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THE EVOLUTION
FROM PD TO BRAND
MANAGER CONTINUES

Successful PDs of the '90s will
take their cues from brand
managers of packaged-goods
firms. Sales consultant Chris
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your “‘brand’’ through various
advertising options.
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COUNTRY CROSSOVER
CAUSE FOR ALARM?

Too much emphasis on
crossover appeal sent Country
radio into a tailspin once before,
and consultant Moon Mullins
says the format could make the
same mistake — and lose its
loyal listeners — again.
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AC PDs: NEW FOCUS
ON MUSIC RESEARCH

Today’s AC PDs are devoting
more time to researching music
than ever before. WQAL/
Cleveiand’s Dave Ervin and
KKLT/Phoenix’s Marc McCoy
discuss focus groups and
the need to read between
the numbers.
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IN THE NEWS...

o Phil West new PD
at WOMC/Detroit

o Rick Shockley PD
at WODS/Boston

eMichael Steele new ERG
VP/Pop Promo; Kevin Knee
becomes ERG VP/Pop
Promo, West Coast

eBob McNeill, Harv Blain
join McVay Media
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Buyers, GMs Issue
Duopoly Report Card

Jacksonville buyers offer split decision,
managers give thumbs-up to combo selling

Duopolies and LMAs have
changed the landscape of the
radio industry. But how much
impact have they had on the
way spots are bought and sold?

R&R checked with station
GMs and advertising agency
media buyers in Jacksonville,
FL, a market which has exper-

| ienced rapid consolidation un-

der the FCC’s new ownership
rules. The station managers
generally attached more impor-
tance to these changes in the
market, but buyers also agreed
that duopolies and LMAs have
changed the radio advertising
business.
Agency Reaction

“Idon’t like LMAs and duopo-
lies,” was the blunt assessment
from GO&A Media Director
Elese Hall, who said having a
single sales manager controll-
ing spot prices on several sta-
tions takes away a buyer’s ne-

gotiating power.

Hall said she couldn’t see any
advantage for advertisers in
LMAs and duopolies, not even
having fewer AEs calling on her
agency because each one now
represents more stations. “It
spreads the salesperson too
thin.”

DUOPOLY/See Page 28

Cook Inlet’s Mason Named
Group W Radio President

Cook Inlet Radio Partners
President Dan Mason has been
named President of Group W
Radio effective June 1. He re-
places Jim Thempson, who re-
signed earlier this year to be-
come co-CEO of Liberty Broad-
casting.

“Dan Mason is an experienc-
ed radio professional with an
impressive record on both the
operational and entrepreneurial
sides of the business,” said
Westinghouse Broadcasting
Company President Bill Korn.
‘“He’s enjoyed ratings success
in Classic Rock, AC, CHR,
Country, Gold, and Urban, and
has consistently improved the
performance of stations under
his guidance.”

Prior to assuming the top job
at Cook Inlet in 1988, Mason was
Exec. VP of its predecessor en-
tity, Marriott family-owned
First Media. Before that, he
served GM stints at KFMK/
Houston and KTSA & KTFM/
San Antonio. He has also pro-
grammed WZGC/Atlanta and
WPGC-AM & FM/Washington,
and was National PD of First
Media.

Group W Radio is the coun-
try’s second-highest billing ra-

Radio Set For Big Month

With radio revenues already
experiencing strong growth in
1993, the industry now enters its
hottest month of the year. Near-
ly 10% of annual revenues occur
in May: 9.99% of national and
9.8% of local yearly revenues.

The total figure (9.84%) is
1.24% higher than April’s 8.6%
share.

According to the Miller, Kap-
lan, Arase & Co. report of over
1400 stations, June and July
follow May as the second and
third leading months for per-
centage of annual revenue,
each contributing just over 9%.
These three months are helped
by the seasonal increase in bev-
erage and entertainment busi-
ness.

dio group and consists of 16 sta-
tions, WINS & WNEW/New
York, KFWB & KTWV/Los An-
geles, WMAQ/Chicago, WCPT
& WCXR/Washington, WBZ/
Boston, KYW & WMMHR./Phila-
delphia, KDKA/Pittsburgh,
WLLZ/Detroit, KILT-AM &
FM/Houston, and KFBK &
KGBY/Sacramento.

Shamrock-Malrite
Merger Details
Filed With FCC

Additional details of the $300
million Shamrock Broadcast-
ing/Malrite Communications
megamerger have been re-
vealed in the deal’s formal fil-
ing at the FCC. But the deal’s
basic structure hasn’t changed
from what was announced in
March.

Although it was known from
the beginning that Shamrock
owner Roy Disney and his man-
agement team would ke firmly
in control of the combined 21-
station group, the filing reveals
that Malrite Chairman Milt
Maltz will own only 6.2% of the
stock of the surviving corpor-
ation, Shamrock Holdings Inc.
Maltz will be a Shamrcck direc-
tor and will also be paid $450,000
over three years under a con-
sulting contract.

Shamrock will assume $165.5
million in Malrite’s senior debt,
with another $70,000 being spun
off into another company Maltz
is creating to hold Mairite’s TV
stations. (Both companies are
forming new spinoffs for their

SHAMROCK/See Page 28

Hot 97/New York

Ads Bare Watcin:'

n Thursday (4/22), Emmis CHR WQHT (Hot 97)/NY unveiled the appropriately steamy summer ad
campaign pictured above. Tagged “Hot 97 FM — Listen,” the sizzling series of topless twoscmes
debuted on 300 local buses, causing an immediate, heated reaction that all boiled down to some sin-
sational local and national press and TV coverage. The burning busboards will become an underground phe-
nomenon come June, when the simmering strips will be emblazoned in all 469 of the city’s subway statons.
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West Heads East
As AC WOMC PD

Gold KCMO-
FM/Kansas City
PD Phil West has
accepted a sim-
ilar assignment
at WOMC/De-
troit, effective
May 17. He suc-
ceeds Don Dan-
iels, who exited
the Infinity Gold
outlet to program
AC KXOA-FM/
Sacramento (R&R 1/29).

WOMC VP/GM Elaine Baker
told R&R, “Phil is well-equipped to .
handle the challenges of a Gold sta-
tion. He’s a good leader, a strong
people person, focused, and under-
stands the product.”

West commented, “WOMC'’s
carved out a real niche and has
been doing gangbusters. I'll try to
keep it on course and take it to the
next level.”

Before joining KCMO as PD in
1989, West was KUDL/Kansas Ci-
ty’s Production Director/midday
personality. He previously pro-
grammed WAEV/Savannah, GA.

West

Rt Pl T

Shockley Set As
WODS/Boston PD

Gold WLTY/Norfolk PD/after-
noon driver Rick Shockley is head-
ed for the PD post at WODS/Bos-
ton. He begins his assignment at
the CBS Gold outlet June 1, re-
placing Steve Allen, who departed
to become Group PD for Colfax
Communications (R&R 3/12).

According to WODS VP/GM Bob
Pates, “Rick’s enthusiasm and
track record will be a great addi-
tion. He brings with him skills that
will keep WODS one of the coun-
try’s top Gold stations.”

Before joining WLTY 11 years
ago, Shockley previously program-
med WZIX/York, PA and worked
on-air at WKBO/Harrisburg.

Just The Three Of ‘Us’

dent Ed Rosenblatt.

After a performance at the Ventura Theater in support of his “Us” LP, Peter
Gabriel (¢) took time out to pose with Geffen's Robert Smith (I) and Presi-

5 g N g o g b | - _'" % :

A weekly look back at meaningful and
amusing events from R&R’s archives

ABC/Satellite Music Network
will roll out its 11th format with the
reintroduction of an Urban Gold
presentation. There’s no name for
the service as yet, but it will be
similar to SMN’s Heart & Soul for-
mat, which featured urban oldies
before it was transformed into Ur-
ban AC the Touch.

“This format is a line extension
of the Touch,” explained ABC/
SMN VP/Programming Robert
Hall. ‘“The Touch delivers the cur-
rents to the urban market’s gener-
al adult audience. This new format

specifically targets the urban mar-
ket’s oldies audience.”

ABC Radio Networks Exec. VP
David Kantor added, ““Our expan-
sion to an Urban QOldies format
along with the success of the
Touch and the addition of Tom Joy-
ner to the ABC/SMN lineup, all
work together in establishing a
firm base for ABC/SMN along
these lines.”

Hall said the new format will
focus on urban hits from the ’60s
and '70s, along with the best-testing
’50s and '80s records. Its debut is
scheduled for October 1.
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Blain, McNeill Join

Veteran programmers Harv
Blain and Bob M¢Neill have join-
ed McVay Media as consultants.
Blain, who was once McVay’s
VP/Contemporary Radio, will
work with CHR and AC stations;
McNeill will be assigned to Coun-
try and AC clients.

“Having Harv work with our
clients again is a real plus for our

while seeking agency acceptance.

Arbitron Reaches Out To Radio

ifteen years ago the Arbitron Radio Advisory Council held its first
meeting. The group was established as a “communication arm” for
broadcasters, whom Arbitron had previously tended to downplay

ARAC's formation came at a time of much turmoil in the ratings indus-
try: A few weeks before, two competing ratings services (including one-
time industry standard Pulse) had folded, but RAM Research had just an-
nounced its intent to join Burke and the RAB-sponsored TRAC-7 in mount-

ing a challenge to Arbitron.

It's hard to say how great a role ARAC played in Arbitron's victories
over all competition in the last 15 years, but at least an improved dialogue
with radio — as measured by Arbitron’s years of guest columns in R&R and
the initiative for the new 18-week rolling averages plan — seems to have

resulted.

Also Celebrating 20 Years Of Excellence:

= —araphics Inc
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McVay Media

McNaeill
group,” said McVay. “He’s al-
ways been one of my favorite pro-
grammers because of his pro-
gramming expertise and market-
place knowledge. I'm glad he de-
cided to stick with consulting.
“Bob’s AC skills and exper-
ience cover all facets of the for-

MCVAY/See Page 28

Blain
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Steele, Knee Get
ERG Pop VP Posts

R R e B s

Knee

Steele

Michael Steele has been ap-
pointed VP/Pop Promotion and
Kevin Knee becomes VP/Pop Pro-
motion, West Coast at EMI Rec-
ords Group.

ERG/See Page 28
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KFRC: A VINTAGE ’'50s FLAVOR

PD Bob Hamilton explains how '50s music is
the “fine wine” that helped KFRC/SF win a
three-way format battle, WHTT/Buffalo
listeners pick their Top 50 favorites, and
back in what used to be the U.S.S.R., Radio
Moscow goes for the Gold.
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RADIO BUSINESS

Specifics Of Clinton Tax Bill Revealed

Under terms of a new tax legislation package being
promoted by the Clinton Administration, many broad-
casters could face higher taxes and trade organizations
such as the NAB would be forced to disclose their mem-
bership lists to the government.

