PLANNING YOUR FALL
MARKETING STRATEGY

Now’s the time to start planning your
station’s fall marketing strategy. And
whether you're designing a media plan or
an on-air promotional contest, consultant
John Lund has a checklist for you.

Longtime Washington Post ra-
dio columnist Jeffrey Yorke has
been appointed Washington Bu-
reau Chief for R&R. He succeeds
Rapdall Bloomquist, who re-
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Yorke Takes Over As R&R’s
Washington Bureau Chief

nationwide, as well as govern-
mental, regulatory, and industry
association news in Washington.

“With the changing landscape
of the radio industry, it was im-
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If The Jim Rome Show’s
growth were any larger, we’d
need it surgically removed.

MEN 18+

FALL’95 TO
MARKET STATION SPRING ‘96 ARB
SACRAMENTO KMJI - AM +133%
PHOENIX KGME - AM +52%
SAN ANTONIO KTKR - AM +64%
PORTLAND KFXX - AM +32%
ROCHESTER WCMF - AM +47%
LAS VEGAS KVEG - AM +29%
OMAHA KOSR - AM +44%
TUCSON KFFM - AM +80%
BOISE KTIK - AM +63%

Nearly 75% of the Jim Rome Show’s audience is Men 25 - 54. Put the
JUNGLE in your market today and discover just how competitive

OME SHOW

JIRONE SHoW

Welcome to The Jungle!

SOURCE: FALL 1995, SPRING 1996 ARBITRON METRO HOUR-BY-HOUR.
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“We doubled our reach in one book!”

“Wir haben unsere Reichweite verdoppelt in einem Jahr!”

49
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orking with The
Research Group really
paid off for us in the
former East German
state of Thiiringen. This
market was a challenge
for us all since radio lis-
tening habits were very
different here, even from
a West German perspec-
tie. In 1994, we devel-
oped a Strategic Action Plan with The
Research Group, increasing our hourly
listening by 50,000. In 1995, we had a
complete change of management and
programming staff but kept the focus on
our plan. With The Research Group’s
help, we solidified our music focus with
music testing and set an aggressive goal
for the 1996 ratings report at 180,000
listeners per hour. What we got was way
beyond what we had hoped...220,000
listeners per hour and the number one
position in the market overall.”

—Hans-Jiirgen Kratz
General Manager
Antenne Thiiringen, Germany

The Research
Group develops
the right informa-
tion, then uses a
special system of
strategic planning

to help you win -

and stay strong —
in tough, competitive environ-
ments. Some managers may
have the perception that using
the best is prohibitively expen-
sive. With The Research Group,
that is not true. Call today
about our availability in your
marketplace and for prices that

will fit your budget.

For great results like these, call Larry Campbell, President, (206) 443-3888 or call:
Jim Woodyard, President, The Research Group-Europe, [33] 1-42-74-46-00.

The Research Group

The World’s Foremost Strategic Advisors to Radio
2601 FOURTH AVE, SUITE 250 * SEATTLE, WA 98121  (206) 443-3888

Seattle * Colorado Springs ® Paris * London

Now an employee-owned company.

*MA 1996. Average Hour, 14+, M-S
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SW Nets Affiliate
Marketing Boosts
MacDonald, Rivlin

SW Networks’ Affiliate Market-
ing Department has elevated Joyce
MacDonald and
Ron Rivlinto VP
and Sr. Director,
respectively.
i Both joined SW
Networks in Au-
gust '94 as Direc-
tors/Affiliate
Marketing.

“Joyce and Ron
have been with
SW Networks
since its incep-
tion,” stated President/CEQO Daniel
Forth. “In their new positions, they
will help us take SW to its next lev-
el of success. As seasoned radio pro-
fessionals, their expertise will bring
new opportunities and growth to our
affiliate base.”

Between 1990-94, MacDonald
held various posts at ABC Radio
Networks, including Regional Di-
rector/Affiliate Marketing, Far West.
She began her career as an AE at
WFNX/Boston in 1985.

Rivlin worked for ABC Radio
Networks between 1986-94 in vari-
ous posts, including Regional Direc-
tor/Affiliate Marketing. He also has
served as Manager/Affiliate Rela-
tions for MJI Broadcasting.

MacDonald

KUKQ-AM/Phoenix
Flips To All-Sports

Sandusky Radio’s KUKQ-AM/
Phoenix — which adopted a “Rock
Entertainment” format as “KUPD2”
in January — has flipped to all-
Sports, billing itself as “’The Deuce.”
Larry Mac will continue to serve
as PD.

The station, which learned two
months ago it had secured the nghts
to Phoenix Coyotes NHL broad-
casts, is running continuous satellite
programming from the Sportsfan
Radio Network. The station serves
as a direct competitor to KGME-
AM, an affiliate of the One-On-
One Sports Radio Network and the
ESPN Radio Network.

Mac commented, “[KUKQ’s] an
all-Sports News station with analy-
sis and commentary throughout the

KUKQ/See Page 24

R&R Observes
Labor Day

n observance of the Labor Day

holiday, R&R’s Los Angeles,
Nashville, and Washington, DC
offices will be closed Monday,
September 2.

| with Henry again,” said Morris, the

Paint By Number Ones

w
B 1)
-
-

album, “Brand New Man,” with an Arista/Nashville-commissioned like-
ness. Gathered (I-r) are Ronnie Dunn, painter Denny Dent, and Kix Brooks.

Uni Distribution Appoints Droz Prez;
Urie Tapped To Executive VP/GM Post

MCA Music - tribution compa-
Entertainment ny, Arc, which he
Group Chair- sold in 1962 but
man/CEO Doug continued to run
Morris laid what for 10 more years.

i A year after
joining WEA in
1972, he was
named VP/Sales
and in 1975 be-
M came Exec. VP.

Droz left WEA in

1993 and recent-
ly was a consultant.

Morris said of Urie: “*He’s aunique
executive with expertise in the ar-
eas of both sales and marketing. He
has an incredible track record for
breaking new artists and raising es-
tablished talent to new heights.”

Prior to Arista, Urie was with Poly-
Gram Records, serving as Sr. VP/
Sales & Distribution from 1987 un-
til 1989, when he was promoted to
Sr. VP/Marketing. Urie began his
career at CBS Records (now Sony
Music), where he worked in vari-
ous sales and marketing positions,
eventually rising to New York
Branch Manager.

Droz’s segue to MCA from the

UNI/See Page 24

are considered to
be the final puz-
zle pieces in the
restructuring of
his new home on
Monday (8/26),
naming Henry
Droz President
and Jim Urie Exec. VP/GM of Uni
Distribution. Droz, President/CEO
of WEA Distribution for 16 years,
succeeds John Burns, who exited
in July. Urie segues to his newly cre-
ated post from Arista Records,
where he had been Sr. VP/Sales &
Distribution since 1993.

“I am very pleased to be working

Urie

former Chairman of Warner Mu-
sic U.S. “Henry is the leading archi-
tect of modern music distribution
and was instrumental in building one
of the industry’s leading distribution
companies.”

Droz, 69, began his career at Dec-
ca Records’ Detroit branch and lat-
er founded his own independent dis-

NAB Show Panel Set To Address Change

Seven influential radio executives will share their insights on changes in
the radio industry during a special session at the NAB Radio Show in Los
Angeles on October 10.

Bill Clark, former Chairman/CEO of Shamrock Broadcasting, will mod-
erate the discussion. Featured panelists include Bob Callahan, ABC Ra-
dio; Steve Dodge, American Radio Systems; Scott Ginsburg, Evergreen
Media; Dan Mason, CBS Radio Group; Mark Mays, Clear Channel
Communications; and Randy Michaels, Jacor Communications.

The Radio Show runs October 9-12. For additional details, tap into the
NAB’s web site at http://www.nab.org/conventions or call fax-on-demand
at (301) 216-1847.

PAGE THREE

AUGUST 30, 1996

NEWS & FEATURES

Radio Business 4 National Video Charts 19
Business Briefs 4 Street Talk 21
Transactions 6 Sound Decisions 25
Management 15 Nashville 48
Sales 16 -
Marketing & Promotion 17 Opportunities 88
Show Prep 18 Marketplace 92 |
*Zine Scene 18

FORMATS & CHARTS
News/Talk 27 AC Chart 59
CHR 29 Hot AC Chart 62
CHR Callout America 30 NAC 65
CHR/Pop Chart 3 NAC Tracks Chart 66
Pop/Alternative Chart 32 NAC Albums Chart 67
CHR/Rhythmic Chart 37 Rock 70
Hip-Hop Chart 38 Active Rock Chart 72
Urban 40 Rock Chart 75
Urban Chart 41 Alternative 78
Urban AC Chart 45 Aiternative Chart 80
Country 46 Alternative Specialty Shows 84
Country Chart 50 Adult Alternative Tracks 85
Adult Contemporary 58 Adult Alternative Albums 86

The Back Pages 94

Play That Falkner Music

Elektra execs greeted Jason Falkner following his recent showcase at

New York’s CBGB's. The brass posse included (I-r) Sr. VP/Marketing Steve

Kleinberg, band manager Russell Ziecker, Regional Marketing Dir. Jay ‘
Perioft, artist Josh Gordon, Sr. Dir/Marketing Dana Brandwein, National
Sales Manager Paul Uterano, Falkner, Dir./Sales Mike Smith, WEA New |
York Branch Representative Andrew Hilsberg, VP/Marketing Briaa Co- |
hen, WEA New York Field Sales Manager Paul McDermott, and VP Sales ‘
Steve Heldt. |

. :
l : b L. d N ;;gg
Hyenas In The Desert are the first signing to Public Enemy founder Chuck |
D’s new Columbia label Slam Jamz. Chilling during a recent luncheon in
New York are (I-r) band manager Garlyn Rinaldo, Slam Jamz GM Phil
Nelson, Columbia VP/Black Music Marketing Demmette Guidry, band
member Kendo, Columbia Manager/Black Music Marketing Darryi Lind-
say, and band producer Gary G-Wiz.
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Groups Challenge Public File Rule

(1 Years-old issue makes its way to the open

More than three years after the first request for the FCC to
change its public inspection file rule, the Commission has finally
put the issue on public notice. However, it’s still uncertain whether
the agency will actually make any changes to that rule.

From August 1993 to July 1996,
four law firms representing several ra-
dio groups asked the FCC to get rid of
the requirement that a station must
maintain a copy of its public file in its
city of license. Instead, they wanted a
station to be allowed to keep the file at
its main studio — even if the studio is
located outside of town.

Delay Not Intentional

An FCC source said the delay was
notintentional. “It’sembarrassing when
three-year-old petitions show up on pub-
lic notice. But sometimes these things
get pushed to the bottom of the pile.”

Regardless, communications attor-
neysare bothered by the situation. “Well,
election time is coming, so I guess they
wanted to do something for the broad-
casters,” quipped attomey Lauren Col-
by, whose petition was filed in 1993.

The petitioners are arguing that mem-
bers of the public would naturally go to
the station’s main studio if they wanted
information on the station. But under the

current rule, stations located outside their
cities of license have to keep their files
somewhere in the city; i.., a public li-
brary or attomey’s office. Technically,
the station is not even required to tell
members of the public where the file is
kept, although many stations dokeep a
copy at the main studio.

Attomey Jim Riley of Fletcher,
Heald & Hildreth estimates that the
rule costs stations more than $25 mil-
lion per year. The FCC estimates that
compliance with the rule requires an
aggregate 2,111,640 man-hours each
year. Riley’s estimate assumes an av-
erage $10/hour salary.

Colby said the rule is simply an over-
sight. When the FCC changed the re-
quirement that a station’s main studio
be in its city of license, it inadvertently
neglected to change the public file rule.
“It’s kind of silly, isn’t it?” Colby asked.
“I mean, how would anybody know
where the hell the file was if it wasn’t
at the station?”

Colby said some stations have re-
ceived admonishments from the FCC
for not complying with the rule, and a
few have been fined. But in general,
the rule is simply an inconvenience
for broadcasters and listeners.

Ashton Hardy, a partner at Har-
dy & Cary, said the bigger issue is
the FCC staff does not have to put a
petition on public notice. He argued
that, as a result, the decision about
which petitions are put on notice is
arbitrary. “The staff is holding the
Commission hostage. The commis-
sioners never even know these
things are filed. And if they don’t
know, how can they run the agen-
cy?” Hardy said his firm has toyed
with the idea of petitioning the FCC
to change its rules so that it must put
all properly filed petitions on notice.

Even though the FCC has put this
issue on public notice, it isn’t required
to do anything else — it can let the
issue die at this stage. However, if the
Commission does decide to change
the rule, it may do so without a com-
ment and reply period since the
change would mean a lessening of
the rules, rather than an increase.

Women’s Group Suggests
Ways To Break Market Barriers

] FGC extends comment period to aid small businesses

In a flurry of statistics, studies, and charts, the American
Women in Radio & Television (AWRT) have responded to
the FCC’s request for ways it can reduce market-entry barriers
for small- and minority-owned businesses.

Acting on a requirement in the
Telecommunications Act, the FCC
last May began asking members of
the communications industry what
unique hurdles minorities and small
businesses face in attracting capital,
retaining clients, and obtaining gov-

ermnment contracts and licenses,
among other things. According to
the Telecom Act, the proceeding
must be completed by May 8, 1997.
Over a dozen groups have respond-
ed so far. However, few have spe-
cifically addressed radio.

AWRT sees problems in virtual-
ly all of these areas, and in its com-
ments suggested that the hurdles
“can only be overcome with gender-
based policies that neutralize these
discriminatory barriers.” In particu-
lar, AWRT cited barriers to women
in obtaining capital and credit.

Lack Of Capital Prevalent
In its petition, AWRT wrote of
WOMEN/See Page 24
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Infinity’s WYSY Goes Spanish

I n an effort to comply with FCC rules and appease the Justice De-
partment, Infinity Broadcasting Corp. has agreed to sell WYSY-
FM/Chicago to Spanish Broadcasting Systems Inc. However, In-
finity still must sell an AM in the Windy City to comply with the Com-
mission’s ownership limits.

The terms of the deal were not disclosed, but industry estimates place
the value of the station at more than $30 million. Infinity originally agreed
to buy WYSY in late May from Cox Broadcasting. That transaction has
yetto close, and the sale to Spanish is also contingent upon wrapping up
the merger between Westinghouse and Infinity.

The station is Spanish Broadcasting’s first in Chicago. Headed by Pres-
ident Raul Alarcon Jr., the company owns ten Spanish-language sta-
tions in Los Angeles, Miami, and New York.

The deal’s broker was Charles Giddens of Media Venture Partners.

FBB Eases Up 0n Bandldate Am‘lme

he FCC cleared the way last week for three television networks to
give free airtime to presidential candidates, saying proposals by ABC,
Fox, and PBS should be deemed “on-the-spot coverage of a bona fide
news event.” The Commission takes proposals for airtime on a case-by-
case basis, so theoretically radio groups could propose the same thing.
Past R&R interviews, however, have indicated that radio management
see its medium as fundamentally different from television and not condu-
cive to presidential debates. Nevertheless, CBS and ABC Radio have
indicated they will provide simuicasts of presidential campaign broadcasts
to their affiliates.
The FCC stressed that any radio or TV proposals should guard against
broadcaster favoritism.

Heritage Adds Third Rochester FM

H eritage Media Corp. said it will acquire Livingston Communi-
cations’ WHRR-FM/Rochester, NY. Terms were not available at
press time. The station boosts Heritage's Rochester roster up to four
stations; it currently owns WBBF-AM, WBEE-FM & WKLX-FM.

WOR Fine Beduced

he FCC has reduced a fine imposed on WOR-AM/New York from

$23,750 to $14,000. The fine, which the station received in 1994,
was for inadequate EEO recruitment efforts. WOR must continue to
submit EEO reports to the Commission — a condition that was im-
posed with the earlier fine.

FCC Snftware_fa Ilssist EPaying Reg Fees

he FCC has made a software program available to those who pay
regulatory fees. The program can be used in place of manual sub-
mission of the detailed data. But the data diskettes are acceptable only if
accompanied by a compieted FCC Form 159 along with fee payment.
Toreceive the software, visit the agency’s Intemet site (hitp/www.fcc.gov)
and then click on the “Fees” hotlink in the menu bar. Or write to the FCC's copy
contractor: ITS, Suite 140, 2100 M St. NW, Washington, DC 20037. For more
details, call the FCC's Wilbur Thomas at (202) 857-3800.

Take your pick. Only Radio One Networks’ satellite-delivered formats
sound fresh every hour of every day. Call our listen lines and get a taste of

TRUE LOCALIZATION for yourself!

ALTERNATIVE: 970.949.6012
COUNTRY: 970.949.0102
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NEW WORLD

NEW RULES

NEW ANSWERS

New Opportunities!

We are about to change the way radio stations
market themselves .... Again!

The Nest Marketing™ Team
is hiring up to four enthusiastic, passionate,
self motivating entrepreneurs.

An advanced understanding of radio programming,
ratings analysis and forward thinking marketing savvy
are all essential traits you’ll need to own.

Your passion to innovate will get you hired.

CRITICAL MASS MEDIA

Revolutionary Radio Research ® Nest Marketing ® Mental Weaponry

To upgrade your career to Critical Mass Media’s revolutionary services, send your
information to: Michael Albl, Executive Vice President of Marketing,

Critical Mass Media, 3857 lvanhoe Avenue, Cincinnati, Ohio 45212
(513) 631-4CMM e« (513) 631-4FAX « cmm@cmmnet.com

© 1996 Critical Mass Media, Inc.
_— N ricanradichistarccomoo oo oo e
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DEAL OF THE WEEK

e Golfax Communications stations

TRANSACTIONS AT A GLANCE

1996 DEALS TO DATE

| Dollars To Date: $11,899,848,539

® WKNI-AM/Lexington, AL $125,000

e (Last Year: $4,290,476,241) : =
$365 million This Week's Acti 2 620,737 ® WBHK-FM/Warrior, AL $6 million
4 - i IS WEe ction. $43 ® KVVA-AM/Phoenix $4,925,000
° WOKY-AM & WMIL FM/MIIW&III(EE (Last Year,$218,0779,539) ® KIEZ-AM/Carmel Valiey, CA $217,300

o KQQL-FM & WBOB-FM/Minneapolis

® WNDB-AM/Daytona Beach & WTSM-FM/Ormond-by-the-Sea, FL

* KISO-AM, KOY-AM, KOOL-FM, Stations Traded This Year: 1615 $850,000 (est.)
KYOT-FM & KZON-FM/Phoenix (Last Year: 903) ® WTOT-AM & WJAQ-FM/Marianna, FL $350,000
o WTEM-AM, WBIG-FM & WGMS-F . . ] ® WSTU-AM/Stuart, FL $350,000
WaShiﬂymﬂ M/ statlﬂlls TMdEd ThlS WEEI(. v 44 L] WDJY-FM/Trenton, FL $375'000 . .
(Last Year: 43) ® WMCW-AM/Harvard, IL No cash consideration
® WZLK-FM/Virgie, KY $265,636.61
® KBOT-FM/Pelican Rapids, MN $700,000
TRANSACTIONS ® KTLH-FM/Bonnville, MO $550,000

® KMMJ-AM/Grand Island & KLRB-FM/Aurora, NE $700,000

® KWNR-FM/Henderson, NV $9 million (approx.)

® WYSR-FM/Albany $1 million

® WNRJ-AM/Circleville, OH No cash consideration

® WBLF-AM/Bellefonte, PA $212,800

® WAZL-AM & WZMT-FM/Hazeiton, PA $3.5 million

® WILP-AM/West Hazleton & WWFH-FM/Freeland, PA $575,000
® WMTI-AM/Morovis, PR $265,000

® KVDL-AM/Quanah, TX $85,000

® WPUV-AM/Pulaski, VA $75,000

Chancellor Claims Colfax Dozen

C1 SFX now richer in Richmond: reaches maximum five FMs

| Deal Week |

Colfax Communications

100kw at 1654 feet; 96kw at 1565 feet;
100kw at 1739 feet

FORMAT: Urban AC; Nostalgia; Oid-
ies; NAC; Alternative

POWER: 6.2kw at 656 feet
FORMAT: Urban AC

stations

PRICE: $365 million

TERMS: Cash plus net working capital
BUYER: Chancellor Broadcasting Co.,
headed by President CEO Steven Di-
netz. it owns 41 other stations, including
KFAN-AM, KTCJ-AM, KDWB-FM,
KEEY-FM & KTCZ-FM/Minneapolis
and KMLE-FM/Phoenix.

SELLER: Coifax Communications,
headed by President Steven Goldstein.
It owns four other stations.

WOKY-AM & WMIL-FM/

Milwaukee

FREQUENCY: 920 kHz; 106.1 MHz
POWER: 5kw day/1kw night; 13kw at
974 feet

FORMAT: Nostalgia; Country

KQQL-FM & WBOB-FMW/
Minneapolis

FREQUENCY: 107.9 MHz; 100.3 MHz
POWER: 100kw at 1089 feet; 98kw at
919 feet

FORMAT: Oldies; Country

KISO-AM, KOY-AM,
KOOL-FM, KYOT-FM &

KZON-FM/Phoenix
FREQUENCY: 1230 kHz; 550 kHz;
94.5 MHz; 95.5 MHz; 101.5 MHz
POWER: 1kw; 5kw day/tkw night;

WTEM-AM, WBIG-FM & ‘

WGMS-FM/Washington |
FREQUENCY: 570 kHz; 100.3 MHz; |

| 103.5 MHz

POWER: 4.7kw day/3kw night; 36kw |
at 574 feet; 44kw at 518 feet
FORMAT: Sports; Oldies; Classical

. - = L, Sl i

TR SREXT S

WKNI-AM/Lexington
PRICE: $125,000

TERMS: Asset sale for cash
BUYER: Richard Dabney. Phone:
(205) 544-1473

SELLER: Pulaski Broadcasting Inc.
It owns three other stations. Phone:
(615) 363-2505

FREQUENCY: 620 kHz

POWER: 5kw day/99 watts night
FORMAT: Sports

WBHK-FM/Warrior

PRICE: $6 million

TERMS: Asset sale for cash
BUYER: H and P Radio L.L.C., head-
ed by Carl Parmer and Cecil Heftel.
Phone: (702) 284-6454

SELLER: North South Broadcasting
Co. L.L.C., headed by Tom Lowry and
Robert Brennan. Phone: (202) 659-
4700 x31

FREQUENCY: 98.7 MHz

| FREQUENCY: 860 kHz

KVVA-AM/Phoenix
PRICE: $4,925,000
TERMS: Asset sale for cash
BUYER: Pulitzer Broadcasting Co.
SELLER: American Broadcasting
Systems Inc., headed by President
Tom Kearney. Phone: (316) 669-8193

POWER: 1kw
FORMAT: Spanish

TR
KIEZ-AM/Carmel Valley
(Monterey-Salinas-Santa

Cruz)

PRICE: $217,300

TERMS: Asset sale for $175,000 cash
and assumption of debt

BUYER: Yolanda Castro

SELLER: Central Coast Communi-
cations Inc. Phone: (619) 425-2132
FREQUENCY: 540 kHz

POWER: 50kw day/500 watts night
FORMAT: This station is dark.

J'-E’;_,.' i
WNDB-AM/Dayton

Beach & WTSM-FM/

Ormond-By-The-Sea
PRICE: $850,000 (estimate)
TERMS: N/A

® WBZU-FM, WKHK-FM, WLEE-FM & WVGO-FM/Richmond

$37.5 million

® KSFC-FM/Spokane No cash consideration

BUYER: Black Crow Broadcasting
Inc., headed by President Michael
Linn. Phone: (904) 255-9300
SELLER: Root Communications
Ltd., headed by President James De-
vis. Phone: (904) 258-1235
FREQUENCY: 1150 kHz; 95.7 MHz
POWER: 1kw; 25kw at 328 feet
FORMAT: News/Talk; Oldies

WTOT-AM & WJAQ-FMW/

Marianna

PRICE: $350,000

TERMS: Asset sale for $50,000 cash
and a 10-year, $300,000 promissory
note at 9% interest

BUYER: MFR Inc., headed by Chair-
man John Biddinger. He has interests
in 10 other stations. Phone: (317) 844-
7390

SELLER: Brewer Broadcasting
Corp. Inc., headed by President
James Brewer. It owns two other sta-
tions. Phone: (423) 265-9494
FREQUENCY: 980 kHz; 100.9 MHz
POWER: 1kw day/500 watts night;
2.5kw at 331 feet

FORMAT: Urban; Country

WSTU-AM/Stuart

PRICE: $350,000

TERMS: Asset sale for cash
BUYER: MMM Broadcasting Inc.,
headed by President Susan Gold-
smith. It owns five other stations.
Phone: (407) 997-0074

SELLER: Palm Beach Radio Broad-
casting Inc., headed by COO Ross
Elder. It owns five other stations.
Phone: (407) 540-1000
FREQUENCY: 1450 kHz

POWER: 1kw

FORMAT: Classic Hits

BROKER: Blackburn & Co.

WDJY-FM/Trenton

PRICE: $375,000

TERMS: Asset sale for $150,000 cash;
a three-year, $75,000 promissory note
at 9% interest; and assumption of
$150,000 debt

BUYER: Pinnacle FM Broadcasting
Inc., a subsidiary of Crystal Broad-
casting Inc., headed by President
Joseph Newman. Phone: (352) 372-
2528

Continued on Page 11
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The more you need to configure, the more you'll figure AudioVAULT®.

INIC.

Today’s radio is changing. You need to operatc more stations in one place, provide for multi-tasking, manage more

i studios, and do it all while driving costs down. You need to reconfigure the way you operatc, and that’s a challenge.

. AudioVAULT from Broadcast Electronics was designed for such a challenge. With AudioVAULT you can configure for

I multiple-workstations, reconfigure for live assist, automation, completely live formats, or a combination. No matter how
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iust a KISS.

‘ ‘In Boston, that’s where. We appeal to our listeners on an emotional level with a sticker
promotion that gets their attention first with great graphics and then with exciting cash and prizes.
CG understands radio marketing and provides the quality design and support we need. When it
comes to stickers in Boston, everybody knows we’ve sealed the market with a KISS. ’ ,
BEVERLY TILDEN, CORPORATE MARKETING DIRECTOR, ‘
EVERGREEN MEDIA CORPORATION
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1765 North Juniper, Broken Arrow OK 74012 « 1-800-331-4438  918-258-6502 » Fax 918-251-8223

WORLD'S LEADING PRINTER OF STICKERS AND DECALS.
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[ts awhole new game.

Wouldn't you know it, just when you were getting used to LMAs
and duopolies, the rules of the game have changed again.

So now how do you win?

Well, we've been around the board a few times ourselves —
identifying popular programming to fill desirable niches no one
else had noticed, grouping several stations together with formats
that dominate their market, helping our clients succeed.

We think that finding the right answers in this new radio game
is a function of asking the right questions. And that’s exactly
what we do: we identify formats that are prime for development,
and then help you develop the strategic blueprints to build
them...all of them.

If you're interested in cornering your market, please call Mike
Henderson, our Director of Sales. We promise that when you
pass GO with Paragon, you'll pick up a lot more than $200.

PARAGON
OO
VA

RESE/\RCH

¢ Perceptual Studies ¢ Auditorium Format Analyses ¢ Auditorium Music Tests ¢ Tracking Studies # Focus Groups

(303) 922-5600

WA americantadiohretory-econm=— - ——
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TRANSACTIONS

Continued from Page 8

SELLER: Florida Radio Partners Inc.
Phone: (301) 540-0636
FREQUENCY: 101.7 MHz

POWER: 3kw at 328 feet

FORMAT: Country

WMCW-AM/Harvard

PRICE: No cash consideration
TERMS: Mianne Nelson is exchang-
ing her 50% non-voting stock in Mitch-
ell Broadcasting for 100% of the vot-
ing stock of Stateline Radio.
BUYER: Stateline Radio Inc., headed
by President Mianne Nelson. Phone:
(815) 943-7426

SELLER: Mitchell Broadcasting Co.
Phone: (515) 236-6106
FREQUENCY: 1600 kHz

POWER: 500 watts day/19 watts night
FORMAT: Full-Service

KWNR-FM/Henderson
{Las Vegas)

PRICE: $9 million (approximate)
TERMS: Southwest Florida Enter-
prises is exchanging its stock in the
station for 480,000 shares of Regent
Communications 1996 series con-
vertible preferred stock plus $9 million
cash. The shares represent approxi-
mately 11.2% of Regent’s total voting
equity.

BUYER: Regent Communications Inc.,
headed by President Terry Jacobs. It
owns, operates, or has agreed to buy
19 other stations, including KKDD-AM,
KFMS-FM & KSNE-FM/Las Vegas.
Phone: (703) 732-7753

es Inc., selling Southwest Radio Las
Vegas Inc._,headed by President Fred
Havenick. Phone: (305) 649-3000
FREQUENCY: 95.5 MHz

POWER: 92kw at 1161 feet
FORMAT: Country

WZLK-FMNlrgle

PRICE: $265,636.61

TERMS: Asset sale for a 10-year prom-
issory note at 6.5% interest

BUYER: WZLK Inc.,headed by Pres-
ident Lonnie Osborne. Phone: (606)
432-9805

SELLER: Kenneth Osborne. He is
the brother of the buyer.
FREQUENCY: 107.5 MHz

POWER: 1.12kw at 722 feet
FORMAT: Country

KBOT-FM/Pelican Rapids

PRICE: $700,000

TERMS: Asset sale for $675,000 cash
and $25,000 in trade credits

BUYER: Washington Radio Inc.,
headed by President Al Leighton. He
has interests in seven other stations.
Phone: (319) 653-2113

SELLER: Heart of the Lakes Broad-
casting Inc., headed by President
Owen Thompson. Phone: (218) 354-
2111

FREQUENCY: 104.1 MHz

POWER: 50kw at 492 feet

FORMAT: Country

Eﬁ%ﬁf' .:.; : u:‘i!-’
KTLH-FM/Bonnville

PRICE: $550,000

TERMS: Asset sale for $250,000 cash,
a $30,000 promissory note, and a
$270,000 promissory note

BUYER: Zimmer Radio of Mid-Mis-
souri Inc., headed by President Jer-
ome Zimmer. It owns eight other sta-
tions. Phone: (573) 335-8291
SELLER: Big Country of Missouri
Inc., owned by Richard and Patricia
Billings

FREQUENCY: 93.9 MHz

POWER: 6kw at 328 feet

FORMAT: AC

KMMJ-AM/Grand Island

& KLRB-FM/Aurora

PRICE: $700,000

TERMS: Asset sale for cash

BUYER: Kidd Enterprises Inc., head-
ed by President John Kidd. Phone:
(712) 246-3488

SELLER: Prairie States Broadcast-
ing Inc., headed by President Tommy
Gleason Jr. It owns two other stations.
Phone: (402) 362-4433
FREQUENCY: 750 kHz; 97.3 MHz
POWER: 10kw; 50kw at 348 feet
FORMAT: News/Talk; Classic Rock

WYSR-FMIAIbany
PRICE: $1 million
TERMS: Cash

BUYER: SFX Broadcasting, headed
by Exec. Chairman Robert Sillerman.
It also owns WTRY-AM, WGNA-AM &
FM & WPYX-FM/Albany.

SELLER: Jarad Broadcasting Co. of
New York Inc.

FREQUENCY: 98.3 MHz

POWER: 6kw at 328 feet

FORMAT: Oldies

COMMENT: See Richmond, VA deal.

v

WNRJ-AM/Circleville
(Columbus)

PRICE: No cash consideration

| TERMS: License transfer

BUYER: J.G. Corp., headed by Pres-
ident Brent Casagrande. Phone: (614)
885-0570

SELLER: Tel Lease Inc., headed
by President Robert Casagrande.
He is the brother of the buyer. Tel

FM/Columbus, OH. Phone: (614)
442-2000

FREQUENCY: 1540 kHz

POWER: 1kw

FORMAT: This station is dark.

WBLF-AMIBeIIefonte

(State College)

PRICE: $212,800

TERMS: Asset sale for $122,800 cash
and a $90,000 non-compete agree-
ment

BUYER: Tele-Media Broadcasting
Co., headed by President/Chairman/
CEO Robert Tudek. it owns 19 other
stations. Phone: (814) 355-8355
SELLER: Doris Ann Clark. Phone:
{814) 231-2659

FREQUENCY: 970 kHz

POWER: 1kw day/74 watts night
FORMAT: Country

WAZL-AM & WZMT-FW/
Hazelton (Wilkes Barre-

Scranton)

PRICE: $3.5 million

TERMS: Asset sale for cash

BUYER: Tele-Media Broadcasting
Co., headed by President/Chairmar/
CEO Robert Tudek. It owns 19 other
stations. Phone: (814) 355-8355
SELLER: 4M Broadcasting Inc. It
also owns WKAB-FM/Berwick, PA.
Phone: (717) 454-4002
FREQUENCY: 1490 kHz; 97.9 MHz
POWER: 1kw; 19.5kw at 728 feet

SELLER: Southwest Florida Enterpris- |

Lease owns WAHC-FM and WAKS- |

FORMAT: Nostalgia; Classic Rock
BROKER: Holt Media

WILP-AM/West Hazleton

& WWFH-FM/Freeland
PRICE: $575,000

TERMS: Asset sale for cash

BUYER: Sinclair Communications
Inc., headed by President/CEO Barry
Baker. Phone: (410) 467-4545
SELLER: Friendship Communica-
tions Inc., headed by President Eric
Boch. Phone: (717) 636-2346
FREQUENCY: 1300 kHz; 103.1 MHz
POWER: 5kw day/50 watts night, 720
watts at 680 feet

FORMAT: News/Talk; AC

WMTI-AMIMorows

PRICE: $265,000

TERMS: Asset sale for cash
BUYER: Wanda Rolon Miranda.
Phone: (787) 730-5880

SELLER: Southwestern Broadcast-
ing Corp., headed by President Pedro
Roman Collazo. Phone: (787) 274-
1800

FREQUENCY: 1580 kHz

POWER: 5kw day/2.5kw night
FOHMAT Spanlsh

IGIDL-AMIQuanah

PRICE: $85,000

TERMS: Asset sale for cash
BUYER: Martin Leija Sr. and Nel-

turnkey solutions,

million bucks.

the lottery!

___unany amaricanradiohistary. com

Call now for fast response, huge

savings and major market i
experience in audio processing,
coverage improvement and digital
equipment. From our basic
retainer plans to customized

make your station sound like a

And that's as good as winning

Mad Passionate
218t Century

for

lie Dean
SELLER: Glen Ingram. He also owns
KIXC-FWQuanah. Phone: (817) 663~
6363

FREQUENCY: 1150 kHz

POWER: 500 watts

FORMAT: Spanlsh

e '/ * LA o
WPUV—AMIPuIask|
PRICE: $75,000

TERMS: Asset sale for $25,000 cash
and a 10-year, $50,000 promissory
note at 8% interest

BUYER: Robert Howard Teachout.
Phone: (540) 980-1580

SELLER: Billy Gene Hale. Phone:
(540) 980-7000

FREQUENCY: 1580 kHz

POWER: S5kw

FORMAT: Religious

WBZU-FM, WKHK-FM,
WLEE-FM & WVGO-FMW/

Richmond

PRICE: $37.5 million

TERMS: $23 million for WBZU &
WKHK and $14.5 million for WLEE &
WVGO

BUYER: SFX Broadcasting, headed
by Exec. Chairman Robert Sillerman.
It owns, operates, or has agreed to buy
75 other stations, including WMXB-FM/
Richmond.

SELLER: ABS Communications
L.L.C., headed by President Ken
| Brown

CMBE can
Chip

Morgan
Broadcast

August 30,1996 R&R ® 11

FREQUENCY: 104.7 MHz; 95.3 MHz;
96.5 MHz; 106.5 MHz

POWER: 100kw at 981 feet, 17.5kw
at 394 feet; 50kw at 492 feet, 7.6kw at
1234 feet

FORMAT: Altemative; Count'y; Oldies;
Oldies

PRICE: No cash consideration
TERMS: License transfer

BUYER: Spokane Public Radio Inc.,
headed by Chairman Linda Mitrovitch
and President Richard Kunkel.
Phone: (509) 328-5729

SELLER: Spokane Falls Communi-
ty College. Phone: (508) 533-3535
FREQUENCY: 91.9 MHz

POWER: 1kw at 92 feet

FORMAT: Altemative

For The Record

The buyer of KVVA-AM/Phoe-
nix (see deal, Page 8) was incor-
rectly listed last week (R&R 8/23)
as Z Spanish Radio. Z Spanish
Radio is acquiring KVVA-FM for
$8.55 million.

Because Evergreen’s acquisi-
tion of WWRC-AM/Washington
from Greater Media was reclas-
sified as a swap deal, $2Z million
has been subtracted from the
year-to-date doliar total.

-300-801-CMBE

e only thing
hetter is a winni

Enterprises

the

Radio
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NEWSBREAKERS.

McKenna & Cyphers |
Cross Over TORCA
Crossover Promo ‘

RCA Records’ Crossover Pro-
motion Department has tapped
Jerry McKenna as Sr. Director r
and Jack Cyphers as National Di- |
rector. McKenna most recently
was Billboard’s Director/Charts, |

J |

McKenna Cyphers
Top 40 & Rock Airplay Monitors
and Chart Manager/Hot 100;
Cyphers was Priority Records’
Seattle Northwest Regional Rep-
resentative.

“Jerry brings a wealth of
knowledge and experience to our |
promotion staff,” said RCA Sr.
VP/Promotion Butch Waugh. “I
have always enjoyed communi-
cating with him through the years.
Jack — whose background in the
world of crossover music will be
invaluable — will join Jerry in |
what I believe will be the most
enthusiastic, hard-working, real-
ity-based team with which I have
ever been associated.”

McKenna began his career as
MD at WXKS-FM/Boston, mov-
ing to crosstown WZOU-FM
(now WJMN-FM) before joining
Columbia Records as Associate
Director/Crossover Promotion.

Before Priority, Cyphers’s
stints included Regional Manag-
er/Crossover Promotion for Is-
land Records in L.A. and Asso-
ciate Editor of Top 40/Crossover
for Hitmakers. He also has
worked at KKLQ-FM/San Di-
ego, KSFM-FM/Sacramento,
KFMB-FM/San Diego, and
KYNO-AM/Fresno.

BE A PART
OF RADIO'S

BIGGEST NIGHT!

Nusrat Pack

The stellar backstage tumnout for Nusrat Fateh Ali Khan'’s recent appear-
ance at L.A.’s Universal Amphitheater included (I-r) R.E.M.’s Michael Stipe,

American Recordings owner and producer Rick Rubin, Khan, actress
Roseanna Arquette, artist Josh Haden, Nusrat aide Mohammed Igbal
Nagquibbi, and Flea of the Red Hot Chili Peppers. Rubin plans to produce
Khan'’s next album for American.

Sony Music Nashville Boosts Broadhead

Epic/Nashville VP/Marketing & Artist Development Dean Broadhead |
has been elevated to Sony Music Nashville’s newly created VP/Marketing
& Artist Development post. He reports to Sr. VP/Sales & Marketing Mike
Kraski.

“With the consolidation of Columbia and Epic’s mar-
keting departments, Dean will be able to deliver the same §
creative forces for Columbia that he has for Epic,” Sony
Music Nashville Exec. VP/GM Allen Butler comment-
ed. “This will lead to fully developed careers for all of
our Sony Music Nashville artists as well as heighten their
visibility within the marketplace.”

Following a stint as Director/Finance for EMI in New
York, Broadhead joined Sony/Nashville in 1991 as Di-
rector/Finance; he later was promoted to VP/Finance. In
1994, he became VP/Business Planning for Sony Music
New York and moved back to Nashville in 1995 to as-
sume his most recent post.

Broadhead

Hootie’s Breaking Up

The Atlantic Group — in conjunction with Hootie & The Blowfish and the
group’s Fishco Management — have launched Breaking Records. Based
in Hootie’s hometown of Columbia, SC, the label will debut its first releas-
es in spring 1997. Helping to engineer Breaking’s making were (I-r) Break-
ing Head/Business Affairs and Hootie attomey Richard Gusler, Atlantic
Group co-Chairman/co-CEQ Val Azzoli, Breaking President and Hootie
manager Rusty Harmon, Breaking VP/GM John Caldwell, and Atlantic
Sr. VP/Legal & Business Affairs Phil Wild.

Metro Taps Toy As Dir./Operations, New York

D aniel Toy has been elevated to Director/Opera- |
tions, New York at Metro Networks. He joined |
the company in April ‘95 as National Director/Marketing.

“Danny’s experience in broadcasting and his out-
standing performance at Metro make him the perfect
choice to lead us through the enormous growth we
continue to experience,” commented VP/GM, NY
Region Steve Candullo. “We're very pleased with
his past contributions on the station level and look
forward to his continued success at Metro in this new
capacity.”

A 12-year NY broadcasting veteran, Toy has
held various positions in operations, production,
marketing, and affiliate relations on the station level and in broadcast
syndication.

Toy

Salem Acquires Morningstar Radio Network

S alem Radio Network (SRN) has purchased the Morningstar Ra-
dio Network from Thomas Nelson Inc. for an undisclosed sum.
SRN will assume the production, syndication, and distribution rights to
Morningstar’s two 24-hour Contemporary Christian formats: Today’s
Christian Music and High Country.

“The acquisition of Morningstar is another important step in the contin-
ued growth of SRN,” commented SRN PresidentGreg Anderson. “While
news and talk syndication has been our foundation, we have consistently
sought the right opportunity to expand our Christian music programming
and syndication. Morningstar provides us with that opportunity.”

The Morningstar purchase follows SRN'’s recent acquisition of The
Word In Music, a Contemporary Christian satellite-delivered music
service (R&R 8/16).

Prince, Braunstein To Way Cool Promo

Way Cool Music has expanded its g
Promotion Department, tapping |
Michael Prince as VP/Promotion. |
Concurrently, Roze Braunstein has
been named National Director/Alter-
native Commotion.

Prince most recently was Regional
Promotion/Marketing Manager for @4
Zoo Entertainment. Braunstein had
been National Director/Radio & Vid-
€0 Promotion for Mute Records.

Way Cool CEO Mike Jacobs said
of Prince, *This will be payback for
when he used to torture me with Zoo
product when I was an indie.” Regarding Braunstein, he added, “We hired
her because we liked her body piercings.”

Prince Braunstein

THE 1996 RADIO HALL OF FAME
INDUGTION GALA

SUNDAY, OCTOBER 27
The Radio Hall of Fame
in the Chicago Cultural Center

Individual Tickets: $500
Tables: $3,500 / $5,000 / $10,000 / $15,000
Hosted by Westwood One’s Casey Kasem

Brought to you by SEARS

]
2
g
2

RADIO

HALL OF FAME

For Further Information
or Tickets Call:

(800) 860-9559

WWW.americanradiohistorv-com
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® FRANK TOWNSHEND has been
named GM at KNIK-FM/Anchorage,
AK, assuming duties held by Jan An-
drews, who recently passed away. He
previously served as GM of KVOK-AM
& KJJZ-FM/Kodiak, AK.

Records

McCarrell

® RON McCARRELL and DAVE
YESKEL have been named VP/Mar-
keting and VP/Sales, respectively, at
Windham Hill/High Street Records. Mc-
Carrell was formerly GM of the House
of Blues Music Company; Yeskel most
recently served as VP/Sales & Field
Marketing at Island Records.

® ANGELA THO-
MAS has joined
Island Black Mu-
sic as VP/Market-
ing &Artist Devel-
opment. She pre-
viously held the
VP/Urban Music
post at Capitol
Records.

In related news,
the label has
signed STANLEY
BROWNto an ex-
clusive production deal. He will be re-
sponsible for signing artists and han-
diing Island’s creative and executive
project production. Furthermore, Island
Records and Six Degrees have
reached an agreement enabling the
latter to release albums through Island
while providing marketing services for
three Island subsidiary labels — Man-
go, Quango, and Axiom.

Thomas

Knight

e ANITA GREATHOUSE-KNIGHT
and CARTER RUSSELL have be-
come Regional Directors/Black Music
Promotion & Marketing at Universal
Records. Greathouse-Knight was most
recently Regional Promotion Manager
for Wamer Bros.; Russell had previ-
ously owned and operated an inde-
pendent promotion firm.

PROS ON

THE LOOSE

Tom Krumm — MD/after-
noons KLRF-FM/Eugene, OR
(541) 485-5200

Birmis

WLIT/Chicago PD Mark Ed-
wards, wife Miranda, son Ross
Benjamin, August 23.

Priority Records Regional
Sales Mgr. Fred McKendree, wife
Uni Distribution Singles Sales
Mgr. Stephanie McKendree, son
Jeffrey Archer, August 13.

CoNDOLENCES
WVAQ-FM/Morgantown,
WV PD John Anderson’s
mother, Julia Anderson, August
25

® BILL SMITH has risen from Manag-
er/College Radio to National Manag-
er/Promotion at Rhino Records.

© MARGI CHESKE has been appoint-
ed VP/Marketing and JON BRODY
has becomeAssociate Dir./A&R for Pri-
vate Music. Cheske previously served
as Director/Product Management for
Virgin Records; Brody had formerly
served asAsst. Manager/A&R at RCA
Records.

o TIM HYDE has [
been named to the
newly created Di- [
rector/Radio & Vid- |8
€0 Promotions po-
sition at Walt Dis-
ney Records. He

had most recently |7
owned Music Mat- |
ters, a radio pro- |;
motion and con- |
sulting firm.

® RICK SHEDD is the new Sr. Direc-
tor/Sales at Arista/Nashville. He had
most recently served as Sales Manag-
er of BMG Entertainment's Minneapo-
lis office.

e MARSHA BO-
WEN has risen
from Sales Manag-
er to National J
Sales Manager/Ur-
ban Music for the g
Elektra Entertain-
ment Group.

e ALEXANDRA
ZAMOR has be-
come Associate
Director/Marketing |
for Noo Trybe/Vir-
gin Records. She
was formerly Pro-
motion Manager at
RCA Records
New York.

dates for submissions:

March Of Dimes, Radio
Team For A.L.R. Support

he 1996 March Of Dimes Achievement in Radio (A.L.R.)

Awards, a national program recognizing excellence in local ra-
dio — specifically in the areas of on-air talent, news, programming,
promotions, advertising, and public affairs — are currently under way.
The competition allows entries to be judged by radio professionals in
other markets; nine cities have chosen to participate this year. The
March of Dimes acts as the facilitator and benefits from event pro-
ceeds. The following is a list of participating cities, along with deadline

e Atianta: September 13
« Boston: October 1

« Kansas: City October 7
« Philadelphia: October 1
« Washington: August 31

Deadlines for Chicago and Miami have been met. Those for Pittsburgh
and St. Louis will be determined in early 1997. The program is being
sponsored by the Ford Motor Company. For further submission infor-
mation, contact Brendan Hurley at (914) 997-4588.

e JEFFREY FEY has been elevated
from Director/Art & Design to Sr. Di-
rector/Art & Design at Capitol
Records.

National Radio

® CBS RADIO SPORTS commences
its 17th year of NFL coverage on
Sunday, September 1 as the New
York Giants host the Buffalo Bills live
from East Rutherford, NJ. MATT
MILLEN joins the Sunday broadcast
team as a play-by-play announcer.
Additionally, the network’'s Monday
night coverage will feature new an-
chors HOWARD DAVID and MATT
MILLEN. Sunday games begin at
7:45pm ET/4:45pm PT, Monday
night games start at 8:45pm ET/
5:45pm PT; (212) 975-3771.

® WESTWOOD ONE RADIO NET-
WORKS has launched “Celebrity
Connection,” two-hour interviews de-
signed for morning radio programs.
Scheduled guests include Orleans
on September 6, Cybill Shepherd on
September 9, and Stephen Cannell
and Michael Easton on September
11. All interviews air 8:30-10:30am
ET; (212) 641-2052.
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e TODD PHILLIPS has been pro-
moted from Director/Corporate Com-
munications, New York to Director/
Communications, West Coast at
MTV Networks. Additionally, VAN-
ESSA REYES has been elevated
from Sr. PublicistyCommunications
to Manager/Communications at the
company.

W

Writer Seeks Radio Tales

o you have a funny or unusual radio story to share? Just about

anyone who has worked at a radio station has an interesting, amus-
ing, or simply bizare tale to tell. And Michael Keith, an Attieboro, MA-
based writer, would love to hear about them. Keith, currently working on
a book titled “The Radio Bizarre,” is seeking wacky, wild, humorous, and
hair-raising stories from throughout the radio industry. if you're willing to
spill the beans and gain some fame, send a typewritten account or an
audio tape of your adventures in radio to Keith at 153 Lindsey St., Attle-
boro, MA 02703. forfurther information, call or fax (598) 222-6589.

- wm i 31

Changes

AC: Diane Tracy has joined
WMTX/Tampa for mornings, as
PD Mike Reeves moves to after-
noons ... The revised lineup at
WMGS/Wilkes Barre-Scranton
finds Frankie Warren in morning
drive, Chris Norton handling mid-
days, MD Stan Phillips assuming
afternoons, Vince Thomas taking
evenings, Fran Pantuse as night-
timer, and Jude Morgan operating
overnights.

CHR: Former KKFR (Power 92)/
Phoenix overnigher Roxanne
Steele joins WBBM-FM (B96)/
Chicago for swings ... WRVQ
(Q94)/Richmond middayer Su-
Anna exits for nights at WYCD/
Detroit ... WGTZ (Z93)/Dayton
nighttimer Mojo has joined new
crosstown CHR/Rhythmic compet-
itor WDOL-FM (The Beat) as
APD/MD/afternoons, while 'GTZ
parttimer Big Mama joins for mid-
days. Overnighter Sean Stevens
rises to Mojo’s old shift at Z93 ...
At WXLK/Roanoke, VA, Jenny
Sarver joins for middays ... KZIV/
Lubbock, TX parttimer Dina Mo-
rales is now a morning co-host,
replacing Yanzi ... Glen Stacy is
new to nights at WNKI/EI-
mira, NY, replacing Greg Matthews
« WIFC/Wausau, WI MD Jackie
Johnson adds interim PD duties.

Classic Hits: WAFX-FM &
WNOR-FM/Norfolk Production
Dir. Allen Hite has joined WMGK/
Philadelphia as morning co-host.

Classical: John Chester will rejoin
WGMS-FM/Washington as after-
noon host, effective September 9.

News/Talk: Bill Deweese has been
paired with Marisa Ramirez as an
afternoon news anchor on KTRH-
AM/Houston ... Rosearl Julian has
joined the WBAL-AM/Baltimore
news staff.

Nostalgia: Rex Allenwill join Big Band
KNOB-AM/San Francisco to host its

Continued on Page 24
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NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Robert Hall o (214) 991-9200

Starstation — Peter Stewart
CELINE DION It's All Coming Back To Me Now

ADDED
THIS
WEENK

Hot AC — Robin Jones
CELINE DION It's All Coming Back To Me Now

Touch — Monica Logan

WHITNEY HOUSTON Why Does It Hurt So Bad
LIONEL RICHIE Ordinary Girl

Classic Rock — Chris Miller
RUSH Test For Echo

AERE RN RS IR AR e o

ALTERNATIVE PROGRAMMING
Steve Knoll ® (800) 231-2818

CHR/Rock

BRYAN ADAMS Let's Make A Night To Remember
SHERYL CROW f It Makes You Happy
JOHN MELLENCAMP Key West Intermezzo

Mainstream AC

BRYAN ADAMS Let's Make A Night To Remember
CELINE DION It's All Coming Back To Me Now
TONY RICH PROJECT Like A Woman

Lite AC

BRYAN ADAMS | et's Make A Night To Remember
CELINE DION It's All Coming Back To Me Now
TONY RICH PROJECT Like A Woman

BRANDY/TAMIA/KNIGHT/KHAN Missing You
BRAXTONS So Many Ways

NEW EDITION Hit Me Ctt

TONY RICH PROJECT Like A Woman

B B T Sl 0 SRIR S

BROADCAST PROGRAMMING
Walter Powers ® (800} 426-9082

Digital Soft AC — Mike Bettelli
GEORGE BENSON Holdin' On

Digital AC Mix — Mike Bettelli
SORAYA Stay Awhile

Digital AC — J.J. Cook
JOHN MELLENCAMP Key West Intermezzo .

Digital Hot AC — J.J. Gook
WILD ORCHID At Night | Pray

Modern Rock — Leslie Cohan
SHERYL CROW If it Makes You Happy
EVERCLEAR You Make Me Feel Like A Whore
FILTER Jurassito!

SEBADOH Ocean

JONES SATELLITE NETWORKS
Phil Barry ® (303) 784-8700

Adult Hit Radio — J.J. McKay

BRYAN ADAMS Let's Make A Night To Remember
LIONEL RICRIE Ordinary Girl

Rock Alternative — Bryan Schock

CHALK FARM Lie On Lie
EELS Novocaine For The Soul
GEGGY TAH Whoever You Are

Adult Hit Radio — J.J. McKay

DONMNA LEWIS | Love You Always Forever
LIONEL RICHIE Ordinary Girl

N

WESTWOOD ONE NETWORKS
Bob McNeill ® (805) 294-9000

Soft AC — Andy Fuller
OONNA LEWIS | Love You Aiways Forever
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Radio Listening Down 5.4% Since 1990

Radio listening in America’s Top 10 markets in Spring 1996
is down 5.4% from the Spring 1990 level, according to a
just completed analysis of Arbitron data.

The study was based on Arbitron
6am-midnight Monday-Sunday
market totals in New York, Chica-
go, Los Angeles, San Francisco,
Philadelphia, Detroit, Dallas-Ft.
Worth, Washington, Houston-
Galveston, and Boston. Each spring
ratings period from 1990 through
1996 was included, a total sample
size of more than 290,000 respon-
dents.

Since 1990, the total persons 12+
Average Quarter Hour (AQH) rat-
ing declined from 18.2 to 17.3. That
means in an average quarter hour
between 6am and midnight Mon-
day through Sunday, 18.2% of the
12+ population was listening to ra-
dio in Spring 1990 compared with
17.3% in Spring 1996. Neither 1990
nor 1996 were unusual years. The
AQH rating was either flat or off
progressively in each year of the
study.

Some markets showed major
AQH rating decreases, including
San Francisco (down 9.5%}), Detroit
(off 9.3%), Philadelphia (declining
7.7%), and Boston (dropping
7.2%). In the Top 10 markets, only
Washington posted an increase (up
2.3%).

At the same time, radio’s overall
reach — expressed by its cume rat-
ing — was almost constant. In
Spring 1990. radio in the Top 10
markets reached 96.1% of the 12+
population in an average week,
compared with 95.7% in 1996 — a
decrease of only half a percent.

TSL The Culprit

The culprit driving down AQH
rating levels is Time Spent Listen-
ing (TSL) — off 4.8% from an av-
erage of 95.6 quarter hours per lis-
tener each week in Spring 1990 to
91.2 in Spring 1996. The decrease
is more than four quarter hours,
more than an hour a week less ra-
dio per average listener.

Some markets were hit harder
than others. TSL dropped 7.9% in
San Francisco, 7.3% in Dallas,
7.1% in Detroit, and 7% in Phila-
delphia. TSL was off only half a
percent in Chicago and up 1.6% in
Washington.

TSL loss varied by gender. Men
18+ TSL was down from 100.7
quarter hours per week to 97.5,
about 3%. Women 18+ listened to
4.7 fewer quarter hours of radio
each week, declining from 98.7 to
94.0 — about 5%. Teens spent 9%
less time listening to radio, slipping
from 71.3 quarter hours each week
to 65 — a decline of more than an
hour and a half.

In the key sales demographics,
persons 18-34 TSL dropped more
than an hour — 101.7 to 97 quar-
ter hours, a 5% decline. Persons 25-
54 listened 3% less. 98.8 quarter
hours to 95.8.

Meanwhile, persons 55+ lis-
tened 4% less, 101.1 quarter hours
to 96.

The market total listening used
to compile the study is Arbitron’s
estimate of all radio listening. Itin-
cludes not only listening to com-
mercial stations that qualify in the
Radio Market Report, but also au-
diences for non-commercial sta-
tions, unidentified stations, and
those that fail to make the Arbitron
Minimum Reporting Standard.

So, the decreases in listening lev-
els are not the result of listeners
jumping more frequently from sta-
tion to station or shifting to non-
commercial stations. The data re-
flects a net decrease in the use of
radio as a medium.

Why The Decline?
What could be causing reported

radio TSL levels to decline?
Usually, the first place to look is
the methodology. Arbitron has
been active on two fronts in the re-

Top 10 Markets Time Spent Listening
Total Persons 12+ Quarter Hours Per Week

Spr.'90 Spr. '91 Spr. '92 Spr.’93 Spr.'94 Spr. '95 Spr. '96 '90-'96
New York 102.3 100.2 100.8 100.2 989 96.7 97.7 -4.7%
Chicago 941 934 958 960 927 922 937 -05%
LosAngeles 98.7 952 974 965 968 945 943 -47%
San Francisco 915 887 888 879 86.7 836 848 -7.9%
Philadelphia 101.0 995 980 974 992 975 944 -7.0%
Detroit 974 972 964 935 944 918 909 -7.1%
Dallas 939 921 931 917 887 903 874 -7.3%
Washington 89.1 924 90.2 931 900 906 906 1.6%
Houston 942 941 934 928 951 913 899 -4.8%
Boston 939 954 947 944 937 926 885 -6.1%
Average 956 948 949 944 936 921 912 -48%

By Julian Breen

cent past, which may have some
bearing. It has moved very aggres-
sively and successfully to improve
response rates in general and
among men 18-24 in particular. It
also has increased sample sizes sig-
nificantly. The overall in-tab sam-
ple size across the Top 10 markets
in Spring 1996 is almost 77% great-
er than in Spring 1990.

Audience research professionals
say higher response rates and larg-
er sample sizes produce better re-
search. However, the effect also can
be to draw into the sample more
peripheral radio listeners who
spend less time with the medium
and pull down overall TSL.

There is some anecdotal evi-
dence to support that contention.
The men 18-24 demo — where
Arbitron has made its greatest ef-
fort to improve response rates —
also shows the largest drop in TSL.
That demo was down 11% —
which translates into a loss that’s
just shy of three hours a week in
listening.

Survey methodology always
pravokes a contentious discussion,
and there are other places to look
for possible causes of time spent
listening to radio declines.

Lifestyle researchers point to in-
creasingly less leisure time in
America. People are not only work-
ing more hours, they also are work-
ing harder, which may preclude
some radio listening.

There are also competing media
clamoring for radio listeners’ atten-
tion — many more channels of TV
on cable, more VCRs, CD players
in cars and elsewhere, and, of
course, the blandishments of surf-
ing the web. It could be argued that
web-surfing is a significant cause
of the men 18-24 radio TSL de-
cline. Heavy Internet users are
mostly male and under 30.

Radio stations also may be at
fault. Overall on-air commercial
and promotional loads have been
edging up over the last few years,
reducing average minutes of pro-
gram content. At the same time,
music playlists have been shrink-
ing as fewer songs research well
enough to play. Qualitative re-
searchers report a growing lack of
excitement among listeners to
many music formats.

What To Do

What can be done to reverse the
downward TSL trend? At the mo-
ment, a reasonable approach is to
understand it better by probing
comparative behavior patterns in
focus groups and perceptual stud-
ies. Research companies are field-
ing studies for stations and groups
all the time, particularly in the
more research-driven Top 10 mar-
kets. Including questions de-
signed to delve into listener sat-
isfaction with radio in general —
as well as with individual stations
— could provide some ideas.

The fact remains that declining
TSL has a direct economic im-
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pact on radio stations and groups.
So much of radio advertising is
bought and sold on a cost-per AQH
ratings point basis. If lower TSL
takes down overall AQH ratings
point levels, there are fewer points
available to sell.

Jullan Breen is a consultant
. specializing in the analysis of Ar-
bitron dats for stations, groups,
and investors, The detailedTop 10
market radio trend study is avail-
abie by calling (509) 730-0070.

* June 26 (through September
18) — Summer Arbitron.,

* September 4 — MTV Video
Awards. Radio City Music Hall,
New York.

* September 8 — 48th Annuai
Emmy Awards. Pasadena Civic
Auditorium; Pasadena, CA.

* September 10-14 — 20th An-
nual NABOB Fall Broadcast Man-
agement Conference. Sheraton
Washington Hotel, Washington,
DC; (202) 463-8970.

* September 17-19 — Internet
Business Strategies For Radio.
Embassy Suites Hotel, Chicago;
(800) 420-2145 or  http://
www.igpc.com/radio.htm

* September 19 (through De-
cember 11) — Fall Arbitron.

* October 2 — CMA Awards.
Grand Ole Opry, Nashville.

¢ October 4-6 — '96 Women In
Communications Conference. Red
Lion Jantzen Beach Hotel, Port-
land, OR; (703) 359-9000.

* October 9-12 — NAB Radio
Show. Los Angeles Convention
Center; (202) 429-5420.

¢ October 9-12 — RTNDA 51st
International Conference & Exhibi-
tion. LosAngeles Convention Cen-
ter; (202) 659-6510.

* October 12 — NAB Marconi
Radio Awards Dinner & Show.
Westin Bonaventure, LosAngeles;
(202) 429-5350.

¢ October 23-26 — RAP
SHEETs Working Towards A Uni-
fied Hip Hop Nation Ill. Site TBA,
Los Angeles; (213) 634-3528.

* October 27 — '96 Radio Hall
of Fame Induction Cererony &
Dinner. Radio Hall of Fame Chica-
go; (800) 860-9559.

¢ October 30 — John Bayliss
Foundation Roast. Waldorf Hotel,
New York; (408) 624-1536

¢ October 30-Novembzar 2 —
Philadelphia Music Conference.
Doubletree Hotel; (215) 425-4109.

* November 2-5 — RAB Board
Meeting. Ritz-Carlton, Dearbom,
MI; (214) 753-6750.
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* January 2 (through March 26)
— Winter '97 Arbitron.

¢ February 3 — Deadline for
NAB Crystal Radio Award Entries;
(202) 775-3510.

* February 6-9 — RAB '97 Mktg.
Leadership Conference & Exec.
Symposium. Marriott Marquis, At-
lanta; (800) 722-7355

* February 26 — '97 Grammy
Awards. Madison Square Garden,
New York; (310) 392-3777.

* March 5-8 — 28th Country Ra-
dio Seminar. Opryland Hotel, Nash-
ville; (615) 327-4487.

e March 8-11 — 39th Annual
NARM Convention. Orlando World
Center; (609) 596-2221.

e March 12-16 — South By
Southwest Conference. Austin
Convention Center; (512) 467-
7979.

¢ March 27 (through June 18)
— Spring Arbitron.
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Competing In The 25-54 World

You’re asales manager competing in the 25-54 world. Forget
those phrases about the demo being a “family reunion,”
etc. (That’s the last time you’ll see that overused cliche in this
article.) All of those terms describing the excessive broadness
of 25-54 as a demographic are rrue, but none of them will do
anything to help you hit your sales budget.

The good news for those of us
fighting the 25-54 battle (according
to Interep Research’s latest analysis
of national spot buying) is that the
percentage of dollars spent on this
demo actually declined in 1995
compared with preceding years. Still,
25-54 remains the most-requested
demographic grouping among buyers
nationwide.

Obviously, the best thing a radio
station can do to “get on the buy” is
position itself as a unique entity, with
a well-defined, desirable target audi-
ence. This audience may range from
“Generation X" through the “Baby
Boom” to the “Golden Gray” market.
This micro-targeting approach has
become increasingly important in the
niched '90s — particularly with the
accelerated pace of change in the post-
deregulation era.

In the real world, with the majority
of radio ad dollars designated as a *25-
54 buy,” we still must have some
effective ways of competing on that
playing field. Just as you don’t need
to eat an entire apple pie in order to
enjoy dessert, you can satisfactorily
achieve your revenue goals by carv-
ing out a generous slice of the 25-54
dollar *“pie.” The tactics you use to
succeed will depend on your unique
station, the specific market, and avail-
able resources, along with the creativ-
ity and skill you bring to the task.

The fact is that few stations today
are able to provide evenly distributed
coverage across the entire adult
demographic. Even those with an
audience composition concentrated in
the 25-54 range usually achieve their
best results in one or two key cells
within the broader span. Stations can
achieve sales success by analyzing
and clearly showcasing the consumer
value of their particular audiences.
Let’s look at some of the ways to
accomplish this goal.

Define & Conquer

Following the *90s reincamation of
WHTZ (Z100)/New York as an
Alternative-based CHR, the station
narrowed its focus to become amajor
player in the 18-34 arena. (Note: From
the mid-"80s to "90s, [ was Director/

Sales Marketing & Research for
WHTZ as well as the Malrite
Communications Group.)

Despite the audience gains, the
station was having a tough time
getting a significant share of the
dollars coming out of the increasingly
lucrative computer advertising
category. The problem — and the
challenge — was that campaigns were
being targeted at the 25-54 demo-
graphic, where the station barely
ranked in the Top 15.

The solution to this dilemma
required research and education. First,
the station was able to show the agen-
cies that, among persons 25-54, the
25-34 cell was — by far — the most
crucial target for computer advertis-
ers. Qualitative sources, including data
supplied by personal computer trade
associations, show that 25-34 was the
key group in terms of computer
ownership, buying plans, usage,
software sales, and on-line services.

Not coincidentally, this was a cell
being superserved by Z100. Further-
more, that same data supported claims
that 18-24 — which hadn’teven been
included in the buying specs — was
also a vital target for personal com-
puter business. Thus, sales manage-
ment now had the critical evidence need-
ed to justify arranging pre-campaign
meetings with advertising planners in
order to alter the development of
parameters for fiture business.

As aresult of these efforts to take a
proactive approach in defining a
client’s target market, Z100 was able
to get a piece of the existing 25-54
personal computer business and po-
sition the station’s “Next Generation”
audience as a primary vehicle for forth-
coming computer-related business.

Hit The Whole Target

If a bus fills all of its 50 seats with
passengers and heads off for New
York. the transportation company
probably would be pleased with the
day’s business — unless, of course,
25 of those people refused to pay be-
cause their destination was Philadel-
phia. Total numbers are meaningless
if they're based on the wrong people.

» Jeff Messerman is now a Sr.
AE atEmmis’s WQHT (Hot 97yNY.

» Cindy Stern has joined Ever-
green’'s KKBT-FM (The Beat)Los
Angeles as an AE. She most re-
cently served as Sr. AE at WAOK-
AM & WVEE-FM/Atianta.

* Tom Hennessy has joined
KQRS-AM & FM/Minneapolis as
Account Mgr.

» Steve Scott has been ap-
pointed GSM of American Radio

Systems’ recently purchased
KDBX-FM (The Beat)/Portland.
He was formerly Acct. Mgr. for
sister KUPL-FM.

* Kevin O’Brien has become
Dir/Sales for Chancellor's KFBK-
AM, KSTE-AM, KGBY-FM &
KHYL-FM/Sacramento. He previ-
ously served as GM of Americom
Broadcasting's KPLY-AM, KODS-
FM & KQNV-FM/Reno, NV.

By Stuart Naar

Similarly, achieving an advertiser’s
25-54 goals obviously will never max-
imize the results for a particular client
— if, as in the previous example, the
target consumners are largely 25-34, and
the station running the ads reaches a
mostly 45-54 listenership. Even if the
consumers of the specific product or
service are spread throughout the 25-
54 demographic, there is still a ques-
tion as to whether a given station’s au-
dience 1s as evenly distributed.

In order to determine if the age
skew of a competitor’s audience is
creating an opportunity for your sta-
tion to bite off a piece of the business
— either younger or older — you
must examine the delivery of a 25-54
schedule, according to its performance
within each component age cell of the
overall demographic. (Some person-
al computer-based scheduling pro-
grams provide an option to do this
automatically.)

Consider the following example —
based on computations from an actu-
al Top 10 market radio buy, where a
somewhat younger-skewing Hot AC
(call it Station D) is trying to get add-
ed to aschedule (New Campaign) that
a client was planning to run on three
older-skewing adult stations (Stations
A, B, and C). The schedule goals and
results are summarized in the follow-
ing table.

New Campaign

Goal = 50 GRPs
Target Demo: Adults 25-54
Number Of Spots: 48
Daypart: M-F, 6am-7pm
Stations: (3) selected

Schedule 1: Station A — 16 spots
Station B — 16 spots
Station C — 16 spots

Totals: 48 spots  GRPs: 49.7

Reach: 17.7 Frequency: 2.8

Overall, the results seem to have
achieved the advertiser’s 25-54 GRP
goals. However, let’s take a look at
how the schedule performed on a cell-
by-cell basis:

New Campaign
Schedule 1: Cell-By-Cell
GRPx Reach Freq.
25-54 497 17.7 28
25-34 385 14.8 2.6
3544 476 16.8 2.8
45-54 69.6 23.1 30

Although the campaign achieved
the overall goal, this schedule wnder-
performed at the younger end, while
significantly overdelivering the oldest
(45-54) segment of the demographic.
Now let’s see what happens when we
redistribute the same 48 spots over

Sour stations, adding “Station D” to

the buy.
New Campaign
Schedule 2
Station A — 12 spots
Station B — 12 spots
Station C— 12 spots
Station D — 12 spots

Totals: 48 spots  GRPs: 55.4
Reach: 22.8 Frequency: 2.4

YWYOW  AMeTiCanTaiosTornT o

Schedule 1 vs. Schedule 2
GRPs Reach Frequency
S1 S2 S1 S2 Si S2
25-54 497 55.4 17.7 228 28 24
25-34 385 510 148 220 26 23
35-44 476 538 168 224 28 24
45-54 696 641 231 245 30 26

Furthermore, balance was also vastly improved in the younger (18-24)
and older (55+) cells adjacent to the broad 25-54 demographic.

18-24 242 526

80 233 30 23

55+ 726 570

245 230 30 25

Using the same total number of
spots, Schedule 2 achieves higher
GRPs and greater Reach. with just a
slight drop in Frequency (and frequen-
cy wasn’t a major goal of the cam-
paign). On a cell-by-cell basis, the re-
sults are even more dramatic.

As aresult of the cell analysis, Sta-
tion D was able to get itself added to
the schedule by showing how the cli-
ent could get greater Reach and De-
livery — with better demographic
balance — from the same dollar ex-
penditure.

Audience Loyalty

Sometimes, no matter how good a
job you do in terms of defining the
target and explaining demographic
efficiency, the buyer will still ask why
he or she needs your station on that
25-54 buy. When that happens, it's
time to introduce your agency coun-
terpart to a number of very important
people — the potential customers
who are available on your station and
nowhere else.

Two related groups of statistics can
be tapped to highlight this point: ex-
clusive cume and cume duplication.

Exclusive cume — that is, cume
persons who listen on/vto one station
within a reported daypart— will work
particularly well if you are a big cum-
ing station with a unique format or
daypart. However, you don’t neces-
sarily have to be a “one ot a kind” sta-
tion to show that your audience con-
sists of a unique group of potential
customers.

Let’s say that you have a station that
skews heavily 18-34 and finishes out
of the Top 10 in persons 25-54 share
— even though it's among the six or
seven highest cume stations in the
demo, with an audience of 250,000
each week. Even if you’ve exhausted
all available AQH and qualitative ar-
guments without success, don’t give
up the buy before looking intc cume
duplication.

In this case (see box below),
80% of ““Your Station”’s audience —

200,000 persons 25-54 — are NOT
available on Station X and even
more are unduplicated with Station
Y and Station Z. (While the Ar-
bitron printed report contains per-
sons 12+ duplication, demograph-
ic breakouts are available on Max-
imiser.) Now you can use this in-
formation to ask the client how he
or she can afford to ignore your
200,000 potential consumers.

This marketing approach may
have even more impact when there
is an even greater degree of dupli-
cation among the stations already
slated for the buy. In that situation,
you can rationalize not only that
*“Your Station” offers a unique au-
dience, but also that adding ““Your
Station” to the schedule in place of
one of the stations that shows great-
er duplication will provide greater
reach of the total demographic tar-
get. (Remember: Less duplication
equals greater ner cume.)

There was a time in the *80s when
it wasn’t that rare to find general man-
agers refereeing arguments between
sales managers and program directors
about whether their “Hot,” “Hit,”
“Dance,” etc. station should be
“evolving” the music in order to gen-
erate more 25-54 appeal. The only
place such stations usually “‘evolved”
was out of existence, as they blew off
their existing audiences without
changing the format enough to draw
in new listeners.

In an age of niche formats, we must
be prepared to put all available data
to work for us in order to best market
the value of a station’s unique position
in its marketplace. Don’t let anyone
tell you why your station is “wrong
for the buy.” prove to them you’re
right for the buy!

Stuart Naar is Research Di-
rector for Interep Radio’'s Re-
search Division. He can be reached
by phone at {212) 818-8912 or by
e-mail at Stu_Naar@interep.com

Percentage Of Your Station’s Persons
25-54 Cume That Also Listens To ...

The foliowing table shows how much “Your Station™s cume is duplicated
(or shared) with Stations X, Y, and Z.

Percentage Number Percentage Number

Duplicated Duplicated Unduplicated Unduplicated
Station X 20% 50,000 80% 200,000
Station Y 16% 40,000 84% 210,000
Station Z 12% 30,000 88% 220,000
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PART THREE

MARKETING & PROMOTION

Planning Your Fall Marketing Strateqy

his week, we’ll focus on the promotional aspects of your

fall marketing strategy.

Design & Execution

To be totally effective in the fall.
carefully scrutinize your on-air pro-
motional contest. We ' ve created this
guide to help you examine the pro-
motion’s objective, design, and ex-
ecution.

To begin with. establish the me-
chanics of the promotion. Here's a
checklist of the items necessary for
promotion success:

* The contest rules are written and
copies are available to anyone who
requests them.

* Your legal counsel has read and
approved contest rules.

* The contest has definite start and
end dates.

* The rules are available for hand-
out.

* You’ve prepared a schedule of
five and recorded promotional an-
nouncements.

* There's a written format for air
talents to adhere to when conduct-
ing the contest.

* Winners’ promos are updated
frequently. (If promos are aired 12-
18 times per day. update every 36
hours. If promos air six-12 times per
day, update every 48 hours. And if
promos air four-six times per day.
update every 72 hours.)

16 Suggestions

Your air talent’s execution is crit-
ical to the success of the on-air pro-
motion. The following 16 sugges-
tions can help make the promotion
a winner.

1) Talents relate the contest infor-
mation to the audience, not merely
read the copy.

2) Talents emit a genuine level of
enthusiasm.

3) Talents “sell” — not just tell
about — the promotion.

4) Each on-air contest should be
conducted in such a way that the
promotion conforms to the target of
the radio station.

5) Guard against too much talk or
overselling. Here are some exam-
ples:

* Don't let talents enlist call-in
participation, then repeat the details
(phone number, question, prizes
available, procedure to win, etc.)

three or four times.

* Don’t let talents violate listen-
ers’ favorite songs by giving too
much contest information over song
intros.

* Don’t create rules and instruc-
tions that take up too much air time.
(They should be simple enough to
be conveyed in 10-15 seconds.)

* Don’t let the conversation be-
tween the talent and the contestant
meander or not flow well.

* Don’t let talents put contestants
on-air who say foolish things, sound
dumb. or whose speech is unintelli-
gible.

* Don’t let talents repeat every
statement made by contestants.

6) Talents shouldn’t make nega-
tive comments when a contestant
has @ wrong answer or guess.

7) Talents have a courteous. ab-
breviated, and “adult” phone man-
ner.

8) There’s no inappropriate
“street” language or references (i.e.,
bonkers. party down, get crazy)
when engaging in phone conversa-
tion.

9) Call letters appear at the begin-
ning and end of on-air contestant
conversations.

10y Talents promote ahead, i.e.,
going into the conversation with a
contestant.

11) When talent solicits a desig-
nated caller (say, No. 6). the earlier
callers (in this case, callers one
through five) are neither answered
live on the air nor treated poorly.

12) The winner’s address and
phone number aren’t given out over
the air.

13) Ask yourself: During each 30-
second on-air contest execution,
would a song have been better?

|1 4) Talents mention the next time
that the giveaway/contest is sched-
uled. This tactic will increase TSL
and ensure continued interest in the
contest.

15) Remember: Less than 20% of
listeners have an active interest in
contests and promotions.

16) The talents’ on-air promotion
procedure doesn’t alienate or impose
on the listener who simply tunes in
for entertainment and information
elements.

periods.

Radio’s Major Promotional Errors

1) The tendency to overvalue — or undervalue — the
role of promotion relative to ratings success

2) The failure to have a promotional strategy

3) Spreading the promotional effort too thin

4) The failure to schedule the promotion properly —
either on-again, off-again or bunched during ratings

5) The failure to integrate all promotional efforts to
achieve synergistic total effect

6) The failure to feature a strong selling proposition

7) Poorly allocating the promotion budget. Buy smart!

8) The failure to sell — and graphically project — the
station frequency and call letters. (In the final
analysis, this is the ultimate message.)

By John Lund
Size Matters

Major promotions demand heavy
on-air promotion. To begin with,
write-in promotions should be pre-
promoted 10-14 days in advance.
You’ll also want to use Arbitron
reach and frequency calculations to
determine promo frequency. or gen-
eralize as follows:

* Recorded promos should air
every hour to 90 minutes.

« Live liners should air twice per
hour (or more often).

« Asinterest builds, taped promos
should be supplanted with winner
promos.

* Maintain listener interest. Up-
date liners every two days and pro-
mos twice per week.

* Major promotions should be
“the talk of the town.” There should
be a mention of the promotion in
every stop set.

Minor promotions are often ex-
clusive to a specific daypart; offer
smaller prizes, and involve less com-
mitment on the part of the radio sta-
tion. Live liners and produced pro-
mos should be scheduled according-
ly.

Regardless of their size, your pro-
motions should always sound fun,
exciting, and fresh.

Post-Promotion

Be sure your post-promotion file
contains rules. liners, promos, win-
ner names, and a complete “de-
briefing” of the promotion that high-
lights successes, problems, and sug-
gestions for improvement.

John Lund is President of the
Lund Consultants To Broadcast
Management Inc. and Lund Me-
dia Research, a full-service radio
programming, consulting, and re-
search firm based in San Fran-
dsco. He may be reached by phone
at (415) 692-7777 or by e-mail at
TLC2RADIO®@aol.com

Pro:Motions

* Susan Reynolds is the
new Marketing Dir. at KDBX-
FM (The Beat)/Portland. She
most recently served as Dir./
Promotion & Marketing at
KSOL-FM/San Francisco.

* Robert Novak is the new
Dir./Sales-L.A. and Molly
McGettan Arthur is now AE/SF
at Katz Millenium Marketing.
Novak most recently served as
GSM for the Los Angeles Clip-
pers NBA franchise; Arthur was
formerly a publisher’s represen-
tative for Microsoft and Adobe
magazines.

In addition, Michael Guthrie
joins KMM as Technical Analyst.
He previously served as an In-
ternet market researcher atRRip-
tide Communications.

In related news, Regina Kit-
son has been promoted from
Mgr./Corporate Promotions to
Dir/Events & Special Projects
at Katz Media Group.
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Designing A Media Plan

hile there are no written rules on writing a station

media plan, the following guidelines may prove help-
ful. The media plan should be divided into three parts: ob-
jectives, strategy, and creativity.

Objectives

No media should be considered until specific goals are established.
Consider the following:

* Who is our marketing target (age, income, gender)?

* Where does the target live, work, shop (lifestyle)?

* When do they listen to the radio and watch TV (by day or week. month,

time of day)?

* What is the competition doing?

» What is the media budget, including production and other costs?

Media Strategy

When selecting a specific media, consider such factors as impac, reach,
frequency, and continuity. A new station launch necessitates siressing
impact and reach to generate high name and format awareness to stimu-
late sampling. Continuity and repetition may be more important to well-
established stations. There are many reasons why specific media are
chosen. The following list consists of the generally recognized pros and
cons of each medium.

TV
Pro: Powerful impact, achieves high reach quickly
Allows for high degree of creativity
Reaches a large mass audience
Cable TV has low rates and many availabilities

Con: High spot cost and production cost
Scarce primetime availabilities
Non-selective, fragmented audience

Newspapers

Pro: Fast-acting
Mass medium reaches large 35+ audience in single exposure
Useful for detailed messages
Vehicle for coupon/contest entry
Traditional medium has image of credibility with retailers.

Con: Ad clutter; typical paper is 65% advertising
Stagnant circulation
Circulation doesn't mean ad readership; there are low “noted” scores
Doesn't effectively reach 18-34 age group

Magazines

Pro: Long shelf life and ad fife
Most are well-targeted demographically.
Long copy development

Con: Expense for ad space is rising
Specialized circulation may miss target audience
Long lead time for placing ads

Outdoor

Pro: Location; sells in-car listening best
Size and repetition
Effective when selling simple ideas
Subliminal impact
Works best when there’s motion/movement on the board

Con: Non-selective
No room for copy development
Only reaches customers out of home
Low recalt

Direct Mail

Pro: Highly measurable
Low cost per response
Highly targetable, selective (by income, demographic,
and interests)
Works well along with at-work telemarketing

Con: Long lead time
High cost per thousand
“Junk mail” association

Creative Efforts

What shouid the advertising sell? Consider these five general rules,
regardless of media:

* Get attention.

¢ Arouse interest.

» Create a preference (develop desire).

* Make a proposal (or get an inquiry).

* Stimulate action (get the person to sample the station or participate in

your contest).

Remember: The basic function of advertising is to SELL the station to
the audience. The ad becomes the station’s personal represertative to
the audience. Thus, it must “look” like the station, and be inviting

In creating the ad, consider the age and lifestyle of your target audi-
ence. Test graphics, logo, and the colors first. Use focus group environ-
ment or test the artwork at a place where the audience gathers (e.g.,
concerts, schools, shopping malls). Ask people what they think of a slo-
gan, graphic, or color and WHY they think that way.
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Air Talents Uncover Scientology Plot!

WGZ/Flint, MI air talents

Mitch Gill & Tommy Walk-
er say John Travolta’s latest film,
“Phenomenon,” is littered with se-
cret references to the star’s Scien-
tology beliefs. Gill & Walker even
claim that if you play the movie's
theme song (Peter Gabriel's |
HaveThe Touch”) backwards, you'll
hear the words “Don’t you miss
Ron?” — a reference to the late
Scientology founder L. Ron Hub-
bard (Globe).

Really BIG News

Melissa Etheridge’s lesbian lov-
er, Julie Cypher, is four months
pregnant, but the moms are mum
on how this happened (Globe, Star,
National Enquirer, Time, News-
week, People).

Frustrated that the four inflatable
look-alikes used on the group’s re-
union tour didn’t measure up to the
band’s rigid specifications, Kiss
ordered the blow-up dolis sentback
for some extra-special enhance-
ment (Globe).

“She wanted it strapless. Do you
know what an engineering feat that
is?” — designer Saul Bostwick,
on the dress he made for Aretha
Franklin to wear onstage at Presi-
dent Clinton’s recent 50th birthday
bash (Newsweek).

Face Facts

Michael Jackson is starting to
tum black again, a top dermmatolo-
gist tells the Globe after examining
recent pictures of the singer. Accord-
ing to the skin doctor, vitiligo — the
skin disease that resuits in a loss of
pigmentation, from which MJ claims
he suffers — often causes skin col-
or to come and go, but in unsightly
blotches rather than all at once.

Meanwhile, the Starreports that
Michael Jackson got some hair
transpiants and another face lift.

And ... the National Enquirer
sports a 48-page special on “what
stars really look like” spotlighting
{mostly) less-than-fiattering shots
of Courtney Love, Barbra Strei-
sand, Kathy Mattea, Pam Tillis,
Tanya Tucker, Trisha Yearwood,
Faith Hill, Dolly Parton, Garth
Brooks, Sex Pistols singer
Johnny Rotten, Coolio, Cyndi
Lauper, WKTU/NY moming talent
RuPaul, Cher, Michael Jackson,
Janet Jackson, LaToya Jackson,
Reba McEntire, Wynonna, Tina
Turner, Shania Twain, Julio Igle-
sias, Red Hot Chili Peppers bass-
ist Flea, Vanessa Williams, Whit-
ney Houston, and Madonna.

I’'m Your Fan!

“Every time she [Whitney Hous-
ton, whom she’s known for more
than a year] calls me, | scream” —
Brandy admits to being starstruck
(People).

Speaking of Whitney Houston
... hubby Bobby Brown totalled
her $105,000 Porsche in a
100mph car crash while coming
home from a Miami strip club at
6:40am, and her 75-year-old father
was arrested on charges of abus-
ing his 34-year-old wife (Globe,
Star, National Enquirer).

“Who are you?” — Fran
Drescher (TV's “The Nanny”) re-
calls the first words heridol, Bar-
bra Streisand, spoke to her
(Star).

Incidentally, Streisand’s aides
hand-picked only her fans to be in
the audience for previews of her
forthcoming “The Mirror Has Two
Faces” film (National Enquirer).

And ... La Barbra has a new
beau ... actor James Brolin ( Time).

Meanwhile, Prince called an
L.A. video store and bought nine
different Kevin Costner movies
(National Enquirer).

My Brilliant Career

One of Madonna’s ex-lovers —
Tony Ward, co-star of the “Justify
My Love” video — has become an
alcoholic who's living out of a pal's
garage. The bisexual Ward, who's
made gay porno films under the
name “Franco Kier” and walked out
of two rehab stints that Lady Ma-
donna paid for, is now going to AA
meetings and trying to get an act-
ing career together, playing a gay
prostitute in a low-budget film (Na-
tional Enquirer).

“If that is enough to ruin my ca-
reer, then screw it; it's not a very
meaningful career” — Cher admits
that making those “schiocky” hair-
care infomercials was “a bad
choice” (People).

“I'm not an ovemight success,
I've been at this since | was 6" —
LeAnn Rimes, age 14 (People).

I’'m NOT Angry!

Rosanne Cash recounts unwit-
tingly telling Howard Stern asso-
ciate Stuttering John just how
much she hates his boss in her
Live! tour diary.

Reba McEntire is miffed that she
wasn’t nominated for any major
Country MusicAssociation awards
this year (National Enquirer).

Counting Crows frontman
Adam Duritz has dumped
Courteney Cox again — this time
for good — after catching her in a
lengthy, cooing conversation with
old beau Michael Keaton (Nation-
al Enquirer).

“Like being with a wife beater
who won't divorce you” — David
Byrne — who recently filed suit to
try and prevent the three other Talk-
ing Heads members from billing
themselves as the Heads — de-
scribes the feud that began when
the band broke up (Time).

'CENE

Each week R&R sneaks a peek through the nation’s consumer
magazines in search of everything from the sublime to the ridicu-
lous in music news. R&R has not venified any of these reports.

SHOW PREP

MUSIC & MOVIES CYBERSPACE

CURRENT

s

® TIN CUP (Epic Soundtrax)

Featured Artists: Chris Isaak, Patty Loveless, Shawn Colvin
® ESCAPE FROM L.A. (Lava/Atlantic)
Single: Blame/Gravity Kills (Lava/Atlantic/TVT)
Other Featured Artists: Stabbing Westward, Butthole Surfers, CIV

® SHE’S THE ONE (Warner Bros.)

Single: Walls/Tom Petty & The Heartbreakers

* PHENOMENON (Reprise)

Singles: Change The World/Eric Clapton
| Have The Touch/Peter Gabriel
Other Featured Artists: Jewel, Aaron Neville

® ERASER

Single: Where Do We Go From Here/Vanessa Williams (Mercury)

* BORDELLO OF BLOOD (Mercury)

Featured Artists: Red Kross, Thin Lizzy, Anthrax

® KINGPIN (A&M)

Single: But Anyway/Blues Traveler

Other Featured Artists: Goldfinger, Freedy Johnston
® THE ADVENTURES OF PINOCCHIO

Single: Kiss Lonely Goodbye/Stevie Wonder (London)
® THE HUNCHBACK OF NOTRE DAME (Walt Disney)

Single: God Bless The Outcasts/Bette Midler

® EDDIE (Island/Hollywood)
Singles: Tell Me/Dru Hill
Say It Again/Nneka

Other Featured Artists: J’'son, Jodeci, House Of Pain

* BASQUIAT (Island)

Featured Artists: Toadies, PJ Harvey, David Bowie

® THE CABLE GUY (Work)

Single: Standing Outside .../Primitive Radio Gods (Ergo/Columbia)
Other Featured Artists: Cypress Hill, Porno For Pyros, Silverchair

®* KAZAAM (Perspective/A&M)
Single: Wishes/Nathan Morris

Other Featured Artists: Barrio Boyzz, Immature f/Quindon

COMING
* THE CROW: CITY OF ANGELS (Hollywood)

Singles: Jurassitol/Filter

I'm Your Boogie Marn/White Zombie (Hoilywood/Geffen)
Other Featured Artists: Bush, Hole, PJ Harvey

® BULLETPROOF

Single: Champagne/Salt-N-Pepa (MCA)

* SETIT OFF

Single: Missing You/Brandy/Tamia/Knight/Khan (EastWesVEEG)

Hot new music-related World
Wide Web sites, cool cyberchats,
and other points of interest along
the information superhighway.

’Net Chats

Quad City DJ’s, Tuesday (9/3)
at 9pm ET/6pm PT, Prodigy (jump:
CHAT).

Biohazard, Wednesday (9/4) at
8pm ET/5pm PT, America Online
(keyword: WARNER,).

Producer David Foster, Thurs-
day (9/5) at9pm ET/6pm PT, Com-
puServe (go: CONFERENCE).

On The Web

Rapper L.L. Cool J chats live
at Ticketmaster Online (http:/
www.ticketmaster.com) Wednes-
day night at 9pm ET/6pm PT.

Royal Crown Revue’s late-
night Friday show (8/30) from
L.A’s House Of Blues will be
cybercast live at  http://
www.LiveConcerts.com start-
ing at 2am ET/11pm PT. Three
hours prior to the show, at 11pm
ET/8pm PT, the band will go on-
line for a live chat; download in-
formation from the band’s web
site at http://'www.wbr.comv/rcr.

The newly improved Ultimate
Band List, featuring links to thou-
sands of recording artists, will be
relaunched with a new address —
http//ubl.com-—on Sunday (9/1).

Country artist Sammy Kershaw’s
official web site has opened at http/
fwww.nashville.net/~krshwknr.

P

MUSIC DATEBOOK

MONDAY, SEPTEMBER 9

1956/Elvis Presley makes his first
appearance on “The Ed Sullivan
Show.” He’s shot from the waist
up so his gyrating pelvis won't
offend Sullivan’s audience.

1992/Van Halen’s “Right Now” wins
MTV’s Best Video Award.

1995/Chynna Phillips marries actor
William Baldwin.

Born: The late Otis Redding 1941,
Billy Preston 1946, Dave
Stewart (ex-Eurythmics) 1952

TUESDAY, SEPTEMBER 10

1964/Rod Stewart records his first
single, “Good Morning Little
Schoolgirl.”

1975/Kiss releases the “Kiss Alive” al-
bum.

1988/The first Elvis Presley credit
card is issued.

1990/The Fresh Prince (aka Will
Smith) makes his TV debut in
“The Fresh Prince Of Bel Air.”
D.J. Jazzy Jeft has a recurring
role as his best friend.

1995/Cyndi Lauper wins an Emmy for
her guest appearance on “Mad
About You.” Barbra Streisand
wins one for “Barbra Streisand
The Concert.”

Born: Jose Feliciano 1945, Joe Per-
ry (Aerosmith) 1950

WEDNESDAY, SEPTEMBER 11

1971/“The Jackson 5" cartoon pre-
mieres on ABC-TV.

=
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1987/Peter Gabriel’s “Sledgeham-
mer” wins MTV’s Best Video
Award.

1979/The Who makes its first appear-
ance with new drummer Ken-
ny Jones, who replaced Keith
Moon.

1987/Reggae great Peter Tosh and
two others are shot and killed
by thieves who are robbing his
Kingston, Jamaica home.

THURSDAY, SEPTEMBER 12

1965/The Beatles release “Yesterday.”

1966/“The Monkees” TV show pre-
mieres on NBC-TV.

1987/Morrissey leaves the Smiths to
go solo.

1990/Christine McVie and Stevie
Nicks announce they'll no long-
er perform with Fleetwood
Mac. (Nevertheless, they wind
up singing with the group at
President Clinton’s inaugura-
tion in 1993.)

Born: Barry White 1944, Neal Peart
{Rush) 1952, Larry Lalonde
(Primus) 1968

FRIDAY, SEPTEMBER 13

1974/Stevie Wonder begins his first
tour since being in a near-fatal
car accident a year earlier.

1976/Rick Dees is fired from WMPS/
Memphis in a dispute over his
hit “Disco Duck.”

1985/Sting begins his first solo tour.

Born: David Clayton-Thomas (Blood,
Sweat & Tears) 1941, Peter
Cetera 1944

Bl SATURDAY, SEPTEMBER 14

Little Richard —
awopbopaloobopalopbamboom!

1955/Little Richard records “Tutti
Frutti.”

1968/Pete Townshend announces
plans for a rock opera about a
deaf, dumb, and blind kid
named Tommy.
Also ... “The Archies” premieres
onCBS-TV.

1984/Herbie Hancock’s “Rockit” wins
Best Video at the first MTV Vid-
eo Awards.

1995/Paul McCartney’s handwritten
lyrics for “Getting Better” sell
for $249,000 at a Sotheby’s
auction, topping the $74,910
record for “A Day in The Life.”

SUNDAY, SEPTEMBER 15

1979/Abha begins its first U.S. tour.

1980/The stage version of “The Elephant
Man,” with David Bowie in the
title role, moves to Broadway.

1988/Mark Knopfler announces Dire
Straits will break up so he can
concentrate on solo projects.

1991/Madonna’s black and pink bra
from her “Truth Or Dare” movie
sells for $11,000 at a Michigan
Rotary Club auction.

e
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59.4 million households
Patti Galluzz,
VPMusic Programming

SALT-N-PEPA Champagne (MCA)
DONNA LEWIS | Love You Always Forever (Atiantic)
REFRESHMENTS Down Together (Mercury)
DEFTONES Bored (Maverick'WB)

SEBADOH Ocean (Sup Pop)

SOCIAL DISTORTION | Was Wrong (550 Music)

| HEAVY |

BECK Where It's At (DG(C/Geffen)

DAVE MATTHEWS BAND So Much To Say (RCA)
FUGEES Ready Or Not (Ruffhouse/Columbia)

L.L. COOL J Loungin (Def JamvRALMercury)

JOHN MELLENCAMP Key West intermezzo ... (Mercury)
METALLICA Hero Of The Day (ElektraFEG)

NAS If | Ruled The World (Columbia)

OASIS Don't Look Back In Anger (Epic)

TOM PETTY & THE HEARTBREAKERS Walls (Wamer Bros.)
RAGE AGAINST THE MACHINE People Of The Sun (Epic)
R.E.M. E-Bow The Letter (Wamer Bros.)

SALT-N-PEPA Champagne (MCA)

SOUNDGARDEN Burden In My Hand (A&M)

SUBLIME What | Got (Gasoline Alley/MCA)

311 Down (Capricor/Mercury)

| JAM OF THE WEEK |

MAXWELL Ascension (Don't Ever Wonder) (Columbia)

| STRESS |

ALICE IN CHAINS Over Now (Columbia)
BLACKSTREET t/DR. ORE No Diggity (/nterscope)
TRACY BONHAM The One (/sland)

BUTTHOLE SURFERS Pepper (Capito))

ERIC CLAPTON Change The World (Reprise)
CRANBERRIES Free To Decide (/sfand)

EELS Novocaine For The Soul (DreamWorks/Geffen)
FILTER Jurassitol (Holtywood)

GROUP THERAPY East Coast .. (iterscope)

WHITNEY HOUSTON Why Does it Hurt So Bad (Arista)
NAOA SURF Popular (Elektra/EEG)

MAX! PRIEST t/SHAGGY That Girl (Virgin)

PRIMITIVE RADIO GODS Standing ... (Ergo/Columbia)
QUAD CITY BJ'S C'mon N Ride It .. (Big Beat/Atlantic)
STABBING WESTWARD Shame (Columbia)
WALLFLOWERS 6th Avenue Heartache (/nterscope)

| ACTIVE

A TRIBE CALLED QUEST 1nce Again (Jive)

AALIYAH It Your Girl Only Knew (BlackGround/Atiantic)
BETTER THAM EZRA King Of New .. (SwellElektra/EEG)
BLUES TRAVELER But Anyway (A&M)
BRANDY/TAMUAUGHT/KHAN Missing .. (EastWestERG)

POUBIC ARST
50.8 million households
Lee Chesnut, VP/Music Programming
Wayne Isaak, Sr. VP/Music & Talent Relations

|ADDS |

GARBAGE Stupid Girl {Almo Sounds/Geflen)
3T Why (M550 Music/Epic)

XL |

TOMI BRAXTON You're Makin® Me High (LaFace/Arista)
TRACY CHAPMAN Give Me One Reason (Elektra/EEG)
ERIC CLAPTON Change The World (Reprise)

JEWEL Who Will Save Your Soul (Atlantic)

JOHN MELLERCAMP Key West intermezzo... (Mercury)

| LARGE

BRYAN ADAMS Let's Make A Night To Remember (A&M)
CELINE DION It's At Coming Back To Me Now (550 Music)
MELISSA ETHERIDGE Nowhere To Go (/sland)

HOOTIE & THE BLOWFISH Tucker's Town (Atiantic)
DONNA LEWIS | Love You Atways Forever (Atiantic)
NATALIE MERCHANT Jealousy (Elekira/FEG)

ALANIS MORISSETTE You Learn (Maverick/Reprise)
PRIMITIVE RADIO GODS Standing... (Ergo/Columbia)
TOM PETTY & HEARTBREAKERS Walls ( Wamer 8ros.)
WALLFLOWERS 6th Avenue Heartache (/nterscope)

| MEDIUM l

MARIAH CAREY Forever (Columbia)

CHER One By One (Reprise)

CRANBERRIES Free To Decide (/sland)

DISHWALLA Counting Blue Cars (A&M)

GLORIA ESTEFAN You'll Be Mine (Epic)

ELTON JOHN You Make History (Young Again) (MCA)
AMANDA MARSHALL Birmingham (Epic)

TONY RICH PROJECT Like A Woman {LaFace/Arista)
TINA TURNER Missing You (Virgin)

| CUSTOM

TORI AMOS Hey Jupiter (Atlantic)

FIONA APPLE Shadowboxer (Work)

MERRIL BAINBRIDGE Mouth (Universal)
BLUES TRAVELER But Anyway (A&M)
BRANDY/TAMIA/KNIGHTACHAN Missing You (EastWestEEG)
BRAXTONS So Many Ways (Atiantic)

GARBAGE Stupid Girl (Almo Sounds/Geffen)
GIN BLOSSOMS As Long As It Matters (A&M)
WHITNEY HOUSTON Why Does it Hurt So Bad (Arista)
R. KELLY ) Can't Steep Baby (i 1) (J/ive)

KENNY LATTIMORE Never Too Busy (Columbia)
DAVE MATTHEWS BAND So Much To Say (RCA)
MAXWELL Ascension... (Columbia)

ELEANOR McEVOY Precious Little (Columbia)
OASIS Champagne Supernova ( Epic)

MAXI PRIEST /SHAGGY That Girl (Virgin)
R.E.M. E-Bow The Letter (Wamer Bros.)

PATTI ROTHBERG Inside (EM1)

DUMNCAN SHEIX Barely Breathing (Atiantic)
SWV Use Your Heart (RCA)

3T Why (M550 Music/Epic)

CRUCIAL CONFLICT Ride The Rodeo (Pallas/Universal)
WARREN 6. What's Love Got To Do With It (inferscope)
GEGGY TAH Whoever You Are (Luaka Bop/WB)

GHOST TOWN DJ’S My Boo (So So Det/Columbia)
DONNA LEWIS | Love You Always Forever (Atfantic)
MISTA Blackberry Molasses (EastWest/EEG)
MESHELL NDEGEOCELLO Who [s ... (Maverick/Reprise)
OUTKAST Elevators (LaFace/Arista)

16GY POP Lust For Life (Capitol)

REFRESHMENTS Down Together (Mercury)
REPUBLICA Ready To Go (RCA)

KEITH SWEAT Twisted (Elektra/EEG)

SWV Use Your Heart (RCA)

LON |

TORI AMOS Hey Jupiter (Atiantic)

FIONA APPLE Shadowboxer (Work)

OEFTONES Bored (Maverick/W8)

EVERCLEAR You Make Me Feel Like A Whore (Capitol)
GRAVITY KILLS Blame (Lava/Atlantic/TVT)

POE Angry Johnny (Modern/Atiantic)

REACHAROUND Big Chair { Trauma/Interscope)
SEBADOH Ocean (Sub Pop)

SEX PISTOLS Pretty Vacant ( Quid/Virgin)

SOCIAL DISTORTION | Was Wrong (550 Music)

Video airplay from September 2-8.

SHOW PREP _

WEEKEND BOX OFFICE

AUGUST 23-25
1 The Island Of $9.10
Dr. Moreau (New Line)*
2 Tin Cup (WB) $8.61
3 A Very Brady $7.05
Sequel (Paramount)*
4 A Time To Kill (WB) $6.14
5 Jack (Buena Vista)  $5.78
6 Independence Day $4.73
(Fox)
7 The Fan (TriStar) $3.31
8 Emma (Miramax) $2.46
9 Solo (Triumph)* $2.22
10 Escape FromL.A.  $2.11
(Paramount)
All figures in millions

* First week in release
Source: Entertainment Data inc.

COMING ATTRACTIONS: This

. week’s openers include “The Crow:
City Of Angels,” starring Vincent

é Perez and Virgin recording artist
- 1ggy Pop, who contributes a live ren-

z 7

dition of “l Wanna Be Your Dog” to
the film’s Miramax/Hollywood
soundtrack. The LP also spoflights
current singles by Hole (a cover of
Fleatwood Mac’s “Gold Dust Wom-
an”) and Filter (“Jurassitof”) as well
as Bush'’s version of New Order’s
“InA Lonely Place,” PJ Harvey’s “Na-
ked Cousin,” White Zombie's take
on K.C. & The Sunshine Band’s “I'm
Your Boogie Man,” Seven Mary
Three’s “Shelf Life,” and songs by
Toadies, Ko, Pet, NY Loose, Trick
& Gravediggaz, and Above The
Law f/Frost. Look sharp for
Deftones performing their ST con-
tribution, “Teething,” on-screen.
Sinbad stars in “First Kid,” which
also opens this week._ The film’s Walt
Disney soundtrack showcases
Json’s “I'll Never Stop Loving You,”
Sounds Of Blackness’s “The Pres-
sure Pt. 1,”Chill Rob G's “The Power,”
Devo’s “Gid U Want,” and cuts by the
Good Girts, Yello, Lalah Hathaway,
Sha-Shees, Darrell Black, and the
Diamond Mine w/Joey Richey.
Opening in limited release this
week is “Gils Town,” starring Lili
Taylor. The film’s Mercury soundtrack
spotlights PJ Harvey’s “Maniac,” Sait-
N-Pepa’s “Somma Time Man,”
Luscious Jackson's “Strongman,”
Neneh Cherry’s “Somedays,” Queen
Latifah’s “U.N.LT.Y.” and tunes by
Suga, Tyte, Yo Yo, Nefertiti, Bahama-
dia, Lamb, and Roxanne Shante.

VIDEO

NEW THIS WEEK

» GEORGIA (Miramax)

This feature film sports a Discovery soundtrack wherein the three stars
— Jennifer Jason Leigh, Mare Winningham, and X co-founder John
Doe — cover songs penned by Lou Reed (“There She GoesAgain,” “Sally
Can't Dance,” and “I'll Be Your Mirror”), Elvis Costello (“Almost Blue”), Van
Morrison (“Take Me Back”), and others. Jimmy Witherspoon contributes
“Ain’'t Nobody’s Business” and Ranch Romance perform “Arizona Moon”

to complete the LP.

» THINGS TO DO IN DENVER WHEN YOU'RE DEAD (Miramax)
Andy Garcia and Christopher Walken star in this feature film, which
carries an A&M soundtrack with songs by Blues Traveler, Dishwalla, Mor-
phine, Warren Zevon, Tom Waits, Freedy Johnston, Big Head Todd &
The Monsters, Johnny Cash, Buddy Guy, Neville Brothers, Ape Hang-

ers, Jimmy Reed, and Dean Martin.

» ALL DOGS GO TO HEAVEN 2 (MGM/UA)

With voiceovers by Charlie Sheen and recording artist Sheena East-
on, this animated feature film spawned an Angel soundtrack with East-
on’s “Count Me Out” and the Danny Frazier-Helen Darling duet, 1 Will

Video airplay from September 2-8. Always Be With You."
e T™HE
) S ZZ;; "g“,’,f"""‘s 21 million households
)A VRN V> Music Programming COC LT .
S CONCERT PULSE
I Video SOU’ Top 10 l NouconTRo Pos. A"Z;'G’“‘;
KEITH SWEAT Twisted (Elektra/EEG) 1 JIMMY BUFFETT $890.9
NEW EDITION Hit Me Off (MCA) [ National Top 20 | 2 NEIL DIAMOND $814.8
2 Oy o iy WHTHEY KOUSTON Wy Does tHurSotad i) | | 3 SSTADR 000 oee  Sanse
NAS If) Ruu:i The WO}rlld (Col)umbia) BLACKSTREET No Diggity (/nterscope) § KISS $803.1
GINA THOMPSON The Things That You Do (Mercury) SHADES Tell Me (Il Be Around) (Motown) 6 “H.O.R.D.E. FESTIVAL" $501.4
0'ANGELO Me And Those Dreamin’ Eyes Of Mine (EM)) NEW EDITION Hit Me Off (MCA) ' 7 HOOTIE & THE BLOWFISH  $453.1
R. KELLY | Can't Sleep Baby (It 1) (.jve) GHOST TOWN DJ'S My Boo (So So Def/Columbia) 8 BOB SEGER $375.4
MISTA Blackberry Molasses (EastWes/EEG) GIMA THOMPSON The Things That You Do (Mercury) 9 STING $366.0
MAXWELL Ascension... (Columbia) BOME THUGS-N.... Tha Crossroads (Ruthiess/Relativity) 10 ALANIS MORISSETTE $329.2
) , CRUCIAL CONFLICT Ride The Rodeo (Pallzs/Universal) 11 STEELY DAN $313.2
Information for week ending August 30. 3T Why (M550 Music/Epic) 12 ga:gs u:g};ﬁwgg::p :301 0
P T-BOZ Touch Myself (Rowdy/Arista) iR o it 286.6
l Rap C’ty Top 10 l BRANDY/TAMIAXNIGHT/KHAN Missing... (Elektra/EEG) :; i‘:‘g"fzﬁf‘“"“ ::‘7":-2
OUTKAST Elvators (Laface/a AZ YET Last Night (LaFace/Arista) g . $ara.
Losmrmnovz " tors { ""“'Me“H’F ""h) U DO OR OIE Do You Wanna Ride (Rap-A-Lot) Among this week's new tours:
usic Makes Me High (Universa) KEITH SWEAT Twisted (Elekira/EEG) TORI AMOS
hAaiTE SALLED QUEST 1(2"7 s OUTKAST Elevators (LaFace/Arista) BLACK CROWES
It 1 Ruled The World (Columbia) . ALEX BUGNON
L.L. COOL J Loungin (Def Jam/RALMercury) DEBORAH COX Where Do We Go From Here (Arista) J.J. CALE

WESTSIDE CONNECTION Bow Down (Lench Moty Prioriy)
ROOTS Clones (DGC)

GROUP THERAPY East Coast West Goast... (rferscape)
00 OR DIE Po’ Pimp (Rap-A-Lof)

£-40 Rappers’ Ball (Sik Wid It./ive)

Information for week ending August 30.

HORACE BROWN Things We Do For Love (Motown)
LOST BOYZ Music Makes Me High (Universal)

LOS DEL RIO/BAYSIDE BOYS... Macarena (RCA)
AMBER This Is Your Night (Tommy Boy)

D’ANGELDO Me And Those Dreamin’ Eyes Of Mine (EM))

Most requested for week ending August 23.

MIGHTY MIGHTY BOSSTONES
MY LIFE WITH THE THRILL KiLL KULT
NIXONS
RAGE AGAINST THE MACHINE
The CONCERT PULSE is courtesy of Polistar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; Califomia (209) 271-7900.

———AAdAeadaaerieankadiahicstanscom
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TOP TEN SHOWS
AUGUST 19-25

Total Audience
(95.9 million housahoids)

1 Seinfeld
2 3rd Rock From The Sun
(Thursday)
Dateline NBC (Tuesday)
Friends
ER
The Single Guy
Movie (Monday)
(“A Child’s Cry For help”)
Home Improvement
60 Minutes
10 The Nanny
(tie) 20/20
Adulis 18-49

Seinfeld
3rd Rock From The Sun
(Thursday)
ER

The Single Guy

Friends
Dateline NBC (Tuesday)
Home Improvement
Movie (Sunday)

(“The Addams Famil/”)
Beverly Hills, 90210
10 Movie (Monday)

(“A Child’s Cry For Felp”)
Source: Nielsen Media Res=arch
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Gontng Next Week ]

All show times are ET/PT unless
otherwise noted; subtract cnhe hour
for CT. Check listings for siowings
in the Mountain time zone All list-
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