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MEET US AT THE NAB!

R&R will be in full force at the NAB in New
Orleans. Twenty-five staffers from the
publication will be covering sessions,
maintaining our exhibit booth, and
checking out new developments in the
“Big Easy.” Here are some highlights:

* R&R ONLINE: Radio’s most visited
web site will be on display at the R&R
exhibit booth at the Convention Center
(look for the large R&R banner hanging off
the ceiling). Check out continuous NAB
session coverage (including pictures!), as
well as R&R’s new stock market display.

* R&R TODAY: The industry’s freshest
daily fax service will be distributed widely,
featuring a complete wrapup of the
previous day’s events. Pick up your own
copy at our booth.

o SISTER HAZEL SHOW: You're invited
to the R&R-sponsored party Thursday,
September 18 between 6-8pm in the
Grand Ballroom of the Hilton Riverside.

e CLICK-AND-PLAY: Radio stations can
create a potential new revenue stream via
their web sites using R&R’s charts.
Listeners who click on a song title can
preview a 30-second sample and then
choose to purchase the album online. See
a demonstration at the exhibit booth.

e FORMAT PANELS: Several of R&R’s
editors will be covering panels at the show.
Consult your schedules for AC (Mike
Kinosian); Alternative (Sky Daniels); CHR
(Tony Novia); Country (Lon Helton); NAG/
Smooth Jazz (Carol Archer); and Rock
(Cyndee Maxwell).
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Mark Hamlin appointed
PD for WPNT/Chicago

Kurt Johnson named PD
for WYXR/Philadelphia
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CHR/POP
* JEWEL Foolish Games (Atfantic)

CHR/RHYTHMIC

* MARIAH CAREY Honey (Columbia)

URBAN
 JOE The Love Scene (Jive)

URBAN AC

* JOE The Love Scene (Jive)

COUNTRY
« COLLIN RAYE What The Heart Wants (Epic)

NAC/SMOOTH JAZZ

» PHILLIPE SAISSE Moanin’ (Verve Forecast)

HOT AC

« JEWEL Foolish Games (Atlantic)

AC
* LEANN RIMES How Do | Live (Curb)

ACTIVE ROCK
* DAYS OF THE NEW Touch, Peel, And ... (Outpost/Geffen)

ROCK _
* ROLLING STONES Anybody Seen My Baby? (Virgin)

ALTERNATIVE

* SMASH MOUTH Walkin' On The Sun (interscope)

ABULT ALTERNATIVE
* SARAH MCLACHLAN Building A Mystery (Arista)

'NEWSSTAND PRICE $6.50
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For Clear Channel’s Mark Mays,
It’s Not Just ‘Family Business’

By Tony Novia
R&R CHR EDITOR

As a teenager in San Antonio, Mark Mays was
literally raised on radio. During his summer vaca-
tions, he did everything from winding tapes to help-
ing build the studios for the stations his {ather —
Lowry Mays — owns.

After years of paying his radio dues, Mays was [§
off to college. Upon graduation, he began working =
with the Dallas-based investment firm Eppler, Guer-
ron & Turner. Mays obviously had a keen sense of
his future and where radio was going: His three years

Mays

See Page 74

Jeff Affleck

De Castro, Ginshurg Kick Off Their New Venture

™ Evergreen Media founders have now been issued challenge of boosting Chancellor Media’s fortunes

Chancellor Media President/CEO Scott Ginsberg (center, in striped shirt), COO Jim de Castro (left
of Ginsberg) flanked by the company’s GMs and corporate brass.

By RoN RoDRrIGUES
R&R EDITOR-IN-CHIEF

Nearly a decade ago, Scott Ginsburg,
Jim de Castro, and Matt Devine started
Evergreen Media. principally on the suc-
cess of WLUP/Chicago.

Little could Ginsburg, an attorney and
onetime religious broadcaster; de Castro.
then-GM of the Loop; and Devine, a
former American Airlines finance exec-
utive. have predicted back in 1988 what
lay in store for them and the business they
were in.

Indeed. between then and now, Ever-
green survived a crippled start-up of its
L.A. property, a downturn in business in
the early *90s, the telecom bill (which. of
course, changed everything). and persis-
tent ofters to cash out. Patience pays off:
The trio now manages the largest pure-
play radio group — worth mulubillions
— n America today.

[ caught up with Ginsburg and de Cas-
tro recently to get a more personal and
philosophical portrait of these two nen.

R&R: How did vou meer?

