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INSIDE:

RADIO LENDING
REMAINS TIGHT

If you think the latest interest
rate cut will affect radio lending,
guess again. Details in Radio
Business.

Page 4

TRE-BECK’S TRAVAILS

Using the familiar ‘‘Jeopardy”’
game show format, Chris Tre-
Beck provides a quiz designed to
help you bone up on the latest
terms and trends, including:

e Stich Marketing

~ ePlaced Based Media

eEDLP
Page 14

R S A R ST R,

KGFJ/L.A. TURNS 65

Walt Love salutes L.A.’s
venerable Black radio
torchbearer, KGFJ (Dusties
1230), now celebrating 65 years
of service to the community.
Page 32

BEYOND PURE
SELLING

‘““Media planning has nothing to
do with selling,”” asserts
McGavren Guild Radio Prez
Peter Doyle, who provides
valuable advice on how
salespeople can succeed at the
planner’s desk.

Page 16

I¥ THE NEWS...
s Craig Turner now President/
CEO at TM Century
e Ralph Cipolla fills PD post
at WCSX/Detroit
oTim Maranville named PD
at KDKB/Phoenix
oVirgil Simms VP/Urban Promo
at Island
o Carl Parmer Exec. VP/CO0
at Heftel
Page 3
e Rick Upton jumps to PD job
at KHTK/St. Louis
o Jeffrey Blalock Nat’l Dir./Pop
Promo at Capitol
e Jack Collins named GM
at WAFX/Norfolk
o WMGG/Columbus goes AOR
Page 10

RADIO & RECORDS

Operators Caucus Throws
Weight Behind NAB Plan

Alternative to FCC ownership guidelines
expected to be Congressional-friendly

The Radio Operators Caucus
(ROC) and several station
owners are voicing support for
the NAB’s alternative plan to
the FCC’s new ownership lim-
its.

In comments filed with the
Commission, the owners said
the NAB’s proposed 25-AM/25-
FM national cap and two AM/
two FM local limit makes more

|Radio Sees Red Despite Cuts

NAB report says 58.6% of stations lost money last year;
only major market stations were spared

The nation’s radio stations
tightened their belts last year,
slashing costs to offset declining
revenues, but 58.6% of them still
lost money. NAB’s annual Ra-
dio Financial Report also shows
that 1991 was worse than 1990,
when just slightly more than
half of all stations lost money.

“It verifies what broad-

Loss Leade;s

e AM daytimers
hurt most

© Some programming,
promotion budgets
cut 20% B

® FM picture improves

casters have been telling us —
that 1991 was a very tough

| year,” said NAB VP/Economist

Mark Fratrik. “It continues the
trend that we’ve seen in the past
few years.”

According to data compiled
by Price Waterhouse, 67.5% of
'all AM daytimers lost maney
last year. Fulltime AMs fared
only slightly better, with 64.9%
losing money. Red ink flowed at
56.1% of AM-FM combos and
55.3% of FM stand-alones, bas-
ed on findings from stations re-
sponding to the survey. (The re-
sponses were weighted to adjust

! for a lighter survey respanse

from small market stations.)
Budgets Reduced

The increase in money-losing
stations came despite efforts at
many stations to cut expenses.
An example: the average sta-
tion with $4.5 million to $5 mil-
lion in annual revenues reduced
advertising and promotion
spending from $612,805 in 1990 to
$489,952 in 1991; slashed pro-
gram and production costs from
$1,022,629 to $822,256; and re-
duced total expenses from $4.8
million to $4.3 million. At the
same time, net revenues fell
from $4.8 million to $4.7 million.

Not surprisingly, bigger sta-
tions fared better than smaller
ones. The average station or

Radio's Median Pre-Tax Loss*
50% of stations reporting in each category did better, 50% worse

I AM

(TG — 58,461 ]

—$16,107

Source: NAB Financial Survey

combo in all categories below
$3.5 million in annual revenues
posted a pretax loss last year,
while the average station in all
categories above $4.5 million
was profitable.

There were few bright spots

SWARTZ PROMOTED

Kalman GM At
WDGY & KDWB

Midcontin-
ent Media has
hired former
WCCO (AM)/ 7~
Minneapolis
GSM Marc
Kalman as %
GM of Coun-
try/CHR
combo WDGY
& KDWB/
Minneapolis.
Kalman suc- Kalman
ceeds Gary Swartz, who has
been promoted to Dir./Sales
Development & Training for
Midcontinent’s nine stations.

Midcontinent Chairman Lar-
ry Bentson commented, ‘“We
are privileged to have a gentle-
man of such great talent and
outstanding reputation lead our

KALMAN/See Page 26

in the report. Half of all FM sta-
tions lost more than $10,000 in
1991, which can be considered
an improvement over 1990,
when half of all FM stations lost
more than $15,000. The very
largest stations, those with over
$17 million in annual revenues,
saw their average pretax prof-
its rise from $6.5 million in 1990
to nearly $7 million last year, as
net revenues grew from $22.5
million to $25.1 million.

At the other end of the scale,
stations or combos with less
than $100,000 in annual revenues
saw their average net revenues
slip from $71,171 in 1990 to
$70,843 in 1991. Meanwhile, ex-
penses soared from $82,768 to
$159,884, perhaps indicating that
many stations accustomed to
stronger sales slipped into the
lowest category and weren’t
able to trim costs as quickly as
advertisers sliced spending.
The average pretax loss for this
category ballooned from $11,597
in 1990 to $89,041 last year.

Is there light at the end of the
tunnel? Fratrik isn’t ready yet
to predict any general upturn
for 1992. “National spot is not
doing so great and local is doing
better in some areas than
others,” he noted. That could
mean that some markets may
experience a long-awaited re-

RADIO REPORT/See Page 26

How To Keep Your Best Employees

Om.

Ownership
Options

® NAB’s 25/25, 2/2 plan
glven better chance
to survive

® ‘Mega-combos’
seen as having too
much power

@ NTIA wants
elimination of
all rules

political and regulatcry sense
than the pending Commission
rules.

According to the ROC, the
NAB’s plan “provides a basic
framework’ for addressing
Congressional criticism of the
new rules. That criticism has
focused on concerns about
maintaining ownership diversi-
ty and fostering mincrity par-
ticipation in the industry.

Under the FCC plan, which is
set to take effect August 1, a sin-
gle licensee could own up to 30
AMs and 30 FMs with as many
as three AM and three FM out-
lets in a single large market —

OWNERSHIP PLAN/Se= Page 26

N/T WRKO/
Boston Inks
Penn As VP/GM

Richard
Penn has been
named VP/
GM of Atlan-
tic Ventures
Talk station
WRKO/Bos-
ton. He suc-
ceeds Mark
Renier, who
will continue
as Exec. VP
of the parent
company as well as VP/GM of
co-owned WBMX/Boston.

Atlantic Radio President/
COO Joe Winn noted, “We're
thrilled to have Dick Penn on
our team. His arrival positions
us to address our future growth
goal'71

According to Renier, “Dick
was fundamental in establish-
ing [ NBC Radio’s] TalkNet. His
extensive AM radio and Talk
format experience brings new
depth to Atlantic Radio.”

Penn, who began his new
WRKO duties Tuesday (7/7),
added, “I'm happy to be work-
ing with one of America’s great
Talk stations and with a cher-
ished part of New Ergland —
the Boston Red Sox.” WRKO is
the Red Sox flagship station.

PENN/See Page 26

Penn

Page 13
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First she stirred your

listeners' emotions

with her Top-5 hit,

“If You Asked Me To.”

This time, Celine is
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playing for keeps

with “Nothing Broken

But My Heart,”

"~

the compelling new

single from her Gold, ’

L

self-titled album.
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Turner New
CEO At TM
Century Inc.

TM Century Inc. President P.
Craig Turner has added the title of
CEO and has been elected to the
company’s board of directors. Ad-
ditionally, longtime director and
majority shareholder Marjorie
Mclntyre is now Chairman of the
Board.

Turner had been acting CEO
since former Chairman/CEO
David Blyth exited in early June.
“The board of directors has com-
plete confidence in Mr. Turner and
his management team,” McIntyre
said.

TM Century creates and mar-
kets a variety of products for radio
stations, including jingles, com-
pact disc music libraries, and mu-
sic scheduling software. Its stock is
publicly traded.

The sudden departure of Blyth —
aka Dave Scott — came when a
deal soured that would have had
Paxson Broadcasting owner Low-
ell “Bud” Paxson acquire con-
trolling interest in TM Century for
$8.6 million.

Cipolla Jumps To
CR WCSX As PD

In one of the most dramatic
“leaps o’ the week” in recent mem-
ory, Ralph Cipolla, PD at WFYV/
Jacksonville, has been named PD
at Greater Media Classic Rocker
WCSX/Detroit. He succeeds Mark
Pasman, who resigned earlier this
year.

Cipolla had programmed Metro-
plex’s WFYV for the past eight
months. Prior to that, he spent
nearly a year and a half as PD at
WFYV sister WUFX/Buffalo. His
resume also includes a brief PD
stint at former WFYV rival WiOlI
and several years at Radio Com-
puting Services (RCS).

E T R

Simms Sails To
Isiland Records

Former SBK
Sr. Director/ §
Black Music Vir-
gil Simms has
joined Island as
VP/Urban Pro- §
motion.

“Virgil brings
with him a
wealth of exper-
ience. He’s an
immediate im- g
pact player, and
has already contributed greatly to
the breaking of Ronnie Jordan and
Clubland,” said Island GM Andy
Allen.

Simms will be responsible for
Urban radio promotion for all Is-
land independent artists, with a
special emphasis on 4th & B’'Way
releases.

Simms

While at SBK, Simms was instru-
mental in the development of art-
ists such as Technotronic and Va-
nilla Ice. Prior to SBK, he was VP/
Promotion at Sleeping Bag.

Simply Gold

Atco/EastWest Chairman/CEQ Sylvia Rhone and Exec. VP Craig Lambert
(c) celebrated with Simply Red frontman Mick Hucknall after the band's
“Stars" LP went gold.

-AGEL I

o

Maranville Now PD At KDKB/Phoenix

KUFX/San KDKB VP/GM Chuck Artigue told
Jose PD Tim R&R. ‘‘He understands our
Maranville has §°% strengths and our shortcomings
been named PD and knows how we need to position
at KDKB/Phoe- ourselves.”
nix. He succeeds “I grew up in Las Vegas, went to
John McCrae, school in Phoenix, and spent three
who recently be- years in Tucson, so the desert is
came PD at KSD/ basically my home,” explained
St. Louis. 5 Maranville, who labelled his new

“[Tim)’s been ; job “a wonderful opportunity.” In
a jock, a promo- T R addition to his year at the helm of
tion director, an  Maranville KUFX, Maranville has program-
MD, and a PD, and I think he'llre- med KTHT/Fresno and KMZQ/
late quite well to the people here,”  Las Vegas.

o e e R S T S e e

LAZCANO KTNQ PD

Parmer To Head Heftel Stations

Carl Parmer has been named
Exec. VP/COO at Heftel Broad-
casting Corp.

Parmer will be responsible for
all Heftel holdings, which include
KTNQ & KLVE/Los Angeles and,
in partnership with Mambisa
Broadcasting, WAQI & WRTO/Mi-
amil.

“Carl] has an outstanding back-
ground in investment banking and
broadcasting,” said HBC CEO
Cecil Heftel. ‘‘He will provide lead-
ership for our company as we en-
deavor to pursue our goal of build-
ing a national media group which
serves the needs of the Hispanic
community.”

Additionally, Edmundo Lazcano
has joined KTNQ as PD. He had
been with KSSA/Dallas. KTNQ has

initiated a new daytime schedule,
which includes morning driver
Jaime Pina, middayer Humberto
Luna, and afternooner Gustavo
Vargas.

For The Record ,

A robent story about the Associ-
ated Prese it R&R (7/3) omitted AP
Haadlines, the company's lowest-
| priced 24-hiour wire, from a Esting
of AP's broadcast offerings.
I a separale slory in the same is-
sue regarding WMZQ'Washington,
# was incomecty aiated that the
station had been ranked number
one 124 in the last three Arbitron
swesps. WPGC has been number |
ora 12+ in the marke! during
those sweeps perinds.

