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Europe Wants Eureka DAB

Americans resist Canadian pressure to use
L-Band; digital receivers to appear in ‘95

MONTREUX, SWITZER-
LAND — Broadcasters are
planning the total elimination of
conventional AM and FM
broadcasting in Europe within
18 years in favor of digital audio
broadcasting, according to in-
dustry experts meeting at a glo-
bal DAB conference here.

European broadcasters at-
tending the First International
Symposium on DAB are mov-
ing quickly to build global sup-
port for adoption of Eureka-147
digital audio broadcasting tech-
nology as a worldwide stand-
ard, while American engineers
struggle to develop a working
prototype of in-band DAB
equipment.

Canadian broadcasters at the
conference have repeatedly
urged the United States to re-
verse course and back L-band
frequencies for DAB use. The
U.S. delegation at the recent
World Administrative Radio
Conference in Spain successful-

ly blocked any allocation of the
L-band spectrum for American
DAB use because of pressure
from the Pentagon.

DAB Odyssey 2010

The first consumer Eureka
DAB receivers are scheduled
for introduction and sale to the
public at the 1995 International
Radio and Television Exhibition
in Berlin, Eureka Project of-
ficials said. If all goes as plan-
ned, FM broadcasting will be
phased out in Europe beginning
in the year 2010, having been
completely replaced by terres-
trial DAB, operating in the VHF
and UHF TV bands.

Despite losing its past support
from the NAB, Eureka is still
vying for acceptance as the U.S.
DAB standard. “We will submit
our system for testing by the
Electronic Industries Associa-
tién,”” Eureka-147 Director
Egon Meier-Engelen told R&R.

DAB/See Page 48
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a check for $100,000 — in the first Mercury Awards for Ra-

dio Advertising, sponsored by the RAB's Radio Creative
Fund. Richards's "Singing Phone Number” spot promoting Motel 6
was voted Gold Award Winner, while two other Motel 6 spots also
earned awards. Other multiple winners included Molson Breweries
(four spots) and Nynex Information Resources (three). Pictured
above at the ceremonies are (I-r), KIS-AM & FMiLos Angeles’s
Rick Dees, WCBS-FM/New York's Bruce Morrow, and Unistar's

a creative team from The Richards Group won top honors —

St. John PD At 'NEW-FM

Utz exits, opens T.N. Broadcasting

WNEW-FM/New York mid-
dayer Pat St. John, a Big Apple
personality for nearly 20 years,
has been elevated to PD at the
Group W AOR. A first-time pro-
grammer, St. John succeeds
Ted Utz, who has opened his
own firm, T.N. Broadcasting.

“When you walk into a radio
station of WNEW’s stature
where your staff has over 140
years of on-air experience, you
need a special type of PD who
can interact with these powerful
personalities,” VP/GM Kevin
Smith told R&R. “In the 90 days
I've been here I've learned that
Pat is that kind of person.”

“T never seriously considered
programming before, but this
opportunity is a dream come
true,” St. John remarked. “The
station’s on a roll — it’s our 25th
anniversary — and I’'m going to
give it my all.”

St. John joined WNEW-FM in
1987 after a 15-year stint in af-
ternoons at crosstown WPLJ.
Prior to that he spent five years
on-air in Detroit.

St. John’s promotion and
Utz’s departure end months of

b

Anselmo Upped
To Irite VP

KFAN &
KEEY/Min-
neapolis VP/
GM Mick An-
selmo has
been ap-
pointed Re-
gional VP for
the Malrite
Communica-
tions Group.
In addition to
his Minneapo-
lis duties, Anselmo will oversee
operations at Malrite Country
combos KLAC & KZI1.A/Los An-
geles and KNEW & KSAN/San
Francisco.

“In just four years, Mick has
built a closely knit, high-
performance staff, nearly dou-
bled [Country] K102’s audience
and revenue shares, secured
broadcast rights to the Minne-
sota Timberwolves, Vikings,
and Gophers, signed on all-
Sports KFAN, and created a
total selling system that in-
cludes direct marketing, televi-
sion, and print,” said Malrite
President/COO John C. Chaffee
Jr.

“Mick, [KLAC & KZLA VP/
GM] Norm Epstein, and [KNEW
& KSAN VP/GM] Bruce Blev-
ins have worked together for
several years. This new assign-
ment allows us to take advant-
age of the synergies of three
vibrant Country markets.”

Anselmo commented, “I ad-
mire and respect our teams in
L.A. and San Francisco and
look forward to this new leader-
ship role. The focus for the 90s
ANSELMO/See Page 46

Anselmo

speculation about the station’s
PD chair. Utz, who has also re-
linquished his Group W corpor-
ate duties, described his new
venture as a ‘“multidimensional
media company workirg with
talented people in the broad-
casting, music, and program-
ming industries.” His fiagship

WNEW-FM/See Page 48

Evergreen’s
FCC Fight -

vergreen Medis's dis-
Epute with the FCC over a

$6000 indecency fine is
almost three years old . . . with
no resolution in sight. Presi-
dent/CEQO Scott Ginsbarg and
Exec. VP/ICOO Jim deCastro
toid R&R's Ron Rodrigues that
they'd like to see better-defined
guidelines that are flexible
enough for local community !
standards. They also want to be
treated the same as T\, which
rarely gets a second lcok from
FCC enforcement officials.

To showcase its point, Ever-
green prepared an 1&-minute
video chock full of racy langu-
age from national primesime and
daytime TV. Some examples:

o “Civil Wars”> — The !
show’s protagonist use:3 “penis”
seven times in a 3C-second
span.

¢ “‘Studs’> — A contestant
said, “You gotta love a man who
can talk while he plays with his
probe,” and “He gave it to me
just the way | like it — slow and
hard.” x

¢ ‘‘Jenny Jones’' — Guest
comments: “After | have sex
with my boyfriend, | wsill get on
top and I'll have an orgasm . . .
and then 'k yawn” . . . “i could
always come, that's been no
problem” . .. “if you have to
pass gas while you're in bed
with your girlfriend, wkat do you
do?’ ... “How do jou get a
woman to use less testh during
oral sex?”

¢ “Taking Back My Life'' —
“He made me have oral sex with
him . . . that if | didn't make him
come, or if L hurt him in any way,
that he would kill me "

NAB: No Hzalp

Evergreen execs also com-
plain of virtually no help from the
NAB. “They don’t appear to be
that interested in the concerns |
‘of major market radio broadcast-
ers,” remarked Scoft Ginsburg.

See compiete interview
on Page 18.
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PETER
“Restless Heart”

THE NEW SINGLE

The instantly recognizable voice of Petzr Cetera propelled such pop
smashes as “Glory Of Love” and “ "< Next Time I Fall” to No. 1.
and ‘ One Good Woman” and * Acte- All” into the Top 19.
G_ve it a spin, and rediscover te :lassic Cetera sound.

Produced by Andy Hi | and Peter Cotera Manzgement: Joff Wald Entertainmens

Fromhe album World Falling Down J=£f Walg, Kelly Ke vb- © 1992 Warner Bros Recors ke
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Capitol Eyes On 50th

Capitol Records kicked off its yearlong celebration of the label’'s 50th anniversary with a star- studded party at the
company’s landmark Tower in Hollywood last week. Joining EM! Music President/CEO Jim Fifield, Capitol-EMI Music
President/CEQ Joe Smith, and Capitol Records President Hale Milgrim were L.A. Mayor Tom Bradley (who proclaimed
June 4 to be “Capitol Records Day”), L.A. Councilman Michael Woo, NARAS President Michael Greene, and a
plathora of Capitol artists past and present. Among those posing for the family portrait are Les Paul, Richard Marx, Ray
Anthony, Freddie Jackson, Ella Mae Morse, the Smithereens, the Lettermen, Poison, Maria Cole (widow of Nat), and
Dorothy Wallichs (widow of iabel co-founder Glenn Wallichs).

R

Battison Exits
Westwood One

Westwood One Inc. President
Bill Battison has resigned after
seven years with the company.
Battison will not be replaced and
his position was eliminated.

“Bill has played an important
operational role in the company
over the last seven years,” said
WW1 Chairman/CEQ Norm Pattiz.
“Among his accomplishments was
the acquisition of the NBC Radio
Networks. He also played a key
role in the building of the Westwood
One Radio Stations Division. I
know there are many people at the
company who join me in wishing
Bill well in the future.”

“I had a very satisfying time at
Westwood One,” Battison stated.
“In addition to NBC and the radio
stations, we oversaw quite a bit of
expansion, which I'm very proud
of.” BATTISON/See Page 46
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Wmer Upped To
WXRT VP/Prog |

Longtime
WXRT/Chicago =
PD Norm Winer §
has been pro-
moted to VP/
Programming.
He’s program-
med the eclectic
Diamond Broad-
casting New h
Rock/AOR outlet X
since 1979.

“This is an ac-
knowledgement of Norm’s incredi-
ble contribution to the success of
this radio station over the years,”
said WXRT GM Harvey Wells.
“It’s the title most befitting his re-
sponsibilities here.”

Winer told R&R, “‘I've been very
fortunate to spend my last 13 years
working at a station where you can
succeed while maintaining your
sense of honesty and idealism.”

Despite his time-consuming in-
volvement in Rotisserie baseball,
Winer has recently led WXRT to
the best ratings in the station’s 19-
year history. Prior to joining

WINER/See Page 46

Winer

KMPC’s Jumpin’ Jock Flash

Waest outlet KMPC/L.A. erected a Sunset Strip billboard that sports

an incredibly lifelike three-dimensional jock strap, even if it looks a bit
on the small side. Pictured in a jocular mood are (I-r) PD Len Weiner, GM
Bill Ward, Director/Advertising & Promotions Robert Lyles, and Advertising
& Creative Services’ John Reeder and Tom Binnion.

To turn listeners on to its recent switch to an all-Sports format, Golden

\(

Noble Promotes Parmgom To Ec VP

Opens merchandising, sports marketing offices

David Parnigoni has been nam-
ed VP/Eastern Division of Noble
Broadcast Group, and has opened
the new East Coast office of Noble
Merchandising Services and NMS

Pollack Media’s

Weish Promoted

Pat Welsh has
been promoted to
VP/Music Pro-
gramming at
Pollack Media
Group.

“Pat’s versatil-
ity in all the crit-
ical aspects of
competitive pro-
gramming has
resulted in num-
erous success

_ _

Welsh

stories for our client stations,” said
PMG Chairman/CEQ Jeff Pollack.

“I appreciate the confidence that
Jeff has shown in me during my

four years here,” Welsh said. “T'm
looking forward to getting involved
in even more aspects of the com-
pany. There are no limitations as to
what I can do.”

In addition to music programmr-
ing, Welsh will continue to act as
PMG’s chief liaison with record
companies.

Sports Marketing. He will be re-
sponsible for coordinating all na-
tional sales with Interep and the
Noble stations.

“We hope to develop a new rev-
enue stream. Vendor advertising
and marketing is the wave of the
future. It’s long-term, but it’s a
good source of new revenue for our

PARNIGONI/See Page 46

Krysz Named PD
At KEGL/DaIIas

Brian Krysz,
TK Communica-
tions VP/Pro-
gramming and
on-site PD of
AOR WSHE/Mi-
ami, has joined
Sandusky CHR
KEGL/Dallas as i
PD. Krysz, who
begins his new
duties at the end
of this month, re-
places Joel Folger, who exited two
weeks ago.