Scott Ginsburg: The relationship be-
gan in Chicago in the mid-"80s. Jimmy
was the GM of WLUP (The Loop), and
my company. Statewide Broadcasting,

See Page 14
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ﬁldberg To Chair
Mew Mercury Group

By STEVE WONSIEWICZ
R&R MUSIC EDITOR

PolyGram Music Group has
elevated Mercury Records Pres-
ident/CEO
Danny Gold-
berg to Chair-
man of the
newly created
Mercury
Group. Under
the new struc-
ture, Goldberg
will continue
overseeing
Mercury and
will be respon-
sible for the management of
Motown and PolyGram Clas-
sics & Jazz in the U.S. Motown
Chairman Clarence Avant will
remain responsible for that label’s
day-to-day operations while a

Goldberg

GOLDBERG/See Page 26

ANNUAL COMPENSATION SURVEY

Radio Salaries Level Off

sales compensation for most
positions were up, while sim-
ilar positions in markets 16-50
were off by dou- |

Radio station compensation
didn’t seem to keep up with
the brisk growth of radio rev-

enues in 1996.
according to
the latest
R&R/Miller,
Kaplan, Arase
& Co. Radio
Industry Salary
Survey. With
few excep-
tions. most ex-
ecutive salaries
were either
down slightly
or flat from the
previous year.
Most notable

were the vast differences in
how pay rates changed when

GM Salaries
Change, *95-°96

Market Size:

1-15: +3%
16-30: -11%
31-50: -8%
51-75: +9%

76-100: +5%
101-175: 7%

Source: Miller. Kaplan. Arase & Co.

COMPLETE SALARY RESULTS:
PAGES 28-32

making 2% less, GSMs are up
3%, and a top-billing salesper-

based on market size. In the

top 15 markets. executive and

R -

Tristani Officially
Nominated To FCC

BY MATT SPANGLER
R&R WASHINGTON BUREAU

On the same day that former
| Massachusetts Governor William

ble-digits in

some cases.
The results

are in stark con-

trast to those of

last year. There,
the typical GM
paycheck rose
16% in 1995.
GSMs made 7%
more, and the
top billing sales-
person was 10%
higher. This
year, the GM is

SALARIES/See Page 22

Weld withdrew himself from the
running to be ambassador to Mex-
ico, Gloria Tristani, Chairman of
New Mexico’s State Corporation
Commission (SCC), was official-
ly nominated by the White House
for the third Democratic seat open
at the FCC.

Vice President Gore an-
nounced the nomination at a
speech before the Congressicnal
Hispanic Caucus Institute Mon-
day. The move was so widely an-
ticipated that the Senate Com-
merce Committee had already
scheduled hearings on the nomi-
nees; the committee will review
the nominees September 30. fol-
lowed by a hearing on FCC Gen-

TRISTANI/See Page 22
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Hamlin Heads To
The Point As PD

After a stint programming Coun-
try WWWW/Detroit, Mark Ham-
lin is back in AC
as PD of Bon-
neville Hot AC
WPNT/Chica-
go. He succeeds
Lorrin Palagi,
§ who now pre-
grams KHMX/
Houston (R&R
9/12).

Hamlin told
R&R, T learned
many new things

Hamliin

in Country and had a lot of fun. but |

AC’s really my background. I al-

ways kept up with the music because |

it’s what I like.

“This job came out of the blue, and
I'm thrilled to be working for such
a great company like Bonneville.
Within one week. I interviewed for
and accepted this job. Chicago’s a

HAMLIN/See Page 66

Johnson ‘Stars’ As
PD At "YXR/Philly
Chancellor Media Classic Rock
WAXQ/New York PD Kurt
e Johnson returns
| to the AC arena
A | by taking the pro-
gramming chair
at co-owned Hot
| AC WYXR/Phil-
| adelphia. He suc-
ceeds Dave Allan,
| whobecomes Re-
gional VP/Urban
Programming.
Johnson told
R&R, “I've been
familiar with ‘Star’ through my
many road trips through this mar-
ket. It's a great AC with more tex-
ture and variety than most other ACs
I've known. I'm glad to continue

Johnson

JOHNSON/See Page 21 |

Durkin To Program
K000-AM/Dallas

Veteran programmer Jay Durkin
(aka J.J. Jordan) has officially been
named Program Coordinator at CBS
Radio’s Talk KOOO-AM/Dallas.
He had served as the station’s inter-
im programmer since the station re-
located from 94.9 MHz to 1 190 kHz
in July.

“Durkin is the most experienced
person we could find for the posi-
tion — by far,” KOOO & KRLD-
AM/Dallas OM Michael Spears told
R&R. “He had retired to devote time
to his TV work and fishing, his first

DURKIN/See Page 66
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Crave President Rick Bisceglia (third from left) congratulates (I-r) Lisa
Wolfe, Cory Rooney, Julia Eisenthal, Morace Landy, Michael Ellis, Micha-
el Kushner, and (front) Dawn Fox on their appointments.

Crave Announces Executive Staffers

Making official what’s been known for months, Crave Records
formally unveiled its management team early this week:

* Lisa Wolfe has been tapped as VP/Pop Promotion. A 10-year
Columbia Records vet, she was formerly that label’s National Di-
rector/Promotion.

« Morace Landy has been appointed VP/R&B Promotion. Most
recently he worked at Epic Records in a variety of national promo-
tion positions.

« Julia Eisenthal has been named VP/Marketing & Artist Devel-
opment. She was VP/Marketing for Columbia.