Introduced Tuesday (5/4), the
“Revenue Reconciliation Act of
1993" (H.R. 1960) would boost max-
imum corporate tax rates from
32% to 36% after January 1, 1993.
Corporate income exceeding $15
million also would be subject to a
surtax equal to the lesser of either
3% of the excess or $200,000. Per-
sonal service corporation income
tax rates would jump from 34% to
36% . In addition, businesses would
be required to issue IRS Form 1099
to document any payments made
for services performed by other
corporations.

Individuals would see their max-
imum personal tax rates rise from
31% to 36%. High-income tax-
payers — those earning over
$250,000 — would pay an additional
10% surtax. Limitations on itemiz-
ed deductions and a phase-out of
personal exemptions for high-
income taxpayers would be made
permanent. Furthermore, all
wages would be subject to health
insurance and employment taxes.

“The individual rate increase is
very important since many radio
stations are owned by sole propri-
etorships, S corporations, or part-
nerships,” said Dow, Lohnes & Al-
bertson tax attorney Michael
Hines. “Their business income
goes directly to the owners.
They’re going to be facing much
higher tax rates — up to 39.6% with
the surtax. Also, the government is

going to reduce the compensation
taken into account for qualified re-
tirement plans from $235,000 to
$150,000.”

Key Elements

Among the bill's other primary
points:

* Small businesses — defined as
those with average annual gross
receipts of $5 million or less over
three years — would receive a per-
manent 5% annual tax credit for in-
vestments in new equipment with a
maximum basis value of $250,000.

e Investors in “qualified small
business” stock would see 50% of
their profits — up to $10 million —
shielded from the capital gains tax
if they hold stock for at least five
years before selling it. Qualified
business are defined as “C” cor-
porations with capitalizations of
less than $50 million. Stock issued
by “Subchapter S” corporations —
the ownership structure used by
much of the radio industry —
would not qualify for the tax break.

* Publicly traded corporations —
not those privately held — would no
longer be allowed to deduct any
portion of salaries paid to corpor-
ate CEOs and top officers that ex-
ceed $1 million annually. An excep-
tion would be allowed for commis-
sion income and performance-
based compensation specifically
authorized by stockholders.

» Beginning December 31, 1993,
the deduction for business meals

and entertainment would be slash-
ed from 80% to 50% . Club member-
ships would no longer be deducti-
ble. Executives would no longer be
able to deduct travel expenses of
spouses unless they were employed
by the business and needed for
“bonafide business purposes.” Al-
so, individuals would no longer be
allowed to deduct meal costs when
calculating moving expenses.

Lobbying Dues Affected

NAB spokesperson Lynn
McReynolds said the trade group is
reviewing the bill and is concerned
about provisions that would elimin-
ate deductions for lobbying. Any
portion of trade association dues
used for lobbying — such as those
paid to NAB — also would be non-
deductible.

To enforce this stipulation, trade
groups would be forced to file re-
turns with the IRS “setting forth
the names and addresses of per-
sons paying dues to the organiza-
tion, the amount of the dues paid by
such person, and the portion of
such dues which is nondeductible.”

Trade associations also would be
required to provide each member
with written tax statements before
January 31 of each year. Violations
would be subject to the highest pos-
sible tax penalties.

“That certainly does seem to go
a little too far in stretching out the
hand of Big Brother,” said
McReynolds. “The NAB has sever-
al thousand members. But can you
imagine what this might cost an or-
ganization like the American Asso-
ciation of Retired People with 34
million members?”

—Pat Clawson
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EARNINGS

(NASDAQ: INFTA) reported a
first-quarter net loss of $6.4 mil-
lion (44 cents per share), com-
pared to a loss of $22.8 million
($1.67 per share) a year ago. Net
revenues were $35.2 million, up
from $23.4 million. After adjusting
for station acquisitions, Infinity said
its pro forma revenues were up ap-
proximately 18%.
Broadcast cash
fiow for the Quar-
ter was $12.4
million, up 60%
from $7.7 milfion.
On a pro forma
basis,/cash flow
rose approxi- ,
mately 26%.
infinity owns 21 radio stations in
13 markets, including WFAN-
WZRC & WXRK/New York, KROQ/
Los Angeles, and WJJD & WJIMK-
WUSNI/Chicago.

aga Communications Inc.
S(AMEX: SGA)} reported a
first-quarter net loss of
$552,000 (12 cents per share},

|nfinity Broadcasting Corp.

Improved Quarters For Infinity, Saga, TM Century, Viacom

compared to a loss.of $1.1 million
{41 cents per share) a year ago.
Net revenues were $6.9 million, up
17% from $5.9 million. Broadcast
cash flow for the first quarter was
$1.6 million, up 21% from $1.4
milfion.

Saga owns 16 stations in nine
markets, including WKLH/Milwau-
kee and WVKO & WSNY/Colum-
bus, OH.

M Century Inc. (NASDAQ:
TTMCI) reported net income

of $269,000 (11 cents per
share} for its second fiscal quarter
ending March 31, up from
$133,000 (five cents per share) a
year ago. Revenues were $2.4 mil-
lion, up from $2.5 million.

For the first half of its fiscal year,
T™ Century had net income of
$474,000 {19 cents per share),
up from $256,000 (nine cents per
share). Revenues were $4.7 mil-
lion, compared to $4.8 million.

CEO P. Craig Turner attributed
the improved eamings to a greater
emphasis on software sales, prod-

uct improvements, and cost reduc-
tions.

TM Century provides radio sta-
tions worldwide with such products
as CD music libraries, jingles, com-
puter software for music sched-
uling, and speciafized equipment.

iacom Inc. (AMEX: VIA) re-

ported first-quarter net earn-

ings of $81 milion (67
cents per share), up sharply from
$7.1 million {six cents per share) a
year ago. Revenues were $470.7
miltion, up from $430.6 million.

Viacom said its broadcasting seg-
ment, which includes radio and TV,
had earnings of $5 million for the
quarter, up 74%. Broadcast rev-
enues were up 8% to $38 mitlion.
Radio division revenues were up
11%.

Viacom owns 13 radio stations in
eight markets (inciuding WLTW/
New York, KYSR/Los Angeles, and
WLIT/Chicago) as well as MTV
Networks, Showtime Networks,
five TV stations, and cable inter-
ests

DC rerory

WIP Deal Bound In FCC’s Chains

hatever happened to Infinity Broadcasting’s
September '92 deal to buy all-Sports WIP/Phila-

delphia from Spectacor Broadcasting for $13
million?

The sale can't be finalized until the FCC resolves two lingering petitions
to deny Spectacor's WIP license renewal. The first petition is the standard
EEO challenge from the National Black Media Coalition. The second peti-
tion, filed by a group of gay and civil rights organizations — including ACT-
UP, the Philadelphia Gay and Lesbian Task Force, and the Philadelphia
chapter of NOW — charges that WIP (along with 12 other stations) fails to
meet the programming needs of women, homosexuals, and minorities.

Spectacor attorney Phil Weinberg said the company had requested
“expedited” handiing of the petitions last November and hopes to obtain its
license renewal “in the near future.”

A senior FCC staffer said Chairman James Quello’s staff was schedul-
ed to discuss WIP's renewal this week. The agency could issue a ruling by
the end of May, the source added.

While the snag apparently hasn't endangered the deal, it could cost In-
finity some money. The sale contract pegs the final sale price at $1 million
less than nine times cash flow for the 12 months preceding the month of
closing. According to a source close to the sale, WIP's cash flow has risen
significantly in recent months.

Also at the FCC:

* Jonathan Cohen has been named Special Assistant to Chairman
Quelio. Cohen, who previously worked in the White House Office of Per-
sonnel, will handle a variety of mass media issues, including broadcasting,
cable TV, and new technologies. Cohen was a reporter/producer at
WXLO/New York (now WRKS) before launching his legal career.

¢ The Commissioners have upheld the agency's decision to yank
David Price’s iicense for WOKJ/Jackson, MS. The FCC was more than a
bit miffed that the station’s six towers — located 2.5 miles from an airport —
were unlit for five months, white Price made “misleading” statements about
when the lights would come on. The Commissioners also fined Price
$8000 for his station’s misdeeds.

~ Susquehanna Set To Double Up In Indy

Ithough no one's tatking on the record, it's still the

worst-kept secret in Indianapolis: Susquehanna

Radio has outbid other duopoly wannabes for But-
ler University’'s WAJC.

The price is reported to be slightly more than $7 million. There's no
word yet on which format the Classical/Educational FM will switch to as it
teams up with market-leading Country WFMS. Coincidentally, WFMS once
was a commercial Classical station before Susquehanna bought itin 1972

The official announcement of the WAJC deal apparently is being held
up while Susquehanna gracefully backs out of a previous deal for a subur-
ban Class A. WAJC is a non-commercial station operating in the commer-
cial FM band and will give Susguehanna a second full-coverage signalin In-
dy.

In other deal news:

® Capstar has completed its $9.4 million duopoly purchase of WMYY
Hendersonville, NC (Greenville, SC). Combined with WSSL-AM & FM, the
buy gives Capstar the Greenville-Spartanburg market's two top-billing sta-
tions. Star Media Group's Paul Leonard represented Capstar; Blackburn
& Company was the broker for seller AmCom Radio.

* Barnstable Broadcasting has closed its $4.25 million duopoly buy
of WPYR/Memphis from Diamond Broadcasting. Michael Bergner of
Bergner & Co. takes brokerage honors.

* Liggett Broadcast has closed its $3.5 million duopoly buy of WJIM-
AM & FMiLansing, with Blackburn & Company as the broker.

* Infinity Broadcasting isn’'t wasting any time bringing its latest $120
million stock offering, which was filed during the NAB Convention (R&R
4/23). The sale was put on Wall Street’s offering calendar this week and
could be a done deal by the time you read this.

* George Otwell has relocated Media Venture Partners’ Atlanta of-
fice to Cincinnati. He now can be reached at (513) 769-4477.

Gardiner’s ‘Premature’ Transaction

ast week (4/29), Video Communications & Radio

Inc. announced its $3 million deal to acquire a 50%

stake in Gardiner Broadcasting, which owns sta-
tions in six Colorado ski resort towns.

When R&R called for details, however, a surprised Gardiner President
Clift Gardiner said it was the first he'd heard of the announcement, which
he called “very premature.

Apparently, there were no hard feelings: Gardiner called back to say
talks with VCRI were continuing

—Randall Bloomquist, Jack Messmer
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TRANSACTIONS

Delayed Filing For Renda’s Tulsa
Duopoly Tops Week At $1.48 Million

Bahakel doubles up in Chattanooga for $1.35 million

KAYI/Muskogee (Tulsa)

PRICE: $1.48 million

TERMS: Duopoly deal; asset sale for
cash. The buyer is programming this
station under an LMA.