Liebert Goes ‘Solo’

Sony Music and Epic execs congratulate Ottmar Liebert on the success of
his “Solo Para Ti (Only For You}” LP. Posing for posterity are (I-r) Sony Mu-
sic Exec. VP Mel llberman, Epic President Dave Glew, Liebert, and Sony
Music President Tommy Mottola.

JULY 10, 1992

A CURRENT AFFAIR

New Rock WHTG/Asbury Park, NJ is a new
music lover’s dream, with a playlist that
regularly features 75-80 currents. PD
Michael Butscher discusses the station’s
unique mix.

Page 37
FEATURES

RADIO BUSINESS: Money stilltight . . . . . .. .. .. 4
NEWSBREAKERS . ... .. .. .. ... .. .. ... . 10
OVERVIEW
® MANAGEMENT: How to keep employees . . . . . . 13
® SALES: Test your skills at Beck’s “Jeopardy” . . . . 14
® MEDIA: Anxious Axlgoingbald? . . . . ... ... .. 15
PERSPECTIVES: Why sellers fail with planners . . . 16
STREET TALK: Latest on Paxson empire . . . . . .. 18
TIMELINE . . . . ... ... ... ... .. .. ... .. 24
MUSIC
® MUSICDATEBOOK . ... ... . ... .. ... ... 28
@ COMPACTDATA . . . .. ... ... .. ... .. ... 28
O®POLLSTAR . ... . .. ... .. .. ... ... .. 29
MARKETPLACE . . .. . ... ... .. .. .. ... .... 44
OPPORTUNITIES . . . .. ... ... .. ... ... ... 45
CHR: Photopfunnies. . . .. ... .. .. .......... 30
UC:KGFJ/L A tums65 .. ... ... ... ... ..... 32
AOR: Basics of eventmarketing . . ............ 34
NEWROCK .. ... ... .. ... .. .. ... .. .. ... 37
AC:Is ACreally thatboring? . . .. ............. 38
NEWS/TALK: Format tidbits . . . . ... ....... .. 39
COUNTRY:Promoroundup ... .............. 40

Nashville This Week: Picturethis ... ... .. ... 42

- MUSIC INFORMATION

NATIONAL RADIO FORMATS . . . . . ... ... . ... 29
MUSIC VIDEO: MTV, VH-1, Jukebox Network lists . . 29
WORLD MUSIC OVERVIEW: UK, Australia,

Canadacharts . . . .. .... ... ... . ... . ... . 29
CURRENT-BASEDAC ... .. .. ... ... ..... .. 48
ASSOCIATEREPORTERS . . . . . ... .. ... .. .. 51
NAC . . ... o, .52
CONTEMPORARY JAZZ . . . . ... . ... .. ... 52
COUNTRY . . . ... . . 54
COUNTRY SONG INFORMATION INDEX . . . . . .. 57
NEWROCK .. ... .. ... [ 59
AORALBUMS . . . . . .. ... . .. .. ... .. .... 60
AORTRACKS . . . . . . . .. ... . .. ... .. .. 63
URBAN CONTEMPORARY .. . ... ... .. .. .. 67
CHR . . ... 69

PARALLEL CHART ANALYSIS
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 prior
to cancellation. Nonrefundable quarterly rates available. All reasonable care taken but no re-
sponsibility assumed for unsolicted material. R&R reserves all rights in material accegted for
publication. All letters addressed to R&R or its Editors will be assumed intended for 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, AOR Tracks,
Back Page, Breakers, Most Added, National Airplay/30, Parallels, R&R, Compact Dae. and
Street Talk are registered trademarks of Radio & Records © 1992. POSTMASTER: Send ad-
dress changes to R&R, 1930 Century Park West, Los Angeles, Caiifornla 90067.

=miAAAai e kicaltadiohistan.com



www.americanradiohistory.com

4eRaR July 10,1992

RADIO BUSINESS

Interest Rates Down,
But No One’s Lending

Interest rates have fallen to their lowest levels in near-
ly three decades. But experts say that won’t be much help
for the radio station trading market because there’s still

no lending available.

The Federal Reserve Board cut
its discount rate by half a percent-
age point to 3% last Thursday
(7/2), the lowest level since 1963 for
the interest rate the Fed charges
member banks. Major banks
quickly responded with an equiva-
lent cut in their prime rates to 6%.

That’s good news for broad-
casters with existing loans tied to
one of the key rates, but apparently
not much help for those shopping
for financing. The Fed’s move oc-
curred in reaction to a jump in the
nation’s unemployment rate,
which added fuel to the widely held
view that the nation’s economy is
still sputtering. Such thinking is not
likely to encourage more spending
on advertising and improve radio’s
financial outlook.

A Radio ‘Non-Event’

“It’s going to take a real recov-
ery to attract lending to this indus-

try,” said Crisler Capital Company
Managing Director Dean Meiszer.
“The performance has to come
first, then the banks will come
back.”

Even so, Meiszer said lower in-
terest rates should encourage
banks to look more favorably on
business loans in general as yields
drop even lower on no-risk invest-
ments in U.S. government securi-
ties. He doesn’t expect to see the
prime rate drop below 6%, so the
gap between yields on treasury
bills and commercial loans should
widen and make risk-taking more
attractive.

Chesley Maddox & Associates
President Chesley Maddox also
said the rate cuts may eventually
force banks to make higher-risk
loans because they can’t attract de-
posits if they drop CD rates again.
“Their cost of funds can’t go any

lower,” she said, so the banks will
be forced to make higher-yield
loans.

Star Media Group investment
banker John Frankhouser called
the interest rate cut “a non-event
for radio,” except for the relief it
gives to owners with existing loans.
“The thing that’s going to bring
credit back to the industry is a cou-
ple years of good financials,” he
said. And Frankhouser repeated
his claim that granting banks a se-
curity interest in FCC licenses “is
going to be essential to bringing
lending back.”

Don’t look for the coming in-
crease in the FCC’s ownership lim-
its to raise station prices across the
board, since financing remains
such an obstacle. Frankhouser said
the upward pressure on prices he’s
seen has happened in markets
where there are plenty of healthy
stations to bid on a few sick ones.

Meiszer voiced a similar view:
“It’ll be the same old story. Those
companies that don't need the
money will have access to capital.”

DC
REPORT

PAT CLAWSON

After reviewing EIA's competition
requirements, inciuding an April
1993 deadiine to deliver hardware
for testing, NHK Science and Tech-
nical Research Laboratories Direc:
tor-Generai Takehiro lzuml with-
drew his company’s earlier expres-
sion of interest {R&R 6/26). He
wrote EIA engineer Ralph Justus
that NHK had not yet developed a
DAB system and “does not have
enough time to carry out the work”
by EIA’s deadline.

Meanwhile, Strother Communica-
tions President Ron Strother as-
sured EIA his company and co-de-
veloper LinCom are still very much

DAB: NHK Withdraws, Strother/LinCom In

apan’s NHK has withdrawn from the Electronic In-

dustries Association’s competition to set a U.S. DAB

standard. But Strother Communications Inc. and
LinCom, working as partners, have confirmed their DAB in-
tentions, leaving EIA with eight entrants.

in the DAB game, despite missing
ElA’s call for expressions of interest
by June 15. Strother said SCi/Lin-
Com intends to participate in the
testing and will meet the hardware
delivery deadline.

Other DAB designers who re-
sponded to ElA's call for proposals
were AT&T/Bell Laboratories,
American Digital Radio, Digital
Planet, Eureka-147, Kintel Tech-
nologies, Mercury Dighal Com-
munications, and USA Digital Ra-
dio. No other names had been add-
ed or deleted as of July 7, tiut the
list remains. open untit the next

meeting of EIA’s DAB panel (July
18).

Star-Spangled Dishes

Satellite CD Radio celebrated
the Fourth of July by dedicating two
new satellite transmitting dishes at
its Washington headquarters. Presi-
dent Robert Briskman told R&R he
hopes to use the equipment in EiA’s
DAB tests to ensure the proposed
systems are compatible for both
terrestrial and satellite use.

Briskman said the dishes will be
used with an existing Ku-band sa-
teflite to demonstrate SCDR’s pro-
posed 30-channel subscription
audio service. if the company wins
FCC approval, it plans to faunch a
satellite in 1995 to deliver S-band
DAB directly to consumers. Uplink-
ing would continue to be at Ku-
band.

NAB Still Weighing L.A. For 94 NAB

Despite its widely publicized complaint that Los An-
geles is a “‘high-crime city,” NAB is apparently still con-
sidering the City of Angels as the site for Radio '%4.

Officials of the L.A. Convention
and Visitors Bureau are scheduled
to meet with the industry group
later this month to present a revis-
ed bid to host the lucrative event.
“I’m beginning to sense they’re go-
ing to stay in Los Angeles,” said
Convention Bureau spokesman Mi-
chael Collins. “Whatever appre-
hensions they had have been put to
rest.”

NAB President Eddie Fritts out-
lined those apprehensions in a June
22 letter to the Convention Bureau.
In it, he said the trade group had
dropped L.A. from consideration

because members were uncomfor-
table with the recent riots and
L.A’s image as a “high-crime
city.” After angry Southern Cali-
fornia broadcasters leaked the let-
ter to the press and bombarded
NAB with angry messages, Fritts
apologized to the Convention
Bureau for his letter’s “inappropri-
ate tone” and promised not to pick
a site until L.A. has made another
presentation.

SCBA Outraged

Southern California Broad-
casters Association President Gor-
don Mason said his group was out-

raged by Fritts’s letter. “Los An-
geles is our community. It’s a place
we care about and a place that’s in
the midst of recovering from some-
thing terrible.”

Mason said he “wouldn’t be sur-
prised” if Fritts’s letter was part of
a strategy to win a better financial
deal from the Convention Bureau.
Noting Fritts’s letter of apology
said NAB was looking forward to
L.A’s revised “financial propos-
al,” Mason said, “They’ve gone
from saying L.A. is unsafe at any
speed to saying this is a financial
decision.”

An NAB spokesman said that
while there is no firm deadline for
choosing the 1994 site, the group
would like to resolve the issue by
the end of summer.

WAWW-americanradiohistorv-com

Clear Channel Gets
$150 Million Bankroll

lear Channel Communications CEO Lowry Mays
is armed for bear — now that he’s lined up a $150
million credit line for station acquisitions.

The lending syndicate behind the whopping bankroll includes ABN
Amro Bank, Bank of Boston, Bank of California, Bank of Montreal, Bank
of New York, Citicorp, CoreStates, National Westminster, and Nations-
Bank.

Last week, Clear Channel closed its $18.5 million purchase of three
Edens Broadcasting stations, WRVA & WRVQ/Richmond and WRBQ/
Tampa. The company also completed its acquisition of Aberdeen Com-
munications’ financially distressed KQAM & KEYN/Wichita after hammer-
ing down the price tag from $2 million to $1.55 million

Broadcasting Jobs Drop 12% Since 1989

ow tight are broadcasters’ belts being tightened

during the recession? New FCC empioyment sta-

tistics indicate jobs have been slashed 12% over
the past two years — and pending moves toward industry
consolidation are virtually certain to shrink payrolis even fur-
ther.

Over 20,000 jobs went by the wayside as employment dropped from
175,599in 1989 to 155,311 in 1991. Cuts were made across the board,
with office and clerical personnel taking the biggest hit — from 24,090 to
19,336. The Commission said minority and female employment in broad-
casting dipped slightty last year. Female employment declined from 39.4%
in 1990 to 38.2% in 1991, while minority representation was virtually
static, shifting 17.5% to 17.3%.

Southern Starr To Move North

outhern Starr Broadcasting Group Chairman Rob-

ert Long plans to relocate corporate headquarters

from Winter Park, FL to Alexandria, VA in August.
The move is aimed at cutting administrative costs while mov-
ing the company physically closer to regulators and trade
associations.

The company reported net income of $242,785, or $0.19 per share,
on revenues of $7.6 million for the fiscal year ending March 31. That com-
pares with income of $357,516, or $0.27 per share, on revenues 6f $7.8
million last year. The company attributed the revenue drop to the Gulf War’'s
negative impact on advertising.

Noting the company has a low debt-to-equity ratio, Long said, “[We're]
favorably positioned for acquisition of suitably priced stations.”