 Michael Ellis has been named VP/A&R. He was formerly Pub-
lisher of Airplay Monitor and Associate Publisher at Billboard.

* Cory Rooney has been hired as VP/Black Music, A&R. He joins
the company from Epic, where he held the same title.

CRAVE/See Page 66

B94/Pittsburgh Promotes Edgar To PD

American Radio Systems’ WBZZ-FM (B94)/Pittsburgh has promoted
Asst. PD David Edgar to PD. He’ll continue to hold his midday airshift.

“Chris knows exactly what should be coming out of the speakers for B94,”
WBZZ. WDSY-FM & WZPT-FM VP/GM Andrea Scott told R&R. “We
are a unique CHR, and it takes a special person like David to understand
the music, presentation, and the entire package”

ARS/Pittsburgh OM Keith Clark told R&R, “Edgar has grown tremen-
dously ever the last two years, and it’s a thrill for me to be able to take a
rising programming talent and give him the opportunity to continue his
growth here in Pittsburgh”’

Edgar commented, “I’m thrilled to get the PD position at B94. It’s some-
thing I kave been working very hard for over the past three years. I want to
thank Kezith Clark and Andrea Scott for giving me the opportunity to be a
part of B94’s continued success and look forward to taking the station to
even higher levels.”

Prior to joining WBZZ in 1992, Edgar worked at WAVA/Washington.
He’s also worked at WBSB/Baltimore.

In other WBZZ news, Programming Asst. Laura Lilley has added MD
duties.

WLTF/Cleveland Welcomes James As PD

Former WRQX/Washington programmer Randy James has surfaced as
PD of WLTF/Cleveland. He succeeds Steve LaBeau, who exits the Jacor
AC.

Jacor VP/Area Manager Jim Meltzer told R&R, “This all came down
very fast. I met Randy last Thursday {9/11] and we hit it off immediately.
He’s an Adult Contemporary animal, and there are very few people like
that out there; he’s perfect for the Jacor team. There have been many ad-
justments at WLTF over the last 18 months, and even in the three months
that I’ve been here. It’s time to get the station on track.”

In addition to WLTF, Cleveland houses Soft AC WDOK and Hot AC
WQAL. Regarding WLTF’s future. Meltzer told R&R, “WLTF will re-
main in the format, but not dead in the middle. Sometimes being in the
middle isn't bad, and sometimes it sucks. We believe WLTF will be a vi-
brant and entertaining station.”

Prior to joining WRQX, James — who started his new assignment last
Wednesday — previously programmed WMMX/Dayton.
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Curb/Universal Ups John Gurb To VP
M CMG promotion depts. elevate Hackett, Wood

The Curb Music Group has re-
aligned key executives at two of its
labels. MCG/

Curb VP/Promo-
tion John Curb
has been elevated |
to the VP post at
Curb/Universal.
He succeeds Car-
son Schreiber, § £
who left last &
month 1o become
VP/Promotion & |
Artist Develop-
ment for Disney’s
new Nashville-based label, Lyric
Street. John Curb will continue to
be based in Los Angeles.

Curb

Promoted to MCG/Curb VP/Na-
tional Promotion is Jeff Hackett,
who had been
Curb Director/
National Promo-
tion. And South-
east Regional
Eva Wood takes

[

Ll 4

:":; /| Hackett’s former

“~ /| post; she’ll relo-

Ui ,y cate from Atlanta
@ to Nashville.

CMG Exec.

VP/GM Dennis

Hackett Hannon com-

mented, “Due to our successful

CURB/See Page 66

Halper Heads DreamWorks/Nashville Ops

Former Imprint CFO/VP
Business Development
Wayne Halper has been
named head of label opera-
tions for DreamWorks/
Nashville. He’ll report to
principle executive James
Stroud and supervise the
day-to-day activities of the
label. overseeing business
affairs and administrative
functions. He’ll coordinate
the efforts of sales, market-

310-553-4330
202-463-0500
615-244-8822

Halper

WEB SITE:

310-203-8727
310-203-9763
202-463-0432
615-248-6655

7 ing, media, promotion, and
video.

“Wayne is an extraordi-
nary individual whose busi-
ness savvy and interperson-
al skills will greatly enhance
the DreamWorks/Nacshville
operation,” Stroud said.
“I"'m thrilled to be working
with him again.”

Halper commented, “I’ve

HALPER/See Page 66
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$100 Million Annual Community

Service Gampaign Launched
[ Hicks, Muse and friends to help Big Brothers, Sisters expand news

By JEMREY YORKE
R&R WASHINGTON BUREAU CHILF

Hicks, Muse, Tate & Furst and its broadcast properties, annual Radio Show opened its
Capstar Broadcasting Partners Inc. and Chancellor Media Corp., four-day meeting.
will initiate a $100 million annual community service cam- resfeférﬁ:ﬁiﬁzﬁﬁsiff;gé x:{‘_’
paign to epgble Big 'Brothers and Big Slster_s organizations to " R&R that the —
create radio internship programs for underprivileged youthand it encourage theiremployees in all
expand news and community affairs programming at all of the  of their markets to become big broth-
group’s combined 463 stations. ers and sisters. The groups are de-
Hicks. Muse officials were set  Wednesday at the New Orleans  signed to give.guidance to single-

