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Ownership

Limits

Warns LMAs Might Bring On Price-Fixing,
Anti-Competitive Behavior

The Federal Trade Commis-
sion (FTC) has suggested elim-
inating the national radio own-
ership limits, but warns that in-
creasingly popular local mar-
keting agreements (LMAs)
raise the specter of price fixing
and other anti-competitive
behavior.

In comments filed as part of
the FCC's review of its radio
ownership rules, the FTC’s

Surveys Reveal Salary Levels
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Salespeople Earn Most Money

R&R’s second annual Sales/
Management Survey reveals
that GSMs representing AC and
NAC stations earn significantly
more than their peers in other
formats. And AC and AOR
salespeople are the top earners
in their field.

Sales/Management
Survey
Begins On Page 22

The survey also shows sta-
tions are continuing to drop
their spotloads, owing perhaps
to the ever-increasing number
of consumer entertainment op-
tions. Across all dayparts, the
typical spetload is nearly a min-
ute less than it was last year. In
morning drive, for example, the

——

KPWR Adjusts
Format After
Wyatt Exits

KPWR/Los
Angeles — the
Dance station
that set the
pace for a new
generation of
CHRs — isun-
dergoing a
formatic face-
lift following
last week’s de-
parture of PD
Jeff Wyatt. Jeff Wyatt

Wyatt helped put Power 106
on the air and took it to the top
nearly six years ago. Citing his
need for a renewed perspective,
he told R&R, “I've been pro-
gramming for 10 years, week in
and week out. It’s time to step
away . . . I've earned that free-
dom and will take the opportun-
ity to do so. It's just a shame
that it had to culminate once
[new GM] Doyle Rose joined
Power 106. His arrival can
mean only good things for the
station.”

WYATT/See Page 54

. Morning Drive Pay Approaches GSMs’; NAC, AC, AOR

General Manager
GSM

Top Salesperson

average load is 11.6 minutes,
down from 12.4 last year. The
change is most dramatic in
100+ markets, where the mid-
day load dropped from 131
minutes to 11.5.

The Sales/Management Sur-
vey of nearly 500 stations con-
cludes that GSMs at NAC sta-
tions earn an average of $95,000
per year. That figure is substan-
tially higher than GSM pay in
other formats, probably be-
cause most NAC stations are in
Top 10 markets. AC GSMs earn
$79,164; third highest are CHR
GSMs at $68,274.

Air Salaries Rise

The averagz top performers
in sales departments earn bet-
ween $50,000-$60,000. But AC
high achievers average $71,000.
Among lowest-paid salespeople,
an average Classic Rock sales-
person earns $18,187. Next
lowest is Urban at $19,091.

In a related story, CPA
George Nadel Rivin of Miller,
Kaplan, Arase & Co. has unveil-
ed the results of a yearlong
study of salaries in the Top 25
markets. One major point of in-
terest: Morning drive personal-
ities’ earnings are rapidly ap-
proaching those of GSMs.
Miller, Kaplan determined the
average GSM compensation
was 26% higher than morning
drive salaries as recently as
1987. That difference is only
$1700 today.

Average Salaries
Top 25 Markets

......... $160,900
......... $106,200
54 15 v T $104,500
.......... $92,700
.......... $88,600
.......... $56,400
.......... $45,800
.......... $43,100
.......... $35,900
.......... $26,400

Morning Personality .
PDY e 2.0 »= pw wie= mary
Average Salesperson
Chief Engineer . . . ..
News Director . . . . ..
Promotion Director . .
Traffic Director . . . ..

Source: Miller, Kaplan, Arase & Co. survey of 178 stations.
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Bureau of Economics said the
localized nature of radio compe-
tition makes it difficult to build
an economic case for any type
of national limit, including the
current 12 AMs-12 FMs rule and
the various national audience
reach and share-based limits
being considered by the FCC.
Competing Locally
Noting that local spot sales
accounted for over 75% of radio
revenue in 1990, the FTC noted:
“Competition among radio
broadcasters ... occurs prin
cipally on a local, rather than
FTC/See Page 54

LMAs On Fire:
Two More
In New Orleans

The ongoing flurry of local
marketing agreements (LMAs)
swept into New Orleans this
week, where two new deals
were inked: EZ Communica-
tions CHR WEZB (B97)/New
Orleans will program and rep-
resent Stoner Broadcasting Hot
AC WMXZ (Mix 95.7) ; and Key-
market Communications,
owner of WWL & WLMG, will
do the same for Coastal Broad-
casting NAC/CJ KNOK.

LMA/See Page 54
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Summer Birche

NY: WRKS In Front, '’NEW-FM Gains; L.A.: KIIS
Goes Up; Chicago: WGCI-FM Up A Notch

New York
{ Sp 91 Su ‘91
WRKS (UC) 76 1.7
WQHT (CHR) 52 55
| WNEWSM (AOR) 4.3 5.3
WBLS (UC) 54 4.8
WCBSFM (Gold) 4.3 4.1
WHTZ (CHR) 40 41
WINS (News) 44 47

Chicago

S0 ‘91 Su'91
WGCHFM (UC) 9.4 10.6
WGN (AC) 8.0 8.2
WBBM-FM (CHR) 8.7 7.4
WWBZ (AOR) 4.1 58
WVAZ (UC) 6.7 45

For complete results from six major markets,
see Page 52.

Los Angeles-
Orange County

Sp 91 Su 9t
KIS-AF (CHR) 6.4 6.7
KKBT (UC) 66 6.0
KLOS (AOR)’ 6.3 56
KABC (Talk) 46 5.4
KOST (AC) 46 53

San Francisco

Sp 91 Su 91
KMEL (CHR) 85 93
KGO (N/T) 86 7.9
KSOL (UC) 42 46
KCBS (News) 43 43
KIOl (AC) 31 34

Summit’s WRKS decisively
held onto the lead in the New
York ratings, according to just-
released summer Birch/Scar-
borough results. WNEW-FM
gained a full share, and the
market’s three CHRs also im-
proved. CHR KIIS-AM & FM/
Los Angeles overthrew UC
KKBT for first place, while
KZLA, KABC, KOST, and

KRTH improved. In Chicago,
UC WGCI-FM racked up double
digits and retained first place;
CHR WBBM-FM finished third
after AC WGN, and AOR
WWBZ leaped to fourth.
KMEL/San Francisco main
tained its virtual format lock on
the market. For complete re-
sults covering six markets, see
Page 52.

Ratings Strategy Review segins on page 39






Albimar Ups
Two PDs

Simpson Corporate
VP/Programming;
Prieto WKYS PD

Veteran WKYS/Washington PD/
morning man Donnie Simpson has
surrendered his day-to-day pro-
gramming duties to become VP/
Programming at parent Albimar
Communications. WKYS Asst. PD
Barbara Prieto has been promoted
to PD.

“It's a distinct honor to make
these appointments,” announced
Albimar President and WKYS GM
Skip Finley. ‘“Donnie is going to be
a key player as we look to expand
our group. I'm a numbers person
and don't have much experience
with music or programming, and
senior level financiers will appreci-
ate the fact that a hands-on pro-
grammer is part of the corporate
structure now.”

“I'm looking forward to the ex-
pansion, but I'm also looking for-
ward to a little more time off,”” said
Simpson. “Between my morning
show and other commitments [a
BET cable show and a Sheridan
Broadcasting radio program}, I'll
have a bit more breathing room.

“As for Barbara, I'm happy to
report she won’t be another woman
relegated forever to an assistant’s
role. I'd like to show the industry a
Hispanic woman is capable of pro-
gramming a top Urban stationin a
major market. Barbara is more
than qualified for the job.”

Simpson segued from WJLB/De-
troit to WKYS in 1977, advancing to
PD two years later. Prieto came
aboard in 1989 after working in
WGCI-FM/Chicago’s program-
ming department.

Gannett Plans
Airline DAB

Ad-Driven Service ‘Needs
No New FCC Approval’

Gannett’s USA Today has team-
ed up with satellite entrepreneurs
to deliver satellite DAB program-
ming to airliners beginning next
year. The news and sports radio
service has been christened USA
Today Sky Radio.

Declining to specify the exact
technology that will be used, USA
Today spokesman Steven Ander-
son called it a “‘new application of a
widely used satellite technology.”
It was added that the service needs
no new FCC approval, but does
need clearance from the FAA. Ask-
ed if Gannett Radio was involved,
Anderson said Sky Radio was “‘en-
tirely a USA Today operation.”

COMSAT officials say they’re
not involved, ruling out use of IN-
MARSAT’s L-band satellite tran-
sponders. It’s likely then that the
radio service will use the Ku-band,
as do telephones currently availa-
ble on some planes.

Anderson said Sky Radio hasn’t
determined how many staffers
would be hired. The service will in-
itially broadcast news 18 hours dai-
ly on weekdays and live sports cov-
erage on weekends, although no
play-by-play contracts have been
signed. Eventually, two 24-hour
channels (one news, the other

Reba McEntire.

Teller Tribute Nets $3 Million

MCA Music Entertainment Group Chairman Al Teler was the guest of
honor at last week’s gala hosted by the Music and Entertainment industry
Chapter of the City of Hope. The benefit raised more than $3 milloa to
establish the ANin N. Teller Research Feliowship at the City of Hope Na-
tional Medical Center and Beckman Research Institute. Celebrating Teler's
Spirit Of Life award are (I-r) MCA Inc. President Sid Sheinberg, Jody
Watley, TeNer, City of Hope Chairman Dick Ziman, Stephanie Mills, and

Terms Announced On
ASCAP Radio License

Fees To Rise Over The Next Five Years In Return
For Bartered Commercial Concession

ASCAP and the Radio Music Li-
censing Committee (RMLC) an-
nounced a new five-year agree-
ment that resolves a long-standing
dispute over bartered program-
ming. The deal increases blanket
license fees, but may mean rebates

Coming
To Terms

® Bartered commercials
no longer deemed
revenue

®'91 fee: 1.575% of
adjusted revenues; in
'95: 1.615%

® Network compensation

may no longer be
deductible

to some stations from past ASCAP
audits.

The ASCAP blanket fee for 1991
is 1.575% of a station’s adjusted
revenues, up from the 1.56% rate
which had been in effect since 1986.
The rate will rise to 1.585% in 1992,
1.6% in ’93, 1.605% in '94, and
1.615% in '95. The agreement —
retroactive to January 1 — is sub-
ject to approval by a federal court
in New York, which is expected by
all parties.

RMLC Chairman Dick Harris,
owner of WSPB/Sarasota, FL and
retired Group W Radio Chairman,
told R&R the increase in the blan-
ket license rate ‘“‘was a compro-
mise to get (ASCAP) to seftle.” He
said the favorable resolution of the
barter issue — ‘‘this great amount
of phantom business” — was am-
ple justification for the rate hike.

Claim Dropped

Under the agreement, ASCAP
agreed to drop its claim that sta-
tions should pay music license fees
for no-cash ads aired on behalf of
third-party program suppliers
such as traffic report services and
satellite format networks.

Stations that have paid ASCAP
for barter under settlements of
past audits will be eligible for
refunds. Neither side could say
how much money might be refund-

ed. RMLC estimates ASCAP is
paid up to $80 million annually by
radio stations, with about 15% less
going to BMI.

Having yielded on the barter is-
sue, ASCAP Director/Radio Li-
censing Dave Hochman said pay-
ments under the new rates are ‘“‘a
wash as far as what our view of the
license obligations had been.”
ASCAP Managing Director Gloria
Messinger said the new agreement
addresses the fact that “the radio

ASCAP/See Page 54

SCOTT MARKETING/
PROMO DIR.

Barsanti Sr.
VP/GM At
McClusky

Jeff McClusky & Associates —
the Chicago-based independent
marketing and promeotion firm —
has recruited Chase Communica-
tions Exec. VP/Programming
Tom Barsanti as Sr. VP/GM.

“Bringing Tom aboard broadens
our horizons and gives us a per-
spective about radio the entire staff
can learn,” said President Jeff Mc-
Clusky. “He’s a complete execu-
tive who has a passion for music
and has led many winning teams.
The transition from radio to rec-
ords is a natural for Tom.”

Barsanti told R&R, ‘“The transi-
tion is going well. I'm still very
much in touch with radio on a daily
basis and am excited about the
chance to serve radio in a different
capacity. Jeff’s credibility and ser-
vice have set new industry stand-
ards.” McCLUSKY/See Page 54
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COMMON MISTAKES
(AND HOW TO AVOID THEM)

Personalities tend to make the same
mistakes, regardless of individual format or
style. Dan O’Day presents prime examples of
what not to do.
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e w‘o Why let one
fj country station

ﬁ capture all the big
| shares and big
dollars by default?

____________ ~ HOT COUNTRY" is a totally different
= kind of FM radio formatthat is targeted to

e 00 10 42 year olds.

It's the music the whole country is talking
about, from hot young country stars like
Garth Brooks, Reba McEntire, George
Strait, Randy Travis, The Judds, Clint
Black, and Kathy Mattea . . . and it's
attracting a whole new crowd to country
radio!

This is not your mom

Visit Unistar in San Francisco at Radio '91!
We're in the Marriott 's Coit Suite, #3542.




orT
EoUNTRY

HOT COUNTRY™ is the exciting new
sound of today’s country, without the
tired, old stuff. State of the art digital
satellite delivery provides audio quality
that rivals compact disc.

Find outaboutthe new flanker formatthat
draws audience from the country giant
and the contemporary stations. Call
Unistar today at 719-540-4626 and ask
about the new HOT COUNTRY" format!

& dad'’s country radio station!
UNIST{R
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Trade Group Says

It Will

Set DAB Standard For U.S.

The Electronic Industries Association (EIA) has an-
nounced plans to set the U.S. standard for DAB. The trade
association for electronics manufacturers plans to test
competing DAB systems independent of any testing ef-
forts by the broadcasting industry.

State Department Defers
L-Band DAB Decision

The U.S. State Department has sidestepped making a
decision on DAB's location. With the FCC and NTIA still at
odds on L-band (1500 MHz) frequencies, the State Depart-
ment sent off U.S. positions for the 1992 World Administra-
tive Radio Conference (WARC '92) with no DAB recom-

mendation.

The FCC had recommended that
the U.S. WARC delegation support
an L-band allocation for DAB. But
that idea was strongly opposed by
NTIA, the Pentagon, and several
large defense contractors, alf of
whom object to any relocation of
aircraft flight test telemetry users to
accommodate DAB. “The dispute
has not been settled,” State De-
partment official Warren Richards
said Tuesday (9/10).

In its WARC '92 position state-
ment to the International Telecom-
munications Union, which was
due by mid-September, the State
Department said the U.S. is still
studying the DAB issue and that a
recommendation “will be presented
in a supplemental proposal.”

With a North American L-band
DAB allocation looking doubtful, the
NAB has teamed up with its Cana-
dian and Mexican counterparts, the
CAB and CIRT, to form a DAB
working group headed by NAB Ex-
ec. VP John Abel. The group will
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consider various options for DAB
implementation, including the
NAB's recent request that Eureka
design an in-band DAB system.
CAB and CIRT officials agreed at a
recent meeting in Victoria, BC to
support NAB in its negotiations with
Eureka-147 “regarding rights to the
Eureka DAB technology in North
America.”

Dual Strother Efforts

Ron Strother said he has formed
not one, but two new entities to
Continued on Page 12

EIA Consumer Electronics
Group VP Gary Shapiro said a new
DAB panel “will organize and in-
itiate a fair and impartial analysis,
testing, and standards-setting pro-
gram to determine which DAB
technical system will best serve
the consumer electronics industry
and consumers.” The panel, which
will operate as a subcommittee of
EIA’s Audio Systems Committee,
will hold its first meeting in Oc-
tober.

“The coming of DAB represents
a major leap forward in radio
sound quality for consumers,”
Shapiro said. “DAB promises to be
the pinnacle of radio sound.”

“There is a real and timely need
for EIA’s initiative to centralize
DAB activities under a common,
objective umbrella,” said subcom-
mittee Chairman Randall Brunts,
an official of General Motors® Del-
co Electronics division. The panel
proposes to centralize DAB tech-
nical analysis, comparative test-
ing, system selection, and stan-
dards development. The EIA said
the subcommittee will “provide a
uniform program designed to ob-
jectively evaluate each of the pro-
posed systemns’ merits. "’

It wasn’t clear at R&R’s Tues-
day (9/10) deadline why the EIA
decided to establish its own stand-
ards procedure for DAB — which a
spokesman conceded is “not the
normal procedure” — rather than
join the NAB through the National
Radio Standards Committee
(NRSC). Although a spokesman
said, “We are doing this as an asso-
ciation,” he had no word on
whether the EIA would be willing
to participate in setting an NRSC
standard for DAB.

NRA Gunning For Public Radio

Angered by what it sees as public radio’s anti-gun
bias, the National Rifle Association is asking the FCC to
reimpose the Fairness Doctrine on non-commercial

broadcasters.

In a petition filed last week, the
NRA argued that non-commercial
educational broadcasters (NEBs)
should be subject to the Fairness
Doctrine because NEB stations
and networks “exercise a predomi-
nant influence over political dis-
course” and are insulated from the
economic effects the policy may
have on commercial stations.

“We [the public] own public sta-
tions and are entitled to hear our
views expressed on them,” said
NRA General Counsel Michael Mc-
Cabe. “As it is, the public gets the
door slammed in its face.”

According to McCabe, the NRA’s
petition was prompted by National
Public Radio’s December 1989
series on guns in America. The fil-
ing contains affidavits from two
NRA public relations consultants
who accuse NPR of twisting or
omitting the gun group’s views.
The NRA is being represented by
former FCC General Counsel

Bruce Fein, a longtime opponent of
the Fairness Doctrine. Fein could
not be reached for comment.

Experts: NEBs Safe

Legal experts said they doubt the
FCC could selectively impose the
Fairness Doctrine on NEBs. Their
skepticism is based on a 1984 Su-
preme Court decision that non-
commercial stations can’t be bar-
red from endorsing political can-
didates.

The Fairness Doctrine, which re-
quired broadcasters to provide bal-
anced coverage of important pub-
lic issues, was abandoned by the
FCC in 1987. According to the Com-
mission, the policy inhibited on-air
debate of public issues by causing
broadcasters to worry about the
cost of defending themselves
against Fairness complaints.
tions and networks are protected
from such “chilling effects” be-

cause they’re not “profit seekers”
and typically have less capital in-
vestment at risk than commercial
operations. “Unlike commercial
broadcasters who must satisfy . . .
shareholders, NEBs will not curb
coverage of [controversial issues]
out of concern for a rosy balance
sheet,” said the NRA.

However, observers noted that
NEBs — with their thin economic
resources — actually would be
more vulnerable to costly Fairness
complaints than successful com-
mercial stations.

Political Problems
The gun lobby also takes issue
with the Commission’s argument
that a dramatic increase in the
number of media outlets has made
the ‘Fairness Doctrine irrelevant.
According to the NRA, non-com-
mercial stations have a politically
active audience separate from that

of commercial broadcasters.
“[A] proliferation of commercial
broadcast outlets will not foster
political programming diversity

Continued on Page 12
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Alliance Closes In On Dallas Deal

roup W Radio was on the brink of seling KRSR/

Dallas to John Hayes's new Alliance Broadcast-

ing at presstime (9/10). The price tag is $11 mil-
lion, and Group W will keep a piece of the station. Goldman
Sachs is banking Hayes; Star Media's Bill Steding takes
brokerage honors. Westinghouse boughi the station in
1980 for $7 million.

Star also is examining financial options for United Broadcasting's nine-
station chain. “We're just performing a market evaluation for them; the com-
pany hasn't decided to sell anything yet,” commented Steding. Star
deaimaker Peter Handy is handling the project.

So what would the properties be worth on the open market if United
decides to cash out? Based on current comparables, analysts estimate
WINX & WDJY/Washington is valued at about $19 million; WYST-AM &
FM/Baltimore $10 milion, WJMO-AM & FM/Cleveland $7 miliion; and
KSOL/San Francisco about $23 million. The company also owns two
Spanish-language AMs, WKDM/New York and KALI/Los Angeles.

Radio Revs Up Slightly In July

he Radio Advertising Bureau said radio revenue

was up 2.6% in July over the same period in 1990,

with every region of the country reporting substantial
increases in local ad sales.

Locai revenue was up 3.5% overall in July; the East and Southeast
earned gains of 5.7% and 5.6%, respectively. National spot revenues
were stagnant, posting an increase of only 0.1%. However, the Southeast
recorded a whopping 11.6% increase. The Westem U.S. posted a 3.3%
Increase in national revenues, but the Southwest fel! 9.1% in July. National
revenues in the East and Midwest declined 3.3% and 7.6%, respectively.

Overall for the year, radio revenue through July 1s down 3.1%. Local
revenues are down 3.5% and national spot revenue has dipped 1.4%,
based on the survey of 100 markets by Miller Kaplan Arase & Co. and
Hungerford Aldrin Nichols & Carter.

Fairmont’s Problems Trouble Price

s the big trouble brewing at Fairmont Communications

going to bring down part-owner Price Communica-

tions? Price said the joint venture with Osborn Com-
munications is “not generating cash flow.”

“There is substantial doubt about Fairmont’s ability to continue as a go-
ing concern,* Bob Price said in a new SEC filing. Fairmont has missed pay-
ments on its debts and hasn't been able to refinance. its debt is callable on
demand because it's notin compliance with certain financial covenants. On
top of that, the long-term debt matures in November — and there’s no indi-
cation It can be serviced.

Also in jeopardy is a related TV venture, Northstar Television Group
Inc., which aiso failed to pay its bills. This financial woe is rattling Price
Communications, which was counting on the debt repayments to sustain
its own cash flow. As a result, Price said its “cash and cash equivalents
have been substantially depleted, and during 1991 the company has been
unable to make interest and principal payments due on its public and other
subordinated debt.”

Price has been threatening a bankruptcy filing since last year, and re-
cently a group of bondholders headed by New York financier Leon Black's
Apollo Group muscled the company into spinning off its lucrative law
newspaper chaln. On June 30, Price had $9.4 million in cash but a
negative net working capital of $295.7 million.

Osbom’s exposure in the Fairmont deal is limited, but the company has
its own headaches. Osborn reported that a Sherman Broadcasting sub-
sidlary has defaulted on its promissory note for KKRD/Wichlta. “Due to un-
certainties associated with KKRD's ability to meet its obligations as they
come due, the company may ultimately receive less than the note's carry-
ing amount, which cannot be reasonably estimated,” it said.

Emmis: NYC Stations Not For Sale

mmis Broadcasting may be in the grip of a cash
crunch, but Exec. VP Randy Bongarten has told the
New York Post the company has no intention of sell-

ing WFAN & WQHT/New York.
“The company is in the process of repackaging our debt structure. The
Continued on Page 12




"We used to to work with a research company that
presented with any viable solutions. Monthly or weekly
research reports which only

Le

down can make for a long, Th ey gave
frustrating experience.
Research Group and our 8 99
efforts with them paid off and SOI u t 10NS
KUUL-FM went to the top,
25-54. Since then, they've really helped keep us focused —
best to produce results for both KUUL-FM and our AM
station, WOC. Our Program Manager, David Sands, is
wide perspective and uncanny ability to spot trends before
anybody else.
research, but our money is on the one company that pairs
quality research with winning solutions —

gave us frequent monthly and weekly reports. But it wasn't
indicate the station is going
Then we called in The [ S R e ara 10 § OO
quickly. Within just one book,
delivering top-quality research and ideas on how to use it
also able to benefit from The Research Group's nation-
There are a lot of companies that can produce just
The Research Group."

Jim O'Hara

Vice President/General Manager

KUUL-FM

Davenport - Rock Island - Moline (Quad Cities)

The Research Group develops the right information, then uses a special
system of strategic planning to help you win-and stay strong—in tough, competi-
tive environments. Some managers may have the perception that using the best is
prohibitively expensive. With The Research Group, that is not true. Call today
about our availability in your marketplace and for prices which will fit your budget.

For more information, call Larry B. Campbell, President (206) 624-3888.

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

The Research Group

Radio’s Strategic Research Team

METROPOLITAN PARK. SUITE 1200, 1100 OLIVE WAY « SEATTLE, WA 98101 « (206) 624-3888
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RADAR. 43, network radio ratings report issued by Statistical Research of Westfield NJ, shows sig-
nificant gains in all of the Westwood One Companies' network divisions. The Source showed a 33%
increase in its 18-34 target demographic. In Adults 25-54 Westwood One News & Entertainment
gained an impressive 18%. Add a +15% for the Mutual Broadcasting System, a +7% for NBC Radio,
and you've got a set of numbers that we feel confirms our total commitment fo providing superior

news, talk, sports and entertainment programming. For more information, contact Westwood One
Affiliate Relations in Arlington at (703) 685-2000 or Advertiser Sales in New York at (212) 237-2500.

Let us put these numbers to work for you.

W THE WESTWOOD ONE COMPA NIES

Source: RADAR 43, Volume 2 (Audiences to All Commercials, Monday - Sunday, 6am-7pm) Radio Network Associstion, In



WITH CASEY KASEM

NEW FOR A/C STATIONS

IN#A It Could Only Come
WY from WESTWOOD ONE

For complete details contact your
Westwood One representative.
In Los Angeles call (213) 840-4000
or FAX (213) 840-4060.

In Canada call S.B.S. at
(416) 597-8529.




The

Research
Company
of Choice

WNCI/Columbus KFOG/San Francisco
KFl/Los Angeles KPLX/Dallas
WGAR/Cleveland @ WMXN/Norfolk
WARM/York KLUC/Las Vegas
KTFM/San Antonio WKDQ/Evansville
WLTJ/Pittsburgh WAPW/Atlanta

To discuss programming research options for
your station contact Vicki Mann or Mike Henry
at (303) 922-5600

=_. Paragon Research

= = [The Research Company of Choice

All telephone based studies are conducted from Paragon's internal WATS facility, The Research Center.
550 South Wadsworth Boulevard, Denver, Colorado 80226
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TRANSACTIONS

Citadel Finds Price
Is Right At $12.5 Million

Hughes and Henry Tango Once More In Baltimore

Price Broadcasting

Company Stations

PRICE: $12.5 miliion

TERMS: Cash

BUYER: Citadei Communications
Corp., controlled by Lawrence R. Wil-
son. His Montana-based Citadel Asso-
ciates L.P. owns KCNR & KLZX/Sal
Lake City, KKFM/Colorado Springs;
KCTR-AM & FM/Billings, MT: and
KBOZ-AM &FM/Bozeman, MT. These
stations are expected to be transferred
to Citadel Communications Corp.
SELLER: Price Broadcasting Co.,
owned by John Price. He also owns
KUTR & KCPX/Sait Lake City and
WOMG-AM & FMIColumbia, SC.
BROKER: Gienn Serafin of Communi-
cations Equity Associates

KGA & KDRK/Spokane, WA
FREQUENCY: 1510 kHz; 93.7 MHz
POWER: 50kw day/5 kw night; 56kw
at 2380 feet

FORMAT: Country

KOOK & KBEE/Modesto, CA
FREQUENCY: 970 kHz; 103.3 MHz
POWER: 1kw; 3410 watts at 59 feet
FORMAT: Gold; B/EZ

KQMS & KSHA/Redding, CA
FREQUENCY: 1400 kHz; 104.3 MHz
POWER: 1kw; 100kw at 1560 feet
FORMAT: News/Talk; AC

KROW & KNEV/Reno, NV
FREQUENCY: 780 kHz; 95.5 MHz
POWER: 50kw; 60kw at 2270 feet
FORMAT: Country; B/EZ

KHEZ/Caldwell (Boise), ID
FREQUENCY: 103.3 MHz
POWER: 54kw at 2588 feet
FORMAT: B/EZ

A

" WY | r.‘-_nn_‘ 3 -l
KVNM (FM CP)/Oro Valley
(Tucson)
PRICE: $423,000
TERMS: Cash

BUYER: Christopher Maloney Profit
Sharing And Pension Plan, controlled
by Christopher Maloney of Man-
chester, NH. He owns KTUC/Tucson.
SELLER: Puebio Radio Broadcasting
Service, owned by Roy Henderson of
Seabrook, TX. He owns KMPQ-AM &
FM/Rosenberg, TX; KACO/Beilviiie,
TX; KHEN/Caidwell, TX; and KPXQ/
Franklin, TX.

FREQUENCY: 97.5 MHz

POWER: 3kw at 328 feet

KABI & KSAJ/Abilene

PRICE: $650,000

TERMS: Cash

BUYER: Eagie Broadcasting, headed
by John Vanier of Salina, KS
SELLER: Warner Stations, headed by
Norton Warner. He also owns KRLN-
AM & FM/Canon City, CO; KSTR-AM
& FM/GrandJunction, CO; KWBE/
Beatrice, NE; and KLIN & KEZG/LIn-
coln, NE.

FREQUENCY: 1560 kHz: 98.5 MHz
POWER: 250-watt daytimer: 100kw at
443 feet

FORMAT: Gold

BROKER: Richard Chapin of Jorgen-
son, Chapin

O
& VQ.‘.

WWIN-AM & FM/Baltimore
PRICE: $4.7 million

TERMS: Asset sale for cash; escrow
payment of $150,000. Buyer is to re-
ceive $200,000 for deposit it lost
when planned purchase of the stations
collapsed last year

(A Healthy

Relationship . . .

Your station and Health NewsFeed!

=

BUYER: Aimic Broadcasting Inc.,
owned by Cathy Hughes of Washing-
ton, DC. Aimic also owns WOL &
WMMJ/Washington.

SELLER: Communications Manage-
ment National L.P., controiled by
Ragan Henry of Philadeiphia. Henry
owns or has interests in numerous ra-
dio stations, including KDIA/Oakiand.
FREQUENCY: 1400 kHz; 95.9 MHz

POWER: 3kw at 298 feet

FORMAT: Urban

COMMENT: Almic initially agreed to
purchase these stations in December
1989 for $6.9 milfion. That deal col-
lapsed one year later

Rl -

WFAL/Falmouth

PRICE: $425,000

TERMS: Asset sale; $250,000 cash at
closing with balance via a seven-year

Continued on Page 12

TRANSACTIONS AT A GLANCE

1991 Deals To Date:

$487,426,376
(Last Year: $803,659,918)

Total Stations Traded This Year: ... .. . 734

(Last Year: 917)
This Week’s Action: . ... .. .. . . $20,198,000

(Last Year: $7,573,000)
Total Stations Traded This Week:. . ... . 19

(Last Year: 25)

® Deal Of The Week:
® Price Broadcasting Co. Stations

$12.5 million

® KGA & KDRK/Spokane, WA

® KOOK & KBEE/Modesto, CA

® KQMS & KSHA/Redding, CA

® KROW & KNEV/Reno, NV

® KHEZ/Caldwell (Boise), ID

® KVNM (FM CP)/Oro Valley (Tucson), AZ $423,000

® KABI & KSAJ/Abilene, KS $650,000

® WWIN-AM & FM/Baltimore $4.7 million

® WF AL/Faimouth, MA $425 000

® WDOE/Dunkirk, NY & WCQA/Fredonia, NY $650,000
® WOBT & WRHN/Rhinelander, Wi $850.000

AMERICA'S

TOP INDEPENDENT
BROADCAST BROKER

PALL R VGAN'S KRO AN \)'t IOVNKRETR BROPRER NPT E )RR S DY PN L]

WE MAKE
DEALS
HAPPEN

VISIT US AT RADIO 9|

SAN FRANCISCO. CA
WESTIN ST. FRANCIS

Rely on Health NewsFeed to provide your listeners

with the latest health and medical information. Our
free one-minute reports are available via Satcom 1R.
Associated Press audio and telephone. More than 250
stations have made a healthy choice . . . you can, too!
For details, call Carol Anne Strippel, 301-955-2849.

HEALTH
Al
U B LAY W B B B »
(A1 X147

RADIO REPORTS VIA SATELLITE
FROM THE JOHNS HOPKINS MEDICAL INSTITUTIONS J

SUITE 1134

COMMUNICATIONS
%

101 E. Kennedy Blvd. « Suite 3200 - Tampa, Florida. 33615 .« 813.222.8844
CEA Inc. « 375 Park Ave. - #3808 « New York , NY 10152 « 212 -319 . 1968

CEA and CEA inc. arc mambers of the National Associahion of Sezursties Dealers. Unc. and theip protessional associates arc registered with the NASD. Member SIPC
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State Department
Defers L-Band
DAB Decision

Continued from Page 6

deal with in-band DAB possibilities
DATA (R&R 8/30) is a research
group open to any company that
wants to participate. The company
Strother has formed to design an in-
band DAB system is Technology
Development Inc., with Strother
Communications Inc. (SCI) and
LLE Communications as announc-
ed investors. Strother also has
picked up a major equity investor
for SCI itself — Smith Broadcast-
ing, owner of KYLT & KZOQ/Mis-
soula, MT.

Satellite CD Radio (SCDR) has
sold an option for one of its propos-
ed sateliite DAB channels to New
World Sky Media, a Glendale, CA
company headed by Bryan Kim.
His family owns KAZN/Pasadena-
Los Angeles. Kim plans Korean-
American programming on an
SCDR channel covering the west-
em third of the U.S. No one's say-
ing how much he paid up front to re-
serve the $10 million regional chan-
nel. SCOR previously announced
two option sales to unidentified
radio programmers.

TRANSACTIONS

Continued from Page 11

promissory note, with an interest rate
of prime plus 1.5%

BUYER: Cape Coastal Communica-
tions Inc., owned by John Aitken of
South Dennis, MA and Edward Mor-
gan of West Dennis, MA. They own
WFXR/Harwich Port, MA.

SELLER: Schooner Broadcasting inc.
FREQUENCY: 101.1 MHz

POWER: 37kw at 253 feet

FORMAT: AOR

COMMENT: WFAL will simulcast

WDOEIDunkIrk & WCQAI
Fredonia

PRICE: $650,000

TERMS: Asset sale

BUYER: Tri-County Broadcasting,
owned by E. Michae! Boyle of Allison
Park, PA and members of his family.
The family also owns the Derrick Pub-
lishing Co., which publishes newspa-
pers in Oif City, PA and Frankiin, PA
and owns WKSN & WHUG/James-
town, NY.

SELLER: Chautaugua Broadcasting
Corp., headed by Vincent Ridikas. He
has interests in WWDR/Hardeeville,
SC and a new FM station in McClellan-
FREQUENCY: 1410 kHz; 96.5 MHz

POWER: 1kw days/500 watts night;
66 watts at 686 feet
FORMAT: Gold; AC
s At

{ 4 :.-— {v‘,— I‘f- bt
WOBT & WRHN/Rhinelander
PRICE: $850,000
TERMS: Asset sale; escrow payment
of $42,500; $300,000 cash at clos-
ing; $400,000 payable via a seven-
year 10% promissory note. Seller will
receive an additional $150,000 for a
non-compete covenant.
BUYER: Northwoods Broadcasting
inc., headed by Tom Koser of Rice
Lake, WI. He owns WJMC-AM & FM/
Rice Lake.
SELLER: Oneida Broadcasting Co.
FREQUENCY: 1240 kHz; 100.3 MHz
POWER: 1kw; 25kw at 385 feet
FORMAT: Gold; B/EZ

NRA Gunning

Continued from Page 6

for audiences of NEBs,” said the
NRA. “These audiences, however,
exert an influence in public affairs
vastly disproportionate to their
numbers, and thus are most in
need of access to balanced
speech.” The group offered no data
to support its claims about the non-
comumercial audience.

3,:-1 - 3

PROGRAMMING

Call Us At The NAB At The Park Hyatt (415) 392-1234

FREE

MARKET
EVALUATION

©

HARRIS COMMUNICATIONS,

The Adult Rock, Classic Rock, Rock/AC Expert,
is offering free, two-day, in-market evaluations. We can help
your station achieve the success enjoyed by clients WLLZ, WMMR,
KRQR, WNEW-FM, WPDH, WRXK, and others.
To find out more call 215-789-0100. Hurry! This
offer is limited and subject to availability.

So call NOW!

HARRIS

215-789-0100

FULL SERVICE ROCK RADIO CONSULTANTS

D c REPORT Continued from Page 6

stations are not actively for sale. it's hard to say what the outcome of the
debt restructuring will be,” Bongarten commented.

It's also hard to say who could get financing to buy the stations in the
current climate. While WAVA/Washington is about to be sold to Salem
Communications, Emmis still can't find a way to unioad WCDJ/Boston— a
deal being dubbed by its brokers as “shopworn™ after being on the market
for more than a year. Meanwhile, the Puget Sound Business Journal has
urged Emmis Chairman Jeff Smulyan to open the Seattle Mariners to ad-
ditional corporate marketing tie-ins if the local business community is going
to heip save the team from financial collapse.

Ackerley Moves To Bolster Stock

nother Seattle radio and sports mogul, Ackerley
Communications CEQ Barry Ackerley, has pur-

chased 30,000 shares of his company’s stock on
the open market as analysts cluck about his company’'s
future.

According to recent SEC filings, the company recently missed four
debt payments exceeding $8 million. That's caused banks and insurance
companies owed $246.1 million to reclassify his company’s debt from
“long-term” to “current” status. The stock has plummeted from $12 per
share on the American Stock Exchange to about $2 per share.

Ackerley said he won't sell his Seattle Supersonics basketball fran-
chise, but broker Gary Stevens has been tapped to start liquidating radio
properties. WBOS/Boston and WAXY/Miami already are on the block for
$28 million — a big drop from the $40 milion Ackerley paid for the stations.

"It has been a tough year in the advertising business, but we are
responding to the changes. Our goal is to keep expenses in fine and in-
crease operational efficiencies. We are confident that we will weather the
storm,” Ackerley said in a news release.

Jacor Mulls Asset Sales

acor Communications may sell more assets if it can't
get better credit terms with its lenders, according to
the company’s latest SEC report.

“The company is hopeful that by next year the availability of credit for
broadcast companies will have improved, thereby providing the company
with the availability of financing on terms more favorable than generalty
available now,” Jacor said. “In the absence of favorable terms, the com-
pany would likely have to sell additional assets . . . . No such additional
sales, however, are presently contemplated.”

Jacor has some significant debts on its books. The company’s senior
debt of $112.4 million and subordinated debt of $17.2 million are payable
in August 1992, with a possible extension until January 1993. Also com-
ing duenext August are some “puts” on a detachable common stock pur-
chase warrant to the tune of $1.26 million. Jacor must fork over $50,000
through the remainder of 1991 and $500,000 in January for debt it
assumed in connection with the purchase of Eastman Radio in 1988. On
top of that, the company said it has borrowed the full $2.46 million available
on its working capital credit lines.

In a recent court settiement, the company recovered $1.82 million
from a security deposit after failing to buy two Rusk Corp. stations in
Houston and San Antonio. However, former President Frank Wood — who
left last year following a boardroom coup — has come out smelling like a
rose. According to the documents, he received $6.27 million from Jacor
for his stock and is owed $1.87 million for a non-compete settiement.

Our Best Advertisement
is our CLIENTS’ word . . .
NOT OURS!

Our Client list is the “Best” in
the Industry . . . Because WE are
the “Best” in the Industry.

Don’t be misled into paying more!
For information call Collect, Person to Person
Byron J. Crecelius 314-423-4411
Home of the “TRAVELING BILLBOARD,’
Bumper Strips & Window Labels

US.Tape & Label

Sainl Louis, VIissouri




DIARYKEEPERS
DON'T DO GENERICS.

T oday, there are generics in almost every product category. And, while some consumers
may buy generics, all consumers remember Brand Names.

Radio is no different. Listeners "buy" radio all day long. It's free—and there are a num-
ber of choices on the dial. Diarykeepers, however, are asked to go a step further. They are
asked to remember which stations they "bought". This requires a strong Brand Image.

To most listeners, the radio dial can be as crowded and confusing as the supermarket
shelf. That's why the world's top marketers have long relied on the fundamentals of Brand
Marketing to help them win their billion dollar battles.

Stratford Research has invested in lengthy, intensive R&D to bring these highly special-
ized research and marketing techniques to radio. Stratford's proprietary system is called
B.R.AN.D™, and it is available to your station on a market-exclusive basis. To learn more,
call Lew Dickey, President of Stratford Research, at (419)698-1166.

STRATFORD RESEARCH
The Brand Leader.

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




14 eRaR september 13,1991

NEWSBREAKERS

WWIN Raises Roberts

To Program

Two-year WWIN/Baltimore MD
Mike Roberts has been elevated to
PD. He takes over from Don

Director

“Some people call what we do
Black AC. The liner we’re using is
‘Baltimore’s Adult Choice,’ and we

Brooks, who left to become part- sound somewhat similar to ; ) ‘
owner/GM of a new Atlantic City WHUR/Washington. We’re playing i “Over. the past few years, I've consuited stations on a very fimited
FM. more uptempo music and really basis,” said Scott. “Recently, I've been approached by these stations and
don't play any rap. But we do look others to work with them fulitime. Having an objective partner working with {
Roberts told R&R, “We're pretty at all rap songs on an individual you on a continuing basis just makes good sense.” ;
much on course. But my first chal- basis.” During his consulting career, the former Plough Broadcasting
lenge is to get our name back into VP/Programming has worked in such markets as Oklahoma City and
the community and let peopleknow ~ This is Roberts’s first program- i 1
there’s another Urban FM here. ming assignment. He previously £
When you mention Urban radio in  did on-air work at WKHI/Ocean Ci- e e
this market, most people think of ty, MD and WFBR/Baltimore .
WXYYV. Years ago, they thought of  (now WLIF [AM]). Christy Forms Horizon
WWIN first. . Group Consultancy
E Longtime radio executive Bob Christy has formed the Horizon Group,
| aKansas City-based consultancy for broadcasters, investors, and financial
institutions.
3 “If anything is to be learned from the current disarray in radio, it's that
C I NG Gets TO ro nto DanC| ng we must stop telling people what to do and start teaching them again,” said
Christy. “Too many organizations are spending inordinate amounts of
AC CING/Toronto has become Station Manager/PD Con Chung The Museum of Television and money . . . when, on the station level, they haven't anyone who can get ali
the market’s first fulltime FM told R&R, “We put the Dance for- Radio was slated to have opened this input to come out of the speakers."” L |
Dance outlet, adopting the moniker  mat on the air in October 1989 from its doors to the public yesterday Christy's background includes executive posts at Fairbanks,
“Dance 108.” The switch followsa 7pm-5am and programmed AC (9/12). Located in Manhattan, the Midwest, and Blair, among other radio companies.
new Canadian Radio & Television during the day. We became full- :’:e“;t:,“s”d’t”go":grs:s ;” library, two
o - ; . , tw ening rooms, a :
g::nnmnssnon ruling that allows vir-  time Dance as of September 1. It’§ Naofrolw" Eros * & ”s';mg =iy Sl
y any FM to change format to  a format that's sorely needed here; and gallery Space
Rock, Country, or Dance without the response has been overwhelm- ’
permission. ingly positive.”

T'was
months
before

Christmas,

and all "cross the land,

Not & creature was stirring, they were all on the sand.
Off on vacations were folks coast to coast,

even Santa himself had deserted his post.

In parks and by pools, folks were ‘scaping the heat,
with cool lemonade and something to eat.

But at Santa’'s workshop--outpost number three,

the folks at TeleDrograme were busy as bees.

Time was a-wasting, though the clock said don't worry,
it's An Original Christmas,

and we need you to hurry.

We know it's still hot, but make your plans now,

it won't be too long, ‘fore the sun turns to snow.
Think Christmas now, please don't delay,

your speedy decision will affect what you pay!

Oops, one more thing | almost forgot,

An Original Christmas will be very hot.

Why, you may ask, should this show be played?
‘Cause this year, in some markets,
you get it for trade.

Contact Robert & Xavier
(the little elves that made this obnoxious rhyme)
800-899-44D

G

Scott To Work With Adult Formats

Veteran programmer Cralg Scott Is now presiding over Memphis-
based Cralg Scott & Associates, a consulting firm specializing in Country,
AC, Gold, and Classic Rock formats.

G e

WOGL (AM)/Philadeiphia has extended its contract with the Philadelphia
Phillies, giving the Gold station exclusive broadcast rights to carry all of the
baseball franchise's games through the 1997 season. Finalizing the $15
million deal are (I-r) WOGL (AM) VP/GM Stephen Carver, CBS Radio Divi-
sion President Nancy Widmann, and Phillies President/General Partner
William Giles.

" Why Not Ust TELEVISION
TroaT PEOPLE
ACTUALLY

Warch?

(13 ”
SISTER
CUTS THROUGH THE

CLUTTER!

Call today for the latest demo
reel of Radio's most unique
marketxr;F campaign. Sister is
also available as a new character
to call your morning show!

MEBANE COMPANIES
(615) 2693079

Batteries Not Included
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Lommunication

Graphics

AN IMPORTANT ENVIRONMENTAL
RADIO PROMOTION

We at Communication Graphics recognize and support the
importance of environmental responsibilities and invite the
radio industry to join with us in a combined effort to save our
planet. From a comprehensive recycling program for our
bumper stickers to ecologically sound radio promotions to
help the environment on a global scale, Communication
Graphics Is prepared to assist you Iin earning the respect of
your listeners with an important issue that concerns us aill.

For more information contact us af:

Communication Graphics, Inc 313 N. Redbud, Broken Arrow, OK 74012
1-800-331-4438 (918) 258-6502 FAX 1-918-251-8223




The Research Group.

Dut of date.

(Research every 6 to 12 months.)

IComprehensive Promotional Strategic
Music Effectiveness Market
Test Test | Study




Strategic Radio Research.

(Fresh research every week, all year long.)

Up to date.

L=

The Research Group approach made sense back in the "70s.
You could have been quite successful back then buying once-a-year
studies. .. Even if the interviewing was farmed out, even if it came with
“boilerplate” recommendations, even if your “consultant” was really a
salesperson, and even if it was overpriced.

But the '90s call for a new approach. increasing market fragmen-
tation and tougher competition require a fresh approach. Strategic's unique
STAR program of ongoing research keeps you in touch

SR

with your listeners every week, all year long.

Call 1-800-72-MNISIC teday for more information

about STAR. Ask for Jennifer Hodlick, Account Executive, or Kurt Hanson,
President. It's time you moved up to the next generation of research.
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The Next Generation of Research.
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Introducing The First New Music Pre-Testing For Radio.
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Unistar Debuts
Hot Country

Unistar Radio Networks will be-
gin satellite delivery of a young
adult-targeted Country format —
Hot Country — beginning next Jan-
uary. Hot Country will target 20-
42-year-olds. Among the artists
who will be featured are Garth
Brooks, Reba McEntire, George
Strait, Randy Travis, and Clint
Black.

Unistar currently distributes
seven music formats plus CNN
Headline News.

WWLV/Orlando
Appoints Kelly

As Ops. Mgr.

Former
WXXL/Orlan-
do PD Steve
Kelly has been
named OM at
Soft AC WWLV/
Orlando (Day-
tona Beach),
succeeding ex-
' iting PD Jay
" Cresswell. Also
i joining Kelly at
Steve Kelly ¢ WWLV is for-
mer WXXL MD Shadow Stevens.

Kelly, who will probably handle

| an afternoon alrshift as well, told

R&R, “I'm very impressed with
this [Root Communica-
tions]. It has solid backing and is
committed to winning in this mar-
ket.

“We have a tough challenge
here; WOMX is a hybrid AC/CHR;
WSTF sounds like an Adult CHR;
WZTU ([formerly WSSP] is a
toned-down CHR that plays the
hits; WMMO is an AC for males
with an AOR presentation; and
WMGF sounds identical to what
we’re doing right now [Carpenters,
Barry Manilow, Neil Diamond, and
Barbra Streisand].”” Hinting a
change in WWLV’s programming
may be forthcoming, Kelly added,
“I see a bit of a gap in Orlando’s
radio spectrum graph.”

Back At The Ranch

Atlantic labelmates Foreigner and Marc Cohn were among the performe
at the two-day Back At The Ranch concert benefiting the Nature Conser-
vancy. Pictured at the indian Field Ranch in Montauk, NY are (back, Ir)
MTV Networks Chairman/CEO Tom Freston, Atlantic Co-Chairman/Co-
CEO Doug Morris, Foreigner's Mick Jones, label VP/CFO Mel Lewinter,
and Foreigner's Johnny Edwards; (front, I-r) Atlantic VP Jason Fiom, Sr. VP
Tunc Enim and VP Fran Lichtman, Marc Cohn and his son Max, and Cohn's
guftarist, John Leventhal.

Finley Finds WWWB PD Post

Former Gold WMQX/Greenss him. And it’s an excellent oppor-

boro PD Mike Finley has accepted
a similar post at crosstown AC

WWWB. He succeeds Tom Jack-
son, who was recently named GM
of neighboring CHR WKZL.

“This station’s done very well
under Tom the past two years,”
said Finley. “It’s exciting to take
over a station that’s in very good
shape and help it grow. Tom and I
competed against each other in our
early days as programmers; [the
WKZL job] was a good step up for

tunity for me to follow in his foot-

steps.

“My initial task is to maintain
what we have and make this an
easy transition. We'll look at the

ma'ﬁelm?mmt: years as VP of Barnstable Broadcasting. Before
! King any major o anticipal that, he was GM of WTWV/Chicago and Station Man-

In addition to his two years at

WMQX, Finley was previously
OM/PD at WKIX & WYLT/Ra-

|
¥

to VP/GM of New York-based Superadio Networks.
Forth replaces Tom Shovan, who resigned to be-
come Creative Director at CD Media
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hour, satellite-distributed CITY-FM Aduit CHR format.
He previously served as an executive at ABC Radio
and the Source.

] House Party."”

Network radio vet Dan Forth has been promoted

Forth had been VP/GM of the company's 24-

Superadio aiso distributes the weeldy “Open

Dan Forth

Wilbraham New GSM At The Beat

Craig Wlibraham becomes GSM at Evergreen
Media’'s KKBT (The Beatilos Angeles. He suc- i
ceeds Greg McElroy, who joined the L.A. Kings hoc-
key team in an executive capacity.

“it's taken over 10 years to convince Craig to join
me,” noted President/GM Jim de Castro. “This pro-
ves that good things are worth pursuing.” ‘

Wilbraham joins the Urban station after three

ager of crosstown WLOO.

leigh and programmed WYYD/ .
Raleigh and WGNI/Wimington,  § Testa, Pipolo Join JRS Label

Quest For Success

0

RCA artists PC Quest met with label execs to discuss marketing strategies,
profit margins, and Teenage Mutant Ninja Turtles. Gathering at RCA's NYC
HQ are (Ir) the band's Steve Petree, label Sr. VP Randy Goodman, the
band's Kim Whipkey, RCA President Joe Galante, band members Chad
Petree and Drew Nichois, and label VP David Gales.

polo have been appointed
National Directors of CHR
and AC/Country,
tively, at JRS Records.

the national promo arena
and his aggressive, relent-
less approach to radio sta-
tions nationally will clearty
spell out he's second to
none in CHR/Top 40 iand,"”
stated VP/Promotion Dave Nick Testa
Urso. "Getting Pat to do the national AC job is a coup for our company
He'll also coordinate all efforts in the C&W arena.”

Enigma Records, and Scottl Bros. Pipolo was most recently VP/Promotion
tt MCA Records and previously served at the UA label.

Nick Testa and Pat Pi-

respec-

"Nick's experience in

Pat Pipoio

Testa formery worked as an executive at Alpha International,

ooty o R

et

THE PARC FIFTY ONE HOTEL. SMALL, BEAUTIFUL, UNDERSTATED.

A hidden refuge on Manhattan’s West Side
for radio & record executives, Parc Fifty One
Hotel has 178 large rooms and suites designed
in styles ranging from Country French to
Art Deco.

At 51st Street and 7th Avenue, Parc Fifty One
puts you within steps of Westwood One, Unistar,
CBS, and major recording studios — as well as
Manhattan’s finest restaurants and shops.

"EXPERIENCE THE LUXURY OF
PARC FirTy ONE HOTEL.

Call for reservations.

PARC FIFTY ONE HOTEL

NEW YORK

800-338-1338

152 WEST 31ST AT 7TH AVENUE - NEW YORK - 212-765-1900

PV R A L v VvV E HOTELS | NTEZRNMANTIONAAL
HONG RONG - LONDON - NEW YORK - PHOENIN - RALAL- SAN ANTONIO - SAN FRANCISCO - SYDVEY
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NEWSBREAKERS

Radio

©® JOHN MARIN has been appointed
GM at KQLL-AM & FM/Tulsa. He most
recently worked at KLTG & KDAE/Cor-
pus Christi.

John Marin

Robert DeFelice

® ROBERT DeFELICE has been nam-
ed GM at WGNY-AM & FM/Newburgh,
NY. His background includes stints at
WSPK/Poughkeepsie, NY, neighbor-
ing WCZX, and the RAB.

® MARK BOWKA is tapped as General
Sales Manager at WEZK/Knoxville. He
comes from WYYY/Syracuse, where
he served as Local Sales Manager.

® MICHELE LOGAN is elevated to the
newly created National Sales Coordina-
tor post at WTMJ & WKTi/Milwaukee.
She segues from local AE.

® ANTHONY MASIELLO has been
tapped as VP/Technical Operations at
CBS Radio Division. He moves up from
Director of the department.

@ JUDITH SIMMS has been appointed
Director/Advertising, Promotions &
Public Affairs at KMOX/St. Louis. She
held various positions with the station,
including Continuity Editor, PD, and
Public Affairs Director.

Records

©® TOD ELMORE is promoted from Na-
tional College Promotion Coordinator to
National Promotion Manager/Alterna-
tive Music Division at Atlantic Records.

Tod Elmore

Harry Fobbs

® HARRY FOBBS is elevated to Asso-
ciate Manager/Rap Promotion at EMI
Records USA.

® DAVID ALEXANDER has been hired
as Director/Urban Sales Development
at PolyGram Group Distribution. He
most recently headed sales, creative,
and concert promotion at the Entertain-
ment Network. Also, PETER MULLEN
is named Director/Pop Sales Develop-
ment and JIM McDERMOTT is ap-
pointed Director/Atemative Sales De-
velopment. Mullen segues from PGD's
Northeast office, where he was Pop
Product Development Rep; McDermott
joins from Island Records, where he
held the National Sales Director post.

® MARIO RUIZ is upped from Director
to VP/A&R & Marketing, Latin America
at EMI Music.

National
Radio

® WFMT/Chicago introduces the
WFMT ldeas Network, almed at News
and Information stations. The network
will offer three series: *“Speakers Cor-
ner With Roger Mudd,” “The Heart Of
The Story,” and “City Arts”; (312)
565-5000.

® METATEC/DISCOVERY SYSTEMS
is now distributing "The Lutheran
Hour” on CD; (800) 944-3450.

STEROIDS KILL!

“TAKING STEROIDS IS LIKE BLOWING
UP A BALLOON...This exciting, new
public service campaign speaks

Industry

® PAUL BERRY has been tapped as
ASCAP's European Director. He had
been Secretary General/International
Confederation of Music Publishers.

©® JODIE RENK has formed Music
Forecasting, a research company spe-
cializing in new music and artist fore-
casting. She formerly served as Direc-
tor/Marketing Services at R&R. The
firm is located at: 9860 Easton Dr.,
Beverly Hills, CA 90210; (213)
247-0248.

s

Births:

Critical Mass Media VP Joel
Lind, wife Sherrie, son Evan,
August 9.

WKFM/Syracuse air talent '
Lols Burns, husband Bob, }
daughter Corrine, August 27.

WMTX/Tampa GSM Kevin
Malone, wife Beth, daughter
Mackenzie Anne, August 29.

KATS/Yakima, WA Asst.
PD/MD Dave Nelson, wife Jan-
elle, daughter Karly Ann, Aug-
& ust 29.

% WZZO/Allentown MD Todd
Heft, wife Jane, son Nevada
Lynford, September 6.

Keymarket Communications

! VP/Programming Frank Bell,
wife WRXR/Augusta, GA air
talent Sandy Young, daughter
Hilary Lynne, September 9.
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Marriages:

WCKT/Fort Myers, FL MD
Doc Dailey to Melissa Ming-
rone, August 24.

KKAT/Salt Lake City VP/GM
. and Apollo Radio VP Dana Hor-

ner to former KEGL/Dallas
5 GSM Lindsay Russell, Septem-
ber 1.

WNIC/Detroit Asst. PD/MD

Bob Kucken to WNIC AE
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Mike Blakemore — Asst. PD/
nights WKTl/Milwaukee (414)
527-2802

Frank Cipolla — News an-
chor WNBC & WFAN/New York
(718) 447-7000

Ralph Cipolla — PD WUFX/
Buffalo (716) 633-1058

Peter Coughlln — GM
WUFX/Buftalo (716) 741-4551

Jim Fox — PD KTHT/Fresno
(209) 432-6023

Nancy Grover — PD WGCH/
Greenwich, CT (203) 862-
9712

Joe Mamma —
WWCK/Flint, Ml
653-4772

Gary Johnson — PD/nights
WUSW/Appleton-Oshkosh, Wil
(414) 722-1523

Blll Knight — Aftemoons
WEZE/Pittsburgh (412) 934-
3476

Ron Kocher — Nights WWLV/
Orlando (904) 255-6789

Major Tom — Asst. PD/
nights WHHY/Montgomery, AL
(205) 270-5871

Chuck Matheson — Asst.
PD/MD/nights KZZU/Spokane,
WA (509) 535-0478

Shark Man — Nights WOHT/
Jackson, MI (915) 646-9415

Scott Stevens — MD KRZR/
Fresno (209) 297-7323

Dave Tyler — Mornings
WMMZ/Ocala, FL (904) 344-
5331

Nights
{313)

Changes

&

¢
3

strongly to athletes, urging them to say
‘“no” to all drugs incluﬁli?ng steroids.

V-

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.

TO: American Chiropractic Association
1701 Clarendon Boulevard
Arlington, Virginia 22209

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

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

FREE

Public Service Director

Station
60 Second and 30 Second Street Address
radio and television spots. city State 2y

0O Please Send Me Additional Health Campaigns That Are Avaliable

r
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: O Television (One 60 sec. & one 30 sec. on 3/4” videocasseite)
1
)
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Cheryl Rickle, September 7

Condolences:

WQMF/Louisville air talent
Ron Clay, 41, September 7.

Chuck Armstrong joins Katz Radio
as Sr. AE in New York.

Gregory Stroud is named AE at Ban-
ner Radio in Dallas.

David Baxter has been named Man-
ager of Toronto operations at Peer-
music.

JAMES LOUPAS

ASSOCIATES INC.

~ Cordially invites NAB
- Programmers to hear the

WORLD

ARD

AIRcdip Model500 Pro-Announcer
Microphone Processor

Making good sounds for the 1990's o

 Booth 420 (Harris-Allied) Moscone Center
or Call Jim Loupas 214-255-0550 !




“Can't We Sound
Good and Loud?”

Suddenly, your music sounds So, what have you got to lose? We'll

The standard FM
audio processing more open... more musical, provide a free in-station demo so that
E:Z:Zj”:o'(;lg’::c’e and LOUD. Suddenly, your lis- you can hear for yourself the advan-
it sounds LOUD... teners are staying tuned in... not tages of Unified Processing.
getting fatigued from an overly
processed sound. Suddenly Give us a call now, and let us tell you
you find yourself with a com- about the new UNITY 2000. By the
petitive edge in the ratings | time the next book comes out, you'll
wars. Not bad for a little box. be thanking us.

Getting the music you broadcast to

be LOUD is easy... just spend a lot of
money on a lot processing equipment,
spend a lot of time learning how to
use it, and spend a lot of brain power A

trying to figure out why it doesn’t oY D_,

- o we ws

sound GOOD once it is LOUD. D e
Getting the music you broadcast to [ Jame :
sound GOOD is really easy... just shut UL ' .
off all of your processors. But then AL 'f
you probably won’t be LOUD enough. | :]""’""‘ :
- FRERSTIEE .Ulhﬁlrv 2000 o

The new UNITY 2000 Digital Audio

Processor from Cutting Edge, lets your

music sound GOOD and LOUD, “
regardless of your format. By combin- The UNITY 2000 gives you ALL the tools of the FM broadcast audio processing chain in a single chassis.

ing all of the components of the FM 1t provides both GREAT SOUND and the LOUDNESS you need.

broadcast audio processing chain into
a single chassis, the UNITY 2000 pro-
vides control and functionality that

THE UNITY 2000 DIGITAL AUDIO PROCESSOR

you just can'’t get from the individual E —Z———
ot il = CUTTING EDGE TECHNOLOGIES
interface and presets for all popular e —

formats make it much easier to use. 2501 West Third Street * Cleveland, OH 44113 » 216.241.3343 » FAX: 216.621.2801

See us in San Francisco, Radio '91, at the following booths: Bradley Broadcast: #639, Broadcast Supply West: # 826, Broadcaster's General Store: #3108
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ur expanded, second annual Sales/Management Survey

includes new questions about hiring, salaries, revenues,

and competition, in addition to the basic topics. On these
four pages, you'll find detailed information on:

@ Spotloads — broken down by daypart and market size

® Training — how many stations use training and consultants,
where they recruit salespeople

® Meetings — when they’re held, how long they last, who attends
them

® Salaries — average commissions, average salaries for GSMs,
highest- and lowest-paid salespeople

® Staff — gender, minority, and age analyses, expense accounts,
auto allowances, sales incentives, and strongest competition.

with an overall average of 11.6. As in last year's survey, Country
continues to pack the most spots into the broadcast hour, while AOR ran
the leanest hours. Below is a breakdown of spotloads by format (all dayparts):

As might be expected, morning drive commands the most minutes per hour

® AC — 10.5 minutes per hour

® AOR — 9.2 minutes per hour

® CHR — 10 minutes per hour

® Classic Rock — 11 minutes per hour
® Country — 12.2 minutes per hour

® NAC — 10 minutes per hour

® New Rock — 11 minutes per hour

® Urban — 9.6 minutes per hour

Minutes Per Hour
By Daypart, Market Size

OVERALL |

[ 108 |

OVERALL

10.9

OVERALL

10.8 |4 10.8
o1-
100 |} 101+

OVERNIGHTS

CIA-KG

Do You Lack Intelligence?!

Monitored Playlists

* Long Five-Day Monitors ¢ Eliminate ‘'weak' titles
* Upgrade your music e Scrutinize rotations

A/C e Oldies Only 5495

NI 800 562-4407 [ReAAN

Classic Rock 6 Updates

Music monitor database system trom The Trapman Company

¢ All the winning stations ¢ Find ngh Appeal' titles
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Improve The Sound

Of Your

Station

...Control Commercials from Hard Disc
...Control Music from Compact Discs

...Improve DJ Content

having a great sounding radio station, where
songs, commercials, talk, promos, and jingles
come together perfectly. You'll have a station
where creativity thrives, yet announcers couldn’t
“forget” commercials or tags if they tried. Your
studio’ll be a dean, dutterfree showplace.

playing the right music from NoNOISE™ Compact
Discs and sounding terrific.  Your commercials
will be right on the money from DigiCart digital
audio hard drive, Logs automatically print out every
spot to the second and every song by title and
artist.

with the ultmate in mistakefree, clutterfree,
paperfree aeative programming. It's affordable,
with computer, three Sony CDK-006 juke boxes,
DigiCart™ HD<400 soon storing *8 hours of mono

| (or *4 hours of stereo) spots, jingles and songs for

only $23,995! A DigiCart for your production

room adds only $3,995. Call for details.

(Storage *upon receipt of Dolby AC-2 6:1 data compression.
Verify delivery at time of order.)

................................................ -
Yes! | want to know how TM Century’s “Ultimate Digital Studio ~ can :
help my station sound better! Mail to: TM Century, Inc, 14444 |
Beltwood Parkway, Dallas, TX 75244-3228, or FAX toliHree to (800) !
7492121, -
Name Title :
Station Phone | ) '
Address :
City, State, Zip i

o



COMMUNISM FALLS
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& WESTWOOD ONE
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. .STING “LIVE” from the Hollywood Bowl,
Dire Straits World Album Premiere,
Whitney Houston welcoming the troops home,
the Solar Eclipse Rock Radio Festival, Bob Dylan’s Bootleg Tapes,
Madonna & Mary Turner talking, Rock in Rio, Paul Simon “LIVE” from Central Park,
lanet Jackson with a 4th of July Superjam, Superstars like Eric Clapton & Billy Idol,
not to mention The British Invasion, New Faces of Country Music & the BBC Beatles
Original Master Tapes. WOW, What a Year. Don’t let anyone tell you that nothing
happened in ‘91. For the Biggest events on radio, tune in to Westwood One!

IT COULD ONLY COME {3«} FROM WESTWOOD ONE
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In-Station Training Outside Consultants

NO
NO 46 %

YE§ |
94%

YES

Where Stations Recruit Salespeople

hile nearly all stations surveyed conduct in-

station sales training, slightly more than half

use outside consultants (except in markets
101+, where the number of stations using consultants

drops to 48%). And 85% send sales personnel to off-site
training programs.

66% >

Two-thirds of responding stations recruit salespeople N_SALES
from similar positions, but almost as many also hire NO D‘O', 56 %
salespeople from outside the industry, (Note: Figures total 0UTS\DE RA

more than 100% owing to multiple responses.)

GALES JoB 20/

Imost all stations (99%) hold sales

meetings, mostly in the morning

(82%; 5% hold meetings in the
afternoon, while 13% alternate). And
although most PDs attend sales meetings,
they do so sporadically. Four in ten of
those who attend go only once a month,
14% make quarterly appearances, and 8%
show up every other month.

Nearly half {49%) of the stations
surveyed hold two sales meetings a week.
Another 24% opt for weekly gatherings,
while 15% meet three times a week, 3%
meet four times a week, and 9% prefer to
assemble daily.

One hour
37%

The Bobby Rich NAB Convention Dialogue Guide

(Old Friend) “Hey Bobby, how
yah doin, hows the family, I didn't
even know you owned a suit.”

{BR) “We're grear! Laine's in 4th

grade and Lesley's in Kindergarten.
Debbie is wonderful, she made me
buy the suit when | was a GM.

(OF) “Love your tie!”

(Business Acquaintance) “Hey
Bobby, nice tie, how yah doin, what
are you up to these days?”

(BR) “I'm marvelous! Since leaving

KRMX we've been enjoying family
time together, doing some traveling
and finishing off a bunch of projects
on the house. I've been doing some
projects with my company, RICH
RADIO, and looking for an
opportunity to program and/or get
back on the air.”

(Industry Person) “Hey Bobby,
how yah doin, where did you get that
tie, you still with B-1007"

(BR) “I'm sensational’ 1 left B-100 in
1989 after 10 years as PD and 5 as

(Any of the Above)

morning host with The Rich
Brothers to become VP/GM and do
mornings at KMGI/KIXI Seatdle. |
returned to San Diego in February as
PD/Mornings for KRMX to convert
Hot AC'Y-95" to Oldies Based AC
‘MIX 94.9' and resigned in June.”

{Interested Person) “Hey
Bobby, what would you like to be
doing?”

(BR) “Thanks for asking! Right
now ['m happy doing some
interesting and fun projects including

talent coaching, market evaluations
and programming consultation. I'd
like to stay in San Diego and
continue having fun but realistically |
could do it anywhere.”

{Oblivious Person) “Hey Bob,
when did yah get in, by the way who
are you

{BR) "Nice to meet you, please call
me ‘Bobby’ and I'm peachy. I've been
in radio for over20 years. I've
programmed in San Diego (KFMB
AM, B-100 FM, KRMX),

“Id like to discuss some ideas, how can I reach you?”
(BR) “619-793-0692, 1133 Los Caballitos, Del Mar, California 92014, I'd love to explore any challenge.”

Los Angeles (KHTZ, now KLSX),
New York (WXLO, now WRKS)
Philadelphia (WWSH, now WEGX)
and Davenport, lowa (KSTT). I've
jocked in these and other markets,
the last 7 years anchoring morning
teams. ['ve consulted, done voice
work and been a General Manager.
I'm the only multiple year
consecutive winnet of Billboard and
Gavin's Major Market AC Program
Director of the year.

{OP) “Gee that's nice, can I have
your tie’
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Meet The New Face Of
Morning Comedy.

The Cutler Comedy Network. Not just cutting edge show, contest and audience
another produced comedy service. Not just a  participation ideas. It's the only complete
weekly joke sheet. It's an entire morning show  morning show package on the market--no one

prep service featuring 15 fully produced original else offers this much--and it's available by barter.
comedy bits, plus a stack of pages filled . Get the competitive edge from Cutler Comedy
with topical jokes, one-liners, odd 6 ¢ Network, the one-stop connection for all your
happenings, and much more, including &% =y moming show needs.

CALL (213) 478-2166 FOR A DEMO
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GSMs’ Average Salary By Market Size
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N early three-quarters (73%) of the stations that responded said

their salespeople received a draw agains} commission, slightly GSMs’ Average sa|ary By Format
more than last year's average of 69%. Fewer people this year ‘

received straight commission (14% in 1991 vs. 17% in 1990) and salary

plus straight commission (6% vs. 8%); salary plus draw remained steady Ac $79,1 64
at 3% (4% named other payment methods this year). None received a AOR $66.158 i
salary alone in 1991, as did 1% of salespeople last year. 2
GSMs earned an average of more than $70,000 a year. That figure CHR $68,274
varied widely by market size and format, however, as did the average ‘ CB $55.000 s
salaries of the stations’ highest-paid (about $63,000) and lowest-paid :
(nearly $22,000) salespeople. CTRY $65,485
While local revenues were up an average of 20.4%, national revenues
showed an average rise of 33.9%. By market size, markets 1-50 showed NAc _395!000
| moderate increases (average revenue growth: 59.2%); by format, AOR NR 566,666 R
stations topped the chart (130.7%), followed by New Rock outlets (41%).
URBAN $64,500
3 /
Highest-Paid Salespeople’s
Average Salaries By Market Size Average Commissions By Market Size
81,810
Oveall 1-50 51-100 101+
Agency 127 13 12.6 141
Direct 16.2 16.4 15.5 16.6
Total Average  14.2 12.7 14.0 16.1

Salespeople’s Average Salaries By Format

[

OVERALL 1-50 51-100 101+ Lowest-Paid Person Highest-Paid Person
Lowest-Paid Salespeople’s 529,385 AC 571 ’441
Average Salaries By Market Size $22’833 AOR $64,526
$20,796 CHR $56,044
$18,187 | CR $52,000
$21,643 CTRY $60,424
$25,000 NAC $60,000
$21,666 NR $55,166
$19,091 | URBAN $60,818
- T

Monitored Playlists

¢ All the winning stations ¢ Find 'High Appeal' titles
' * Long Five-Day Monitors ¢ Eliminate 'weak' titles
) » Upgrade your music * Scrutinize rotations
A/C @ Oldies by T

RS 300 562-4407 et

Clossic Rock 6 Updotes

Music monitor database system from The Trapman Company




28 e RaR september 13,1991

AC
AOR
CHR

CR
CTRY
NAC
NR

9%

1%

1%

13%

7%

12%

16 %

SURVEY
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‘ SALES/ M ANAGEMENT

at their jobs for about three years. At a majority of stations, more
than one salesperson calls on an agency (56%) and the staff is not
separated for retail and agency business (93%). Non-whites make up an
average of 11% of sales staffs, although minorities are the majority at
Urban stations. By age, more than half of all salespeople are 25-34.
Nearly all stations (96%) have sales contests, an average of 5.5 a year.
Cash is the most effective award for a job well done. While 73% of
stations offer bonus spots, only 24% have a new business development
person and 27 % have a co-op person on board. As far as current
advertising is concerned, other radio stations and newspaper/print
represent radio’s strongest competition.

Minority Analysis By Format

b= T S = =
B e

Stations employ an average of seven salespeople, who have worked

Gender Analysis

18-24
8%
Age Analysis By Format
18-24 25-34 35-49 50+
AC 7% 52% 35% 6%
AOR 9% 64% 23% 4%
CHR 12% 59% 26% 3%
CR 1% 53% 28% 8%
CTRY 6% 44% 42% 8%
NAC 2% 62% 36% —
NR 3% 74% 18% 5%
URBAN 8% 50% 33% 9%
Expense Accounts
Avg. spent:
$39.20/week
42%
Strongest Competition \—
NO
35% Auto Allowances
[ —
18% $175month
8%
1%




Pierre Bouvard, Vice President and Jon Coleman, President of Coleman Research,
one of America’s top two research companies.

Most researchers draw obvious
conclusions and leave the real work up to
you. Enter Coleman Research. Successful
radio marketers who create a powerful
position for your station and drive it home.

Coleman Research invented the
names and launched the stations that use
the most powerful marketing handles in
radio: Oldies, New York 1981; Lite, Phoenix
1982; Mix, Baltimore 1986 and Variety,
Phoenix 1991.

It was Coleman that first conceived
the marketing positions: Not Too Hard, Not
Too Soft, San Jose 1983 and The #1 Hit
Music Station, Phoenix 1984.

Coleman’s step-by-step programming,
positioning and marketing plans have
worked for more than 100 top stations.
Give us a call today at 919-790-0000. Then
watch the market notice a startling

new trend. - EMAN RESEARCH

Yours. .
Box 13829 Research Triangle Park, NC 27709 (919) 790-0000
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SIX STEPS

Keeping Key Employees
After Recession Ends

ompetent employees tend

not to quit their jobs during

a recession. This is mostly
because competent employees
realize they won’t be fired because
of the value their employers place
‘on them. (They also don't want to
make a move and then be stuck
due to a slow economy.) All this
changes, however, once the reces-
sion ends.

When the economy bounces
back, job opportunities become
more abundant for good people,
who often are lured away by the
sweeter deals that become availa-
ble owing to increased corporate
profitability.

Following are six steps you
should take now — during the re-
cession — to hold on to your key
employees:

* Promote them whenever
possible.

¢ Give them raises or bonuses, if
possible.

¢ Provide positive feedback often.

¢ Consider offering a contract.

* Give them more pep talks,
including promises you can
keep.

* Give them occasional perks,
such as dinners or theater
tickets.

Source: Robert Half International

Sunny Awards
Go National

he Southern California

Broadcasters Association

has announced it will accept
entries from all U.S. radio stations
for its 1992 Sunny Creative Radio
Awards.

Stations from across the nation
will compete in the best radio sta-
tion promotion, public service, and
station-produced commercial cate-
gories. Deadline for entry is Octo-
ber 31. For more information and
entry forms, call (213) 466-4481.

MANAGEMENT

Top 10 Frequent-Flier Programs

f you befong to a frequent-fiier program, you'd be wise to watch your
airtine’s bottom line. The Wall Street Journal reports that many ailing
carriers are giving away 10%-12% of their traffic, compared with the

Foliowing is a comparison of the 10 largest U.S. frequent-flier pro-

typical 5%-8%.
grams:
Current Members
’ Ajrtine (in mitlions)
American 14 2
United 13.3
Delta 10.1
Continental 9.1
Northwest 8.6
USAir 7.8
TWA 6.2
Pan Am A7
America West 1.2
Midway 0.7

Travel Awards

New Members Redeemed
Pear Month in 1990
143,000 975,000
130,000 1,200,000
122,000 912,000.
101,000 200,000
87,000 623,000
76,000 1,000,000
47,000 311,300
9000 402,000
21,000 125,000
14,000 81,000

Source: Frequent magazine

i NPT = -

Hotels Add
Extra Phone
Amenities

n response to the demands of

business travelers, hotels are

upgrading their amenities
with regard to telephones. San
Francisco’s Fairmont, for exam-
ple, recently spent $600,000 on add-
ing two-line speaker phones, mo-
dem links, and voice mail to every
room.

Meanwhile, Dallas’s Westin Ho-
tel Galleria has added two-line
phones to 26 executive rooms, and
New York’s Peninsula (and others)
have turned their rooms’ phone
consoles into virtual nerve centers,
featuring touch-sensitive screens
that also adjust the rooms’ light,
temperature, and television.

How To Lively Up Your Business Letters

0 your business letters
read as if they were copied
directly from your high
school English book? Below are
four suggestions for writing better

WCBS-FM

New York, NY

Niws Tk
WBBM-AM

Chicago, IL

WCBS-AM

New York, NY

KIFM-FM

San Diego, CA

KQPT-FM
Sacramento, CA

_

CBS Radio Representatives
Applauds Its Family

of Radio Stations

Congratulations to all the CBS Represented Stations who have
been chosen as finalists of the prestigious NAB Marconi Radio Awards.
We consider our entire radio family the best in the industry
and are proud of the partnership we share with you.

MARCONI
[ e

AWARDS

WOKY-AM |

Milwaukee, W1

i

KMOX-AM

St. Louis, MO

WCCO-AM

Minneapolis, MN

WCCO-AM

Minneapolis, MN

letters, courtesy of “Business Writ-
ing Quick & Easy” (AMACOM) by
Laura Brill:

* Replace old-fashioned phrases
such as “per your request” with
contemporary ones such as “as
you asked.”

e Use personal pronouns and
contractions to make your letters
more conversational. For exam-
Ple, replace sentences such as “A

® September 10-13 — National
Association of Black-Owned
Broadcasters Fall Conference.
Sheraton, Washington, DC.

® September 11-14 — NAB
Radio 1991 Convention. Mos-
cone Convention Center, San
Francisco.

|
i ® September 13 — Academy
N Of Interactive Entertainment
’ Arts & Sciences conference.
ff Executive offices, Los Angeles.
=

% ® September 25-28 — RTNDA
] 46th International Conference &
4 Exhibition. Denver Convention
| Center.

® September 29-30 — T.J.
Martell Music Row Golf 'N’
Bowl. Various locations, Nash-
ville

® October 2 — CMA Awards
Grand Ole Opry, Nashville

® October 3-5 Concrete
Marketing's Foundations For-
um. Los Angeles Airport Marri-
oft,

® October 3-6 — Society of
Broadcast Engineers National
Convention. Hyatt Regency,
Houston

® October 11-13 — National
Professional Conference Of
Women in  Communications.
Hyatt Regency, Atlanta.

©® October 14-16 — Broadcast
Cable Credit Association’s 26th
Credit and Collection Seminar.
Palmer House Hotel, Chicago.

® October 23 — John Bayliss
Foundation Dinner. Plaza Hotel
New York City.

DATELINE

l

report will be sent shortly” with
“You'll receive a report soon.”

¢ Keep your letters positive.
Don’t use annoying language such

as “you claim that . . . or “you
are wrong in thinking . . .
* Use words that make the read-

er feel good, such as “We’re happy
to tell you . ..” or “I understand
how you feel.”

® October 24-27 — CMJ Con-
vention. Vista Hotel, New York

City.

® October 27-29 — Third Annu-
al EPM Entertainment Marketing
Conference. Universal City Hil-
ton & Towers, Los Angeles.

® January 19-23 — MIDEM '92
Palais des Festivals, Cannes

® January 29-February 1 —
Ninth Annual Pollack Media
Group Programming/Manage-
ment Conference. J.W. Mar-
riott, Los Angeles.

® January 30-February 2 —
RAB Managing Sales Confer-
ence. Opryland Hotel, Nash-
ville

®February 13-15 — Gavin
Seminar 1992. Westin St. Fran-
cis, San Francisco

® February 25 — 34th Annual
Grammy Awards. Radio City
Music Hall, New York City

® March 4-7 — 23rd Country
Radlo Seminar. Oprytand, Nash-
ville

® April 1316 — 70th Annual
NAB Convention. Convention
Center, Las Vegas

®May 28-31 — AWRT's 41st
National Convention. La Posa-
da, Phoenix.

® June 11-13 — R&R Conven-
tion '92. Century Plaza Hotel,
Los Angeles.

® June 14-17 — BPME & BDA
Conference & Exposition.
Washington State Convention &
Trade Center, Seattle.
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Pollack Media Group

984 Monument Street, Suite 105, Pacific Palisades, California 90272
Telephone (213) 459-8556
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PART TWO

The 92 Budget Challenge:
Analyzing Your Needs

veryone in radio sales, whether they’re

investors, GMs, or the salespeople on

the street, probably will remember
1991 as the year of budget reductions and the
year in which achieving past revenue levels be-
came more difficult than ever before.

Few stations have
emerged as heroes. By the
end of the year, the picture
could look like this: One or
two stations will have dis-
proportionately outbilled
the market, one or two will
have maintained 1990 rev-
enues, and the rest will
have suffered losses —
some seeing drops of 30% or
more over last year’s fig-
ures.

This week, in part two of
a two-part series, I'll go
over a number of budget
considerations. I hope this
special expanded column
will help you determine
whether you need more
staff, better managers, ad-
ditional training, or more
sponsorship opportunities
to win the ’92 budget chal-
lenge.

Right now we’re faced
with the dilemma of pre-
paring next year’s budget
and our war cry is, “Re-
duce expenses, increase
billing.” That’s understand-
able, especially in light of
this year’s performance to
date. After all, many of
those enticed into investing
in our business came in dur-
ing the double-digit growth
of the "70s and early '80s,
when advertising looked as
if it would never stop grow-
ing.

During that era, stories of
the glamorous and lucra-
tive broadcasting business
circulated throughout coun-
try clubs and meeting
rooms: Expenses are rela-

66/

There’s doom and
gloom, and then
there’s reality. It’s
been said that
understanding a
problem gets you
more than halfway
toward solving it.

99

tively fixed and all rev-
enues except the increasing
cost of sales (which is vir-
tually only commission)
flow right to the bottom
line.

It wasn’t unusual for a
station to achieve 40% on its
bottom line. Except for
those who had operated sta-
tions in the oil-depressed
South and in New England,
there were few owners who
weren’t used to annual
growth — if not by double
digits then at least by high
single digits.

Budgetary
Considerations

Last year I predicted this
year’s sales slump, not be-
cause of the imminent war,
but because of issues erupt-
ing from the client level and
the inherent change from
an efficiency-oriented ad-
vertising environment to a
results-oriented one. Many
are saying the worst is
over, that things will mirac-
ulously improve in the first
quarter of 1992. The biggest
debate seems to be over

STREISAND iz

By Chris Beck

which month — January or
March — things will return
to normal.

The signs these optimists
are pointing to include the
current economic upswing,
the end of the war, and 1992
being an election year.
Those on the front lines pre-
paring the budgets are be-
ing handed copies of these
growth reports. They’re be-
ing told they can meet
budget with fewer re-
sources — in some cases
through a *‘‘no hiring”
policy in sales — and if they
forecast ‘‘conservative”
growth.

Now ask yourself what
items you take into account
when preparing budgets.
What are your most impor-
tant line items? How do you
make a better-than-
educated guess on your rev-
enue assumptions? What
other factors will continue
to affect billing besides a
turn in the economic envi-
ronment? How can you en-
sure that the important
items are in place?

There has never been a
better time to learn from
the past. You have the op-
portunity to be one of the
heroes of the ’90s because
your strategy is designed to
capitalize on the environ-
ment rather than be vic-
timized by it.

When you get right down
to it, this particular column
is about human resources
— the people, their skills,
their resources, and the
support they receive.

The Bad
News Bearer?

In August 1990, when I
forecast the coming of the

Revenue-Influencing Factors

day in and day out — not the national or giobal econ-

omy — will have the greatest impact on your ability to
generate revenue. Other critical factors that play a role in-
clude:

® More salespeople. Many more salespeople will be
vying for advertising and marketing dollars.

¢ More advertising media. There's been a dramatic in-
crease in the number of advertising media that clients are
considering today, from databases to regional editions of
national publications. This trend should continue.

* Innovative traditional media. Many traditional ad
media are offering advertisers innovative options. Maga-
zines in particular are doing a great job of attracting adver-
tiser support through increasingly sophisticated methods.

¢ More marketing-based media. There will be more
competition from marketing-based media such as in-store
point-of-purchase or direct-marketing options.

* Client demand for results. After investing tens of
millions in image, creative, and efficiency, clients are de-
manding case sales and in-store tangible support. This is
playing seriously into the lack of avails from the agency
side. Performance and results are becoming more critical
daily. Make no mistake — the pressure is to perform.

¢ Fewer people, more responsibilities. On the cfient
side, fewer people with greater responsibilities are seeing
more people — in the same amount of time. This is aimost
universal.

* Fewer new businesses. The '90s will see fewer
new businesses and more megacorparations. Mom-and-
Pop operations are now franchises, not independents, cre-
ating the need for new staff skills to generate revenue from
these operations as well as the need to better penetrate
core accounts.

* Cost per points remain low. Many markets have
seen their CPPs cave in 50%-75% within the past couple of
years. History says once they're down, they stay down.

The advertising and marketing economy you deal with

I
l

|

‘91 reality,” my office re-
ceived numerous calls from
readers who said I was a
doomsayer. It’s interesting
to note how those calls have
subsided. There’s doom and
gloom, and then there’s
reality. It's been said that
understanding a problem
gets you more than halfway
toward solving it.

Sales and management
skills have never been more
critical to success. This
may sound trite, but keep in
mind that this business has
traditionally relegated
skills development and
management coaching to

one-day seminars or annual
corporate getaways. Re-
member: Learning a skill
requires time, encourage-
ment, and repetition to be
effective.

Take a good look at your
staff. Do you need more
people? Better people?
These are important ques-
tions to consider when pre-
paring a budget. The first
step you can take is to de-
termine your station’s out-
put per person and com-
pare it with those of sim-
ilarly ranked or formatted
stations in your market.

Continued on Page 34

COAST TO COAST
NOW IN 40 MARKETS!

#1 FEMALE ARTIST (VARIETY 7/8/91) #1 WOMEN 25-54 #1 AC/EZ/MOR LET US BE #1 IN YOUR MARKET
CALL BJS BROADCASTING 212-268-6660



CONSULTANTS DIRECTORY

PROGRAMMING/MARKETING

WMGE._
MAGIC 99.7 m

“We've had an opportunity to work with

| several consulting firms in the past and P
| found the DeMers approach very much to =

our liking. They've had a great deal of suc-

s cess with the Classic Rock format and |

1 like the way they work."
Mark Jividen
VP/Genseral Manager, WMGG

"I_:' DeMers
-t Programming/Marketing
: I —  Consultants

Rock Radio
Contemporary to Classic

(215) 363-2636

PROGRAMMING

Consulting
(703) 802-0700

**Programming is our business and our
passion."”’

Dan Vailie

Jim Richards

DIRECT
MARKETING/PROMOTIONS

Eric C. Corwin, President

impact Target Marketing

o Telemarketing

o Direct Mail

o Database Management

o interactive Phones

545 Boylston St., Suite 1401
Boston, MA 02116
(617) 247-4770

FAX (617) 536-0904

TECHNICAL
We've been making
good sounds for years...

Let us make them for you.
Call Jim Loupas

214-255-0550.

Hear
The New World Standard

AlRcorp Model 500 Pro-Announcer Micro- ,b
phone Processor, NAB booth 420 (Harris- }

Allied) Moscone Center

James Loupas

Assocnates lnc

Randy Lane {

PROGRAMMING/MARKETING

I’'m not a
consulting “factory.”

Different stations have different needs. So
I'm not selling cookie-cutter answers to
your particular questions.

Longtime WTOP Operations Manager now
consuiting fulitime. Limiting practice to

| ensure personal attention.

No **associates,” no boilerplate, no BS.

Holland Cooke
Washington, DC
202-333-8442

some markets unavailable

TELEMARKETING
DIRECT MAIL

Creative
Media
Management, Inc.

Results-Oriented
Telemarketing/
Direct Mail For Radio

TECHNICAL

Keating
Technical Services

619.982.0530

« A quarter century of service to the
Broadcast industry

« Fifteen year member, SBE

« Former Sales Engineer, Continental
Electronics

« Former Sales Engineer, Pacific
Recorders & Engineering

« Former Director of Engineering, major
market radio

« Member, AES

« Transmitter & Studio Plants designed,
installed and serviced

« Emergency transmitter service

« Serving clients worldwide -
Se habla Espafiol

PROGRAMMING

PERGER

BROADCAST CONSULTANTS

WPLJ NEW YORK
1974-1988
K-101 AND

DOUBLE 99 SF

Now ready to offer expertise and
personal service at low cost to
CHR, AC, AOR, GOLD.

LARRY BERGER
(415) 441-3950

PROGRAMMING/MANAGEMENT

CHRIS GABLE

BROADCAST
SERVICES

P.O. Box 130
Mt. Gretna, PA 17064

717 964-3255
fax 717 964-2223

BROADCASTING

DONKRLYE

| ASSOCIAIES NC

914-666-0175

Specializing in
CHR - DANCE - URBAN

DON KELLY
PRESIDENT
J.C. FLOYD
VICE-PRESIDENT

BOB PERRY
ASSOCIATE

PROGRAMMING
Ron White
(813) 379-0701

 Objective
» Confidential
» Personal service

FREE INITIAL
NO-OBLIGATION
CONSULTATION

TELEMARKETING/DIRECT MAIL

hnsAmenca L// @.aa@

MORE CLIENTS...
MORE MARKETS...
MORE SUCCESS...
America’s Leader in Telemarketing
and Direct Mail programs for

Radio Audience Growth and Data
Base Management.

1325 G St. N.W,,
Suite 610
Washington, D.C. 20005
(202) 383-8300
(202) 383-8313 FAX

Michael D. Lonneke, President

PROGRAMMING

ADULT CHR WINS
BIG 25-54

**Our 25-54 numbers have never been
stronger. Gary understands how to make
CHR compatible for adults.”
Steve Candullo
President/General Manger
WKQi (Q95) Detroit

4 No matter what size market you're in, call Lt

Gary Berkowitz now to find out how zour

&4 CHR or Hot AC can achieve top 25-54

ratings.

(313) 737-3727
.' BERKOWITZ BROADCAST
CONSULTING

CREATIVE

FROM PIRATE TO M0JO . ..
HI-TECH, THE SOUND OF THE 90s,
COVERING RADIO & TV
LIMITED AVAILS — HEAR IT ON

YOUR STATION BEFORE IT'S TOO LATE! |

MARK DRISCOLL
PRODUCTIONS

Voiceover/Production

For demos and information, call

(215) 237-3131

CREATIVE SERVICES

g

EXCEPTIONAL
VOICE IMAGERY

The voice of leading
radio & tv stations
NATIONWIDE.

» MARKET EXCLUSIVITY
» OVERNIGHT DELIVERY

Sherman Qaks, CA
800- 231 6100 .

ARKETING& PROGRAMMING
STATION CRITIQUES

& MARKET STUDIES
OUR SPECIALTY!

Donna Halper
& Associates

will help you create
a winning team!

304 Newbury Street, Suite 506,
Boston, MA 02115.

617-786-0666

11 years of
results in markets
of all sizes!
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Continued from Page 32

Output Per Person

Figuring this requires a
little counterintelligence,
information gathering, and
guesswork. To get your out-
put per person, divide your
total year-to-date sales by
your number of salespeo-
ple. The hard part is obtain-
ing other stations’ year-to-
date revenues; you can do
this by using your monthly
market reports. Analyze
the stations above and be-
low your billing and use
some espionage tactics to
figure out which ones they
are.
Some markets have opt-
ed to go with an additional
report that lists the actual
billing by a station’s rank.
From here, it’s relatively
easy to determine the sta-
tions. Find the top two or
three and compare them to
yours. You might try to fig-
ure out their numbers bas-
ed on last year’s figures. Or
you could always ask.

Once you make a calcu-
lated guess as to the sta-
tions’ revenue, find out how
many local salespeople
they have. As competitive
as our business is, this feat
might take some home-
work. After you get this in-
fo, divide each station’s
year-to-date sales by the
number of salespeople to
get your competitors’ out-
put per person.

This valuable exercise
will reveal several things
about your salespeople as
well as those at other out-

Coming Up

In the next Sales & Mar-
keting column, I'l show you
how to design a model
salesperson and take the
guesswork out of the hiring
process.

lets. It should take some of
the guesswork out of the
budgeting process and help
you determine how to res-
pond in the coming year.

Analyze Your Findings

If your staff is outper-
forming the other stations’
salespeople, expecting a
great deal more from your
people is unrealistic. You
probably need additional
qualified staffers to ensure
that you increase your
numbers.

If your output per person
is about the same as those
in the market, you're faced
with a skills issue. You’re
all starting from the same
point, but the salespeople
who are better trained and
skilled will outperform
their counterparts.

If your output is signifi-
cantly lower, however, you
have a problem. Stations
whose output per person is
more than 20% lower than
that of their competitors
probably have more than
one problem; likely candi-
dates include a combination
of low morale, manage-
ment deficiencies, or lack
of sales skills.

This situation often is a
byproduct of a staff that got
into the business during its
heyday. After paying their
dues for a relatively short
period, they inherited an
agency list and made a tre-
mendous amount of money
— not for their sales skills,
but for their service skills.
It’s also a byproduct of a
staff whose skills simply
don’t match the revenue
they’re expected to gener-
ate.

Great Expectations

Do you have realistic ex-
pectations regarding the
amount of revenue that’s
possible for your staff to
achieve? Managers often

get into a bind by hiring a
salesperson only because
he was all they could find
(or afford) — and then ex-
pecting superhuman
achievement.

Here’s a good way to bet-
ter understand this concept.
Suppose that after calcu-
lating your budget, your
billing by account, and your
projections for the coming
year you put in for a new
salesperson. Your company
limits the starting salary
for a salesperson without a
list to $18,000 a year. So you
hire someone for $18,000 a
year, expecting him to gen-
erate $55,000 the first year.

In other words, you’re ex-
pecting this person to gen-
erate three times his in
come even though his skills
level won't increase nearly
that much. Although it is
possible for someone to
meet the numbers you’d
like to see in this situation,
it’s highly unlikely for any-
one but those in the top 10%
of the sales profession to
achieve.

The majority of people
are capable of a 40%-60%
increase in skills per year.
But how often do we hire
people for $18,000 a year
and expect them to appreci-
ate several hundred per-
cent within 12 months?
Whether you use my guide-
lines or develop your own
formula, this particular nu-
merical approach is impor-
tant when preparing a
budget and making revenue
assumptions. J

Running The Numbers

If you need an additional
$300,000 a year and you pay
15% commission, chances
are you won’'t meet that
goal if you hire someone at
$18,000. Even if that person

Managers often get into a bind by hiring
a salesperson only because he was all
they could find (or afford) — and then
expecting superhuman achievement.

increases his skills 40%-
60% you still won’t achieve
that goal.

Let's say you hire him
anyway. Using the upper
end of my appreciation
guidelines, if he achieves
60% growth the first year
he’ll make $28,800 (60% of
$18,000 = $10,800). With a
15% commission, that
translates into billing of
roughly $190,000. Thus —
not counting any other vari-
ables — hiring this person
will cause you to miss your
goal by $110,000.

And. . . if you’re shooting
for $600,000 and you hire
someone for $25,000, you'd
miss by an even greater
margin.

Management Matters

In some cases, adding an-
other layer of management
to the local staff may be the
answer to the budget chal-
lenge. This step usually
doesn’t reap the revenue
expected. However, there
are a few exceptions.

Adding a manager could
work if your existing super-
visor is managing an area
in which he’s not experienc-
ed; e.g., your GSM has a
background as a national
rep, yet he’s expected to as-
similate years of local sales
ability (or vice versa).

Unless there’s a glaring
lack of depth, I believe the
manager’s salary is better
invested in the salespeople
— the people bringing in the
money. They’re the ones
who will allow you to in-
crease management to re-
duce pressures down the

line. Meanwhile, you may
be able to delegate some of
your responsibilities to your
better employees in order
to get through the current
crunch.

A ratio of one manager to
every five or six salespeo-
ple seems to produce the
best results. I define a man-
ager as any hands-on per-
son who consistently assists
the staff, is able to answer
questions, provides guid-
ance and training, and is
the station’s authority in at
least one area of expertise. .

It doesn’t matter whether
that person is a GSM or a
national sales manager as
long as he or she is availa-
ble and does in fact assist in
the sales operation. The ex-
ception comes with stations
that have a special sales
emphasis, such as sports.
In that situation, there’s us-
ually a need for at least an
administrative manager, if
not a hands-on manager.

Next year will be a chal-
lenge for almost every sta-
tion. I hope these ideas have
taken some of the guess-
work out of your budget
planning process — or at
least provoked some
thought on the subject.

Chris Beck is the President
of Beck Marketing Group, an
intemational 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 mail at ID #
SRTN15A; by CompuServs at
ID # 76066,3334; or by mail at
22900 Ventura Bivd., Suite
340, Woodland Hills, CA
91364.
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chﬁ\‘— Another Baby
&‘ For The Boss?

| WEEKEND BOX OFFICE | | NEW THIS WEEK |
| SEPTEMBER 6-8 .

TOP TEN SHOWS
SEPTEMBER 9-15

1 Dead Again $4.36 ®NOTHING CANSTOP ... | | 1 NFL Monday Night Football s Bruce Springsteen’s famlly
(Paramount) PRINCE & THE NEW ¥ (49ers vs. Giants) free about to bear more fruit?
2 Terminator 2: $3.10 POWER GENERATION {2 Married . .. With Children According to the Star, the Boss

Judgment Day (Tri-Star) ‘GETT OFF’

band's last televised appear-
ance (on PBS in 1969), behind-
the-scenes footage, never-
before-seen interviews, and

All figures in millions
Source: Exhibitor Relations Co.

COMING ATTRACTIONS:
This week's openers include
“Freddy's Dead: The Final
Nightmare,” the sixth film in the
“Nightmare On Eim Street”
series. The movie — shot in 3-D
— stars Robert Englund as the
title character and Epic rocker
Alice Cooper as Freddy's abu-
sive father, and features a Metal
Blade/WB soundtrack (due
9/24) with songs by the Goo
Goo Dolls (who perform the first
single, “I'm Awake Now"), Iggy
Pop, and others.

private archive footage.

® THE FIVE HEARTBEATS

(Fox)

Feature film starring Robert
Townsend, Michaei Wright,
Leon, Harry Lennix, Tico
Wells, and Diahann Carroll
chronicles the 25-year span of
an R&B band. Its Virgin sound-
track includes songs by the
Dells, Patti LaBelle, After 7
and U.S. Male

MUSIC & MOVIES

CURRENT
® ROBIN HOOD: PRINCE OF THIEVES (Morgan Creek)
Single: (Everything | Do) | Do It For You/Bryan Adams
(A&M/Morgan Creek)
®B0YZ N THE HOOD (Qwest/WB)
Singles: Just Ask Me To/Tevin Campbell
Me And You/Tony! Toni! Tone!
Other Featured Artists: Ice Cube, 2 Live Crew, Yo-Yo
®BILL & TED’'S BOGUS JOURNEY (Imterscope/EastWest)
Single: God Gave Rock And Roll To You Ii/Kiss
Other Featured Artists: Slaughter, Faith No More, Steve Vai
® JUNGLE FEVER (Motown)
Single: Fun Day/Stevie Wonder
®RETURN TO THE BLUE LAGOON
Single: A World Of Our Own/Surface t/Bernard Jackson (Columbia
UPCOMING
® HOUSE PARTY I
Single: House Party Il (| Don’t Know What You Come To Do)/
Tony! Toni! Tone! (MCA)

4 R

o B

3 Roseanne

cated; check local fistings).

¢ Eric Clapton, Boz Scaggs,
Michael McDonald, Donald Fa-
gen, and Phoebe Snow,
"ABC's In Concert ‘91" (mid-
night).

Saturday, 9/14
e Mark & Brian and Littie

Richard host "Friday Night Vid-
eos” (NBC, 1:35am).

Sunday, 9/15

e “The Adventures Of Mark
& Brian” premieres in its regular
time slot (NBC, 7pm).

Monday, 9/16

e The season premiere of
“The Fresh Prince Of Bel-Air”
(NBC, 8pm) features the world
premiere of the video "“Ring My
Bell” by D.J. Jazzy Jeff & The
Fresh Prince.

* DJ. Jazzy Jeff & The
Fresh Prince, “Arsenio Hall.”

Tuesday, 9/17
e Harry Connick Jr., “Ar-
senio Hall.”
* Bonnie Raitt, “The Tonight
Show Starring Johnny Carson”
{NBC, 11:35pm).

Wednesday, 9/18

e Clint Black, “Johnny Car-
son.”

Thursday, 9/19

* A mystery guest who
sounds a /ot like Michael Jack-
son lends his voice to the third
season opener of “The Simp-
sons” (Fox, 8pm).

* Gladys Knight, “Arsenio
Halt.”

recently purchased a Ford Explorer

Jackson Action

LaToya Jackson is being sued
by Bally’s Reno for allegedly walk-
ing out on a whopping $22,291 48
tab (Hollywood Reporter).

Meanwhile, brother Michael
made headlines in the Star by send-
ing his houseboy on a two-day va-
cation to Mexico — because MJ
didn't like the way the servant
smelled! The worker, who'd strain-
ed his back moving one of
Jackson's houseplants, was wear-
ing an ointment that Michael al-
legedly said reeked like “‘rotten fish
and mint.”

Express Lines

® Entertainment Weekly likens
BMG's Initial rebate proposal in the
Milli vanilii legal flap to "offering
diners a free meal at a restaurant
where they had contracted botu-
lism.”

e CBS head Larry Tisch once
denied deposed Columbia Rec-
ords chief Walter Yetnikoft a
breakfast bagel at the ritzy Beverly
Hills Hotel because it cost too
much! For his revenge, Yetnikoff
brought a bagel to every subse-
quent CBS monthly board meeting
{Esquire).

* The September M Inc. looks at
life at the top by profiling 1991's
so-called Power Brokers. Music
business moguls to make the grade
include (drum roll, please . . .) syn-
dicated radio giant Rush Lim-

. 3Child’s Play 3 $3.00 (Warner Reprise) E 4 60 Minutes to accommodate a family that's
(Universal) FavEe s(')ngs, 30' minutes. Vid- 5 Cheers “getting bigger.
4 Hot Shots! (Fox) $2.71 § eo “EP"” teatures four tracks un- 6 Coach
5 Doc Hollywood $2.68 available on the just-released LP 7 Full House Madonna To Marry?
(WB) as well as the uncensored Euro- 8 Who's The Boss? Although the Star reports Madon-
6 The Doctor $2.30 pean verson of the current sin- 9 Unsolved Mysteries na and Sandra Bernhard have had
(Buena Vista) gle, “Gett Off. 10 A Different World a falling out (because Lady Madon-
7 Robin Hood: $2.10 - e e na has become fast friends with
Prince Of Thieves (WB) ®DOORS: THE SOFT erwise noled, sublract one hour for COT. Bernhard's comedic rival Rosie IT’S A GIRL! — Linda Ronstadt has
8 Double Impact $1.55 PARADE — A Check kistings for showings in the Mountain O’Donnell), the Globe predicts La
(Columbia) RETROSPECTIVE e Zoms. Al SipSGHMNATID Bhanya: nell), predic become a single parent at age 45,
9 City Slickers $147 X . Sandra will give Madonna away dur- according to People and Star. The
(Columnbia) ' (Slzfel:‘IU:é:‘erssal)so " Friday, 9/13 Ing the Material Girl's wedding to  singer secretly adopted an Infant
10Boyz N The Hood  $1.27 Tive dooumentary, drectari by = SNy £ Y ST e Ehuiiln; [Oiredin Govioy Tey  oF. My Clomentne Ronstad,
(Columbia) Ray Manzarek ' ikl T Arsenio Hall Show” (syndi- Ward., earlier thls year, but kept mom, er,

mum on the subject until now. “It
was a personal matter, and | never
discuss my personal life in public,"
Ronstadt said through a publicist.

baugh, Tommy Mottola (whose
name Is misspelled on the 'zine's
cover), David Geften, Charles
Koppelman, Time Warner Inc.
Chairman/Co-CEQO Steve Ross,
Amy Grant, Madonna, Jimmy Jam
& Terry Lewis, and N.W.A.

¢ Jordan Knight of New Kids
On The Block almost came to
blows with actor Kiefer Sutherland
over a pool table at a trendy Holly-
wood nightspot. Knight sent his
bodyguard to secure the table from
Sutherland, who growled, “He can
wait like everyone else.” Knight de-
cided to exit instead.

Radio Talk

Musician-turned-WNCX/Cleve-
land air talent Michael Stanley ad-
dresses the contrast between mak-
ing and playing records in the Octo-
ber Playboy. “It's like the difference
between having sex and watching
porno movies,” he notes.

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 ridiculous In music news.
R&R has not verified any of
these reports.

If you’re coming to the San Francisco Radio 91
Convention to make programming decisions. ..

Make decisions you can trust.

BONNEVILLE

TRUST THE QUALITY

4080 Commercial Ave., Northbrook, IL 60062, 1-800-631-1600

Twenty-One Years of Program Consultancy - Custom Format Management » Complete AC Libraries on TrueSourceSM™ CDs and/or Cart « ChartBreakers Music Service, a monthly AC update on TrueSourceSM CDs
Four distinctive AC Formats: Soft AC, Lite Rock, AC Mix and Classic Hits « Five unique Easy Formats: Uitra, Easy Mix, Classic Easy, Adult Progressive and Vocal Easy
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LIFESTYLES

Living Arrangements, Marital Status
Of America’s Young Adults Changing

oung adults’ living ar-

rangements have changed

significantly in the past
few decades. As more are living
with their parents, with room-
mates, or alone, fewer are starting
families of their own.

A recent Census Bureau report
notes that the number of young
adults who haven’t married has
been growing during the past 20
years. Between 1970-1990, the pro-
portion of 25-29-year-olds who had
never married tripled for women
and more than doubled for men.

Marriage Prospects

The same report says marriage
prospects for younger women are
better than for older women. There
are 127 unmarried men for every
100 unmarried women in the 25-29
demo, but the ratio reverses begin-
ning with the 4044 age group.

The median age for first mar-
riage seems to have reversed in the
past century. In 1890, newlyweds’
median ages were 26 for men and
22 for women. Those figures declin-
ed until 1956, when men married at

DOGZ N THE HOOD

How Unmarried Adults Live

Alone -

With other
non-relatives

With relatives

4 36% l

O 30-39
25-29
W 1824

23 and women at 20. That decline
then reversed between 1956-1990,
when the median went up to 26 for
men and 24 for women.

Collar Helps Stop
Unwanted Barking

oes your neighbor’'s dog

keep you up all night —

only to stop barking just
as you head out to do your morn-
ing shift? If this is the case (and
the owners can’'t be bothered
training the animal), there is a hu-
mane solution.

Used Car
Sales Up

or the first time since 1950

used cars are more popular

than new ones, according to
a recent study conducted on behalf
of the National Automobile Dealers
Association.

Last year, 14.3 million used cars
and 13.9 new cars were sold in the
U.S. One reason this trend is ex-
pected to continue is that Ameri-
cans are increasingly unwilling —

The recession isn't helping the
‘nation’s new car dealers, either.
The National Automobile Dealers
Association estimates that dealers
will sell 13.4 million used cars and
12.7 new autos this year.

Another reason for the used-car
upswing: More late models are
available as more new cars are
sold to car rental places. Those
cars are then sold within a few
months as “nearly new.” Last
year, 1.5 million new cars followed
that route. This year, an estimated
2 million will head down the same
road.

Suggest your neighbors invest
$50 in one of the “Silencer” dog
collars recently developed by Aus-
tin, TX-based Canine Concepts
and Texas Instruments. The col-
lar sports a microchip that distin-
guishes between the sharp, rapid
barks a dog makes to sound an
alarm from the yelps that signal
loneliness or a fascination with the
moon.

If the pooch isn’t chasing away
a potential thief, the collar emits
an unpleasant, ultrasonic noise
that stops as soon as the dog does.
Just like Pavlov's pup, your neigh-
bor’s dog will catch on quickly and
soon you'll be able to sleep.

Shorts Long
On Fashion

horts have dominated the

fashion scene this year, with

tight Lycra bicycle shorts
and knee-length waders among the
hottest styles.

Sales of men’s shorts skyrock-
eted 2% and women’s shorts shot
up 11% during the first six months
of 1991, according to Port Jeffer-
son, NY-based research group
NPD. And those figures are above
and beyond the increases of 1990,
when consumers spent $2.7 billion
on shorts.

Among the reasons offered for
the surge in popularity are relaxed
dress codes and designer attention.
One trend consultant says fashion
currently is in a leg cycle — and
when legs are important, shorts
follow suit.

For a look at the living arrange-
ments of never-married adults in
1990 (by age of head of household),
consult the adjacent chart.

400-CD Carrying Case

ublin, OH-based Univenture has developed the “DJ Express 400,”
a portable, lightweight — only 33 Ibs. when full — case made to hold
and protect 400 CDs.

Perfect for on-the-go-go promo types, road trips, and remotes, the DJ
Express 400 measures 17% x 17% x 6 inches and sports a removable
hinged lid that doubles as a base.

Price: $225 for music industry people; $295 for non-industry folks.
Call (800) 992-8262 for more information.

Call

The Humane Society
of the United States

2100 L Street, NW

202-452-1100

1-800-HUMANE-1
(1-800-486-2631)

In Washington, D.C.,
call 778-6141

Washington, DC 20037

PUT SOME BITE
INTO YOUR
RADIO SHOW!

The Humane Society of the
United States, the nation’s larg-
est animal-protection organ-
ization, presents its actuality
line, Animal ‘’Bites’’,
sixty-second sound-bites on
animal topics that will amuse
and astound your listeners.
The bites change weekly and
are svitable for all formats.
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sion with a 7.5 kHz bandwidth.

info.

Digital Audio ‘Codecs’ Arrive

esigned to provide broadcasters with a cost-effective alternative
to satelite feeds and dedicated circuits, Comrex's recently
unveiled digital audio "Codecs” allow full duplex audio transmis-

The system enables broadcasters to utilize various digital data ser-
vices for audio links in network distribution as well as in studio-to-studio
and studio-to-transmitter applications.

Portable & Rack-Mount Versions

There are two versions of the Codecs available: the portable DXP
unit (top) and the in-studio, rack-mount DXR unit (bottom).

The DXP unit, designed for field use, includes a buitt-in A/C power
supply, adjustable headphone output, and an input that can be switched
from microphone to line levels. List price: $2195.

The DXR provides balanced, line-level input and output. List price:
$1995. Call the Acton, MA-based company at (508) 263-1800 for more

3-D TV Breakthrough Means
No More Colored Glasses

T wo Japanese companies —
Japan Broadcasting Corp.
and Nippon Telegraph &
Telephone Corp. — are developing
three-dimensional television sys-
tems that don’t require special

Researchers are working on
screens that create the 3-D effect
through hundreds of special lenses
built into the surface. The system
works with two cameras (one for
each eye), but Japan Broadcasting
is experimenting with four cam-

eras to create a greater illusion of
depth.

Size seems to be a problem, how-
ever. Japan Broadcasting’s TV has
a 50-inch screen and measures 10
feet long; to get the best 3-D effect,
viewers must sit 15 feet away.

NTT is working on a 15-inch
screen for those with less living
room space. But don't whip out
your checkbook yet — commercial
use of the technology is expected to
be years away.

BLUE LIGHT SPECIAL

New Laser Extends CD Playing Time

be St. Paul-based 3M com-
pany has developed a proto-
. typical blue-green laser
diode that reportedly can triple or
quadruple the amount of data — in-
cluding music — that can be stored
on CDs and optical discs.
Semiconductor diodes, often no
bigger than a grain of sand, are us-
ed to convert electrical signals into
laser beams. The tiny beams then
cut and insert information into

Industry Chooses
Sides In Digital
Format War

everal record companies and

consumer electronics many-

facturers recently have en-
dorsed rival digital music formats,
heightening the tension in the so-
called digital music war between
Philips Electronics and Somy —
each of which is hoping to set the
next standard in home recording.

EMI, Warner Bros., BMG, and
Virgin have pledged their support
for Sony’s Mini Disc system, a
handheld player/recorder that
plays 2.5-inch discs (which can
record or play back up to 78 min-
utes of music). All four labels say
they'll release prerecorded music
in the new format.

Meanwhile, audio component-
makers Yamaha, Sharp, Tandy,
and Sanyo have signed prelimi-
nary agreements to license Phil-
ips’s digital compact cassette units
(DCC). The format, codeveloped
by Matsushita, not only allows
users to play and record DAT cas-
seftes, it’s also compatible with
prerecorded analog cassettes.

Look for the battle to heat up
even more by mid-1992, when Phil-
ips introduces the first DCC play-
ers. Sony’s Mini Disc system will
follow a few months later.

storage devices (a compact disc,
for example). Chips currently in
use produce infrared laser beams
that notch relatively large pits in
CDs.

3M's new chip, however, pro-
duces lasers with much shorter
and more compact wavelengths,
allowing the same amount of infor-
mation to be recorded in less space
— a process that increases a disc’s
overall storage capacity.

The company says the diode
may be commercially available
within the next two years (after
researchers develop a way to make
it work at room temperature). As
with the previously reported diode
prototype developed by Matsushita
(see R&R 9/23/88), the 3M model
works only in extremely cold en-
vironments.

“breathing” distortion.

Multifunctional Audio
Signal Processor

ranklin, TN-based Valiey Internationat has introduced the “Dyna-
F mite 2, a multifunctional audio signal processor that enables

broadcasters to simultaneously (or independently) compress, gate
or expand, and “peak limit” a station’s signal.

The device also features special linear integration detection circuitry
that's designed to respond like a human ear, differentiating between sim-
ple and complex wave forms without arbitrarily compressing the signal.

In addition, the rack-mount unit sports a built-in anticipatory release
computer that delivers short release times without familiar “pumping” and

Other features include front panel controls for expander, compres-
sor, and limiter threshold levels; a hardwire bypass switch for the unit's
two channeis; and eight LED gain reduction meters. List price: $435.
Call (800) 800-4345 for more info.

The Mother of all radio battles
has begun—MOJO Radio vs. Z100...

and the Techsonics Production Libraries are the weapons
of choice being used by these two hot competitors!
Creative music and high-tech power parts by Techsonics
are making the battle fierce. Call 804-547-4000 or FAX
804-436-5928 for demos of Turbo Techsonics, Techsonics 2
The Music Library, and Chainsaw One. Win your own war
with “smart” weapons from

™
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RATINGS STRATEGY REVIEW

‘A colorful look at winning programming, promotion, and marketing strategies from the Spring ‘91 sweep.
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ALAN BURNS

(ADVERTISEMENT)

INTERVIEW

AC, CHR At Crossroads

Alan Burns and Associates’ Tracy Johnson and Jeff Johnson

Update State Of Formats

En route to the NAB we caught up with Tracy Johnson
and Jeff Johnson of Alan Burns and Associates.

Q: Tracy, what seems to be
wrong with CHR these days?

Tracy: There are several factors
contributing to the apparent de-
cline of the format. Here are four:

1. Core Artists

We are experiencing a drought in
CHR-exclusive core artists that
drive the format during its most
healthy times. In past years, CHR
has had the benefit of such pop
icons as Michael Jackson, Prince,
George Michael, and Madonna to
drive the popularity of the format.

As AC gets more aggressive mu-
sically, there is less difference be-
tween the CHR and AC roster of

66

We are
experiencing a
drought in CHR-
exclusive core

artists that drive
the format during
its most
healthy times.
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core artists. Michael Bolton, Phil
Collins, Mariah Carey, Rod
Stewart, Whitney Houston and
Amy Grant are as compatible with
AC as they are with CHR.

When CHR is at its best, it is
powered by core artists who are
exclusive to the format. Trace the
glory years of CHR and you'll find
an Elvis, Beatles, Elton John, Bee
Gees, Michael Jackson, or Madon-
na setting trends and enjoying hit
records.

2. Music Extremes

The popular argument is that
rap and heavy metal killed CHR.
M.C. Hammer and C&C Music
Factory gave us legitimate hit
records that happened to be rap in
nature. The typically over reactive
nature on the part of programmers
took a good thing to an extreme by
introducing (non-hit) music that
happened to be of the same style.

A little salt on your steak im-
proves the flavor, but too much
ruins dinner. It’s the same with
music styles. The farther you stray
from the mainstream, the greater
the risk of alienating your au-
dience. By the same token, a
steady diet of mainstream staples
such as Bryan Adams, Michael
Bolton, and Rod Stewart produces

a bland, uninteresting station.

Rap and heavy metal music
alone didn’t hurt CHR . . . it was
our over reaction to them which
caused serious damage.

3. Over Reliance On Research

CHR has always misused re-
search in a couple of ways: First
by removing some positives as well
as negatives from the format, sec-
ond by focusing too much on in-
dividual songs to the detriment of
the overall sound.

In an attempt to gain greater
25+ shares, stations have re-
searched their markets to deter-
mine how to eliminate negatives
that prevent upper demos from
listening to their stations. By
removing these negatives, they
have also eliminated some of the
positives that make up the very
essence of the format’s appeal.

The bottom line is that research
is an invaluable tool that should be
used to help direct your station.
However, it should not replace
common sense nor should tactical
research be allowed to dictate the
strategic positioning of your sta-
tion.

4. Being On The Cutting Edge

CHR has lost its edge. To be suc-
cessful, CHR has to be a half-step
ahead of the audience . .. not so
much they can’t keep up but
always leading and introducing the
“next big thing.”

m
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over reactive nature
on the part of
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good thing to an
extreme by
introducing (non-
hit) music that
happened to be of
the same style.
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When you stop innovating and
moving forward, you lose! When
you are on top in your market, you
have to ask, “where do I go from
here?”

Q: So what’s the solution?

Tracy: I expect several things to
occur before CHR comes out of its
current doldrums:

1. A shakeout

In the never-ending search to at-
tract upper demos, many markets
will end up with only one CHR . . .
and four-five AC stations com-

66)

The format will
come out of the
down-cycle and
those stations that
are properly
positioned will reap
huge rewards.
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peting for 2544 year-olds. As the
differences between CHR and the
other formats becomes more evi-
dent, CHR will enjoy a better de-
fined position in the market.

2. The “Next Big Thing”

It has been quite some time since
a major musical movement has
taken place. The emergence of rap
was only a minor trend, nothing on
the scale that generates excite-
ment and attracts listeners to a for-
mat. More than a decade has pass-
ed since music came between the
younger generation and their
parents. Alternative music may be
CHR's savior . . . or it may not. But
something is bound to emerge and
when it does, it will create renewed
interest in the station that is posi-
tioned to deliver what the audi-
ence is looking for.

3. New Superstars

The format has always been
song-oriented, but the anchors are
the megastars such as George
Michael and Madonna who are uni-
que to CHR.

4. Faith

Operators have to believe in the
format, and the long-term benefits
of being the leading CHR. The for-
mat will come out of the down-cy-
cle and those stations that are pro-
perly positioned will reap huge
rewards.

AC Bandwagon

Q: Jeff, what'’s the biggest trend
in AC right now?

Jeff: The biggest trend — and
the biggest danger — is jumping on
the AC bandwagon without a clear
reason to do so, and without a clear
plan for winning. In many mar-
kets, we’re seeing stations bail out
of what they see as a troubled for-
mat — perhaps CHR or Easy Lis-
tening — and rolling into AC with-
out a plan.

AC Action, CHR Choices

@ Less difference between CHR and AC's roster of core

artists

@ Rap, heavy metal didn't hurt CHR . . . over reaction to

them did

o New major music trend, superstars will spark CHR

® There are five types of AC stations: Oldies-based, Soft,
Variety, ‘A Rock,’ Adult Hit

Q: Tell us about the different
types of AC.

Jeff: There are five types of
Adult Contemporary that are via-
ble right now, depending on the
specific market circumstances.
They are:

e Oldies-based AC

This was the “original”” AC for-
mat and still works well unless the
market has a fulltime oldies sta-
tion.

* Soft AC

® Variety AC — °'70s, '80s, '90s
mid-tempo

® ‘A Rogk,’ or mellow rock.

That’s right, it has ‘rock’ in its
format label, but it functions as an
AC. . . it's "70s based softer rock.

* Adult Hit Radio

Basically, an '80s and '90s adult
station, fairly uptempo.

Stations thinking of converting to
AC need to figure out which, if any,
of these positions make sense in
their market before taking the
plunge, and then commit to some-
thing that will differentiate them in
the market. In too many markets,
there are three or even four ACs,
and no one can tell them apart. In
these markets, one or more of the
ACs will eventually differentiate

. or will become the market’s
second country station.

Q: Jeff, if you could pin down the
three or four most critical ingredi-

ents to winning in AC, what would
they be?

Jeff: First comes the positioning
issue — the five positions, or vari-
ants, on them. Next most impor-
tant is marketing. With few excep-

66)

The biggest trend —
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tions, AC stations are not extreme
enough to generate substantial
emotion or word of mouth, so out-
side advertising is critical. Third,
consistency. Over time, you’ve got
to create a set of expectations, and
then fulfill them every single time
your cume — or new tryer —
checks in to your frequency. Final-
ly, there’s ‘stationality.” Don’t
become so generic that you are
easily taken for granted.

)

JEFF JOHNSON, a consultant for
Alan Burns & Associates, has serv-
ed as Director/Client Services for
Jhan Hiber Associates, Research Di-
rector for WRQX/Washington, and as
a member of the RAB Goals Commit-
tee working on Arbitron issues. Jeff's
been with Alan Burns & Associates
since 1987. His first four clients
reached #1 (12-) in their markets.

Jeff and Tracy, by the way, are not
retated to each other.

“

TRACY JOHNSON joined Alan
Burns & Assoclates in Spring 1989
after successful programming stints in
Lincoln, NE, Kansas City, and Jack-

sonville. As station Manager of
KFRX/Lincoln, Tracy guided the sta-
tion to its best ever share and a
number one ranking five years in a
row. While at WAPE/Jacksonvliile,
Tracy earned a Gavin award for
medium market station of the year. In
addition, he is recognized as having
some of the "best ears” around.
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Prgmgti@na! More than half of stations with populations

exceeding 1 million had promotion budgets in

the $50,000-$150,000 range. (Winter '90
u e 5 percentages are in parentheses.)

Weathering
The Economic
Climate

ollowing the end of the ‘

F Persian Sulf War, domes- +
4

{

tic econemic conditions re-
mained a major source of
station budgetary concerns during
the Spring ‘91 sweep. Among the !
findings tabulated in the lates !
*“Ratings Strategy Review"": |

* Country boosted its usage of
auditorium tests and callout
research, while other formats
made no charge or cut back.

® Focus group research was
down drastically compared to
Winter '91 figures.

e Trip giveaways increased in all
formats, with concert tie-ins a
major incentive.

¢ ESPN usurped CNN'’s crown as
radio’s top cable preference
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OUTSIDE MEDIA USAGE BY FORMAT

Television a3d bilkoa-ds con- (
tinued their onz-two rsign news-
papers again oJipaced magazines.

Interasiingly, 83% of JCs — top 65.6% 61 39,

(€5.7%) 50.0% 48.4%

) (15.3%) ?5%_‘11%3 42.8%
=" (52.4%)

1

CTRY AC UC AOR CHR

newspaper advertisers — traded
out their usage, while AORs used
newspaper trade in one out ¢f three
cases. daif the AJs and CHFs utili-
zing magazines also dic¢ sc through
trade. (P3rcentzges from last spring

are in parentheses.)

™

TELEVISION

(68.7%)

BILLBOARDS

T T T S e 1 P,

61.2%

CTRY

T ——

18\% 4%k
W aez §

% 71%
%) (3.7%)

8
uc

Radio’s Favorite Giveaways

Trip giveaways increased in all formats: Concert tie-ins were the im-
petus behind getaways packaged by UCs (66%), CHRs (61%), and AORs
{59%), while Los Angeles, Orlando, and Hawaii ranked 1-2-3 as favorite
destinations. AC was the only format that boosted its cash outlay; AOR,
CHR, and UC focused more on cars. (Percentages from last spring are in

parentheses.)
63.1% TRIPS
(55.0%) 52.9%

(441%) 42.8% 40.0% .
| (391%) (35.5%) (33%%‘;

: pat
 UC AOR CHR AC CTRY )

~

52.8% 48.0% CASH E

(49.1%) (47"20/0) 41.7%

> (47.8%) 31.5% 31.3%
(40.0%) (4ﬂ%)

i

\ AC CTRY CHR UC AOR )

— -

15.6% 15.3% 13.4%
(11:6_°_/o) (13.0%) (16.3%) 7.1% 5.2%

R (15.2%),, o0
N

\AOR CHR CTRY AC

Cable Ad
Choices
ESPN
25.3%
-_CNN
- 24 0%
— ] V1Y
18 6%
. TNN
L4F g 39,
W S0
8.0%
VH-1
~ad 8%

TV Buying .

Preferences t > *
Prime 20.4%
Late Night  13.6%
Late News 13.3%
Early News  12.9% |
Prime Access 11.9%
'ROS/Orbit  10.2% |

Soaps 6.1%

50.6%  28.3% 11.4% | Momning' =
Network Independent Cable | Sports
Affiliates Stations ——

uc y
Who Uses Direct Mail2
\.,!! _'} - W % g;vl !

Although format standings and percentages stayed basically the same from a
year ago, Country’s fascination with this marketing strategy increased dramaticai-
ly. (Percentages from last spring are in parentheses.)




Either way you look at us,you'll win
with Alan Burns & Associates.

In Chicago, Pittsburgh, programming and marketing Radio station could use a boost,
Boston, Buffalo, Phoenix, support. call the firm that’s becoming
Baltimore, Dallas, and mar- In fact, 90% of our clients America’s leading programming
kets all across the country, AC are format leaders and making and marketing consultants. Call
and CHR stations are winning more money than ever. So if Alan Burns and Associates today
with Alan Burns and Associates your AC, CHR, or Adult Hit at (703) 648-0000.

ALAN

BURINS
¢ Associates.
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Lo L5 1)
THE DEVIL CAME
UP TO MICHIGAN

WHYT - Detroit/MARK JACKSON, PD
“#1 phones—all ages. It's a smash
#18-8-HOT

PowerPig - Tampa/B.J. HARRIS
“There’s a lot of rock product on the
charts now - and we look for instant
reaction records. We saw that in this
record wherever it was being played.

We researched it and saw the sales
following the airplay. That's when we
added it. The familiarity of the hook is

definitely a major factor.”
ADDED @ #35

KXXR - Kansas City/JACK ALIX
“The K.M.C.. KRU record struck us as a
potentially strong novelty hit. But it's
turning out to have more life than we
projected. It's been #1 on our Top 8 at 8
and has surprisingly strong upper
demo appeal because of the song’s
familiarity for them.”
#36-23-21-HOT

WOKI - Knoxville/CLAY GISH, PD
“After 8 weeks what | originally
perceived to be a novelty record

has proven to be an
ACROSS THE BOARD smash.
#1 SALES #4-3

WNVZ - Norfolk / CHRIS BAILEY
“| started out to Prove someone wrong on
this record. But | put it on and after only 2
weeks, it’s the #1 record at nights. They love
it — and they remember the Charlie Daniels
song, which makes it even stronger.”
DEBUT #22-20

WCKZ - Charlotte / ERIC BRADLEY
“#1 phones for 5 weeks...#2 cassette single
sales. A very hot street record and in the

clubs. | absolutely recommend it.”
#24-18-15-HOT

KRQ - Tucson / ROGER SCOTT
“An immediate phone record. So blatentl
obvious to the audience - how can it miss:
It's recognizable to adults...and teens love it.
A broad appeal hit!”
DEBUT #27-24

KPRR - El Paso / ELI MOLANO
O.P.P. and K.M.C. KRU are my two hottest
records. Such a hot record the phones
explode when thezgevil is in the house.
#26-17

JUST ADDED:
WDFX  WWHT

WHHY « KWIN
WBBO - WILN

cUREB

4"‘
i

' STREET TALK

KKBQ Trading Cleveland
Wheeler For 18-Wheelers?

his week’s developments at KKBQ/

Houston lend a lotta support to rumors

that the former CHR powerhouse will
switch from Rock Hits to Country. ST has
learned that vacationing morning man
Cleveland Wheeler — who replaced John
Lander just a few months back — has been
bought out of his contract and will not retumn
to the station.

Aiso missing from the KKBQ airwaves:
afterncon driver Ron Parker — although
insiders say his vacation’s the real deal. But
will he be back? ST hears OM Melcdye
Hodges has exited as well. ST also hears that
Country consultant Joel Raab — a good bud

Rumors

® Have the honchos at CHR Hot 94.7/Chicago
imposed a hiring freeze on PD Greg Cassidy? And
has he been told that the station's format will be reas-
sessed shortly? And is it true that outgoing GM Kevin
O’Grady won't be replaced anytime soon?

* \What was KHMX/Houston and Naticnwide na-
tional programming honcho Guy Zapoteon doing in
Boston last week? Were he and Steve Perun dis-
cussing their future?

® Is B94/Pittsburgh tatking about an LMA? Is
crosstown B/EZ outlet WEZE going to come to Jesus
November 17

® Is Z100/NY afternoon driver Elvis Duran being
chased for a PD gig? Regardless of what —if anything
— goes down here, don’t look for an exit it the mid-
day vacancy at 2100 is filled.

¢ is Power 106/L.A. Asst. PD/MD Al Tavera
close to a record promo post?

® is WMEE/Ft. Wayne PD/morning Fony Rich-
ards about to become GM, replacing Walt Steftan?
Wil APD/MD Jeft Davis become PD?

* Is interscope trying to hire EMI's Chris Baca?

* KSOWSF APD/MD/afternoon driver Russ Al
len is off the alr. Is this just until the station relocates
to new studios in December?

¢ is IRS West Coast regional promo rep Felicia
Swerling heading to Charisma to replace Julie Rae
Mcl.eod, who jumped to PLG for Northwest regiona
promo duties recently?

¢ |s Z104/Madison trying to grab KDWB/Minne-
apolls APD/MD Ed Lambert for its soon-to-be-vacant
PD slot?

® Will a brand-new Austin New Rock outlet sign
on soon?

® |s Bryce Crousore out as PD at KQDS/Duluth?

°is ex-WKQX/Chicago GSM Jeftrey Grey
about to replace VP/GM Mort Freedman at WKKV-
AM & FM (V100¥Racine-Milwaukee?

® Has consultant Garry Wall inked ‘WKBQ/St.
Louis?

release of Jeff Wayne'’s “The War Of The Worlds" al-
bum in Australia, 2Day-FM/Sydney aired five! bulle-
tins of a Martian Invasion and dispatched the station’s
mobile units to broadcast from the site of the alien
spacecraft that, as pictured, mysteriously appeared in
front of the local Martin Place Amphitheatre. The
mates in the white coats are “scientists,” who wound
up serving breakfast to the appropriately wowed
crowd.

of PD Dene Hallam’s — may be involved.
(Raab denies it.)

Market observers speculate KKBQ could
fiip as early as Sunday (9/15) or Thursday
(9/19) — the latter of which is, of course, the
day the fall Arbitron starts. Calls to KKBQ
President/GM Don Troutt went unreturned.

In other local news, a jury has ordered
former KLOL/Houston afternoon man Moby to
pay crosstown KLDE staffer Helen Stone
$255,000 after he tricked her into announcing
that Glen Campbell had died.

Back in 1989, Moby — now doing
mornings at WKHX/Atlanta — called Stone on-
air from a car phone and, disguising his voice,
convinced her Campbell had died in a car
crash. Stone went on the air with the news
playing “By The Time | Get To Phoenix” in
Campbeil's honor.

Moby later told ST the spur-of-the-moment
stunt was designed to “teach young
broadcasters that they have to check things
out.” But the jury found his prank intentionally
inflicted emotional distress on Stone. Moby
plans an appeal.

} Wyatt Storm {

Who are the strongest possible outside
candidates to replace Jeff Wyatt at Emmis’s
Power 106/L.A.? The names of KMEL/SF PD
Keith Naftaly, B96/Chicago PD Dave Shakes,
KKFR/Phoenix PD Steve Smith, Power 99/

Continued on Page 47

ENTERING OUR 10th YEAR OF SERVICE TO
THE BEST BROADCASTERS ON THE PLANET!

Proven Results. Call Us Now!

\

914-666-O175 FAX 914-666-0286
BROADCASTING CONSULTANTS
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« Both Albums In-Store September 17 — Pre-Orders
Over 7,000,000 Units So Far!!

o Making History On Geffen Records!
| i

T FROM THE NEW ALBUM USE YOUR ILLUSION e
USE YOUR ILLUSION 1 - USE YOUR ILLUSION 11 - TWO ENTIRELY NEW AND ENTIRELY SEPARATE ALBUMS.
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STREET TALK .

Continued from Page 44

Atlanta PD Rick Stacy, WBMX/Boston PD
Greg Strassell, WHYT/Detroit PD Rick
Gillette, KTFM/San Antonio OM Bob Perry,
KKLQ/SD PD Kevin Weatherly, and former
Z90/SD PD Brian White have aiready been
bandied about the hallways of Power 106.

But will Emmis look outside? One scenario
has Hot 97/NY PD Joel Salkowitz — who's
been in town all week — making the move to
L.A., which would clear the way for Hot 97
Asst. PD/MD Kevin McCabe to settle into that
station’s PD chair.

Meanwhile, there are rumors that Exec.
VP/Programming Rick Cummings is a likely

candidate to program Power 106. In any case,

don't look for anything significant to take place
on the PD front for at least six weeks.

Incidentally, spike that talk about
vacationing morning man Jay Thomas getting
whacked. If he would leave to pursue his
burgeoning TV career, it'd be his call.

And . . . where's Wyatt headed once his
sabbatical is over? ST hears the first calls into
him came from Pyramid Broadcasting.

Ah, but ST also hears that Precision
Media — owner of WKSS/Hartford —
contacted Wyatt about taking that PD gig as a
short-term position while the company pursues
Emmis’s WCDJ/Boston. A decision on the
WKSS PD reportedly will be made next week.
Meanwhile, another name has come into the
picture: Star 105/Dallas PD Bill Pasha.

Rumbles

¢ WQFM/Milwaukee GM Kris Foate exits to be-
come GSM at crosstown AC WKTI.

o Former KISS-AM & FM/San Antonio VP/GM
Reggie Jordan becomes VP/GM at WGCX/Mobile.

¢ Word out of KIIS/L.A. is that late-night person-
ality Wendi will stay on without a new contract.
Meanwhile, insiders report there is now some posi-
tive movement toward keeping Magic Matt Alan in
afternoons with a new contract.

* Ye olde philosophical differences lead to the
departure of longtime WFYV/Jacksonville VP/GM
Yulee Commander. GSM Mark Kanak becomes in-
terim GM.

o Former KKDJ/Fresno PD Art Farkas lands the
PD gig at crosstown AC KTHT, replacing Jim Fox

e Former KGON/Portland OM Jon Robbins fills
the PD slot at WAQX/Syracuse.

o N/T WOKV/Jacksonville axes nine staffers, in-
cluding ND Rebecca Turner.

e WWNK/Cincy APD/middayer Steve Bender
becomes PD/morning man at WYAV/Myrtle Beach,
SC.

¢ WILN/Panama City, FL ups PD Steve Chris-
tian to OM and APD Todd Shannon to PD.

¢ Alan Burns & Assoc. consuitant Tracy John-
son passes on the GM slot at CRB’'s WAEB/Allen-
town. Johnson, however, will continue to consult
WAEB.

e WHYT/Detroit morning man Michael J. Foxx
and midday dude Dr. Drex switch shifts.

Protect yourself. Call the I_nlesTry’s lawyer.
At Radio ‘?1/San Francisca Contact via SF Marriott,

BARRY SKIDELSKY

Aftorney-at-Law

757 Third Avenue ¢ 26th Floor |
New York, NY 10017

DEES SHARP OR B FLAT? — As part of an ongoing
“Dare The Dees” promotion, KiIS/L.A. morning star
Rick Dees accepted a listener’s challenge to sing our
National Anthem livel at the onset of the Angels-
Rangers Monday (9/9) game. Seen precious sec-
onds before attempting to negotiate the “and the
rockets’ red glare . . .” passage are (I-r) Reggie Ellis,
Claude Henry, and Augie Johnson — otherwise
known as members of local vocal group Flawlass —
and Dees, who took a page from the Roseanne Barr
songbook and apologized on-air prior to his perfor-
mance.

} Bennett For Babineau? ‘

Industry tongues continue to wag over last
week’s sudden resignation of DGC GM Marko
Babineau. After eight years with the David
Geffen organization, the colorful promo domo
exited *“to pursue a personal life,” according to
President Ed Rosenblatt.

“After nearly 20 years on the promotional
battlefield | need to take a break,” Babineau
explained. “I've promised myself not to even
think about ‘what's next’ for at least six
months.”

ST hears MCA Sr. VP/Rock Promo & Artist
Development Bill Bennett already has had
conversations with Geffen about Babineau's
old gig.

In addition to the two New Orleans LMAS
that became official this week
(see Page 1), the buzz on Bourbon Street is
that another set of stations — Clear Channel
UC WQUE and Beasley Gold KQLD — will get
together on an LMA.

However, 'QUE GM John Rockweiler
denied that any deal had been struck, but
added, “Clear Channel is looking for possible
LMAs in all markets that it's operating in."” Stay
tuned.

} Don & Mike: Done Deal { '

Rumor turns to reality in DC, where former
WAVA momning zoosters Don & Mike ink a
multiyear contract with crosstown WJFK to do
afternoons, beginning October 1. Former
B104/Baltimore morning show producer Diana
Sillman will produce Don & Mike.

In order to accommodate its new arrivals,
"JFK will shorten shifts and move current
3-7pm personality Cerphe to 6-10pm and

Continued on Page 48

(212) 832-4800

_J

September 13,1991 R&R e 47

Guy

“Tust Wanr
To Hold
You”

The new
single
from the
album

"Top 5 callout in all demos and a huge request
record for us here ! ! Moves to #1* HOT

again for the fourth week! A stone muthafunkin’
smash! Don't just hold it, play it!"

Dave Ferguson, PD

FM102/Sacramento (1-1-1-1) HOT

"#1 three weeks straight at PWR102! Say no
more...play it!"

Renee Roberts, MD

PWR102/Fresno (1-1-1) HOT

"One of our favorite records and a #1 smash hit

for the second week in a row! If you're not playing
this, you're missing out!"

Johnny Milford, PD

KWIN/Stockton (1-1) HOT

"Qur #1 callout record here-totally huge!"
Michael Newman, PD
KDON;/Salinas (2-1) HOT

P1 cHART @

WPGC 16-14 Q106 27-23 B35 2-2 Hot
WNC! add 33 KMEL 4-3 194 5-5 Hot
WHYT deb 24 HOT977 7-6 KLUC 4-3 Hot
KS104 2-2 Hot  WFMF add 790 12-10 Hot
KKFR 3-1 Hot KZFM 4-3 Hot KFBQ add
KOY-FM deb 28  KPRR 20-14 Hot KQMQ 6-6 Hot
KKRZ add KBFM add KTMT add
KGGI 22-9 Hot Y107 add KPS! add

0

-
© 1991 Warner Bros. Records Inc.
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My

Heart
Belongs
To You

““‘My Heart Belongs To You’ is a classic sounding
song with major multi-format hit potential. The
delicate lyrics and powerful production set this
record apart from everything else on the radio.”
STEVE WYROSTOK, PD KRBE/Houston

“This song has all the makings of a monster love
song. Phones every time we play it!"’
JEFF McCARTNEY, PD WAPE/Jacksonville

“Play this song and your listener’s hearts (and
diaries) will belong to you!"’
TOM MITCHELL, PD WTIC-FM/Hartford

MOST ADDED CHR! 79/24

WERZ add  WHHY add WGTZ deb 29
FUN107 add 96STO add KJ103 deb 35
KC101add KQKQ add KKHT deb 29
999KHI add WPHR deb 29 KRBE 22-20
93Q add WKEE deb 25 WNCI 31-29
WYCR add  WLAN deb 28 WHYT
WBBQ add  WQGN deb 37 KOY-FM
WNOK add 195 deb 26 Q106
WRHT add G105 deb 33 ...And Many
WZYP add  KKYK deb 32 More!
PRODUCED BY PHIL RAMONE

_—i [ SBK Records

STREET TALK.

Continued from Page 47

7pm-midnight rocker Vinnie Brewster to
10pm-2am. Cerphe will host “Cerphe’s
Progressive Show " and will be given “total”
musical freedom, according to GM Ken
Stevens.

Arbitron and Birch cooperating? Perhaps.
Asked at last weekend’s Burkhart/Douglas &
Assoc. convention whether they’d consider an
IBM/Apple-like agreement, Arbitron's Jay
Guyther and Birch's Bill Livek each agreed
they'd be open to such an arrangement.

“Everybody deserves a fifth chance,” says
WEGX/Philly PD Brian Philips, explaining why
former "EGX night rocker Danny Bonaduce
has been given a shot to rejoin the station.
He's been auditioning all week for a co-host
slot with wakeup master John Lander. Expect
negotiations to make the pairing permanent to

| begin soon.

> Motown Vs. MCA Update ‘

The fax machines were workin' overtime
last week concerning the ongoing distribution
struggle between Motown Records and MCA
Inc. First, Motown issued a release stating
Motown would extend the termination date of
its distribution deal with MCA until September
28, and that “MCA has indicated to Motown
that it will cooperate in the transition.”

Rumbles, Pt. I

¢ Jeff Young — who joined KDUO/RIverside just
six weeks back — exits for momings at KZF X/Hous-
ton.

e Two Buffalo stations have adopted new mon-
ikers: Hot AC WMJQ drops iongtime handle “Majic
102" to become “Q102." AOR WGR-FM switches
calls to WGRF.

¢ KLLL/Ltubbock MD Jay Richards becomes
PD. He replaces Rick Gllbert, who assumes Promo-
tion Dir. duties.

* KQiZ/Amarillo GSM Danny Alexander is up-
ped to GM.

e CHR KFAV/St. Louls PD Chris Ling hires
WYAV/Myrtle Beach wakeup artist Dan ““The Van
Man’’ Hoffman for mormings.

® B97/IN.O. ND Caml McCormick joins the
Mutuai-NBC Radio nets as a Moscow bureau cor-
respondent.

* WDFX/Detroit morning man Andy Savage wel-
comes local standup comic Mark Ridley as co-host.

* Q106/SD hires Howard Freshman as its new
Mktg./Promo Dir.

* Former WCTK/Providence PD Dan Meaney is
now doing swing/weekends at WXTU/Philly.

¢ WVIC/Lansing PD Kevin Robinson will exit in
30 days.

o After 51 years on the air, WCLT/Lima, OH talk
host Easter Staker has called it quits. The 73-year-
old woman has been batting cancer for several
years.

4

Zotz Entertainment!

0 set industry tongues
a-waggin’ with word

o' the Strawberry
Zotz' new ‘'Love Opera-
tion'' EP, the tasty buds at
NJ-based indie Acid Test/
Continuum Records licked
all competition for Promo
Item O’ The Week honors by
sweetening selected pro-
grammers with shrink-

wrapped packages that con-
tain CD, cassette, and 12-

inch vinyl versions of the re-
cording as well as a bio, pics,
clips, stickers, and poster-
packed presskit

Tarting it up a bit more, the fruits o' the label’s labors
features a custom-printed paper bag (pictured) that's wrapped
around a group interview on cassette, more stickers, and — of
course — ample samples of the original *“Zotz"* hard candies
from which the band derives its peculiar nom de rock. Zotz

A 4

However, MCA shot back with a release
of its own disputing any claim of cooperation,
saying, “MCA has not in any manner
consented to the purported termination of
MCA's distribution and service agreement with
Motown.”

The MCA release also stated that the firm
would *vigorously pursue" its legal rights
against any company that attempts to
distribute Motown's product in the future. And
the boardroom battle rages on . . . including a
top secret meeting last week between Lew
Wasserman, Sid Sheinberg, Al Teller, and
the top Motown brass, at which Sheinberg
reportedly said, “No way!" very loudly.

In other Motown tidings, ST hears that
Lionel Richie, who owed the label two
albums, will now provide three new tracks to a
greatest hits package and then seek greener
pastures elsewhere.

B104/Baltimore morning show update:
The team of Glenn Beck & Pat Gray are
temporarily split up. Gray was asked to take a
pay cut — and refused — so he's sitting it out
and getting paid. Partner Beck is back on the
air with airstaffer Larry Wax. Can we expect
B&G to reunite elsewhere in the coming
months? Continued on Page 50
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“Set The Night
To Music”

A dynamic duct with

Maxi Priest

1991 Atlantic Recording Corp. A Tume Warner Company

from the album

Set The Night
To Music

" Written by Diabe Warren Produced by Arif Mardin Arranged by Robbie Kondor

ADVIIAdIPIISqOI

Exclusive Agenti Associated Booking Corporation, NYC.

“Sometimes
(It's A Bitch)”

from the album

Timespace

The Best

Of Stevie Nicks

TING
&;F{Pé%m\o“s"

Co-Written by Jon Bon Jovi & Billy Falcon Produced by Danny Kortchmar & Jon Bon Jovi
H.K.Management: Howard Kaufman/ Glen Parmrish On [~ goqprn o} Cassettes & Compact Discs
Distributed by Atlantic Recording Corgoration [“Becorda |

SIDIN| 21a01s
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ALREADY ABOARD

7 FIRST WEEK ACTION

HDIZKS add KWDD add
KRXY add 32 WJAD add
PWR106 add KMGZ add
Q106 add KQIX add
K96.7 add KZ0Z add
WOVV add

PRODUCED BY GEORGE DALY AND BLUE TRAIN

‘I‘

7 ETERTRINNENT won e

‘Management: George Ghiz/Arthur Spivak
©1991 BMG Music. All Rights Reserved.

STREET TALK.

Continued from Page 48

WSTR (Star 94)/Atlanta has dropped Hot
AC (and its nightly “Jazz Flavours™ program) in
favor of Adult CHR ‘round the clock. PD Bill
Cahill and OM Tony Novia upped the station’s
current percentage to at least 70%.

New WAKS/Ft. Myers PD Jim Corey
called the ST “fun-fone” to let our loyal
readers know that the station — which
recently lost its GM, PD, and other key
staffers — was not forced to go satellite.
Rather, it's business as usual at the WRCC
Partners AOR, which has hired former

* crosstown WRXK personalities Rick Blade and
| Allyn Black to shore up its airstaff. Group

Manager BIll Verecka is handling interim GM

.' duties.

ST hears Jacor exec Randy Michaels and
WEBN/Cincy OM Tom Owens are doing some
free consulting for Venice Broadcasting
Classic Rock WXKR/Toledo. Why? Well,
maybe it's because "XKR's main competitor —
AOR WIOT — is owned by financially
beleagured Reams Broadcasting, which also
happens to own 'EBN'’s chief competitor,
Cincy Z-Rock outlet WZRZ.

The 1991 Country Muslc Association
Broadcast Awards winners for large, medium,
and small markets, respectively, are:

e Stations: KNIX/Phoenix; KSSNiLittle Rock;
KYKZ/Lake Charles, LA.

e Personalities: Bill Whyte (WUBE/Cincy);
Ernie Brown (KVET/Austin); Rick Mize &
Gwen Wilson (WKNN/Biloxi, MS).

Five Uzi-toting masked bandits stormed
the Queens, NY offices of Relativity Records
Friday (9/6) and stole the label's $14,000
payroll while it was in the process of being
transferred from an armored vehicle. With the
exception of a maintenance man, who was
pistol-whipped, no one was hurt in the heist.

Records

e Arista Dallas promo rep Dave Ross heads to
the Twin Cities as Columbla’s new local promo rep.

¢ |RS hires JRS Chicago regional promo rep —
and former KSAQ/San Antonio PD — Leo Vela for
similar duties.

¢ Hollywood hires Island Northeast regional pro-
mo rep James Evans for Boston regional promo
duties, and Sleeping Bag Records Nat'l Promo/Sales
rep Paul Cioffi for the Northwest regional promo slot,
based out of Seattle.

e Alpha International Records and PGD have
inked a distribution/joint label deal. Al had previously
been linked with CEMA.

V - N

RAOIO & RELCOROS

eGannett transfers Bill Richards and Dene Hallam,
respectively, to the KIIS/L.A. and KKBQ/Houston PD posts.

eKenny Puvogel elevated to VP/Promo at WB.

e*Morgan Creek Music formed; Jim Mazza and David
Kershenbaum named co-Presidents.

o Steve Hegwood becomes WJLB/Detroit PD.

v

sGeneral Electric sells RCA/Ariola to Bertelsmann.
oNorm Epstein promoted to KLAC & KZLA/L.A. VP/GM.

4

o Jim deCastro elevated to WLUP/Chicago VP/GM.

eDave Van Dyke named KGON/Portland PD.

o Satellite Music Network debuts the first 24-hour live satellite
net, beaming its Country format to KBRJ/Boise.

A

oE. Alvin Davis becomes WSAI/Cincy PD.
sCharlie Kendall joins KZEW/Dallas for mornings.

| oRichard Palmese named Nat'i Promo Dir. for Arista. I

NBC-TV pulled out all the stops this week
to promote “The Adventures of Mark &
Brian.” The net not only aired three episodes,
but also saw to it that the KLOS/L.A. stars
were interviewed on the “Today” and
“Tonight” shows.

The first installment of “Adventures,” in
which M&B performed with the Temptations,
logged an 18 share in the overnight-rated
Nielsen markets.

Don Anthony (Talentmasters) and Dan
Vallie (Vallie Consulting) have formed
Morningmasters, a separately owned and
operated company concentrating exclusively
on the training and nurturing of air talent,
primarily wakeup artists. Vallie’'s Randy Lane
will be spearheading the effort.

Radio consultant and anti-censorship
activist Jetf Pollack will be honored by the
American Civil Liberties Union at its annual
“Torch of Liberty Awards Gala” October 1.
Don Henley will present the award to Pollack.
Also to be honored that night: “Boyz N The
Hood " writer/director John Singleton.

fadvertis

> McVay Media Wins <

Program Consultants McVay Media, once
again post wins at client stations with an 82%
victory ratio.

Congratulations to WPNT/Chicago, WLTF/
Cleveland, WMTX/Tampa, KLSY/Seattle,
WKJY/Long Istand, WWNK/Cincinnati,
WWLI/Providence, WKLI/Albany, WMAS/
Springfield, KMGL/Oklahoma City, KWFM/
Tucson, WAJI/Ft. Wayne, WVAF/Charleston,
WYNK/Baton Rouge, WWKL/Harrisburg,
KLTD/Austin, WMYI/Greenville, KPYR/
Memphis, WHYl/Miami, WWWM/Toledo,

wWQXK/Canton, WYNK/Baton Rouge, WHHY/
Montgomery, and WMLI/Madison.

Special Recognition goes to Mason Dixon
at WMTX (Mix 96) Tampa on his return to
Tampa Bay and his debut victory over both
Q-105 and The Power Pig.

Congrats also to associate consultant
Harry Lyles who won big for us at
WDZZ/Flint.

’ More Winners ‘

The complete McVay Media report card is
available by calling Mike McVay at (216)
892-1910.



CHR CHART: €D

ee ’
DON T 158 CHR REPORTERS — 65%

AVERAGE MOVE: +3
WANT 7100 add 27 ’ wi0Q 21-9 KRXY 8-6

WPGC 14-11 hot  FM102 6-6
TO BE g\[m? O%ddd d31 KBXX53hot  KPLZ deb 24
. a WJMO 3323 ... AND MANY MORE!
A FOOI- AC BREAKERS. AC CHART €9— MOST ADDED!
#1 URBAN HIT!

NOW ON MAJOR U.S. TOUR!

TOP 5 FEMALE CALLOUTS AND PHONES . . . GET IT!

“STRAIGHT P2 cHART )
TO THE P3 cHART

HEAR'I" 4 NOW ON 137 CHR REPORTERS INCLUDING
WXKS KKBQ Y102 deb 25 XL1067 deb 29 WBWB add WDBR add 35

B94 Q105 WMXF add  WVIC add WLRW deb 25 KFFM add
PRO-FM KBEQ HOT95 add  WILN add 34 KSNX deb 25 ..AND MANY
PWR95 KRXY

BAD ENGLISH -- GOOD NUMBERS . . . GET IT! AOR TRACKS: ©

P1 cHART €

NOW ON 61 CHR REPORTERS INCLUDING:

“WITH

YOU "% NEWBELIEVERS PWR99 31-28  KKFR 9 KZFM 7-6 Hot
HOT97 add 35 KBXX 6 KOY-FM 25  HJOT95 24-18 Hot
B96 ad KRBE 28-24 KGGI 6-4 Hot  KBFM 26-17
KTFM 7-6 Hot FM102 15-13  B95 29-21
KIIS add PWRPIG 33-27 Q106 18-14 Hot Z90 24-20 Het
BREAKING AT WHYT 23 KMEL 6 ..AND MANY MORE!
wi0Q 11 KXXR HOT977 9-7
WPGC 2-2 Hot  PWR106 23-18 Hot WBBQ 36-26 TOP 5 URBAN HIT!
WCKZ 14-9 Hot

o SINGLE SALES OVER 350,000 UNITS!
» ALBUM SALES OVER 250,000 UNITS!

WE WILL BRING IT HOME ... GETIT! « VIDEQ JUKEBOX - TOP 10, ALL REGIONS!

MORE!
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12+ SUMMER BIRCH RESULTS

New York

Sp 91 Su'91
WRKS (UC) 765 77
WQHT (CHR) 5.2<15%8
WNEW-FM (AOR) 43 53
WBLS (UC) 54 48
WCBS-FM (Gold) 43 41
WHTZ (CHR) 40 441
WINS (News) 44 41
WFAN (Sports) 33 40
WXRK (CR) 35 39
WNSR (AC) 35 33
WOR (Talk) 36 33
WPAT-AIF (B/EZ) 33 32
WQCD (NAC) 29 3.2
WABC (Talk) 26 28
WPLJ (CHR) 23 28
WCBS (News) 27 27
WLTW (AC) 44 27
WYNY (Ctry) 21 23
WNEW (Nost) 14 19

WSKQ-FM (Span) 12 1.7
WQXR-A/F (Clas) 14 16

WNCN (Clas) 1.7 11
WADO (Span) 14 10
WBAB-FM (AOR) 9 10

San Diego

Sp 9t Su'91
KKLQ-A/F (CHR) 8.8 8.1
XTRA-FM (NR) 7.8 7.9
KSON-A/IF (Ctry) 8.3 7.8
KIOZ (AOR)* 3.0 59
XHTZ (CHR) 5.4 57
KFMB-+FM (AC) 4.9 5:5
KGB (AOR) 6.7 53
KSDO (N/T) 46 5.0
KJQy (AC) 2.4 4.0
KFMB (AC) 56 3.9
KIFM (NAC) 3.9 3.6
KYXY (AC) 2.6 3.1
KPOP (Nost) 3.1 3.0
XHRM (UC) 3.0 2.7
KCBQ (Gold) 1.9 2.3
KFSD (Clas) 2.0 2.0
KSDO-FM (CR) 3.0 1.9
XLTN (Span) 1.3 1.6
KCBQ-FM (Gold) 2.7 1.5
KRMX (AC) 4 1.4
KPBS (News) 1.4 1.1
XTRA (Sports) 9 11

*Formerly KGMG+FM
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Nassau-Suffolk

Sp 91 Su ‘91
WBAB-FM (AOR) 6.0 6.0
WHTZ (CHR) 50 59
WALK-A/F (AC) 45 5.7
WBLI (CHR)* 47 54

WNEW-FM (AOR) 43 52
WCBSFM (Gold) 5.4 50

WFAN (Sports) 4.9 4.2
WQHT (CHR) 4.5 41
WXRK (CR) 3.9 41
WPLJ (CHR) 1.9 3.2
WRKS (UC) 3.0 3.1
WCBS (News) 33 2.9
WNSR (AC) 1.8 2.7
WOR (Talk) 2.0 2.6
WPAT-AIF (B/EZ) 2.3 2.6
WHLI (BBnd) 1.6 2.5
WYNY (Ctry) 2.2 2.4
WABC (Talk) 2.9 2.3
WDRE (NR) 3.0 2.3
WINS (News) 2.0 23
WQCD (NAC) 2.5 2.2
WLTW (AC) 3.7 2.0
WKJY (AC) 2.0 1.9
WCTO (AC) 1.4 1.6
WQXR-FM (Clas) 11 1.6
WBLS (UC) 2.2 1.5
WGSM (BBnd) 7 1.5
WPLR (AOR) 1.6 1.3
WRCN (AOR) 1.0 1.2
WNEW (Nost) 6 1.0

* Switched to AC after rating penod

Los Angeles-
Orange County
So 91 Su'91
KNS-A/F (CHR) 6.4 67
KKBT (UC) 66 6.0
KLOS (AOR) 6.3 56
KABC (Talk) 46 54
KOST (AC) 46 53
KPWR (CHR) 50 4.4
KROQ (NR) 44 37
KLSX (CR) 31 32
KWKW (Span) 31 30
KRTH (Gold) 23 29
KBIG (AC) 25 28
KFWB (News) 29 27
KQLZ (AOR) 26 27
KNX (News) 2.9 26
KZLA (Ctry) 16 26
KTWV (NAC) 35 25
KF1 (Talk) 28 24
KMPC (Nost) 20 24
[ KLVE (Span) 34 23
| KiLHquc) 18 22
KTNQ (Span) 23 17
KKHJ (Span) 15 16
KCBSFM (Gold)* 1.4 1.3
KNAC (AOR) 14 13
KGFJ (UC) 8 12
KKGO (Clas) gk =2
KUSC (Clas) 14 12
KACE (NAC) 9 11
KLON (Jazz) 6 1.1
KXEZ (Gold) 12 11 |
| KKLA (CQ) 4 10 |
| * Formerty KODJ
[
| San Jose
Sp ‘91 Su ‘91
KHQT (CHR) 88 90
KGO (N/T) 89 84
KSJO (AOR) 59 62
KOME (AOR) 52 54
KUFX (CR) 32 41
KBAY (B/EZ) 34 40
KMEL (CHR) 32 37
KEZR (AC) 33 34
KBRG (Span) 25 33
KRTY (Ctry) 21 a3
KITS (NR) 26 30
KARA (Gold) 30 28
KNBR (Talk) 27 28
KSAN (Ctry) 26 28
| KCBS (News) 25 24
KQED (News) 36 24
KSOL (UC) 28 p43
KBLX-FM (NAC) 11 20
KIOl (AC) 25 1.9
KFRCFM (Gold) 14 18
KKSF (NAC) 19 17
KLOK (Span) 14 1.6
KDBK & KDBQ (AC) 2.3 15 |
KFRC (Nost) 9 15
KOIT-AfF (AC) 34 15
KSFO (Gold)* 12 14
KEEN (Ctry) 15 13
KDFCFM (Clas) 9 12
[ KKHIFM (Clas) 11 12
KAZA (Span) 9 11

*KSFO simuicasts most of its
programming with KYA

1991 Birch/Scarborough Re-
Search Corp. May not be quoted or
reproduced without prior written
permission from Birch/Scar- |
borough.

Chicago

So 91 Su'91
WGCHM (UC) 94 106
WGN (AC) 8.0 8.2
WBBMFM (CHR) 8.7 7.4
WWBZ (AOR) 41 58
WVAZ (UC) 6.7 4.5
WCKG (CR) 45 40
WUSN (Ctry) 4.7 4.0
WLUP-FM (AOR) 3.6 3.8
WXRT (AOR) 3.2 3.8
WBBM (News) 3.9 3.4
WNUA (NAC) 3.2 3.3
WLUP (Talk) 3.2 2.9
WMAQ (News) 3.0 2.7
WJJD (Nost) 2.4 2.6
WKQX (AC) 2.3 2.1
WLS (Talk) 2.6 2.0
WFMT (Clas) 1.3 1.9
WLIT (AC) 20 1.9
WPNT (AC) 9 1.8
WJIMK (Gold) 2.0 1.7
WBEZ (N/T) 1.2 1.5
WOJO (Span) .8 1.5
WYTZ (CHR) 1.9 1.5
WTMX (AC) 1.5 1.4
WGCI (Gold) 4 1.2
WMBI-FM (Rel) 11 1.0
WNIB (Clas) 1.1 1.0

San Francisco

Sp 91  Su'91
KMEL (CHR) 8.5 9.3
KGO (N/T) 8.6 7.9
KSOL (UC) 4.2 46
KCBS (News) 4.3 4.3
K10l (AC) 31 3.4
KSAN (Ctry) 2.8 3.3
KFRC (Nost) 2.8 3.2
KITS (NR) 2.4 3.2
KNBR (Talk) 3.2 2.8
KBLX-A/F (NAC) 2.8 2.7
KHQT (CHR) 2.4 25
KSJO (AOR) 2.3 25
KOME (AOR) 1.8 2.4
KFRCFM (Gold) 1.9 2.2
KQED (News) 2.8 2.2
KABL-A/F (AC) 1.4 21
KOIT-AIF (AC) 2.8 2.0
KSFO (Gold)* 1.9 2.0
KDBK & KDBQ (AC) 2.2 1.8
KBRG (Span) 1.2 i1iN7
KFOG (AOR) 1.9 1.7
KKHI-AIF (Clas) 2.0 1.7
KKSF (NAC) 2.8 1.7
KRQR (AOR) 3.4 1.7
KBAY (B/EZ) 1.4 1.5
KDFC-A[F (Clas) 1.4 1.5
KJAZ (Jazz) .8 1.5
KUFX (CR) 9 1.5
KDIA (UC) 1.3 1.2
KYA (Gold)* 1.5 1.0

*KSFO & KYA simuicasf most
of their programming

Format Legend
AC-Adult Contemporary, AOR-A!
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-Religlous,
Span-Spanish, Sports-Sports, Talk-
Talk, UC-Urban Contemporary




WESTWOOD ONE PRESENTS

SETTING THE RECORD STRAIGHT

The Doors: Setting The Record Straight is a 19 hour audio adventure that features hours of previously
unreleased live performances and studio recordings. With new music and interviews with Robby Krieger,
Ray Manzarek and John Densmore, plus never-before-broadcast archival interviews with Jim Morrison as
well as Jim reading from his own writings. Narrated by author and radio personality Jim Ladd, this is the
definitive account of one of rock's legendary bands. Beginning the week of October 14, hear the real story,
the right way from the right source. For more information contact your Westwood One representative.
In Los Angeles call 213-840-4000, or fax to 213-204-4375. In Canada call S.B.S. at 416-597-8529.

The Doors: Setting The Record Straight.
it Could Only Come From Westwood One.

T T
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NEWS

FTC

Continued from Page 1

national, level. It is unciear why
competition in local markets
would be threatened by the forma-
tion of [national radio groups
larger than those currently per-
mitted].”

On the local level, the FTC sug-
gested that relaxation of the owner-
ship rules to allow, for example,
common ownership of two AMs
and an FM in the same market
could serve the public interest by
saving stations that would other-
wise go dark.

Regarding LMAs, the FTC said
it is impossible to generalize about
the antitrust implications of such
arrangements because they take a
variety of forms and are used in
markets of varying size. However,
while acknowledging their poten-
tial economic benefits, the agency
made clear it will not tolerate their
abuse.

“Where an arrangement
amounts to price fixing or market
division, both of which remain ille-
gal per se, it will not be saved from
antitrust liability by claims of effi-
ciency benefits or absence of mar-
ket power,” said the FTC.

LMA
Continued from Page 1

WMXZ GM Rick Francis and
two sales staffers were dismissed,
but four other members of the
WMXZ sales department have
been absorbed by B97’s sales team,
which will now serve both outlets.

“This deal came together just
two weeks after first being discuss-
ed with Stoner,” WEZB & WMXZ
VP/GM Marc Leunissen told R&R.
“‘Stoner and EZ have had a history
of good relations. We’re partners in
a tower project here, and we re-
spect and trust each other. We saw
WMXZ coming on as the new AC
force in the market and have been
fortunate enough to strike a deal
with a station that can make an im-
mediate and positive impact on the
bottom line.”

Leunissen said each station’s
programming department will re-
main autonomous, with B97 PD
Brian Thomas and WMXZ PD
Bruce Bond reporting to him. Add-
ed Leunissen, “We’re working on
new studios in our building for the
WMXZ airstaff because their lease
runs out at the end of the month.”

The only remaining Stoner em-
ployee is Station Manager Pamela
Sharp-Brown, who has the respon-
sibility of protecting the license
and ascertaining that all FCC re-
quirements are being met.

‘Logical Choice’

Explaining the Keymarket-
Coastal arrangement, Coastal exe-
cutive Tac Carrere noted, ‘This
seems to be the logical choice for
us. Economic conditions have
made it difficult for new stand-
alone FM stations to be profitable.
We're confident Keymarket has
the resources available to handle
the programming, marketing, and
advertising sales of the station. We
will continue to own the station and
are responsible for maintaining the
license and serving the communi-

A Keymarket executive could
not be reached for comment. But a
news release indicated that
KNOK’s format may be changed.

ASCAP

Continued from Page 3

industry has changed the way it
does business in the five years cov-
ered by our last agreement.”

Other changes in the ASCAP
license include:

¢ Elimination of the highest
one-minute rate formula for all
new licensees (since January 1,
1991) electing to use a per program
license (PPL), rather than a blan-
ket license. The base PPL fee for
incidental music will be 0.24%

* Network affiliate compensa-
tion is no longer deductible under
the blanket license unless a station
is broadcasting 90% or more of the
network programs in which spots
were fed.

¢ The yearly adjustment in esti-
mated payments is tied to the gov-
ernment’s Consumer Price Index,
rather than the previous fixed in-
crease of 8%.
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Wyatt

Continued from Page 1

Rose stressed the adjustments
would not constitute a wholesale
format change. “Power 106 will
still be a dance-leaning CHR and
will still be called Power 106. But
the packaging and presentation
will be somewhat different.”

Emmis Exec. VP/Programming
Rick Cummings told R&R, “The
changes have already begun, and
there will be more in the next two
months or so. We’re not going blow
up Power 106 and the changes may
not be readily perceptible, but they
will help us fine-tune the station in
order to add a few more minutes of
time spent listening.”

McClusky
Continued from Page 3
In addition, the company has
hired WBBM-FM (B96)/Chicago
Promotion Director Jon Scott as
Director/Radio Marketing & Pro-
motion, replacing Andrea Chiaro.
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FORMAT IN CRISIS

The End Of CHR As We Know It?

The only crisis that’s received more head-
lines lately than the future of CHR is the up-
heaval in the Soviet Union. I've never heard
more indecision and confusion from top pro-
grammers about the direction of a major format

in all my years in radio.

What’s abundantly clear
is that CHR is not only in
trouble from a ratings
standpoint, but is suffering
a general crisis of confi-
dence among managers
and owners alike as to its
future viability. As with
most things, it’s impossible
to project the future of CHR
without a thorough review
of the chain of events that
has brought the format to
the precipice.

Contrary to what you’ve
been reading or hearing,
the main problems with
CHR do not include the fol-
lowing:

® Conservative PDs

® The quality of music
being recorded today

® Song-driven rather than
artist-driven product

® The audience’s lack of
interest in new music

® Too much research, not
enough gut in
programming today

@ Music that’s too one-
dimensional, with an
overabundance of rap
and dance and not
enough diversity — as
in the “old days”

o Fatigue with Morning

Zoos

® Decline in dollars to
promote and market the
format

® Too much arbitrdry
dayparting.

Falling Into Traps

Yes, all of the above can
be factors in a given situa-
tion. But the real deteriora-
tion began only a few short
years ago, when program-
mers began feeling
pressure to abandon the
natural core of their au-
dience to seek greener

pastures.
The result has been
disastrous, as CHR has

fallen into the following
traps:

* The absurdity of trying
to attract adults in a com-
petitive environment — The
single most important fac-
tor which has caused

m

CHR is not only in
trouble from a
ratings standpoint,
but is suffering a
general crisis of
confidence among
managers and
owners alike as to
its future viability.
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serious audience erosion
among CHRs is that in the
bid to gain adults, the for-
mat has altered what’s
essentially a 12-24 music
mix and blown off much of
its core. Despite the desires
of your sales department
and ownership, a CHR sta-
tion is in a young people’s
business. To be simplistic,
playing today’s most pop-
ular hits is a format de-
signed for 12-24s, not adults.
To get an older audience in
a competitive market,
you’d better have someone
like Rick Dees doing your
morning show.

¢ Inability to sell the for-
mat’s strengths — Every-
one knows the majority of
dollars is spent against the
25-54 demos. But being a top
station 12+ with a good
18-24 number that can
translate into a good 18-34
ranking should be enough.
No sales department, re-
gardless of format, is in a
position any longer to be an
order-taker. Selling the uni-
que sizzle of your station
should never be just about
numbers anyway, since
CHR attracts such an ac-
tive audience. A CHR for-
mat is designed primarily
to attract 12-24s, so sell the
agencies what you have
more creatively and effec-
tively. Don’t blame the pro-
grammer.

* Fragmentation and the
squeeze play — Like main-
stream AOR, which is being
squeezed by Classic Rock
on one side and hard-rock-
ing AOR on the other, main-

By Jeff Pollack

stream CHR is feeling a
similar pinch — with Hot
AC on one side and dance
CHR on the other. Conse-
quently, mainstream AORs
and CHRs have become hy-
brid formats, resulting in
the loss of a clear and uni-
que music identity in an en-
vironment which demands
it. The '90s are clearly a
decade of narrowcasting.
For either format, attemp-
ting to attract a core demo
spread larger than 10-12
years in a competitive en-
vironment is a hazardous
road which leads to disap-
pointment.

* Don Quixote syndrome
— In a busy market, you
cannot simply decide
you're going to skew older.
You may as well chase
rainbows or do battle with
windmills — and then get
prepared to change formats
when it doesn’t work. A
well-established CHR with
a strong image carries a lot
of baggage in terms of im-
age, which is almost impos-
sible to leave behind. At-
tempts to add a lot of ’80s
oldies in a bid to attract
25-34s simply isn’t going to
work. It’s like casting Dus-
tin Hoffman in “Bill And
Ted’s Excellent Adven-
ture” to encourage an older
filmgoer to see the movie.
Once you have a firm iden-
tity, trying to convince po-
tential listeners that you’ve
become something else
overnight is a foolhardy
strategy that ends up pleas-
ing no one.

* No. 1 overall isn’t good
enough — For program-
mers who have grown up in
an environment which has
always rewarded someone
for being No. 1, this is a
time for retrenching and re-
focusing. These PDs fully
realize a CHR in a competi-
tive market faces an almost
impossible task of trying to
finish in the Top 5 25-54, let
alone No. 1. Again, by def-
inition, a mainstream CHR
relies on primarily 12-24
music, so it’s a pipe dream
to think a station can suc-
ceed with these older demo
parameters and goals. As a
result, it’'s very discour-
aging for today’s CHR PDs
to be set up to fail.

10

' CHR Repair Kit

So, how to fix this format? Here are
10 issues to consider:

CHR can only work when it consists of the hits of today. There is
no such thing as Adult CHR. Come to terms with the premise that a
CHR format is designed to attract young people. Wake up and look
at your playlist — what adult can listen to even half of what you're
playing?

Target and program to the audience which actually likes the music.
A 12-34 demo is too wide and not viable. A 10-12-year demo
spread is all you'll get.

Program to the segment which drives the numbers. Be proud
you're No. 1 12-24 or get out of the format and into another (if
one's still available).

Get used to lower numbers. With the “squeeze play,” you won't
be seeing double digits again in a competitive market. But you can
still be No. 1 overall.

Stop throwing money at the audience. Play the right music to a
specific, realistic target. Contesting won't get you aduits.

Stop playing a lot of oidies. You can't hope to attract an AC au-
dience by playing a few more *80s cuts. it doesn't fit with today's
music, and it isn't going to work. Give that idea up.

Educate your sales department and ownership that there'’s a lot to
be said for being No. 1. | know the station probably has a big debt
service, but not being No. 1 in at least one demo is a worse fate.
Sales has to be as creative as programming. Taking orders isn't
the way Iit's going to be in the '90s.

Communicate, don't talk at your audience. They get it. They want
excltement, not jive. Don't lie to them, They're pretty aware of
what's going on.

Don't give up on trying to find a great morning show. It's your only
chance to attract an audience beyond the core audience. It can't
be done with music.

There isn't room for two stations to do exactly the same thing; two
“mainstream” CHRs are no longer viable in one market. If a dance
niche is available, take it. An aiternative-based CHR can be a very
attractive option (especially in light of the success of this summer's
Loilapalooza concert tour and the amount of alternative bands that
are crossing over). If you're in a weak AC market, take the Hot AC
position. But evaluate carefully what's available and make sure
you're unique, or you won't make it in a busy market.

Reports Of Demise

Widely Exaggerated

Is it any wonder the for-
mat finds itself in dire
straits? Is it surprising so
many recent format evolu-
tions from CHR haven’t
worked, and that the tan-
talizing ‘“‘mix’’ format
hasn’t exploded? It’s be-
cause the basic tenets of
success in any busy market
always apply: Do what you
can to be unique product-
wise, and sell the hell out of
it.

Is CHR dead? Shake-
speare’s Henry V could
have been addressing this
problem when he stated,
“The man who sold the
lion’s skin while the beast
still lived was killed while
hunting him.”

CHR was pronounced
dead in the early ’70s and
early '80s, only to come
roaring back with a ven-
geance. CHR’s widely pre-
dicted demise will be pre-

mature as long as the for-
mat’s done properly. CHR
will rebound and survive as
long as there are realistic
expectations and the per-
formance to match.

Joft Pollack is Chairman/

CEO of Pollack Medla
Group (213-459-8556), an
international programming
advisory firm, consulting all
radio formats in nine coun-
tries. He contributes to this
*section on a regular basis.
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as the seasons, and they will continue to
come around in our business just as they

do in everybody else’s business.

A friend of mine told me about a short story
he once read that described the life of an ant col-
ony. The ants had a lifespan of only two weeks,
but learned about the world from their elders.
The ants born in the summer heat would hear
legends from the deep past about ice and snow
covering the ground and trees without leaves.
But they never believed them.

What does this have to do
with the music business?
Well, every time we get into
a down cycle, it feels like
the golden days are merely
legends of another era. But
the ups and downs are just
as much a part of life as the
seasons, and they will con-
tinue to come around in our
business just as they do in
everybody else’s business.
See if these quotes from
1977 sound familiar: “I’'ve
never seen the business so
bad’’; “These are the worst
record sales in history";
and “The industry is in the
toilet.”

Coming Full Circle

In my book, “All You
Need To Know About The
Music Business,” one sec-
tion is devoted to record in-
dustry cycles. It goes some-
thing like this:

¢ The music business fol-
lows the general economic
cycle very closely. Unlike
movies, for example, which
seem to do better in bad
times (because people want
a cheap escape), the record
industry floats on the waves
of our overall economy. If

66

Unlike movies, for
example, which
seem to do better in
bad times, the
record industry
floats on the waves
of our overall
economy.

the economy is humming,
records sell; if not, they
don’t. There are, of course,
our own minicycles. The
fact that there’s no good
music out means lousy
sales. And when an incredi-
ble album sells huge num-
bers, it’s great for everyone
because it brings people to
the stores and pumps up
all the companies’ sales.

However, the broader
trend still rules: the great-
est and the most mediocre
of albums sell more in good
economic times than in
bad. And the reason is pret-
ty simple — people don’t
have as much money to
spend on records.

e When the economy
heats up and business is

By Donald Passman

good, there’s a lot of money
for everyone, so the com-
panies spend freely. This al-
so causes a power shift in
the industry. Recording art-
ists begin to have much
more clout (they’re getting
richer on the increased
sales), and so the record
deals get tougher on the ar-
tists’ side. Also, the com-
panies have lots of money
with which to bid each other
into a feeding frenzy.

During these times, com-
panies love to put big mon-
ey into major artist deals
because the large sales
numbers increase their
market share and show a
great return (as long as the
artist keeps selling at high
levels). Interestingly,
however, these big deals
can be very fragile; if the
artists’ sales dip even a lit-
tle, the company can lose a
large amount.

66

The music business
is a long-term major
industry. Don’t be
discouraged by the
doomsayers when
times are bad (or by
the doomsayers
when times are

good). m

* This trend moves along
elegantly until the economy
slams into a mountain, at
which point the excesses

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.

come home to roost and the
big deals start to look like
burdens. Executives begin
flying business class, the
companies rent Chevys in-
stead of limos, and the sign-
ing parties move to Taco
Bell. This is also the time
some companies go belly up
or are sold to a foreign
power. But the good news
about this part of the cycle
is it shakes out the ineffi-
ciencies of the business and
forces everyone to tighten
their operations. Also, when
times are bad, new artists
do better — new artist deals
are attractive because
they’re cheap.

¢ Following the cutbacks,
when things have become
lean and mean, we're pois-
ed to take advantage of the
next upturn in the economy.
When it starts to turn, rec-
ords begin to sell again and
we start the cycle all over
again.

Sky Isn’t Falling

There’s something in the
genetic makeup of humans
which makes us feel that
whatever cycle we'’re cur-
rently in will last forever.
When things are booming,
we assume they can only go
higher. And when things
are down, we can only be-
lieve the sky will keep fall-

ing.
But now that I've done
this for almost 20 years and
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lived through several
cycles, I'm convinced the
music business is a long-
term major industry. Music
is still one of the cheapest
forms of permanent enter-
tainment. So don’t be dis-
couraged by the doom-
sayers when times are bad
(or by the doomsayers
when times are good).

We're going to come
through this dip just as
we’'ve come through the
last few. And keep a record
of all the depressing quotes
you hear so you can pull
them out and comfort your-
self the next time the cycle
reaches this point.

Donald Passman prac-
tices law with the firm of
Gang, Tyre, Ramer, &
Brown and has authored the
recently published “All You
Need To Know About The
Music Business."

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 t00. can receive this valuable

new service!

1-800-631-1600
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Ask about special rates on Bonneville's
Complete AC Library when you buy ChartBreakers now.
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A Case For Aided Recall

Now that the great debate revolving around
the three-book/four-book issue has been resolv-
ed, it’s time to address a much more critical and
fundamental quantitative issue: the introduc-
tion of an aided recall ratings system.

The problem with the ra-
dio business is that our rev-
enue does not derive from
sets sold. Our ability to pro-
fit is a direct function of our
skill at attracting listeners
to our stations (hard
enough) and getting them
to accurately report the
listening that occurred
(harder still). If the first
part occurs without the sec-
ond, it’s as if listening never
happened at all.

The retail analogy is ob-
vious. If your business is
selling soap, you count ev-
ery bar sold at the end of
the day. The numbers are
absolute. If your business is
attracting listeners to your
station, you have no idea
when and if you’ve made ““a
sale.” In even the largest
markets, you must wait at
least 90 days to find this out.
And then the results are
prone to wide margins of
error.

Is this any way to run a
business? And why turn the
already difficult process of
diarykeeping into a guess-
ing game? Why put the sta-
tion you work so assiduous-
ly to build at the mercy of
the average respondent
who will never be as radio-
literate as you’d like him to
be? Why, indeed!

Removing Shackles

We need a ratings system
that makes it as easy as
possible for listening to be
properly credited and re-
ported. Lacking an elec-
tronic diary, we need some

As an industry, we
should stop playing
ratings roulette and
start trying to make
the most of the
opportunities that
our ratings process
affords us.

While an aided
recall system would
not eliminate all the

guesswork from
diarykeeping, it
would aimost totally
wipe out the need
for ascription.

99,

form of an aided recall sys-
tem.

When you compare the
differences between what a
station’s listeners can
remember top of mind (un-
aided recall) and what they
say they listen to after a
roster of stations is read to
them (aided recall), these
differences are often euphe-
mistically referred to as
“phantom” or lost cume.
I've seen stations with
phantom cumes running as
high as 50% . And the simple
truth is there’s no need for
it to be that high.

While an aided recall sys-
tem would not eliminate all
the guesswork from diary-
keeping, it would almost
totally wipe out the need for
ascription. There would be
little doubt as to the correct
reporting of call letters, dial
positions, or station slo-
gans. Diarykeepers would
be far less likely to flip,
switch, or shorten call let-
ters; and dial positions
would be accurate. On top
of all that, weekly total
cume numbers would prob-
ably rise as listeners would
no longer have to grope for
impressions of stations cov-
ered. Radio as an industry
would remove itself from
some age-old shackles.

Radio is the only medium
where unaided recall rules
the day. Newspapers and
magazines have hard sub-
scription figures along with
in-depth personal inter-
views (Simmons). Bill-

m board awareness is reas-

By Rob Balon

sured using aided recall.
Even television, where the
diary is still widely used,
has aids like TV Guide and
the Sunday TV supplement,
where all stations are rou-
tinely listed and which
viewers use to look stations
up. Radio has nothing close
to that.

No Shortcuts

Many radio professionals
have long suspected that ad
agencies bring pressure to
bear on keeping an unaided
recall system. Agencies
want to know if an ad can be
recalled on its own merits
and don’t want the respon-
dent to have a roster. But
that argument is without
merit. Many diarykeepers
can remember an ad with-
out having any idea of what
station they heard it on.

And that’s just the point.
Recognition of ad place-
ment and product has virtu-
ally no relationship to sta-
tion awareness. Because
for most listeners, the radio
station is not an end unto it-

m

I’ve seen stations
with phantom
cumes running as
high as 50%. And
the simple truth is
there’s no need for
it to be that high.
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self. It’s the conduit through
which music, information,
and advertising flow.
Therefore, it makes perfect
sense to give listeners as
much assistance as possible
in the complicated task of
accurately keeping a diary
where the sole task is not to
evaluate the product but to
identify the source.

Stations know there’s no
shortcut. You can’t manip-
ulate diarykeepers by such
thinly veiled paeans as
“write it down.”” Those just
don’t have any basis in real-
ity. The easiest way would
simply be to make it as ex-
peditious for each diary-
keeper as possible.

It works in France. Me-
diametre, the French
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We need a ratings system that makes it as
easy as possible for listening to be
properly credited and reported. Lacking an
electronic diary, we need some form of
aided recall.

ratings company, uses an
aided recall system in its
telephone interviews. Re-
spondents are taken
through the list of stations
in Paris twice before they
are asked to recall listen-
ing. About a year ago, Me-
diametre dropped the aided
recall stimulus for one re-
port. Overall results: The
numbers of all stations
tumbled. Not surprisingly,
a great hue and cry rose
from the client base, and
the aided recall element
was reinstated.

It works in Australia as
well. McNair Anderson
uses a roster system in its
diaries that is similar to
what was used in the old
Pulse books in the U.S. So
far, Australian broad-
casters are most pleased
with it.

Logistical Soul-

Searching

So how come we don’t
have it here? Arbitron VP/
Marketing Jay Guyther
says it’s been discussed in
the past and dismissed
more for practical than
methodological reasons.
Guyther makes several ex-
cellent points:

e Each individual diary
would have to have a com-
plete roster of stations. In
New York, that’s 126 sta-
tions. Who do you put first
or last?

« Will the order of listing
create a bias in and of it-
self?

e Will that many stations
confuse the diarykeeper in-
stead of aiding him?

e What happens when a
diarykeeper moves and his
diary is forwarded to him?

* Do you list dial posi-
tions and slogans as well?

e What happens when a
station changes call letters
in mid-survey?

Another argument I've
heard is that an aided recall
system could artificially
raise the overall cume.
People would just check off
stations because they were
listed, not because they had
listened. Studies indicate

99

that the majority of lis-
teners don’t do that at all.
Indeed, a roster of stations
helps bring their levels of
reported listening up to a
point that approaches their
real or actual listening. In
unaided recall surveys I've
conducted, reported listen-
ing usually lags considera-
bly behind real listening.

I acknowledge that going
to an aided system would
take a lot of logistical re-
working. But the bottom
line here is that our indus-
try needs all the help it can
get. If we can make it that
much easier for listeners to
remember what stations
they’ve spent time with,
isn’t that worth some logis-
tical soul-searching? So it
won’t be perfect. Show me
any type of research instru-
ment that is.

But the fact remains that
asking a respondent to re-
flect back over a week or
even a 24-hour period is an
arduous process. There’s no
need to put the average
ratings respondent through
diary gymnastics. As an in-
dustry, we should stop play-
ing ratings roulette and
start trying to make the
most of the opportunities
that our ratings process af-
fords us.

Rob Balon is CEO of
the Benchmark Compa-
ny (512-327-7010), a
national market media re-
search firm that advises
radio stations on how to
convert real listening into

reported listening. He
contributes to this section
on a regular basis.
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This lemming-like rush is hap-
pening because Adult Contempor-
ary radio is chasing finer and finer
slivers of an aging Big Generation.
What's going on here?

To understand today's AC for-
mat, we need to define Adult Con-
temporary. Defining adult is easy:
Adult simply means 25-54. In our
Big Generation-centered society,
we have decided that 55+ is no
longer adult, but old. We think the
hundreds of millions of dollars in
advertising that go to 12-24-year-
olds should be left for MTV and a
few CHR stations that aren’t join-
ing the stampede to “mix” it up.

The word contemporary, how-
ever, has messed everybody up.
Contemporary does not mean
“new.” In other words, Adult Con-
temporary is not new music for
adults. Rather, contemporary is
what is relevant right now. New-
ness is not as relevant as it was.

66

Aduit Contemporary
is chasing finer and
finer slivers of an
aging Big
Generation.
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10-Year Cycles

When the Big Generation was
growing up, newness was the most
relevant thing, as jt still is with to-
day’s teenagers. Now that the Big
Generation is passing through mid-
life, newness is less important. It’s
not contemporary. Today, con-
temporary can be everything from
a mix of old and new to all-oldies.

For a significant section of the
Big Generation, musical life stop-
ped almost two decades ago. They
replaced their record collections
with CDs, which suddenly made
them contemporary. For them,
Adult Contemporary includes
oldies of all sorts.

Nationwide Communications
programming guru Guy Zapoleon
reminded me that Adult Contemp-
orary tends to follow 10-year cycles
that are spawned by Top 40 or CHR
radio. Ten years ago successful AC
was a spinoff from “Urban Cow-
boy” and Kenny Rogers cross-
overs. During this time, Top 40
eroded as a format, added more
oldies, became afraid to take
chances, and ended up as stations
we call Hot AC today.

THE COMPETITIVE EDGE

JOHMHN PARIKHAL

Adult Contemporary:
All Mixed Up

I'm all “mixed” up. Within the last year, many AC
stations across the country have decided to call them-
selves ‘“‘Mix” as if the name is salvation.

Adult

@ 25-54

©® Mostly baby
boomers

® Think young

® ‘‘Memory’’-driven

MTV kick-started CHR radio,
which returned to currents. Mean-
while, Adult Contemporary began
the long mutation through the ’80s
to its current incarnations. Using
the aforementioned definition of
contemporary, a strong case can
be made that there are at least 10
AC formats, including Oldies sta-
tions.

Most of them share the same
goals: increase ratings; play it
safe: don’t challenge or upset your
target audience musically; figure
out a way to increase in-office lis-
tening so you can artificially inflate
real listening because of Arbitron’s
methodology; and spend tons of
money advertising an innocuous
product people can’t be bothered to
remember.

Format Variations

Here are the key offshoots that
fall under the Adult Contemporary
umbrella:

*Hot AC — This is basically
CHR for adults. It plays mostly
currents and recurrents from the
'80s. It's uptempo and tends to keep
gold cuts out of the rotation.
KFMB-FM (B100)/San Diego and
KYKY/St. Louis are good ex-
amples of Hot AC.

e Lite AC — This is an oldies-
based, relaxing format that foc-
uses on Lionel Richie, Billy Joel,
and other safe, soft sounds. It’s one
step up from the old Easy Listen-
ing formats — modern but with no
edge. It could almost be called a
decaffeinated Rock AC station.
WHTX (Variety 96)/Pittsburgh
would fit this bill.

* Rock AC — Becoming very
popular, this format runs down two
distinct sides. One focuses strongly
on male listenership; the other
more strongly on a female audi-
ence. To date, male-oriented Rock
ACs are much more common.

For example, WMMO/Orlando
has shown great success with 2544
males. Many stations are jumping
on that bandwagoh, including

KMTT (The Mountain)/Seattle
and KCDU (CD 107)/Dallas. Not
all are succeeding.

On the flip side, rock-based AC
for females can work extremely
well. KHMX/Houston has outper-
formed all expectations by recog-
nizing that contemporary for 2544
females is not the same as con-
temporary for 2544 males.

e Uptempo, Soulful AC — This
offshoot is based on two key varia-
bles. First, AC stations must be dif-
ferent from each other if they're
going to succeed. There’s no point
in being the third AC if it sounds the
same as the first two.

Second, an aging Big Generation
doesn’t categorize radio stations as
black or white. They just enjoy the
music they grew up with.

An incredible hole is showing up
in Boston, where Joint Communi-
cations’ research helped WBMX
deliver huge 25-54 numbers by pro-
viding the correct color-blind bal-
ance of old Motown and contemp-
orary soulful music,

e Slow, Urban AC — A soulful,
relaxing format that’s more pas-
sionate than a Lite AC. The best ex-
ample is WVAZ (V103)/Chicago.

Contemporary

® Relevant today
® Mix/blend/variety
©® Adult “hit”’

¢ Oldies — These are fragment-
ing in so many directions that they
could almost be considered a for-
mat of their own, except they act

as contemporary programming for
many adults. Millions of radio lis-

teners live their lives in the pre-
sent, but have their musical hearts
in the past. Oldies formats frag-
ment along three basic lines.
Some are based in the '50s and
'60s, appealing to the older end of
25-54. Others are '60s- and ’70s-
based, appealing to the younger
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A strong case can
be made that there
are at least 10 Adult
Contemporary
formats, including
Oldies stations.

i

You can choose only one “Mix."

m

Broadcasters are
finding it’s harder
than ever to simply
transplant a
successful format
from one market to
another and expect
it to succeed.
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end of the Big Generation. Some
have gone even further and de-
cided to be nothing but soft oldies,
competing with Lite ACs for office
listening.

¢ Oldies-based AC — This format
holds a lot of promise. KODA/
Houston, which calls itself Sunny,
has successfully attacked CBS's
KLTR (K-LITE) by carefully bal-
ancing song selection and tempo
and focusing on the 3544 demo.

¢ Classic Rock — It may not
sound like AC, but it sure delivers
numbers like AC. Increasingly,
Classic Rock stations are adding
new AOR artists and becoming the
oldies AC station for a bunch of
graying boomers.

¢ AOR — This isn’t what most
people would call an AC format.
But with the enormous fragmenta-
tion taking place, it often performs
like one. In the most recent ratings,
KISW/Seattle — a very hard-rock-
ing AOR station — was the No. 1
25-54 music station and No. 2 over-
all in the market. Is it contempor-
ary? Is it adult?

Fun Future

Everyone agrees that today’s AC
stations need heavy marketing, but
some need more than others. And
broadcasters are finding it’s
harder than ever to simply trans-
plant a successful format from one

market to another and expect it to
succeed. For example, WMMO's
great line, “We're true to the mu-
sic,” didn’t work as well for
KMMK/Las Vegas.

The reason formats are no
longer transplantable is simple.
Most programmers and managers
are smarter than ever before and
use market research to block holes
as quickly as possible.

What does this say about the fu-
ture of AC? We'll find smaller,
more precisely defined audience
clusters than ever before. Market-
ing will be essential. Positioners
such as “variety,” “mix.” and
“best of the old, best of the new”
will pop up in even more places. A
decade from now we're bound to
hear a station position itself as
“The best of the 50s, *60s, '70s, '80s,
'90s, and the 21st Century.” It
promises to be fun,

No. 31 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 (416)
593-1136.
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Stop! Hammer Time (Again)

C. Hammer — who recently dropped the

“M.C.” from his name — is about to hit the

@ streets with his third Capitol LP, “Too Legit

To Quit.” The first single from the album will be the title

VOHO TS O
41.8 milion households
Sal LoCurto, VP/Music Programming
Norman Schoenfeld, VP/Program

& Artist Development
Weeks On

| FIVE STAR |

Stylistics’ ballad ‘“You Make Me
Feel Brand New" (co-produced by
Atlantic chief Ahmet Ertegun) and
the Irving Berlin standard “Al-
ways.” And . . . Quincy Jones lends

| HEAVY |

PAULA ABDUL /The Promise O... (Captive/Virgin) . . 6

. GLORIA ESTEFAN/Live For Loving You (Epit) ....2
track. Set to reach radio on October 7, the song features a “The Waiti vand | BOYZWMENMaonly Maown) ... 2
Q el rap to alhng Gm EXTREME Hole Hearted (ASM) 10 = =
complete horn section and guest vocals by 18-year-old  Patti Austin provides background | cuwsw hosesna cost oo o) . 10 @TEST HITS |
Houston homegirl Saja (known for her work with B Angje vocals throughout. Arif Mardin JENLS JORER e ol K. .. .. e
B). Look for Hammer’s full LP to follow on October 29.  Produced MC SKAT KAT &../Stal St Captveingn) . 4 B ADARS g e ot 71
Incidentally, the single version of METALLICA£reer Sandmen (Eleitra) .. . . . & :Amn:::ulmnm, Love And... (Columba) .. &
“T pgit? . Tha i RICHIE SAMBORA Bal Mercury) ... A motions (Cokumbia) . ADD
(et o Parnmenats forttuom 4-C Themest I"‘I::rc:har et BOWNI AATT St To ok Ak Gt 15
ing film “The Addams Family,” CS&N D B.B. King has recorded the ROD STEWART/The Motown Song (WB) 11
which is set to open nationally on | Box Comin theme song to CBS's fall TV show | | EXCLUSIVES 4
Novemnber 22. g “Teech.” Other acts who've con- | HEAVY
Rock "N’ Role Stars tiantic plans to release a | tributed opening themes to forth- BRYAN ADAMS Car Skop This Thing.. (ASM) 4
* David Bowie and Chris Isaak four-CD box set of Crosby, coming fall series include the :L;::m:n:m:mmw Anz mﬁmﬂcmlsna&mwwg
have landed feature roles in the big- Stills & Nash material on | Judds (NBC’s “The Torkelsons”), EMFLies EMI) _ 7 MARTIALove. Thy Wil Be Dore (Comba) ...~ 2
; i : October 15. Titled simply “Crosby, | the Roches (CBS's “Princesses”), MOTLEY CRUE rimal Scream (Eleara) . 4 AARON NEVILLE £verybody Plays The Fool (A&M) 14
screen version of director David Sths. & Nash." the 22-year Art G el and Marvi TOM PETTY & THE... 10 The G (MCAY 3 ROXETTE Fadng Like A Flower (Every..) (EMI) 13
Lynch’s cult fave (but cancelled) ' ¥ caneer arfunk arvin Ham- B

LUTHER VANDROSS/DonY Want ToBe A. (Epic) . 5
4

TV series, “Twin Peaks.” The | retrospective collects tracks from | lisch (CBS's “Brooklyn Bridge”), ittt il o o

movie is shooting on location in Se- | the musicians' various solo and col- | and Leon Russell (NBC's “Flesh mEm—_———S e ¢

attle. laborative efforts, including tunes ’N Blood™). | MB'N ] [WAT'S NEW |
* SBK has set an October 8 re- | fecorded with Manassas and Nell EMFLes €M) . ... . ... .4

lease for the smmitrack to Vanilla Young. =5 Groove Juice FARM Groovy Tran (Seefeprise) ... . .. 8 m m(m)wu. (s8K) . s

Ice’s forthcoming movie, *“Cool As O KB/ 1-000 4 e » Former Berlin songstress :,',',“‘,,::2',"‘,,‘,‘: m:;: “(VGL’,,,, Aoo BUDDY GUY wid. BECKMusian) - (Siverione) ADD

Ice.” Along with Lonnie Gordon’s Wd;‘:MSMWm Terri Nunn will see her DGC s0lo | whiTe TASHAopiePre i) ... 12 e e el g0 (2

curr,ent single, ‘“‘Gonna Catch lmd: pla.lnﬁu omw 2 wttnlcee“ B debut (“Moment Of Truth”) re- CURTIS STIGERS 1 w'o'.’.,.v?‘n';m,. Y

You,” the platter feau‘x‘m four new ' :W of | leased on October 22. The 11-song STMGM o Yout) 3

t(ée m. lnCéeU(:mg C()X)’l’ A;hgg u""os;“ wdu"u-a versions set features “Let Me Be The One” I ACHVE I WONDER £un Day (Motown) R |
verybody Loose), : T N (which ships as a single on October

the rapper performs as a duet with | 10 newly unearthed live and studio 8), “Fly By Night” (written by Ric | ALCEIN CHAWS e Ot Sarow (Comoa) ... 3 Lmo’:mm ]

supermodel Naomi Campbell. ""“'m"" panying 34-page | Ocasek), and “®9 Lines” David | [CHR TR B Moot 10 | | oGPt 3

sc;m"; Dan?: f::lfmanl Bl sports a “family tree.” an | Z Produced. TOM CHLDS've Gat ToGoNow ABM) ... s

¢ The Pixies return with a new CROWDED HOUSE Falt At Your ..ADD Information current as of September 10.

ﬁlm' “Batman Returns.” Mean- mhy noted mw Chet Elektra LP, “Trompe Le Maﬂe"’ o (m{ oo Sep.
while, Elfman ~ who scored the Flippo, a discography, numerous il- on October 8. The 15-track disc in- CHESMEY HAWKES The One And... (Chrysals) ... 3
first “Batman” movie — is also set lustrations, and track-by-track cred- ludes a cover version of the Jesus xm&:p&.mmmmwa -
to write music for Burton’s forth- its. Carry on. & Mary Chain’s “Head On.” umﬁ:dmlf;hmmmlili\pn): ' 11.7 millon househoids
coming “A Nightmare Before o Surf guitar legend Dick Dale 2168Y MARLEY & THE....Good Tire (Vigin) . ADD 3 L0 Sonend, VP/Programming
Christmas” and Orien’s “Article makes a guest appearance on MARTIKA Love..Thy Will Be Done (Cokmbia) . .. 7 . e BT
99.” Flack’s Back Psychefunkapus’s forthcoming At | MST/SY nm;vmm 0 oeC .

¢ Judd Nelson has been tapped to Roberta Flack’s new Atlantic ]antchP‘add]nghckstoﬂnsong nﬁymmMOMrmm).____ Al.)D 4 1 BOYZ  MENAs So Hard To Say.. (Malown)
play Crosby, Stills & Nash’s drum- P, “Set The Night To Music,” is “Surfing On Jupiter.” The album, BONMIE RAITY /Something To Tak About (Capol) 70 — 2 2 UVE CREW/Pop Trat Cochie (Luke/Atiartic)

mer Dallas Taylor in a forthcom-
ing TV movie about the musician
and his fight against liver disease.

due in early October. In addition to
the title track/current single, the

SALT-N-PEPA/Lat' Tak About Sex (Next Peteau) .. 3 13 ANOTHER BAD...Jowous Gil (Mckown)

2 4 WWA. Ay into Somethin' (Priorily)
5 5 NAUGHTY BY NATUREQPP. (Tommy Boy)

produced by Talking Heads key-
boardist/guitarist Jerry Harrison,
is due in late October.

|
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MONDAY, SEPTEMBER 23

1969/ “Paul McCartney is dead” rumors
begin circulating when an Illinois
newspaper erroneously cites several
“clues™ as conclusive evidence

Bom: Ray Charles 1930, Julio Iglesias
1943, Bruce Springstesn 1949

TUESDAY, SEPTEMBER 24

1968/ James Brown leads state troopers
on an hourlong chase through South
Carolina and Georgia

Born: Linda McCartney 1943

WEDNESDAY, SEPTEMBER 25

1954/ Elvis makes his first — and last —
appearance at the Grand Ole Opry. A
talent coordinator tells Presiey to re-
turn to truck driving.

1965/ The Beatles cartoon series pre-
mieres on ABC-TV

1975/ Jackie Wiison suffers a paralyzing
stroke while performing onstage at
the Latin Quarter in New Jersey.

1980/ Led Zeppelin drummer John Bon-
ham, 32, dies. The band members
decide he’s irreplaceable and break
up.

John Bonham — bedtime for Bonzo.

THURSDAY, SEPTEMBER 26

1989/ Paul McCartney begins his first
world tour in 13 years in Drammen,
Norway.

Bom: Bryan Ferry 1945, Olivia New-
ton-John 1948

MR
FRIDAY, SEPTEMBER 27
1964/ The Beach Boys make their first ap-
pearance on the “Ed Sullivan
Show_" :
1986/ Metallica bassist Cliff Burton is =
killed in a bus accident in Sweden,
1990/ Marvin Gaye is posthumously |
awarded a star on the Hollywood
Walk Of Fame,

Bom: Randy Bachman 1943, Meat Loat
1947, Shaun Cassidy 1958

SATURDAY, SEPTEMBER 28

1968/ Janis Joplin confirms that she'll
soon exit Big Brother & The Hold-
ing Company.

1989/ Jimmy Buffett publishes ‘“Tales
From Margaritaville,” a book of his
short stories.

Born: Ben E. King 1938

R
T
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SUNDAY, SEPTEMBER 29

1976/ Jerry Lee Lewis, aiming at a boltle, =
accidentally shoots his bass player.

1989/ Glenn Frey joins Don Henley on- |
stage in LA, marking the first time in
eight years the two ex-Eagles have
performed together,

Born; Jerry Lee Lewis 1935

— Paul Colbert

dlscfeammcovervemon'sofme . ON 3 6 M.C. BREED & DFCAINY No.. (SDGEAdhban)
— 7 TKD POSSE/Dady’s On_. (Ocosnic/Tase Good)

, - o Fak MIND FUNK/Sisir Bl D) .. ... ... .4 — 8 PRINCE & THE_..Get OF (Paisky Part/WB)
2k S 7 RT2Face The Music (GiantReprise) .. ... ADD — 9 SHADBA RANKS MAX) PRIEST Housecal (Epc)

SCHOOL OF FISH/3 Stange Days (Capitol) .. 79
SMITHEREENS Top Of The Pops (Capitol) ... ADD

| STRESS |

COLOR ME BADD/ Adore Mi... (Giant/Repnise) 8
COMMITMENTS Try A Littie Tenderness (MCA) ADD
DIRE STRAITSCalling Evis (WB) . . . 3
FOREHOUSELove O1 A Litetime (Epic) . .. 13
HEAVY D. & THE BOYZMNow That. (UptownMCA) 13
LL COOL J/5 Minutes O1... (Def Jam/Columba) 7
PRINCE & THE NEW...Gett Off (Pasiey ParkWB) 5

$KID AOW/Stave To The Grind (Atiantic) . 4
TESLA£dison's Medicine (Geflen) . ADD
KARYN WHITE Romantic (W8) . . (3
| HOT NEW VIDEOS |
BAYAN ADAMS Can't Stop This Thing.. (A&M) 4
BELL BIV DEVOE/Word To The Mutha (MCA) 3
MARIAH CAREY £motions (Columbia) ADD
EMF/Les (EMI) 4
RICHIE SAMBORA Ballad Of Youth {Mercury) 3
| ADDS

MARIAH CAREY Emotions (Columbia)

NANE INCH NANSHead Like A Hole (TVT)
COMMITMENTS Try A Littie Tenderness {MCA)
TESLA£dison's Medicine (Geflen)

BILLY FALCON Powes Windows (JambcoMercury)
TIBGY MARLEY & THE.../Good Time (Virgin)
CROWDED HOUSE Fall At Your Feet (Capitol)
OIZY OSBOURNE No More Tears (Epic)
SIMTMEREENS Top Of The Pops (Capiof)  *
RTZFace The Music (Gisnt/Reprise)

6 10 COLOR ME...A Adore Mi Amor (GiantReprise)

Mast raquesied Jor the woek anong Seplember 6

L
CONCERT PUL
Pos. Artist "f,‘,,m
1 GRATEFUL DEAD $1153.3
2 GUNS N’ ROSES $617.9
3 MMMY BUFFETT $425.8
4 JANE'S ADDICTION/
“LOLLAPALOOZA" $4113

§ GLORIA ESTEFAN & THE
MIAMI SOUND MACHINE $§2755

8 ACDC $275.2

T12ZT0P $262 4

8 JULIO IGLESIAS $252 6

9 DON HENLEY $250.0

10 STEVE MILLER $2288

11 YES $221.2

12 UDDS $2147

13 “MUSIC OF ANDREW

LLOYD WEBBER ** $198 1

14 ELVIS COSTELLO £172.6

15 SCORPIONS £1705

New Tours
Among this week's new tours

COLOR ME BADD OoMD

MEAT PUPPETS PROCOL HARUM

GEORGE MICHAEL HENRY LEE SUMMER
NAUGHTY BY NATURE WONOER STUFF

The CONCERT PULSE is & weekly compu-
terized report ranking each artist by thew
average box office gross reported per
venue. Courtesy of Polstwr, a pubication
of Promoters’ On-Line Ustings, (800) 344-
7383, or in California (209) 224-2831.
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from the album
PRIME OF MY LIFE

Produced by Nick Martinelli
Executive Producers:
Kenneth Gamble

& Leon A. Huff
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Fripp: King Crimson To Regroup & Record

ormer KING CRIMSON leader ROBERT FRIPP,
speaking to ROL about the band’s forthcoming
four-CD boxed set, has revealed that Crimson plan
to regroup and record new material for release in 1992 or
'93. The LP will be their first since 1984’s “Three Of A

Perfect Pair.”

“The future involves a continua-
tion of cataloguing the band’s his-
tory and a re-formation of King
Crimson,” said Fripp. ‘“The band’s
members are currently fairly com-
mitted to their work schedules, so
there’ll be writing and rehearsing
into next year.”

Fripp admitted that ‘‘phone calls
were made three years ago’”” witha
view to the reunion, but wouldn’t
reveal the exact band lineup.
“King Crimson is always the same
and always different.”

Meanwhile, the boxed set — due
in November — consists of three
CDs of remastered studio material
from Crimson and a live disc of
performances from 1969-84, vir-
tually all previously unissued.

Straits Speaking

DIRE STRAITS mainman
MARK KNOPFLER gave BBC
Radio One an exclusive interview
last weekend. Of the band’s recent-
ly launched two-year world tour, he
said: “I'm hoping to write and re-
hearse on tour as well, so we can
chuck stuff in.”

Regarding his NOTTING HILL-
BILLIES project, Knopfler said:
“It just got a bit too popular. When
you play little clubs, you can be-
have as if you're in a living room.
I'm hoping we'll be able to do
another [LP], maybe in about 10 or
15 years.”

Brian May — “I've told our manager |
need a deal and a deadline so | can get
it done."”

Word From The May Queen

BRIAN MAY of QUEEN has
been giving ROL an exclusive pro-
gress report on his activities in and
out of the band. He's working on a
new solo project — which he ad-
mits he needs some encouraging to
complete.

“I've told our manager I need a
deal and a deadline so I can get it
done.”

He also reports that Queen are
progressing with the follow-up to
“Innuendo.” “We have some good
material — I think we’re about
halfway through the next album.
It sounds quite a bit different from
the last one, a bit more introspec-
tive.”

Meanwhile, Queen are about to
release ‘“The Show Must Go On” as
the last UK single from “Innuen-
do” and May is set to appear at
next month’s Guitar Legends event
in Seville, where he’ll be musical
director his night of the five-con-
cert extravaganza.

Cropper’s Blues
Brothers News

ROL has news from legendary
guitarist STEVE CROPPER,

Robert Fripp — “King Crimson is al-
ways the same and always different.”

known for his appearances on
many of the classic Atlantic and
Stax hits of the '60s and as a mem-
ber of BOOKER T. & THE MGs,
with whom he’s been playing live
again. Cropper is making a new al-
bum for WEA as a mernber of the
BLUES BROTHERS BAND, and
tells us it'll include some har-
monica contributions by original
Blues Brother DAN AYKROYD.

Jack Bruce & Friends

Master bassist JACK BRUCE —
also set to perform in the Guitar
Legends lineup — revealed exclu-
sive details of his next album (due
next year) to ROL last week. As on
his last LP (“A Question Of
Time”), he’ll be reunited with for-
mer CREAM colleague GINGER
BAKER, among other notable
guests

“I've got some good folks play-
ing on it,” said Bruce. “GARY
MOORE and ROBERT CRAY.
Good drummers, too. CHARLIE
WATTS and Ginger Baker. And

“Rock Over London” news is a
service of Rock Over London Lid.,
which can be reached at 47 Roe-
buck House, Stag Place, London
SW1 ESBB; phone/fax (81)
661-2603.

BRITAIN
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Moving Up

CLIFF RICHARDMore To Life (EMI)
RUNRIG Hearthammer (Cheysalis)

BRYAN ADAMS/(Everything | Do) | Do It For You (A&M)

RIGHT SAID FREDA'm Too Sexy (Tug)

PRINCE & THE NEW POWER GENERATION/Gett Dif (Paisley Park/WB)
ZOE/Sunshine Dn A Rainy Day (M&G)

ARNEE & THE TERMINATERS /'l Be Back (Epic)

OCEANIC/nsanity (Dead Dead Good)

SALT-N-PEPA/Let's Talk About Sex (FFRR/PG)

MARTIKA Love..Thy Will Be Done (Columbia)

10 PM DAWN/Set Adrift On Memory Bliss (Gee Street/island)

11 KYLIE MINOGUEMWord Is Out (PWL)

12 MARKY MARK & THE FUNKY BUNCH fAOLEATTA HOLLOWAY/
Good Vibrations (Interscope/WEA)

UTAH SAINTS What Can You Do For Me (FFRR/PG)

MARC BOLAN & T-REX/20th Century Boy (Marc On Wax)

JASON DONOVANMappy Together (PWL)

COLOR ME BADD/AIl 4 Love (Giant)

ROXETTE/The Big L (EMI)

EXTREME/More Than Words (A&M)

SABRINA JOHNSTON/Peace (EastWest) -

SONIABe Young, Be Foolish, Be Happy (1)

CRYSTAL WATERS/Makin' Happy (A&M PM)
STONE ROSES/! Wanna Be Adored (Silvertone)
BRYAN ADAMS/Can't Stop This Thing We Started (A&M)

STATUS QUO/Cant Give You More (Vertigo/PG)

The Network Chart, courtesy MRIB
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my guitar player in my own band,
BLUES SARACENO. He’s a young
kid who's really good.”

Music & Movies

ROZALLA has reached the UK
Top 40 with her single “Every-
body’s Free To Feel Good.” She’s
also set to feature on the sound-
track of the new VANILLA ICE
film.

Speaking of movies, SPANDAU
BALLET’s GARY KEMP is about
to finish work on his new film,
“Paper Marriage.” Kemp — who
Inst starred with his brother MAR-
TIN in “The Krays” — plays an art
student involved with a Polish girl
looking for a husband to secure her
British citizenship.

Meanwhile, DAVE STEWART is
writing and producing a film with
'60s guru TIMOTHY LEARY of
“tune in, turn on, drop out” fame.
The film is titled “Motorcycle Mys-
tics” — as is one of the tracks on
Stewart’s new LP, “Honest” — and
will be shot in India later this year.

Talk Talk,
Wyatt LPs Coming

TALK TALK’s ‘‘Laughing
Stock” LP will be out on Polyder’s
Verve label next week. The long-
awaited follow-up to “Spirit Of
Eden” is again produced by long-
time band associate TIM FRIESE-
GREENE. It features six tracks,
including the nine-minute “After
The Flood,” and the near 10-minute
“New Grass.”

Former SOFT MACHINE mem-
ber ROBERT WYATT, best known
for his 1983 version of ELVIS
COSTELLO’s “Shipbuilding” and
an untikely 1974 UK hit cover of the
MONKEES’ “I'm A Believer,” will
return next week with “Donde-
stan” — his first album of new
material in six years. Wyatt plays
ali the instruments on the LP, but
his former Soft Machine colleague
HUGH HOPPER wrote the music
for “Lisp Service,” and Wyatt's
wife, ALFIE, wrote lyrics for half
of the songs.

Adeva — a Fair cover version.

Under The Covers

The BLUE AEROPLANES will
release their version of PAUL SI-
MON'’s “Graceland” track ‘‘The
Boy In The Bubble” as a single on
October 7. Leader GERARD
LANGLEY told ROL recently:
“We’ve got enough cover versions
on record now to make a whole al-
bum. I think the main difference
about this one — why people ask
about it — is that it’s the first cover
we've done that’s a well-known

Also due that day is dance diva
ADEVA'’s adaptation of YVONNE
FAIR’s 1976 UK hit, “It Should
Have Been Me.” Adeva scored
three consecutive UK hits in 1989,
and this spring teamed up with
British rapper MONIE LOVE for
the UK Top 20 hit “Ring My Bell.”

Joan Collins’s Daughter:
Newley Arrived

JOAN COLLINS's daughter has
just made her big-league recording
debut. TARA NEWLEY—Collins’s
27-year-old daughter by her marri-
age to crooner ANTHONY NEW-
LEY — is the featured vocalist on
E-ZEE POSSEE'’s fourth single
(“Breathing Is E-Zee”), which
came out last week.

Newley wrote the lyrics for the
song and has spent several years
playing and singing on the pub and
club circuit. Now she’s teamed up
with Possee leader JEREMY
HEALY, once of HAYSI FANTAY-
ZEE.

AUSTRALIA

™w
1 YOTHU YINDI/Treaty

2 DEBORAH CONWAYt's Only
The Beginning

TROY NEWMAN/Love Gels
Rough

MELISSARead My Lips
CROWDED HOUSE Fall At Your
Feet

JMMY BARNES/Love Is
Enough

KATE CEBERANO£very Littie
Thing

NOISEWORKSHot Chilli
Woman

— 9 BABY ANIMALSARush You

18 10 ROXUSBad Boys

Most Added

JENNY MORRIS Break In The Weather
DARYL BRAITHWAITE/Don't Hold Back

Yowr Love
Top 10 A
Tripie M-FMA
96 FM/Perth, SA-FM/Adelside, 2-DAY,
ney, 2 Triple M-FM/Sydney, MMM-FM/Bris-
bane, B1056/Brisb, FM-104. 7/Canty

S =

5 3

4 8

from playksts of 3
FOX-FN

and 2 KIX 106/Canberrs.

CANADA

W Tw
1 1 BRYAN ADAMS/

(Everything | Do) | Do

It For You

GRAPES OF WRATHA Am

Here

ALANIS fFeel Your Love

WEST END GIRLS/ Wani You

Back

CELINE DIONMHave A Heart

GLASS TIGERMy Town

CRASH TEST DUMMIES/

s IDErman'S m

BRYAN ADAMS/Cant Stop

This Thing We Started

TOM COCHRANE Life Is A

Highway

WORLD ON EDGE/Standing

Push And Fall

Most Added

BRYAN ADAMS/Cant Stop This Thing
We Starked

INFIDELS/100 Watt Bulb

TOM COCHRANE Life I A Highway

8 10
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AIR PERSONALITIES

DAN O'DAY

COMMON FAILINGS

How To Sabotage Your Show

In listening to countless airchecks and working with
air personalities of all market sizes and formats, you can
hear the same mistakes being made again and again.
Here’s a quick rundown on the most common ones I hear:

* Overuse of music beds. It's
possible to sound too slick. Seam-
less production values can make
the show sound too packaged, not
alive enough.

* Knee-jerk use of music beds.
This occurs when the DJ uses a
particular music bed because it
has an obvious connection to the
show content — even if the musical
choice is inappropriate. The morn-
ing after Michael Landon died, one
morning show talked about how
sad they were . . . while the theme
from “Bonanza” played under-
neath. Yes, that TV show made
Landon famous. No, that music did
not fit the mood of what was being
said.

¢ The bland leading the bland. If
the DJ is a laid-back, easygoing
host who puts callers on the air, he
needs callers with verve. Someone
has to provide the entertainment
factor in an on-air call. Here's a
bland air talent talking to a bland
phone caller:

DJ: Hi, who's this?

Caller: Bob.

DJ: What's up, Bob?

Caller: Could you play some
George Strait?

DJ: Sure thing.

Caller: I really like his music.

DJ: I do, too.

m

If a contest isn’t
compelling to listen
to, it shouldn’t be
aired. A dramatic
contest call is one
that either is fun or
has a sense of
tension about it.

99,

¢ A predictable format with a
predictable DJ. The more rigid the
show’s structure, the more unpre-
dictable the air talent should be.
With the proliferation of overlever-

Dan O’Day, author of “Personali-
ty Radio,” consults a limited num-
ber of radio stations and conducts
air talent seminars for stations,
groups, and associations. He can
be reached at (213) 479-1767.

66/

The more
accurately
[listeners] can
predict what will
happen within the
show, the more vital
it is for them not to
be able to predict
how the DJ will
respond.

%9)

aged broadcast properties, produc-
ed comedy services, and expensive
programming consultants, you can
travel the entire country and hear
the same cookie-cutter disc
jockeys. They do the same features
at the same times, often using vir-
tually the same words.

With such a show, the listeners
rarely wonder what will happen
next: First come the celebrity
birthdays, then the “suck wall,”
then the tabloid headlines, etc. The
more accurately they can predict
what will happen within the show,
the more vital it is for them not to
be able to predict how the DJ will
respond within that structure.

* Management inflicting some-
one else’s personality on the air tal
ent. The surest way for a PD to
suck the creativity out of a show is
to insist the air talent do whatever
bits and features are working at a
sister station in another market. A
bit or feature works best when it
reflects the personality of the
show; too many stations try to
bend a show’s personality to fit a
preconceived bit.

* On-air contests without drama.
We all know a very small percent-
age of your audience ever calls in
to enter a contest. If a contest isn't
compelling to listen to, it shouldn’t
be aired. A dramatic contest call is
one that either is fun or has a sense
of tension about it.

A call might be fun because the
DJ uses it as an opportunity to play
with a listener. A sense of tension,
on the other hand, is derived from
the contestant’s attempt to play the
game and win the prize.

* DJs who waste valuable air-
time with meaningless filler
phrases. “Glad to be with you” . . .
“Good morning to you” ... “On
your Wednesday evening . .. .” A
disc jockey not speaking at all is

far more interesting than one who
speaks but says nothing.

* Not knowing how to tease an
upcoming element. Here’s how one
news personality attempted to
‘“tease” her preview of a movie
opening that week: “‘Coming up in
just a few minutes, I'll give you my
prediction on ‘Terminator 2.” I pre-
dict it'll be one of the biggest hits
ever, and I'll tell you why in just a
few minutes.”

¢ Not adding one’s own spin to an
idea. Reading USA Today's “Ques-
tion Of The Day” on the air and
asking your listeners to phone in
their opinions is not creative. It's
possible, however, to use that ques-
tion as an inspiration for one of
your own. A creative jock might
transform “What is your favorite
vacation spot?” to “What famous
person would you least like to be
stranded on a desert island with
... and why?”

—
—
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Dianna Kelly (I) and Jonathan Monk.

sette label.

Here are two very creative meth-
ods which can make your tape
stand out from the rest. Dianna
Kelly & Jonathan Monk, formerly
of WTIC/Hartford, use a simple col-
or photograph (above) — inserted
into the plastic box in front of the
cassette — to show what they look
like, suggest an element of fun in
their show, and immediately attract
a PD's aftention. WSNX/Muske-
gon, MI talent Dirk Slamm's cas-
sette wraparound (right) includes
all of the pertinent information a PD
might need

Creative Cassette Labeling

When submitting an aircheck to a prospective em-
ployer, most disc jockeys think they’ve done all they can by
using a new tape and, perhaps, a computer-typeset cas-

DIRK SLAMM
5129 Martj
Muskegon, ﬂx 4944)
*CURRENTLY WSNX AM/py

MUs
:Husxc Assistane KEGON, )
Research p
'3¢lector'

Road

irector

';‘Perlence

o
ener,

*tean ph,ff Presentacioyn

Look1ng FOR:

®
full-tine Position

Preferab]
‘Poaalbly 7 Y nigheg

Position

Music-orienteq

‘
The Sidekick’s Role ©

All too often the sidekick isn’t given a clear descrip-
tion of his role on the show. This leads to a main air person-
ality and a sidekick who aren’t working toward the same

goal.

The sidekick is there to help the
morning team score as many
points as possible, as efficiently as
possible. Like a basketball player
whose primary job is to feed the
ball to the team’s lead scorer, a
sidekick must be content to rack up
plenty of assists while the show’s
star gets credit for making the ac-
tual shots.

Too many sidekicks think their
job is to show off. Their real job is
to lend consistent, thoughtful sup-
port to the lead air talent. On an
aircheck I heard recently, for ex-
ample, the DJ followed a newscast
by asking his sidekick, ‘“What’s the
tackiest thing you’ve ever seenona

66/

Before responding
to a question or
interjecting a
remark, sidekicks
should ask
themselves, ‘What
can | say that will
add to the forward
momentum of this
break?’

99

66/

A sidekick must be
content to rack up
plenty of assists
while the show’s
star gets credit for
making the actual
shots.

99)

front lawn?” The sidekick replied,
“Oh. .. Tdon’t know, really.”

The DJ didn’t ask because he
really wanted to know the side-
kick’s answer; he simply was try-
ing to segue into a bit. He might
have had better luck if he had
warned his partner ahead of time
so she could think of an answer.
But even having been caught off-
guard, she should've been able at
least to answer, “Probably those
garish pink flamingoes.”

Before responding to a question
or interjecting a remark, sidekicks
should ask themselves, “What can
I say that will add to the forward
momentum of this break?”

Another major market morning
show included a newsperson/side-
kick who complained she didn’t
have enough to do on the air. The

Too many sidekicks
think their job is to
show off. Their real
job is to lend
consistent,
thoughtful support
to the lead air
talent.

99,

lead DJ didn’t want her to be un-
happy, so he had her do a daily seg-
ment during which she read
strange stories from various super-
market tabloids. The segment ran
several minutes . . . and was dead-
ly dull.

The newsperson didn't bring a
unique perspective to the tabloid
tales. Like most people who use
tabloids on the air, she simply
touted them as dumb stories, read
them verbatim, and then sniggered
over them when she finished. Each
morning the show ground to a halt
once an hour so the sidekick could
deliver this feature. She was happy
because that additional mike time
made her feel more important.
And the lead air talent felt good
about having generously surren-
dered some of the spotlight.

But the feature was a tuneout. In
other words, everyone was pleased
about it except the listeners. Is that
the only reason the DJ and the side-
kick are unemployed now? No. But
perhaps the lack of a team purpose
it illustrates was an important fac-
tor in the show’s lack of ratings
sucoess.
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Radio. It's the medium that reaches 96% of all Americans every week. The medium
that can deliver a precise target audience through more than 12,000 individual stations.

It's the medium with the Midas touch.

Since 1965, Arbitron information has been the currency for the radio marketplace.
From Nationwide to County Coverage, we're supplying the radio industry with the facts
that prove the value of radio advertising. So go for the gold. Talk to Arbitron today.
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LOST 45s UNEARTHED

WZLX Mines A Pot Of Gold

WZLX/Boston’s seventh annual “Lost 45s Top 100
Countdown” featured hits by the Partridge Family, Carl
Douglas, the DeFranco Family, and a host of other music
immortals during two September Sundays.

WZLX’s lLst was compiled by
tabulating approximately 5000
mail-in and phone votes received
during late June and July. Promo-
tions Director/air personality Bar-
ry Scott then took charge of the
countdown. The lower 50 songs
were played September 1; the Top
50 were unveiled last Sunday (9/8).

Scott noted that the countdown’s
complexion has changed over the
past few years. “There are defin-
itely songs that have fallen out of
favor. The No. 1 song the first year
[1985] was the DeFranco Family’s
‘Heartbeat, It's A Lovebeat’ [No.
11 this year).

“Some mainstream bubble gum
songs like ‘Sugar Sugar’ [Archies)
are gone, and people seem to get
tired of novelty songs like ‘King
Tut’ [Steve Martin), ‘Convoy’
[C.W. McCall), and ‘The Streak’
[Ray Stevens]. These songs — at
the top of the chart in 1985 — don’t
seem to survive year after year.

“For the most part, our audience
doesn’t seem to care for '60s music
anymore. There’s a totally differ-
ent sound once we reach the *70s.”

Beantown Ties

Consequently, early and mid-"70s
songs are gaining in popularity.
“[Crosstown Gold] WODS might
play Dawn’s ‘Knock Three Times,’
but we get many requests for their
‘What Are You Doing Sunday,’ said
Scott. “There’s also a lot of re-

By Mike Kinosian

remembered.

“I looked at old [ex-Top 40, now
Talk] WRKO charts, and almost
every Abba song went to No. 1 —
including ‘S.0.S.’ [No. 23 on this

sponsored concert.

TEMPTING OFFER — The Temptations visit with KYA & KSFO/San Fran-
cisco PM driver John Mack Flanagan backstage before a station-

THAT'S SHOW BIZ — While celebrating his 40th year in show business,
Tony Bennett has been busy visiting stations across the country; (at left) he
chats with KAAM/Dallas OM/“Breakfast Club” host Jaan McCoy; (at right)
WNEW (AM)/New York personality Jonathan Schwartz spends some time
with the singer.

sponse for songs not being played
anymore by other stations.”

Like most areas, Beantown has
produced its share of regional fav-
orites. Noted Scott, “The Wild-
weeds are from New England, and
‘No Good To Cry’ was huge around
here. Everything by Abba did well
in Boston, and that group’s fondly

WiBM/Lansing

Dream Vacation

recently gave away a

“Dream

Vacation.” Nearly 100 qualifiers wearing vacation-style
clothing attended a station-sponsored party, during which a
random drawing produced a winner who walked home with
a $4000 package.

During the eight-week promotion, listeners registered to win at partici-
pating sponsors. Upon hearing their names mentioned on-air, participants
had approximately 10 minutes to call the station and become eligible for
one of three vacation prize packages: a trip to Jamaica or Hawaii: a Carib-
bean cruise; or a combination Disney World vacation/Caribbean cruise.

and Jim Bosh.

Each trip also included $941 spending money (frequency tie-in).

-—\

Winner Linda Lake (second from left) receives WIBM/Lansing's “Dream Va-
cation” prize from PD Bob LaBorde (1) and moming co-hosts Cindy O'Day

year’s 'ZLX list). The Road Apples
had a local base, and ‘Let’s Liv
Together’ also appears on the list

Artist interviews helped aug-
ment the presentation of the Top 100
lost tunes. Commented Scott, “Neil
Sedaka talks about ‘Bad Blood’ and
why Elton John sings about it, Jim
Stafford discusses why ‘Spiders
And Snakes’ was banned, Albert
Hammond tells why ‘Free Electric
Band’ is autobiographical, and
Clint Holmes talks about how he
was discovered. The interviews
helped tie everything together.”

Scott also has been spinning rec-
ords and conducting his own infor-
mal research on Wednesday nights
at a local nightspot. “We pack in
500-600 adults who dance to this
music. I've noticed lately when-
ever I play the Four Seasons’ ‘De-
cember, 1963 (Oh, What A Night),’
[No. 5 on the countdown) people go
crazy. They may have bought it
when they were nine or 10; now it’s
incredible to hear again. Some
songs like that come into their own
as time goes by.”

50 Ways To Please
Boston Listeners

100 Lost 45s Countdown':

1. PARTRIDGE FAMILYA Think | Love You

2. GILBERT O’SULLIVAN/Get Down

3,’ALAN O’DAY/Undercover Angel

. CARL DOUGLAS/Kung Fu Fighting

. FOUR SEASONS/December, 1963 (Oh, What A Night)
. BO DONALDSON & THE HEYWOODS/Billy, Don't Be A Hero
SWEET/Little Willy

. BOBBY SHERMAN/Easy Come, Easy Go

. TERRY JACKS/Seasons In The Sun

10. PAPER LACE/The Night Chicago Died

11. DeFRANCO FAMILY /Heartbeat, It's A Lovebeat

12. VICKI LAWRENCE/The Night The Lights Went Out In Georgia
13. DEAN FRIEDMAN/ Ariel

14. GUNHILL ROAD/Back When My Hair Was Short
15. HENRY GROSS/Shannon

16. DAWN/Knock Three Times

17. BAY CITY ROLLERS/Saturday Night

18. CHER/Gypsies, Tramps & Thieves

19. REUNION/Life Is A Rock (But The Radio Rolled Me)
20. WILDWEEDS/No Good To Cry

21. BOOMER CASTLEMAN/Judy Mae

22. JIGSAW/Sky High

23. ABBA/S.0.S.

24. OSMONDS/One Bad Apple

25. DAVID GEDDES/Run Joey Run

26. SHAUN CASSIDY/Hey Deanie

27. SAMMY JOHNS/Chevy Van

28. COVEN/One Tin Soldier (The Legend Of Billy Jack)
29. VILLAGK PEOPLE/Y M.C.A.

30. BLUE SWEDE/Hooked On A Feeling

31. ANDY KIM/Rock Me Gently

32. REDBONE/Come And Get Your Love

CONOOM

34. MAGIC/Pilot

35. DAWN/What Are You Doing Sunday

36. SILVER/Wham Bam

37. AUSTIN ROBERTS/Rocky

38. WILD CHERRY/Play That Funky Music

39, HELEN REDDY/Leave Me Alone (Ruby Red Dress)
40. AL WILSON/The Snake

41, NICK GILDER/Hot Child In The City

42. HUDSON BROTHERS/So You Are A Star

43. SUGARLOAF/Don't Call Us, We'll Call You

44. PARTRIDGE FAMILY/l Woke Up In Love This Morning
48. RAM JAM/Black Betty

46. BOBBY SHERMAN/Julie, Do Ya Love Me
#¥GILBERT O’SULLIVAN/Out Of The Question

48. CHER/Dark Lady
49. MAXINE

50. RUPERT HOLMES/Escape (The Pina Colada Song)

Back Where We Started Bl 54

Here are WZLX/Boston's Top 50 songs from its “Top

33. BO DONALDSON & THE HEYWOODS/Who Do You Think You Are

fod
£

If you'd like to share your station’s oo(:ntdown info, write Mike Kino-
sian at R&R, 1930 Century Park West, Los Angeles, CA 90087 or fax me
at (213) 203-9763.

Gotham City Favorites

On-air solicitations for WCBS-FM/New York’s “New
York Top 500 Oldies Survey” bega’n late last month.

GOLD VAULT

Management

WWKL/Harrisburg promotes midday
personality Tom Shannon to PD . . .
WFOX/Atlanta elevates Promotion Di-
rector Tim Johnson to Director/Pro-
motions & Marketing.

Air Talent

KUDA/Las Vegas PD Amy Daniels
leaves to become midday personality
at KQQLU/Minneapolis . . . WWKL/Har-
risburg adds Chris Andree to middays
. . . Joining WGY-FM/Albany are Marty
Brandon (afternoons); Dave Scott

(evenings); and Brian McCormick
(parttime) . . . WKLL/Utica, NY names
Laura Coluzza nighttime personality.
She replaces Geotf Storm, who is up-
ped to middays . . . Mike Rivers joins
WOWO/Fort Wayne, IN as host of the
“National Oidies Request Show:
Chris Underwood is added to
WOWOQ's parttime staff.
Miscellaneous

KCBS-FM/Los Angeles AM drive
newscaster Linda Lambert and night
personality Gary Reld won several
thousand dollars as contestants on the
new “Shop Til You Drop” cable TV
game show.

Listeners are being invited to
vote for their three all-time favor-
ite songs. Participants will receive
a free survey poster after the
survey’s Thanksgiving weekend
broadcast.

It would be an understatement to
say the Five Satins’ ‘In The Still Of
The Nite” has dominated the sur-
vey. The tune has been the top
vote-getter every year of the poll’s
19-year history. Besides the Satins,
last year’s top finishers were the
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COLLECTION

B ARTLEY?' S

THE DOUBLE GOLD COLLECTION

The Double Gold Collection represents 2 brand-new, distinctive weekly radio shows produced and hosted by three-time

Billboard Award winner—Dick Bartley. Whether the format is oldies or gold-based A/C, here are 2 shows designed to

dramatically enhance any station’s weekend programming. ABC Radio Networks' Double Gold Collection is offered to radio

on a market-exclusive basis. For more information call Patricia Kresner (212) 456-5365 or FA X (212) 456-5449. Outside the U.S.

contact Radio Express 1-213-850-1003.
AMERICANGOLD

Contemporary in delivery, American Gold focuses on a
powerful mix of music from the 60’s and 70's. The founda-
tion of each week’s ;;rogram is the exclusive Top 10 count-
down from Billboard’s official Hot 100 charts of that era.
Artist interviews, listener requests and memories, and
capsule salutes to the most memorable movies, television

shows and personalities will round out the program.

AMERICAN
GOLD

WITH DICK BARTLEY

ROCK & ROLL’S GREATEST HITS
Following a format that Dick Bartley successfully developed
and is best known for, Rock & Roll's Greatest Hits is a live
all-request gold show. Each week, Dick will host a coast-to-
coast oldies party as listeners from all across America call in
their favorite songs on our toll-free request lines. The clas-
sic hits of yesterday meet the digital audio technology of
today, as Rock & Roll’s Greatest Hits features the best possi-

ble version of each song played directly from compact disc.

_
The Dick Bartley Show )
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JOEL DENVER

WBBQ: A Winning

Tradition Prevails

There’s a lot to be said for tradition, as evidenced by
WBBQ-AM & FM/Augusta, GA’s spring Arbitron. WBBQ-
FM’s 12+ rating climbed 21.5-23.0, and the station is No. 1
in every demo but 12-24 (Urban WFXA edges ahead for top
honors). WBBQ-FM'’s Birch was almost as impressive:
No. 212+ (20.9-21.0) just behind 'FXA, which notched 21.1-

21.4 for first place.

Augusta native and PD/10am-
noon personality Bruce Stevens
helped build the tradition when he
joined WBBQ in 1974. “I’ve worked
in this area my whole career. The
first and only other job I had was at
an AM station — WAKN/Aiken, SC
— where I was MD. One day [then-
local A&M promo rep, now Giant
President] Charlie Minor started
calling on me and the rest is his-
tory. I got started here as a week-
ender and was MD until three
years ago, when Harley Drew left
to join [crosstown] WZNY as GM.”

Stable Management

Despite his small market back-
ground, Stevens is familiar with
major market radio. He’s had plen-
ty of opportunity to observe what
goes on through peers at other sta-
tions. ‘‘The biggest mistake I see is
that there’s no commitment to the

Bruce Stevens

format, PD, and staff for any
length of time.

Y LOT-O-DOUGH
B} W e TICKET

$1,000

WBBQ LOT-O-DOUGH
TICKET
g s C 910801

WEDNESDAY

wm LOT-O-DOUGH
GAME TICKET

URSDAY
Ties 000

D 427230

numbers were cafled.

Daily game tickets and detachable reminder cards from WBBQ's “Lot-O-
Dough” direct madl contest lured ksteners to cal in and win cash when their

66

The biggest mistake
| see is that there’s
no commitment to
the format, PD, and
staff for any length
of time. Too many

owners and GMs
want 90-day
turnarounds in
Arbitron, and it’s
just not going
to happen.

99)

“Too many owners and GMs
want 90-day turnarounds in Ar-
bitron, and it’s just not going to
happen. The real growth of a new
station takes too long to show in Ar-
bitron. We’d better start looking at
Birch — especially in CHR. I don’t
trust someone to remember what
he listened to on Friday night when
he’s filling out a diary three days
later.

“Last year, Country WGUS-FM
became CHR WOPW for about 90
days. It didn’t get the huge impact
it expected and changed formats
again. Now they’re a clone of
[Rock/AC] WMMO/Orlando and
are still trying to get off the ground.

“If WOPW had stayed with it
they’d have made a dent in the
younger demos, forcing me to de-
fend the upper demos and give up
bragging rights to a huge 12+. We
were smart and waited them out.”

Stevens’s own situation is much
different. ““[Owner] George Weiss
put the stations on the air in 1949
and has been the owner ever since.
He’s absolutely the greatest guy to
work for and backs us up as well as
any major chain. If it weren’t for
his support we wouldn't be in the
dominant position we are today.
Savannah Valley Broadcasting
President/GM Birnie Florie and
George really give us what we need
to take care of business. In fact,
George still does a daily shift in one
of our four mobile news cars.

“It's all part of a very close
working relationship between the
staff and the community at large.
To do that you have to have 110%
support, and we've got it.”

)

Multiformat Competition
Stevens compared Augusta to
other markets that support multi-
format — instead of direct format
ition. “If this was true to
form to what'’s happening in other
markets, then the only Urban

CONTEMPORARY HIT RADIO

WBBQ's outdoor campaign supports Rs direct mail piece.

[WFXA] should be No. 1 by a long
mile, the AC [WZNY] should be
Na. 2, the only AOR/Classic Rock-
er [WRXR] should be killing us in
upper demos, and the market’s on-
ly Country [WKXC] just might be
a contender also. But we dominate
[nearly] every demo, including
12+, and will continue to do so.”

With morning man Mark Som-
mers in place for over a decade,
afternoon driver Dick Shannon at
'BBQ on and off for 17 years, and
night rocker Rob Collins holding
down that shift for 22 years, the
tradition continues. “We've even
gol some major market talent:
Mike Dineen came from WFIL/
Philadelphia years ago. He's Pro-
duction Director and handles some
weekends. The youngest member
of the staff is late-nighter Tony
Knight, my music assistant. The
newest staffer is overnighter
Robert Marx from afternoom at
WOPW.”

WBBQ-FM
Music Monitor

SweBe

While many CHRs are stopping
for spots only twice an hour,
WBBQ-AM & FM/Augusta, GA stil
finds that three stops work well:
122, :38, and :51. This alows PD
Bruce Stevens to balance out a
12-unit load with a quick commer-
cial set. Then it's back to the music.
Here's a recent 5pm hour.

BOB SEGER/Real Love
DEEE-LITE/Groove Is In The Heart
38 SPECIAL/The Sound Of
Your Voice
ARETHA FRANKLIN & GEORGE
MICHAEL/I Knew You Were
Waiting (For Me)
FIREHOUSE/Love Of A Lifetime
BILLY FALCON/Power Windows
LENNY KRAVITZ/it Ain't Over Til
it's Over
MADONNA/Into The Groove
MICHAEL BOLTON/Time, Love
And Tenderness
WINGER/Miles Away
HEFIVE/I Can't Wait
Another Minute
TOTO/Rosanna
CATHY DENNIS/Too Many Walls
MARIAH CAREY/Emotions

National Tastemaker

Stevens said the station conducts
basic research using retail and
phones. “Tony takes some of the
work off me by helping with the
research. I'd bet most stations in
our market size don’t have callouts
anymore, with the economy being
what it is. That’s OK — it lets us
use our ears to pick music.”

WBBQ-FM is nationally known
as a mainstream tastemaker. But
Stevens doesn’t ““care about the na-
tional picture on records. That’s
why we’ve been able to take some
shots. We play what'’s right for us.
We’ve had some success with alter-
native product recently and, lucki-
ly. never fell into the trap of play-
ing as much disposable music as so
many CHRs did.

m

| don’t care about
the national picture
on records. That’s
why we'’ve been
able to take some
shots. We play
what’s right for us.
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“I've been watching this dance
thing with a jaundiced eye and
believe the oversaturation not only
hurt the format but is still having a
serious effect on the recurrents and
gold that many stations are play-
ing. Much of that stuff went from
playlist to recurrents to the gar-

bage.

“I'm thankful the labels are now
helping out with better product.
They realize they can’t focus on
artists without catalogue potential.
Programming a winning station
properly is a seven-day-a-week job.
But I get added energy from our
success. I'm excited about the
music because there are some new
avenues to explore. It's really
helped make WBBQ sound better.”

Q-Card Cash

for market No. 109. “The ‘Q-Card’
was a huge success,” recalled
Stevens. “We had a wheel in the
control room which we spun for the
cash amounts and then called out a

Continued on Page 74




The more things change
the more they stay the same.

and you

«The marketplace will determine your playlist o

don’t have to stick your hands in it too much.
— Alan Burns
Radio & Records
November 17, 1978

Musical trends come and go, but over the past 2 decades
there’s been one constant— American Top 40. Listeners
worldwide have had their curiosity about chart facts and music
trivia satisfied by listening to AT40, which culminates in the
crowning of the # | record each week. Our success formula?
Simple —we play the top 40 hits and only those hits each week as
ranked by Billboard Magazine.

American Top 40, the countdown you have been counting on for 2l years

AMERICAN
* TOP40) %

WITH SHADOE STEVENS
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The new single
From the album SPARTACUS

100% Groovy U.K. smash!

PWR99 add 195 add
KRBE add G105 add
KTFM add WPXR add
HOT102 add KLUC 30-24
KS104 deb 23 KWOD deb 20
KPLZ on KMGZ add
93Q add KTRS add
WSTW add KTMT 38-32
OK95 add

MTV - BUZZ BIN

‘, E © 1991 Sire Records Company

HOT97 deb 28 WCKZ add
KBXX deb 20 KKXX deb 29
KS104 11-11 B95 18-11 Hot
PWR106 deb 33 PWR102 30-23
FM102 4-4 Hot KCAQ deb 40
KMEL 9-7 Z90 deb 28
HOT977 26-21 Hot KWIN 32-23
WQXA add

Urban Chart e

The new single
From the album X MARKS THE SPOT

“why can’t you
come home”

E © 1991 Reprise Records

CHR

Continued from Page 72

{ number. Cardholders called in to
" win. In addition, we did a direct

mail campaign which went to 100%
of the metro households. The
mailers had numbered panels
which directed listeners to tune in
at 7:20am to win $1000 — $5000 on
Thursdays. We had about seven
hits over 12 weeks; three of them
were for $5000. We also did some
outdoor and TV to back it all up.”

WBBQ-FM’s simplistic ap-
proach to audience appeal extends
to its on-air marketing. Aside from
using the TM/Century “KIIS” jin-
gle package and some sweepers,
“word of mouth is the best way to
advertise yourself,” observed
Stevens. “If your product is great,
word gets around. That’s why,
aside from an oldies hour from
1lam-noon — which we turn into a
request show on Fridays — we
don’t do a lot of hype or specialty
features on the air.

“We don't battle records, we
don’t have a ‘Top Eight At 8," and
no one on the air is named Holly-
wood because no one in town knows
anyone with that kind of name.
That may work well for other mar-
kets, but here we're very much
ourselves, We've avoided a lot of
industry cliches.

“WBBQ is really what we pound
home — 104.3 WBBQ-FM. It really
works and it’s easy to listen to com-
pared with some stations that have
so many phrases and liners you
can't really identify with any of
them.”

Visible Impression

Stevens makes sure WBBQ-FM
is out and about. ‘‘We've been pret-
ty visible this summer with a July 4
event at River Walk — an area
that's being refurbished in the
heart of downtown. About 200,000
people attended. Also ‘Arts In The

66,

No one on the airis
named Hollywood
because no one in

town knows anyone

with that kind of
name. We’'ve

avoided a lot of

industry cliches.
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Heart Of Augusta’ was a big at-
traction.

“We do just about anything that
makes sense from a listener bene-
fit standpoint. Charity concerts
have gone over very well. We had
Concrete Blonde perform on behalf
of the American Cancer Society,
Trixter for the American Heart
Association, and the LA'S for the

WBBQ: A Winning Tradition

Ronald McDonald House. We give
the charity the entire door and a
percentage of the drinks.

Stevens also talked about
WBBQ-FM’s news face. ‘Unlike a
lot of CHRs, we do news every day.
In the spring we had a huge flood
and used the [mobile news cars] to
keep the market aware of the situa-
tion.

“[Morning newscasts run] four
minutes each half-hour from 5:30-
9am. Then we cut back until after-
noon drive with four-minute up-
dates at 3:55, 4:55, and 5:55. It’s
this kind of special attention to en-
tertainment and information that
keeps us strong in so many demos.

“What WBBQ does isn't really
anything more than what the listen-
ers expect from us. They want the
right music, companionship, and to
know that we are a part of the com-
munity. Those elements have been
the basics of radio I grew up with,
and they’re still working here.”

MOTION

e WPRR/Altoona, PA re-
places PD Scott St. John with
midday/promotions man Dave
McCall.

Peter Masse moves from overnights
to afternoons at KRXY (KS104)/Den-
ver . . . Changes at KXXR/Kansas City,
MO: Overnighter Ben Jammin’ is
bumped up to Music Coordinator,
Brian Williams (aka Brother Weems)
from WLAN/Lancaster, PA joins the
morning team, and Jim Allan from
KKRZ (Z 100)/Portiand slides into after-
noons . . . KKRD/Wichita places Greg

“The Hit Man’’ Williams in the night
slot vacated by J.J. Jeftries KZl/
Lubbock morning man Steve Sever has
left to focus on his production com-

ANOTHER ELVIS SIGHTING — The folks at KPAT/Sloux Falls, SD
shared some big laughs with listeners by dressing up a 40-foot “muffler
man" as Elvis. Tickling the King's ear is APD Maxx Boogie.

pany. The new wakeup man is John
Griffin from crosstown country KKIK.
KQIX/Grand Junction, CO PD Char-
lie Michaels has had a change of heart
and is not heading to KFTZ/ldaho Falls
. WXXL (XL106.7)/Orlando ups
Mark Litton to Promotions Director,
and Kathy Bailes to Asst. Promo Dir
Doc Livingston is the new MD at
WBHV/State College, PA as Mike
Maze concentrates on mornings
KHTT/Santa Rosa, CA AM Producer/
middayer Mark Masters from cross-
town KKSR and promotes parttimer
Darrell Roberts to afternoons
WZAT (2102)/Savannah night jammer
Ralphie On The Radio — now called
The Judge — has switched to nights at
WOWI/Norfolk

WJMO/Cleveland adds Flats Enter-
tainment Assoc. VP Rosemary Vincl
(aka Madame LaRue) to the morning
team . .. WFLY (Fly 92)/Albany ups
Ellen Rockwell to nights, replacing
Jammin’ Jim Steele.

Ex-WKXX/Birmingham middayer
Jenna Foxx now does nights at
WMTX/Tampa . . . WWSF/Fort Walton,
FL Mktg. & Promo Dir. Bill Brock be-
comes MD/night rocker, succeeding
Rick Daily, who's now doing middays

WHJX/Jacksonville weekender
Tony Mann crosses the street to
WAPE for similar duties KMLE/
Phoenix morning producer Steve
Amari exits for mornings at WTXT/Tus-
caloosa, AL KIXY/San Angelo, TX
personality Tab Allen takes mornings
at WYAV/Myrtle Beach, SC.

Hildi Brooks from WYKS/Gainesville,
FL joins WXXL (XL106.7)/Orlando for
middays and Just Plain Mark from
WVKS/Toledo comes in for nights
WERZ/Exeter, NH adds parttimer Rob
Walker from WKSS/Hartford
KTMT/Medford, OR MD Grant Tressel
exits over budgetary problems
WHKEE/Huntington, WV Asst. PD/after-
noon driver Rick Steele leaves
WTHT/Portland, ME Creative Services
Dir. Steve Schneider departs
WWGT/Portland, ME middayer Jeff
Webster picks up weekends at
WPRO-FM/Providence KRXY/Denver
says goodbye to 24-year Traffic Man-
ager Virginia Bryant Warden.



FEELLUCKY, PUNK?

Booth 602 at Radio 91 is the perfect place to win an extraordinary prize. [Provided you’re lucky and smart enough

to pick the right question] During the show, if you can stump the MusicSCAN team with a music trivia question, you’ll
win six months* of free MusicSCAN software. Just think, flawless music rotations and great sound for half a year at no

charge. We just might make your day.

Music Scheduling Software
1-800-476-0469

*Six months. free. upon signing a two-year contract, New clients only
Any resemblance of the above illustration to any famous movie star is strictly coincidental, and
by the way, MusicSCAN does not condone the use of fircarms. Even in a sales pitch,
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“Set Adrift On

Memory Bliss”
KMEL add
KSOL add
WPGC add 30

KBXX add
KRBE add

Top 5 UK Single On Your Desk Now!

‘“never stop ”’

NOW ON 44 CHR STATIONS 44/11

WZOU add 31 HOT97 28-25
FM102 add WPGC 29-26
WDFX deb 27 KTFM 16-14
KS104 deb 25 PWRPIG 30-28
KGGI deb 22 PWR106 16-14
Q106 deb 26 KMEL 26-24

l PolyGram L abe! Group

1991 delicious vinyl, inc.

CHR PICTURE PAGE

A Better Mix

FRUITS OF THE LOOM — KKLQ (Q106)/San Diego hid four pairs of Gloria Estefan concert tickets in underwear
packages at a local store and challenged listeners to find them. Pictured with the winners on a pile of briefs are AMers
Rick Rurnble {with microphone) and John Murphy (third from right).

?‘ | l‘.. |
1y b{ ;
Z100'S EIGHT BALL — WHTZ (Z100)/New York brought out the heavy hitters to participate in its eighth birthday
bash and concert. Hanging out backstage at the Palladium are (i-r) Columbia's Jerry Lembo, President Don lenner,

Z100’s Steve Kingston, Mariah Carey, the station’s APD/MD Frankie Blue, and the label’s President Tommy Mot-
tola.

A HITTER WITH POWER — Michael Bolton huddles with the WAPW (Power 99)/Atlanta posse following a station-
sponsored charity softball game. Pictured are (back row, I-r) Columbia’s Lee Durham and Power 99's Paul Oss-
mann and Major Tom; (front row, I-r) WAPW's Rick Stacy and Leslie Fram, Bolton, and station staffers Reggie B.,
George Lowe, and Rob Kessler.




we have a
one track mind

Angel by Nikolaj Steen. Angel by Nikolaj
Steen. Angel by Nikolaj Steen. Angel by
Nikolaj Steen. Angel by Nikolaj Steen.

This rather redundant message has been
brought to you by Imago. When we say we
have only one track to work at CHR radio,
we mean it. Were committed. We're stay-
ing with it. And we’ll give you all the
support you need when you play it. You

WNVZ
KDWB
WPST 35-33
G105 28-25
WAPE 26-25

(-m

won't see us coming around with other artists or

other tracks this year. But you will see us com-

ing around. That’s because we really believe this

record is a hit. And if we've said it once, we've
said it a thousand times.

Angel by Nikolaj Steen. Angel by Nikolaj
Steen. Angel by Nikolaj Steen. Angel by
_ Nikolaj Steen. Angel by Nikolaj Steen.

WRVQ deb 35
KJ103 24-21
WNYP 32-28 hot
WOMP 11-10 hot
KISR deb 30

4'g0),

The Imago Recording Company « 152 W. 57th St. - New York * NY 10019
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AC

MIKE KINOSIAN

MODESTO OVERVIEW

ADULT CONTEMPORARY

Sunny Catches Fire

When Joe Kelly arrived as PD of CHR KFIV/Modes-
to, CA in summer 1988, he flipped the format to Hot AC.

“It lasted about a year, but didn’t
work,” he admitted. “This station
had lots of CHR heritage and [ after
the format change] people perceiv-
ed us as being a CHR playing wim-
py music. We changed calls to
KJSN [Sunny 102] and went to a
more serious, straight-down-the-
middle 2554 AC approach. We've
been doing it for about two years,
and it’s just now started to click.”

Record Cutback

The main thrust of Sunny 102’s li-
brary focuses on music from 1970-
77. Kelly commented, ‘“The meat
of the station — about five cuts an
hour — comes from that time
frame. It's a comfortable, famil-
iar-sounding station. But our cur-
rents and recurrents keep us
fresh.”

In preparation for this spring's
sweep, Kelly chopped about 300
tunes from the base library. “Mo-
desto’s an overserved male mar-
ket, and there aren’t many radio
choices for women. We wanted to
superserve 3544 females by play-
ing music specifically for them. We
eliminated lots of titles that might
be perceived as Classic Rock.

“It doesn’t do us any good to be a
‘me too’ station. We didn’t want to
play music listeners could hear on
[crosstown rival] KOSO or else-
where.”

Kelly finds himself competing
against an old rival at KOSO — PD
Max Miller. The two butted heads

KJSN
Music Monitor

Noon

10cc/The Things We Do For Love

WHITNEY HOUSTON/AIl The Man
That | Need

LIONEL RICHIE/Running With The
Night

EURYTHMICS/Sweet Dreams (Are
Made Of This)

MICHAEL BOLTON/That's What
Love Is All About

NATALIE COLE wiNAT “KING™
COLE/Unforgettable

GARY WRIGHT/Dream Weaver

SIMPLY RED/If You Don't Know
Me By Now

JAMES TAYLOR/Your Smiling
Face

LENNY KRAVITZ/t Ain't Over Til
It's Over

RIGHTEOUS BROTHERS/
Unchained Melody

JEFFREY OSBORNE/You Should
Be Mine (The Woo Woo Song)

TOTO/Rosanna

PHIL COLLINS/Do You
Remember?

Joe Kelly

in Colorado Springs when Miller
was at KKMG and Kelly was at
KIKX. ‘‘He’s a very good PD and I
have lots of respect for him. But he
doesn’t worry me that much,” Kel-
ly said. “I've beaten him once and
I'll beat him again.

“It wouldn’t be wise for KOSO to
come after us because we’ve al-
ready established our niche. We're

the perceived Lite Rock station —
we stole that position from them.
“KOSO's sort of the format of the
hour. It's heavily dayparted with a
zoo-like morning show. It puts the
brakes on at 9am and sounds like
us during the day. Then it puts the
steam on at 5pm and sounds like a
CHR at night. We're the same sta-
tion at 7am as we are at 7pm.”

Promotion Ploys

According to Kelly, there are al-
so definite promotional differences
between the two ACs. “We don’t
promote for the sake of promoting,
which is what KOSO does. Some-
times KOSO'’s sales department
programs the station. There are
many promotions on the air that
probably wouldn't be if the PD had
the ability to say yes or no.

*‘We only do big contests. People
don’t tune to us for free car washes
or movie passes. They come to us
for great music. KOSO’s always
straddled with running high spot-
loads. We're locked into 11 total
units in three breaks an hour — it’s
a very uncluttered presentation.”

In addition to approximately
$30.000 spent on television this

Ratings Race

CHR-turmed-AC KJSN/Modesto posted a No. 1 spring Arbitron 25-54
victory, as well as formidable No. 2 and No. 3 rankings in other key demos.
While neighboring KOSO trailed KJSN in the book (market No. 123), it
performed extremely well — appearing below the line — in the larger Stock-
ton (No. 87) survey. The following charts illustrate how KJSN and KOSO
fared in Arbitron and Birch. Arbitron TSL figures are shown in minutes per

day.
Arbitron
1834 25-54 3564 12+ TSL
KJSN/Modesto #2 #1 #3 96.0
{i KosoModesto 46 #5 #5 682
KJSN/Stockton DNA DNA DNA DNA
KOSOiStockton  #3 #2 #10 85.6
Birch
18-34 25-54 35-64
KJSN/Modesto  #5 #4
KOSO/Modesto #6 #9 #12
KJSNiStockton DNA  #26  #24
KOSO/Stockton #7 #15 #19

(Note: DNA means the station did not appear in that particular demo).

spring, Sunny 102’s outside media
mix included bus benches. “We
had about 150 of them throughout
Modesto. We also did a direct mail
campaign and gave away lots of
cash. KOSO had a ton of billboards
up and did plenty of on-air contest-
ing. Both stations spent a consider-
able amount of money.”

Ratings Game
A February power increase (3000-
6000 watts) also enabled Sunny 102
to compete for a share of the pie in
the larger Stockton market. That,
however, carries its own pitfalls.
“We run the risk of alienating Mo-

desto listeners. People in Modesto
hate Stockton and vice versa.
There’s a snob appeal attached to
living in Modesto; residents here
perceive Stockton as a slum. Peo-
ple would wonder why we would
bother mentioning anything about
Stockton on the air.”

Modesto’s spring Arbitron re-
sults show Sunny 102 holding the
upper hand over KOSO (Sunny’s
No. 1 25-54). “I was actually disap-
pointed we weren’t stronger 12+.
We won because of superior music
and consistency. I know they go
crazy over there [at KOSO] when-
ever we do well.”

KOSQ'’s Call For Consistency

In recent years, lack of consistency has plagued Ironically, KOSO's 2554 num-

KOSO/Modesto.

“This station’s experimented
with Hot AC, Gold-Based AC, and
Oldies for about 20 minutes,” com-
mented one-year PD Max Miller.
“We didn’t start putting things to-
gether here until about the first of
the year.”

Describing KOSO's present AC
position as upbeat and recurrent-
based, Miller remarked, “KOSO
could still be doing OK as a Gold-
Based AC if it didn’t react to mar-
ket fragmentation. KOSO would al-
ways try to outdo new competitors,
continuing to change its product
and react to the market. The sta-
tion should’ve waited for the mar-
ket to stabilize. [By not doing so]
KOSO basically gave up its po-
sition.”

Miller was brought in to help re-
verse KOSO’s alarming history of
downtrends. “We stopped going
down in the fall, and I thought we
made some good gains this spring
— considering we hadn’t kicked in
with any outside marketing. Right
now, we're superserving 25-34s,
which is basically where the hole
is."”

KOSO’s primary spring promo-
tion involved a Mazda Miata give-
away. “We did a ‘Key Song of the
Day’ and gave away $100 to desig-
nated callers when that song was

Max Miller

played,” Miller recalled. In addi-
tion to the $100 prize, each of the 93
winners (matching the station’s
frequency) received a key — one of
which started the car.
Stockpiling Stats

With no local TV in the market,
Modesto radio stations must rely
on cable. “That can be a blessing
and a curse,” said Miller. “It pre-
sents an interesting marketing
problem because you really can't
dominate a market in terms of tele-
vision just by making cable buys.
All stations in the market have a
problem promoting themselves.”

bers in the larger Stockton market
significantly overshadow its Mo-
desto stats. “We’re doing very well
there [Stockton] because we don't
have any baggage; we're essen-
tially a new radio station.

“KOSO's a regional station.
When you add Stockton to Modesto,
we're the desired radio buy. Our
cume was down, but our quarter-
hours were up in our female target.
That indicates we’re healthy and
on the right track.

“Our Modesto numbers are lag-
ging behind because of our bad im-
age and perception problem.
We've been a consistently bad sta-
tion and have been so many differ-
ent things with no focus. It’s going
to take time to get listeners to come
back because many Modesto peo-
ple have basically given up on us.”

Bee Sting

Miller indicated he was more
disappointed than surprised at this
spring’s No. 1 25-54 Arbitron show-
ing by crosstown rival KJSN (Sun-
ny 102).

“Sunny’s strength basically
came at the expense of [B/EZ]
KBEE, which was playing an in-
strumental/vocal mix, then went
back to primarily instrumentals. It
just died and Sunny was the bene-
ficiary of all those numbers. We
need an assist from KBEE.

“‘Sunny came in here with a good
focus and managed to steal KOSO's
mainstream AC position. There
aren't too many ACs that are lite
and hip; Sunny has managed to do
that

“It was No. 2 with 18-24 and 18-34
females and it’s been driving me
crazy. Sunny isn't making many
mistakes. [PD] Joe Kelly is a
bright guy. I'll have my hands full
with him there.”

KOSO
Music Monitor

Noon

ELTON JOHN/Club At The End Of
The Street
STEVE WINWOOD/Higher Love
AMBROSIA/How Much | Feel
AMY GRANT/Every Heartbeat
BOBBY BROWN/Rock Wit'cha
MARIAH CAREY/Someday
MICHAEL BOLTON/Love Is A
Wonderiul Thing
ATLANTIC STARR/Always
SHERIFF/When I'm With You
LUTHER VANDROSS/Power Of
Love/Love Power
GENESIS/Invisible Touch
DAN FOGELBERG/Longer
JANET JACKSON/Come Back To
Me




—
NELL DIAMOND

IPTHERE WERE .
e |

POP MUSIC'S MOST ENDURING ROMANTIC.

' R&RAC
BREAKER (P!

+17 conversion QR
Factor

HEAVY ROTATION
WWLI(Hot) KBIG (Hot) KOST (Hot)
WSRS (Hot) WTCB (Hot) WRVR (Hot)
WLTE KOS WEBE
WGLL KKLD KPAY (Hot)

o See Neil Live
On The Tonight Show
Friday, September 20th!

From The Album

LOVESCAPE

ON COLUMBIA.

le produced by Val Gara
Yl b
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HARVEY KOJAN

AOR.

Bruce & Mike’s
‘X’-Cellent Adventure

Public Support Gives Reno Rocker New Lease On Life

Considering the depressing stories I sometimes write
about format changes, mass firings, and the like, it’s par-
ticularly rewarding to relate the following saga of KTHX

(The X)/Reno.

The X, you see, recently came
back from the dead, revived by a
small-but-loyal audience that
refused to allow yet another adven-
turous radio station to quietly fade
away.

Here’s what happened: After en-
during nine months of red ink,
Olympic Broadcasting decided to
jettison the X’s eclectic format and
simulcast AM News sister KOH.
“It wasn’t a programming deci-
sion,” explains combo GM Michael
Espinoza. “It was purely economi-
cal. The ratings were decent, but
Reno is a very tough market for
advertising. There are more than
25 stations, but only a handful do
really well — one of them being our
AM. Everyone else has to struggle
for the rest of the pie.

“The war and recession certain-
ly didn’t make things any easier.
We did our best, but eventually
decided we couldn’t justify the AM
subsidizing the FM anymore. The
-X was in such a deep hole — the
station lost $180,000 this year —
that it was hard to ever see any
light at the end of the tunnel.”

Power To The People
Olympic expected to receive
some flack over the change, but
was not at all prepared for the in-
tense reaction that followed.
‘“The groundswell of listener sup-
port was unbelievable, and the lo-

THE X"
101 .7™

Sample Hour

PAUL SIMON/She Moves On
STING/History Will Teach
Us Nothing
BONNIE RAITT/Something To
Talk About
LITTLE FEAT/Roll Um Easy
CHRIS WHITLEY/Big Sky Country
ERIC CLAPTON/Lay Down Sally
JERRY GARCIA & DAVID
GRISMAN/The Thrill Is Gone
JOHN HIATT/Memphis In
The Meantime
MASSIVE ATTACK/Safe
From Harm
NEVILLE BROTHERS/Brother's

Keeper

Michael Espinoza

cal media immediately picked up
onit,” Espinoza says. “There were
multxp reports on every televi-
sion station. When you see that
kind of response it turns your head.
Listeners took out ads in newspa-
pers, circulated petitions, and ac-
tually pledged to support adver-
ﬁm ”

Those pledges were the key fac-
tor in the X’s return, as the
station’s AEs were able to turn
them into commitments from cli-
ents. “It wasn’t as simple as say-
ing, ‘Look at all of this listener sup-
port — now we can go back on the
air,” Espinoza explains. “We still
had to get the advertising dollars.
People had to put their money
where their mouths were.

“So we determined exactly what
kind of revenue commitments we’d
need to bring back the X. We put
together packages that required
six-month commitments from all
our advertisers, which would get us
through till at least the next ratings
period. We had different rates for
each advertiser, but everyone had
to commit for six months. I took
everybody off AM sales and put
them on FM sales for one week.
And everybody came through. It
was just incredible.”

Two weeks after dropping the X,
Olympic completed its about-face
and decided to put the format back
on the air. ‘“We called the FM staff
and asked if they were interested in
coming back, which they were.
Then I called a press conference
and made the announcement. All of
the TV stations showed up and put
it on their news that evening. It
also was on the front page of the
paper. We went back on the air
three days later, and it was as if we
didn’t miss a beat.”

ALBUM ORIENTED ROCK

Ratings-Proof?

While a ratings increase in the
fall book would certainly enhance
the X's chances for long-term suc-
cess, Espinoza says the most im-
portant factor may be the new
bond forged between listeners and
advertisers.

“What came out of this whole
situation is that the X may almost
be ratings-proof. The listeners are
so devoted they’re willing to sup-
port our advertisers just to keep
the station on the air, and our cli-
ents understand that. I believe the
advertisers will continue support-
ing the station even if the next book
doesn’t show a lot of growth.

“This was a great educational
process, and I think the radio in-
dustry in this market benefited.
The listeners came to realize how
important advertising really is to
commercial radio. People learned
that if they like a particular sta-
tion’s programming they’d better
support its advertisers.

“Right now things look healthy.
Given the press we’ve received 1

can't possibly see us dropping in
therahngs I see a lot of people
coming out of the woodwork who
didn’t know the X existed. They’re
sampling us, and I think we’ll have
a great book. This was the hump
we needed to climb to take the FM
to the next level.”
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The listeners are so
devoted that they’re
willing to support
our advertisers just
to keep the station
on the air, and
our clients
understand that.
— Michael Espinoza

Roller Coaster

Ironically, X PD/morning man
Bruce Van Dyke thought the sta-
tion had crawled over the hump be-
Jore the format was temporarily
turfed.

“You talk about being on a roller
coaster!” Van Dyke says. “When
we got the summer book and saw
some solid growth in key demos, I
thought we were really ready to
fly. The day after I called the staff
together to congratulate them was
the day we got axed. We were com-
pletely stunned. We didn’t feel at .
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PETITIONS
ARE
AT

IF YOU LOVED

THE
W

_fFM
KTHX

PETITIONS ARE BEING
CIRCULATED TO SHOW
SUPPORT BY LISTENERS
TO RESTORE THE X TO
THE AIRWAVES.

B Recycled Record 826-4119
B Soundwave C.D. 825-5044
8 Sierra Cyclesmith 882-9253
B Cartoon Junction 825-7225
B Music Land 826-8896

SHOW YOUR SUPPORT. TELL A FRIEND!

THE X IS ALSO ACTIVELY SEARCHING FOR POTENTIAL BACKERS
FOR MORE INFORMATION 829-9252

Six days after the X was axed, this ad appeared in the local paper, com-
plete with Van Dyke’s home phone number.

all like failures. We felt like
something went wrong, and it
wasn't us.

“As we cleared out I told the
airstaff, ‘Look, we have something
here. It would be terrible to have it
cut off like this, so I'm going to try to
find a new home for us.’ There are
a few FMs in this market that are
in worse shape than us, and I figur-
ed my best shot would be to con-
vince someone we could just pack
it up, move over, and get it back on
the air quickly.”

Van Dyke says keeping the staff
together was no problem. “Olym-
pic gave each of us a one-month
severance package, so nobody was
desperate. And there was no dan-
ger of the fulltimers going to any
local stations, because we had all
been spoiled by doing this for nine
months. It’s one of those idyllic
radio jobs if you're involved in
music at all. We wanted to continue
doing this kind of eclectic rock
radio. So I told the others to sit
tight; we weren’t going to just roll
over and die.”

Not Fade Away

With his staff intact, Van Dyke
immediately hit the phones. Then
the reaction started coming in.

“It didn't take long to see that
our audience was pouring it on the
station and the local media at a
very impressive rate. Letters and
petitions started piling up, and
things got really interesting. Most
of the time when you announce a
format change you get a few let-

Bruce Van Dyke

ters, then the disgruntled listeners
fade away pretty quickly. But it
became obvious that wasn’t the
case.

“Baby boomers are commonly
portrayed as being pretty apathet-
ic. It takes a lot to get them off
their asses. And here we had a
bunch of folks who represent a
choice demographic really getting
ornery and vocal, so much so that
Olympic started to take notice.
They realized they had something
that was a bit out of the ordinary.
About a week after the change the
owners told me they were recon-
sidering, and I started to believe
we just might come back.

“Looking back, I think the listen-
ers wrote just to express their
general dismay. I don’t think any

Continued on Page 82
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For nearly a decade, TAPSCAN has provided broadcasters, internationally, with microcomputer
software solutions in sales, programming, management information and rate structuring.

Combined with a variety of quantitative and qualitative ratings data, TAPSCAN systems provide
cutting-edge tools for sales departments, flawless music rotations in programming, and detailed reporting
of information for management. All TAPSCAN sales systems generate stunning three-dimensional, color
presentation reports in a couple of keystrokes. And, our entire product line is backed by the world’s finest
training and support, provided both in person or through our toll-free service hotline.

Join over 1200 satisfied TAPSCAN clients who are enjoying the successes of using TAPSCAN soft-
ware. Give us a call today.

TAPSCAN is the Science of Radio Sales, Programming and Management.

3000 Riverchase Galleria ® Suite 850
Birmingham, Alabama ¢ 35244
205-987-7456
Boston * Chicago * Los Angeles ®* Toronto * Vancouver
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STICKY FINGERS — WLUP/Chicago afternoon driver Bobby Skafish (r)
parties with restaurateur Bill Wyman, who owns a popular London estab-
lishment called Sticky Fingers. When he's not pampering hls guests, Wy-
man likes to play in a rock ‘n’ roll band.

Bruce & Mike’s
‘X’-Cellent Adventure

Continued from Page 80

of them expected any positive re-
sults. They wrote because they felt
they had to write. It was really
gratifying to see we had touched a
nerve with an audience that, over
time, has gotten a little blase about
life.”
No Stunt

A confirmed cynic might wonder
whether the whole deal was merely
an elaborate publicity stunt. “It
worked out to be a fantastic public-
ity windfall,” Van Dyke acknow-
ledges, “but anybody who knows
me knows I'm about as crafty as
Jethro Clampett. If we had tried to
pull this off it would have blown up
in our faces, and we would have
looked foolish.

“Olympic was simply smart
enough to capitalize on the situa-
tion. Once they saw the publicity

JOAN JETT &
THE BLACKHEARTS

“BACKLASH”
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Looking back, | think
the listeners wrote
just to express their
general dismay. |
don’t think any of
them expected any
positive results.

— Bruce Van Dyke
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machine in motion and the great
reaction from a literate, loyal au-
dience, they started thinking,
‘Maybe we can turn this around
and take advantage of it” The
whole thing really is kind of amaz-
ing. Hell, I never thought we’d be
back.”

CYNTHIA JOHNSON

Ll =~

PANIC IN ATLANTA — Fifty WKLS/Atlanta contest winners and station staffers joined Widespread Panic for a pre-
show party. Ready to rock are (standing, I-r) band manager Sam Lanier, Widespread fanic’s David Schools,
Capricorn’s Jeff Cook, band members John Bell, Todd Nance, and Domingo Ortiz, Capricom's Phil Walden, and the
group’s Michael Houser; (kneeling, I-r) WKLS MD Beth Kepple, personality Alan Ayo, and the band’s T Lavitz.

SHADES OF TWO DUDES —
Greg Allman (r) visits with WXRK/
New York air personality Jimmy
Fink

Former Pirate Radio, Pollack Media, KLOS

WHAT WAS THE FIRST RECORD YOU BOUGHT?
C: BEATLES, ‘Do You Want To Know A Secret?”

(Veeday Records)

WHO WAS THE FIRST PD TO TAKE YOUR CALL?

C: Tommy Hadges, KLOS.

WHEN DID YOU LOSE YOUR VIRGINITY?
C: | went all the way with a boyfriend

after an orthodontist appointment.

YOUR FIRST PRIORITY THIS WEEK:

WHFS
WBCN
WBAB
WNEW
WMMR
WWDC
KLOL
WNOR

Track: @

KSAQ
KRXQ
KOME

New Rock @

SEGUES

New WLAV-FM/Grand Rap-
ids PD Denny Schaffer slides
into momings this week; inter-
im 'LAV wakeup man Steve
Labenz moves to 4-8pm . .
CJAY/Calgary flips to Classic
Rock ... KXRX/Seattle per-
sonality Gretchen Hart takes
nights at WRXL/Richmond
Kris Rosiensmutek succeeds
Kelly Campbell as Program-
ming Assistant at KXRX/Seattle

Harris Communications
inks two new AORs: WSFL/
Coastal NC and WFXX/Willi-
amsport, PA DeMers
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