Other market action this week:

* The Chicago Sun-Times reports Evergreen Media Corp., owner of
WLUP-AM & FM/Chicago, is offering $32 million for crosstown WWBZ.
Major Broadcasting bought the Blaze last year for $19 million. Scott Gins-
burg’s reputed offer would beat the market record of $27 million paid for
WVAZ in 1988.

* Wayne Vrlesman is denying speculation that Tribune Broadcast-
ing is about to buy KOA/Denver from Jacor Communications. Local
newspapers reported Tribune wanted to pair the AM powerhouse with its
KWGN-TV because both will broadcast Colorado Rockies baseball next
year. Tribune recently announced plans to buy KEZW & KOSI/Denver for
$19.9 million. Vriesman wouldn't outline acquisition plans to reporters, but
said Atlanta, Los Angeles, and Washington were “interesting markets."”

* Duchossois Communications staffers say WHFS/Annapolis, MD is
being shopped by Star Media Group for about $18 million. Following last
year's signal upgrade, the AOR legend blankets both the Baltimore and
Washington markets. President Rolland Johnson wasn't avaiiable for com-
ment, and Star broker Peter Handy wouldn't talk.

* Brokers Cecil Richards, Bruce Houston, and Lee Hague have end-
ed their 10-year-old partnership “due to the divergent business interests of
the three principals.” Richards intends to continue brokerage activities.

¢ Former DC communications lawyer Thomas Root is now a number.
He checked in this week at the Ashiand (KY) Correctional Institution, where
he will serve a 33-month term for fraud arising from the Sonrise Manage-
ment FM licensing scam.
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jesus he knows me

Add date Monday, July 13

From the
multi-platinum album
WE CAN'T DANCE

Produced by Genesis and Nick Davis
Management: Tony Smith
Hit & Run Music Ltd.

y4 5]

© 1992 Atiantic Recording Corp. A Time Warner Co.
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RADIO BUSINESS

TRANSACTIONS

Liggett Does Dayton For $3.5 Million

Willis sheds North Carolina FM, Boston ethnic AM in major refinancing

WVUD/Kettering (Dayton)
PRICE: $3.5 million

TERMS: Asset sale for cash

BUYER: Liggett Broadcast Inc., head-
ed by Chairman Robert Liggett Jr. and
President James Jensen. The com-
pany owns WFMK/East Lansing, MI;
WLHT/Grand Rapids; WHNN/Bay
City-Saginaw, Ml; WBCK & WBXX/
Battle Creek, Ml; and KMGG/Monte
Rio (Santa Rosa), CA. The company is
in the process of selling KZZF/Hanford
(Fresno).

SELLER: University of Dayton, which
has owned the station since 1962
FREQUENCY: 99.9 MHz

POWER: 50kw at 500 feet

FORMAT: AC

BROKER: Blackburn & Co.

SN R,
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WKGL/Huntsville
PRICE: $100,000
TERMS: Asset sale for cash; the es-
crow deposit is $25,000. The pur-
chase price is aliocated 50-50 to
assets and a non-compete agreement.
BUYER: Jennings Enterprises Inc.,
owned by William Donn Jennings.
Phone: (205) 880-6405

SELLER: Alabama Radio Inc., headed
by David Smith. The company also
owns WBYU/New Orleans. Phone:
(504) 522-6666

FREQUENCY: 1450 kHz

POWER: 1kw

FORMAT: Nostalgia

KWNN/Little Rock

PRICE: $250,000

TERMS: Asset sale; escrow deposit
$10,000 with balance of purchase
price payable in cash at closing
BUYER: Joshua Ministries and Com-
munity Development Co., a non-profit
group headed by President Silas John-
son. Phone: (501) 374-5683
SELLER: Dynamic Communications

Inc., headed by Cliff Ford
FREQUENCY: 1050 kHz

POWER: 1kw day/19 watts night
FORMAT: Motivational programming.
The buyer plans a Religious format.
KMAT (FM CP)/Sutter Creek
PRICE: $32,500

TERMS: Asset sale for cash

BUYER: Sutter Creek Broadcasting,
owned by Lana Robinson of Balti-
more. Her husband is Paul Robinson,
who owns Broadcast Trustee Man-
agement Inc. He's the receiver of
WOMP-AM & FM/Bellaire, OH;
WLMX-AM & FM/Rossville, GA; and
WMFX/St. Andrews, SC. Phone:
(301) 332-1928

SELLER: Susan Turgetto of Sutter
Creek. Phone: (209} 267-0507
FREQUENCY: 107.5 MHz

POWER: 1.2kw at 157 feet

e
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WPFM/Panama City
PRICE: $600,000
TERMS: Asset sale for cash; escrow
deposit is $100,000. Pending FCC
approval of the sale, the buyer is enter-
ing into a time brokerage agreement
with the seller.

BUYER: Milblack Inc., owned 67 5%
by James Thomas Milligan and Mar-
tha Blackmon-Milligan of Eufaula, AL;
12.5% by James Roy Martin and De-
bra Holloway Martin of Columbus,
GA; and 20% by Gerlinde Pfeffer of
Panama City. The company owns
WDRK/Callaway, FL. James Martin
and James Millgan also own WNKS/
Columbus and WPNX/Phenix City,
AL. Phone: {904) 763-6651
SELLER: Donald McCoy, receiver of
Culpepper Communications Inc. for
Caprock Federal Savings & Loan As-
sociation. McCoy's broadcast inter-
ests include WSYA-AM & FM/Mont-
gomery, AL; WDEN-AM & FM/Macon,
GA; and KTOM-AM & FM/Salinas, CA.
Phone: (904) 234-8858
FREQUENCY: 107.9 MHz

POWER: 100 kw at 780 feet
FORMAT: CHR

COMMENT: The parties have re-
quested a waiver of FCC multiple own-
ership rules to permit this transaction
on grounds that WPFM is a financially
distressed station in receivership. Its
signal overlaps the city-grade contour
of WDRK.

WTMP/Tampa
PRICE: $670,000
TERMS: Asset sale pursuant to fore-
closure by major creditor/The former
owner was indebted to Broadcast
Capital, a Washington, DC venture
capital company, in the amount of
$866,988.

BUYER: Broadcap of Florida Inc., a
wholly owned subsidiary of Broadcast
Capital Inc., headed by President Ray-
mond Suarez.

SELLER: Westerville Broadcasting of
Florida Inc., owned by Paul Major.
Phone: (813) 626-4108
FREQUENCY: 1150 kHz

POWER: 5kw day/2.5kw night
FORMAT: Urban

WEZS/Carterville

PRICE: Undisciosed for 51%

TERMS: Asset sale for undisclosed
amount of consideration

BUYER: Robert Ferrari, who currently
owns 49% of the licensee. He also
owns WJPF/Herrin, IL. Phone: (618)
942-2181

SELLER: Marilyn Pranno of Carbon-
dale, IL is selling 51% of licensee M.P.
Broadcasting Inc. Phone: (618)
529-4561

FREQUENCY: 95.1 MHz

POWER: 6kw at 255 feet

WKID/Vevay
PRICE: $77,500

TERMS: Asset sale for $2000 down
payment and additional $3000 cash at
closing; cash in the amount of $5646
will be paid directly to Vevay Deposit
Bank to settle debts of the seller;
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TRANSACTIONS AT A GLANCE

This Week’s Action:

Total Stations Traded This Year:

1992 Deals To Date:

$576,058,000

(Last Year: $345,871,643)

........ 637
(Last Year: 511)

........ $10,932,746
(Last Year: $4,033,060)

Total Stations Traded This Week:. . ... .. .. 27

(Last Year: 7)

® Deal Of The Week:

® WVUD/Kettering (Dayton) $3.5 million

® WTMP/Tampa $670,000

® WKiD/Vevay, IN $77,500

® KKWQ/Warroad, MN $1

@ KSEV/Tomball, TX $1

balance of $66,854 payable via
$1050 monthly installments

BUYER: Spryex Communications,
owned by William Spry of Hamilton,
OH. Phone: (513) 887-0714
SELLER: Gray and Gray Communica-
tions Inc., headed by Carlos Gray.
Phone: (812) 427-3840
FREQUENCY: 95.9 MHz

POWER: 2.7kw at 480 feet
FORMAT: AC

® WKGL/Huntsville, AL $100,000

® KWNN/Little Rock $250,000

©® KMAT (FM CP)/Sutter Creek, CA $32,500
©® WPFM/Panama City, FL $600,000

® WEZS/Carterville, IL Undisciosed for 51%

©® KEGS/Emporia, KS $230,844

® WLSY (AM CP)/Newburg, KY $1000

® WMIK-AM & FM/Middiesboro, KY $300,000
©® WHRS & WLFX/Winchester, KY $600,000
® KAGY/Port Sulphur, LA $210,000

® WRCA/Waltham (Boston) $1.3 million

® WAVN/Southaven, MS (Memphis, TN) $135,000
® WVVY/Grifton, NC $1.4 million

® WEPG/South Pittsburg, TN $110,000

©® KUKA (FM CP)iSan Diego, TX $5900

® KCKK/Kanab, UT $100,000

® WFNR/Christlansburg, VA $180,000

® WFMR/Menomonee Falls (Mliwaukee) $1,080,000
® KKTY-AM & FM/Dougias, WY $50,000

KEGS/Emporia

PRICE: $230,844

TERMS: Asset sale for cash
BUYER: Lesso Inc., owned by
Lawrence Steckline of Garden Plain,
KS. Lesso owns KXXX & KQLS/Col-
by, KS; KYUU & KSLS/LIberal, KS;
KWLS & KGLS/Pratt, KS; KXLS/Enid,

Continued on Page 8

UHERE RADIO'S BEST CONNECT

It’s All Here...

Top DAB experts and insights

All there is to know about new FCC ownership rules

Profitable sales, marketing and promotion ideas
Everything on AM improvement and AMAX
Radio's top players, foremost experts and its brightest stars
And, the latest in radio technology, programming and services

REGISTER TODAY!

NEW ORLEANS

Call 1-800-342-2460, (202) 775-4972 or fax (202) 775-2146.
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RADIO BUSINESS

TRANSACTIONS
Continued from Page 6

KS; KLLS/Augusta, KS; and KBLS/
North Fort Riley, KS. Phone: (316)
267-0293

SELLER: Communications Group
Inc., owned by Gregory Ray Steckline
of Wichita. Phone: (316) 267-0293
FREQUENCY: 101.7 MHz

POWER: 3kw at 300 feet

FORMAT: Country

WMIK-AM & FM/Middlesboro
PRICE: $300,000

TERMS: Stock sale for $10,000 cash
and four-year promissory note for
$290,000. The note is payable in an-
nual instaliments of $50,000.
BUYER: Binghamtown Baptist
Church, headed by J.C. Meredith
SELLER: Cumberiand Gap Broad-
casting Co. Inc., owned by James
Ballard of Middiesboro

FREQUENCY: 560 kHz; 92.7 MHz
POWER: 500 watts day/88 watts
night; 130 watts at 1438 feet
FORMAT: Country; CHR

WLSY (AM CP)/Newburg
PRICE: $1000

TERMS: Asset sale for cash

BUYER: River City Communications
Inc., headed by F. Michael Wix and
Bart Stith of Brandenburg, KY, and
Frank Kinney of Louisville. Wix also
owns WOCCI/Corydon, IN.

You get complete control
with these BE® products:

B AudioVAULT —
simultaneous muiti-
user digital audio
central storage

B CORE — automated

satellite interface

B Air Trak and Mix
Trak — versatility
and affordability
in linear consoles

B Disc Trak —
removable media
digital cart machines

B Phase Trak and Dura

hear is what they hear

at (217) 224-9600,

In the frantic world of radio, you need every
measure of control and quality in the studio
you can get. Qur products allow you
to program, control and monitor
everything that goes over the air,

&

program control and <

7,

f_

Trak — the performance
standard in cart machines

B FX-50 Exciter — what you .~

For the full story, call Bill Harland

Broadcast Electronics...
The World Leader in Radio Broadcast Technology.

®
E BROADCAST
ELECTRONICS INC.

SELLER: Louisville Radio L.P., head-
ed by P. Richard Zeitleman, Thomas
Buono, and Michael Hesser. They al-
so own WLSY/Jeffersontown, KY;
WHIT/Madison, WI; and WWQM/Mid-
dieton, W1. Phone: (301) 652-3603
FREQUENCY: 680 kHz

POWER: 1.3kw day/450 watts night

WHRS & WLFX/Winchester
PRICE: $600,000

TERMS: Asset sale; the selling licen-
see has been sued in the U.S. District
Court in Lexington, KY by HeHer Fi-
nancial Corp.

BUYER: Hancock Communications
Inc., owned by Bayard ‘‘Bud’’ Wal-
ters of Nashville. His broadcast hold-
ings include WHAL & WYCQ/Shelby-
ville, TN; WGLO & WVEL/Pekin, IL;
WMClI/Mattoon, IL; WSHY & WEJT/
Shelbyville, IL; WKCM (AM)/Hawes-
ville, KY; WCKM (FM)Cannelton, IN;
and WCTZ & WQzQ/Dickson, TN.
Phone: (615) 361-7560

SELLER: Gary Jensen, receiver of
Premier Broadcast Group iInc. Phone:
(606) 237-7939

FREQUENCY: 1380 kHz; 100.1 MHz
POWER: 2.5kw day/40 watts night;
1.4kw at 460 feet

FORMAT: Nostalgia; CHR

KAGY/Port Sulphur
PRICE: $210,000
TERMS: Donation of station to church.

PROGRAM CONTROL?

With Broadcast Electronics...you get it!

N\
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4100 N. 24th St., Dept. D, P.0. Box 3606
Quincy, IL 62305-3606
Phone: (217) 224-9600, Fax: (217) 224-9607

The gift has been valued at $210,000.
BUYER: Miracle Assembly of God
Inc., headed by Walter and Maxwell
Latham of Buras, LA. Maxwell
Latham'’s other broadcast interests in-
clude KVDP/Dry Pronge, LA. Phone:
(604) 534-7585

SELLER: Keylo Inc., owned by Mary
Faye Gilbert. Phone: (504) 831-1883
FREQUENCY: 1510 kHz

POWER: 1kw daytimer

FORMAT: Country

WRCA/Waltham (Boston)
PRICE: $1.3 million

TERMS: Stock sale; the buyer is loan-
ing the seiler $990,000 and purchas-
ing the seller's note payable to the
Bank of New York for $300,000. The
buyer also agrees to purchase stock
for $10,000.

BUYER: SMY Media Inc., owned by
A.E. Staiey lil and Virginia Staley of
Chicago. Phone: (312) 621-9600
SELLER: James LaMarca Sr., of New
York City is reducing his ownership of
the LaMarca Group Inc. from 100% to
50%. Phone: (212) 265-5200
FREQUENCY: 1330 kHz

POWER: 5kw

FORMAT: Ethnic

COMMENT: This station was sold in
1989 for $1.15 million.

wwweamericanradiohistorv-com
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KKWQ/Warroad

PRICE: $1

TERMS: Stock sale for "$1 and other
good and valuable consideration,” the
nature and value of which have not
been disciosed

BUYER: Frederick DeMolee of War-
road, MN. Phone: (218) 386-3024
SELLER: Daniel and Laurel DeMolee
are selling their entire 51% interest in
DeMolee Communications Inc.
Phone: (218) 386-1430
FREQUENCY: 92.5 MHz

POWER: 100kw at 472 feet
FORMAT: Country

WAVN/Southaven
(Memphis, TN)
PRICE: $135,000
TERMS: Asset sale for cash; escrow
deposit $20,000 with additional
$115,000 in cash due at closing
BUYER: Arlington Broadcasting
Corp. Inc., owned by Fred Flinn of
Memphis. The company owns WGSF/
Arlington, TN. Phone: (901)
867-9473

SELLER: Lois Crain, the permittee of
WHLE/Byhalla, MS

FREQUENCY: 1240 kHz

POWER: 580 watts

FORMAT: Country

¥ o £

PRICE: $1.4 miliion

TERMS: Asset saie

BUYER: Edward Taylor lll of Tulsa. He
owns Local DBS Inc., a satellite broad-
cast service.

SELLER: Bishop L.E. Willis, the larg-
est minority group owner in the nation,
owning nearly two dozen stations in-
cluding WURD/Phitadeiphia
FREQUENCY: 99.5 MHz

POWER: 16.5kw at 830 feet
FORMAT: AC

BROKER: Michael Bergner of Berg-
ner & Co.

COMMENT: This station was sold for
$800,000 in 1991.

: S
AR

WEPG/South Pittsburg

PRICE: $110,000

TERMS: Stock sale for $90,000 cash
and two two-year promissory notes for
$10,000 each at 10% annual interest
BUYER: Jerry Nelson of Cowan, TN.
Phone: (615) 967-7585

SELLER: Marion County Broadcast-
ing Service Inc., owned by Eaton
Govan Jr. and Eaton Govan Ill, the
51% owner of WUSJ/Elizabethton,
TN.

FREQUENCY: 910 kHz

POWER: 5kw day/950 watts night
FORMAT: AC

s

KUKA (FM CP)/San Diego
PRICE: $5900

TERMS: Asset sale for cash

BUYER: Armando Marroquin Jr. of
Laredo, TX

SELLER: Brent Epperson of Amherst,
VA. Phone: (804) 929-5129
FREQUENCY: 105.9 MHz

POWER: 3kw at 270 feet

KSEV/Tomball

PRICE: $1.00

TERMS: Stock sale for cash. The
buyer will issue an irrevocable proxy al-
lowing the selier to exercise all voting
rights during the seller’s lifetime.

‘ennecses

BUYER: Stephen Sellers of Houston.
Phone: (713) 840-0900

SELLER: W. Harold Sellers of Hous-
ton is selling his entire 62% stake in
Sunbelt Broadcasting Co. Phone:
(713) 840-0900

FREQUENCY: 700 kHz

POWER: 2.5kw day/1kw night
FORMAT: News/Talk

KCKK/Kanab
PRICE: $100,000

TERMS: Asset sale for cash

BUYER: Red Rock Broadcasting Inc.,
owned by Harold, Joan, Laura, and
Tracy Hickman of Flagstaff, AZ; John
William Hickman and Carl Lamer
Rieck of St. George, UT; Alta Hick-
man of Beaver, UT; and Gerald Todd
Hickman of Chandler, AZ. The com-
pany owns KNOY/St. George, UT.
Phone: (602) 774-8816

SELLER: Media Venture Manage-
ment, headed by Randolph George.
The company is acting as receiver of
JJN Enterprises Inc. Phone: (415)
391-4877

FREQUENCY: 101.1 MHz

POWER: 99w at 786 feet

FORMAT: Country

BROKER: Media Venture Partners

i el

WFNR/Christiansburg

PRICE: $180,000

TERMS: Stock sale for four-year prom-
issory note at 9% interest

BUYER: Karen and Robert Travis of
Blacksburg, VA. Phone: (617)
890-5414

SELLER: Valley Radio Corp. owned
by Robert T.S. Colby of Alexandria,
VA. Phone: (703) 549-7722
FREQUENCY: 100.7 MHz

POWER: 3kw at 328 feet

FORMAT: Gospel

BROKER: Victor Bosiger

T —
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WFMR/Menomonee Falls
(Milwaukee)

PRICE: $1,080,000

TERMS: Asset sale for $250,000 cash
and promissory note for $830,000 at
7% annual interest. No payments are
due on the note until 24 months after
closing, when monthly payments of
$10,000 will be made until the note is
paid in full.

BUYER: Harris Classical Broadcast-
ing Co., owned by Richard and Jessie
Lynne Harris. They also own WSPB/
Sarasota, FL. Phone: (813)
388-2966

SELLER: Capitol Classics Inc., owned
by Angela and Robert Caufleid of Mil-
waukee. Phone: (414) 462-9367
FREQUENCY: 98.3 MHz

POWER: 6kw at 328 feet

FORMAT: Classical

COMMENT: This transaction was filed
with the FCC in May, but contract doc-
uments were unavailable until recently.

bbb

KKTY-AM & FM/Douglas
PRICE: $50,000

TERMS: Asset sale for cash

BUYER: Lonnle Horton of Douglas,
WY. Phone: (307) 358-9032
SELLER: Fireside Broadcasting Co.,
owned by Brett Reese. Phone: (307)
358-3636

FREQUENCY: 1470 kHz; 99.3 MHz
POWER: 1kw day/500 watts night;
1.05kw at 530 feet

FORMAT: Country; AC
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‘ S YOUR STATION CAN SPONSOR A LOCAL, UNSIGNED BAND
to appear on The Dennis Miller Show.
L Five bands will be flown to Hollywood to
‘ appear on the show in late August--and
R will be introduced on-air by a person-
E ality from their sponsoring
radio station... yours?
Free merchandise is
available for on-air
giveaway; you’ll
also receive
customized
voiceovers
and teasers.
But you've
got to move fast... it’s
all happening right now!
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For more information,

Call Stacie Seifrit at
This FREE PROMOTION is now available

in these markets:

Atlanta Detroit Miami . Portland

Baltimore Grand Rapids Milwaukee Providence

Birmingham Greensboro  Nashville Sacramento

Boston Harrisburg New Orleans  St. Louis

Charlotte Hartford New York San Diego -

Chicago Houston Norfolk San Francisco — Y
Cincinnati Indianapolis = Oklahoma City Seattle

Cleveland Kansas City  Orlando Tampa M A R K ET l N G
Dallas Los Angeles  Philadelphia =~ Washington, DC

Denver Memphis Phoenix W. Palm Beach 3] O ® 553 . 4330

el bicantacieohiste s com. . Ly
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NEWSBREAKERS.

Collins Cops GM
Chair At WAFX

Broadcasting veteran Jack Col-
lins has filled the longtime GM
opening at Radio Ventures Classic
Rocker WAFX (The Fox)/Norfolk.

“Jack’s wide variety of experi-
ence and expertise will be a tre-
mendous asset to us,” commented
Radio Ventures President/CEO
Jerry Lyman.

During his 22 years in the indus-
try, Collins has served as GM and
GSM at several stations, including
KSMG/San Antonio, where he was
VP/GM from 1987-89. In 1989 he
founded the Breakthrough Corpor-
ation, where he developed a sales
management system for broadcast
properties.

“I've enjoyed the entrepreneu-
rial arena and will continue to see
that Breakthrough users’ future
needs will be well served,” Collins
remarked. “I’ve really missed ra-
dio, and I'm thrilled to join Radio
Ventures. The Fox is a special sta-
tion with an awesome future.”

‘e

WMGG/Columbus
Gets Harder,
‘Blitzes’ Market

WMGG/Columbus, OH became
the latest station to abandon Clas-
sic Rock in favor of a hard-rocking
AOR approach when it switched to
“Solid Rock 99.7FM/The Blitz” last
week.

Currently running jockless, the
North American Broadcasting
outlet will debut a new on-air line-
up shortly, as well as new call let-
ters. GM Mark Jividen and PD Hal
Fish remain in place.

“It wasn’t as though the old sta-
tion failed,” Jividen told R&R.
“Classic Rock’s been a good for-
mat for us. We were just a little
frustrated in not being able to get
above a five share.”

“Columbus is primed for solid
rock,” Fish remarked. ‘“This is
music a lot of people love but
haven't been hearing. Crank it
up! ”

WMGG has programmed Classic
Rock for the past five years, com-
peting primarily with crosstown
Great American AOR WLVQ. 'LVQ
beat 'MGG 7.5-3.4 in the Winter *92
Arbitron.

LETTERS

Dear R&R:

R&R s July 3 report on my fillng
fora stay in the implementation of

rules said my objective was a stalf
or delay. That is wrong. My sole
purpose in the filing was to avoid
having one rule,: which has been
criticized . by: key .congressional
leaders and cthers, go into effect
automatically on August 3 —only to’

the FCC's new radio ownership "

Fllmg Nol A ‘Stall’

be replaced by a rewsed rile short-

ly thereafter. The FGC can avoid
creatlng confusion among radio op-
erators by not malqng any new rule

‘effective until it is revised. | hope

the FCC can complete its reéconsid-

eration and issue its final rules, and

have them effective by early
August. ) ’

—Robert L. Fox, CEO

KVEN Broadcasting Corp..