Al : Convention Center as the NAB's
to make the announcement MILLION/See Page 26

WXRK, Stern Challenge FCC Indecency Fine

7 Network calls NAL ‘constitutionally impermissible’

By Matt SeancLer
R&R WASHINGTON BUREAL

“... ’'m rubbing her legs and she’s getting into it ... and then  nition of indecent material.
I even like I was pulling her top down a little bit and kissing CBS responded 10 a notice of ap-
her, and you know what I mean? ... Then I bent her over the ~parent liability (NAL) issued by the

. . ' Commission to Sagittarius Broadcast-
bed, like I bent her, I just bent her over. RN nay -

To most adult readers. it might be  er of the “Howard Stern Show.” argue WX RK-FM/New York and now
clear what sort of act is being de-  that the wording is so ambiguous that
scribed here. Attorneys for CBS.own- it does not strictly fit the FCC’s defi- STERN/See Page 8

Communications Equity Associates
invites you to join us for an industry
update with a focus on public and private
values in the radio industry
at the

CEA
Financial Breakfast

at the

NAB Radio Show

New Orleans, Louisiana

Featured Speakers:
Steve Hicks, Capstar

oo EC e Steve Shapiro, CIBC Wood Gundy
ASSOCIATES Harry DeMott III, Credit Suisse First Boston Corp.
Victor Miller, Bear Stearns

Thursday, September 18, 1997
7:30 a.m. - 8:45 a.m.
New Orleans Convention Center
Rooms 58, 59 & 60

CEA is 2 member of the National Association of Securities Dealers, Inc. and its
professional associates are registered with the NASD.
Member SIPC.

RADIO BUSINESS

" BUSINESS BRIEFS

Westinghouse Spins 0ff Thermo King

Westmghouse Electric Corp. has found a buyer for Thermo King. It
announced Wednesday (9/10) that the Ingersoll-Rand Company
will buy the refrigerated units business for $2.56 billion in cash. This deal
is part of Westinghouse’s plans to split its broadcast and industrial hold-
ings, which CBS Sr. VP Jack Bergen told R&R could come as early as
late October. Upon announcement of the sale, Moody's Investors Service
gave Westinghouse an unsecured rating of “Ba1.” Westinghouse stock
has climbed steadily this year, starting out at 19.250, and by September 5
it had reached 26.435.

Minnesota Court Affirms Pirate Equipment Seizure .

he FCC received favorable rulings in two recent court decisions in-

volving pirate broadcasters. The U.S. District Court in Minnesota up-
held the FCC's seizure of a pirate radio broadcaster's equipment in Min-
neapolis. After Commission warnings failed to stop“The Beat" from broad-
casting on 97.7 MHz in October 1996, a judge ordered U.S. Marshals to
seize operator Alan Freed's equipment. He filed a claim with the district
court challenging the constitutionality of FCC rules prohibiting low-power
broadcasting. The court ruled that it was within the jurisdiction of the D.C.
Circuit Court of Appeals, and not the district court itself, to review the
Commission’s rules. Freed told R&R that he will appeal the case.

The U.S. District Court for the Middle District of Florida, Tampa Divi-
sion, also upheld the FCC's seizure of pirate equipment. After warnings in
1995 and 1996 from the Commission failed to stop Arthur Kobres from
broadcasting on 96.7 MHz in Lutz, FL, U.S. Marshals seized his equip-
ment in March 1996. Kobres challenged the FCC’s authority to regulate
his broadcast operation in the district court.

The commission did not issue forfeitures to the pirates in either case.

NTIA Study Shows Minority Ownership Decline

study released last week by the National Telecommunications and

Information Administration attributes a decline in minority ownership
of broadcast stations to the concentration set in motion by the Telecom-
munications Act of 1996. Minorities own 284, or 2.8%, of the 10,282 radio
stations measured in the study. This is down from 3.1% of stations in
1995. The study ascribes the decline in African-American ownership to
the sale of U.S. Radio, formerly the largest African American-owned broad-
cast company in the country, to Clear Channel Communications. The as-
sertion that the loosening of ownership caps is partially responsible for
the decline is backed by anecdotal data in the study, but the FCC's Office
of Communications Business Opportunities is conducting a similar study
that will collect empirical data.

DARS Proponents Still Owe The FCC

he winners of the April FCC DARS (digital audio radio service) auc-

tion have paid about 16% of what they owe for their licenses. Satellite
CD Radio, which bid $83.3 million for its license, has paid $13.7 million;
and American Mobile Radio Corp., which bid $89.9 million, has paid $15
million. FCC attorney Selina Khan told R&R that the balances of the pay-
ments are due within 10 days of official granting of the licenses, which is
expected soon. AMRC President told R&R that his company will pay the
balance on time. CD Radio recently issued 3.5 million shares of new stock
and $150 million in senior discount notes.

SFX Signs Exclusive Deal With AudioNet

FX Broadcasting announced last week that AudioNet will be the ex-

clusive Internet broadcaster for its 72 stations. Currently 10 SFX sta-
tions in San Diego, Nashville, Houston, and Dallas are webcasting using
AudioNet. “By webcasting our stations on AudioNet, we are leading the
way in standardizing streamlining formats for all radio stations on the Web,’
said SFX President and CEO Mike Ferrel.

Peggy Miles, President of consulting firm Intervox Communications,
said that about 700 stations are currently webcasting. “AudioNet probably
has the largest infrastructure right now to support webcasting,” she told
R&R.

Capstar Broadcasting Director/Corporate Communications Lisa Doll-
inger — Capstar recently entered into an agreement to purchase SFX —
told R&R that some Capstar stations webcast using AudioNet, but there
are no plans yet for an exclusive agreement.

Clear Channel Goes Outdoors Again

C lear Channel Communications continues to expand its outdoor ad-
vertising holdings. Last week, it announced that its Eller Media sub-
sidiary had entered into an agreement to purchase Metro Display Adver-
tising, which has 4000 transit shelter displays throughout Los Angeles,
Orange, and northern San Diego counties. Clear Channei closed on the
purchase of Eller, the largest outdoor advertising company in the country,
in April.

WKNR Fined For EEO ‘Deficiencies’

he FCC has turned down the National Rainbow Coalition’s request
that the license renewal of WKNR-AM/Cleveland be denied due to
alleged violations of Equal Employment Opportunity rules. While the FCC

Continued on Page 10 .




‘ ‘ Nothing moves people like music you can dance to. That’s why we're the city’s
hottest new station, The Beat of New York. We chose CGl to print our new promational
stickers because the quality and durability from CGl is the best, it's outstanding.

We distribute our stickers at 5 to 10 club nights per week. After just one year, we've
seen a huge increase in all demos. Can’t beat that! ’ ,

JIM FURGESON, PROMOTIONS DIRECTOR

~~=Gommunication

:-:Granhlcs Inc
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DEAL OF THE WEEK |l 1997 DEALS TO DATE
t

TRANSACTIONS AT A GLANCE

.  KBUQ-FM/Paradise Valley (Ph , AZ $6.8 milli
Dollars To Date:  $9,575,899,857 « KOSO-FMPatterson (Storkion Modssto). GA 6.8 milion
(Last Year: §12,176,631,520) ® WNDT-FWAIchua (Gainesville-Ocala), FL $675,000
. . ® WAQV (FM CP)/Crystal River, FL $5129
o WMLF-AM, WPNX-AM, This Week’s Action:  $52,495,129 « WFFG-AM & WG FMMarathon, Fi o cash consideraton
WGSY-FM & WVRK-FM/ (Last Year: $47,416,700) ® WHIJ-FM/Ocala, FL $10,000
© WPLK-AM/Palatka, FL $250,000

Columbus, GA $11.75 million | Stations Traded This Year: 1824 ® WWLD-FM/Tallahassee, FL $1.2 million

TRANSACTIONS

!
|

Stations Traded This Week:

(Last Year: 1728)

47

(Last Year: 42)

Cloud Gover Increasing In Columbus, GA

O Bumulus expands market holdmgs from one to f:ve for nearly $12 million

g ]

WMLF-AM, WPNX-AM,
WGSY-FM & WVRK-FM/
Columbus, GA

PRICE: $11.75 million

TERMS: Asset sale for cash

BUYER: Cumulus Broadcasting inc.,

a wholly owned subsidiary of Cumulus
Media L.L.C., headed by President Bill

Bungeroth. it owns WAGH-FM/Colum- |

bus, GA. Phone: (414) 283-4500
SELLER: M&M Partners, headed by
partners James and Martha Milligan.
Phone: (706) 576-3000
FREQUENCY: 1270 kHz; 1460 kHz;
100.1 MHz; 102.9 MHz

POWER: 5kw; 4kw day/140 watts night;
6kw at 328 feet; 100kw at 1519 feet
FORMAT: WMLF is dark; Gospel; Hot
AC; Rock

BROKER: Sailors & Associates

T
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KBUQ-FM/Paradise Valley
(Phoenix)

PRICE: $6.8 million

TERMS: Asset sale for cash

BUYER: New Century Arizona L.L.C,,
headed by CFO Lance Anderson.
Phone: (206) 285-2295

SELLER: ScottsdaleTalking Machine
and Wireless Co. Inc., headed by

President Katharine Klein. Phone: |

(602) 263-4847
FREQUENCY: 105.9 MHz
POWER: 11kw at 492 feet
FORMAT: Country
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KOSO-FM/Patterson
(Stockton-Modesto) ‘

PRICE: $6.8 million

TERMS: Asset sale for cash

BUYER: Capstar Broadcastng Part-
ners, headed by Chairman Steve
Hicks.

SELLER: KOSO Inc., a wholly owned
subsidiary of Space Center Inc., head- |
ed by Chairman Donald McNeeley. |
(612) 604-4200
FREQUENCY: 93.1 MHz |
POWER: 2.95kw at 1791 feet '
FORMAT: Hot AC

BROKER: Media Venture Partners
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WNDT-FM/Aichua
(Gainesville-Ocala)

PRICE: $675,000

TERMS: Stock sale for cash

BUYER: Ocala Broadcasting Corp.
L.L.C. is acquiring Alchua Broadcast-
ing Co. Inc. Phone: (352) 335-5003
SELLER: Eve Ackerman. Phone:
(352) 378-7771

FREQUENCY: 92.5 MHz

POWER: 3.2kw at 443 feet

FORMAT: Classic Rock

WAQYV (FM CP)/Crystal
River

PRICE: $5129

TERMS: Asset sale for cash

BUYER: Ocala Word of Faith Church
Inc., headed by President Timothy Gil-
ligan Sr. Phone: (352) 873-3767

SELLER: Marion Community Radio
Inc., headed by President Brad Din-
kins. Phone: (352) 351-8810

WFFG-AM & WGMX-FM/

Marathon

PRICE: No cash consideration
TERMS: Stock transfer

BUYER: Joseph Nascone is acquir-
ing The Great Marathon Radio Com-
pany. Phone: (305) 743-5563
SELLER: Jason Nascone. Phone:
(202) 337-4007

WHIJ-FM/Ocala

PRICE: $10,000

TERMS: Asset sale for cash

BUYER: Ocala Word of Faith Church
Inc., headed by President Timothy Gil-
ligan Sr. Phone: (352) 873-3767
SELLER: Marion Community Radio
Inc., headed by President Brad Din-
kins. Phone: (352) 351-8810
FREQUENCY: 88.1 MHz

POWER: 1.26kw at 394 feet
FORMAT: Religious

WPLK-AM/Palatka

PRICE: $250,000
TERMS: Stock sale for $50,000 cash

' and a 12-year, $200,000 promissory

note at 12% interest

BUYER:Wayne and Barbara Bullock
and James and Gail Hester are ac-
quiring Radio Palatka Inc. Phone:
(912) 987-2980

SELLER: Janice Register

| WWLD-FM/Tallahassee

PRICE: $1.2 million

® WBLJ-AM/Dalton & WQMT-FM/Chatsworth, GA $1.35 million

® WLET-AM/Toccoa, GA $170,000
® WNEG-AM/Toccoa, GA $260,000
© WVNI-FM/Nashville, IN $20,000

® WTCJ-AM/Tell City, WHON-AM/Centerville & WQLK-FM/Richmond, IN

No cash consideration

® KANS-AM & KGTR-FM/Larned, KS $250 000

® WXZZ-FM/Georgetown (Lexington-Fayette), KY $3.45 million
® KOGA-AM & FM & KMCX-FM/Ogallala, NE $3.25 million

® WHCC-AM & WNS-FM/Waynesville, NC $1 million

® WNCG-FM/Clyde, OH $2.2 million

* WPTW-AM & WCLR-FM/Piqua & WZLR-FM/Xenia (Dayton)

$5.5 million

® WYOR-AM/Brentwood (Nashville), TN $155,000

® WTNN-AM/Farragut, TN No cash consideration

® Gleiser Communications L.P. acquisitions $3.55 million
KTBB-AM & KDOK-FM/Tyler-Longview, TX
KEES-AM & KYZS-FM/Tyler-Longview, TX

® Bocephus Broadcasting acquisitions $3.85 million
WNNI-AM, WPSK-FM & WVMJ-FM/Blacksburg-Christianburg-

Radford-Pulaski, VA

WFNR-AM, WNRV-AM, WRAD-AM, WBNK-FM & WRIQ-FM/
Blacksburg-Christianburg-Radford-Pulaski, VA

TERMS: Asset sale for cash
BUYER: Cumulus Broadcastinginc.,
headed by President Bill Bungeroth.

it owns WHBT-AM, WBZE-FM, WHBX- |

FM & WGLF-FM/Tallahassee, FL.
Phone: (414) 283-4500

SELLER: Tally Radio L.L.C., headed
by member Gisela Huberman. Phone:
(301) 983-0098

FREQUENCY: 106.1 MHz

POWER: 6kw at 328 feet

FORMAT: CHR
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WBLJ-AM/Dalton &
WQMT-FM/Chatsworth

PRICE: $1.35 million

TERMS: Asset sale for cash

BUYER: Radio Center Dalton iInc.,
headed by President Paul Fink. it
owns WDAL-AM & WYYU-FM/Dalton,
GA and has agreed to acquire WSGC-
FM/Ringgold, GA.

SELLER: Carmen Trevitt and the An-
nice Haygood Support Trust
FREQUENCY: 1230 kHz; 98.9 MHz
POWER: 1kw; 3kw at 702 feet
FORMAT: AC; Country

BROKER: John Willis and George |

Reed of Media Services Group

WLET-AM/Toccoa

PRICE: $170,000

TERMS: Asset sale for cash

BUYER: Lee Street Properties, head-
ed by President R.L. White. !t has
agreed to acquire WNEG-AM/Toccoa,
GA. Phone: (706)886-2914

SELLER: Southern Broadcasting of
Pensacola Inc., headed by President
Paul Stone. Phone: (706) 369-7301

WNEG-AM/Toccoa

PRICE: $260,000

TERMS: Asset sale for cash

BUYER: Lee Street Properties, head-
ed by President R.L. White. Phone:
(706) 886-2914

SELLER: Stephens County Broad-
casting Co. Inc., headed by President
Roy Gaines. Phone: (706) 886-3131
BROKER: Toccoa Realty Inc.

WVNI-FM/Nashville

PRICE: $20,000

TERMS: Stock sale for cash

BUYER: David Keister is acquiring
Continued on Page 10
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Lower your overhead ¢ Increase your audience © Entertain your listeners

Join Us
at the NAB!
New Orieans Hitton

Seven Oaks Suite, 25t floor
Wed., Thur & Fri.

®

JONES RADIO NETWORK™
Call Michael Henderson, Director of Affiliate Sales 303-784-8700




( MUSICMASTER GIVES YOU WHAT OTHERS CAN'T |

Year 2000 Compliance Now * Programmable History Graphs
Pattern Match Wave Scheduling * Matched Flow Testing
Replacement Songs Sort Best To Worst * Maximum Failure Bypass
Unlimited History Maintenance % Rotate 250,000 Active Songs
Mouse Support In Windows * Multi-Color Song Highlighting
Artist Family & Solo Protection * Programmable Screen Colors
Replacement Songs Sorted By Rest In Daypart
Independent Policy Assignments* Archive Two Billion Songs
Category Control By Clock Position For Twofers

* Better Ratings *
% More Profits *
* Less Workload *

r 2
A-Ware Software, 22600 Arcadian Ave. Waukesha, WI 53186 %

USA 1-800-326-2609 e-mail: info@a-ware.com :
CAN 1-800-255-1346 web: WWWw.a-ware.com AV & R 2AR—1
| FAX 1-414-521-2892 BBS: 1-414-521-2893 —

7 Intelligent Software ¥ Unparalleled Support




8 ® R&R September 19, 1997

RADIO BUSINESS

Hundt Pursues Free Airtime Issue

hough the nomination of Gloria Tristani by the White

House to be Commissioner of the FCC means that cur-
rent Chairman Reed Hundt is one step closer to the door, he
is doggedly pursuing one item on his agenda unpopular with
broadcasters: A Commission inquiry into giving free airtime
fo politicians as a means of campaign finance reform.

On the heels of a speech by President Clinton at American University
in which in he again called for such a review, Hundt said on Wednesday
{9/10) before law students at George Washington University that giving
free airtime to candidates running for political office would “promote the
democratic process consistent with the First Amendment” He then sug-
gested that the FCC initiate an inquiry.

The committee being set up by Vice President Gore and the National
Telecommunications Information Administration to recommend public in-
terest obligations for digital broadcasters wili hkely consnder afree acmme
measure.

The day after Hundt’s speech, 45 Senate Democrats pledged co-spon-
sorship of campaign finance reform legisiation introduced by Sen. John
McCain (R-AZ) and Sen. Russell Feingold {D-WI). Their bill includes a
free airtime provision.

Speaking at the University of Pennsylvama Friday (9/12}, Hundt insist-
ed that reforming the political process would fail unless free airtime was
given to candidates. He later cited a 1990 study by the FCC that found
that 40% of radio stations audited did not give political candidates the
lowest unit rate for airtime. As a resutlt, Hundt proposed that politicians
should be given a free but finite amount of airtime.

NAB spokesman Dennis Wharton told R&R that no fines resulted from
the audit “in part because the Commission recognized that its own con-
fusing set of rules was being misinterpreted despite good faith efforts by
broadcasters.” He said the FCC later revamped the rules in an effort to
make them more understandable and acknowledged that broadcasters
were living up to their obligations.

FORCE

NAB, Distillers Produce Responsible Drinking Ads

Though many pundits in Washington are fond of saying
“liquor is a dead issue” lately, the NAB and the liquor industry
appear to be gearing up for another potential showdown with

the FCC on liquor advertising.

The NAB has produced a series of
PSAs for radio and TV that feature
spouses and children of congressmen
speaking on topics such as drinking dur-
ing pregnancy and underage drinking.

The Association has signed up 104
congressional family members from 39
states for the project. The radio PSAs
are available on compact disc, and will
be mailed to NAB member stations.

Since November 1996, when the li-
quor industry announced that it was
ending its decades-old, self-imposed
ban against broadcast advertising and
sparked a nationwide debate on the
issue, the NAB has launched two cam-
paigns designed to raise public aware-

ness of alcohol abuse, including the
“Safe Holiday Drunk Driving PSAs”
for radio. and the STAR (Stations Tar-
get Alcohol Abuse Reduction) cam-
paign.

Seagram, which began advertising
on radio and TV in June, has an-
nounced that its radio and TV ads will
now begin with a six-second respon-
sibility message that says: “People of
legal drinking age should enjoy alco-
hol responsibly, but don’t drink if
you're under 21.”

In a vote during its July agenda
meeting, the Commission deadlocked
on an inquiry into the advertising,
which effectively killed the issue for

the time being. but a fresh set of com-
missioners could take it up later this
year.

Fred Meister, President/CEO of
the Distilled Spirits Council of the
United States, told R&R last week
that the trade association has been
lobbying Sen. John McCain (R-AZ)
and the Senate Commerce Commit-
tee. DISCUS has asked the commit-
tee to consider the First Amendment
issues raised by the idea of an FCC
investigation into broadcast advertis-
ing by the liquor industry. The As-
sociation feels that it is unfair for the
Commission to regulate liquor dis-
tillers more strictly than beer and
wine companies.

Meister also pointed out that so
far the liquor industry has only spent
afew million dollars on advertising on
around 100 radio and TV stations.

Bocephus Broadcasting Buys Out Blackshurg

Bocephus Broadcasting, headed by Tom Joyner — not the
ABC-syndicated jock, but he is, in fact, a talk show host —
picks up its market limit with four AMs and four FMs in the
Blacksburg-Christianburg-Radford-Pulaski, VA market.

Until recently, Joyner’s three-
hour conservative commentary

Communications & Consultanits

LLC

aired five days a week from flag-
ship WPTF-AM/Raleigh and could
be heard on 27 stations in the north-
ern part of North Carolina. Addi-
tionally, Joyner hosts a weekly tele-
vision show and publishes a month-
ly newsletter.

NABOB Holds 21st Annual Fall Conference

he National Association of Black Owned Broadcasters
" held its 21st annual broadcast management conference

“Since these stations were owned
by two different owners. they didn’t
make economic sense. Now that
they’re all together under one owner,
they make sense,” Joyner told R&R.
Joyner also said that this latest acqui-
sition has whetted the Bocephus ap-
petite, and the group will continue to
pursue station clusters in small and
medium sized markets. Bocephus is
looking to the West for its next buy.

— Patrice Wittrig

Combined Over

100 Years of Broadcasting Experience
$100,000,000.00 IN RADIO AND
TELEVISION SALES

During the NAB

JOIN US IN OUR SUITE AT
THE RIVERSIDE HILTON
(504) 556-3796

John L. Pierce
11 Spiral Drive, Suite #3
Florence, KY 41042
(606) 647-0101

Hal W. Gore
4735 Peeble Bay Circle
Vero Beach, FL 32963
(561) 231-8928

John E. Lauer
4611 Wynmeade Park
Marietta, GA 30067
(770) 565-4465

*Check our website for our latest listings @
www.forcecomm.com

FORCE COMMUNICATIONS & CONSULTANTS, LLC
The Brokerage Firm that Specializes in Selling the Difficult!

September 9-12 in Washington, DC. The focus for the con-

ference — “The Big Chil: Has Minority Ownership Been

~ Puton lce?"

The four-day conference Included panels addressing minarity program-

- ming in radio, television, and film; keeping up with technology, including
- DARS and tha Internef, African-American participation in high capitzl
“ markels; and a threa-part discussion on the state of minority ownarship in

- small, medium, and large markets

", — Patrice Wittrig

Stern

Continued from Page 4

owned by the network — for origi-
nating allegedly indecent broadcasts
of the show by contesting the fine. The
network says the NAL is “constitu-
tionally impermissible” because com-
plaints were not issued against
WXRK, but rather to two affiliates,
WBZU-FM/Richmond and WEZB-
FM/New Orleans, for broadcasts of
the show in 1995 and 1996.

Nevertheless, the FCC issued a
$6000 NAL against WXRK on June
4, 1997. The Sagittarius filing, dated
August 22, points out that all affili-
ates of the show have independent
editorial authority and that no com-
plaints were actually issued against the
New York station. The NAL was is-
sued, according to the document, “‘on
the presumption that the material aired
by WBZU and WEZB also aired on
WXRK on the same dates and at the
same times.”

Definition Of Indecency

Invalidated
The filing also argues that the Su-
preme Court’s decision in the recent
Reno vs. ACLU case, which declared

the Communications Decency Act un-
constitutional, also invalidates the
Commission’s definition of indecen-
c¢y. This definition prohibits stations
from broadcasting “language or ma-
terial that, in context, depicts or de-
scribes, in terms patently offensive as
measured by contemporary commu-
nity standards for the broadcast me-
dium, sexual or excretory organs or
activities” during the “safe harbor”
hours from 6am to 10pm. (Here the
community is meant to be the broad-
casting media as a whole.)

The Sagittarius response asserts
that phrases like “I just bent her over”
are “either so oblique or so common
place as to amount to nothing more
than benign, harmless banter.” In an-
other excerpt from one of the broad-
casts, