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Country Conference
Educates Ad Agencies

‘Power of Country Radio’ project seeks to
correct ‘serious misconceptions’ about genre

Dozens of Big Apple ad agen-
cy officials got a taste of the
Nashville sound and an eartul of
Country radio statistics last
week (5/19) as radio industry
leaders teamed up with record-
ing artists, songwriters, and la-
bel execs to educate New
Yorkers about advertising on
Country radio.

“Country radio, as a product,
remains the most cost-effective
way you can reach consumers,”
MCA Records/Nashville Chair-
man Bruce Hinton told the gath-
ering, timed to coincide with a
weeklong “Country Takes Man-
hattan” concert series at Radio
City Music Hall.

One agency boss who didn’t
need to be convinced was DDB
Needham Worldwide Chair-
man/CEO Keith Reinhard, who
said, “If it was up to me, more
advertisers would be using
country music.”

Reinhard noted that many
advertisers and agency execs
still have “‘serious mispercep-
tions” of Country’s audience.
He reported on a survey of me-
dia execs at a number of major

ey

o = %

WLTW Elevates
Landy To VP/GM

WLTW/New York VP/Sta-
tion Manager Rona Landy has
been promoted to VP/GM of the
Viacom Lite AC. She succeeds
George Wolfson, who will now
concentrate on his corporate
duties as Radio Division Sr.
VP/Operations.

According to Wolfson, “This
is part of the natural evolution
we began [last September when
Landy became VP/Station
Manager]. Rona has proven to
be an extremely valuable asset.
We're fortunate to have some-
one with such special talents
lead us to continued future suc-
cess.”

LANDY/See Page 7

agencies which found that only
0.5% considered Country radio
a way to reach upscale con-
sumers, 44.5% picked it for blue-
collar workers, and 55% chose it
to target the middle class. Rein-
hard also noted that Country’s
income demographics very
nearly mirror the national pop-
ulation’s, making it one of the
few remaining mass media
vehicles.

CMA Executive Director Ed
Benson said his association has
been going out to agencies for
the past three years to ‘‘set the
record straight” on Country’s
demographics and offered to
take the CMA show to any inter-
ested agency. “If you have in-
house skeptics who are hard to

COUNTRY CONFERENCE/
See Page 13
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Toni Cook Withdraws Bid
For FCC Chairmanship

Antoinette
“Toni” Cook, |
long consid-
ered the Clin-
ton Adminis-
tration’s pick
to chair the ¢
FCC, has s
withdrawn her Cook
name from consideration,
according to her current

boss, Sen. Ernest Hollings
(D-SC).

Tuesday evening (5/25), Holl-
ings’'s office issued this state-
ment: “The Senator under-
stands that Ms. Cook has with-
drawn her name from consider-
ation, and we're happy as all
get out to have her on the Com-
merce Committee.”

COOK/See Page 13

ost radio listeners seem to
be neither attracted to nor
repelled by so-called

shock jocks, according to a nation-
wide survey of 414 adults con-
ducted by Paragon Research.

Some 27% of the respondents
said they have heard “obscene and
indecent” material on the radio dur-
ing the past six months. Most
(63%) said they neither seek out
nor avoid such material, while 32%
make it a point to avoid it. Females
are twice as likely as men (44%
compared to 20%) to avoid “shock
jocks.”

Lewd, Off-Color Topics
And Sexual Humor
Should Not Be Permitted
During Daytime Hours

Agree o
Completely 43%
Disagree o
Completely 26%
No Strong o

| Opinion 31% ﬁ

Shock Doesn’t Rock Public

Lewd, Off-Color Topics
And Sexual Humor
Should Not Be Permitted

Regardless Of
The Time Of Bay

Agree o
Completely 24%
Disagree o
Completely 30% |
No Strong o,
Opinion 26%

The Government Should
Be Allowed Te
Regulate The Comntent
On Radio Staticns

Agree

: Completely 14%
Disagree o
Completely 35%
No Strong o
Opinion 31%

Source: Paragon Research
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WKBQ Fires, Sues Morning Team

Following nine days of specu-
lation and controversy over the
fate of morning men Steve
Shannon and D.C. Chymes,
WKBQ/St. Louis last Wednes-
day (5/19) fired, then initiated a
lawsuit against the personali-
ties.

The station released a state-
ment quoting GM Michael
Frischling as saying the
station’s owners and staff “did
not encourage and will not toler-
ate such behavior by [Shannon
and Chymes].” Shannon and
Chymes had unleashed a flurry

“acting like a nigger."

Friday.

'WKBQ Controversy Chronology

» Here's a recap of the events leading up to WKBQ/St. Louis's
" dismissal of Steve Shannon and D.C. Chymes.

©®Monday 5/10: Shannon and Chymes initiate a tirade against
events and museums devoted solely to black history and accom-
plishments, at one point suggesting the Rev. Jesse Jackson
“walk out onto a hotel balcony and get shot.” When Nicole Ham-
mond, a black listener, criticizes their opinion on the air, 2 heated
exchange follows. One of the personalities tells Hammond she's

® Tuesday 5/11: The St. Louis Post-Dispatch prints a front-page
story about the incident. Shannon and Chymes apologize for the
language, but defend the context in which it was used. Two ad-
vertisers pull their ads from the station — four others follow suit by

CHRONOLOGY/See Page 13 |
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of racially divisive comments
— at one point telling a black
caller she was ‘“‘acting like a
nigger” - on their Monday 5/10
broadcast.

Representatives of the St.
Louis NAACP, Urban League,
and American Jewish Commit-
tee — who met with WKBQ
management for two and a half
hours last Wednesday — prais-
ed the station for its ‘‘decisive
action and ... intemtions to
work to fight bigotry and
racism.”

According to the lawsuit,
Shannon and Chymes breached
their contract by using *‘extra-
ordinarily improper amd highly
offensive racial and ethnic com-
ments.” The suit, which asks
for at least $50,000 in damages
owing to lost advertising and lis-
teners, also alleges that the two
“failed to provide their services
in competent, careful. and ar-
tistic manner.’

WKBQ/See Page 13
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Schulhof To Head
Sony’s U.S. Ops

Longtime Sony 7
executive Mi- "
chael Schulhof
has been pro-
moted to Presi- §
dent/CEO  of 3
Sony Corporation
of America. He
will now be in
charge of Sony’s
U.S. hardware |
operations as
well as its world-
wide entertain-
ment divisions.

“The combination of all our core
businesses in the United States un-
der a single American manage-
ment reflects Sony’s strategic com-
mitment to full integration of elec-
tronics and entertainment,” said
Sony Corp. President/CEO Norio
Ohga.

“Mr. Schulhof’s background,
training, and experience have pre-
pared him for this new leadership
position,” noted Sony Chairman/
co-founder Akio Morita. “As a
scientist, he fully understands and

SCHULHOF/See Page 13
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Waugaman Named
Group W Exec VP

Group W Radio
Regional VP
John Waugaman
has been named
to the company’s
newly created
Exec. VP post. In
his new role,
Waugaman will
focus on super-
vising sales oper-
ations.

“John’s new
role is critical to our success,” said
Group W Radio President Dan Ma-
son. “I look forward to the signif-
icant contribution John will make
as Group W moves into a new era
of enterprise and achievement.”

Waugaman, a 25-year Group W
veteran, joined the company as a
KYW/Philadelphia account execu-
tive. He’s held a variety of posi-

WAUGAMAN/See Page 13
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Kamen Scores BMI Award

Composer Michael Kamen (second from left) received the Richard Kirk
Award for Lifetime Achievement at BMI's annual Film & Television Awards
Dinner in Beverly Hills. Congratulating him are (I-r) Asst. VP/Film & TV Rela-
President/CEQ Frances Preston, and
VP/Writer-Publisher Relations Rick Riccobono.
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Standard & Poor’s Issues
Cautious Nod To Radio

Good fiscal factors will help broadcasters who
skillfully manage acquisition, financing plans

Standard & Poor’s predicts a
moderately bright future for radio
operators who skillfully manage
their acquisition and financing
plans. According to its newly re-
leased “Corporate Industry Focus”
report, the credit rating service al-
so expects the ratings of several
major radio groups to hold steady.

S&P bases its overall industry
assessment on several factors, in-
cluding an improved advertising
outlook, relaxed FCC ownership
rules, rising asset values, and low
interest rates.

“These factors are likely to have
a positive impact on radio broad-
casters’ credit quality,” the S&P
report noted, “if new acquisitions
are not overpriced, purchases are
financed with an appropriate mix
of debt and equity, and the pace of
acquisitions permits companies to
grow into their increased debt
burdens.”

In S&P’s analysis, the FCC’s new
local ownership rules should bene-
fit the industry by driving up sta-
tion prices and allowing operators
to ““instantly and meaningfully” in-
crease their market share or re-
move a competitor.

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

transactions in the industry.

Streamlining Radio Station Sales

adio station deals skyrocketed in the mid-'80s thanks to deregula-
R tion and the expansion of station limits from seven to 12 per band. In
response, R&R introduced a new, compact, efficient presentation

of station sales eight years ago, under the heading “Transactions.”
As the business-oriented readership of the paper increased, we added
a few details to the presentation, notably the financial terms of each deal.
However, the basic form debuted in 1985 is what you see now, and it’s be-
come the most comprehensive — and most-read — summary of station

Also Celebrating 20 Years Of Excellence:

Lommunication

——fraphics Inc

Despite these positive signs, the
S&P report speculated that it will
still be difficult for station buyers
to obtain debt financing for highly
leveraged transactions. Two likely
alternatives mentioned in the study
are a further increase in the use of
public or private equity and mer-
gers with other groups.

S&P Report Says

® improving revenues,
duopoly rules will help
broadcasters’ credit

@ Debt financing still
ditficult to get

® Most broadcasters’
cradit rating
outlook ‘‘stable”

In fact, according to S&P, “Com-
panies that remain highly leverag-
ed or rely exclusively on debt fi-
nancing, while reaping the benefits
of new growth opportunities, will
not be likely candidates for ratings
upgrades.”

Among the radio-related com-
panies S&P believes have a “sta-
ble” credit rating outlook are CBS,
Cox, Gannett, Park Communica-
tions, Viacom, and Katz Corp.

Infinity Broadcasting, the only
pure radio operator included in the
analysis, was also deemed to have
a stable outlook. The -credit
bureau’s analysts praised Infinity
for moving quickly to take advant-
age of the FCC’s new duopoly rules
“without paying excessive prices”
for the new properties. S&P notes
that Infinity’s recent acquisitions
are generating more than enough
cash flow to pay interest on the ad-
ditional debt. That added cash flow

STANDARD & POOR'S/See Page 13
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R&R's Los Angeles, Nashvile,
and Washington, DC offices will be
- tlosad Monday, May 31 In bbser-
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THE DIALECT OF DOUBLESPEAK

Deliberately ambiguous phrases referring to
potentially offensive or politically incorrect
terms — otherwise known as “doublespeak”
— are a fact of modern life. Test your

slanguage skills today.
Page 11
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Jacor Attacks WYAI Signal Shift

Jacor Communications has asked the FCC to nix New-
City Communications’ application to shift the signal of
WYAI/LaGrange-Atlanta. Jacor has claimed the move is
a prelude to selling the station to Cox Enterprises.

NewCity applied to change
WYAI from its current nondirec-
tional antenna to a directional pat-
tern that would take a tiny nick out
of the pattern. As a result, the sta-
tion’s 1 mV/m contour would just
miss covering the far northeast
corner of Atlanta’s city limits, ap-
parently escaping FCC rules that
would prohibit a sale to Cox.

“This application to withdraw
WYAI’s contour from its present
complete coverage of Atlanta ap-
pears to be the first cynical step in
a master plan by Cox Enterprises
Inc. to further concentrate its At-
lanta media holdings,” Jacor
charged. It called on NewCity to
state whether that was the purpose
of its proposed coverage reduction.

Against Public Interest

Jacor argued that the FCC
should reject the directional anten-
na application as being against the
public interest because it would
have WYAI serve 79,476 fewer peo-
ple than its current operation. That
put Jacor in the unusual position of
arguing against a decrease in com-
petition for its own WGST &
WPCH/Atlanta.

Inits filing, Jacor estimated that
Cox already controls over $311 mil-
lion of Atlanta’s $604 million adver-
tising market: $242 million through
its newspapers, at least $47 million
from television, and $22 million via
the radio combo. By contrast, Dun-
can’s Radio Market Guide esti-

mated that Jacor’s Atlanta combo
billed $16.5 million last year.

NewCity President Dick Fergu-
son told R&R he wouldn’t comment
on the Jacor filing. He also refused
to comment on whether WYAI
might be sold to Cox, which owns
WSB-AM-FM & TV/Atlanta, along
with the city’s two daily newspa-
pers. Cox would need waivers of
both the newspaper and TV owner-
ship rules to acquire WYAI with its
current signal coverage.