BUYER: Renda Broadcasting Corpor-
ation, headed by President Anthony
Renda of Pittsburgh. He also owns
KBEZ/Tulsa, WJAS & WSHHI/Pitts-
burgh, KMGL/Oklahoma City, and
WECZ & WPXZ/Punxsutawney, PA.
Phone: (412) 531-9500

SELLER: Narragansett Radio, headed
by President John Peroyea of Baton
Rouge. It also owns WYNK-AM & FM/
Baton Rouge, and KEZO-AM & FM/
Omaha. Phone: (504) 231-1875
FREQUENCY: 106.9 MHz

POWER: 100kw at 1005 feet
FORMAT: AC

BROKER: Questcom Radio Broker-
age

COMMENT: This sale was announced
in January, but the financial detalls
were only recently filed with the FCC.
Narragansett purchased this station for
$5.85 million in 1986. A dead to sell
this station for $1.6 milion was an-
nounced in September 1992, but it
never closed. The application states
that KBEZ-KAY| had a combined share
of 10.3 in the Fali 1992 Arbitron sur-
vey of the Tulsa metro.

Alnhama

WCRQ/Arab
PRICE: $546,000

TERMS: Asset sale for $310,000 cash
and a 10-year promissory note for
$236,000 at 8% interest

BUYER: Roland Broadcasting Inc.,
owned by Lane and Lois Roland of
Sheffield, AL.

SELLER: WCRQ Inc., owned by Don
and Karen Mitchell. Phone: (205)
586-9300

FREQUENCY: 92.7 MHz

POWER: 700 watts at 671 feet
FORMAT: AC

BROKER: The Thorburn Company

KQEZ/Coolidge (Phoenix)
PRICE: $641,922 (approximate)
TERMS: Stock sale for $35,000 to the
seller ($20,000 cash and $15,000 at
no interest in four quarterly payments)
and assumption of approximately

$606,922 in debts as follows:
$380,000 in secured debt under
promissory notes, leases and collateral
agreements formerly owed to a party
identified as “Salsburey,” but now held
by the buyer; $146,922 owed to se-
cured creditor D. Garry Munson; and
$80,000 in accounts payable to unse-
cured creditors, including the IRS.
BUYER: J.M. Wolz of Phoenix, acquir-
ing all stock of ChrisCom Inc. Phone:
(602) 351-8676

SELLER: Scoft V. Christenson of
Scottsdale, AZ, selling his entire 100%
stock interest. Phone: (602)

391-9859

FREQUENCY: 103.9 MHz

POWER: 3kw at 300 feet

FORMAT: Country

COMMENT: This station sold for
$380,000 in 1991.

KCHT/Bakersfield

PRICE: $750,000

TERMS: Duopoly deal; asset sale for
$225,000 cash and a six-year promis-
sory note for $525,000 at 8% (inter-
est only for first year)

BUYER: Grapevine Radio Inc., owned
by Edward Atsinger lIf of Camarillo,
CA; Stuart Epperson of Winston-
Salem, NC; and George Rodda Jr. of
Newport Beach, CA. Grapevine group

“Star Media Group provided the
critical ingredient in making our
first acquisition happen. In the
face of every obstacle, they were
there with solutions that got us past
each hurdle. Without Star’s able
representation, we would likely not

own WBAB /WGBB today.”

Michael R. Craven, President
Liberty Broadcasting, Inc.

Star
Media
Group, Inc.

“Radio's Full Service
o ial Specialists”

17304 Preston Road, Suite 265 * Dallas, Texas 75252 * (214) 713-8500

owners own KKXX/Delano (Bakers-
field). Atsinger and Epperson own Sak
em Communications, whose 15 sta-
tions include WMCA/New York and
WAVA/Washington. They also own
KKLA/Los Angeles and KFAX/San
Francisco. Phone: (805) 987-0400
SELLER: Elgee Broadcasting Com-
pany L.P., headed by general partners
Donald Baillargeon and Roger Med-
vin of Bakersfield. Phone: (805)
398-8727

FREQUENCY: 99.3 MHz

POWER: 6kw at 144 feet

FORMAT: CHR

BROKER: Media Venture Partners
COMMENT: The application states that
the combined share for KCHT-KKXX
was 12.3 in the Fall 1992 Arbitron
survey of the Bakersfield metro.

KRKD (FM CP)/Dunsmuir
PRICE: $30,000

TERMS: Asset sale for cash at closing.
The buyer has loaned the seller $2000
to be used for payment of some out-
standing debts.

BUYER: Strategic Products Corpora-
tion, owned by Keith Bussman and
John LaRue of Stockton, CA. They al-
so own controlling interest in KUKI-AM
& FMIUkiah, CA. LaRue individually
owns KSPY/Quincy, CA. Phone:
(209) 461-7600

SELLER: Fatima Response Inc. d/b/a
St. Michaels Catholic Radio, headed
by President Kimberly Thompson.
Phone: (310) 597-1961
FREQUENCY: 100.1 MHz

POWER: 3kw at 157 feet

KOJJiEast Portervilie

PRICE: $275,000

TERMS: Asset sale for cash, minus
$25,000 which the buyer has loaned
the seller. At closing, the proceeds are
to be used to pay tax liabilities to the
State of Califomia and the IRS, and pay
other creditors, with the remaining
funds to be paid to the seller. Jerrold
Miller, the President of the seller, is al-
s0 to be paid a $15,000 consulting fee
if the FCC approves a new tower site to
allow the station’s pending upgrade to
Class B1.

BUYER: Roll-Wit-t Communications
Inc., owned by Stanley Burrell {(aka re-
cording star Hammer) of Fremont, CA.
Phone (510) 713-0517

SELLER: Tulare Lite Corporation,
headed by President Jerrold Miller. He
also has an interest in WHUMI/Avis,
PA. Phone: (202) 785-2720
FREQUENCY: 100.5 MHz

POWER: 3.1kw at 466 feet
FORMAT: Spanish

KTBG (FM CP)/Paso Robles
PRICE: $22,500

TERMS: Asset sale for cash

BUYER: Andy Fakas of Laguna Beach,
CA. He owns KCAL/Redlands, CA
and 10% of KEZN/Palm Desert, CA.
Phone: (909) 825-5020

SELLER: Jean Yang of Pasadena, CA.
Phone: (213) 681-0600
FREQUENCY: 103.1 MHz

POWER: 1.2kw at 722 feet

WA —BFR e e araeieitetery-com

TRANSACTIONS AT A GLANCE

® Deal Of The Week:
® KAYI/Muskogee (Tulsa), OK
$1.48 million

KLXR/Redding

PRICE: $94,900

TERMS: Asset sale for $68,500 cash.
In addition, the buyer has agreed to

pay seller co-owner Eugene HHI
$26,400 in 12 monthly payments un-
der a one-year consulting agreement.
Payment of the consuiting fee is guar-
anteed by nationally syndicated talk
show host Sonny Bloch and the Inde-
pendent Broadcasting Network, rep-
resented by President Steve Wiegner.
The buyer has signed an agreement to
program this station under an LMA
once the seller retums it to the air.
BUYER: Redding Radio Corporation,
owned by Ann Ridyard of Redding and
H.L. *‘Sonny’’ Bloch of Tampa. Phone:
(916) 221-6000

SELLER: Eugene and Joy Hill of Red-
ding. Phone: (916) 222-0345
FREQUENCY: 1230 kHz

POWER: 1kw

FORMAT: This station is dark.

KRYD (FM CP)/Telluride
PRICE: $26,000 for 30%

TERMS: Stock transfer for past contri-
butions to construction costs

BUYER: Henry Borbach, acquiring a
30% stock interest in Rocky Il Invest-
ments Inc.

SELLER: Donna Boyle, converting her
sole proprietorship to the corporation
Rocky il Investments Inc., in which she

will retain a 70% stock interest.
FREQUENCY: 104.9 MHz
POWER: 100kw at minus 230 feet

WZEP/DeFuniak Springs
PRICE: $60,000

TERMS: Asset sale for cash

BUYER: Walton County Broadcasting
Inc., owned by Arthur and Martha
Dees of DeFuniak Springs. Phone:
(904) 892-6167

SELLER: Hoimes Valley Broadcasting
Systems Inc., headed by President
Scott McAda. Phone: (904)
892-5210

FREQUENCY: 1460 kHz

POWER: 5kw day/186 watts night
FORMAT: Nostalgia

WXYB/indian Rocks Beach
(Tampa)

PRICE: $31,000

TERMS: Asset sale for cash.

BUYER: ASA Broadcasting Inc., own-
ed by Sotirios Agelatos of Clearwater,
FL. Phone: (813) 725-7700
SELLER: Moody Bible Institute of
Chicago, represented by VP Elizabeth
Brown. it owns 16 stations, including
WMBLAM & FM/Chicago, and CPs for
three others. Phone: (312) 329-4438
FREQUENCY: 1520 kHz

POWER: 1kw daytimer

FORMAT: This station is dark.

Continued on Page 11
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From the Allman Brothers to ZZ Top, Unistar's
Adult Rock and Roll plays classic rock from A to Z!
This live 24- hour satellite delivered format provides your
station with thoroughly researched classic rock hits
from the 60s, 70s and 80s along with the best of
what s new in the 90s from heritage artists like

i Er1_c§_ﬁ_leap%ton , Mick Jadgervan;d_ Neil Young!
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Prosot. N “|AERIAL BILLBOARDS

PORTABLE DISPLAYS Your Logo 200’ in the Sky! ™

T ProSet.

Y

ROLL-A-SIGN Cost-effective plastic banners for " One of our best marketing investments! "

{ P your station. We print any picture, iogo, or Mike Cutchall President KRZZ
design in up to four colors. Perfect for concerts
z : 1 ® GREAT FOR REMOTE BROADCASTS
| PORTABLE DISALAYS public appearances, expos and give-aways. @ HIGHLY VISIBLE FOR 2.5 MILES
k Packaged on a roll and easy to use. . ® INCREASES INTEREST AND ATTENDANCE

® ADDITIONAL SOURCE OF INCOME
ST ® PORTABLE " DURABLE * 1 YR, WARRANTY
I S¥E00 . \ ® FEASILY HANDLED AND ASSEMBLED
Canada 1-800-847-5616 AERIAL BILLBOARDS
(713) 947-2053 FAX | 1-800-576-6775 FAX 1-310-827-8177

Broadcast Products, Inc.
1-800-433-8460

Custom Designed Made in the US.A. Since 1978/ 4

*B| US.Tape & Label S Ty, oL
Saint Louis, Missouri & i
. ™

- A Looks just like a real TATTOO!
What do KIIS, KPWR, WBCN, e ok, e —
KMEL, WGN, WHTZ WRBQ, : s |
WHYT, KSHE and over 1,000
other stations have in common?

They do business with - oy W PORCELARS
US Tape & Label! N RESULTS MARKETING

* F.D.A Certified ® Any Size, Graphic,
Color (Even Photos) * Great For
Premiums ¢ Packaged or Bulk

Promotional Products « Premiums ¢ Incentives

Featuring A Full Line of Promotional Items:
» Key Tags * Magnets = Umbrellas e License Plates

Why? Because we’re the BEST ‘
in the bumpersticker, window

_ label business! * Banners = T-Shirts * Stadium Cups * Sunglasses T T
3 * Plus Much, Much More! Manufactured By J.B. Marketing, Inc.
£ Call us... 314-423-4411 1-800-786-8011 PH: 619/435-2322 « FAX: 619/435-4165
i .
R S W el e T R s
' .: lfu'- ? For— N DI . e _'_""': —,'_- {T_," - _.l____]_-'_‘.=|| ‘i ) 7..;"_.';_ '___;...'_-_ SIS Gl = . iyl = :.._ - :
| K3 I
LA NEW FOR.1993!. READY TO SHIP! T ! Reach b
| The Winning Wheel!| Promotion gl
el PERFECT FORALL| Decision-Makers In |
: MARKET SIZES! | | s
& Adds excitment to I — |
e Promotional

@ Attractive, brillant
- multi-colored wheel
- g N

face with mirroplex
center.
M Highly visible,
built-in, bright red
flashing light.
W Rugged durable
construction.
8 Approx. 6% tall.
@ Lightweight--under 80 Ibs. Assembles and breaks
down in minutes. @ 4’ easy-spin laminated wheel.

Showcase

Call Kristy Reeves b

RRE
4 y ‘v/ I I:
y/ o \, :‘

BANNERS
ON A ROLL!

CUT YOUR BANNER COST!

Send us your logo, design or graphics and TABLE TOP VERSION & PRIZE BOARD AVALLASLE!. (g RADIO & RECORDS |
’ i ' i }

we'll do the rest. Call for pricing. l:’";’;“ P;'cedd“grﬁg;r::::;::;! ' B R
ol information an D, ons, o ‘

1.800-786-7411 1-800-546-2137 _ 310-553-4330 k
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TRANSACTIONS

Continued from Page 8

Georgis

WBPS/Winder

PRICE: $104,000

TERMS: Asset sale for cash

BUYER: Bible Broadcastng Network
Inc., a nonprofit corporation headed by
Lowell Davey of Charlotte. It owns 30
stations, including WYFA/Waynes-
boro, GA and WYFN/Nashville.
Phone: (704) 523-5555

SELLER: Winder Educational Broad-
casting Foundation, a nonprofit cor-
poration headed by President Dr.
James Priest, Senior Pastor of the
Winder Gospel Light Baptist Church
Phone: (404) 867-8133
FREQUENCY: 91.7 MHz

POWER: 530 watts at 175 feet
FORMAT: Religious

KWAIl/Honolulu

PRICE: No cash consideration for 50%
TERMS: Stock transfer pursuant to a
1987 divorce settiement

BUYER: Wagenvoord Advertising
Group Inc., owned by David and Lola
Wagenvoord of Las Vegas, increasing
their stock ownership of Radio Hawaii
Inc. from 50% to 100%. They also
own KLAViLas Vegas and 75% of
KNRY/Monterey. Phone: (702)
796-1230

SELLER: Carolyn Wagenvoord of
Honolulu, transferring her 50% stock
interest. Phone: (808) 522-5100
FREQUENCY: 1080 kHz

POWER: S5kw

FORMAT: News/Talk

KATWI/Lewiston

PRICE: $135,525 for 65%

TERMS: Stock sale for cash

BUYER: Woodcom Inc., buying back
stock which will resuit in 93% owner-
ship by Mark Bolland of Lewiston, and
7% by Tracy Mitchell of Meridian, ID.
Phone: (208) 743-6564

SELLER: AIA Services Corporation,
represented by Secretary Daniel
Spickler. Phone: (208) 799-9000

FREQUENCY: 101.5 MHz

POWER: 100kw at 848 feet
FORMAT: AC

COMMENT: This station sold for
$160,000 in 1990.

o

WAMJ/South Bend

PRICE: $27,000

TERMS: Asset sale for cash

BUYER: Times Communications Inc.,
owned by William and Heike Dobslaw

of South Bend.
282-4400
SELLER: Barrister Investment Com-
pany, owned by Richard and Debra
Van Mele of South Bend. Phone:
(219) 234-1580

FREQUENCY: 1580 kHz

POWER: 1kw day/500 watts night
FORMAT: News/Talk

COMMENT: This station sold for
$400,000 in 1988.

Phone: (219)

FM CP/Hudson

PRICE: $10,658

TERMS: Asset sale for cash

BUYER: Donalid L. Rabbitt of Fond du
Lac, WI. He and his wife, Janet, own
KWOA-AM & FM/Worthington, MN
and 50% of KCFliCedar Falls, IA.
Phone: (414} 921-1135

SELLER: Saga Communications, a
publicly traded group owner headed by
President/CEO Ed Christian of Grosse
Pointe Farms, MI. it owns 15 stations,
including KRNT & KRNQ/Des Moines,
and is buying three others. Phone:
(313) 886-7070

FREQUENCY: 96.1 MHz

POWER: 3kw at 312 feet

PRICE: $130,000

TERMS: Asset sale for cash. The seller
has agreed to a receivership order by
the 25th Judicial District Circuit, Madi-
son Circuit Court, Division I, appointing
the buyer as receiver for compensation
of $2000 per month, with the stations
revenues to go first to expenses, sec-

ondly to the receiver’s compensation,
and thirdly to secured creditor Rich-
mond Bank & Trust Company.
BUYER: Berea Broadcasting Com-
pany Inc., owned by Robert and Peg-
gy Spradlin of Mt. Sterling, KY. They
own WKXO-AM & FM/Berea, KY.
Phone: (606) 986-9321
SELLER: WEKY Inc.,
Ronald Boyd
FREQUENCY: 1340 kHz
POWER: 1kw

FORMAT: AC

headed by

WYUT-AM & FM/Herkimer
PRICE: $118,000

TERMS: Asset sale for cash by order of
the U.S. Bankruptcy Court for the
Northern District of New York

BUYER: Arjuna Broadcasting Corp.,
owned by Walter Davenport of Belle
Harbor, NY. Phone: (315) 894-0543
SELLER: Mark S. Ehrlich of Troy, NY,
Trustee in Bankruptcy for WALY Enter-
prises Inc. Phone: (518) 272-2110
FREQUENCY: 1420 kHz; 92.7 MHz
POWER: 1kw day/64 watts night; 3kw
at 158 feet

FORMAT: This combo is dark.

WK2ZV/Washington

PRICE: $267,000

TERMS: Stock sale for five payments
ranging from $20,000 to $120,000
over a four-month period ending July
29, 1993

BUYER: Helen Supinski of Canons-
burg, PA, acquiring all stock of U.S.
North Broadcasting Inc. Phone: (412)
745-6649

SELLER: Harry Cancelmi Jr. of
Waynesburg, PA, as trustee for minors
Sagar and Akash Gosai, seling 80%;
Rajiv Goswami of Cliifton, NJ, selling
10%; and Rupa Gosai of Jefferson,
PA, selling 10%. Phone: (412)

852-2427
FREQUENCY: 1110 kHz
POWER: 1kw daytimer

WDAR-AM & FM/Darlington
PRICE: $700,000 (approximate)
TERMS: Asset transfer for forgiveness
of dekt owed under a 1989 promissory

note for $643,400 and amended in
1990 to a principal amount of
$650,400. The "Agreement To Con-
vey In Lieu Of Foreclosure” states that
the seller has failed to make any pay-
ments since May 1992 and that the
current debt is in excess of $700,000.
BUYER: MEG Assoclates Ltd., headed
by general partner J. Taylor Monfort of
Oakton, VA. He owns WTGL/Beatrice,
NE, which is being sold. Phone: (703}
620-3275

SELLER: Radio Carolina Limited Part-
nership, whose managing general
partner is Capital Radio Holdings Inc.,
headed by President Carl Hurlebaus
of Davidsonville, MD. He also owns
WGRQ/Coionial Beach, VA; WMJB/
Evansville, WI; and is seling WJMA-
AM & FM/Orange, VA. Phone: (301)
925-7905

FREQUENCY: 1350 kHz; 105.5 MHz
POWER: 650 watts day/93 watts
night; 3kw at 400 feet

FORMAT: This combo is dark. (The
buyer has asked the FCC for expedited
action so it can return the stations to
the air.)

BROKER: This combo sold for $1.3
million in 1989.

FM CPILexington

PRICE: No cash consideration
TERMS: The CP holder is converting
from a limited partnership to a corpora-
tion so that all of the investors will
“have a voice and a vote on the dispo-
sition of the funds they must provide.”
The applicant states that “due to the in-
dustry’'s unsettled economic condi-
tions, it now appears that more funds
than anticipated will be necessary to
carry the station through its initial per-
iod of operation.”

BUYER: Lexington Communications
Inc., owned by Fred Hiller Jr., C.T.
Reynolds, H. Hugh Rogers, L.E. Win-
gard Jr., J. Carroll Shealy, L.E. Rich-
ardson, Joseph Fullwood, Howard
Beaufort, Richard Hook, and Timothy
Driggers of Lexington, Lewis DuBose
and John Duncan of Columbia, SC,
and Beegie Truesdale of Los Angeles.
Phone: (803) 892-2765

SELLER: Lexington Communications
Ltd., a limited partnership controlied by
general partners C.T. Reynolds and
Lewis DuBose. They are former em-
ployees of WBLR/Batesburg, SC.
FREQUENCY: 98.5 MHz

POWER: 3kw at 328 feet

WJRX/East Ridge

(Chattanooga)

PRICE: $1.35 million

TERMS: Duopoly deal

BUYER: Bahakel Communications,
headed by President Cy Bahakel and
VP/Radio Steve Bahakel. It owns eight
radio stations, including WDOD-AM &
FM/Chattanooga, and eight TV sta-
tions. Phone: (704) 372-4434
SELLER: Sattler Broadcasting Inc.,
owned by Virginia Sattlery
FREQUENCY: 107.9 MHz

POWER: 3kw at 328 feet

FORMAT: Religious

BROKER: Bob Connelly of the Con-
nelly Company

KVMX/Eastland

PRICE: $100,000

TERMS: Asset sale for a five-year
promissory note at 10% interest for the
full purchase price, with payments of
$2125 monthly

BUYER: Elmer Atticus Luck d/b/a
Luck Broadcasting Company. Phone:
(817) 629-8585

SELLER: Eastland Broadcasting Inc.,
owned by John Conner and C.J.
Eden. Phone: (817) 559-2746
FREQUENCY: 96.7 MHz

POWER: 2.85kw at 306 feet
FORMAT: AC

KZSP/South Padre Island
PRICE: No cash consideration for 40%
TERMS: involuntary transfer of partner-
ship interest pursuant to an orcer of the
District Court for the 357th Judicial
District, Cameron County, Texas. The
judgment, entered January 29, states
that the seller failed to appear and
therefore “wholly made default.”
BUYER: Rio Bravo Ltd., headed by
Maria de la Garza Helmke, increasing
its ownership of Rio Bravo Broad-
casters from 60% to 100%

SELLER: Susan Lundborg, forfeiting
her entire 40% stake

FREQUENCY: 95.3 MHz

POWER: 2.51kw at 328 feet
FORMAT: Gold

This winter, WSTR/Atlanta was the first radio station to run ITM’s
Interactive television campaign — the “GET ON THE PHONE!". series.
Many stations said, “Let’s wait and see what happens in Atlanta.”

Well, the numbers are in!

THE RESULTS?
F'92 w92
Arbitron 12+ 3.6 (#12) 5.9 (#6)
A 18-34 5.4 (#7) 8.0 (#3)
A 25-54 4.3 (#12) 6.7 (#6)
W 25-54 5.8 (#7) 8.9 (#3)
W 18-34 7.4 (#4) 1.2 (#2)
A 18-34 TSL 6 hours 8 hours
WSTR’S BEST BOOK IN FIVE YEARS!

Up 63%! |
Up 48%!
Up 56%!
Up 53%!
Up 51%!
Up 33%!

aur

Don't wait! Now is the time to find out
bout how i j

We

"It was the catalyst needed to get listeners to try our new format modifications. Tactically
it enabled them to call the 800 number and immediately make a commitment to listen. We
now have a viable database that was impossible to get from past television campaigns, plus
a huge increase in our ratings. Truly, a smashing success!” —Clarke Brown, President

‘From the minute | saw the demo tape, | knew this campaign would be a hit. It compels the
audience to action, and the proof is in the numbers. Fun, exiting and different-- all the
ingredients of success!” —Mark Kanov, Station Manager

“Great staff, great music and a great television commercial will deliver a great book every
time. Impact’s “Get On The Phone!. television spot is the Direct TV Birthday Contest
of the 90s!” —Tony Novia, Operations Manager

ITM's ir te 1
te into winning numbers
n. Put your

petition
ra they belong—in the dust!

Market exclusivity guaranteed.

Call for More Information!

1-800-3-IMPACT

t Marketing

WAL americanradiohistornv.com
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NEWSBREAKERS.

KFAN & KEEY
Restructure, Up
Du Bois, Swedberg

Sports/Country KFAN & KEEY/
Minneapolis restructured its pro-
gramming department: Combo
PD Jim du Bois was named OM,
while KFAN & KEEY Director/
Program Development Gregg
Swedberg is now KEEY PD.

KFAN & KEEY VP/GM Mick
Anselmo commented, “Jim’s a
strong administrator who will be
able to focus on the details of day-
to-day operations. Gregg’s a com-
petitive programmer who brings
years of programming experience
to our well-focused FM.”

Du Bois told R&R, “I'm excited
about the opportunity to work with
both stdtions on a broader scope.
Gregg has an excellent reputation
as a programmer, and I'm sure
this restructuring will further en-
hance K102’s market stature.”

Swedberg said, “I'm excited to
be programming one of the best
Country stations in America.
Mick’s one of smartest guys I've
ever had the pleasure of working
for. And with [new owner] Sham-
rock Broadcasting adding its sup-

KFAN & KEEY/See Page 28

Scott Promoted
To Epic VP/A&R

Epic Records
National Direc-
tor/A&R Vivian
Scott has been el-
evated to the la-
bel’'s VP/A&R
post. She’ll be re-
sponsible for
signing acts and
supervising A&R
activity for
Epic’s black mu-
sic artists.

Scott, who's based in New York,
joined Epic in 1990. Prior to that,

Scott

Learning From The Pros

When NYMRAD hosted a reception for the 82 college students and recent
graduates who attended the International Radio & Television Society’s 10th
annual Minority Career Workshop, Syracuse University student Kadesha
Washington seized the opportunity to chat with WQEW (AM)/New York PD

Stan Martin.

SRR

Hoffmann Three Peats: WZPL PD Again

Consultant Gary tion,” Hoffmann said. “Don and I
Hoffmann has are close, both personally and pro-
been appointed § fessionally; he’s one of CHR's fin-
PD of Booth CHR | est PDs and we all wish him the
WZPL/Indianapo- best.
lis for the third “We'll be examining ways to
time. He succeeds § take advantage of serving the
exiting OM/PD ‘Generation X’ listener — without
Don London. Hoff- getting too far into the cult side of it

mann was PD
from 1983-1985,
again from 1986-
88, and returned
in 1989 as consul-
tant.

“We're running this station like
it has a 10 share and we need big-
ger ratings to back up the opera-

Hoffmann

RO R e

SR e

— by going with the musical and
lifestyle trends. I'm happy where
we're headed, and you can expect
WZPL to get more musically con-
temporary in short order.”

Hoffmann has also held PD posts
at KAYC & KAYD/Beaumont and
KKDA/Dallas, and was Asst. PD
at KRLY/Houston.

T R e

AC WTMX/Chlcago Names James PD

Hot ACKYKY/ i
St. Louis OM
Barry James
(aka B.J. McCar-
ty) will become
PD of WTMX/
Chicago. He’ll
start program-
ming the Bonne-

she had been East Coast Director/  ville AC May 17.

A&R for PolyGram and a member- James told James

ship representative for ASCAP. R&R, “I grew up listening to Chi-
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 {abel business. We have to be!
Don't iisten to ““Product Pitches’’!

Do cali anyone above for their experience
on our quality, service & price.....

Then cali us.....314-423-4411,

US. Tupe & Label

St Loowin, VEisswonurd

Home of the TRAVELING BILLBOARD®

cago radio and this is a great op-
portunity to come home. Bonne-
ville is a wonderful company and
they're certainly committed to
making this work. [VP/GM] Drew
[Horowitz] is ready to fight and
smells blood. I've visited with most
of the staff and they’re pumped.
There’s room in Chicago for a well-
structured, ‘hipper,”’ more con-
temporary AC.”

Before joining KYKY two years
ago, James previously program-
med WAXY/Miami, WSTF/Orlan-
do, KOAQ/Denver, and WKIX &
WYLT/Raleigh.
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WSUN & WWRM Taps Turkheimer As GSM

Six-month WMXC/Charlotte GSM Richard Turkheimer transfers to
similar duties at sister Cox facilities WSUN & WWRM/Tampa. He succeeds
Terri llgin, who has exited the News/AC combo.

VP/GM Todd Leiser noted, "Richard has an outstanding record in ra-
dio sales management. We're looking forward to having him lead our suc-
cessful sales and marketing team and are especially glad to have his duop
oly experience

Prior to joining WMXC, Turkheimer spent eight years at WSOC/Char-
lotte — the last six as GSM. He also spent four years as an AE at
WYYD/Raleigh.

L =t

Sheila Coates has been named Sr. National Di- =
rector/Marketing of MCA's Black Music division. The
former Virgin Sr. Director/Product Management &
Artist Development will be responsible for artist devel-
opment, product management, and marketing

Division Sr. VP/Promotions & Marketing A.D.
Washington commented, “We're pleased to have
Sheila as part of our team. In a short time, she has dis
tinguished herself in the area of marketing and devel-
opment of artists ™

Prior to joining Virgin three years ago, Coates
spent five years as Promotions Director at KSOLISan

Francisco. Coates

e
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Yeskel Appomted PLG Sr Dir. /Natl Sales

David Yeskel has been named Sr. Director/National Sales at Poly-
Gram Label Group. Among his duties, he'll oversee the PLG sales staff,
implement marketing strategies, and manage budgets.

“Dave’s been an important part of the team since PLG’s inception,” re
marked VP/Sales Gerry Kopecky. “His talent and effort have been one of
the reasons we've grown to such a formidable force in just two and a half
years.'

Yeskel was PLG's Director/Sales. He previously served at Island Rec-
ords, AIM Marketing, RCA, and Arista.

A&M Recruits Ensenat As VP/A&R

nat has been

Teresa Ense-

Teresa for a number of years, so
when the opportunity presented it-

named VP/A&R self to her, we did,” said A&M Sr.
at A&M Records. VP/A&R David Anderle. “The
She joins the la- style and attitude of the acts she’s
bel after a year’s interested in fit right into the vision
sabbatical; she we have for the label’s musical di-
most recently rection.”

held a similar po- Ensenat also worked for Geffen
sition with MCA Records, where she is credited
Records.

“I’ve been im-
pressed with

with helping to sign Guns N’ Roses,
Edie Brickell, and Tesla, among
others.

Ensenat

RCA recently celebrated the success of SWVs “ft's About Time” LP by presentmg the group w:th gold awards.
Gathered at Radio City Music Hall's Grand Lounge are (front row, I-r) President Joe Galante, SWV's Lelee, Coko, and
Taj, and manager Maureen Singleton; (back row, I-r) RCA's Gwen Frankiin, Sr. VP/Marketing Randy Goodman,
VP/A&R/Bilack Music Kenny Ortiz, Sr. VP/Black Music Skip Miller, VP/Promotion/Black Music Roland Edison, and
VP/Sales Ron Howie.

It’s About Gold
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The World Standard™
in Production Music Libraries

The newest and largest library for today's contemporary,

oldies, or full-service station. Over 1500 original pieces of
music on 100 CDs.

The latest HOT tracks and the most music for
contemporary country radio. Over 7350 different
commercial beds, plus mix-outs and free software.

e Bold and powerful rock tracks for CHR, AOR, and URBAN
L: stations. 500 original pieces of music with alternate mixes

PRODUCTION LIBRRARY and edits.

Laser

L - h » Laser hot! I|deal for power promos, and high energy IDs and
lg tn'ng sweepers. Pumps up your commercial sound to the max.

An all purpose library filled with a wide variety of music for
re" qe ey commercials, plus full sound effects and production

elements.

DlBlTHL

Versatile and expansive. Delivers a large collection of
different compositions. Sound effects and power parts
included.

[ﬂm I"l“mﬂl |inrar! A full service package. It spans the spectrum of music from

Rock to Soft AC. A full complement of extras is included.

Generation Thl‘ee A multitude of production beds in a wide variety of

categories. Extended lengths for full production possibilities.

Call Your
Personal Sales

Representative at:
(800) 879-2100
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NEWSBREAKERS.

Radio

® RON STEINMAN shifts from Vendor
Specialist to GSM at WIOT/Toledo.

® THOM HAGER has been tapped as
LSM at WFLZ/Tampa. Prior to his ap-
pointment, he was GSM at KHLA/Lake
Charles, LA.

® JOE BORENSTEIN has been ele-
vated to NSM at KYKN/Salem, OR.

Records

® JOE KLEINHANDLER rejoins the
WEA Corp. as Director/National Opera-
tions. The 30-year music industry vet-
eran previously was responsible for op-
erations at CEMA's distribution cen-
ters.

National
Radio

®RON HUNTSMAN ENTERTAIN-
MENT MARKETING INC. is offering
“Country Salutes Harley Davidson: The
American Motorcycle” on CD. Hosted
by Travis Tritt — and featuring songs by
and interviews with other country art-
ists — the hourfong special is available
on a barter basis May 28-June 20;
(615) 255-1100.

® JOAN KESSLER
assumes Director/
Merchandising
duties at ABC Ra-
dio Networks. A
former WBAP/Dal-
las GSM, she most
recently was the
publisher of Grow-
ing Majority maga-
zine.

Kessler

® TRACY KINCAID and BILL ROB-
ERTS have been appointed Regional
Station Relation Managers in the West-
ern and Southeastern regions, respec-
tively, for Westwood One’s Mutual
Broadcasting System, NBC Radio Net-
work, Talknet, and the Source. Kincaid
has worked at WW1 since 1987; Rob-
erts is a seven-year company veteran.

® CBS HISPANIC RADIO NETWORK
is presenting “Hollywood Hoy,” a two-
minute entertainment feature hosted by
Amelia Macchiavello. Two editions of
the program air each day; (212)
975-3773.

Industry

® WILLIAM HOGAN, ROY SIMPSON,
and NANCY WIDMAN have been nam-
ed to represent radio networks on the
NAB’s Board of Directors. Hogan is
President of Unistar Radio Networks,
Simpson serves as Exec. VP/GM at

Jones Satellite Networks, and Widman
is CBS Radio President.

©® SHERRI SADON — a 13-year com-
pany veteran — steps up from Sr. AE to
Sales Manager at Christal Radio’s St.
Louis branch.

®JOAN BAR-
NOWSKI becomes £
Director/Marketing  “g
at Berkowitz Broad- g
cast Consulting /38
Inc. She formerly .ﬁy“ 3
was VP/AC and Na- ?, ¢

tional Director/ &¥agd
Country for Mon- %5

day Morning

Replay. Barnowski
- e
Changes

At Westwood One, Wes Harmon
(West), David Kirk {(Northeast), Angel
Moran (Mid-Atlantic}), and Guy Palace
{Southeast) tapped as Clearance Coor-
dinators.

Edward Kennedy rejoins Katz
Radio’s Atlanta office as Sr. AE.

Lestie Magowan named AE at Chris-
tal Radio’s L.A. bureau.

Sony Music promotes Cassandra
Love to Black Music Marketing Repre-
sentative/Northwest Branch.

Michael Hamilton appointed Assis-
tant to the WEA Corp.’s National Direc-
tor/Facilities.

Kathi Sweet becomes Sr. AE at
Bobbi Marcus Public Relations Inc.

How smart cars
avoid wandering.

Stop your listeners from wandering. Give them the
right mix of music and information. Metro Networks
keeps your listeners moving in the right direction. Be
smart, call Metro Networks for Metro News.

FOR MORE INFORMATION CALL US AT 1-800-800-NEWS MEIRO NETWORKS

e METRO TRAFFIC CONTROL ® METRO NEWS ¢ METRO SPORTS ¢« METRO WEATHERBANK
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. WCDJ/Boston
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Cory Baker — PD/afternoons

KATJ/Victorville, CA (619)
256-9327
Tony Bristol — MD/after-

. noons WPRO/Providence
- (401) 353-0042

Joe Catalano — Parttime/
weekends WCDJ/Boston (617)
963-5067

Tom Chaltas — Regional
promo rep Scotti Bros. (214)
380-6575

Blake Lawrence — PD/after-

noons WCDJ/Boston (617)
242-2947
Don London — OM/PD

WZPL/Indianapolis (317)
823-9780

J.J. ““Hitman’’ McKay — PD/
mornings WKHI/Ocean City,
MD (410) 213-7645

Chuck Monroe — Produc-
tion/nights WCDJ/Boston (617)
723-8877

Wendy Naylor — PD KDGE/
Dallas (214) 821-6852

Dennis ‘‘Erectus’’ Netto —
Aftemoons KOME/San Jose
(408) 377-3344

Rob Olson — Nights WLUM/
Milwaukee (414) 453-8942

Jesse Sandidge — Middays
WCDJ/Boston (617) 524-
0274

John Schoenberger — Na-
tional Director/Album Promotion
Scotti Bros. (818) 894-2138

Clitt Smith — MD/mornings
(617) 723-
2473

Tracy Thompson — Swing

. air talent WMEE/Ft. Wayne, IN

(818) 344-1649
Dr. Dave Weeks — Air talent

© WMXW/Binghamton, NY (607)
. 756-8943
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Marriages

Relativity Records VP Mar-
keting & Promotion Alan Grun-
blatt to Elissa Sherman, April 4.

KEZO/Omaha PD Randy
Chambers to Ann Marie Burch-
ept, April 17.

Real Music Sales/Operations
Manager Rick Jeffery to Heide-
marie Hanf, April 24.

Births

Westwood One West Coast
AE Bob Steinberg, wife Sue,
son Evan Allen, April 5.

Imago Records producer/art-
ist Michael Erlich, wife Colum-
bia Records A&R assistant Lisa
Frank-Erlich, son Austin Lewis,
April 12.

WBPR/Myrtie Beach, SC OM
Michael Parnell, wife Monica,
daughter Chandler Rane, April
23.

Westwood One New York AE
Ed Quagliariello, wife Felicia,
twin daughters Lauren and Car-
olyn, Aprii 24.

Real Music VP/Sales & Mar-
keting Gary Chappell, wife Tor-
n, daughter Jordan Alexandra,
April 24.

KNCQ/Redding, CA News
Director Paul Bryan, wife Carol,
twin sons Luke and Lee, April
28

WLZWi/Utica, NY PD Randy
Jay, wife WLZW Continuity Di-
rector Linda, daughter Kelly
Marie, April 29.

WODS/Boston APD/evenings
Sandy Benson, husband
Derek, son lan, May 2.

Condolences

Mutual Broadcasting/NBC
Radio sportscaster Bob Sher-
man, 55, April 26.

-

3

A

s

President Bill Clinton and VP Al Gore paid a visit to Jerry Jeff Walker follow-
ing the artist's performance at the Birchmere club in Alexandria, VA.
Backstage are (I-r) venue owners Gary and Linda Oelze, bassist Bob Liv-
ingston, Clinton, Walker, Gore and wife Tipper, drummer Fred Krc, First
Lady Hillary Rodham Clinton, and guitarist John Inmon.

Winger Has Some ‘Pull’

Kip Winger promoted his band's new album, “Pull,” at a recent L.A. recep-
tion. Socializing on the scene are (I-r) Desiree Schuon and husband/MTV
Sr. VP/Music Programming & Promotion Andy Schuon, Winger, and Atlan-
tic VP/Promotion Danny Buch.

WWW-adReriearracteolisterr-com
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eve Just Made Your
umber One Prospecting
Tool Ob

Tln’oug'h an exclusive arrangement with Dun and Bradstreet, TAPSCAN adds another dramatic enhancement to its advanced
radio ratings analysis systems. PROSPECTOR utilizes D&B’s marketing information for your market, scanning over 160
advertiser Categories...{or virtually every local business that’s a candidate to l)uy aclvertising on your station. In fact,
PROSPECTOR is so advanced, we were a little reluctant to compare it to “Old Yellar” in the first place. PROSPECTOR is a
Complete business intel]ig'ence system provicling' you with vital data about your customers (ancl potentia] customers) inclucling
the al)ility to prospect l)y 1P code, county, and business type, annual sales volume ranges, competitors, number of locations,
and yes...the name, address and phone number. Additionally, PROSPECTOR combines with Retail Spending’ Power, and just

like Retail Spending Power, it's a no-extra-cost* addition to your TAPSCAN system.

TAPSC.

INCORPORATED

3000 Riverchase Galleria * Suite 850 Birrningham, Alabama * 35244 ¢ 205-987-7456
Boston ° Chicag‘o * Los Angeles * Toronto * Vancouver

PROSPECTOR, Retail Spencling Power and TAPSCAN are trademarks of TAPSCAN, Inc. ©1993
“Nominal annual data fee
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tivity to suffer — owing to low-
ered morale — when a com-
pany restructures.

After studying 31 major firms
that went through a recent down-
sizing, the Atlanta-based Enter-
Change management consulting
firm found that managers could re-
duce disruptions by preparing for
these four primary causes of
morale problems:

It’s not uncommon for produc-

The erronecus grapevine. Em-
ployees who survive a downsizing
crave information and are suscep-
tible to rumors — no matter how
inaccurate.

Leaders missing-in-action. Man-
agers often become hard to find
when things go bad. They escape
employees’ problems or questions
by burying themselves in constant
meetings and spur-of-the-moment
business trips, creating a void of
responsibility.

5 Tga
S
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®May 11 — 28th Annual
Academy of Country Music
Awards. Universal Amph-
itheatre, Los Angeles.

eMay 16-23 — T.J. Martelt
Rock 'N Charity Week. Los An-
geles.

@ May 19-23 — AWRT Conven-
tion. Walt Disney World, Orlan-
do.

@ June 9 — Second Annual
RAB Radio Creative Fund Mer-
cury Awards. Waldorf Astoria,
New York.

@June 12-18 — NAB Execu-
tive Management Development
Seminar for Radio Broad-
casters. University of Notre
Dame, South Bend, IN.

® June 13-16 — Promax Inter-
national (formerly BPME) & BDA
Conference & Exposition. Walt
Disney World, Orlando.

@ June 17-20 — National Asso-
ciation of Radio Talk Show
Hosts Convention. Sheraton
Chicago Hotel and Towers.

SR

Great producis . . .

S

MANAGEMENT

The Hidden Dangers Of Downsizing

Perception vs. reality. Those
who keep their jobs after a restruc-
turing often believe things are
worse than before, since they must
do more work with fewer people.
Counteract this by creating and al-
locating concise goals for the com-

pany and its employees.

Withholding information. Top
management often withholds infor-
mation from employees — but
leaks always develop, causing em-
ployees to worry and feel they are
not trustworthy.

Business Travelers: Per Diem Tax Option

ax season has come and

gone, but it’s never too early

to start planning for next
year — particularly if you're a
business traveler. Using the IRS’s
per diem system can alleviate the
tedious paperwork required by the
substantiation rules for business
records.

This per diem system allows a
travel deduction based on the
amount the federal government
will pay its employees when they
travel in a particular area.

Convention. Sheraton Pre- |
miere, Tysons Corner, VA.

®July 79 — McVay Media
Management & Programming b
Seminar. Pierre Radisson Hotel,
Cleveland.

@ July 15-18 — Upper Midwest
Conclave. Radisson Hotel
South, Bloomington, MN.

® July 20-24 — New Music
Seminar. Sheraton Hotel, New
York City.

® August 12-15 — Jack The
Rapper Convention. Marriott
Marquis, Atlanta.

@ September 8-11 — NAB Ra-

dio Show. Convention Center,
Dallas.

® September 29 — CMA
Awards. Grand Ole Opry, Nash-
ville.

@ Sept. 29-Oct. 2 — RTNDA
48th International Conference &
Exhibition. Convention Center,
Miami.

Perceptual Studies
Auditorium Music Tests

Auditorium Format Analyses

Focus Groups
Tracking

While this is a hassle-free way to
write-off business trips and avoid
audit worries, there are two key
elements you should talk over with
your tax professional: You must
still prove the business purpose of
the trip, its time, and location; and
the per diem rates could be signifi-
cantly lower than your actual tra-
vel expenses.

Current per diem rates range
from less than $70 a day to more
than $150 per day in locations such
as New York City; Vail, CO; and
Key West, FL. Rates vary for sites
within the continental U.S., non-
foreign localities outside the con-
tinental U.S. (such as Puerto Rico
and Hawaii), and foreign localities.

please . . .):

10) ““l had to sort my socks.”’

Top 10 Absentee Alibis

nd now, from the home office of Accountemps in
Menlo Park, CA, here’s the 1993 edition of workers’
Top 10 most unusual excuses — as heard by exe-
cutives — for being absent from or late to work (drum roll,

9} *‘My best friend stole my car.”’

8) ““I just forgot to come to work.”’

7} **The engine on the yacht wouldn’t start.”

6) “‘My favorite actress just got married — | needed time alone.”
5} “‘The lead dog for my dogsled died.”

4) *“l felt it was better to sleep at home than sleep at the office.”
3) “*“My husband’s pet spider died, and | had to console him.”’

2} “The wind was blowing against me.”

1} ‘1 was in the process of getting arrested.”

Most Work At Home Is Uncompensated

ne in five (20%) of Ameri-
can workers do some job-
related work at home, ac-
cording to a recent survey by the

Bureau of Labor Statistics. And
87% of these 22 million home

Make Presentations Fit Personalities

hen you’re trying to sell

an idea, you’ll likely en-

counter one of four basic
personality types. Writing in the
L.A.-based Investor’s Business
Daily newsletter, Virgil Beasley
suggests tailoring your approach to
the personality with whom you're
dealing, as follows:

Directors (decisive, take-charge
types) — Always give them the
bottom line, and make them feel
like they’re in charge. If you disa-
gree, focus on facts, not feelings.

Expressive-inspirationals (per-
suasive idealists) — Be entertain-

ing and complimentary toward
them, but keep your presentation
fast-paced. Paint the big picture,
and let them fill in the details.

Amiable-steadies (caring types
who value relationships) — Use a
calm approach, be a good listener
and conversationalist, and compli-
ment them on their relationship
skills. If there’s a disagreement,
talk about opinions and feelings.

Conscientious-analytical-calcu-
lators (picky perfectionists) —
Prepare an exact, systematic ap-
proach. Don’t rush them, because
they often like to take their time.

KEFM-FM/Omaha

WXBQ-FM/Johnson City
KFI-AM & KOST-FM/Los Angeles

KSFI-FM/Salt Lake City
WNNX-FM/Atlanta

workers are performing tasks re-
lated to their primary job.

In addition, the survey found that
72% of those who work at home are
wage or salary employees. (The
other 28% are self-employed.)

What’s more, 85% (or 12 million)
of the wage and salary employees
who work at home are uncompen-
sated for their efforts. Incidentally,
nearly 66% of these uncompen-
sated workers are managers and
professionals.

While 15% of wage and salary
workers work at home some of the
time, 49% of self-employed people
report doing some of their work at
home.

The survey also found that men
and women are equally likely to
work at home, averaging six hours
of home work per week. However,
men who work entirely out of their
homes average 39 hours of home
work per week vs. 33 hours for
their female counterparts.

Finally, self-employed women
average 21 hours of at-home work
per week compared with 13 hours
for self-employed men.

for great stations . . .

Paragon Research

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

The Research Company of Choice

WWW . -americanradiohistorv.com
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PART TWO

The Evolution From PD To Brand Manager

n my last Sales & Marketing column (R&R 4/16), I ad-

dressed the value of evolving PDs into brand man-

agers. This week, I'll suggest ways to strengthen your
brand through various advertising options.

Often stations are brimming
with expectations following tradi-
tional TV or outdoor campaigns,
only to find their expenditures
didn’t pay the hoped-for ratings
dividends. There’s nothing wrong
with the traditional advertising
conducted during a sweep period,
but there are certain aspects that
need to be considered.

When contemplating your sta-
tion’s advertising, establish which
criteria are most important to you.
Now choose which advertising me-
dia can best accomplish those ob-
jectives. I suggest the following
five criteria:

Share Of Voice

Your message is constantly vy-
ing for market dominance over
your compelitors’ messages.
There’s a general feeling in mar-
keting that you must be either No. 1
or No. 2 in share of voice. After
those two positions, consumer re-
call and advertising breakthrough
diminish dramatically.

If share of voice is important to
you, ask the ad media under con-
sideration (or ones you’ve recently
used) to provide you with month-
by-month, media-competitive ex-
penditures for other stations.

Consistency

Are you able to achieve a consis-
tent position with your selected ad
media? Or are you forced to place
all of your budget on a relatively
short flight? If you have a budget
that will pay for 13 weeks of TV
ads, it’s more effective to flight the
schedule every other week.

This every-other-week strategy
will result in consumers perceiving
that you're on TV more than you
actually are. This approach also
works with outdoor and transit ads.

66)

if you have a budget
that will pay for 13
weeks of TV ads,
it’s more effective
to flight the
schedule every
other week.
199

Value-Added/
Fringe Benefits

One of the biggest thorns in any
station’s side is advertisers re-
questing a “promotion” to accom-
pany their schedules.

Although we’re frequently faced
with these requests, it’s surprising
how rarely we demand the same
considerations from the media in
which we invest. The additional
value can amount to thousands.

Measurability/
Accountability

When selecting ad media, how
measurable is the actual end re-
sult? Subsequently, how much in-
terest will our chosen media have
in our objectives? Will they recom-
mend other options and strategies
if our desired lifts don’t happen?

This is one of the key reasons I
prefer daypart and feature adver-
tising over generic station image
advertising. If we use medium A to
focus on morning drive, medium B
to tout afternoon drive, and medi-
um C to create a specific database,
we then can hold the media inter-
nally accountable for movement of
numbers. If afternoons are rising
and mornings are declining, some-
thing needs to be looked at before

By Chris Beck

the end of the advertising period.
(It’s either the message or the me-
dium that’s wrong.)

Time Between
Exposure & Potential Use

Consider the amount of time that
will elapse from the advertising
impression to the potential use of
the radio. With movie trailer ad-
vertising, it may be at least two
hours before consumers reach
their radios. With in-store media,
however, it could be minutes be-
fore your targets are in their cars.

This concept also is valuable
when selecting specific locations.
For example, when using mall ad-
vertising, you may not want your
ads to appear in center court. In-
stead, you may prefer exit loca-
tions — they’re closer to targets’
cars and radios.

Now, compare these five criteria
to your existing media strategies.
You may find you want to review
other options. It’s not uncommon to
find a station in a poor share-of-
voice position, or one that can af-
ford to use an ad medium only for a
limited period.

66]

Consider the
amount of time
that will elapse

from the advertising
impression to the

potential use
of the radio.

-t

Advertising Options
Here are some additional adver-
tising options for stations to con-
sider that go beyond the traditional
TV, outdoor, and transit cam-
paigns.

& MMARKETING

raditionally,

sales.

¢ Place-based media. If you cap-
ture consumers at certain loca-
tions, they’re bound to be exposed
to your message. A variety of me-
dia — ranging from at-place televi-
sion, radio, or boards — can be
placed at such locations as health
clubs, retail stores, airports, movie
theaters, amusement parks, and
entertainment complexes. The se-
lection and message of each obvi-
ously depends on the character-
istics of the audience you’re
targeting.

* Scanner-based systems. These
are especially helpful if you know
your partisans’ product purchasing
profiles. Using scanner-based sys-
tems, you can target a particular
message to a specific product pur-
chaser. You even can tailor your
ad impression to certain attributes
of that user. For instance, if you
were targeting females with in-
fants and toddlers, you could have
your station’s kids’ club deliver
coupons, applications, or phone
numbers to diaper purchasers.

+ Media in kind. Sharing weather
or sports personalities with TV sta-
tions in the market offers consis-
tent on-air advertising opportuni-
ties adjacent to their nightly re-
ports.

You also can create an aggres-
sive media in kind outreach pro-
gram wherein your station’s per-
sonalities write articles in local pa-
pers, host weekly music video pro-
gramming, or serve as feature re-
porters.

« Portable media. Several com-

panies have targeted certain dem-
ographics by playing music videos

Compensating Programmers

PD bonuses have revolved axund
ratings performance. Most companies also desire a
superior relationship between programming and

Stilt, one of the best ways to trigger interest and involvement is 1o pay
PDs on station revenue performance as well. Consider such performance
criteria as overall profit and percentage over (or under) budget.

Furthermore, allow PDs to earn commission on any non-spot @ non-
traditional opportunities — including research, event sponsorship, poduct
placement, etc. — that they've created.

— interspersed with commercials
on portable TV screens at con-
certs. A less costly alternative
that’s available in many markets is
using portable boards on wheels.

e Forced brand trial. Fadio re-
sources are very useful for many
businesses that feature a captive
audience (in stores, before movies,
ete.). Stations can select certain
music or personalities to target this
fixed audience.

s Brand trial. Unlike forced
brand tnal, brand trial showcases
the product while asking the con-
sumer to try the station. For in-
stance, give targeted potential con-
sumers sample cassettes featuring
several musical or comedic selec-
tions.

Chris Beck is a Managing Direc-
tor at Los Angeles-based Beck
Marketing Group Internaticnal, a
consulting firm specializing in ac-
quisitions, duopoly strategies, man-
agement, marketing, and sales. He
can be reached by phone at (818)
594-0851, by fax at (818f 594-
5030, or by mail at 22647 Vantura
Bivd., Suite 234, Woodland Hills,

CA 91364.

107-7 KNNC

AUSTING K NACK

Call Us Today! 1-800-331-4438

You’RE Not JusT BUYING A BUMPER STICKER.
YOUu’RE BUYING AN IMAGE THAT STICKS.

Your decals are one of the best visual images you have that your listeners see each and every day. Communication
Graphics can offer you design & consulting as well as great bumper stickers that last. Producing a product you're
proud of is one of the most important things we do. 1t let’s you build instead of replace.

“ZLommunication
raphics Inc

313 N. Redbud  Broken Arrow, OK 74012 « (918) 258-6502  Fax 918-251 8223
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R&R OVERVIEW

Driving
Ambition!

adonna won't speak to
David Geffen because he
hired the chauffeur they

shared. "“She didn't want to hire him
fultime, so | did,” he says. “What
was remarkable was how angry she
became. These people think they
have a kind of divine right of kings.
And what gets me is I've been ex-
traordinarily helpful to Madonna.”

More Geffen lore, also from his
NY Times Magazine cover story:
“David will do anything for you if
you're his friend. But if you're his
enemy, well, you might as well kil
yourself,” says movie producer
Howard Rosenman.

Meanwhile, the Star notes that
when a Miami club doorman wanted
ID from Madonna, she demanded,
“Don’t you know who | am?” The
doorman pointed out, “You could
be an impostor. | see Madonna
lookalikes and drag queens around
here all the time.” (He was later
fired.)

Janet Acts On Advice

Essence cover girl Janet Jack-
son says a major studio head ad-
vised she make her big-screen
debut a musical. But director John
Singleton told her, “Janet, please
don't sing in your first film. We al-
ready know you can sing. Go for a
whole new vibe. Act!” To research
her “Poetic Justice” poet/hair-
dresser character, she actually
worked in a South Central L.A.
salon.

Star Quality

With “Tommy" a Broadway hit,
Pete Townshend tells Peo-
ple why a non-rock star is playing
the lead: “Being paid $50,000 a
week to do eight shows is not
something that's appealing to the
modem wanky little pop star.”
Willie Nelson teils fellow Texas
tunesmith Kinky Friedman about
his weirdest golf game ever in Re-
quest: “It was a little secluded
course in the Bahamas. | shot nine
holes with John Lennon and John
Belushi. We were all down there
separately to get away from the
world, and ran into each other.”

Hot & Smart

From Rolling Stone's “Hot List”
.. . hot debut — Belly; hot band —
American Music Club; hot country
singer — Iris DeMent; hot rap trend
— “Hip bop"; hot producer — Steve
Albini (Nirvana's next LP).

“Are These Women Too Smart
For Country?” asks Entertainment
Weekly, devoting four pages to
Mary-Chapin Carpenter, Lucinda
Wiliiams, Kathy Mattea, Rosanne
Cash, and Patty Loveless.

aZIINE

TOPPA LOLLAPALOOZA? — Por-
no For Pyros, the second coming
of Jane's Addiction singer Perry
Farrell, are on the cover of both
Spin and Ray Gun this month. In
Rolling Stone, Farrell talks about his
other invention, Lollapalooza: “The
worst part of it, unfortunately, is the
music. t's become very political
... . It might be time to pack it up
.. .. ldon't see why I couldn’t put
another one together, if | came up
with a good idea.”

Baby Manilow

Barry Manilow, whose “Copaca-
bana” has been luling “Murphy
Brown” 's baby to sleep, will ap-
pear on the show next week
(5/17). “When they first called and
asked if they could use 'Copaca-
bana’ to humiliate me, | said okay,
but begged them to be gentle. [In
my episode} Murphy has had trou-
ble bonding with her child, so | sit
her down and sing a ballad. By the
time it's over, she’s weeping, and
the music she’s been putting down
is the thing that brings her and the
baby together (People).

Jackson World News

Billy Ray Cyrus approached Mi-
chael Jackson and Brooke Shields
at a party and asked, “So when are
you two kids getting married?”
They just walked away (National
Enquirer).

Held for ransom by Colombian
guerrillas, Randy Jackson escaped
by playing either a deaf-mute (Na-
tional Enquirer) or a poor Jamaican
evangelist (Star, Newsweek).

LaToya Jackson's recent do-
mestic dispute is sensationalized in
the National Enquirer, Star, and
Globe.

Brand New Suit

Green Jelly, who changed their
name from Green Jello because
General Foods wanted them to,
spell out their name in concert.
Singer Bill Manspeaker says,
“When we get to Y, we shout,
‘Why?' And the audience screams
back, ‘Because you got sued! ”
(Entertainment Weekly).

Each week R&R sneaks a peek through the nation's consumer
magazines in search of everything from the sublime to the
ridiculous in music news. R&R has not verified any of these reports.

TELEVISION

TOP TEN SHOWS
APR. 26-MAY 2

1 Movie (Sunday)
(“Fried Green Tomatoes”)

2 Cheers

3 Seinfeld

4 60 Minutes

5 Home Improvement

6 Murder, She Wrote

7 Roseanne

8 Coach

9 20/20

10 Movie (Wednesday)

{“Moment Of Truth:
Why My Daughter?’)

Source: Nielsen Media Research

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

COMING NEXT WEEK

Tube Tops

Taped at NYC's Nederlander
Theatre, “Aretha Franklin:
Duets” — an hourlong special

showcasing the artist as she |

performs with En Vogue, Gloria
Estefan, Elton John, Bonnie
Raitt, Smokey Robinson, and
Rod Stewart — airs on Fox
(Sunday, 5/9, 10pm).

Friday, 5/7

* Tone Loc, “The Arsenio
Hall Show"” (syndicated; check
local listings).

® Poison, “The Tonight Show
Starring Jay Leno” (NBC,
11.:35pm).

* Coverdale/Page and Bon
Jovi, ““ABC In Concert” (check
local listings).

Saturday, 5/8

* Patti LaBelle guest-stars
as Dwayne’'s mother on the

ent World” (8pm).
¢ Midnight Oil, “Saturday
Night Live” (NBC, 11:30pm).

Sunday, 5/9

¢ Onyx perform on Fox's “In
Living Color” (8pm).

* En Vogue, Heavy D, and
Tone Loc guest-star on the final
installment of a two-part “Roc”
(Fox, 8:30pm).

Monday, 5/10
e Barry Manilow, “Arsenio

Hall.”
¢ David Bowie, “Jay Leno.”

Tuesday; 5/11

¢ Alabama, John Anderson,
Suzy Bogguss, Garth Brooks,
Brooks & Dunn, Mary-Chapin
Carpenter, Billy Dean, Vince
Gill, Alan Jackson, Kenny Log-
gins, Patty Loveless, Delbert
McClinton, Doug Stone, Travis
Tritt, Tanya Tucker, Wynonna,
and hosts Reba McEntire and
George Strait are slated to per-
form live from L.A.'s Universal
Amphitheatre on NBC's three-
¢ hour “28th Annual Academy of
. Country Music Awards” (8pm).

e Jesus Jones, ‘‘Arsenio
Hall.”

* Regina Belle, “Jay Leno.”

Wednesday, 5/12
¢ Vince Gill, “Jay Leno.”
¢ David Bowie, “David Letter-
man” (NBC,12:35am, Thursday).
Thursday, 5/13
e The Red Hot Chili Pep-
¢ pers, Barry White, and Bette
. Midler lend their vocal talents to
~ the season finale of “The Simp-
¢~ sons” (Fox, 8pm).
e Sting, “Jay Leno.”
¢ Dwight Yoakam, “David
| Letfterman” (12:35am, Friday).

WWW-amereanprasiehistory-com

series finale of NBC's “A Differ-

Top Ten Talk Topics

April °93

hat's on Americans’ minds? Each month R&R

conducts an exclusive survey of the nation’s

leading Talk radio stations to determine the 10 is-

sues that have generated the greatest amount of listener
phone response over the past four weeks. Following is a
comparison of last month’s and this month’s hottest topics.
1]

g

Waco Siege

Rodney King Retrial

Bosnia Vs. Serbia

Gay Rights/Washington March
Clinton’s Economic Plan
Clinton’s First 100 Days
Healthcare Reform

Holocaust Remembered

Ohio Prison Riot

10 Women In Combat

The Bosnia-Serbia conflict returns after eight months. Healthcare re-

form reappears after one month’s absence.

Reporting Stations: KGO/San Francisco, John McConnell; KING/Seattls, Steve Wexler; KIRO/
Seattle, Andy Ludlum; KMOX/St. Louis, Tom Langmyer; KOA/Denver, Kris Olinger: KSDQ/San Di-
ego, Kelly Wheeler; KSTP/Minneapolis, Virginia Morris; WABC/New York, John Mainelli; WFLA/Tarn-
pa, Gabe Hobbs; WGST/Atianta, Eric Seidel; WLS/Chicago, Drew Hayes; WWRC/Washington, Peter
Laufer; WRKO/Boston, David Bemstein; WTAE/Pittsburgh, Tom Clendening; WWDB/Philadelphia,
David Rimmer; WXYT/Detro#t, Michael Packer.
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FILMS

WEEKEND BOX OFFICE
APR. 30-MAY 2

1 Indecent Proposal
(Paramount)

2 Sidekicks
(Triumph}

3 Indian Summer
(Buena Vista)

4 Benny & Joon
(MGM)

$ The Sandlot (Fox)

6 Who's The Man?
(New Line)

7 Three Of Hearts
(New Line}*

8 The Dark Half
(Orion)

9 Splitting Heirs
(Universal}*

10 Cop And A Half

(Universal)

NEW THIS WEEK
G, = . ,‘

$7.08
$3.76
$3.13
$3.07

$2.52
$2.15

$1.92

® TODD RUNDGREN: THE ]
EVER POPULAR TORTURED §
ARTIST EFFECT (BMG)

$1.92

$1.73

pilation showcases 23 songs,
including "Hello it's Me,” “A
Dream Goes On Forever,” and §

$1.68

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

the package also contain "“Vid-
eosyncracy,” a 10-minute live
performance and clip collection
featuring three songs: “Hidea-
way,” "Can We Still Be
Friends,” and “Time Heals."

COMING ATTRACTIONS: No |
music-related movies opening
this week.

MUSIC & MOVIES

CURRENT

® INDECENT PROPOSAL (MCA)

Single: 'm Not In Love/Pretenders

Other Featured Artists: Vince Gill, Seal, Bryan Ferry
® WHO’S THE MAN? (Uptown/MCA)

Singles: Let's Go Through The Motions/Jodeci

Who's The Man?/House Of Pain

Other Featured Artists: Pete Rock & C.L. Smooth, Mary J. Blige
® THE CRYING GAME (SBK/ERG)

Single: The Crying Game/Boy George
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