-A[F (Gold) 1.5 3.2
KCOR (Span) 5.5 2.8
KONO-A/F (Gold) 2.4 2.5
KMMX (AC) 1.6 21
KTSA (Nost) 4.5 2.0
KEDA (Span) 1.0 1.9
KSYM (AOR) 1.1 1.5
KCHL (Jazz) 1.4 1.3
KSTX (Misc) 18 1.2
KSAH (Span) 1.5 11
KSJL (AOR) 1.8 1.0

* Switched call letters
with KZVE at start of ratings period
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WNEW-FM: Logan’s Run

o official announcement at presstime,

but ST has learned that WNEW-FM/NY

PD Dave Logan has exited the Group
W AOR.

Logan was “‘on vacation,” and 'NEW VP/
GM Ted. Utz declined comment, so nothing
could be confirmed. However, Da Apple's
legendary loose-lipped corps provided plenty
o’ fascinatin’ speculation about the reasons
behind Logan’s run, including:

® Ratings: Crosstown Infinity Classic
Rock WXRK (K-ROCK) has beaten 'NEW in
three consecutive books. (Incidentally,
K-ROCK'’s victories are chiefly due to Howard
Stern’s morning numbers.)

e Staff pressure: Long rumored to be less
than enamored with Logan, 'NEW's veteran
personalities supposedly urged Utz to make a
change.

Even before word of Logan’s departure hit
the street, rumors were circulating about his
possible successor. The most notable
“candidate”? Former 'NEW OM Charlie
Kendall.

Another (equally questionable) rumor was
that Logan might return to WLAV-FM/Madison,
which recently released PD Red Noize. Keep
watching the skies.

} Buzzy Does Dallas ‘
(Slight Return)

As ST went to press, Evergreen Media
President and KHYI (Power 95)/Dallas GM
Scott Ginsburg confirmed that he was in the
middle of “intense negotiations™ to bring
former PD Buzz Bennett back on board as a

consultant. PD Frank Miniaci and MD Mike
Easterlin are still in place. Bennett recently

Rumors

 |s former K92/Roanoke VP/GM Kevin Kenney
heading to EZ Hot AC KYKY/St. Louis as PD?

® Was CHR Z99/0KC about to adopt the “Mix"
handle when crosstown Gold-based AC KKNG began
calling itself “Mix 92"? And what about those rumors
of Z99's switching to Classic Rock?

* ST hears the new GM at Atlantic Morris Ven-
tures’ freshly acquired CHR WWGT (G98)/Portiand,
ME is Joe Kelly, most recently with Country
KEBC/OKC. Could this be a clue to a new format?

® is ex-WNCX/Cleveland GSM Mason Ingalls
about to become GM at M.M. Group Classic Rocker
wQTL/Ottawa-Lima-Findley, OH?

WELCOME TO MICKEY DEES — Howard Stern’s
only been in the market a week and already KIS/L.A.
morning man Rick Dees is reduced to working at
McDonald’s! Seriously, folks, Dees’s behind-the-
counter stint Thursday (7/25) was the logical result of
a "Dare The Dees” promotion that'd been planned
who-knows-how-long in advance.

had been working with crosstown AC Star
105

The Todd Pettengill miniseries continues.
First he was leaving WFLY/Albany to do
wakeups at WIOQ/Philly. But when '1OQ OM
Mark Driscoll exited, Pettengill opted for
mornings at WKSS/Hartford instead.

At presstime , however, Pettengil
reportedly again changed his mind
— and now plans to join Mojo/NY's
Scott Shannon in morning drive!

Very late word from Mojo VP/Programming
Tom Cuddy was that it ain't over 'til it's over,
and that he, Shannon, and Pettengill would be
meetin’ again to finalize a deal.

THE FLAME
OF ROCK AND ROLL
S BURNING.
GET READY

} Hollywood Swingin’ ‘

“These are some of the stupidest things
I've ever heard,” Hollywood Records
President Peter Paterno told ST, responding
to rumors that the label would make drastic
cutbacks — or fold — by week’s end.

“We're not going out of business at this or
any other time. And let's put an end to talk of
my exit as well.” SESERST

q‘
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DEVELOPING INTO A
MAINSTREAM MONSTER

“The Devil Came Up
To Michigan” .,

THE DEVIL CAME UP TO MICHIGAN

Y107 Add

““Great phone response —
Top b after 3 days” —
Louis Kaplan, PD

WOKI Debut 28

““Tested 92% positive. Highest
testing in the last 12
months!’* —

Clay Gish, PD

WRHT 14-9 Hot
“Demos 12-35, adults fove
it —

Johnnie Dieve, PD

HOT 95.5 Debut 30
“#3 phones after 1 week. A
hot sound indeed!” —
Shadow B. Cruz, PD

KTUX Add

“Through the roof smash. #2
requested after 1 week”” —
Ken Shepard, PD

WFHT #1 (3rd Week In
A Row

““KMC has exploded in sales
& requests — In its 10th
week — Has legs, biggest
reaction record since |'ve
been here” —

Lee Reynolds, PD

KKXX 20-17 Hot

“#1 phones — all demos —
even women 18-34, country
station is counter-
programming us with the
Charlie Daniels record” —
Wild Bili Cherry, MD

KKMG #1 Phones

WAY PAST NOVELTY — RAP!
PULLS ASTOUNDING ADULT
RESPONSE AS WELL AS HUGE
TEEN REACTION. A MAINSTREAM
BLOWOUT WITH LEGS!!!

WFHT 1-1 HOT
WFMF 32-27
WCKZ add
WRHT 14-9
HOT95 deb 30
WOKI deb 28
Y107 add
KTUX add
KXXX 20 HOT
KIKX

STREET TALK.

Continued from Page 29

Paterno’s comments were supported by
Walt Disney President/COO Frank Wells: |
can’t imagine how these rumors got started.
We know how long it takes to put a creative
business together and we are willing to see it
through. We are committed to Hollywood
Records forever — we see it as a vital part of
this company.”

’ Big Red Restructures 4

In the wake of Columbia VP/Singles
Promo Bob Garland's resignation (7/23),
expect additional responsibilities to be spread
among Nat’l Dir./Singles Promo Jerry Blair,
West Coast Nat'l Promo Dir. Robin Cecola,
and Assoc. Dir./Field Promo Lisa Wolfe.

Look for Blair to get VP stripes and for
Wolfe to become Cecola’s East Coast
counterpart.

Precious nanoseconds prior to presstime,
ST heard a rumor that longtime AOR KRSP-
FM/SLC had dismissed its airstaff, was
tracking albums, and was considering a format
switch to Gold.

ST hears Chrysalis is looking to make s-e-

r-i-0-u-s changes in its Black Music Division.
Word is that VP/Black Music Ed Strickland,
who is currently on vacation, will not return —

Rumbles

* Veteran AOR PD Tom Marshall, who recently
exited WYNF/Tampa, becomes PD at WKLQ/Grand
Rapids.

* AOR KGMG-FM/San Diego flipped calls Mon-
day (7/29) to KIOZ. Format and staff remain the same
— with the exception of MD/afternoon driver Cyndee
Maxwell, who relocates to L.A. and weekends at
KLOS.

¢ John Stuart — who just exited the PD post at
KXUS/Springtield, MO — lands the PD gig at WVRK/
Columbus, GA.

* KDWB/Minneapolis Promotion Dir. Paul Willi-
ams will join Power 99/Atlanta in the same capacity.

* WPST/Trenton PD Dave Hoeffel is elevated to
OM/PD. He'll also oversee sister station WHWH in
the wake of Ed Ronan’s exit.

* Yo Sunny Joe Stevens moves from overnights
at WAMO/Pittsburgh to nights at Power 108/Cleve-
fand.

* WWKX/Providence morning man Cajun Ken
Carr exits.

® Former Pirate/L.A. Promo Coordinator Leigh
Leventhal has returned to Classic Rocker WCXR/
Washington as morning show producer/swing talent.

¢ Mike Kennedy is upped to APD at KXXR/KC.

* WKLX/Rochester PD Biil Tod cops the PD slot
at Gold KUDOfLas Vegas. Tod replaces Amy
Daniels, who left a couple weeks back.

¢ Come late August, WGSMI/Long Island will be
going News/Talk in mornings, but will retain its Nost<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>