“We met with several folks and it
was a hard choice, but there was
something about Brian’s energy
and enthusiasm for the station,”
KEGL VP/GM Donna Fadal told

KRYSZ/See Page 46

Krysz

WAL amercanradiahisteorns.com

JUNE 12, 1992

FEATURES

RADIO BUSINESS: Paxson-TM deal falls through . . . . 4
NEWSBREAKERS .. ... ... ... .. . ... ... ... 13
R&R INTERVIEW: Scott Ginsburg and Jim deCastro . 18
OVERVIEW

® MANAGEMENT: Avoiding major

marketingmistakes . . . . ... ... 22
® SALES: Marketing musicinthe'90s . . . .. .. . .. 24
® MEDIA: More nude Madonna pics! . . .. .. .. ... 28
O LIFESTYLES: Women's ad attitudes . . . . . .. . .. 31
® TECHNOLOG Y: Home electronic sales survey . . . 32
STREET TALK: Stern blows Chernoff's cover . ... 38
TIMELINE . . . . . ... ... .. ... . ... 44
COMPETITIVE EDGE: Quality control revisited . . . . . 50
PERSPECTIVES: Returntogutradio ... ... .. .. 52
PERSPECTIVES: Cranking out morerevenue . . . . . . 54
RATINGS & RESEARCH: Assessing project accuracy 56
AIR PERSONALITIES: How to position yourself . . . . 58
MuUsIC
O MUSIC DATEBOOK . .. ... . . ... ... .. .... 64
O COMPACTDATA . .. .. . ... .. . ... ....... 64
OPOLLSTAR . .. . . . .. . . 66
MARKETPLACE . . . .. ... . ... ... ......... 92
OPPORTUNITIES . . . . . ... ... ... ......... 95
FORMATS
GOLD: WXTR/DCturns 1O . . . ... ... .. ... . ... 60
NEWS/TALK: Format's responsibility for truth . . . . . 62
NACIContemporary Jazz: Rock-solid KJAZ/SF . . . . 68
CHR: KUBE dancesonKPLZ . . . .. . ... ... ... 71
NEW ROCK: Chaos in Salt LakeCity . . .. ... . ... 74
AC: SheddinglightonlLite . .. .......... ... .. 78
UC: WJUTT/Chattanooga promotes harmony . . . . . .. 82
COUNTRY: First-time numberones . . . .. .. .. .. 85
Nashville This Week: Headhunters update . . . . . 86
AOR: Cleveland faces ‘TheEnd” . . . .. . ... ... .. 88

MUSIC INFORMATION

NATIONAL RADIO FORMATS .
MUSIC VIDEQ: MTV, VH-1, Jukebox Network lists . 66
WORLD MUSIC OVERVIEW: UK, Australia,

Canadacharts . . . .. ... ... ... ... ... . 66
URBAN CONTEMPORARY .. . ... . ...... .. . 98
COUNTRY . . . . . . . 102
COUNTRY SONG INFORMATIONINDEX . . . . .. 105
CURRENT-BASEDAC . . . ... ... ... ... . .... 107
ASSOCIATEREPORTERS . . . . . .. .. ... . ... 109
NAC .. 110
CONTEMPORARY JAZZ .. . ... ... . ... ..... 110
AORTRACKS . . . ... ... ... . ... . ........ 112
NEWROCK . ... ... ... . . .. .. .. ... 114
AORALBUMS . . . . . . ... .. . . ... ... ... 116
CHR . . . . 120
PARALLEL CHART ANALYSIS . . . . .. ... ... .. 132
AC, AOR, CHR, COUNTRY,

URBANCHARTS . . . .. ... . ... .. ... BACK PAGE

NEW ROCK, NAC,

CONTEMPORARY JAZZ HIGHLIGHTS . . BACK PAGE

Note New Area Code
Subscription Information 310-553-4330

R&R is published weekly, except the week of December 25th. Subscriptions are available for
$275.00 per year in the United States or $695.00 overnight delivery (U.S. funds only),
$295.00 in Canada and Mexico, and $495.00 overseas (U.S. funds only} from Radio & Rec-
ords, Inc., at 1930 Century Park West, Los Angeles, California 90067. Annual subscription
plan includes the weekly newspaper plus two Ratings Report & Directory issues and other
special publications. Refunds are prorated based on the actual value of issues received priof
to cancellation. Nonrefundable quarterly rates avallable. All reasonable care taken but no re-
sponsibility assumed for unsolicted material. R&R reserves all rights in material accepted for
publication. Al letters addressed to R&R or its Editors will be assumed intended tor publica-
tion reproduction and may therefore be used for this purpose. Nothing may be reproduced in
whole or in part without written permission from the Publisher. The terms AOR, ADR Tracks,
Back Page, Breakers, Most Added, Nationai Airplay/30, Parallels, R&R, Compact Data, and
Street Talk are registered trademarks of Radio & Records © 1992. POSTMASTER: Send ad-
dress changes to R&R, 1930 Century Park West, Los Angeles, California 90067.



www.americanradiohistory.com

4ersr ine 121902 IRADIO BUSINESS

Groups Wary Of Ratings Role
In Radio Ownership Limits

Several broadcast groups have told the FCC that its
new radio ownership rules are too dependent on volatile

Arbitron ratings data.

In recently filed petitions for re-
consideration of the new regula-
tions, the groups complained that
audience data fluctuates too much
to form the basis for determining
market size and a station’s true in-
fluence in its market.

Under the new rules, the number
of stations a licensee may own in
any particular market would be de-
termined by the number of stations
in that market — the more stations
in the market, the more properties
(up to a maximum of six) a licen-
see may own. The rules would also
forbid a licensee from acquiring a
station if the resulting multiprop-
erty combo would draw more than
25% of the local audience share.

According to a petition filed on
behalf of 17 groups, including
Booth American and Paxson En-
terprises, the audience share cap
would be “subject to manipulation”
and “inequitably applied.”

The groups also criticized the use
of Arbitron listings to determine
the number of stations in the mar-
ket. That information, they said,
changes too much from book to
book to permit broadcasters to
make long-term acquisition deci-
sions.

For example, the groups pointed
out that San Antonio had 31 Arbi-
tron-ranked stations in Fall '91 —
up from 29 in the Spring '91 book.
“Based on the spring radio ranking
results, a radio broadcaster in San
Antonio owning one AM station

e s R

could buy just one more. Absent a
crystal ball, the same broadcaster
would have no way of knowing it
could buy two, rather than one, AM
stations if it waited a few more
months until its market tier chang-
ed upon release of the fall ratings.”

Alternatives

Cox Enterprises, which echoed
that argument, suggested the FCC
use the results from one ratings
period to define market size for a
three-year period. As an alter-
native, Cox said, the agency could
define markets by MSA size or
some other population or geo-
graphical standard.

Sconnix Broadcasting urged the
FCC to drop both the sliding scale
local limits and the 25% audience
cap infavor of a two AM/two FM

local ownership cap. In the most
heavily radioed markets, Sconnix
added, a licensee should be permit-
ted to own an additional FM. In
markets with fewer than 15 sta-
tions, a licensee should be permit-
ted to own up to three stations, no
more than two of which can be
FMs, provided the co-owned sta-
tions constitute less than half of the
stations in the market. According
to Sconnix, the 25% cap would bar
many AM/FM combinations, leav-
ing some stand-alone AMs to
wither and die.

Sconnix also said it could live
with a reduction in the national sta-
tion ownership limit from 30 AM/30
FM to 25/25 if the move would help
ensure that the new rules go
promptly into effect. NAB recently
suggested that such a reduction
might avoid a protracted fight with
congressional critics of the new

S R R

Senafe Adopts Overnight

Safe Harbor Measure

NPR tells court ‘F-word’ broadcast was legit

When is it acceptable to say the word “fuck” on the ra-
dio? When it’s an integral part of a serious news story, ac-
cording to National Public Radio (NPR).

NPR’s assertion appeared in a
court brief filed even as the Senate
was approving Sen. Robert Byrd’s

appeals court.

According to a joint filing by nine
organizations lead by Women in
Communications  (WIC), “Rein-
statement of the gender praference
is in the public interest because . . .
diversity of cwnership leads to di-
versity of programming, regardiess
of whether it takes the form of
‘women-oriented’ progremming

The coalition made is fiing as
part of the FCC's inquiry into what
criteria it should apply when weigh-
ing applicants for new broadcast
licenses. That proceeding was
made necess&y by a federal ap-
peals court's recent finding that the
Commission may be putting too
much emphasis on criteria related
to “integration” - the extent to
which the owners of a new station
will actually operafe it

In its filing, the WIC coalition con-
tended that the appeals court’s rul-
ing applied only to the case in
which it was issued and does not

Women Seek Return
Of Female Preference

codlition of women’s groups asked the FCC to rein-
state the female comparative licensing preference,
which was thrown out earlier this year by a federal

-ence conflictad with a congression-

constitute a bar to the implementa-
tion of a female preferénce. Such a
preference is constitutionally per-
missible, the groups said, because
it is narrowly faliored to mest the
public’s interest in fostering broad-
cast diversity. Additionally, they
argued alimination of the prefer-

al mandate forbidding the FCC from
dropping any of its minority or
female ownership programs.

In a separate fiing, American
Women in Radio and Television
{AWRT) blasted the court's deci-
sion, written by Clarence Thomas,
and called efimination of the prefer-
ence a “clear violation” of an act of
Congress.

While WIC supported fhe integra-
tion criteria, other groups were less
enthusiastic. NBC and CBS both
urged its elimination as a factor in
license proceedings.

(D-WV) measure to limit sexually
explicit material to midnight-6am.

In a filing with the U.S. Court of
Appeals for the District of Colum-
bia, NPR contended that its 1989
broadcast of a “fuck”-laden dia-
tribe by convicted mob boss John
Gotti was not indecent because it
aired in the context of a serious
news story and wasn’t designed to
titillate the audience.

NFPR'’s filing is an attempt to de-
rail a Tennessee man’s efforts to
persuade the court to make the

Continued on Page 10

Battle At FCC
Over Dark
Cheyenne Combo

KUUY & KKAZ/Cheyenne, WY
remain off the air as a bankruptcy
trustee tried to convince the FCC to
provide valid licenses for the com-
bo. But a competitor claimed past
violations at the stations are so ser-
ious their licenses should be revok-
ed.

In a series of three license trans-
fers filed simultaneously in Febru-
ary, bankruptcy trustee James
Dinneen asked the FCC to “cure
errors that were committed when
the licenses were initially
assigned” from KWY Inc. A narra-
tive compiled by Dinneen’s lawyer

Continued on Page 10
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Paxson/TM Deal Dies

hat soured Lowell “‘Bud’’ Paxson’s $8.6 million

deal to buy Dallas syndicator TM Century Inc.?

Paxson said he doesn't know . . . and neither
does veteran TM CEO David Blyth — who's now out of
work. Company officers, including new CEO P. Craig
Turner and Corporate Secretary Carol Peek, won't com-
ment.

Last month, Paxson announced plans to buy a controlling interest in
TM from three stockholders, including a trust benefiting majority
shareholder Marjorie Mcintyre. Paxson planned to use TM as a vehicle for
taking his new Paxson Broadcasting chain to the public stock markets.
The company's stock soared from about $1 to more than $3 on the news.

Paxson told R&R he visited TM'’s offices last week without any inkling
that a problem existed. But apparently trouble was brewing. The deal
abruptly ended Monday (6/8) afternoon when TM issued a news release
announcing Blyth — aka Dave Scott — had submitted a “conditional
resignation” to TM's board. Blyth told TM directors he would leave unless
either Mcintyre's trust honored the stock sale or his employment contract
was renegotiated and the board restructured. The board declined both
conditions and accepted Blyth's resignation.

TM also said the Paxson deal was “subject to a number of unresolved
issues and terms,” and no definitive sale agreement had been reached.

“I don’t know why they didn’t want to go through with it. They weren’t
wiling to give the usual representations and warranties. They wouldn't
even certify that the corporation was in good standing,” Blyth told R&R.

Blyth insisted he didn’t know what caused the turnabout. Paxson said
he was caught by surprise — and can't get TM officials to return his calls. “|
heard about it the same way you did, when they issued the news release,”
Paxson commented. “We've heard nothing from them, and we assume our
negotiations are no longer in progress.

“In light of these events, we're just going to withdraw. The company
obviously has some problems we didn't uncover during our due diligence
review.”

Price Bondholders Take Equity

anhattan media mogul Bob Price is getting several

new partners now that his Price Communications

Corp. has filed a bankruptcy reorganization plan in
New York.

Several prominent bondholders will receive equity stakes from a new
common stock issue as part of the financial restructuring, including Dean
Witter Reynolds, Franklin Funds, Massachusetts Financial Services,
and T. Rows Price.

Bob Price will receive 2% of the stock — and has already received a
new three-year employment agreement. Stations affected by the deal
include WWKB & WKSE/Buffalo, WOWO-AM & FMIFt. Wayne, and
WBZT & WIRK/West Palm Beach. Price Communications also owns 27%
of Fairmont Communications Corp., which operates nine major market
stations,including KIOI/San Francisco.

Other market action this week:

* Bill Stakelln’s Apolio Radio has cut an LMA/option-to-buy deal with
George Hatch for KALL-AM & FM/Salt Lake City. Apollo already owns
KKAT in nearby Ogden, UT.

¢ New documents filed with the FCC have lifted the secrecy sur-
rounding the sale of WLRS/Louisville. Blue River Communications is pur-
chasing the FM rocker for $3,050,000. Principal investor Beck Ross
Communications is putting up $1.6 million. Greyhound Financial is
lending $1.8 million and taking $650,000 in partnership interests to help
fund the acquisition and operational costs. Also, Martin Communications
revealed it's selling WCHMIClarkesville, GA for $90,800.

¢ Citing a downturn in market conditions, cable radio programmer Dig-
ital Planet dropped plans for a public stock offering. It now plans to raise
up to $25 million via a private placement aimed at angels and institutional in-
vestors. Investment bankers at Prudential Securities and L.H. Friend will
assist. The company said it continues to receive funding from existing in-
vestors and has added a bank line of credit.

e Satellite CD Radio’'s plans for a national sateliite-delivered DAB
system continue to give NAB brass the willies. The trade group has asked
the FCC to nix SCDR'’s request for quick Commission action to allocate fre-
guencies in the 2310-2360 MHz band. NAB argued any allocation of
satellite-only channels “would be piecemeal, premature policymaking™ and
said there’s no pressing consumer demand for satelite DAB service.

Continued on Page 10
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The Arhitron
approach

Iade sense
hack in the 1940s.

That was then.
ThiS IS NoW...
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Introducing...

Strategic
AccuRatings

Accurate weekly ratings
for your market.
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| Accurate Weekly

B Arbitron’'s margin of error is bigger than the average ® Weekly fax updates every week, all year long.

station’s typical book-to-book ga'in or loss! The only B Immediate feedback from your target audience when
possible solution: Huge sample sizes. you change your morning show, debut a new advertising
B AccuRatings quarterly sample size: Up to 12,000 campaign, etc.

persons (400% more than Arbitron's sample size)!

fast

e
R =

e
\

=

%

Proven

5
B Quarterly summary report arrives weeks ahead of B Produced by America's fastest-growing, most-respected
Arbitron’s report for the same survey period. radio research firm.
B Updated results delivered by fax every week within B Eight years of development and fine-tuning.
hours of the dlose of interviewing. B Successful AccuRatings clients in most of the top 20

markets and many smaller markets.

7 Affordable

Radio-driven

B Designed in the best interest of radio stations, not B A fraction of the cost of Arbitron — for a sample size

advertising agencies. that's 400% bigger than Arbitron's!
W Information you can trust and use to help you make B Lower prices for ratings could significantly increase the
better programming and marketing decisions. profitability of the radio stations in your market!

“Ie AI‘ Ilill'llll alllll'llaﬁll Illalle sense i'll “IG 194"3. Back then, radio stations resembled today's network

TV affiliates, each broadcasting a patchwork of 15-minute network programs like “The Chase & Sanborn Kate Smith Show.”
Listeners jumped around to catch their favorite shows, and ratings firms only had to be able to differentiate a 40-share
program from a 25-share program.

That was then. This i$ NOW. Quarter-hour-long programs don't exist nowadays! In today's competitive environment, we
need ratings that can differentiate a 3.5-share station from a 3.1-share station. And Arbitron doesn't have a big enough
sample size to do that.

What radio needs today is Strategic AcCuRatings: ruge sample sizes, for unparalleled

accuracy. Weekly updates, delivered by fax. Detailed
analyses, to help you make smarter programming | | | | |

and marketing decisions.

Call now for an “AccuRatings Overview,”

overview answers the most commonly asked
questions about Strategic AccuRatings and

includes a quick guide on to how to read a
Strategic AccuRatings report. Ask for Kurt

N\ N/ RADO
1-800-726-8742. our free. no-obligation 15-page \A
et sangy e aetives Fhaa Nowt Generation of Research

_______wawaw americantadiohistorv.com
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RADIO BUSINESS

TRANSACTIONS

Apogee Acquires Ackerley’s
Oregon Combo For $5.5 Million

Markets quiet as dealmakers, traders snooze during spring siesta

 Daal 0% Tha Want
0 EaL AL i) ;@E&m:s?
KFXX (AM) & KGON/Portland
PRICE: $5.5 million

TERMS: Asset sale

BUYER: Apoges Communcations,
headed by President James Johnson
SELLER: Ackerley Communications,
headed by Barry Ackerley; the com-
pany also owns KJR & KLTX/Seattle.
FREQUENCY: 1520 kHz; 92.3 MHz
POWER: 50kw day/10kw night;
100kw at 920 feet

FORMAT: Sports/Talk: AOR

BROKER: Kalil & Co.

KLUE/Soledad
PRICE: No cash consideration
TERMS: Transfer of partnership inter-
est for 50% stake in corporation to be-
come licensee

BUYER: Ralin Broadcasting Corp.,
owned by Reinaldo Rodriguez of
Salinas, CA and Linda McGuire
Mauras of King City, CA. Phone: (408)
385-0771

SELLER: Soledad Radio L.P., headed
by Linda McGuire Mauras. Phone:
(408) 385-0771

FREQUENCY: 106.3 MHz

POWER: 6kw at 1720 feet
FORMAT: Classic Rock

A O
WHEY (FM CP)/Harlem

PRICE: $38,000

TERMS: Asset sale for $12,000 cash
and assumption of $26,000 debt
BUYER: GMR Broadcasting Inc., own-
ed by Frank Copsidas Jr. of Clinton
Corners, NY; Thomas Ptak of Wash-
ington, GA; and Robert James McCol-
loch of New York. Ptak is to receive
30% of GMR's stock for participating in
this transaction. Copsidas owns
WKGQ & WSKS/Milledgeville-Sparta,
GA and has applied for a new FM at
Columbia Falls, MT. Phone: (914)
454-4165

SELLER: T&M Broadcasting. Phone:
(706) 595-8258

FREQUENCY: 95.1 MHz

POWER: 6kw at 328 feet

COMMENT: According to a share-
holders agreement fited with the FCC,
Copsidas has agreed to secure fi-
nancing up to $150,000 for construc-
tion of the station and up to $60,000
for operations. Ptak is to serve as a
consultant and provide loan guarantees
equal to his percentage of equity own-
ership. One year after the station be-
gins Program Test Authority, Copsidas
will have a 60-day option to purchase
Ptak's 30% stock interest for
$125,000. if the option is exercised,
the $125,000 is payable at $3000 per
month for 36 months, then $710 per
month for the next 24 months.

KTTN-AM & FM/Trenton
PRICE: $439,389

TERMS: Stock sales totaling
$439,389 via a series of 12-year
promissory notes at 7.6% annual in-
terest

BUYER: Michael Ransdell and John
Ausberger of Trenton and Timothy

=_N
O R,
SR

The American Comedy Network
Presents

EivZILIA

B COMEDY MONSTER
CRUSHES COMPETITION

You get the funniest and most topical fake
commercials, song parodies, interactive
sketches and other short form comedy features

from ACN

YOU GO OVER
HIS AIRCHECK
WITH HiM!

And you get more workparts, music beds,
hot & mild versions, free customizing to help
you localize material for your show and access
to 8 years of tested material on our comedy
library, ACN GOLD.

And now you can get more of us.
10 strong, well written, amazingly
produced and very usable features
every week. That’s more material for
you to use to crush your competition!

Call 203-384-9443
for details

WWW.americanradiohistorv.com

TRANSACTIONS AT A GLANCE

This Week’s Action:

Total Stations Traded This Year:

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

1992 Deals To Date:

$524,297,428

(Last Year: $294,402,715)

........ 540
{Last Year: 445)
......... $6,980,695
{Last Year: $14,030,936)
14
{Last Year: 22)

® Deal Of The Week:

O® KFXX & KGON/Portland $5.5 million

* WHNCC/Barnesboro, PA

Peery of Jamesport, MO. Phone:
{816) 359-2261

SELLER: Marvin Luehrs and Everett
Wenrick are selling their collective

90% stake in licensee Luehrs Broad-
casting Co. Inc. Phone: (816)
359-2261

FREQUENCY: 1600 kHz; 92.1 MHz
POWER: 500-watt daytimer; 1.75kw
at 370 feet

FORMAT: Country; Classic Rock

KVCM & KHKR/East Helena
PRICE: $80,000

TERMS: Asset sale; terms include
$15,000 down payment and assump-
tion of loan valued at $20,000. The
seller is to receive up to $45,000 in
additional compensation from any fu-
ture sale of the station.

BUYER: Northwest Broadcasting
L.P., headed by Roger and Verdell
Lonnquist of Helena, MT. Roger Lonn-

& KLUE!Soledad, CA Mo cash considerstion
® WHEY (FM CPiHarlem,
& KTTH-AM & FM/Trenton, MO £4.539 389
® KYCM & KHKR/East Helena, MT $80,000
& WWSSMaredhh, NH 2500

* WENRICleveland $630,00%

GA 538,000

$8000

® KGZG (FM CPVBurnet, TX 55 for 51%
& KAGUMHuntington, TX $43,800
® WBFL/Bellows Falis, VT $240,000

quist is the combo’s current GM and a
member of the board of directors of
non-commercial KXEl/Havre, MT.
SELLER: Big Sky Communications
Inc., headed by Werner Nistler.
Phone: (503) 646-5186
FREQUENCY: 680 kHz; 104.1 MHz
POWER: Skw daytimer; 100kw at
1896 feet
FORMAT: Religious; Country

o e Wm%
ARGV BRSNS
WWSS/Meredith
PRICE: $500
TERMS: Asset sale for cash; the buyer
is also acquiring the time brokerage
agreement between the seller and
WLNH Radio Inc, The buyer also
agrees to lease broadcast equipment
from the seller for $500 monthly over
two years. The buyer can terminate the
lease by purchasing the equipment for
$10,000.

Continued on Page 10

l 757 Third Avenue, 26th FI.
New York,

Tel: (212)
| Fax: (212)

At NAB/Montreux.
Call or Fax Ahead
or Contact via Montreux Palace,

BARRY
SKIDELSKY

Attorney/Consultant

NY 10017

832-4800
644-0544

Affordable quality representation |
at home and abroad.
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LISTENERS

HOT MIX is 4 hours of today’s hottest music mixed beat-to-
beat and back-to back. Each week, HOT MIX arrives at your
station UnHosted and on CD, all ready for you to localize.

Put your station in this picture and let the incendiary power
of HOT MIX blast your way to ratings success as it warms
your sponsors’ hearts.

To contract for HOT MIX in your market call Ron Riviin
at ABC Radio Networks, (212) 456-5118.
Outside the U.S. call Radio Express at 1-213-850-1003.

S ABC RADIO NETWORKS

wawww americanradiohistorv.com ==
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RADIO BUSINESS

TRANSACTIONS

Continued from Page 8

BUYER: MclLean Communications
Inc., owned by William McLean of
Gilford, NH. Phone: (603) 528-5540
SELLER: Latchkey Broadcasting Inc.,
headed by Gary Howard. Phone:
(603) 279-4500

FREQUENCY: 101.5 MHz

POWER: 3kw at 302 feet

FORMAT: AOR

WKNR/Cleveland
PRICE: $630,001
TERMS: Sale of partnership interests

for $1 cash and cancellation of
$630,000 promissory note

BUYER: WKNR Inc., a wholly owned
subsidiary of Cleveland Radio Holding
Inc., which is an affiliate of C.V. Radio
Associates L.P. Each entity is headed
by Charles Dolan and John Tatta of
Oyster Bay, NY. Dolan is Chairman of
Cablevision Systems Corp., one of
America's largest cable TV system op-
erators. Phone: {(516) 364-8450
SELLER: D.B. Afflliates Inc., owned
by N. John Douglas, is selling its 21%
limited partnership stake and its status
as general partner of licensee C.V. Ra-
dio Associates. Douglas owns KMAX/
Arcadia, CA; KWWN/Placerville, CA;
KBAX/Fallbrook, CA; KAXX/Ventura,
CA,; and KEST/San Francisco. He is in
the process of buying KWIZFM/Santa
Ana, CA; WNJR/Newark; WVVX/

Highland Park (Chicago), IL; and
WNDZ/Portage, IN.

FREQUENCY: 1220 kHz

POWER: 50kw

FORMAT: Country

COMMENT: This station was sold for
$2 million in 1990.

WNCC/Barnesboro

PRICE: $9000

TERMS: Asset sale for cash

BUYER: J. Richard Lee of Oceanside,
CA; he owns WCRO/Johnstown, PA
and WRDD/Ebensburg, PA. Phone:
(619) 722-8232

SELLER: Mark Gregg, trustee in bank-
ruptcy for Bland Group Inc. Phone:
(814) 536-4660

FREQUENCY: 950 kHz
POWER: 500-watt daytimer
FORMAT: This station is dark.

KGZG (FM CP)/Burnet

PRICE: $5 for 51%

TERMS: Stock sale for cash

BUYER: James Tiller of Sandy Shores,
TX; he is currently a minority share-
holder. Phone: (214) 550-0977
SELLER: Mark Nolte of Lago Vista, TX
is selling his 51% stake in licensee
Noite Broadcasting Corp. Phone:
(214) 550-0977

FREQUENCY: 92.5 MHz

POWER: 2.4kw at 328 feet

KAQU/Huntington

PRICE: $43,800

TERMS: Asset sale for $12,500 cash,
which is to be paid directly to creditors,
including the IRS. The buyer also
agrees to employ certain officials of the
seller for one year for $31,300.
BUYER: Cantrell Broadcasting Inc.,
owned by Kristin and John Cantrell of
Rome, GA. Kristin Cantrell also owns
WFGIl/Lima, OH. Phone: (404)
291-9496

SELLER: Angelina Broadcasting
Corp., headed by Robert Dale Tindle.
Phone: (409) 639-2500
FREQUENCY: 101.9 MHz

POWER: 6kw at 328 feet

FORMAT: Gold

WBFL/Bellows Falls

PRICE: $240,000

TERMS: Asset sale for assumption of
bank debt totaling $200,000 and as-
sumption of other liabilities totaling
$40,000

BUYER: WBFL Inc., owned by Edward

Herlihy of Rye, NH. Phone:
964-7794

SELLER: Bradley Broadcasting Inc.,
headed by Bradley Weeks. Phone:
(802) 722-4980

FREQUENCY: 107.1 MHz

POWER: 1kw at 530 feet

FORMAT: Classic Rock

(603)

Senate Adopts Safe Harbor Measure

Continued from Page 4

FCC reconsider its decision not to
fine NPR for the broadcast. Ac-
cording to Peter Branton of Look-
out Mountain, TN, the FCC acted
‘“capriciously and arbitrarily”’
when it decided not to punish NPR.
In his petition to the appeals court,
Branton called the Gotti broadcast,
which aired at 6:25pm on NPR's
“All Things Considered,” a perfect
example of the type of material the
Commission has previously found
indecent.

Byrd Proposal Flies

NPR counterargued that the
Gotti interview was exactly the
type of material the First Amend-
ment is designed to protect — con-
troversial speech involving an is-
sue of public concern; ie., or-
ganized crime.

What’s more, NPR argued, there
is no evidence that unsupervised
children make up a significant por-
tion of the ““All Things Considered”
audience. Federal courts have pre-
viously ruled the FCC may only
regulate indecency in the interest
of shielding unsupervised children
from such material.

In a separate filing for the same
case, People for the American Way
told the court that Branton’s suit
could have a chilling effect on
broadcast news. “If [Branton’s]
view is adopted, broadcasters
would be significantly inhibited in
the news and information they
could feel free to release,” PAW
said. “‘As a result, the public’s right
to know would be limited to infor-
mation and language fit for the
ears of children.”

On Wednesday (6/3), just one
day after those briefs were filed,
the Senate overwhelmingly ap-
proved Byrd’s proposal to limit in-
decent broadcasting to the mid-
night-6am slot.

The legislation, contained in an
amendment to the Corporation for
Public Broadcasting funding bill,
passed on a 93-3 vote. Senators who
voted against the measure were

Tim Wirth (D-CO), Howard Metz-
enbaum (D-OH), and James Jef-
fords (R-VT).

Most observers predict the plan
will be signed into law. However,

based on the federal appeals
court’s previous rejection of sim-
ilar indecency bans, they also ex-
pect it will be overturned in court
before it can take effect.

Continued from Page 4

DC reporT

Meanwhile, competitor Radio Satellite Corp. — which recently shut down
after running out of money — has launched a campaign aimed at per-
suading Congress to bust up American Mobile Satellite Corp.’'s monopoly
on geostationary mobile satellites. AMSC declined to lease channels to
RadioSat, which responded with an antitrust suit.

* The FCC has fined Alexander Mitchell Communications, licensee
of WSKS/Sparta, GA, $8000 for failure to light an antenna tower and fail-
ure to notify aviation authorities. Stoner Broadcasting Systems was fined
$7000 for broadcasting false contest information, and Montachusett
Broadcast was tapped for $4000 for airing phone conversations over
WXLOIFitchburg, MA without notifying callers they were being recorded.

= —————— — — — —— ———— ="}
Battle At FCC Over Dark Cheyenne Combo

Continued from Page 4

noted the stations were supposed to
be transferred to Windsor Com-
munications Inc. of Wyoming,
headed by Paul Lowrey, but in-
stead were licensed to a Wisconsin
company with a similar name in
which Lowrey was also a stock-
holder. But Lowrey sold his inter-
est in that compauy, which has
since changed its name to Arlie L.
Davison & Associates Inc.

Now the bankruptcy trustee
wants the Commission to assign
the licenses from the Wisconsin
company to the Wyoming com-
pany, then to debtor-in-possession
status, then ultimately to the
trustee so the U.S. Bankruptcy
Court for Wyoming can consider a
reorganization plan for Windsor
Communications that will not in-
clude either Lowrey or former
KWY Inc. owner John Hough.

‘Unlawful Transfers’

Not so fast, said KMUS/Burns
(Cheyenne), WY’s owners, who
told the FCC that what the trustee
is really asking for is “post hoc ap-
proval of a series of unlawful trans-
fers of control.” They argued that

the Commission’s “Second Thurs-
day” doctrine of protecting inno-
cent creditors in bankruptcy pro-
ceedings doesn’t apply because it’s
not even clear who the current
“lawfully authorized licensee” is
and who actually controls the com-
bo.

KMUS claimed that under its in-
terpretation of the FCC’s actions,
“KWY Inc. should still be the licen-
see and retain control.” Instead,
KMUS said the Wisconsin Windsor
(now Davison) improperly con
summated the transaction on Jan-
uary 7, 1991 and that “evidently,
Paul Lowrey unlawfully assumed
control of the stations no later than
January 7, 1991 and continued to
operate the stations unlawfully for
at least a year.”

While KMUS didn’t dispute that
it has an economic interest in keep-
ing a potential competitor out of
the market, it said the FCC should
inquire into “whether it is in the
public interest to assign licenses
from a company that unlawfully
obtained them to a company now in
bankruptcy.” And KMUS offered
the conclusion that “the answer is
obvious — it is not.”

INTRODUCING BROADCAST CD_ LIBRARIES

A/C - Country - CHR - Oldies LIMITED TIME OFFER: 1000 CUTS $1495!

Starting the end of May, RPM will deliver full libraries which you
can select from 9 different music categories. Every song is a
highly researched chart certified hit. The music is digitally mas-

teredin RPM'’s own brand new CD mastering facility withthe very
latest Sony PCM-1630 equipment and processing gear. Call for

a free complete catalog and music listing.

50 STATES & CANADA:

800-521-2537

ULTRA-Q

RADIO
DISC

FOR BROADCAST ONLY

or control

Headquarters: 4198 Orchard Lake Road, Orchard Lake Mi FAX: 313-681-3936

Also offices in Chicago

WAWAW-—ahericantadichision~—com

Top Hits U.S.A. & Ultra-Q Radio Disc are trademarks of Radio Programming
and Management, Inc., Orchard Lake, MI. Ultra-Q system is Patent Pending.

it you use taped music, get rid of
the tape decks and use CD play-
ers with your existing automation
equipment for about
one half the cost of the average
tape music service.

Special rate of
$1495.00 is for the
first 100 stations
only. Regular price
is $2495.00 for
1000 cuts.

RADIO
PROGRAMMING AND
MANAGEMENT;, INC.
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ON TOUR WITH ,
THE INDIGO GIRLS

nADI:JE': M1

MRIIC TELEVWSION
Produced by Fred Maher and Matuhew Swe
Rusaeill Carter Artist Management

NOW ON 25 CHR REPORTERS 25/9
WENZ 31-26

WNCI 32-31

KWOD deb 30

KBEQ add

999KHI 40-37 WJMX add
WPST deb 34 KWTX add
WRQK add WBNQ add
KF95 add KXKT deb 27
KSND add KFMW add 37
WHTO add KQIX deb 40

-
MATTHEW SWEET I'VE BEEN WAITING

CAUSE C7EFFECT ANOTHER MINUTE

THESE STATIONS
COULDN'T WAIT
ANOTHER MINUTE

B96/Chicago
KWO0D/Sacramento

GOING FOR ADDS JUNE 15TH

N R

JORE (H1ERRINENT me <
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ts Adult Contemporary
ts tight programming
And it's got Dick Clark

COUNTDOWN AMERICA
WITH DICK CLARK RATES HIGH
WITH PROGRAM DIRECTORS.

“Countdown America has been a consistently strong ratings performer.
Dick Clark provides artist information and anecdotes our listeners love.”

..Doug Weldon, Program Director, WJBR-AM/FM, Wilmington, DE

“Credibility is a major factor for any weekly countdown show and there
isn't a more credible combo than Dick Clark and Radio & Records. Dick’s
unique and distinctive style sets Countdown America apart from the
competition and sets the standard for the industry. Mix 102 is proud to be
the Chicago outlet for Countdown America.”

..Ford Colley, Program Director, W TM X-FM, Chicago

“For a year KSSK has been looking for a syndicated show to fill a Sunday
night simulcast slot that would appeal to both our AM/FM target demos.
There was no question...Dick Clark’s Countdown America hits those
demos right between the eyes! It's like having an old friend over to the
house for the weekend.”

..Ray Barnett, General Manager, KSSK-AM/FM, Honolulu

Dick Clark presents a countdown of the top 20 AC hits of each week by
artists like Wilson Phillips, Michael Bolton, and Genesis. Featuring artist
profiles and interviews, it's three hours of the best adult contemporary
programming.

For information on how you can get Countdown America with Dick
Clark on your station, call Unistar Radio Networks at 703-276-2900. RADIO NETWORKS

WAL americanradiahictary cam . e — S e
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Easterlin Assumes
WAQQ PD Post

WAQQ/Charlotte has promoted
MD Mike Easterlin to PD. Easter-
lin — who joined the Adams Com-
munications CHR just three weeks
ago and will also retain MD duties
— replaces PD/night personality
Steve Meade as PD. Meade will
stay on as an air personality.

“T’m thankful for the opportunity
and happy that Steve is going tore-
main onboard,” Easterlin told
R&R. “He's a great air talent and
has handled the change like a pro.

“I've also inherited a great air-
staff in all dayparts, so I know good
things are ahead. I've had some
great teachers while I was APD at
[KHYI] Y95/Dallas and learned a
lot from [former Y% PDs] Buzz
Bennett, Randy Kabrich, Charlie
Quinn, and Frank Miniaci. We've
brought [Burkhart/Douglas &
Assoc.] Don Benson in as our con-
sultant; he’ll be a great asset for
our station.”

Atlantic’s Anxious Agreement

Eurythmics co-founder Dave Stewart's UK-based indie Anxious Records
has formed a joint venture agreement with the Atlantic Group — all future
Anxious artists will be marketed and distributed by an Atlantic Group com-
pany (Atlantic or Atco/EastWest) in the U.S., and by EastWest/Warner in
the rest of the world. Posing for posterity are (I-r) Atlantic’s Sr. VP/GM Val
Azzoli and Group Co-Chairman/Co-CEO Ahmet Ertegun, Stewart, Atco/
EastWest Chairman/CEO Sylvia Rhone, and Atlantic Group Co-Chair-
man/Co-CEQ Doug Morris.

Headhunters

The Interep Radio Store and
WQXR-AM & FM/NY will offer free
60-second ‘“situations wanted”
spots to help unemployed advertis-
ing professionals find work. The
spots will air adjacent to WQXR’s ad
industry program, “The Media Re-
port,” between July 1 and Septem-
ber 30. Pictured getting ready to
head up the effort are (I-r) Interep
Chairman Ralph Guild and WQXR
President Warren Bodow.

s o S S R ey o e

Frye Capitol VP/Field Promotion

Capitol Reec- dedication, Keith brings solid

ords has upped leadership and vision to his height-
Keith Frye to VP/ ened role with Capitol Records,”
Field Promotion. said Capitol President Hale Mil-
Frye had been grim.
gi“p“];’ilrz patiore | Johnson will report to Black Mu-
P L, sic Division Sr. VP/GM Step
Johnson.

1987.

“In addition to
his tremendous
experience,
knowledge, and

During his 30-year industry ca-
reer, Frye has worked for A&M,
Palydor, Mercury, ABC, Jewel/
Paula, and Bang.

Unistar’s Memento For Turner

Unistar Communications Group Chairman Nicholas Verbitsky presented
Turner Broadcasting System Chairman Ted Turner with an antique radio to
commemorate Unistar's new five-year contract for exclusive U.S. radio
rights to CNN Radio and CNN Headline News; (I-r) CNN President Tom
Johnson, Verbitsky, Turner, Unistar Radio Networks President William
Hogan, and Tumer Program Services President W. Russell Barry.

Roger Mayer has been named West Coast Pro-
motion Director at Capricorn Records.

VP/Promotion and Marketing Jeff Cook said,
“Roger brings with him a great wealth of experience
as he joins the Capricorn family.”

Mayer is currently MD for Aloum Network. Ear-
lier, he was PD at KTYD/Santa Barbara, CA; GM at
KFMU/Steamboat Springs, CO; Associate Director 7.,
of Album Promotion at Chrysalis Records; and OM at '
WIZN/Burlington, VT.

KKLQ (Q106)/San Diego MD Michele Sentosu-
o0sso has joined RCA Records as National Director of
Dance Promotion.

“She Wil bé responsible for the signing of artists
for 12-inch records as well as club and radio mix
show promotions.

RCA has also appointed Gary Richards as Man-
} ager, West Coast Dance Crossover. He will be re-
sponsible for retail, mix shows, and club promotions.

Richards is a veteran of the L.A. club scene,
where he has been organizing club shows. He also
worked at KPWR (Power 106)/Los Angeles.

4
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Stone Soul Pic, Nix?

The “Godfather Of Soul,” James Brown, recently was inducted inro Holly-
wood’s Rock Walk. On hand to witness the occasion were (I-r) Brown's
wife, Adrienne, NARAS President Michael Greene, Brown, syndicated
radio and TV personality Casey Kasem, KLSX/L.A. air talent Jim Ladd,
and Brown's daughter, Yama.

LOCK UP YOUR MARKET NOW!

Turns any fireworks display into a laser event!
You should see what they do to a Christmas
Tree - “Santa’s Magic Glasses”™ are great!

GHECK OUT OUR “"SPORTS SPECS™

Different kinds of sunglasses that promote your
station and the home team! A must for any concert

or sporting event!!!
© 1992 Radio Et cetera. All rights reserved.

_uyan amaricantadichistornv..com
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Garlands For Jeffreys

RCA artist Garland Jeffreys recently performed selections from his latest album (“Don’t Call Me Buckwheat') at NYC's
Bottom Line. Marking the occasion are (I-r) RCA's Sr. VP/Promo Butch Waugh and Sr. VP/Mktg. Randy Good-
man, BMG Int'l Sr. VP/A&R/Mktg. Heinz Henn, Jeffreys, RCA VP/Pop Promo Skip Bishop, BMG VP/int} Mktg. & Pro-
mo Nancy Farbman, and RCA President Joe Galante.

Drummer/composer Thelonious Monk Jr. recently signed a worldwide con-
tract with Blue Note Records. Looking jazzed about the deal are (I-r) label

President Bruce Lundvall, Monk Jr., and Blue Note producer Michael
Cuscuna.

LOOKING FORWARD
TO A GREAT
R&R CONVENTION!

A.D. MUSCOLO
PROMOTIONS

TONY MUSCOLO
ARNIE WOHL

WAAMM-aiRekicalkadiehistern~ecorm

BMG, Windham Hill Venture Forth

i 53 i Lol
As part of a new joint venture agreement, BMG will handle all manufactur-
ing, sales, distribution, and marketing of Windham Hill recordings in
Europe, Latin America, Canada, and New Zealand. Pictured at the pacting
are (standing, Ir) BMG's VP/Deputy General Counsel Tom McPartiand.
VP/Finance Mike Benjamin, and Sr. VP/CFO Tom Mcintyre; (seated, I-r)
Windham Hill President/CEO Anne Robinson and BMG Chairman/CEQ Mi-
chael Dornemann.

WHAT DO.....

KIIS, KROQ, KPWR, KQLZ, WRBQ, KOY,
KMEL, KFOG, KNBR, KITS, KRQR, WNEW,
WHTZ, WALK, WGN, WGCI, WBBM, WVAZ
WHYT, WWJ, WJR, WIOQ, WUSL, KSHE
WKBQ, KQRS, KLXK, KSTP, WMAL, WAVA
WBCN, WGST, WAPW, WBZZ WMXP.....

And over 1,000 other stations... ..

HAVE IN COMMON?

They do business with U.S. Tape & Label!
WHY?

Because we’re the BEST in the bumper
strip, window label business. We have to be!
Don'’t listen to “Product Pitches’!

Do call anyone above for their experience

on our quality, service & price.....
Then call us.....314-423-4411.

US. Tupe & Label

Saint Lowis. Vlissouri

Home of the TRAVELING BILLBOARD®
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WHAT DO 1,500 RADIO STATIONS
KNOW THAT YOU DON'T?

SOUNDSCAN'S computerized local record sales data.

Each week on Friday morning PD’s across the U.S. are eceiving
SOUNDSCAN's sales data for their individual market. Here’s what
a SOUNDSCAN subscription from ABC can deliver to you:

* Local Top 50 Single and Top 50 Album sales for your market.

~ TIMELY DELIVERY VIA FAX. Fed overnight every Thursday for
Friday morning review. Arriving in plenty of time to compile your
following week’s playlist.

~ ACCURATE INFORMATION. Local sales data is compiled at point of
sale through computer generated bar coding.

S

~ CONSISTENT INFORMATION. The sales data you would receive is
the same information received by the record labels and by
Billboard for the National Top 200 Album and Hot 100 Singles
charts that appear weekly.

v TIME AND MONEY SAVINGS. Eliminates call-out to record stores.

ABC Radio Networks has taken the leadership role in providing the
radio industry with this important and timely information.

To subscribe, or for more information, call Irene Minett at ABC
Radio Networks at (212) 456-5582.

SABC RADIO NETWORKS

e
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NEWSBREAKERS

Radio

®TOM CAULKINS has been ap-
pointed GM at the Park Lane Group's
newly acquired KVOY & KTPlLan-
caster-Paimdale, CA. Caulkins most re-
cently served as GSM at WAZU/Day-
ton.

® VICTOR DIEHM has been named
GM at WGSY & WWGS/Tifton-Albany,
GA. He formerly was GM & Director/
Corporate Operations at HVS Broad-
casting.

Fair
® EDWARD FAIR joins Wilde Silas Mu-
sicworks as President. He previously
was an entertainment attorney. The
company's goal is to develop into a full-
service record label.

® KAREN MASON has been ap-
pointed Director/Marketing at Atco/
EastWest Records. She comes from
Columbia Records, where she served
as Product Manager.

Mason
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Marriages:

WB recording artist Paul Si- #
mon to Geffen recording artist
Edie Brickell, May 30

Births:

KOST/Los Angeles after-
noon personality Bryan Sim-
mons, wife Minda, son Brandon i

= Tyler, May 18 i
i WB recording artist Rod
Stewart, wife Rachel Hunter,
daughter Renee, June 2

KXXR/Kansas City air talent :
John Monaco, wife Michelle, =
daughter Haley Michele, June
2.

WRVQ/Richmond PD Steve
Davis, wife Nancy Kent-Davis,
daughter Alexandria Kent-Dav-
is. June 9
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Castle . De Graff
©® CHRIS CASTLE has been elevated
from Director/Business & Legal Affairs
to VP/Business & Legal Affairs at A&M
Records. In other activity, SYLVIA DE
GRAFF joins the label as Operations
Manager/Urban Music Department.
She exits RCA Records, where she
most recently was National Administra-
tive Assistant/Black Music Department.
And SUSAN SOLOMON, previously
head of Music Video at Satellite Films,
becomes Director/Video Production.

Solomon Berniker

® MIKE BERNIKER has been tapped
as VP/A&R for Angel/EMI Classics’
Angel Records division. The noted mu-
sic producer will also head the com-
pany’s newly created Broadway Angel
label. Meanwhile, VP/Artist Relations
TONY CARONIA assumes responsibil-
ity for EMI Classics’ A&R.

Devery '

Anderson
® PETE ANDERSON shifts to Sony
Music Distribution as Branch Manager/
Los Angeles. He most recently served
as VP/Sales at Epic Records. Concur-

rently, GLENN DEVERY assumes
Sales Manager duties at the L.A.
branch. He formerly was Sony Classic-
al's Director/Marketing, West Coast.

National
Radio

® RICHARD KIMBALL has been nam-
ed to head Global Satellite Network's
newly formed Artist & Talent Acquisi-
tion Department. He previously spent
12 years as VP/Artist Relations & Mo-
bile Recording at Westwood One Ra-
dio Networks.

© BROADCAST PROGRAMMING has
signed a contract with Interview Net-
work International wherein INI will rep-
resent BP’s shortform specials to sta-
tions outside North America; (800)
426-9082.

©® SPORTCOM ASSOCIATES will be-
gin producing “Radio Road-Test” on
September 1. Hosted by Paul Kamin-
ski, the five-minute Motor Sports Radio
program will be distributed via satellite
or Comrex frequency extended phone
line; (800) 462-5677.

® WESTAR BROADCASTING NET-
WORK premiered “The All New Super-
stars Of The Future,” an houriong syn-
dicated program profiling unsigned Los
Angeles musical talent. Hosted by Mel
“Maddog” Maddox, the weekly series
currently airs Mondays at 8pm on
KFOX/Los Angeles and is simulcast on
KRZE/Ontario, CA; (213) 464-8096.

® TRAUGOTT KELLER has been pro-
moted to the newly created New York
Sales Manager post at CBS Radio Net-
works. He moves up from AE at the
networks’ Eastern Sales office.

Industry

©® MARA BRUCKNER has been tapped
as Professional Manager at Emerald
Forest Entertainment. She exits Bug
Music, where she held a similar post.

® MICHELLE ANDERSEN has been
upped from Promotion Coordinator to
Promotion Manager at the Welk Music
Group.

® MARYSE NAJAR joins International
Cablecasting Technologies Inc. as VP/
Corporate Communications. The 13-
year cable industry veteran most re-
cently owned Los Angeles-based pub-
lic relations firm Najar PR.

Changes

Larry Getz joins WMAQ/Chicago as
AE.

Eric Dudley and Dave Veenhuis be-
come AEs at KWOA-AM & FM/Worth-
ington, MN.

Aimee Gautreau named Publicist at
Angel/EMI Classics.

Julie Rosen appointed AE at West-
wood One’s Eastern Regional Sales
Dept.

e
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Scott Boltz
WLRW/Champaign, IL
398-4816

Terence ‘‘Luv’ Burton —
Late nights WBSS/Atlantic City,
NJ (212) 465-3416

Mike Fisher — GM WMAD/
Madison, Wl (608) 273-1198
or (708) 940-1870. Station
went dark — all staffers can be
contacted through Fisher

Kevin James Nights
WKYS/Washington (301) 258-
4204

Leah Landry — Overnights/
production KTDY-KPEL/Lafay-
ette, LA (318) 233-1795

Hinda Mitchell — Promo-
tion/Marketing Dir. WKDD/Ak-
ron (216) 928-8305

Pam Rahal Mornings
WKRQ (Q102)/Cincinnati (513)
531-6704

Paula Marie Spencer
Mornings KRLV/Las Vegas
(702) 796-6063 or (612)
588-2053

Grant Spofford — Charisma
Dallas promo rep (214) 702-
6070

Greg Williams — Production
Dir. WAFX/Norfolk (804) 624-
9759 or (804) 471-1562

S
VP/GM
(217)
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Yngwie
o

Way They Want It
H

Elektra guitarslinger Yngwie Maimsteen performed at NYC'sRitz in support of his “Fire And Ice” LP. Seen behind the
scenes were (Ir) Elektra VP/AOR Promo Steve Schnur, manager Nigel Thomas, Malmsteen, and Elektra’s Sr. VP/GM
David Bither and Dir./Nat'l Video Promo Linda Ingrisano.

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 FIFTY ONE HOTEL
(4 HONG KONG - LONDON - NEW YORK - PHOENIX - KAUAI - SA

Call for reservations.

NEW Y OR

PARC FIFTY ONE HOTEL

K

800-338-1

i"Ji'

whe

3

152 WEST 51ST AT 7TH AVENUE - NEW YORK - 212-765-1900

WaANAL aranrioanradiobhicton, oo

NTERNATI ONAL
N ANTONIO - SAN FRANCISCO - SYDNEY
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Every engineer and p-og-am
director likes to think thct their
station sounds the Sest in the
market. We think that Power
99 does now, with Jur new
UNITY 2000. We've t-iec ALL
of your sompetitors’ systems,
and the JNITY 2000 s, by far,

\ A :
\ P >/ the cleanest processo- available.

THE UNITY 2000 DIGITAL AUDIO PROCESSOR a ‘°"3f°':]°'i°"S°nUGR3*T
Y we REL product!

= custing £ Vic Jester & Rick Stacy
S entio™ VAPV Pover 99. Manta

All of the tools of the FM broadcast =
audio chain in a single chassis. =

Call or write for a free brochure

and/or demo of the UNITY 2000. 5501 West Third Street » Cleveland, OH 44113  216.241.3343 o FAX: 216.62* 2801
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Evergreen Ready For FCC Fight

Group execs Ginsburg and deCastro explain why current
indecency standards are frustrating to radio industry

n August 1989, the FCC
slapped Evergreen Media
with a $6000 fine, alleging
that popular WLUP (AM)/Chi-
cago afternoon drive DJs
Steve Dahl and Gary Meier
violated indecency standards.

Evergreen has characterized
the indecency rule as arbitrary
and vague, and has so far re-
fused to pay the fine. In the
meantime, the company’s
President/CEO Scott Gins-
burg and Exec. VP/COO Jim
deCastro are hoping the Com-
mission will draw up specific in-
decency guidelines that will
also allow some leeway for
local community standards.

They are also asking the
FCC for equal footing with TV
regarding indecency. Ever-
green has sent the Commis-
sion a 18-minute video of racy
TV programming featuring snip-
pets from “In Living Color,”
“Donahue,” the “Joan Rivers
Show,” “L.A. Law,” the
Academy Awards broadcast,
and the late-night game show
“Studs.”

R&R Managing Editor Ron
Rodrigues discussed the inde-
cency issue with Ginsburg and
deCastro.

R&R: The FCC's initial investi-
gation of indecency focused on
many TV and radio stations, but
they ended up fining only a handful
of radio stations. Why was that?

Ginsburg: In its initial wave of
trying to define indecency, the FCC
charged a dozen stations after get-
ting complaints about a couple of
hundred. What was most remarka-
ble was that in dismissing the other
hundred-plus stations, there was no

m

While we’re very
respectful of the
FCC'’s prerogatives,
we dug our heels in
and said, ‘Look, this
definition needs to
be much clearer so
broadcasters know
how to abide by the

law.’
99

distinguishable difference between
those they were letting off the hook
and those that they were fining.
While we are very respectful of the
FCC’s prerogatives, we dug our
heels in and said, “Look, this defini-
tion needs to be much clearer so
that broadcasters know how to
abide by the law.”

Scott Ginsburg

R&R: Could the Commission
have been trying to make an exam-
ple of you and the other stations
that were fined?

Ginsburg: I don’t want to read
into the FCC’s motives, but you’ll
see that the stations affected were
a geographically diverse group,
Northeast to the Southwest, from
California to Florida. It looked like
it was a fairly well-demonstrated
movement of enforcement from
stations throughout the country,
and I believe they wanted to let sta-
tions across the nation know that
they were serious about the inde-
cency policy. I fully respect them
for that stand. What we disagree
about is the clarity of their policy.

deCastro: At no point have they
offered us a clear description of
what is indecent. Prior to these
fines, everything we knew about in-
decency or obscenity went back to
George Carlin’s seven words. Iron-
ically, that was instigated off one
complaint from the New York
area.

R&R: Yes, but the FCC has sep-
arate definitions for obscenity and
indecency.

Ginsburg: There is no broad-
caster that I know of that is com-
pelled to fight the FCC on the issue
of obscene speech. It’s not the ob-
scenity standard that we’re con-
cerned about, it’s the indecency
standard. It’s defined as a local
community standard, and someone
in Washington, DC cannot ascribe
to a community what a standard
should be. Recognizing the plurali-
ty of standards is one of the things
Evergreen is trying to do. We'’re
saying to the Commission, ‘“Look,
here’s what the standard is in
Chicago.”

R&R: Was Evergreen singled
out by the FCC?

deCastro: No, they had to take
action on a complaint. I don’t think
they said, “Let’s go after Steve
Dahl or Gary Meier of Evergreen,
or Howard Stern of Infinity.”” The
funny part of that is that there were
not a lot of complaints. There’s
eight million people in Chicago,
with 600,000 that listen to-Dahl and
Meier every week, and we’re talk-
ing four letters, maybe less.

Jim deCastro

R&R: Don’t you face a lot of risk
by trying to fight a $6000 fine?

Ginsburg: I think there’s a
greater risk in failing to do any-
thing. The risk we face is a finan-
cial one. To pay the fine would
have cost our company $6000 and
minimal legal fees. As it stands,
we’ve already spent a vast sum of
money to defend our radio station.

deCastro: We believe that sup-
porting our talent is the most im-
portant thing we can do. Here you
have two guys who have virtually
grown up on the radio. They’ve
shared everything, from the loss of
their jobs to the births of their chil-
dren, and in the process endeared
themselves to their audience.
While I don’t hear Howard every
day, I assume his audience feels
the same kind of loyalty.

m

We believe that
supporting our
talent is the most
important thing we
can do.
99)

R&R: Do you want the FCC to
establish specific indecency stand-
ards?

Ginsburg: If they feel compelled
by their mandates from the execu-
tive or legislative branch to estab-
lish a standard, such a standard
should be easily understood, be
easy to explain, and be flexible so
that a community standard — and
not a federal one — is applied. The
last thing we need to do is regulate
speech and the speech of broad-
casters. The First Amendment has
worked fine, and the FCC laws
have worked fine. What is not
working fine is an attempt to limit
speech.

deCastro: One of our DJs asked
if he could say “penis” on the air
and our legal counsel advised us
that it was risky. What we have isa
funny sense of censorship going on.
We're all wondering if the FCC is
listening, or if other people might
be taping.

R&R: But don’'t broadcasters
have to take some responsibility

WAWW-americantadichistaornscom

m

[The NAB doesn’t] appear to be that
interested in the concerns of major
market broadcasters. We can’t
depend on them to champion our
cause for us ... what we can
depend on them for is to not deal
with the key issues.

for what they put out on the air-
waves?

Ginsburg: There was an era in
radio that the Commission success-
fully ended. It included the shock
jocks who were tasteless, possess-
ed no train of thought, lacked any
community awareness or involve-
ment, and simply said and did any-
thing vulgar. But they’re not to be
confused with the likes of [midday
personality] Kevin Matthews,
Stern, or Steve and Gary, who do
not say things simply to titillate
their audiences. It is not Steve and
Gary’s job to come up with words
to confound the Commission.

m

This fine hasn’t
done a single thing
to affect kids under

the age of 12. It’s

affected a lot of

listeners over the
age of 12, however.

99

R&R: In other words, racy
language is not a key ingredient to
the Loop’s success?

Ginsburg: No! In the five-year
history of WLUP (AM), which in-
cludes almost 25,000 hours of live
broadcasting, we're talking fewer
than three minutes of material that
was considered indecent. It’s per-
fectly okay for Dr. Ruth to say
things that are a hundred times
more explicit than anything Steve
and Gary have ever done. Under
the guise of a medical context, it’s
protected speech. If there’s any

guise under which Steve and Gary
have done it, it’s lifestyle . . . and
that isn’t protected.

R&R: Why do you feel the FCC is
playing hardball with the stations
on this issue?

Ginsburg: Their interest is to
protect children, and we respect
that. We’re very much pro-family
and we are interested in the well-
being of our children as well as
those in the community. However,
I don’t think there’s one case of an
unsupervised kid who has acciden-
tally turned on the Steve and Gary
show who has been damaged in any
respect. This fine hasn’t done a sin-
gle thing to affect kids under the
age of 12.

deCastro: It’s affecfed a lot of lis-
teners over the age of 12, however.

R&R: What can the rest of the in-
dustry do if they want to support
your efforts?

Ginsburg: Radio should con-
vince their congresspeople that
community standards should be

99

defined and left to the local mar-
ketplace. Deregulation has created
better radio, and the government
needs to let the broadcasters do it
themselves. Most broadcasters
aren’t aware how close this issue
could hit them. They feel that what
they do is perfect for their com-
munity. But someday, they can
wake up and find out what they do
isn’t perfect. We used to take care
of this through an industry code.
We believe, as an industry, we
policed ourselves very well.

R&R: Is the FCC picking on
radio on this issue?

deCastro: We believe radio is be-
ing singled out. That videotape we
sent to the Commission contains
TV material from just the last
three weeks. What’s on it speaks
for itself.

Ginsburg: If we go to another
medium for a moment, the most
popular movie of the year is
“Wayne’s World.” All the kids are
talking about it and are using the
word “schwing.” Even though it’s
a euphemism for a hard penis, is it
okay to say it because it was in a
movie? Where were the protection
standards there?

66
Radio should
convince their
congresspeople that
community
standards should be
defined and left to
the local
marketplace.

99

R&R: Aren’t the motion picture
ratings designed to give guidelines
to parents?

deCastro: Yes, and should a sim-
ilar standard be applied to radio,
we could air disclaimers every
hour stating that there’s content in
the show that may not be accep-
table for young children.

Ginsburg: If that’s what the
Commission said to us, we’d love
that and be willing to broadcast
that.

R&R: Has the NAB been suppor-
tive of your efforts?

Ginsburg: No. I talked to [NAB
Chairman] Eddie Fritts and it’s
just not an issue in which he be-
lieves he needs to participate. They
don’t appear to be that interested
in the concerns of major market
radio broadcasters. We can’t de-
pend on them to champion our
cause for us. In fact, what we can
depend on them for is to not deal
with the key issues.
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“The Weekly Country Music Countdown has been a consistent performer for
nearly 4 years. In southern New England Chris Charles and The Weekly
Country Music Countdown are the authority about what's happening in
country music nationally.”

..Johnny Michaels, Program Director, WWYZ-FM, Waterbury, CT.

“When it comes to “Today’s HOTTEST Country Music,” The Weekly Country Music
Countdown hits it “right on the head.” It’s always been a BIG part of our
success!” ...Barry Mardit, Program Director, WWWW-FM, Detrott

e — e e

“At WFMS, we don' carry a great deal of syndicated programming, but one of the
programs weve carried for years is The Weekly Country Music Countdown with
Chris Charles. It has always performed well for us. I especially appreciate the
artist interview segments and the fact that in three hours, it gets the job done
quickly.” ...Charlie Morgan, Program Director, WFMS-FM, Indianapolis

The Weekly Country Music Countdown is the top 30 country

hits of the week delivered in a bright, contemporary style by
Chris Charles, the original host for over ten years. The three-hour
countdown features entertaining interviews with the biggest
country stars like Garth Brooks, Reba McEntire and Alan Jackson.

For information on how you can get the Weekly Country Music
Countdown for your station, call Unistar Radio Networks at
703-276-2900. i

“
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sym-bi.o-sis, n. [Gr., a living together.] in biology, the living together of two dissimilar organisms in close association or union, especially where this is
advantageous to both: see Savage/ BMG.
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Avoid These Major Marketing Mistakes

ven the smallest market-
ing errors can cost a com-
pany time and money.

Kevin Clancy — author of “The .

Marketing Revolution;: A Radical
Manifesto For Dominating The
Marketplace” (Harper Busi-
ness/$22.95) — suggests sidestep-
ping the most major blunders by
avoiding the following five market-
ing traps:

Pumping Up The Volume

The largest segment of prospec-
tive buyers isn’t always the most
profitable. Certain smaller seg-
ments could yield the highest re-
turn.

Use demographic research to de-
termine who’s most likely to res-
pond to certain types of ads. Then,
compare marketing costs with
sales potential and choose the seg-
ment with the largest capacity for
profit.

Desperately Seeking
New Customers

Don’t use old marketing stra-
tegies to attract new clients. Be-
sides, new customers aren’t al-
ways the ticket to higher profits -
if they’re happy with the competi-
tion, it could be too costly to per-

suade them to switch.

Instead, concentrate on markets
that could be influenced by product
modifications or improvements. Or
get your existing customers to buy
more.

Research & Destroy

Some companies believe a sim-
ple analysis of complex markets
saves time and money. However,
when these shortcuts fail to un-
cover hidden problems, they end
up costing your company even
more time and money. Some ex-
amples:

* Relying exclusively on focus
groups. Although focus groups pro-
vide a valuable means of research
— they can teach companies what
language consumers use when
talking about a product (helpful in
writing ad copy) and reveal prod-
uct flaws — they should never
serve as the only test for a multi-
million-dollar campaign.

* Testing single concepts. Asking
people what they think of new ideas
won't calculate sales potential.
Furthermore, this strategy doesn’t
ask consumers to compare ideas to
alternatives.

Instead, saturate many markets
with many concepts — this will

help indicate which price, product
design, and type of media exposure
will yield the highest profit. While
this process can be expensive, it’s
cheaper than the cost of product
failure.

Blinded By Delight

Some CEOs and product manag-
ers rush into implementing a cam-
paign because they stand to gain a
lot if the plan is successful. These
execs often overlook fatal strategy
flaws because — if the campaigns
fail — they know they can blame
subordinates.

Don’t be blind to realism and ob-
jectivity — conduct early market
tests to determine profitability. If
the campaign shows promise,
move to the next stage of develop-
ment.

Failure To Compute

In a matter of weeks, computer
programs can evaluate target
groups, product concepts, prices,
and other market concerns — a
process that takes actual tests at
least 18 months.

And ... at a cost of $50,000 to
$100,000, these simulated market
tests cost only a fraction of the $1
million usually spent on compar-
able actual tests.

Any style, any format,

any station... anytime.

Get the REAL Driscoll -
the exclamation “Mark”...

Mark Driscoll Productions!

”00 n

“The Cume Buster,” heard
by millions every day, may
still be available in your
market (or maybe not...
your competition could've
just locked you out)!

Go 'head - answer the
door... (We're not selling
girl scout cookies)!

Get the new breed demo:

NEXT CALLER WINS!

WA= Rakicabkadiahistian.com

“Here comes ‘You're all a bunch of animals.’ ”
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ing conversations.

How To Work A Crowd

reparation is key when ‘working’ the crowd at a convention. L.A.-
Pbased Kohn Communications marketing consultant Lawrence
f Kohn suggests the following techniques to make yourself — and

your ideas — interesting to others:

® Limit your job description to 25 words or less. Don’t forget to
equip yourself with plenty of business cards.

¢ Ask questions and listen. People tend to offer more information
when they sense others are interested in their ideas.

¢ Find out who wili be present. Compile a list of people you want to
meet and prepare your conversation topics accordingly.
® Arrive early. An overly crowded room won't be conducive to start- ‘

Five Leadership Don’ts

f you want to earn the respect

and dedication of your work-

ers, organizational consultant
Sam Deep and University of
Louisville management professor
Lyle Sussman advise:

e Don’t ask others to sacrifice
unless your own sacrifices have
been noticeably greater.

e Don’t ask others to pitch in

® June 7-13 — NAB Radio Exe-
cutive Management Deveiop-
ment Seminar. University of
Notre Dame, South Bend, IN.

®June 7-14 — T.J. Marteli
Rock ‘N Charity Weekend. Vari-
ous locations, Los Angeles.

® June 1013 — NAB Radio
Montreux. Convention Center
Montreux, Switzerland.

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

® June 14-17 — BPME & BDA
: Conference & Exposition.

5 Washington State Convention &
Trade Center, Seattle.

® June 17-21 — New Music
Seminar. Marriott Marquis
Hotel, New York City.

f ® June 17-21 — Rapfest '92.
i Sheraton City Center Hotel,
Cleveland.

F ®June 1820 — Tak Show
. Host Convention. Mayflower
Hotel, Washington, DC.

® June 25-27 — Bobby Poe
Convention. Sheraton Pre-

miere, Tysons Comer, VA.

unless you’ve already -contri-
buted to their efforts.

e Don’t ask for responsibility
unless your accountability is
beyond question.

* Don’t ask for hard work un-
less you work harder.

* Don’t ask for emotional con-
trol unless you can stay calm dur-
ing the most turbulent storm.

®July 8-10 — Mcvay Media
Annual Program Director’s
School. Pierre Radisson Hotel,
Cleveland.

® July 16-19 — Upper Midwest
Conclave. Radisson Hotel
South, Bloomington, MN.

® August 6-8 — Morning Show
Boot Camp '92. Crowne Plaza
Ravinia, Atlanta.

® August 15-16 — Dan O’'Day’s
“Air Personality Plus+" semi-
nar. Holiday inn Georgetown,
Washington, DC.

® August 13-16 — Jack The
Rapper Convention. Atlanta Hil-
ton and Towers Hotel.

®September 912 — NAB
Radio '92. Convention Center,
New Orleans. .

©® September 23-26 — RTNDA
47th International Conference &
Exhibition. Convention Center,
San Antonio.

® September 29 — CMA
Awards. Grand Ole Opry, Nash-
ville.
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STRAIGHT TALK
ON WHAT IT
TAKES TO BE

'THE BEST.

TALK IS CHEAP. When it comes down to the
bottom line, the only thing that really countsis
performance. Selector is the music scheduling

system that gives you the power to sound your best.
Here’s why:
INN"VHIII]N Selector is the acknowledged original music
scheduling program. RCS did it first and continues to do it best.

I{E(:()(;Nl’l‘l()N With over 1800 clients worldwide, the market has

spoken. SUPPORT Selector support is consistently rated
the best by those who have used other brands. FLexl Bl L|w Selector

does more useful jobs, and does them better. T H E ST HT E [l F

T H E H RT Continuous improvements and new features keep it that way.

In a word, "we’re never satisfied". REACTI ON TO MARKE T

DEMAND Selector users include the brightest and most successful
programmers in the world. When they ask, we deliver. mercifu[

pricing For this Mercedes of systems, Chevy pricing - according to market

size. STABILITY RCS has been around for over |3 years. You can

count on us being around next year and in the next century.

Call or write to us today. We’'ll put Selector to work for you.
Then you’ll know "Who's best" for you.

Selecter ™

RADIO COMPUTING SERVICES, INC.
Two Overhill Rd. - Suite 100 - Scarsdale, New York 10583 - (914) 723-8567

L
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SALES & MARKETING
Marketing Music In The ’90s

The changing radio and retail landscape requires a tactical evolution

his special convention edition of Sales & Marketing

deals with sales, marketing, and promotion as they

pertain to the music industry and its related fields.
The strategies discussed here relate not to current sales,
but to the potential for greater sales.

Several challenges face the
music business. Labels must con-
tend with pressures from manage-
ment companies. Retailers face
the growth of mass merchandisers,
even as the inherent pressures and
politics of the current racking
systems are quickly becoming an-
tiquated and limiting sales poten-
tial. And both face changing con-
sumer shopping habits, as buyers
find themselves with less time to
shop and listen. Furthermore,
music purchasers are aging signifi-
cantly (see accompanying table,
“Music Purchases By Adults 25+ ).

Are we, in fact, reaching the
ultimate consumer with the cur-
rent sales and promotion systems?
Generally, the process can stand
improvement. The question ap-
pears to be not “Are we going to
change?” but “When are we going
to change, and who will lead the

Music Purchases
By Location

Location 1989 1891

Record stores 71.4% 64.4%

Discount/
dept. stores 156 207

Source: RIAA

change?” This column will look at
the overall picture, with particular
emphasis on retail and advertising.

From the promotion side, the
goal is to capitalize on the evolving
formats of the '90s. Listeners are
moving away from traditional
CHRs to AC and Classic Rock,
neither of which are known for
breaking new artists. Some mar-
kets (Dallas, for instance) don’t
even have a traditional CHR. Many

Music Purchases
By Adulis 25 +

Year Purchases

1991 56.8%
1988 496

Source: RIAA

of the newly popular formats are
playing increasingly important
roles for listeners — and could be
playing a much more pivotal role
in music sales. For instance, Clas-
sic Rock’s impact could be seen in
catalogue sales. But is it? Check
out the accompanying ‘Facing
Promotion’s Changing Face” story
for a more in-depth look at these
issues.

Revolution In Retail

The '90s will see significant mass
market consumer growth. The Ia-
bels that benefit will do so by ex-
panding the traditional perception
of the label as a product manufac-
turer into the mindset and prac-
tices of a package goods manufac-
turer that not only makes the prod-
uct, but is directly responsible for
its sales as well.

Historically, many manufactur-
ers with a heavy third-party em-
phasis have had to develop their
sales and distribution systems to
respond to an increasingly com-
petitive and fragmented environ-
ment. Today, few such manufac-
turers rely on third-party direct
client sales. They'll rely on third
parties for distribution, account
service, and warehousing, but han-
dle direct client sales themselves.

This is a response to several
developments, the first being that
retailers themselves are increas-

Stores That Stock Music

Category

Mass merch.
Dept. stores
Gen’i merch.

Stores wimusic

5669 5798
2565 10,041
1563 7532

Source: U.S. Census Bureau, 1987

Total stores

By Chris Beck

ingly resistant to dealing with third
parties. They prefer direct deal-
ings with manufacturers, especial-
y when it comes to areas where
retail could be dramatically in-
creased, such as general and mass
merchandisers.

Second, with today’s tremendous
competition for shelf space, most
manufacturers want to control
their own destiny in this area — not
consign it to a third party’s control.

Third, with the marked sales in-
creases stemming from additional
non-traditional displays with local
merchandisers as well as from
contacts with store operations,
such relationships are responsible
for more store flexibility than ever.

Music stores are losing their role
as primary drivers of general mar-
ket music sales (see accompany-
ing table, “Music Purchases By
Location”). They play a significant
role for new artists, and their depth
of stock allows them to capitalize

m

Today’s general
market consumer
doesn’t shop
exclusively — or
even primarily —
at record stores
for music.

99)

on the catalogue sales engendered
by consumers replacing vinyl with
CDs.

Tremendous potential exists for
growth in other areas. Today's
general market consumer doesn’t
shop exclusively — or even primar-
ily — at record stores for music.
The music stores themselves are
faced with significant challenges
and an increasingly diverse non-
music product mix. This diversifi-
cation could yield not only greater
sales, but also provides the great-
est potential for future growth (see
accompanying tables, ‘‘Stores
That Stock Music” and “Music
Sales Vs. Total Sales”).

Traditional music stores are
changing dramatically as they bat-
tle to increase sales. In many
cases, the future of such stores isn't
directly tied to music. Consumers

Continued on Page 27

IMPROVED RATINGS...DEMOS YOU CAN SELL!

Programming stfrafegies that lead to increased revenues.
Call us now!

Facing Promation’s Changing Face

riencing more evolution than radio promotion. Much of this transi-

tion is the result of radio’s own evolution. Now that radio has be-
come big business, its operators take fewer chances and rely increasing-
ly on research.

The formatics shift from the '70s is dramatic. These days, the sole
surviving CHR in a market may be struggling for its life. Because they
play little or no new music, some of today’s most popular formats aren’t
even part of the promotion system. For example, few promotion people
target Classic Rockers or Gold stations.

The question is not whether the music industry can capitalize on this
shift, but how. Adaptation will require wholesale changes in the way busi-
ness is done, but it can be accomplished. The work isn't solely up to the
promotion people — several other divisions must also evolve. Even the
factors used to reckon PD compensation are changing; the most signifi-
cant trend is to base PD compensation on sales and profits, not just num-
bers.

Although promotion has traditionally focused on airplay — and in-
creasingly, on rotations and station promotions — we must examine how
promotion can complement local sales. Increasingly, the two are working
hand in hand, as stations start to program retail sales-oriented shows.
Also, a tremendous amount of additional artist promotion can be accom-
plished through sales. Sales departments have many promotional oppor-
tunities that don't tie up promotional airtime. These can be contained in
other messages, which further increase the promotion’s impact.

F ew areas of the music industry have undergone and are now expe-

New Options

Following are some of the new tactics record promoters
should consider. We'll talk about them in much greater detail at my
session, “Marketing Music In The '90s,” at the R&R Convention
(1:30-3pm Friday, June 12).

Create greater depth of contact at stations by addressing na-
tional, general, and local sales managers.

Increasingly leverage radio’s turnkey promotional opportuni-
ties, specifically, retail display, cross-marketing, artist brand trial,
and event marketing opportunities.

Create turnkey local marketing opportunities for stations to tie
into as well as national marketing promotions that can be custom-
ized locally. These may be:

¢ Cause-related
* Event sponsorships
¢ Other media opportunities
(i.e., cross-marketing with Fox-TV, cable, etc.)
® Sampler/collection CDs
® In-school marketing opportunities
* Musical signature IDs.

Familiarize yourself with such station tools as interactive sys-
tems, database collection, and sales-driven marketing opportunities.

Talk to PDs about conducting more thorough marketing and
operational needs analyses. Assist with strategic breakthrough
marketing campaigns that go beyond trips and tickets. This will
help the station and your artists.

Provide more comprehensive prerelease research on artists,
including data and suggestions on rotations and dayparts. Don't
just focus on adds.

Do a better job of coordinating prerelease information and tim-
ing your releases so they stand alone and don't conflict with other
core artists’ releases.

Assist stations — and ultimately your chances of attaining
adds and rotations — by providing more artist PR (including TV in-
terviews, live appearances, and magazine stories), and ensuring
ample lead time and awareness of such PR efforts and appear-
ances.

DN KELLY EASSCXIATES

914-666-O175 FAX 914-666-0286
BROADCASTING CONSULTANTS

NC

WWW.americanradiahistaory com
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Entertainment
Tonight

with Leeza Sibbons

Discovering

Tomorrow
with William Shatner

In tough economic times, the best protection against risk is no risk at all.
Starnet One is the proven answer to ratings and revenve.
From Country to CHR, AC to Talk, the Entertainment Radio Networks
consistently deliver the highest quality programming.
Just ask any one of our over 3000 dffiliates.

ENTERTAINMENT

' RADIO NETWORKS

The Adum Clll‘l‘y Youri MALIBUSCALIFORNIA

Back! Reports Health
with David Horowitz with Adam Curry with Peggy Fleming

Call Entertainment
Radio Networks
at (310) 456-7879

Advertising Sales: MEEDIA AMERICA, INC. for any or all of these shows.

——ANANAL D aricanradiakictarv-eom
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America’s Hottest America’s Hottest
AC Consultants CHR Consultants

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

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

¢ Associales.
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Continued from Page 24

are increasingly reliant on one-stop
shopping at general/mass mer-
chandisers and on at-home shop-
ping, which has taken off dramati-
cally.

In order to stay on top of the
volatile music retail playing field, I
recommend you employ the follow-
ing:

« Direct sales contact with gen-
eral/mass merchandisers and
department stores nationally;

« Local sales contact with retail
store operations people to create
incremental sales opportunities
and non-traditional display advan-
tages:;

« Incremental and non-tradition-
al display at existing retail stores
to spur greater impulse purchases;

66

Older consumers
tend to be more
impulsive than
younger consumers.

\
« Non-traditional retail channels
such as department stores, gener-

al/mass merchandisers, hyper-
marts, and toystores.

Graying Of The Buyer

Another phenomenon driving
these changes is the aging or
“graying” of the record purchaser.
Older consumers wield much
greater discretionary income than
young ones. They also buy cata-
logue product as they upgrade
from LPs to CDs, in addition to new
music and artists. They tend to be
more impulsive than younger con-
sumers, but you must catch them
in the act, rather than try to modify
their behavior.

For instance, department stores
offer a strong lure for such pur-
chasers. When people are browsing
and buying home electronics hard-
ware, they're likely to make im-
pulsive software decisions. Con-
sumers shopping for family items
can be manipulated with smart in-
store merchandising. Also, by slot-
ting product in non-traditional
arenas (i.e., toy stores), you're
supported by two dynamics —
children’s purchasing power (and
influence on brand decisions) and

their parents’ impulsive nature.
Radio listening habits have
changed dramatically, but we can
capitalize on these changes. Labels
and stations must revise their
thinking in order to drive sales via
those growing formats that aren't
driven by new artists — specifical-
ly Classic Rock and Gold. These
formats can contribute a tremen-
dous amount to the older listener’s
consumer awareness and even fa-
cilitate general market sales.
Additional sales and radio pro-

Create, maintain, and manage
consumer databases of purchas-
ers by artist and format by:

e Offering on-pack/in-pack con-
1 sumer response incentives

e Establishing radio/TV partner-
I ships.

Increase research into the top
20% and middle third of music
consumers — those who, on aver-
age, spend the most on music pur-
chases. Market to them directly
with sales incentives. Make the
most of your access to:
® Charge card user profiles
* Retail partnerships
* Independent/in-house research.

Increase your usage of multi-
ple product consumer purchase
incentives. Capitalize on sound-
track sales via cross-marketing
with video rentals and seli-through
product by:
¢ Shrink-wrapping related items
* Displaying audio product in video

departments

New Markets New Opportunities

arketing dynamics and synergies can yield addi-

tional sales of new and catalogue product. Some

of these require artists to rehink their contractual
positions, while others will generate added sales from the
label's own marketing efforts.

* Offering in-store cross-marketing
incentives

e Creating and developing more
children’s products, video, audio,
and home entertainment.

Increase music video sales by:
* Creating multiple artist video col-
lections, arranged by format
Using individual artist bounce-
back and sales incentives. One
of the roadblocks to video prod-
uct sales is that consumers use
the video medium differently than
they use audio products.

Capitalize on direct consumer
marketing and delivery options,
such as:

* Interactive cable

* Direct satellite delivery
* Home shopping

¢ Consumer catalogs.

Increase artist sales and brand
trial through national cross-mar-
keting with package good com-
panies that match user profiles.

Husu: Sales Vs. Total Sales

Music sales Total sales

Category (in millions) (in millions)

Gen’l merch, $1,61 $102.23

Mass merch. .97 62.55
Dept.stores 03 144.01

Source: U.S. Census Bureau, 1987
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SOME OF AMERICA

GREATEST TALK TALENT
IS WAITING T0O WORK FOR YOU! /

motion potential can be realized by

focusing on home shopping and
direct marketing opportunities.
One of the more promising ones re-
quires database ownership, collec-
tion, fulfillment, and management.

Imagine having
databases of people
who’ve purchased
records organized
by style of music
and individual
artists.

199)

Imagine having significant data-
bases of actual pop, rock, or coun-
try purchaser profiles organized
not only by category, but by artist!
A variety of methods exist to
create and manage this data
through artist merchandise, pre-
release information, couponing,
and direct sales opportunities.

Angle On Advertising

Let’s not forget advertising. Just
as the rest of the music marketing
landscape is changing, your ad ef-
forts must evolve. I advise allocat-
ing more dollars to greater local
“brand advertising’’ for artists.
Such budgets can either be tied to
station “tags,” or stations can tie
them to local retail case-driven
promotions for maximum leverag-
ing.

Also, capitalize on point-of-
purchase scanner-based sales in-
centives and coupon systems in
grocery and drug stores. These can
match user characteristics bet-

ween artists, stations, and package
goods product user profiles.

In-store advertising media (in-
store radio, TV, and interactive
systems) offer another valuable
venue for your messages. Don’t
forget in-theater movie/video ads
on sell-through product, which can
be customized locally for radio,
retail, or both.

Reclaim and place rackers’ local
co-op accruals for better maximiza-
tion, and increase your percentage
of dollars earmarked for product
display/advertising and slotting
allowances.

Chris Beck is the President of
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