" Ventura, CA'

Dear R&R
Your July 3 issue carried a letter

people was :adio’s number two
problem. To aff who read and silent-
ly agread, let" me challenge all
readers to remember when you
started out in this business.

We av know that you've got. o
love radio to want fo stay in it. That
very passion compelled us to leam

um. But maybe we've been
_ distracted from that memory by
battom-dne préssures, fragmented
audiences, or whatever. .
-, It was probably a kind role model
" who tock a moment to show us the

workd of radio wonder. Let me sug-

gest that we must reignite our pas-

which claimed that the lack of good <

more about the magic of the medj-- _

ropes and share the secrels, and -
who thareby propefled us into a '_

Radio Prescrlplmn Passmn Punch

sion so that we can pass 7t along to
the neophyte not-yet-cynical; new-
to-radio employee.

How? Maybe start by giving your- -
self a pat on the back. Radio is the

 only live, unretouched immediate

medium going. TV is mostly a
videotaped collaboration. Film?
“Great take, Michael, but the Bat-
cape didn’t quite swirl right . . . let's
do it again! Ready? Take 17 ...
rolling!” Newspapers? “Crop the
photo and edit the revision, and
don't forget to speficheck.” In radio,
most of the time, we just do it!
The answer fo “lack of good peo-
ple” is simple. You must teach them -

- how to be good. You imust share

the passion fo .'raw I{ grow in your

= station! 2 . 7

. Zob Wood, VPIGM

"5 . WNSS & WEZGISyracuse

[

KHTK Recrults Upton As New PD

Rick Upton has
accepted the PD &
post at Legend
Broadcasting
Dance CHR
KHTK (Hot 97)/
St. Louis. Upton
had been Zoo En-
tertainment’s Tex-
as regional pro-
motion rep and
had just an-
nounced a return Upton
to radio as PD at KIKX/Colorado
Springs before taking the KHTK
job. He replaces Michael St. John,
who resigned to join a tipsheet.

KHTK VP/GM Michael Frischi-
ing commented, “We are very ex-
cited about Rick joining our staff to

spearhead our programming ef-
forts. [He] has a reputation of be-
ing a tireless worker. His track rec-
ord for success is most impressive,
and [he has had] impressive wins
in very competitive situations. Our
goal is to be St. Louis’s #1 CHR and
Rick Upton certainly has the [abili-
ty] to accomplish this task.”

Upton told R&R, “What a thrill
to be coming back to radio and to
walk into a station with so much
potential as KHTK! We are not go-
ing to change the format, or the di-
rection, but we are going to put big-
ger numbers on the scoreboard.”

Prior to his tenure at Zoo, Upton
was PD at KAYI (K107)/Tulsa and
KITY/San Antonio.

Sherlock Shines At Motown Int’l

Seventeen-year label veteran Karen Sherlock
has been promoted to Sr. VP/International at Motown ##" 8

International.

"Karen Sheriock has been an essential part of &
the Motown international scene for the past 17 years.
Her expertise in this field is unquestioned,” com-
mented Motown COO Harry Anger.

In her new position, Sherlock will continue to
oversee all aspects of operations for the company in

% areas outside the U.S.

Furlong
SRR

SRR R,
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Director/Dance Promotion.

Group W Radio VP/Communications Charles
Furlong is leaving the radio group to form his own
marketing communications company,
Partners. The new company'’s first project will be to
develop a 1993 Super Bowl new business promotion
program for the Group W Radio stations.

Furlong recently served as executive producer of
RAB'’s Mercury Awards in New York.

InterMedia Partners, based in New York, will be
affiliated with Lawrence-Scott, a Tampa-based adver-
tising and graphics design agency; Saxson Associ-
ates, a New York public relations firm; and Sweeney
Films, a New York video and film production house.

Lee Dances To Tommy Boy

Victor Lee has joined Tommy Boy as National

He had been Retail Manager with Strawberries in
Boston and has served as A&R Marketing Manager
for BMG International in Hong Kong.

Lee will report to label President Monica Lynch.

RS R

s
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InterMedia

Edwards Vetoes Louisiana Lyrics Bill

Calling the measure “funda-
mentally flawed,” Louisiana Gov-
ernor Edwin Edwards (D) last
week vetoed a bill that would have
restricted the sale of recordings
with explicit lyrics.

“The fatal flaw inherent in [this

s

|
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Red Hot Double Platinum

g -

When the Red Hot Chili Peppers’ “Blood Sugar Sex Magik” LP was cemfled double platinum, Warner Bros. Records
celebrated the occasion. Displaying the awards are (I-r) RHCP's Anthony Kiedis, producer Rick Rubin, band member
Flea, label Board Chairman Mo Ostin, RHCP’s Chad Smith, and band manager Lindy Goetlz.
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Capitol Records
Promotes Blalock

Jeffrey Blalock
has been ele-
vated to National
Director/Pop
Promotion at Cap-
itol. Blalock’s
new duties in-
clude the promo-
tion of front-line
Capitol releases 3
to radio and pro-
viding tour sup-
port for Capitol
artists.

“This is a well-deserved promo-
tion for Jeffrey,” Capitol Sr. VP/
Promotion John Fagot told R&R.
“He’s done a great job in the field
and we know he’ll do an even better
job on the national level.”

An eight-year company veteran,
Blalock has held local promotion
positions in Houston and Nashville
and was most recently National Di-
rector/Rock Promotion.

Blalock

- — —-T—4|(U

bill] is censorship,” Edwards said
in his veto message to the state leg-
islature. “Censorship attacks our
fundamental right of freedom of
expression, and cannot be the pub-
lic policy of our state.”

The legislation, which was spon-
sored by Rep. Ted Haik (D), would
have barred retailers from selling
a minor any recording with lyrics
deemed “harmful” to young peo-
ple. The measure included a pro-
posed maximum penalty of a $1000
fine and six months in prison.

According to Edwards, the bill's
definition of “harmful to minors”
was unconstitutionally vague. Un-
der the legislation, all recordings
that bear the music industry’s vol-
untary parental warning label
would have been deemed “harm-
ful.”

Edwards also worried that the
proposal was unfair to retailers,
who would have been banned from
selling music that minors could ob-
tain from other sources, including
radio and television. Enactment of
the bill, he said, would also have
prompted numerous costly law-
suits against the state.

The Recording Industry Associa-
tion of America (RIAA), which led
the fight against the measure, hail-
ed Edwards’s veto as ‘“‘an expres-
sion of support for First Amend-
ment rights and opposition to cen-
sorship.”
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FROM PREMIERE RADIO NETWORKS

THE BEST JINGLES
MONEY CAN'T BUY!

“We designed the PURE IMPACT ONE
jingles to be musical, current, and passio-
nate. | particularly like the solo cuts which are
sung with a lot of guts and individuality.
There’s a variety of versions so you can
customize a package that sounds like your
brand of Top 40.”

<DAVE SHAKES . %
Program Director B-96 FM I"LLEE
Chicago ”E

The new PURE IMPACT TWO jingle package
contians 100% cutting edge jingles. Clarke
Brown the president of Jefferson-Pilot Radio
was singing them after one listen! Most of
these jingles could be hit songs!

TONY NOVIA»
STAR*”’M Ops.Mgr.STAR-94FM

Atlanta

rRciviieie =333

RADIO NETVWORKS WHo DId TdaT iiUsiC?

FOR INFORMATION CALL (213)467-2346

—yiiea e tie antadiohistorns:com
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NEWSBREAKERS

Radio

® RICK YERMAN has been promoted
from Regional AE to LSM at KOOL/
Phoenix.

® JOSEPH ADEMY assumes GSM
duties at WCVU/Naples, FL. He previ-
ously served as GM at WZCR/Ft. My-
ers Beach, FL.

©® FRED BROWN shifts to WW.J/Detroit
as Assistant Director/News & Program-
ming. He exits KYW/Philadelphia,
where he served as News Director.

Records

® THOMAS KRAUS has been elevated
to President/RCA Special Products at
Bertelsmann Music Group. He moves
up from Sr. VP/GM, Special Products.

Merino

Kraus
® OSCAR MERINO, formerly an Ac-
count Service Rep at Sony Music Dis-
tribution, has been tapped as Man-
ager/Dance Music Promotion, West
Coast at Columbia Records.

S
&
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Marriages
Westwood One Eastern Re-
gional Sales Department AE g
Julie Rosen to Scott Boruchov,

June 13.

KAYI (K107)Tulsa APD Tim
Cornett to Nancy Powell, June
20.

Births

KDXU/St. George, UT air tal-

. ent Marty Kurtz, wife LaRee,

_ daughter Brittany LaRee, June
28

Beck Marketing Group Presi-

dent Chris Beck, wife Margo,

daughter Christina, June 30.

Cunningham O’Brien

O CINDY SELBY CUNNINGHAM
steps up from Manager/Promotion to
the newly created Manager/Promotion,
Mid-Atlantic/Eastern  Region post at
Epic/Nashville. Meanwhile, MICHAEL
ROGERS has been elevated from Co-
ordinator/Promotion to Manager/Sec-
ondary Promotion & Product Develop-
ment.

® CATHY O’BRIEN has been pro-
moted from Associate Director/Crea-
tive Services to Director/Creative Ser-
vices at Capitol Records. Concurrent-
ly, CHRISTINE BEAUDET has been
upped from Sr. Coordinator/Black Mu-
sic, A&R to Production Manager/Black
Music, A&R.

®IAN STEAMAN segues to Tommy
Boy as A&R Representative/Rap Mu-
sic. He previously was a rap music col-
umnist at Upfront Magazine.

® DANIEL PRITZKER, Rockwood Mu-
sic Group President, has reintroduced
Vee-Jay Records. Originally founded in
1953, the label will begin reissuing cat-
alog product on a quarterly basis in fall
1992. Thirty-vear industry veteran
GORDON BOSSIN has been appointed
Vee-Jay's COOQ, recording artist BILLY
VERA and producer GORDON SKENE
will supervise the label's reissuing pro-
cess, and musician/engineer BOB
FISHER assumes mastering duties.
Vee-Jay is located at 71 Popple
Swamp Rd., Cornwall Bridge, CT
06754, (203) 672-2605.

® TEDD!I BONADIES joins Columbia/
Nashville as Manager/SE Regional Pro-
motion. Bonadies previously was Man-
ager/Marketing for Sony Distribution’s
Mid-Atlantic branch.

National
Radio

©® ON MIC PRODUCTIONS is offering
“Super Slammin Seventies“ and “Slo
Jammin Seventies.” Hosted by Mitch
Faulkner and “Motown” Mike Richard-
son, respectively, the programs show-
case Urban tracks from the 1970s;
(404) 939-2481.

Industry

® LAURA TYSON, previously Sales
Manager at Denon America, has been
appointed Sales Representative at
Broadcast Supply West's newly estab-
lished New York office.

® MICHAEL AMEEN, veteran personal
manager, becomes Exec. VP/partner
at Sound City Entertainment, which in-
cludes Sound City Management,
Sound City Studios, Sound City Pro-
ductions, and the company's publish-
ing arm and rehearsal halls.

® LOUIS GHIRALDI has been named
Director/Advertising & Promotion at
MCD Music, a Long Island-based chain
recently acquired from NY's Record
World. Rounding out the executive
team are Supervisor/Operations LAURI
SAVIANO, Supervisor/Warehouse Op-
erations JIM MUNGELUZZO, and Re-
gional Retail Coordinator ANTHONY
BENCIVENGO.

Changes
David Shipps joins Digital Cable Ra-
dio as AE.

JI]

(“

Krossing The Platinum Plateau

Kris Kross was awarded platinum plaques for sales of “Totally Krossed
Out.” On hand for the presentation were (front row, I-r) Kris Kross’s Chris
Kelly and Chris Smith; (back row, I-r) Sony Music President Tommy Motto-
la, producer Jermalne Dupri, Ruffhouse CEQ Chris Schwartz and President
Joe Nicolo, Colurnbia President Don lenner, and manager Michael Mauldin.

Mike Bell — Production di-
rector/afternoons KRAB/Bak-
ersfield (805) 836-2669

Rocky Burnett — Parttime
KiKX/Colorado Springs (719)
395-2053

Mike Elliott — Mornings
WRBQ (Q105)/Tampa (813)
961-4032

Jesus Garber — VP/R&B
Promotion Zoo Entertainment
(310) 677-6759

G. Michael Keating — APD/
MD/afternoons WQID/Biloxi,
MS (601) 388-9877

Al Levine — Late nights
WTIC-FM/Hartford (203) 721-
7952

Mad Maxx — Nights KKYK/
Little Rock (501) 664-8242

Pat Reynolds (Bo Reynolds)
— Momings WRBQ (Q105)/
Tampa (813) 973-7144

Brlan M. Rowiand (Brian
Mitchell) — OM/PD WAIA/
Jacksonville (904) 636-8892

David Sloan — Programming
asst. Digital Planet (310) 289-
8166 |

Jim Walsh — Mornings g
WMGM/Atlantic City (609)
399-8226

After Graham Parker signed an ex-
clusive recording contract with
Capitol Records, he posed with la-
bel President Hale Milgrim. Parker's
first album under the new deal,
“Burning Questions,” is set for a
July 28 release.

ol

& THE GILBEY’'S GIN-
> FLAVOR OF JAZZ TOUR

we_ o The National Jazz Service Organization

W,

Recording artists Tony Williams and Benny Green helpad earn $10,000 for the National Jazz Service Organization 'by
participating in the “Gilbey’s Gin Flavor Of Jazz” tour. Presenting the check are (I-r) Blue Note Records VP/Marketing
Tom Evered, Track Marketing Associates VP/Operations Mike Shavelson, Gilbey's Gin Marketing Manager Leah

Ten Thousand Dollars |

wo F 0O Y241 Crintinned Suppors 0f Jass

Gin N’ Jazz

Bruhn, Williams, Green, and NJSO Exec. Director Willard Jenkins.

Jusr i3 92

Smells Like Weird Al

Weird Al Yankovic (c) recently visited WFLA/Tampa to promote ﬁis “Off
The Deep End” LP, and the station’s OM Gabe Hobbs (l) and moming host
Al Gardner took advantage of the photo opportunity.

WWW-americanradiohistorv.com
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SEVEN SUGGESTIONS

MANAGI

How To Keep Your Best Employees

op employees are hard to

find, but even harder to

lose. It’s in your best in-
terest to keep them happy if you
want to keep them at your com-
pany, and to that end Robert Half
of Robert Half International offers
these seven suggestions:

Respect your employees. Never
criticize them in public, but be
generous with praise when war-
ranted.

Empower your employees, es-
pecially those who handle authori-
ty well. Good workers need chal-
lenges and should be trusted to

WAT A Mmunz
INSTEAD OF TRYING
1o ADAPT, myae L'in
\61' UNSVITED FoR.
LIFE ON This MANET.

these difficult times.

remain angry.

developments as well.

adapt to new difficulties.

durance, ask yourself,
ferently next time?”

' Five Wa ys To Deal With Stress

tressful situations will get the better of you —if you let them. How-
ever, there are ways to survive (and even gain strength from)

Writing in the Portland, OR-based Competitive Advantage newslet-
ter, Dr. Al Siebert notes that when the going gets tough, the tough:

Accept the new reality. Don't fight change — find ways to survive
and cope with it. Don't allow yourself to feel victimized, blame others, or

Ask questions. The more you learn about any situation the better
equipped you'll be to handle it. Train yourself to learn from unexpected

Play with situations. Using humor,
behavior to your advantage when possible.

Find creative solutions. Draw upon your senses of curiosity and
playfulness. They’'ll suggest fresh approaches that will enable you to

Learn from bad experiences. To build mental strength and en-
“What can | learn from this? What will | do dif-

try to manipulate negative

Great products . . .

Perceptual Studies
Auditorium Music Tests
Auditorium Format Analyses
Focus Groups

take responsibility for their ac-
tions. Giving people the freedom
to make decisions, even if some of
their choices are wrong, is better
than forbidding them to make de-
cisions at all. This kind of restric-
tion is the quickest way to lose
talented people.

Encourage your employees to
be team players. Build teams
within the company with leaders
who foster a cooperative mentali-
ty.

Promote your employees from
within. Establishing this policy
sends a clear message to your
employees that good work is re-
cognized and rewarded. Hiring
outsiders for upper-level jobs will
cause your best people to start
looking elsewhere.

Encourage creativity and inno-
vation from your employees.
Don’t dismiss new ideas outright.
If you don’t listen, your employees
will find sombody who will.

Never tell your employees
“never.” Your best workers are
more likely to leave when exces-
sive restrictions are placed on
them.

Keep your employees’ salaries
and benefits competitive. Place
particular emphasis on medical
benefits — they may be even more
important than money to some of
your most valued employees.

New Radio PR

Guide Arrives

tation promotion directors

can sharpen their publicity

skills by consulting
veteran radio promo domo Dan
Acree’s manual, “The Radio Pro-
motion Director’s Practical Guide
To Publicity”’ (Promotion Publica-
tions/$12.95).

The 32-page handbook offers tips
on designing letterhead, preparing
news releases, establishing com-
puterized mailing lists, and hand-
ling other publicity-related tasks.
For more info, call (415) 392-2590.

S

Nicole Miller Ties In With RAB

Your station’s design contributions sought

he Radio Advertising Bu-
Troau (RAB) is working with

noted clothing designer
Nicole Miller — famous for her col-
orful, theme-patterned silk ties
— to create a radio motif for
scarves, ties, boxer shorts, and
other apparel.

Stations can contribute to the
design by submitting artwork,
photos, or drawings of their current
or former logos, calls, air per-
sonalities, equipment, and other
radio-related paraphernalia by July
17.

To enter, you must have legal
authority to approve the use of
these items. Furthermore, your
submission must include a signed
letter authorizing Miller to use your
materials.

Once the design is finalized and
production is complete, the mer-
chandise will be available at retail
outlets that carry Miller's apparel.
The RAB also will sell the garments
at the next Managing Sales Con-
ference, and use them as adver-
tiser prizes and incentives.

Send your entries to Erin Halina,
c/o RAB, 304 Park Avenue South,
New York, NY 10010. For more in-
fo, call (212) 254-4800.

@ July 810 — 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 13-16 — Jack The
Rapper Convention. Atlanta Hil-
ton and Towers Hotel.

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

® September 9 — 1992 MTV
Video Music Awards. UCLA
Pauley Pavilion, Los Angeles.

S

KOST/Los Angeles
WNCI/Columbus
WFMS/Indianapolis
KFOG/San Francisco

WSB-AM/ Atlanta

Radio ‘Sex Talk’
Awards Offered

he Center For Population

Options — a naticnal, non-

profit organization dedi-
cated to the prevention of teen
pregnancy and sexually transmit-
ted diseases — is accepting entries
for the 1992 Radio Broadcasters
Award.

The award honors thoughtful
radio programming that deals with
family planning, sexuality, and re-
productive health issues.

Deadline for entries is July 17.
Winners will be honored in Novem-
ber. For an application or more in-
fo, call CPO’s L.A.-based Media
Project at (310) 559-5700.

for great stations . . .

Paragon Research

The Research Company of Choice

Contact Vicki Mann or Mike Henry to discuss programming research options for your station — (303) 922-5600

__JIAMAMALamericanradiohistorv.com
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Jeopardy: The Marketing
Game For The ’90s!

his week, Sales & Marketing takes a tip or two
from the popular TV game show ‘‘Jeopardy.” Your
genial host, Chris Tre-Beck, will name a currently
popular term or trend. Your mission, should you choose to
play, is to select the question that most accurately de-
scribes that term. Ready to prove how up-to-date you are?

Let’s begin.
1. New Age Beverages

A. What are bottled drinks that
feature a Crystal Chimes or Yanni
soundtrack as a GWP?

B. What are private potions de-
veloped by Shirley MacLaine and
marketed by Coca-Cola?

C. What is one of the biggest
growth segments in the beverage
industry of the '90s, consisting of
carbonated juice or carbonated
water with a high juice ingredient?

2. Stitch Marketing

A. What is an advertising cam-
paign conducted by a hospital spe-
cializing in surgery?

B. What is a campaign that
crosses linguistic, cultural, and
demo lines; i.e., a multilingual
message starring crossover tal-
ent? (Expect this trend to take off
in the '90s as individual marketers
attempt to cross-multiply lines
with a single creative effort, rather
than splitting budgets into increas-
ingly fragmented areas.)

C. What is an ad campaign fea-
turing a humorous tag-line that
passes into the popular culture?

3. Food Court

A. What is a new arm of the legal
system designed to hear cases bas-
ed on alleged restaurant and gro-
cery malfeasance?

B. What is one of the fastest
growing segments in the food ser-
vice industry, occurring primarily
within grocery retailers where in-
dependent operators run multiple
kiosk-sized counters for food ser-

m

What is one of the
fastest growing
segments in the

food service
industry?

vice clients such as Chi Chi’s, Ben-
nigan’s, and Godfather’s?

C. What is the hottest new Satur-
day morning TV cartoon, featuring
such popular characters as ‘‘cereal
killers,” “white-sugar criminals,”
and a Swiss cheese judge?

4. Grazing

A. What is the new '90s diet —
first popularized in California —
that consists of eating lawns and
shrubbery?

B. What is the diet that calls for
eating multiple vegetarian meals
each day?

C. What is a term to describe the
dining habits of a family unit that
doesn’t gather for traditional, sit-
down meals? (Approximately 25%
of the nation’s family units don’t
gather for meals.)

5. Young Emerging Adult

A. What is a descriptive phrase
for a young person who watches
CNN more than the “Fox Kids
Club”?

B. What is the marketing term
that retailers and manufacturers
use to define a teen when targeting
the teen market?

C. What do parents call a child

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.

I:S. Tupe & Label

Maint Lowin. Wissouri

Home of the TRAVELING BILLBOARD®

By Chris Beck

who is beginning to go out on
dates?

6. Solution Selling

A. What is a description of the
consultant interviewing process?

B. What is the new Yellow Pages
category where 976 numbers are
listed?

C. What is the high-growth strat-
egy that calls for displays around
non-traditional areas that either
solve consumer dilemmas or in-
volve activities associated with
time-savings? (For example, one
display might offer all of the ingre-
dients needed to prepare a specific
meal. Another example might
combine related electronic hard-
ware and software, saving con-
sumers the time and effort of look-
ing for elements in other parts of
the store — or in other stores.)

7. IRI

A. What is the information-gath-
ering branch of the Internal Rev-
enue Service?

B. What is the word in Jamaican
patois that means “cool” or
“gwi”?

C. What is Information Re-
sources Inc.? (The firm, which re-
cently merged with Arbitron, pro-
vides marketers with scanner-
based information that shows the
relationship between advertising
and sales. With further refinement
and utilization, IRI has the poten-
tial to redefine advertising efficien-
cies in coming years, allowing ad-
vertisers to gauge their media se-
lections by actual in-store sales.)

8. Future Shock

A. What occurs when a sales
manager looks at his billing for the
coming month on the 15th of the
prior month?

B. What is the disorientation and
inactivity that may follow the dis-
covery that your skills haven’t
adapted to your changing environ-
ment — and that the skills that or-
iginally helped you succeed will no
longer help retain your position or
further your advancement?

C. What is the new term for a
premonition in which you experi-
ence your own death?

9. Boomlet

A. What term describes the child
of a baby boomer?

B. What is a term for a small re-
organization that affects less than
7.49% of the workforce? (From the
old phrase ‘“lowering the boom’’;
i.e.,, “The company lowered the
boomlet.”)

C. What is a term used by Young
Emerging Adults to describe an ex-
pression of flatulence?

Mall Shopping Declines

alls are losing popularity as consumers opt for new
shopping alternatives. While usage of catalogue
: W B direct marketing as well as outlet stores is up, the
- averﬂaﬁ time per month spent in shopping centers dropped
from 12 hours to just four hours from 1980-80.

Source: Barrona/MAS Marketing Research Comp.

10. EDLP

A. What is an acronym for “ev-
eryday life problems* such as no-
show appointments or traffic
jams?

B. What is the new supergroup
Emerson, Dio, Lake & Palmer?

C. What is an acronym for “ev-
eryday low prices”? (WalMart de-
veloped this concept, now being us-
ed by many manufacturers to re-
duce coupons and compensations
paid to retailers by keeping prices
consistently low instead of driving
sales with coupons.)

11. Placed Based Media

A. What describes advertising
conducted by a tourist association
for a given destination?

B. What is an advertising cam-
paign used by a single-location
business against multi-location
competitors?

C. What new information distri-
bution systems do agencies and
sellers of new media use to capture
“captive” consumers? (Examples
include TV channels in health clubs
and ‘‘Jumbotrons” placed in front
of concert auditoriums.)

12. Deep Grain Marketing

A. What term refers to a large in-
vestment in a heavily scheduled ad
campaign? (Usage: “This is a
deep grain account.” Translation:
“I got wads of money’’).

B. What phrase describes the
marketing of a product or service
that actually benefits the environ-
ment? (As opposed to ‘“Green Mar-
keting,” which tends to be more
hype than fact.)

C. What is targeting heavy con-
sumers of distilled spirits using de-
tailed research gleaned from giant
databases?

13. Tweens
A. How does Barbara Walters re-
fer to teens?
B. What is the demographic de-
scription of pre-teens?
C. What are teenage siblings
born on the same day?

14. Producer-Driven
Market
A. What term describes the tra-
ditional marketing concept where-
in producers drive the market, as
opposed to customer-driven mar-

And The Answer Is...

V-EL B-ELY-EL
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kets, where customer needs and
objectives are the driving force?
B. What is a sales force that’s
subject to the whims of its biggest
account?
C. What is a grocery store spe-
cializing in fresh produce?

Calculating Your Score

Consult the answer box below
and grade yourself. Now rate your
score:

14 correct — You have a Master’s
degree in marketing. Your ability
to answer all of the questions cor-
rectly — when many of the alter-
nate definitions were so close —
puts you at the top of the marketing
industry. Continue on to the “Turbo
Round,” where your clients are
waiting to ask more questions.

10-13 correct — Marketing neo-
phyte. Congratulations on answer-
ing most questions correctly. You
are merely in the middle level and,
with further study, may ascend to
mastery. Such improvement, how-
ever, will require endless hours of
reading and study.

0-10 correct — Air talent. Or per-
haps you are a non-pro R&R news-
stand reader or student. Don’t fret
— there’s nothing to keep you from
reaching the higher levels in years
to come. And — to show our thanks
for your time and participation —
here’s a month’s supply of onion
soup mix and a case of car wax.
We'll see you tomorrow and the
next day and the next . . . on ““‘Jeop-
ardy: The Marketing Game For
The ’90s’"!

Chris Beck is the President of
Beck Marketing Group, an in-
ternational sales and marketing
consulting firm. If you have a
question about a column or a
topic you'd like to see address-
ed, he can be reached by
phone at (818) 594-0851; by
fax at (818) 594-5030; by
Prodigy electronic mail at ID#
SRTN15A; by CompuServe at
ID# 76066,3334; or by mail at
22900 Ventura Bivd., Suite
340, Woodland Hills, CA
91364.
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Watts — as they perform 9 Source: Exiubitor Relations Co

“Classroom Jam " “Citizen
Train,” “Without A Pass” and
four other tracks in this hourlong
D.A. Pennebaker film,
©® /RON MAIDEN: FROM ;-
THERE TO ETERNITY (SMV)
This 90-minute compilation
showcases the band’s 21 vid-

s

e M
“vioeo B rims @0 |
gﬁ‘ T 23i(ﬁ'$“m}‘_gm B i x<-+>,x.<w.<,w S
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g NEW THIS WEEK . j WEEKEND BOX OFFICE
| REDHOT + DANCE(SMV) ot .
Taped at various World AIDS il i 1 Batman Returns $13.82. f_:

i’% Day concerts last December, = (WB) E
2 this 100-minute compilation fea- @ . 2A League Of T"fl’ $13.73 g
% tures live performances by ; . _Own (Columbig) i

EMF,PM Dawn, Seal, C&CMu- | 3 Boomerang sie.c4 |
. sic Factory, Jimmy Somerville, = . (Paramouny) -
. Dream Warriors, Marky Mark, . A4Sister Act $6.76
. Crystal Waters, Beats Interna- =~ _(Buena Vista) B

tional, Sabrina Johnston, é ¢ SUnlawful Entry $6.53

Young Disciples, and Lisa @ }fz (Fox) |
| Stansfield. The package —set 6 Housesitter $4.25 =
. for simultaneous release with : & (Universal) %
© the Columbia album of the | . 7 Patriot Games $4.10 i
| same name — also includes | (Paramount) |
 George Michael's “Too Funky” = = 8 Pinocchio $3.05 ©
% video i § (Buena Vista) P
% © BRANFORD MARSALIS: o & 9Lethal Weapon3  $2.44 i
. THE MUSIC TELLS YOU i @ W 5
L (SMV) . 10Far And Away $1.60
. Sting, Jerry Garcia, and i (Universal) :
i Bruce Hornsby join the Bran- . ) L :
. ford Marsalls Trio — Marsalis, = © All figures in millions :
32 Robert Hurst, and Jeff “‘Tain” z *First week in release i
& ; Z
I i &
E i

‘:

o
S

Lt b

eos, including "Bring. Your i
Daughter To The Slaughter,” = = :
“Be Quick Or Be Dead,” and & #
“Women In Uniform.” - 3
O ELECTRIC LIGHT £ 2

ORCHESTRA PART TWO: i

LIVE (BMG) i

Nine songs, 55 minutes. ELO
Part Two's recent tour with the
Moscow Symphony Orchestra ;
is documented with live perfor- = i
mances of “Evil Woman,” “Turn
: To Stone,” “Telephone Line,” %
“Livin' Thing,” and more.
§ ® BLUES ALIVE (BMG) .
This 70-minute collection
© highlights interviews and live
performances by 13 musicians,

Kim Basinger — in "toon

COMING ATTRACTIONS:
This week’s openers include

R

including Willie Dixon, Buddy

the partially animated “Cool

? Guy, Albert Collins, Charles ¢ World,” starring Gabriel Byrne
©  Brown, Junior Welis, Ruth © as the creator of a cartoon char-
:  Brown, Anson Funderburgh & © acter who comes to life (played -
I The Rockets with Sam Myers, © by Kim Basinger). The fim's
% and Otis Rush. . ;' forthcoming Warner Bros.
® MEATLOAF: LIVE (BMG) . soundtrack includes a remix of
% Seven songs, 60 minutes. . My Life With The Thrill Kill
Performance video features o Kult's "Sex On Wheelz,” along
~ “Two Out Of Three Ain't Bad,” . . with tracks by the Cure, David
¢ “Bat Out Of Hell,” “Promised % Bowle, the Cult, Electronic,
| Land,” and others. #  Ministry, and others.
) i i)

A

CURRENT

O®BATMAN RETURNS (WB) &
Single: Face To Face/Siouxsie & The Banshees g
Other Fsatured Artist: Danny Elfman i

® BOOMERANG (LaFace/Arista)

Single: Give U My Heart/Babyface #/Toni Braxton

Other Featured Artists: Shanice, Boyz Il Men, PM Dawn
® SISTER ACT (Hollywood)

Single: | Will Follow Him/Sister Act

Other Featured Artists: Lady Soul, C&C Music Factory

O LETHAL WEAPON 3 (Reprise)

Single: it's Probably Me/Sting w/Eric Clapton (A&M) £
Other Featured Artists: Elton John, David Sanborn, Michael Kamen  :

® CLASS ACT (Giant/Reprise) i
Single: Full Term Love/Monle Love ;
Other Featured Artists: B Angie B, Kid 'N Play, Jade

® DEEP COVER (Solar/Epic) i
Single: Mr. Loverman/Shabba Ranks
Other Featured Artists: Po’ Broke & Lonely, Calloway, Jewsll

COMING
® MO’ MONEY (Perspective/A&M)
Singles. The Best Things In Life Are Free/
Luther Vandross & Janet Jackson
= Money Can't Buy You Love/Ralph Tresvant
Other Featured Artists: Color Me Badd, Caron Wheeler, MC Lyte
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TOP TEN SHOWS g
JUNE 29-JULY 5 2

1 Roseanne i
2 Movie (Monday) 2
(“Return Of The Jedi") ]

3 Coach .g
4 60 Minutes B
§ Home Improvement i
6 48 Hours ?
7 Primetime Live &
8 Murphy Brown =
9 Full House E:
10 Cheers :
Source: Nielsen Media Research

All show times are EDT/PDT unless oth-
erwise noted; subtract one hour for CDT,

Check listings for showings in the Mountain
time zone. Al listings subject to change.

Tube Tops

Anita Baker, Clint Black,
Gloria Estefan, Barry Manilow,
Reba McEntire, Curtis Stigers,
Olivia Newton-John, Nell Car-
ter, Joel Gray, Patty LuPone,
and Salt-N-Pepa are slated to
perform on ABC’'s “In A New
Light,” a two-hour AIDS aware-
ness special (Saturday, 7/11,
8pm)

R

S R

R

FridaY, 7110

¢ Zoo, “The Dennis Miller
Show" (syndicated; check local
listings)

* Delfeayo Marsalis, "The
Tonight Show Starring Jay
Leno” (NBC, 11:35pm). ]

¢ Clint Black, “Late Night
With David Letterman” (NBC,
12:35am, Saturday).

Saturday, 7/11

® Prior to its national theatric- e
al release, Bob Marley's self-
narrated film biography, "Time
Will Tell,” premieres on pay-per-
view TV (check local listings).

e Vanessa Williams, Barry
Manilow, Tito Puente, Vicki
Carr, Rita Moreno, and Arturo
Sandoval are scheduled to per-
form from Washington, DC on
ABC'’s hourlong “All-Star Fiesta
At Ford's” (10pm).

Sunday, 7112

e For the first time on TV,
Bonnie Raitt sings with father
John on PBS's “Evening At
Pops” (check local listings). Vi-
olinist Mark O’Connor also per-
forms on this season premiere.

Monday, 7/13

* Weird Al Yankovic, “The
Arsenio Hall Show” (syndi-
cated; check local listings).

* Mel Torme, “Dennis Miller.”

e Jodeci, “Jay Leno.”

Tuesday, 7114

e Wilson Phillips sing the
national anthem from San Di-
ego’s Jack Murphy Stadium on
baseball’s “63rd All-Star Game”
(CBS, 8:35pm EDT/5:35pm
PDT).

e Arc Angels,
Miller.”

e Celine Dion, “Jay Leno.”

* Peter Case, "David Letter-
man" (12:35am, Wednesday).

Wednesday, 7/15

¢ NRBQ, “Dennis Miller.”

e Mary-Chapin Carpenter,
“Jay Leno.”

Thursday, 7/16

e Young MC piays a fiim in-
structor on “Parker Lewis”
(Fox, 8:30pm).

® Troop, “Arsenio Hall.”

¢ King Sunny Ade, “Dennis

Miller.” g
i

e

S

i

ERRE e

"“Dennis

e Annie Lennox, ‘‘Jay
Leno.”
e Ephraim Lewis, ‘David

Letterman” (12:35am, Friday).
R G e
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ZINE 5t

Space Rays Maklng Axl Bald?

‘ Anmous Axl: Space Rays
Are Making Me Baid!
screams the headline in

the Globe. The 'zine goes on to re-
port that Axl Rose believes “nega-
tive ions” are making his hair fall
out.

Therefore, he's having his entire
body covered in therapeutic oint-
ments and has hired experts to pur-
ify his home using infrared cameras
and air purifiers. (Facts are, how-
ever, it's positive ions that are link-
ed to poor health and they're not
space rays.)

Face To Face

Michael Jackson's show-closing
jet pack exit is a switcheroo fake —
a stuntman does it, because the
cost of insuring MJ using a jet pack
would be prohibitive (Star).

Meanwhile, the National Enquirer
proudly publishes what it describes
as the “first photo of Michael Jack-
son’s face falling apart.”

And . .. British scientists have
reconstructed a mummy's face —
and say it bears a strong resem-
blance to Cher (Star).

Madonna’s Burning Desire

Baseball coach Bill Hughes, who
worked with the stars of “A League
Of Their Own,” says, “Madonna
had a burning desire to excel at the
job at hand. Not much athletic abili-
ty other than dancing — | mean,
hand-eye, looseness, being able to
make quick adjustments. But she
made great strides. Nobody, no-
body, works like she does. Wore
me out” (Premiere).

Wynonna No ‘Foxy Lady’

“Mom says it's okay as long as |
don't start wearing tube tops and
paint ‘FOXY LADY’ on my motorcy-
cle” — Wynonna Judd has Nao-
mi's permission to ride her Harley
(People).

If Music Be The Food
Of Love...

“To me music is like sperm — you
don't just shoot it for anybody —
unless you really feel it's a magic
spot"” — Spin cover boy Perry Far-
rell. He also says his new WB-
signed band, Porno For Pyros,
might play at Lollapalooza ‘92.

QUALMS BEFORE THE STORM —
“There were people in the com-
pany who felt uncomfortable with
this material, three or four people at
the highest level who didn't want to
put it out. Someone asked if we'd
take the song off. | let Ice-T know,
but | also told him we'd be disap-
pointed if he did” — Sire VP/GM
Howie Klein on high-level nerves
over “Cop Killer" (Entertainment
Weekly).

ROAD SCHOLAR — “I think, be-
tween us, Bill Clinton and | have
seltled any lingering myths about
the brilliance of Rhodes scholars”
— Kris Kristofferson, a Perot sup-
porter (Entertainment Weekly)

The Dating Game

Slash of Guns N’ Rosa®s “just
got engaged” to Shannon Wilsey
(aka porn star Savannah) (5Star).

Prince “has turned his attention”
to German-born Puerto Rican-
Egyptian Mayte Garcia, one of his
dancers (Star).

Seal is “keeping company” with
“"Wonder Years” actress Olivia
D’Abo (she’s also the daughter of
ex-Manfred Mann vocalist Mike
D’Abo) (Star).

Country Music Heaven

When Waylon Jennings came to
Branson, MO, he read the theater
marquees along the strip and said,
“This has got be country music
heaven — most of the people |
thought were dead are wp here
singing” (Star).

Karma Chameleon

Option cover girl Yoko Ono ad-
dresses the issue of her having
leased John Lennon’s “Instant Kar-
ma” to Nike: "You have scmething
against big business? Well, so do |

. But big business is going to be
there no matter what we do . . . Art-
ists have to be aware of constantly
creating new ways of showng their
stuff. John’s not going to be on the
charts anymore with new music . . .
[and] | can't go to EMI and say,
'Would you please put out “Instant
Karma” as a single again? '

A Shower Of Presents

At her bridal shower, Whitney
Houston received handcuffs from
Valerie Simpson, a negligee from
Meli’'sa Morgan, and a jockstrap
for Bobby Brown from CeCe
Winans. Other shower guests in-
cluded cousin Dionne Warwick,
Lisa Bonet, and Jasmine Guy
(Star).

Meanwhile, Brown gave his two-
year-old daughter, Laprincia, a
gold Rolex watch and a Louis Vuit-
ton bag (Globe).

Each waoek RER sneaks a peek
through the: nation's consumer
magazings M search of every-
thing from- the sublima & the
rdiciifious i music news. RER
has not vénfled amy of these
repons.
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. PERSPECTIVES

Why Most Sellers Fail
At The Planner’s Desk

People who grew up selling often think they
can sell their way into or out of anything. Unfor-
tunately, there’s little truth in that assumption.
The fact is that media planning has nothing to do

with selling.

Planning involves reason
and common sense and
viewing the situation from
the advertiser’s point of
view. Selling is often short-
term and encompasses lit-
tle more than trying to con-
vince the advertiser to buy
your product — regardless
of whether or not it meets
their needs. Marketing, on
the other hand, is long-term
and involves learning your
client’s objectives and then
defining or adapting your
product to specifically meet
their needs.

In today’s competitive
marketplace, our goal must
be for long-term and short-
term growth. Getting re-
sults for advertising clients
must supersede all other
considerations.

Here’s why pure selling
often fails: a salesperson
blindly walks into a plan-
ner’s office and says, ‘“Tell
me about your business.
I'm here to help, and I've
got a terrific vacation give-
away that will really move
your client’s product off the
shelves!”

The planner’s response?
“You've got to be kidding
me! I'm in the middle of
planning schedules for 10
clients on five different me-
dia and you want me to tell
you about my business?
Which client? And why
would I want to utilize such
an untargeted, generic pro-
motion?”’

At that moment, the
seller has failed. The plan-
ner slams his door, and the
relationship and the busi-
ness are probably lost for-
ever. To market your medi-
um successfully and be wel-
come into the planner’s of-
fice now and in the future,
you as a seller must follow
one simple rule: Do Your
Homework!

One of the more passion-
ate advocates of this rule is
John M. Reed, former Sr.
VP/Director of Media Ser-
vices at Boston-based In-
galls, Quinn & Johnson. He
recently told me a story

m

To market your
medium
successfully and be
welcome into the
planner’s office now
and in the future,
you as a seller must
follow one simple
rule: Do Your
Homework!

99

about a radio station rep
who was unable to secure
an appointment to see one
of Ingalls’s planners.

“You can’t get in,” the
planner told the salesper-
son, ‘‘because you’ve ticked
me off twice. You ticked me
off the first time by walking
in and asking me to tell you
about my business. So then
I'm obliged to spend my
time educating you. Then
you leave and think about
what I told you, and you
come back and hand me
some boilerplate promotion
or some very superficial
way to deal with my prob-
lem. That’s the second, and
probably the last, time you
will tick me off.”

So how does a radio sales-
person become better edu-
cated about an advertiser’s
specific needs? Advertising
agencies use a number of
resources (see box, at
right) to gather information
about their clients — above
and beyond the information
specifically supplied by the
client. Many of these re-
sources are often underutil-
ized by radio stations. This
is where your national radio
rep, or even your principal
contact at an agency, can
be very helpful.

‘Be 1000%
In The Game’

“Make any effort to know
the client’s consumer pro-
file and the client’s compet-
itors, and you’ll be 1000% in
the game,” says Reed.

Once you have studied all
the information available,

By Peter Doyle
you’ll be able to put to-
gether a detailed, targeted
plan that can reach the ad-
vertiser’s consumer. Arm-
ed with this information,
you can make an ideal sales
call, which should include
the following:

Focus on one client you
want to discuss with the
planner and be ready to dis-
cuss all that you've read in
relation to that client. Do
not go in and ask to hear the
planner’s entire client list.

Understand the client’s
competition and the num-
ber of players in that partic-
ular industry.

Know where the money is
spent. Is the client a nation-
al or a local player?

Be aware of the client’s
approach. What kind of
communication does it put
out in the marketplace?
Does it position the product
with brand messages, sales
promotion, retail sales
messages, or a combination
of these messages?

Know what audience the
advertiser wants to reach.
Do your Simmens and MRI
research so you can say, for
example, “Your target is
women 18-34, but do you al-
so want to reach women in
that age group who are pro-
fessionals, have completed
graduate school, and own
Hondas?” Begin a knowl-
edgeable dialogue with the
planner at that point.

66)

By being fully
educated about an
agency'’s clients,
you become a
valuable resource
to the planner, who
will in turn open up
a number of doors

for you.
99]

After you have completed
your research and pre-
sented it to the planner at
your initial meeting, go
back to your station or your
rep firm, and develop an
action plan to solve a mar-
keting problem that the two
of you have identified to-
gether. If a value-added
promotion is something you

wwWwW.americanradiohistorv.com

mation.

you can predict future behavior.

{212) 916-0586.

Required Reading
For Success

Here’s a list of resources that are sure to bring suc-
cess to your next sales call if studied carefully:
Simmons and Mediamark Research Inc. (MRl}: Both are annual quali-
tative research studies based on interviews with the American public con-
cerning media habits, brand knowledge and usage, and demographic infor-

Yankelovich Monitor: This report, which has been in existence for
nearly 20 years, identifies areas of change in the basic values and attitudes
of the adult American population. The study is based on the theory that if
you can understand why people are making the decisions they are making,

The Interep Radia Store Research Division Reports: This series of
marketing-driven, in-depth research reports covers consumer advertising
profiles and media habits of the American population. The reports include:
Media Habits and Consumer Profiles of the Top 20 Advertiser Categories;
Marketing to Female Consumers in the '90s; Young America, Teens
12-19; Adults 18-34; Adults 35-54; Adults 55+ ; Black America; Reach-
ing The Hispanic Market; and AM Radio.

The Intsrep Radio Store University: Consisting of the College of
Radio Studies, College of Radio Marketing, Colilege of Management
Studies, and Callage of Promotion, this detailed in-house training program
- though initially founded for afl employees of the interep Radio Store —is
now open to all radio stations. The curricuium combines classroom educa-
tion with on-the-job applization to ensure that students leave with a well-
rounded background in evesyihing from strategic sales and marketing tech-
niques o learning how to build the ideal promotion. For information, call

BAR (Broadcast Advertiser Reports) and LNA (Leading Nagianal Ad-
vertisers): These commpanies track the media spending of all advertizars.
This lets a salesperson Jeam what the competitors are spending, which
helps complate the profile of the client you wish to discuss with the plan-
riar, Gontact your national radio rep or Arbitron for more information.

Arbitron: By combiring the Interep Radio Store University education
and the qualitative and fnancial information. with Arbitron, a radio salesper-
san can (o 71t a planner's office fully prepared to discuss skatagically the
client's consurmer profile in conjunction with media usage patiems.

and the planner have
agreed will meet the cli-
ent’s marketing goals,
make sure the promotion
you design is targeted and
fully addresses the adver-
iser’s needs — as well as
your station’s promotional
needs.

As points of discussion,
each of the above will elicit
additional points of discus-
sion. The main idea is that
the planner, the overwork-
ed person sitting behind the
desk listening to you, will
see that you have shown in-
terest in his or her client
and can carry on an intelli-
gent, well-researched dia-
logue about the client’s
needs.

This may all sound like
an enormous amount of
work, but if it’s executed
properly upfront, you won’t
have to spin your wheels on
unproductive sales calls.
By being fully educated
about an agency’s clients,
you become avaluable re-
source to the planner, who
will in turn open up a num-
ber of doors for you. Most
planners encourage knowl-
edgeable radio people to ac-
company them to the ad-
vertising client once they

know the radio person un-
derstands and cares about
the client’s needs.

Building positive rela-
tionships with the planners
today will help you through-
out the agency when it
comes to negotiation on fu-
ture business. And that’s
what it’s all about — build-
ing on your success to bring
additional dollars to radio
in the form of new revenue
and repeat business for
your station and your cli-
ents.

Peter Doyle is President of
McGavren Guild Radio, a com-
pany of the Interep Radio Store.
He has been with McGavren Guild

since 1975 in various sales and
management positions. Doyle can
be reached at (212) 916-0511.
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IF YOU WANT PROGRAMMERS
TO LISTEN TO YOU, FIRST YOU
BETTER LISTEN TO THEM!

JIM RICHARDS, VP, VALLIE CONSULTING

“It keeps us up-to-date on the latest movement of
songs, both from a national perspective, and just as
importantly, from each region of the country...we
see the messages throughout the system, they pop
up and remind us what's going on...we compile the
information and use it with our client stations...”

MIKE PRESTON, PD, WPLJ/NEW YORK

“The new Monday Morning Replay Data Disk is the
state-of-the-art vehicle to reach program and music
directors today...the amount of information avail-
able makes Monday Morning Replay one of our top
two information sources...”

MIKE McVRY, PRESIBENT, McWAY MEDIA

“I enjoy Monday Morning Replay on computer for a
couple of reasons... One, | can pick up on all the
playlists of competing radio stations, as well as use
the research of others to help us assemble our own
music research...The other is the information |
receive on what records are new and hot...”

BILL BETTS, PO, KBPi/DENVER

“The new Monday Morning Replay computer disk is
the ONLY (trade service) that tells you ANYTHING
that's worth anything...the Monday Morning Replay
computer disk tells you something that you can
use...if you're not using it, you either don’t have a
competitor, or you're stupid!”

KEN RICHARDS, P