NewCity has announced plans to
sell WYAY/Gainesville-Atlanta for
$19 million to Cap Cities/ABC,
which already owns crosstown
WKHX-AM & FM. But NewCity
still needs to dispose of the other
half of its dual-FM operation. Cox
is rumored to be offering over $7
million for WYAI, which covers
less of the Atlanta market than
WYAY and is being sold without a
studio, staff, or format.

Great American Files Reorganization Plan

Great American Communications Company has un-
veiled details of a prepackaged Chapter 11 bankruptcy re-
organization, which it said will reduce its senior debt by
about $220 million and cut annual interest costs by $25 mil-

lion.

The reorganization plan, which
has been in development since
February (R&R 2/26), would re-
duce current shareholders’ owner-
shipto 1.7%. GACC’s largest share-

holder, American Financial Cor-
poration (headed by former GACC
Chairman Carl Lindner), would
continue to be a major shareholder
since it is also a major creditor.

EARNINGS

vergreen Media Corpora-

tion (NASDAQ: EVGM) re-

ported & net losg of $14.7
miflion {$2.71 per share) for the
first quarter, compared to a loss of
$2.8 million {47 cents per share)
for the same panod a year earliar.
Met revenues were $16.1 million,
up from $19.5 million. Broadcast
cash fiow rose to $4 .8 million from
2.5 millkion,

The  company
said its nat rey-
anwe growth pri-
marily resulted
from it Bcquisi-
Hons of WTOP &
WASH!Weshing-
ton and - KMEL
San Franciseo.
After adiusting for the new staions
{and exciuding KASP & WKBG/S1.

" Louls, which the firm is ssliing), Ev-
efgreen satd pro. forma revenues

bagis, cash flow increased 8% dur-
ing he Janiery-March period.

Evergrasn completed a $64 mil-
fion initial public stock offering on
May 11.1I's expactad to close soon
on purchases of KTRH & KLOLJ
Houston and ‘WFYViJacksonville,
alang with the 3t Louis sale. That
will leave the company with 12 sta-
tians in eight markets.

BB Communications Group
[MASDAC: 1DBX) reportad first-
quarter net income of $4.1 mil-

Evergreen, IDB, EMI Post Reports

ot 34%. Profita rose 57% {o 5328

Virghi Music Group and sirong

were up 2% Also an a pro forma

fion {25 cents per shara), up sham:-
Iy from $1.3 million {13 cents per
share) a year ago. Heveruss were
H6d. 4 million, up from $29.1 mil-
fion.

DB supplies satelite finks 1o
broadcasters and other communi-
cations users wordwide. 108 an-
nounced earfiar-this month that it -
had signed an agreement o build
an aarth station and supply sated:
lite services to Bosnia.

M Music reported rocord
sobes of 52 52 billon for its
182293 flscal year, a gain

milior, :
EMI Music President’CEQ Jim

Fifield sttnbuted the record show-

e ko the June 1 992 acoqustion of

performance.  workdwide. by EMI
‘companies, highlighted by new art-
it sucoassas.

Virgin contributed sales of $422
‘il and profits of 8% milion to
EMF's vear-and results, Without Vir-
gin, EMi's sales would have been
up 11.2% and profits would hae
risen 14.8%.

EMI Music, based In New York, is
a unit of London-based Thom EML
EMI's  Recorded Music  Division
selis CDs; records, and tapes in 37
counfries. 18 other principal busk-
ress |s a music publshing division.

AFC would be converting over $360
million (face value) in notes, pre-
ferred stock, and a line of credit to
common stock shares — eventually
owning 33.3% of GACC’s new stock,
down from 40.3% currently.

“Although completion of the re-
structuring will reduce the corpor-
ation’s debt obligations, the corpor-
ation will continue to be highly lev-
eraged after the restructuring,”
GACC said in an SEC filing. GACC
also noted it had $651 million in
debt and preferred stock valued at
$275 million as of March 31. Under
the restructuring, the preferred
stock would be eliminated and the
debt reduced to $428 million.

Need Bankers’ Approval

GACC projected that its stations
will have operating cash flow of
$64.5 million this year — the same
as last year — and that it will need
$6 million for capital expenditures.
Without the restructuring, that
would leave only $58.5 million to
cover $183.7 million in debt service
obligations. But it would be more
than enough to cover $44.3 million
in debt service obligations with the
restructuring.

The SEC filing contains similar
projections covering a five-year
period, with cash flow rising to
$78.3 million in 1997. After subtract-
ing $6 million for capital expendi-
tures, that would leave only $1.3
million to spare after covering $71
million in debt service, even with
the restructuring.

GACC said its bankers have not
yet approved a refinancing plan,
which is critical to the reorganiza-
tion. The plan must also be approv-
ed by the company’s current share-
holders and bondholders. If the
plan is not approved, the company
warned, it could be forced into
Chapter 7 liquidation. GACC esti-
mated that such a forced sale of its
stations would raise only $378.7
million to pay creditors.

GACC owns 17 radio stations in
11 markets, which had total rev-
enues of $64.4 million in 1992. Its six
TV stations earned total revenues
of $140.8 million.
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Senate Panel Approves
Lowest Unit Rate Bill

he Senate Commerce Committee Tuesday (5/25)

approved a political advertising bill that would permit

candidates to buy nonpreemptible spots at the low-
est unit rate for preemptible time.

S. 329, which is championed by Sen. John Danforth (R-MO), is back-
ed by NAB as a tolerable alternative to some of the other political advertis-
ing proposals fioating around these days. The bill narrows the lowest unit
rate windows to 30 days prior to a primary election and 45 days prior to a
general election. It also mandates that spots remain preemptible until they
are paid for and removes the penalties for preempting a candidate’s spot
when programs are preempted.

To placate lawmakers who compiain that broadcasters won't sell candi-
dates muitiminute spots, the committee approved an amendment requiring
the FCC to conduct a study gauging the impact of requiring stations to
make such spots availabie.

- Irving Cruises Toward Confirmation

TIA Administrator-designate Larry Irving breezed

through his Senate confirmation hearing on Monday

(5/24), during which he expressed a preference for
letting the marketplace decide economic winners and
losers.

He told the Senate Commerce Committee that government regulation
should be iimited to those situations where the marketplace can't adequate-
ly perform that role; i.e., industries where competition has not yet fully de-
veloped. “Once you have competition,” Irving said, “the government
shoulid get out of the way.” That pro-market stance earned him a mild lec-
ture from Sen. Ernest Hollings (D-SC) on the evils of “marketplace fet-
ishes” and excessive deregulation.

As head of the National Telecommunications and Information Adminis-
tration, a division of the Commerce Department, Irving will be charged with
advising President Clinton on the full range of telecom issues, including
broadcast matters.

The committee has sent Irving’s nomination to the full Senate, which
was expected to vote on it promptly — perhaps as early as this week.

EIA Moves DAB Test Start To Oclober

he Electronic Industries Association’s DAB sub-

committee now plans to begin DAB system testing in

early October, rather than sometime this summer as
earlier anticipated.

The delay wiil put EIA’s timetable in sync with the joint EIA-NAB Na-
tional Radio Systems Committee, which has set a June 18 deadiine for
in-band, on-channei (IBOC) DAB proposals. NRSC will test IBOC, while EIA
alone will test other DAB options.

DAB system testing is to take place at NASA's Lewis Research Center
in Cleveland. Prior to the October tests, signal propagation tests are plann-
ed for the FCC's HDTV test site in Charlotte and for a tower used by four
Seattle FM stations.

ElA also announced that 15 Chicago FMs will be transmitting RBDS
signals during EIA’s International Summer Consumer Electronics Show,
June 3-6. Axcess USA, Delco, Denon, Goldstar, Jensen, and Sony will
demonstrate RBDS-equipped receivers in the Windy City, and Coupon Ra-
dio will demonstrate its proposed RBDS service.

Kiddie Radio Shares Snapped Up

hildren’s Broadcasting Corporation (NASDAQ

Small Cap: AAHS) announced that it has completed

a $9 million stock offering, with over 1.7 million new
shares snapped up by investors. The Minneapolis-based
company said it will use the new cash to reduce its debt,
purchase equipment, and acquire more stations.

The company currently owns WWTC/Minneapolis and has affiliates
for its Radio AAHS network in six markets. Additional affiliates have been
signed in three other markets.

In other financial news:

® The FCC has given a green light to Zebra Communications’ $4.4
million buy of Urban/CHR combo WJMO-AM & FMiCleveland. The deal
had been opposed by a local chapter of the Southern Christian Leader-
ship Conference, which claimed that Zebra's African-American owners,
Lynn Tolliver and Bobby Rush, were merely fronts for their principal in-
vestor and current employer, Zapis Communications (which owns
crosstown Urban WZAK). There's still plenty of bad blood between
Zebra and the SLC, so this battle may not be over yet.

¢ Former NBC Radio Group Exec. VP Bob Sherman has struck a deal
to buy AOR KRZR/Fresno under his new banner of NewTex Communica-
tions. The price hasn't been disciosed. Kalil & Co. brokered the sale by

UIPLEE RO SO S —Randall Bloomquist, Jack Messmer
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TRANSACTIONS TRANSACTIONS AT A GLANCE

Shamrock Deals KC Combo To Apollo
In $5 Million Duopoly Purchase

Heritage Media doubles up in Rochester for $4.3 million; Perot rolls over

WHB & KUDL/Kansas City
PRICE: $5 million

TERMS: Duopoly deal; asset sale for
$3.5 million cash and a five-year pro-
missory note for $1.5 million at one
point above the prime rate of Bank of
New York, but not to exceed 10%.
Interest-only payments are due quar-
terly, with the principal and any out-
standing interest due at the end of five
years. The buyer is programming this
station under an LMA.

BUYER: Apollo Radio of Kansas City
Inc., headed by President Bill Stake-
lin. Major investors in its parent com-
pany, Apollo Radio Holding Com-
pany, include MH Capital Investors
Inc. and Equitable Life Assurance So-
ciety of the United States. Apolio
owns seven stations in four markets,
including KMXV/Kansas City. Phone:
(816) 753-0933

SELLER: Shamrock Broadcasting
Inc., owned by Roy Disney. The radio
group is headed by Chairman Bill Clark
and President Marty Loughman. [t
owns 12 other radio stations in eight
markets, including KABL-AM & FM/
San Francisco. It has announced plans
for a $300 million merger with Malrite
Communications, which will result in
Shamrock owning 21 stations in 12
markets. Phone: (818) 845-4444
FREQUENCY: 710 kHz; 98.1 MHz
POWER: 10kw day/5kw night; 100kw
at 994 feet

FORMAT: Gold; AC

COMMENT: The application states that
the combined share for KMXV-WHB &
KUDL was 10.1 in the Winter 1993
Arbitron survey of the Kansas City

" Alabai

WGAD/Gadsden
PRICE: $50,000 for 36.3%

TERMS: Stock sale for cash

BUYER: E.Z. Carrell of Gadsden, in-
creasing his stock interest in Coosa
Broadcasting Co. Inc. from 46.7% to
83%. The remaining 17% is owned by
Lavell Jackson.

SELLER: Allison Rains, selling her en-
tire 36.3% stake.

FREQUENCY: 1350 kHz

POWER: 5kw day/1kw night
FORMAT: AC

___ Arkansas
KOTN/Pine Bluff

PRICE: No cash consideration
TERMS: Gift of station license and as-
sets. The buyer is obligated to provide
the seller with space for the public file
and certain equipment associated with
its FM.

BUYER: Board of Trustees of the Uni-
versity of Arkansas, headed by Chair-
man H.L. Hembree Ill of Fort Smith,
AR. It owns KUAP (FM CP)Pine Bluff;
KUAF[Fayetteville, AR; and (jointly
with the Little Rock School District)
KUAR & KLRE|/Little Rock.

SELLER: Cornerstone Broadcasting
Corporation, headed by President
Calvin Arnold. It also owns KIPR/Pine

N e

Bluff (Littie Rock). Phone: (501])
663-0092

FREQUENCY: 1490 kHz

POWER: 1kw
FORMAT: AC

KNTA/Santa Clara (San Jose)‘

PRICE: $1.4 million

TERMS: Asset sale for $500,000 cash
and a series of three promissory notes
totaling $900,000, all at 8% interest,
but with terms ranging from 15 to 60
months. The seller is to receive a mi-
nority tax certificate.

BUYER: Imperio Enterprises Inc.,
owned by Genaro Guizar of San Jose.
The company is in the restaurant busi-
ness. Phone: (408) 923-1365
SELLER: Tamarack Communications
Inc., headed by President David Jack
of Portland, OR. It owns KBIF/Fresno
and WSHO/New Orleans. Phone:
(503) 221-5166

FREQUENCY: 1430 kHz

POWER: 2 5kw day/1kw night
FORMAT: Spanish

WCNU/Crestview

PRICE: $80,001

TERMS: Jerry Mulligan Sr. of Crest-
view — a guarantor on the seller's
notes to First National Bank and
Trust, First National Bank of Crest-
view, Carteret Savings Bank, and
others, which the contract says are in
default — is acquiring the license for
$1 under a contract which he is trans-
ferring to the buyer. In addition, Mulli-
gan is selling the station equipment and
tower, which he had earlier obtained.
The consideration for that sale is for the
buyer to make payments under a
$68,000 debt to Carteret Savings
Bank and a $12,000 debt to First Na-
tional Bank of Crestview.

BUYER: Eagle International Broad-
casting Inc., owned by Buford Dowell
of Pensacola, FL. Phone: (904)
944-7000

SELLER: Ashley N. Davis Jr. of De-
funiak Springs, FL, transferring the li-
cense; Jerry Mulligan Sr., transferring
the other assets. Phone: (904)
892-4038

FREQUENCY: 1010 kHz

POWER: 10kw day/84 watts night
FORMAT: This station is dark.
COMMENT: This station sold for
$150,000 in 1990.

WWFE/Miami

PRICE: $2.7 million

TERMS: Asset sale for cash, pursuant
to an order of the U.S. Bankruptcy
Court for the Southern District of
Florida

BUYER: Jeannette E. Tavorminia,
Chapter 11 trustee for Todamerlca
Inc. Phone: (305) 945-0905
SELLER: Fenix Broadcasting Corp.,
owned by Carlos Carreras, Jorge
Rodriguez, and Ana Vidal Rodriguez
of Miami. They own WRHCICoral
Gables, FL. Phone: (305) 643-1121
FREQUENCY: 670 kHz

POWER: 50kw day/2.5kw night
FORMAT: Spanish
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debt in Castro’s $3.7 million buy of Houston move-in

WGUS-AM & FM/North

Augusta, SC-Augusta, GA
PRICE: $1.2 million

TERMS: Duopoly deal; the buyer al-
ready programs this combo under an
LMA.

BUYER: Benchmark Communica-
tions, headed by general partners
Bruce Spector and Joseph Mathias
IV. It owns seven stations, including
WZNY/Augusta, and has deals pend-
ing to purchase six others. Phone:
{410) 385-5249

SELLER: HVS Partners, owned by Gi-
sela Huberman and Thomas Schat-
tenfield of Potomac, MD. They own
seven other stations, including WHBX-
WBGM & WHBTITallahassee. Phone:
(301) 983-0098

FREQUENCY: 1380 kHz; 102.3 MHz

Continued on Page 6

1993 Deals To Date:

$924,729,233
(Last Year: $493,102,013)

Total Stations Traded This Year: ... ..... 547
(Last Year: 456)

This Week’s Action: . . . ........ $24,363,101
{Last Year: $26,164,000)

Total Stations Traded This Week:. . ... .. .. 30
(Last Year: 12)

® Deal Of The Week:
® WHB & KUDL/Kansas City $5 million

©® WGAD/IGadsden, AL $50,000 for 36.3%

@ KOTN/Pine Bluff, AR No cash consideration

® KNTA/Santa Clara (San Jose), CA-$1.4 miillion

® WCNUICrestgview, FL $80,001

©® WWFEMiami $2.7 million

® WGUS-AM & FM/North Augusta, SC-Augusta, GA $1.2 millior
©® WHQQ {formerly WEIC-FM)Charleston, IL $160,000

©® KFRM/Salina, KS No cash consideration

® WIFX/Jenkins, KY $37,000

® WNKY/Neon, KY $60,000 :

® WOMI & WBKR/Owensboro, KY (Evansville, IN) $2.7 million

® WSLAISlidell, LA $100
: Continued on Page 6

Atlanta
Chad Brown
414/233-8281

Boston
Amy Caplan
617/728-1916

Chicago
Val Carolin
312/951-3286

Dallas
Linda Weaver
214/526-0557

Detroit
David Rice
313/351-2161

Los Angeles
Scott Springer
213/460-3701

Minneapolis
Karen Miller
612/371-9051

New York
Marc Gross
212/975-5354
Philadelphia
Michael Garritty
215/668-5990

Seattle
Larry Adams
206/654-4101

St. Louis
David M. Brennan
314/444-3221

San Francisco
Rocky Cosgrove

415/765-4006

We’re Moving
Into Portland!

The Pacific Northwest is growing
Jaster than ever and CBS Radio
Representatives is right there with it!

We are pleased to welcome Apogee
Communications’

KGON 92.3 FM
KFXX 1520 AM

to our family of represented stations

We are proud to represent these quality
broadcasters and their adult-formatted
properties in one of America’s fastest
growing regions.

CBS RADIO
REPRESENTATIVES

...representing America’s
most influential radio stations.
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POWER: 5kw day/75 watts night;
1.5kw at 666 feet

FORMAT: Country

COMMENT: This combo sold for
$2.71 million in 1987.

WHQQ (formerly WEIC-FM)/
Charleston

PRICE: $160,000

TERMS: Duopoly deal; asset sale for
$40,000 cash and $120,000 at no in-
terest in equal monthly payments of
$2000 over five years. The buyer is
programming this station under an
LMA.

BUYER: Cromwell Group inc. of ilii-
nois, owned by Bayard Waiters of
Nashville. He owns 14 stations, in-
cluding WMCIi/Mattoon, IL. Phone:
(615) 361-7560

SELLER: Com-Stat Communications,
headed by President Stephen Gar-
man. It also owns WEIC (AM)/Charles-
ton, IL. Phone: (217) 345-2148
FREQUENCY: 92.1 MHz

POWER: 2 2kw at 140 feet
FORMAT: AC

COMMENT: The application states that
there are seven stations in the duopoly
market created by WHQQ and WMCI.
WMCI has a CP to upgrade to 6kw at
328 feet.

KFRM/Salina

PRICE: No cash consideration
TERMS: Asset sale for cancellation of
indebtedness to the buyer, a former
owner of this station

BUYER: HRH Broadcasting Corp.,
owned by Herbert and Ruby Hoe-
flicker of Belleville. KS. It owns KRFS-
AM & FM/Superior, NE and is an appli-
cant for a new FM at Downs, KS. Their
daughter, Deborah Ball, owns KREP/
Belleville. Phone: (402) 879-4741
SELLER: Proud Country inc., owned
by John and Janet Bozeman and Rob-
bie Swinney. They also own KBHS/
Hot Springs, AR. Phone: (316)
663-4461

FREQUENCY: 550 kHz

POWER: 5kw day/110 watts night
FORMAT: Country

WIFX/Jenkins

PRICE: $37,000

TERMS: According to the contract:
“The purchase price to be the full and
complete consideration for this agree-
ment shall be assignment to buyer of
$37,000 in known liabilities and all
other liabilities whether known or un-
known owed by the station at closing”
BUYER: Letcher County Broadcast-
ing Inc., owned by Ernestine Kincer
of Jenkins and Rana Kincer of Whites-
burg, KY. They are buying WNKY/Ne-
on, KY (see below). Phone: (606)
832-2867

SELLER: Kincraft Industries, a gener-
al partnership owned by James Craft
and Anna Kincer. Phone: (606)
633-9430

FREQUENCY: 94.3 MHz

POWER: 4.15kw at 1565 feet
FORMAT: CHR

WNKY/Neon
PRICE: $60,000
TERMS: Asset sale for two promissory
notes. The first note for $17,000 is
payable at a rate of $500 per month
plus 6% interest on the unpaid bal-

ance. The second note for $43,000 is
payable as follows: $5000 plus 3% in-
terest on the unpaid balance annually
for three years; thereafter $5000 or
5% of gross station revenues, which-
ever is greater, plus 3% interest on the
unpaid balance annually until the note
is paid in full.

BUYER: Letcher County Broadcasting
Inc. {see WIFX above)

SELLER: Pine Mountain Broadcast-
ing Inc., owned by President Jerry
Short and Kenneth Miles. Phone:
(606) 633-9370

FREQUENCY: 1480 kHz
POWER: 5kw daytimer
FORMAT: Country

COMMENT: This station sold
$58,000 in October 1992,

for

WOMI & WBKR/Owensboro
(Evansville, IN)

PRICE: $2.7 million

TERMS: Asset sale for cash

BUYER: Brill Media Company Inc.,
owned by President Alan Brill. The ra-
dio group, headed by VP/Radio Alan
Beck, includes WEBC & WAVC/Du-
luth, MN; KQWB-AM & FM/Fargo, ND;
WIOV & WAGO/Lancaster, PA; KLIK
& KKFAlJefferson City, MO; and
KUAD/Windsor, CO. The company al-
so has publishing interests in Michigan.
Phone: (812) 423-6200

SELLER: Owensboro Broadcasting
Company, headed by President John
Hager. It owns the Owensboro Mess-
enger and Inquirer, a daily newspaper.
Phone: (502) 683-1558
FREQUENCY: 1490 kHz; 92.5 MHz
POWER: 830 watts; 91 4kw at 1049
feet

FORMAT: Full-Service AC; Country
COMMENT: This is Brill's first property
in Evansville, its headquarters’ market.

WSLA/Slidell

PRICE: $100

TERMS: Asset sale for cash. The con-
tract states that the seller “has suffered
significant financial losses over the
past two years and desires to get out of
the broadcast business.” The cash
payment is to be made to Inter-Ameri-
can Broadcasters inc,, identified as “a
seizing creditor,” headed by President
George Mayoral.

BUYER: MAPA Broadcasting L.L.C.,
owned by Paul Mayoral of New Or-
leans, Madeline deLaunay of Harvey,
LA, and the Madeline M. deLaunay
Trust, whose trustee is Paul Mayoral
and whose beneficiary is Madeline
delaunay. Phone: (504) 288-3332
SELLER: North Lake Communica-
tions Inc., headed by President Robert
Faucheux Jr. Phone: (504) 641-
1560

FREQUENCY: 1560 kHz
POWER: 1kw day/157 watts night
FORMAT: News/Talk

COMMENT: This station sold
$410,000 in 1988.

for
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WKNZ/Collins (Hattiesburg)
PRICE: $438,000

TERMS: Asset sale for $15,000 cash
and forgiveness of seller's debt of
$423,000 owed to the buyer, a former
owner of this station

BUYER: Covington County Broad-
casters Inc., owned by Ottis Wolver-
ton of Collins. Phone: (601) 765-
4424

SELLER: Southern Air Communica-
tions Inc., headed by President Bruce

Easterling. It also owns WBKH/Hat-
tiesburg. Phone: (601) 733-9922
FREQUENCY: 101.7 MHz

POWER: 1kw at 541 feet

FORMAT: Gold

COMMENT: This station and WBKH
sold for $648,000 in 1989.

KGNG & KZBK/Brookfield
PRICE: $70,000

TERMS: Asset sale for cash

BUYER: Best Broadcasting Inc., own-
ed by Phillip Chirillo of Moberly, MO.
He owns 46.65% of KZZT/Moberly.
Phone: (816) 263-9390

SELLER: Dwight Carver of Brookfield,
a sole proprietor. Phone: (816)
258-7468

FREQUENCY: 1470 kHz; 96.9 MHz
POWER: 500 watts day/20 watts
night, 27.5kw at 158 feet

FORMAT: Religious; AC

KLTQ/Sparta

PRICE: Undisclosed for 32.48%
TERMS: The current owner, a sole pro-
prietor, is transferring the station to a
corporation in which he and his wife will
retain a 67.52% stock interest
BUYER: KLTQ-96.5 FM Inc., owned by
James and Roni Gardner of Lawton,
OK and 14 other shareholders. The
Gardners also own 57.29% of KQLI/
Lawton. Phone: (405) 357-5483
SELLER: James Gardner
FREQUENCY: 96.5 MHz

POWER: 50kw at 492 feet

FORMAT: Country
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WKLX/Rochester

PRICE: $4.3 million

TERMS: Duopoly deal; asset sale for
cash

BUYER: Heritage Media Corporation,
headed by Radio Group President Paul
Fiddick. It owns 12 radio stations, in-
cluding WBBF & WBEE/Rochester,
and seven TV stations. Phone: (214)
702-7380

SELLER: WKLX Inc., owned by Robert
Dodenhoff and Daniel Wachs of Ro-
chester. Phone: (716) 454-3040
FREQUENCY: 98.9 MHz

POWER: 50kw at 560 feet

FORMAT: Gold

BROKER: Neil Rockoff and Tony Riz-
zo of Blackburn & Company
COMMENT: This station sold for $3.7
million in 1986.

WHIL/Raeford

PRICE: $12,000

TERMS: Asset sale for cash

BUYER: W&V Broadcasting Enter-
prises Inc., owned by William and
Vera Hollingsworth of Raeford.
Phone: (919) 875-8175

SELLER: Gospel Tabernacle Enter-
prises Inc., headed by President

James Ross. Phone: (803) 891-9033
FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: Religious

COMMENT: This station sold for
$150,000 in 1989.

KGWB/Wahpeton
PRICE: $50,000 for 34.4%

TERMS: Stock sale for cash

BUYER: Dean Aamodt of Brecken-
ridge, MN, acquiring 34.4% of the
stock of Guderian Broadcasting Inc.
Existing stockholders Thomas Vertin,
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Robert Comstock, and Jay Schuler of
Wahpeton are each increasing their
stock interests from 16.3% to 22.2%
through stock purchases from the
buyer. The consideration paid for each
of these minority stock purchases is
not disclosed in the application. Each
of these stockholders is also a stock-
holder in KBMW/Breckenridge.
Phone: (701) 642-8747

SELLER: Les Guderian of Wahpeton,
selling his entire 51% stock interest
FREQUENCY: 107.1 MHz

POWER: 3kw at 328 feet

FORMAT: AC

Sgred
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WPHR (FM CP)/Ashtabula
PRICE: $53,500 for 49%

TERMS: Duopoly deal; stock sale for
cash

BUYER: New Radio Communications
Inc., owned 51% by Andrea Johnson
of San Diego, 24.5% by Richard Row-
ley of Ashtabula, and 24.5% by David
Rowley of Ashtabula. The Rowleys
own 25% each of WFUN & WREO/
Ashtabula and 36.3% each of WFKY
& WKYW/Frankfort, KY.

SELLER: Andrea Johnson, a sole pro-
prietor

FREQUENCY: 98.3 MHz

POWER: 2kw at 403 feet
COMMENT: The application states that
WPHR-WFUN & WREQ had combined
shares in five Ohio and Pennsylvania
counties ranging from 0.3 to 8.3, ac-
cording to 1992 Arbitron data.

Gk -

KNJM (FM CP)/Lincoln City
PRICE: $17,500

TERMS: Asset sale for cash
BUYER: Elite Broadcasting Inc., own-
ed by John Hammer and Keith Miller
Jr. of Eugene, OR and Jack Schult of
DePoe Bay, OR. Phone: (503) 765-
2397

SELLER: Lincolin City Broadcasting
Corporation, owned by Nathaniel

Montague of Los Angeles. Phone:
(213) 931-2149

FREQUENCY: 95.1 MHz

POWER: 24 .5kw at 708 feet

WGSN & WNMB/
North Myrtle Beach

PRICE: $2.3 million

TERMS: Asset sale financed by the
seller. The purchase price for the sta-
tion assets is $2 million. In addition, the
seller is to loan the buyer up to
$250,000 for completion of a pending
upgrade and establish a $50,000 fine
of credit for the buyer to draw on. The
interest rate on all of the debt is 10%.

® WHIL/Raeford, NC $12,000

® KGWB/Wahpeton, ND $50,000 for 34.4%

©® WPHR (FM CP)Ashtabula, OH $53,500 for 49%

® KNJM (FM CP)Lincoln City, OR $17.500

® WGSN & WNMB/North Myrtle Beach, SC $2.3 million
©® KWIC/Beaumont (Houston), TX $3.7 million

® WHJC & WVKM/Matewan, WV $35,000 for 55%

® WKNZ/Collins (Hattiesburg), MS $438,000
® KGNG & KZBK/Brookfield, MO $70,000

® KLTQ/Sparta, MO Undisclosed for 32.48%
® WKLX/Rochester $4.3 million

The line of credit is to run one year and
is renewable at the seller's option. The
larger debt is to be paid with 90% of
the station’s quarterly operating cash
flow, beginning with the quarter ending
March 31, 1994. The seller may de-
mand payment in full after three years.
BUYER: Ocean Drive Communica-
tions Inc., owned by Matthew Sedota
of North Myrtle Beach. He is the com-
bo's GM. Phone: (803) 249-3441
SELLER: Ogden Broadcasting of
South Carolina Inc., a subsidiary of
Ogden Newspapers Inc., headed by
President G. Ogden Nutting. It owns
WTON-AM & FM/Staunton, VA, three
low-power TV stations, and several
newspapers. Phone: (304) 233-0100
FREQUENCY: 900 kHz; 105.5 MHz
POWER: 500 watts; 2.55kw at 351
feet

FORMAT: AC

COMMENT: This combo sold for $1.5
million in 1982.

KWIC/Beaumont (Houston)
PRICE: $3.7 million

TERMS: Asset sale for $1.2 million
cash, pursuant to U.S. Bankruptcy
Court order. Ross Perot is converting a
debt of $2.5 million owed by the seller
to equity in the buyer.

BUYER: Eldorado Communications,
owned by Thomas Castro of Los An-
geles, former presidential candidate
Ross Perot of Dallas, and Syncom In-
vestors. Castro owns KBOB/Los An-
geles. Perot heads the seller.
SELLER: Modern World Media Inc., a
debtor-in-possession headed by Ross
Perot, who had personally guaranteed
a line of credit when the company was
being run by former Texas Governor
Mark White

FREQUENCY: 107.9 MHz

POWER: 100kw at 1130 feet
FORMAT: This station is dark. (The
buyer plans a Spanish format.)
BROKER: Peter Handy of Star Media
Group

COMMENT: This station and its former
AM sister sold for $3.9 million in 1989.

WHJC & WVKM/Matewan
PRICE: $35,000 for 55%

TERMS: Stock sale for cash

BUYER: George Warren Jr. of Mate-
wan, increasing his stock ownership of
Three States Broadcasting Company
Inc. from 45% to 100%

SELLER: Clifton Branham of Mate-
wan, selling his entire 55% stock in-
terest

FREQUENCY: 1360 kHz; 106.7 MHz
POWER: 1kw daytimer, 2.45kw at
537 feet

FORMAT: Country; AC
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LETTERS

In Support Of Steve & D.C.

Dear R&R:

This whole ordeal with the Steve
& D.C. morning show at WKBQ/St.
Louis seems to have gotten com-
pletely out of hand.

| worked with and knew these
guys during the time they were at
WzZBQ/Tuscaloosa, AL, and |/
found them both to be nothing but
fun-loving, entertaining good of’
boys with not a prejudiced — or
racist, if you will — bone in their
bodies. If there is any racism in this
situation, | think it's the white side
on the receiving end.

I was out shopping the other day
and overheard two black men car-
rying on a conversation. | heard one
say, “Long time, no see ... how
you doing, you old nigger?” And
they both laughed and carried on
like nothing was said. So ! ask you:
Is it OK for two blacks to [use the
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word] and get away with it, but not a
white and a black?

This is 1993 — let’s come out of
our caves. | think we should recon-
sider this thing with Steve & D.C. To
the NAACP and Urban League in
St. Louis, please take some time to
rethink your stand. What have you
accomplished by seeing to it that
two innocent white boys lose their
jobs? I'm sure there are much more
important issues you could be
spending your time on.

To WKBQ management, please
put Steve & D.C. back on the air
where they belong. I've always
heard it said that you don't take a
bottle from a baby because it’s cry-
ing — don't take Steve & D.C. from
St. Louis just because a little
whimpering is taking place.

—Bryan Keith
Tuscaloosa, AL
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Country Crossover Defended

Dear R&R:

I'm writing in response to Moon
Mullins’s “The Ghost Of Country
Past Revisited” (R&R 5/7).

A common situation with playing
pop crossover product may be like
mine: WHMQ is the only Country
station in town. Therefore, one
could theorize that we would — by
default — get the "Country core”
listening regardless of how “truly
Country” we were, and that the on-
ly way to expand our listenership
would be to make the station more
palatable to listeners of other for-
mats, most likely AC.

In other words, it may not be that
Country is trying to abandon coun-
try . . . merely that Country is trying
to avoid letting itself fall into a trap of
needing a certain ‘“sound” that
could burn out and result in Coun-
try’s demise, a la the present state
of CHR. As long as there's a bal-
ance of sounds and the ‘new tra-

occasional person who'll say some-
thing to the effect of, “I don'’t really
like country, but | like Garth
Brooks."’ Pry further and the likes
of Mary-Chapin Carpenter and
Restless Heart come to mind.

Maybe the real answer is that
successful country artists of past
decades will have a tough time get-
ting today’s country listener to ac-
cept them. Just like CHR isn't likely
to accept new material from Her-
man’'s Hermits or the Association,
they were Top 40 in their day. But
today, they just don't fit. Some rock
artists make it through the years,
some don't. Perhaps the same ap-
plies to country.

Thanks for a thought-provoking
article, and | will say this: Let’s not
let Country fall into a trap that will
make it fall from popularity.

—Todd Mitchell, PD
WHMQ/Findlay, OH

Conner Named PD

At Houston Combo

WFXA/Augusta, GA PD Carl
Conner Jr. has been named to a

similar post at Noble Broadcast-
ing’s KYOK & KMJQ/Houston. He

replaces Ron Atkins and will as-

sume his new duties June 7.

Station VP/GM Ernie Jackson
“After a nationwide
search, we’ve found an outstanding
broadcaster and a great manager
to fill our vacancy. We're confident
Carl will continue to bring KMJQ
and KYOK back to their promin-

told R&R,

ence in the Houston market.”

Conner’s prior experience also
includes a stint as National PD for

Davis Broadcasting.

A Stern Talking-To

To promote his “Back To The Light”
aibum, Hollywood artist Brian May
(r) was interviewed by shock jock
Howard Stern at WXRK/New York.

Stecker WNOE PD

Former KSCS/
Dallas OM Ted
Stecker has been
named PD at
NewMarket
Country combo
WNOE-AM &
FM/New Or-
leans. He suc-
ceeds Dave Nic-
holson, who left
for the SMN
“Real Country”
OM post last month.

Stecker

e

Aurichio Joins Katz As Sr. VP

Former Arbitron President/CEO Rick Aurichio
has joined the Katz Corp. as Sr. VP/Corporate
Strategy.

“Rick will be working to help us achieve our cor-
porate objectives and will be intimately involved in the
development of operating strategies, with particular §
emphasis on new and emerging business interests,’
noted Katz President/CEO Peter Goulazian.

“I have worked with people from Katz for over 25
years and I'm truly excited about working for a com-
pany of this stature and being able to contribute to its i
continuing growth,” said Aurichio.

Prior to his long career at Arbitron, Aurichio was
with the Dancer, Fitzgerald Sample and Young & Rubicam agencies.
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Leichter KLAC & KZLA/L.A. Director/Sales
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Los Angeles Country combo KLAC & KZLA has
restructured its sales management, bringing in former §
crosstown KQLZ Station Manager Nancy Leichte
as Director/Sales. Tom Fenno, who has held the
combo’s GSM/NSM post for the past five years, will
now concentrate on his NSM duties and KLAC's tra-
vel programs.
“Nancy’s a proven leader. She's a strong people per- &
son who has outstanding relationships in the market-
place with both clients and agencies. She has the
ability to build a strong team and is highly respected
among her peers.

“Tom’s had a strong national sales success rec-
ord and has helped to build our [KLAC] theme month travel program into
one of the most unique sales and marketing concepts for radio in America.
He's now going to concentrate on those two areas of his expertise ’

S

Goi e

Leichter

R
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KMTT/Seattle Appoints Thomas GSM

Former Durpetti & Associates VP/Director of Sales Brian Thomas
has accepted the GSM slot at KMTT/Seattle. He succeeds Michael Cono-
van, who continues as GM of the Entercom Rock AC.

Donovan told R&R, “Brian's raw talent and enthusiasm, coupled with
excellent people skills, make him the kind of manager anyone would like to
hire. This is a big job at a critical time in our station's growth — Bnan's
ready.” %

Prior to his seven-year stint with Durpetti & Associates, Thomas was an
AE for Eastman Radio/Dallas. 7

e e G e

Hutchison Headed To KKCW As GSM

KFWB & KTWVI/Los Angeles VP/Sales & Marketing Jack Hutchison
will leave the Group W News/NAC combo to become GSM at KKCW/Port- %
land. He succeeds Bob Scherner, who has resigned from the Trumper
AC.

GM Ron Saito told R&R, “We were looking for a people person with
good sales management experience. We feel very fortunate to get some-
one with Jack’s experience and knowledge.”

Hutchison, whose two tours with KFWB lasted four and seven years,

NewMarket Regional VP and
WNCE-AM & FM VP/GM Tom
Kennedy told R&R, “I've been an
admirer of Ted’s work for quite a
while. We have terrific PDs at all
of our Country stations, and Ted
makes our braintrust that much
stronger. He's a great addition.”

Stecker was named OM at
WBAP & KSCS/Dallas in 1987. He

ditionalists” continue to produce
material that casual Country lis-
teners accept, Country radio
should be able to sustain itself for
years to come.

Remember, many of the 25-54s
who listen to Country today weren't
listening five or 10 years ago. Do
some homework, and you'll find the

R&R welcomes your com-
ments on a variety of matters.
Write to us at 1930 Century
Park West, Los Angeles, CA
90067 or fax to (310) 203-
9763.

relinquished his AM duties to con-

respectively, will join KKCW early next month (6/7).
centrate on the FM last September

and left the Country combo last No-
vember. Previously, he was a part-
ner in the Stecker-Thompson con-
sultancy; his earlier programming

B e e A B

Gilbert Becomes Bainbridge GM

R

wBBM'’s Silver Celebration

experience includes stints at
WPKX/Washington and WKHX/ Jerry Gilbert has joined Bainbridge Records as
Atlanta. GM. He succeeds P.J. Littleton, who will relocate to
I s i NaShVi“e'

R “I was looking for someone capable of coping
Lan dy with the variety of responsibilities necessary in runn-

ing a small independent,” remarked Bainbridge Presi-

E:
Continued from Page 1 ¢
. dent Harlene Marshall. “Jerry’s knowledge of both

Before joining WLTW six years
ago as GSM, Landy held sales
management positions at cross-
town WCBS (AM). She was also
Media Director for Fotomat/San
Diego and worked in media buying

the administrative and creative processes in the mu-
sic business is just right for Bainbridge."”
o Gilbert had been Director/Classical at Mobile
% Fidelity Sound Lab, where he was involved in A&R,
%

A gala was held at the Museum of Broadcast Communications in celebra-
tion of WBBM/Chicago’s 25 years of all-News programming. Socializing on
the scene are (I-r) WBBM VP/GM Steve Carver, Gov. Jim Edgar, “Osgood

Fites” originator Charles Osgood, and WBBM Director/News & Programm- and supervisory capacities for § Melodiya and MCA Classics labels. Gilbert
ing Chris Berry. Grey Advertising and Needham,
Harper & Steers/Los Afigeles. e —

production, and marketing & sales of the Soviet-
American venture Art & Electronics as well as the

www americanradiohistorv com
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NEWSBREAKERS

Radio

® FRANK SHEPHARD steps up from
Exec. VP/COO to President/CEO of
Stauffer Communications Inc. The ra-
dio-TV-newspaper firm also elevates
ALEXANDER LOBECK to Assistant
VP/Radio. He remains GM at WIBW-
AM & FM/Topeka.

®CHARLES DENT has been ap-
pointed VP/GM at WMVU/Nashua, NH.
The 24-year radio sales and manage-
ment veteran most recently served as
Sr. Marketing Specialist at WFEA &
WZID/Manchester, NH.

®DAVID TRUSTY segues to WZNY/
Augusta, GA as GM. He previously
held positions at KLDE/Houston and
WYUU/Tampa.

® JOHN WALSH has been named GM
at WPRC & WESZ/Lincoln, IL.

®DONN SHELTON — a two-year
KDES-AM & FM/Palm Springs, CA vet-
eran — has been promoted to GSM.

®MARIE BOYKIN joins KMOX/St.
Louis as Community Affairs Director.
She most recently was Assistant Press
Secretary to the city's former mayor.

Records

®JOSH ZIEMAN
becomes Sr. Direc-
tor/Marketing at
Mercury Records.
He most recently ¢
was Director/Mar-
keting at EM! USA.
Also at Mercury,
KAREN ROTH-
STEIN moves up'
from Coordinator/
Scheduling & Pro-
duction to Man-
ager/Product Administration.

® JOSH WITTMAN steps up from Re-
gional Rep/Chicago to National Direc-
tor/Retail Promotions at Mammoth Rec-
ords. The label also weicomes former
Atlantic Records Publicity Assistant
JILL TOMLINSON as National Direc-
tor/Publicity.

® THEODORE WEIS has been tapped
as VP/Business Affairs at Continuum
Records. Prior to his appointment, he
was an associate at the law firm of
Mayer, Katz, Baker & Leibowitz.

)

Zieman

Great products . . .

Davis

Gleekman Milanese

® JOHN CHOMMIE, TONY DAVIS,
DAVE GLEEKMAN, and PAT MILAN-
ESE shift to Zoo Entertainment as Re-
gional Promotion Marketing Managers
for the Charlotte, Minneapolis, Detroit,
and New Jersey areas, respectively.
Chommie formerly was Local Promo-
tions Manager at Interscope Records;
Davis was Scotti Brothers Records’
Northwest Regional Promotion Direc-
tor; Gleekman served as Midwest Re-
gional Promotions Manager at Relativity
Records; and Milanese was Geffen
Records’ Promotions Manager/Wash-
ington, DC.

® JOE BOSSO has been elevated from
Manager/A&R to Director/A&R at Poly-
dor Records.

5 3 -

Marriages
WRRK/Pittsburgh ID/liner/
sweeper voice & WCCQlJoliet,
1L afternoon host Ed Weigle to
Mary Anne McTighe, May 17.

WDSY/Pittsburgh MD Chris |

DeCarlo to John Parrendo,
May 22.

Births

WAQX/Syracuse morning
host Steve Corlett, wife Amy,
son Daniel Paul, May 10.

WCDJ/Boston former PD
Blake Lawrence, wife Nancy,
son Geoffrey Leo, May 13.

s R

-

Perceptual Studies
Auditorium Music Tests

Auditorium Format Analyses

Focus Groups

Tracking

@ SCOTT PASCUCCI joins Sony Mu-
sic Special Products as Director/Busi-
ness Affairs. He formerly held a similar
post at Arista Records. Concurrently,
the company elevates KATHLEEN
THEIRINGER from Associate Direc-
tor/Contract Administration to Direc-
tor/Copyright & Artist Clearance, Busi-
ness Affairs.

®LARRY CRANDUS and LORI
JOHNS join Hollywood Records as Re-
gional Sales Marketing Managers for
the Midwest and West Coast areas, re-
spectively. Crandus formerly was a
Midwest Label Manager at Mute Rec-
ords, while Johns served as Regional
Sales Manager/West Coast at Charis-
ma Records.

® ANN LEWIS has been promoted
from Marketing & Operations Manager
to Director/A&R Administration at A&M
Records. Assuming Lewis's former
post is JON McHUGH, who rejoins the
label after serving as Elektra Records’
Director/National Promotion.

®CHRIS HENS-
LEY becomes Sr.
Director/Artist De-
velopment at RCA
Records. Prior to
his appointment, he
was Sr. Director/
Field Promotion at
the label's Chicago
bureau.

Hensley

®RENEE FUHRMAN shifts to the
WEA Corp.’s San Francisco branch as
Sales Manager. She previously served
as Field Sales Manager at the com-
pany's Los Angeles office. Assuming
Fuhrman's former post is DEBRA
SAROYAN, who steps up from Sales
Rep/Portland.

® LUCY SABINI, formerly Atco Rec-
ords’ Publicity Manager, becomes
EastWest Records America's Direc-
tor/East Coast Publicity.

@ LISA MILLS exits Philips Classics’
Product Marketing Manager post to join
Telarc international Corp. as Manager/
Public Relations & Publicity.

@ SALVADOR PEREZ — previously Di-
rector/Latin Artists Marketing at Poly-
Gram's Latin American Regional Office
— assumes Managing Director duties
at recently formed PolyGram Latino
U.S. The new company will market
PolyGram’s Latin catalog in the U.S.
Hispanic market; (212) 333-8357.

®LEE TOWNSEND and BELINDA
WALKER have formed Raque Rec-
ords. Townsend previously was a re-
cording artist, and Walker was his man-
ager. The new label can be contacted
at P.O. Box 87, Meridian, MS 39302;
(601) 482-7809.

National
Radio

® MICHAEL KRAFCISIN has been ele-
vated from Manager/Operations & Mar-
keting Services to VP in that depart-
ment at Bonneville Broadcasting Sys-
tem.

® JEFF JONIAK assumes Sports Di-
rector duties at Metro Networks’ Chi-
cago office. He formerly held a similar
post at the lllinois News Network.

®BAILEY BROADCASTING SER-
VICES will begin offering the “Hip Hop
Report” — a 60-second rap information
feature showcasing news, reviews,
and artist profiles — on June 1; (213)
969-0011.

@ USA TODAY SPORTSRADIO is pre-
senting "This Week In Baseball
Hosted by Mel Allen, the eight-minute
feature — which showcases game
highlights, baseball news, and inter-
views with sports personalities — airs
Saturdays prior to the CBS Radio game
of the week; (703) 276-5872.

®BUTCH THURMAN, host of “The
Pro Rodeo Report,” also is hosting
“Rodeo Trails.” Available on a barter
basis, the two-and-a-half-minute,
weekly program spotlights rodeo
news, interviews, and feature stories;
(503) 276-8233.

® MEDIAAMERICA INC. has been ap-
pointed national advertising sales rep-
resentative for the Weather Channel
Radio Network forecast service; (212)
688-2424.

® CHARLES MICHELSON INC.’s radio
presentation of “Fibber McGee & Mol-
ly” will be sponsored by Mayfield Dairy
Farms in Georgia, Tennessee, Ala-
bama, South Carolina, and Kentucky
beginning May 31; (310) 278-7932.

Changes

Shannon Kalsta and Jetf Welch
tapped as Marketing Consultants
KATH-KBOZ-AM & FM/Bozeman, MT.

-FM/Cleveland

&

Marc Cole — Overnights
WXXX/Burlington, VT (603)
336-5437

Mike Edwards — PD WKSE/
Buffalo (716) 633-1889

Kurt Kretzschmar — Exec.
Producer KMPC/Los Angeles
(714) 788-7932

John McFadden — PD
WKEE/Huntington, WV (304)
525-0009

Jim Meech — MD/nights
WNTQ/Syracuse {315) 635-
8573

Mark Miller — Weekends/
swing KQLZ/Los Angeles (818)
346-0344

Industry

®BOB KIERSZNOWSKI moves to
Katz Radio’s Boston branch as Sales
Manager, exiting his AE post at the
company’s Atlanta office.

® MICHAEL ‘‘DUSTY” BLACK — cur-
rently VP/GM at KODA/Houston — has
been elected Chairman of the Major
Market Radio Station Advisory Board.

@ DAVE BURNS — owner of the newly
established Radio Networks firm — has
been retained by Arrakis Systems Inc.
to assist the factory with sales, market-
ing, and media for its radio broadcast
products and Digilink product line.
®LINDA NEWMARK has been ele-
vated from Director/International Acqui-
sitions to VP/Business Affairs at Poly-
Gram Music Publishing Group.

@ JANE SINGER has been upped to
Tour Press Secretary at Levine/
Schneider Public Relations. She is a
three-year company veteran.

® LAURA NORDEN — formerly Direc-
tor/Publicity at Link Records — has
formed last call!, an independent pub-
licity company located at 151 First
Ave., Suite 101, New York, NY
10003; (212) 673-8418.

Nina Gladir and David Kleinbart
shift to CBS Radio Networks' Western
Region office as AEs. And Steven Ber-
lin segues to the CBS Radio Division
as Director/Accounting.

for great stations . . .

WQA
WSB-AM & FM/Atlanta
KLIF-AM & KPLX-FM/Dadllas

KNBR-AM & KFOG-FM/San Francisco
WPYX-FM/Albany

Paragon Research

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

The Research Company of Choice
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and real estate will get cut.

businesses.

Where The Rich Are Investing

he wealthiest 1% of the U.S. population — those worth more than $3
Tmillion or those who have annual incomes of at least $200,000 —
are bracing for tax reform by targeting municipal bonds, growth
stocks, and investments in small business, according to a recent survey by

Why? Municipal bonds are tax-free, and money earned from growth
stocks and small businesses will be taxed at a lower rate than ordinary in-

Meanwhile, investments in gold, bonds, collectibles, blue-chip stocks,

Additional Findings

The survey also found that the typical affluent portfolio is 29% stocks,
21% bonds, 18% cash accounts, and 32% real estate and private

Most affluents polled said the best stocks to buy now are companies in
computer, health care, retail, energy, utilities, and communications. Most
also said that a private business is the investment with the most potential.

By the way, the majority {87 %) of those surveyed said they would be
content with a 10% return on their investments this year.

Faxing On The Rise

ajor companies were
bombarded by 43% more
faxes this year than last

year, according to the latest
Gallup poll on the subject.

The average Fortune 500 com-
pany now receives 428 faxed pages
a day compared with 300 a day

® 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,

last year. It also faxes an average
of 49 documents (totaling 260
pages) a day — up 41% from last
year.

Incidentally, 70% of the com-
panies surveyed had no fax usage
policies or guidelines.

®July 79 — McVay Media
Management & Programming
Seminar. Pierre Radisson Hotel,
Cleveland. i
@ July 15-18 — Upper Midwest

Conclave. Radisson Hotel
South, Bloomington, MN.

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

R&R CONVENTION ’94 ... MAY 12-14 IN CENTURY CITY

® June 13-16 — Promax Inter-

national (formerly BPME) & BDA
Conference & Exposition. Wait
Disney World, Orlando.

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

® June 24-26 — Bobby Poe

. Convention. Sheraton Pre-
. miere, Tysons Corner, VA.
R R e e

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

® September 8-11 — NAB Ra-
dio Show. Convention Center, :
Dallas.

ST

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

Getting The Most Out Of Product Promotions

aphazard marketing deci-

sions usually lead to

wasted promotion dollars.
To avoid this waste, sales man-
agers and radio advertisers should
work together to conceive the most
cost-effective product promotions
possible.

Chicago-based marketing con-
sultant William Robinson — co-
author of “Sales Promotion Essen-
tials” (NTC Business Books) — of-
fers the following tips to targeting
specific types of consumers:

Audience Analysis

Before designing any promotion,
study consumer behavior — not
demographics — to identify who
the company wants to reach.

Remember: Promotions are
more effective in changing be-
havior (i.e., getting people to
switch from one brand to another)
than in changing demographically
shaped attitudes.

Next, determine why customers
make purchasing decisions (i.e.,

because a product or service is the
best on the market or least expen-
sive, out of habit, etc.). Using sur-
vey or focus-group research can
help forecast how much a particu-
lar promotion will influence the
buying public.

What’s The Goal?

Now focus on the promotion’s
goal. Certain programs can incite
short-term sales hikes or motivate
consumers to try new products.

Others can prevent loyal cus-
tomers from defecting to a compet-
itor’s brand — a long-term goal
that will be more valuable in the
long run.

Core Consumers

To keep loyal customers, employ
continuity programs that reward
them for making multiple pur-
chases. Examples include frequent-
user programs or bonus points for
repeat purchases.

Remember: A price promotion
won’t keep customers from switch-

ing — unless they’re already being
lured by an aggressive competitor.
(Besides, price buyers always buy
the cheapest products, regardless
of the brand.)

Another way to retain loyal cus-
tomers is to persuade them to
stockpile the product. Entice them
with such extras as bonus packs,
sweepstakes entries, or game-
piece contests.

New Customers

Since it’s difficult to attract non-
users or a competitor’s core chi-
ents, it’s futile to use conventional
promotions to lure them. Instead,
target these consumers with free
samples, high-value coupons, spe-
cialty packaging, or bonus packs —
all of which are beneficial to your
core customers as well.

Remember: Nonusers and com-
petitors’ loyalists are the hardest to
get and the easiest to lose. If
they’'re willing to switch to the
brand you’re promoting, they’re
just as likely to switch to another.

S
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Metro Networks offers the ultimate in fine- tuning. By
using Metro Networks your station creates the right
balance of music, news, sports, weather, and traffic
for your listeners. Be smart, call Metro Networks.

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

¢ METRO TRAFFIC CONTROL ¢« METRO NEWS ¢« METRO SPORTS « METRO WEATHERBANK
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Cover Stars!

over boy Rush Limbaugh's
CSuccess story is titled, “I

Am The Product — The
Epic Struggle Of A Media Entrepre-
neur.” He crows, “We found our
own advertisers — people who had
never been in radio before — and
we have made them gazillions.”

Whitney Houston covers a lot of
ground in her Rolling Stone cover
story, from lesbianism (“My hus-
band [Bobby Brown] wouldn't go
for it") to Arista head Clive Davis:
“You can't make me sing some-
thing | don't want to sing. That's not
what makes me and Clive click, be-
cause if it was, I'd have left Arista a
long time ago.” Incidentally, she
says "shit” 13 times and “fuck”
four times in four pages. Mean-
while, a former bodyguard says
Brown's ‘“appetite is [still]
insatiable™ in a Star exclusive.

Cover star Michael Jackson
opened his house to Life. Among
the wonders revealed therein is a
12-foot albino python named “Ma-
donna.” He says, "She’s blonde,
but | didn't name her that.”

Barbra Streisand is on the cover
of People because her high Wash-
ington profile is causing comment.
She reportedly groused, “I can't be
a tourist? | can’t meet the Attorney
General of the U.S. without getting
flak?"

Black Gold

Black Enterprise’s Top 99 Indus-
trial/Service Companies include
Rush Communications (No. 33),
Inner City Broadcasting (51),
Dick Griffey Productions (62), and
American Urban Radio Networks
(84).

“Can Black Radio Survive An In-
dustry Shakeout?” queries the
same 'zine in a piece about UC'’s
post-deregulation woes. KJLHIL.A.
GM Karen Sjade, Inner City's
Pierre and Percy Sutton, and the
FCC’'s Andrew Barrett are pic-
tured, and many more are quoted.

In GQ, Rush honcho Russell
Simmons explains his new “Phat”
clothing line. He warns, “No one
gets anything for free — unless
[L.L. Cool J] somehow gets it in his
next contract.”

Finger-Lickin’ Good

Cybill Shepherd claims she slept
with Elvis when she was a 16-year-
old beauty queen. They had dinner
at Graceland together, but ...
"Well, when he ate his chicken
fried steak, he ate a big plate of it,
but there were some things he said
he didn't eat” (Star).

Garth Brooks tells People he's
lost 40 Ibs. on a no-fat diet. Ideally,
whose body would he like to have?
"“Michelle Pfeiffer's, | think.”

BALD TRUTH — Defending Mid-
night Oil's recent achievements in
the U.S., frontman Peter Garrett
tells Rolling Stone, “Look, you only
had two growth industries in the
'80s — nuclear arms and schiocky

arts and entertainment. But we
managed to get a foothold here dur-
ing the Reagan-Bush era and build
an audience — without having to
live here.”

Mixed Doubles

Supermodel Christy Turlington
has flipped for U2's Bono (Star).

Joey Lawrence is dating and
writing songs with Boy Krazy singer
Ruth Ann Roberts (Star).

Christie Brinkley — who studied
art in Paris before becoming a
model — painted the cover of hus-
band Billy Joel's new LP, "River Of
Dreams” (Entertainment Weekly).

Entertainment Weekly also draws
several parallels between Michael
Jackson (the King of Pop) and
Rush Limbaugh (the King of Pop
Culture).

Compare ‘‘Cousin Brucie’’ Mor-
row then and now in Life's look
back at the summer of '63.

Swingin’ London

Newsweek reports the forthcom-
ing Mick Jagger bio claims he not
only bedded Madonna, but slept
with men as well, including David
Bowie, Eric Clapton, and Rudolf
Nureyev.

Coincidentally, Bowie retraces
his wild London past in Rolling
Stone: "l was always a closet heter-
osexudl . .. . The irony of it was
that | was not gay. | was physical
about it, but frankly, it was not en-
joyable. it was almost like | was
testing myself.”

~ Hollywood Swingin®

fter Madonna stole Sandra

Bernhard's girlfriend, Ingrid
Casares, she ran into Casares on
K.D. Lang's arm at a Hollywood
party. She hissed, “You stole my
girlfriend!” Lang: "“You don't own
her. | believe the girl has a mind of
her own.” Casares: "“Why don’'t you
make up your mind what the hell
you want? One night it's a man, the
next night it's a woman. You're not
going to string me along.” Madonna
left in a huff with her date — a guy
{National Enquirer).

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.

MAY 17-23

1 Cheers

2 Last Call! A Cheers
Celebration

3 Seinfeld

4 Home Improvement
(Tuesday)

5 Roseanne

6 Home Improvement
(Wednesday)

7 Movie (Sunday)
{“In The Line Of Duty:
Ambush in Waco’)

8 Coach

9 Murphy Brown

10 60 Minutes

Source: Nieisen Media Research

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

COMING NEXT WEEK

Tube Tops

Tina Turner, Rod Stewart,
Boyz Il Men, Guns N’ Roses,
INXS, Jon Secada, Garth
Brooks, and Billy Ray Cyrus
are slated to perform from
Monte Carlo on ABC's 90-
minute “World Music Awards”
telecast (Tuesday, 6/1,
9:30pm). Michael Jackson re-
ceived a special award at the
event, which was taped on May
12.

Friday, 5/28

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

® Jon Secada, "The Tonight
Show Starring Jay Leno” {NBC,
11:35pm).

* David Bowie, Depeche
Mode, Dinosaur Jr, and Boy
George, "ABC In Concert”
(check local listings).

Saturday, 5/29

® Co-host Patti LaBelle, Sha-
nice, Chante’ Moore, Anita
Baker, Karyn White, James In-
gram, Stephanie Mills,
Sounds Of Blackness, and
Kathleen Battle perform from
NYC’s Paramount Theatre when
Tina Turner, Aretha Franklin,
and Lena Horne are honored on
“The Sixth Annual Essence
Awards,” a two-hour CBS spe-
cial (9pm).

Sunday, 5/30

* Gladys Knight, Judy Col-
lins, Mac Davis, and other
celebs are set to perform from
the U.S. Capitol on PBS's 90-
minute “National Memorial Day
Concert 1993" (check local
listings).

Monday, 5/31
® Hal Ketchum, "“Jay Leno."”
Tuesday, 6/1

* Penny Ford, ‘‘Arsenio
Hall.”
¢ Gin Blossoms, “Jay Leno.”

Wednesday, 6/2
* Pat Benatar, "Arsenio
. Hall.”
¢ e* Kenny G, “Jay Leno.”
% Thursday, 6/3

% ® Onyx, “Arsenio Hall.”
%3 ¢ Guru, “Jay Leno.”

SRR
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Fall TV Showcases Radio, Music Biz

hree of the four major U.S.
networks have added shows
involving radio-related
premises or musical stars to their
fall programming slates. Here’s a

rundown of the programs and their
timeslots:

NBC

Kelsey Grammer reprises his
“Cheers” role as Dr. Frasier
Crane on NBC’s “Frasier.” The
half-hour comedy focuses on the
doctor’s new life as a Seattle radio
psychelogist and is set to air Thurs-
days at 9:30pm.

Fox

On Fox, Tommy Boy artist
Queen Latifah will play one of four
female roommates in “My Girls,”
a half-hour comedy set to air Sun-
days at 8:30pm.

Meanwhile, Fox has tapped the
comedy ““City High” — which stars
Capitol recording artist Hammer
as a singer-turned-history teacher

WEEKEND BOX OFFICE
MAY 21-23

1 Sliver
{Paramount) *
2 Hot Shots! Part
Deux (Fox)*
3Dave (WB) $7.87
4 Dragon: The Bruce $3.71
Lee Story (Universal)
5 Posse (Gramercy)
6 Indecent Proposal
(Paramount)
7 Lost In Yonkers
{Columbia)
8 Sidekicks
(Triumph)
9Benny & Joon
(MGM)
10 Groundhog Day
(Columbia)
All figures in millions

*First week in release
Source: Exhibitor Relations Co.

$12.13

$10.25

$3.30
$3.12

$1.90
$1.41
$1.04

$1.01

to tough inner-city kids — as a
backup series.

CBS

CBS’s hourlong drama “Sguth Of
Sunset,” co-starring MCA artist
Glenn Frey as a detective who
deals with the glamorous and
seedy sides of L.A., is scheduled to
air Wednesdays at 9pm.

Incidentally, “Love & War” —
the half-hour comedy starring for-
mer KPWR/L.A. morning man
Jay Thomas — has been renewed
for a second year and is slated to
remain in its 9:30pm Monday
timeslot.

Interestingly, ABC’s three mu-
sic-related entries — “Body-
guards” (a comedy starring Se-
lect/Atlantic act Kid 'N Play),
“Divas” (a drama about four
African-American women strug-
gling to succeed as a singing
group), and “American Band-
stand: One More Time” (a retro-
spective on American popular mu-
sic) — failed to make the network’s
final cut.

COMING ATTRACTIONS:

This week's openers include
“Made In America,” starring
Whoopi Goldberg and Ted
Danson. Look sharp for Will
Smith (aka Jive artist the Fresh
Prince) in a supporting role.
The fim's Elektra soundtrack
showcases Del Tha Funkee
Homosapien's title track, aiong
with cuts by Gloria Estefan,
Lisa Fischer, DJ Jazzy Jeff &
The Fresh Prince, and others.

Also opening this week is
“Super Mario Bros.,” starring
Bob Hoskins, John Legui-
2amo, and Dennis Hopper. The
film's Capitol soundtrack fea-
tures Roxette's current single
("Almost Unreal”) as well as
songs by Extreme, Megadeth,
Charles & Eddie, and more.

CURRENT

® SLIVER

Single: Can't Help Falling In Love/UB40 (Virgin)

®POSSE (A&M)

Single: One Night Of Freedom/B.B.O.T.I.
Other Featured Artists: Neville Brothers, Tone Loc, Vesta

® INDECENT PROPOSAL (MCA)

Featured Artists: Pretenders, Seal, Bryan Ferry

®BENNY & JOON

Single: 'm Gonna Be (500 Miles)/Proclaimers (Chrysalis/ERG)
® WHO'’S THE MAN? (Uptown/MCA)
Singles: Let's Go Through The Motions/Jodect
Who's The Man?/House Of Pain
Other Featured Artists: Pete Rock & C.L. Smooth, Mary J. Blige

® THE BODYGUARD (Arista)

Featured Artists: Whitney Houston, Curtis Stigers, Soul System

®CB4 (MCA)

Single: Baby Be Mine/Blackstreet f/Teddy Riley
Other Featured Artists: PM Dawn, Public Enemy, MC Ren

COMING

O®MADE IN AMERICA

Singles: Go Away/Gloria Estefan (Epic)
Made in America/Del Tha Funkee... (Elektra)
® SUPER MARIO BROTHERS (Capitol)

Single: Almost Unreal/Roxette

Other Featured Artists: George Clinton, Divinyls, Megadeth
®WHAT’S LOVE GOT TO DO WITH IT
Single: | Don't Wanna Fight/Tina Turner (Virgin)



www.americanradiohistory.com

May 28,1993 171

Survey Spotlights America’s Pet Owners

he majority (58% or 54.8
million) of American house-
holds own a pet, according
to a recent survey by the Schaum-

burg, IL-based American Veterin-
ary Medical Assn.

Although Americans owned
more pet cats than dogs (57 million

‘1984’ MEETS 1993

The Dialect Of Doublespeak

n his novel 1984, George Orwell describes a fictional society where-

I in “doublespeak” — deliberately ambiguous phrases referring to poten-

tially offensive or politically incorrect terms — is the language of choice.

In real life, the Urbana, IL-based Quarterly Review Of Doublespeak

newsletter monitors these types of phrases as they pervade today’s socie-

ty. See if you can match the following sampling of doublespeak sound bites
with their less imaginative definitions:

8) Immediate permanent
incapacitation

11) Waet deposition

12) Psychologically impacted

13) Fee for quality

14) Expedite progress toward
alternative life pursuits

15) Self-sufficiency participants

16) Reality augmentation

17) Giving the baby a bath

18) Normal gratitude

19) Severe adjustment process

20) Exceed the odor threshold

22) Spatial anchoring
23) Weeding books
24) Value minutes
25) Ethnic cleansing

Doublespeak Definition
1) Mental activity at the margins a) Wastepaper basket
2} Synthetic glass b} Slaughter members of
3) Unique retail biosphere an ethnic group
4) Intimacy salon ¢} Acid rain
5) Release of resources d)} Haunted
6) High-velocity, multipurpose e) College tuition hike
air circulators f) Expel failing

7) Appropriate population policies

9) User-friendly, space-effective
flexible, side-desk sortation unit il
10) Involuntary permanent downsizing k)

21) Monitored retrievable storage

students from school
g) TV commercials
h) Plastic
i} Standing still
Welfare recipients
Insanity
1) Infanticide
m) Farmers’ market
n) Lay off employees
o) Bribe
p) Censorship
q) Sex shop
r} Electric fan
s) Lying
t) Death
u) Recession
v) Spent nuclear fuel dump
w) Stink
x) Birth control
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vs. 52.5 million) in 1991, dogs are
found in 5.4 million more house-
holds than cats.

However, 16.4% of U.S. house-
holds owned other pets, including
birds, fish, horses, rabbits, rodents
(hamsters, guinea pigs, and ger-
bils), reptiles, and livestock.

Demographic Profile

Households with children are far
more likely to own pets than those
without (67% vs. 48%, respective-
ly). In fact, the survey found that
as the number of household mem-
bers increased, so did the likeli-
hood that a pet will be present.

For example, 75% of households
with four or more members have
pets, and 70% of three-member
households own a pet. Further-
more, 55% of two-member house-
holds have pets, while only 38% of
single-member households own a
pet.
Incidentally, women are the ap-
pointed pet caretakers in 73% of
U.S. households. In 58% of these
households, she was age 31 or
older.

The West Central region (Texas,
Oklahoma, Arkansas, and Loui-
siana) has the highest percentage
(65%) of pet-owner households.

The Pacific (California, Oregon,
and Washington) and Mountain
(Montana, Idaho, Wyoming, Colo-
rado, Utah, Nevada, Arizona, and
New Mexico) regions follow with
63%. In all other regions, the per-
centage of pet-owner households is
less than 60%.

Paper Or Plastic?

hen offered a choice, 61%
Wof grocery shoppers fav-

or paper bags, according
to a recent Gallup poll. Further-
more, 83% of the people who prefer
paper say they would choose paper
even if it cost more.

After all, 70% of these people
realize the recyclable qualities of
paper, and 90% say they reuse pa-
per sacks.

- www americanradiohistorv.caom

Personal Accountant In A Pocket
Device prints checks, balances books

riting checks is easy. Keeping track of them is what’s dfficuit.
WPanasonic's new “KX-RC100 Check Printing Accountant”
does both for you simultaneously.

After you enter the payee's name and amount of the check, the de-
vice prints the draft, stores the transaction, and calculates your
account's new balance. With 128 KB of memory, the CPA can handle
two checking accounts, give information and balances for 10 credit
cards, and store 50 phone numbers.

The unit holds 25 blank checks, remembers up to 25 names of fre-
quent payees, and is capable of keeping running totals of expenditures
by category. An optional password command helps assure privacy.

Weighing in at about 13.5 ounces, the CPA is about the size of a
stuffed checkbook and retails for a suggested $349.95. To check out
more about the CPA, call the Secaucus, NJ-based company at (201)

348-7000.

he majority of Americans
say the bad effects of
disposable diapers on the
environment outweigh the good
(41% vs. 34%), according to a re-
cent survey by the NYC-based
Roper Organization.
However, 45% of parents with
children under four years old take
the opposite view, although a sig-

DiSpasable DI

nificant number (32%) of parents
with children under age four also
believe that disposable diapers are
bad for the environment.

Not surprisingly, by the time
these children become eight years
old, their parents’ overall opinion
of disposable diapers turns largely
negative.

Consumers Support Survey Research

he majority (91% ) of Amer-

icans consider participating

in a research survey an op-

portunity to voice their opinion, ac-

cording to the Indianapolis-based
Walker Group research firm.

Furthermore, the number of con-

sumers who declined to participate

in a survey fell from 36% in 1991 to
31% in 1992. That snaps an upward
trend that started in 1982, when the
overall refusal rate was only 15%.

Incidentally, 87% of last year’s
“refusers” say they have respond-
ed to surveys in the past.

lash Of

The Future...
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Alternative Ways To Make Money With Radio

We all know using radio time to sell advertising is the
bread and butter of our industry. But selling time isn’t the
only way to make money with a radio station.

With sales struggling to recover
from the current economic ma-
laise, stations have been looking
for different ways to make money.
We've seen stations experiment
with an all-classified ad format.
More promising is the rise of tele-
marketed products, such as mail-
order CDs, which can be adver-
tised on the radio and reward the
station on a cost-per-inquiry basis.
Before the year is out, radio info-
mercials of varying lengths will
probably have invaded the air-
waves.

By harnessing the power of ra-
dio’s promotional abilities, stations
can market their own for-profit
events, products, and services to a
built-in audience. Some of the best
revenue-generating endeavors
follow.

Sales Promotions

Radio’s power to promote an
event and draw a crowd is widely
undervalued. Sales promotions
need not be free bonuses given to a
client to make a sale. A well-de-
signed, in-win sales promotion can
be sold at a profit.

When clients ask for a promo-
tion, they usually don’t know what
they want (beyond the fact they
don’t want to spend a dime). In-
stead of reacting to their uncertain
needs, take control with a pro-
active approach. Design events
created to meet your station’s mar-
keting agenda, and sell participa-
tion to advertisers with similar
goals.

Radio’s power to
promote an event
and draw a crowd is
widely undervalued.
Sales promotions
need not be free
bonuses given to a
client to make a sale.

When your station makes an on-
site appearance, provide entertain-
ing remote broadcasts, prizes, free
refreshments, fun activities for
children, plus easy-to-play con-
tests, challenges, or tests of skill,
and other enticements to bring in
traffic. Surpass the quality and ef-
fectiveness of your competition’s
promotions. Create value, and
charge for it.

For example, WMMR/Philadel-
phia staged “ticket raids” to give
away free tickets for its 25th anni-
versary concert. A variety of dif-
ferent retailers paid to participate
in the raids, for on-air mentions,
and for the opportunity to sell to the
hundreds of people who joined in
the fun.

Trip Packages

Take your air talents and lis-
teners on group excursions to ma-

m

By harnessing the
power of radio’s
promotional
abilities, stations
can market their
own for-profit
events, products,
and services to a
built-in audience.

99)

Jjor concerts and sports events, va-
cation getaways, or recreational
activities like skiing or white-water
rafting. Make the trip a station par-
ty, with free food, drink, and enter-
tainment.

Secure group discounts from
travel agencies, promoters, bus
companies, hotels, etc., and trade
out airtime or promotional men-
tions to further reduce your costs.
This way, you can charge an at-
tractive price for the trip and still
make a profit.

Calendars

Publish a station calendar, and
you'll be promoting your call let-
ters every day of the year. Sell ads
to different sponsors for each
month. You could also include a
page of coupons. Get a jump on
next year’s competition by publish-
ing a 16-month calendar in Septem-
ber.

Choose visuals and text that
match your station’s position. For
example, the calendar could list
daily trivia about music, sports, or
world events — whatever suits
your format and target. Stations
targeting men could feature local
beauties on the calendar and build
up to it with a series of “calendar
girl” beauty contests held at differ-
ent nightclubs. For a more demure
approach, have a camera shop co-
sponsor a photography competi-
tion, and print the best shots in the
calendar.

Direct Mail Advertising

Send advertising circulars and
coupons to the households on your
station’s mailing list. Sell broad-
cast clients on the benefits of rein-
forcing their messages with print
ads that will be seen by listeners
who have already heard their spots
on your station. You could even sell
participation to non-broadcast cli-
ents. It's a good idea to include a
station magnet or bumper sticker
in the mailing, but avoid telling ad-
dressees your station is responsible
for sending what could be perceiv-
ed as “junk mail.”

Exhibitions

Organize and promote an annual
exhibition aimed at consumers of a
particular type of product or activi-
ty. You could sponsor home enter-

tainment shows, car shows, boat
shows, record collector shows, food

By George Harris

fairs, or sports and fitness shows.
Assemble merchants who target a
common type of customer, such as
college students. A broad concept
such as “Rock World” — a lifestyle
show that encompasses all things
rock & roll — could include a varie-

ty of exhibitors.

Exhibits of this sort usually grow
in attendance and quality every
year. Don’t expect to turn a profit
for the first year or two. Start plan-
ning months in advance to ensure
you sell enough exhibit space. Pro-
mote the event heavily, and charge
a nominal admission fee. Provide
live entertainment and other on-
site attractions.

Mobile DJ Unit

Take advantage of your station’s
status as a major force in contemp-

orary music by providing mobile

DJs at clubs and private parties.
Your station and its air talents can
make hundreds of dollars spinning
records in just a few hours. You
don’t have to duplicate your radio
station’s format — play the old and

new hits that fill the dance floor.

66}

Attempt to match
your station’s
imaging needs
with a product

in order to create

a positive synergy.

99)
Apparel

Apparel is the most popular
choice for radio merchandise. For
station fans, T-shirts are de
rigueur. Sweatshirts and baseball
caps are popular with all ages. If
you target baby boomers, T-shirts
for infants, toddlers, and children
are hot items. What rock fan could
resist a “WXXX — Born To Rock”
sleeper for his or her baby?

A line of station-wear might in-
clude jerseys and golf shirts in ad-
dition to T-shirts. Offer a variety of
colors, artwork, slogans, or mess-
ages. Some stations market shorts,
sweat pants, tank tops, tote bags,
beach towels, fanny packs, and
even more expensive items like
sunglasses or jackets. Be wary of
the risks involved with trendy
clothing. Update the line every
spring.

The beauty of station apparel is
that it creates free, multiple, gross
impressions for your station any-
time it’s worn. Since the product
bears the station’s name, it should
be well-made and durable. Invest
in great-looking graphics. The
logo/artwork should be distinctive,
fit the station’s sound and image,
and be easy to identify — if not
read — from afar.

Getting the merchandise made is
easy. The yellow pages are filled
with imprintable apparel suppliers
and silk-screeners. But securing
distribution for the products can be
tough. You'll have to pay a per-
centage of gross sales to the dis-
tributor, but you may be able to

Wwww americanradiohistorvy. com

® Calendars

lower this cost with promotional
mentions for participating retail
outlets. Some stations have worked
out deals with retail clothing chains
and department stores to feature
an entire line of station clothing in
a section called the WXXX Shop.”
You don’t necessarily have to sell
station apparel in clothing stores —
investigate record and conveni-
ence stores, too.

You may find it more profitable
to cut out the middle man and sell
station clothing and accessories by
mail order. Mail out order forms
displaying the products to the peo-
ple in your listener/contestant
database. Weigh the pros and cons
of hiring “‘outside” help to process
the orders, as opposed to doing that
work in-house.

Stations just starting out with
merchandise should order conser-
vatively. Once it’s evident that de-
mand outweighs supply, take ad-
vantage of the cost per unit savings
of ordering in large quantities.

Apparel mark-ups can range
from 20%-100% , depending on your
cost per unit. But remember — it’s
counterproductive to underprice or
overprice your merchandise.

Food & Other Items

Have your station introduce its
own “fun” food — whether it’s a
snack, a beverage, or even a condi-
ment. Stations have put their
names on everything from potato-
chips and nuts to microbrewery
beer and limited-edition wine.
Work with a food producer to supp-
ly and distribute an edible item
packaged under your station’s
name. Good product placement
and wide distribution can help pro-
mote top-of-mind awareness for
the station.

Food products that carry a radio
station’s handle or calls as a brand
name can turn a profit, but risks
exist. The station may suffer a net
loss because suppliers often have
to buy back unsold inventory of an
unproven product. But while bot-
tles of WMMS/Cleveland's “Buz-
zard Breath BBQ Sauce’” may not
have cut into Heinz's market
share, the product successfully
conveyed an attitude for the sta-
tion.

Radio stations have had success
selling products such as compila-

Additional Income Options

onsider using your station’s presence, connec-
tions, and logo to generate extra revenues with
some of these ideas:

® Innovative sales promotions
® Group trip packages

® Direct mail advertising

® Exhibitions, expos

® Mobile DJ unit for parties

® Apparel, leisure items

® Food, beverages, compilation LPs
© 900 number services

tion albums of favorite songs. No
doubt lucrative but untested mer-
chandising opportunities still exist
for radio. Look for products many
people in your target audience buy
regularly.

Perceptions of your station will
reflect on the product, and vice-
versa. Attempt to match your sta-
tion’s imaging needs with a pro-
duct in order to create a positive
synergy. Always meet the public’s
demands for quality and a fair
price.

Another way to make money is
to install a 900 phone number ser-
vice. Callers can be charged by the
call and by the minute. Use your
station’s interactive phone system
to sell “personal” ads or classified
ads using individual voice mail-
boxes. The long distance phone
company supplying the 900 line re-
ceives a per-minute charge and a
percent of the gross.

Your Limits & Risks

Like all new business undertak-
ings, alternative marketing offers
no guarantees. Since you represent
a radio station, not Procter & Gam-
ble, enlist outside experts when
needed to help you make the right
decisions and avoid costly mis-
takes. Look to your own staffers for
help — they may have some of the
varied skills and know-how re-
quired for successful execution of
your plan.

George Harris is CEO of Harris
Communications, a full-service
consultant firm that specializes in
the programming and marketing of
AOR and Classic Rock radio. He
can be reached at (215)
789-0100.
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WKBQ

Continued from Page 1

After the morning team’s firing
was made public, a number of ad-
vertisers who had boycotted the
station announced they would
again do business with the station.

‘Beyond Integrity’

PD Cruze blasted the local me-
dia — the St. Louis Post-Dispatch
in particular — for turning the on-
air incident into a citywide contro-
versy. ‘“They have been slanted
and completely beyond any level of
journalistic integrity from the very
beginning.

“I’'m not defending the use of the
word [nigger]. It was incredibly
bad judgment and in incredibly
poor taste for them to use that
word; it’s inflammatory and
causes racial division. It’s 1993 and
there’s no excuse for it. But the
Post-Dispatch printed it out of con-
text on the front page. When this
happened, the community became
outraged.”

In the days following the episode,
WKBQ’s attitude toward Shannon
and Chymes changed dramatical-
ly. After the Monday broadcast, the
duo was reprimanded — verbally
and in writing — but allowed to re-
main on the air.

Cruze defended the station’s in-
itial stance. “We didn't know at
that time how slanted the press
coverage was going to be. We stood
behind the type of show they did.
We felt it was OK that controver-
sial topics were aired and discuss-
ed. The language they used was of-
fensive and not permitted by the
station, but that aspect of manage-
ment’s position was somehow lost
in the media coverage.

“By the end of their Wednesday
[5/12] show, we realized the media
had blown this out of proportion
and made it a bigger problem than
it was. We tried to be as supportive
as we could — until the time came
when we couldn’t do that anymore.
We certainly didn’t support what
they said. They knew they had
stepped over the line as far as
management was concerned.”

Change Of Heart

After that Wednesday broadcast,
Shannon and Chymes were sus-
pended indefinitely by the station.
Cruze recalls, ‘“During the time
they were off the air, we received
an incredible outpouring of support
for their show. But the NAACP and
Urban League began to exert in-
credible pressure on the station
from an economic and political
point of view. It became clearer
and clearer to us that reinstating
Steve and D.C. was just not possi-
ble.”

WKBQ is programmed by Leg-
end Broadcasting via an LMA with
owner Evergreen Media, whose
President/CEO, Scott Ginsburg,
had stated, “I’'m doing whatever’s
necessary in order to protect my li-

Eo A R R R e

Waugaman

Continued from Page 3
tions within the group, including
GM at WINS/New York, GSM of
Radio Advertising Representatives
(now Group W Radio Sales), GSM
at KFWB/Los Angeles, and Group
W Radio VP/Sales. As Regional
VP, Waugaman oversaw opera-
tions at eight of the group’s 16 sta-
tions.

cense” (R&R 5/21). However,
Cruze stressed that the matter was
handled solely by Legend manage-
ment. “Evergreen was very con-
cerned, but not involved. They
didn’t make any demands I was
aware of.”

Station Threatened

Political pressure and a desire to
restore normalcy to the station and
community played a significant
role in the decision, Cruze said. “It
was a battle zone here. We receiv-
ed several threats of violence and a
bomb threat. Management felt that
we had to get on with operating the
station and that the operation of
this station couldn’t become a
racial issue.

“Some [Steve and D.C. sup-
porters] feel we caved in to special
interest groups and didn't stand be-
hind our people. The lengths [the
special interests groups] went to
was very unfortunate. I think we
all would've liked to have made
this a less divisive issue in the com-
munity. I'm disappointed it had to
go this far to be laid to rest. But I'm
satisfied we can leave this issue be-
hind us.”

Country Conference
Continued from Page 1

convince, we have a very effective
presentation.”

Rep Cooperation

The daylong “Power of Country
Radio” event at Times Square’s
New York Marriott Marquis was
organized by Interep and its Coun-
try Radio Format Network, with
additional sponsorships by the
Country Music Association and
Katz Radio Group.

Both rep firm heads remarked it
was a breakthrough for the two to
work together in promoting the ra-
dio industry. KRG President Gor-
don Hastings thanked Interep for
inviting his company to participate
and said such joint efforts are “es-
sential to our industry’s success as
our competitors are fractionalized.”

“Two years ago, a meeting like
this wouldn’t have been possible,”
noted Interep Chairman Ralph
Guild, who credited Hastings for
KRG'’s change of attitude.

The day’s highlight was perhaps
Pizza Hut Georgia Marketing Di-
rector Brian Hunt’s announcement
that the presentations had con-
vinced him to resurrect a Country
radio spot for the chain’s new “‘Big-
foot” pizza. He said the spot would
begin airing Monday (5/24) in
Georgia, in addition to a version al-
ready airing on CHR and Urban
stations. “We believe in radio. It
really works,” Hunt said, mention-
ing radio’s key role in helping fight
off a market-share challenge by
Domino’s in Atlanta.

Ghrmialngy

; Continued from Page 1
 ®Wednesday 5M2: WKBO man- |
- egement suspends Shannon and |

Ghymes indefinitely, saying their
retEm s predicated on the pair
attending an  African-Amesican
senzitivity course. In Washing-

- tom, Missour: Sen. John Dan-
- forth: notas his “total contempt
and disgist” for the commerits.

® Thursday 5113 At a press con-
feremce, 5t Louls refigous lead-
ers blast Steve & D.C/'s show a5
a ‘gonsplouous  example of
racism ‘and anti-Semifism.” The
MAACP calic for WKBLD to fire
the personalities.

" ®Wednesday 5/19: WKBQ man-
agement meets ‘for over two
hours: - with. . NAACE, Urban
League, and Amsrican Jewish
Commitlee representatves. The
gtation - announces § has fired
Shannonand Chymes and filed &
fwsLit against therm, claiming the
duo's commants breached their
coatract.

Radio Speaks Out

Group heads and managers from
Country stations throughout the
country pitched the format’s story
to the agency officials throughout
the day.

“Country music develops a
bridge between the station, music,
and listener that is unmatched in
any other adult format,” said New-
City Communications President
Dick Ferguson. He noted that in 16
of the Top 25 markets, a Country
station is either No. 1 or 2 in the
prized 2554 demo. “Here in New
York, we're familiar with [Don]
Imus and Howard Stern, but in
most markets, the No. 1 morning
show is on the Country station.”

WPOC/Baltimore PD Bob
Moody insisted that the current up-
swing for Country isn’t a repeat of
the “Urban Cowboy’’ fad because
this time it’s not being driven by
Madison Avenue. “People are
coming to Country radio because
they are finding they have more in
common with Reba McEntire than
Madonna.”

Great Empire Broadcasting
CEO Mike Oatman expressed
some of the frustrations local radio
managers experience in dealing
with agency buyers. He complain-
ed that buying appears to be based
solely on cost-per-point, and that
the CPP seems to get lower each
year with no explanation of how the
prices are established. According
to Oatman, national radio buying
has been turned over to ‘‘the
‘Chainsaw Marys’ who have a mis-
sion — to beat the radio guys to
hell.”

e

Schulhof
Continued from Page 3

appreciates the important role of
scientific research and develop-
ment for a company like ours. As a
businessman, his experience en-
compasses a wide range of activi-
ties in our electronics and enter-
tainment businesses worldwide.”

A solid state physicist, Schulhof
joined Sony in 1974. In 1989, he be-
came the first American business-
man to become a Director of Sony
Corporation. Two years later, he
became President of Sony Soft-
ware, which oversees Sony Pic-
tures Entertainment, Sony Music
entertainment, Sony Electronic
Publishing, and Columbia House.

www americanradiohistarvy com

Cook

Continued from Page 1

Cook is currently senior counsel
to the Senate Commerce Commit-
tee, which is chaired by Hollings.
She is currently on maternity leave
after giving birth to a son earlier
this week and was not available for
comment.

Surprise Move

Hollings’s statement confirmed
mounting rumors that, for rea-
sons never made clear, Cook had
either withdrawn from the chair-
manship race or been told she
wouldn’t be nominated.

If Cook indeed removed herself
from consideration, her decision
apparently took many of her
friends and colleagues by surprise.
Inthe days — and even hours — be-
fore Hollings issued the statement,
several sources close to Cook told
R&R they had no reason to think
she would pull out.

As a highly regarded communi-
cations attorney and Senate staffer
who happens to a black woman
(not to mention the stepdaughter of
Clinton transition chief Vernon Jor-
dan), Cook was considered a shoo-
in for appointment by the diversity-
conscious Clinton Administration.

Rumors of Cook’s impending
nomination, which gained credibil-
ity after the New York Times car-
ried a front-page profile of her,
were greeted favorably by broad-
casters. But the cable television in-
dustry reportedly viewed her as an
enemy because of her work on the
recently enacted Cable Act.

Standard & Poor’s

Continued from Page 3
will continue to bolster the com-
pany’s financial position.

Industry companies facing a
“negative” credit rating outlook, in
S&P’s opinion, include Tribune Co.
and Westwood One. Tribune, how-
ever, retained its investment grade
A-+ credit rating, while WW1 had a
“speculative” grade of CCC+.
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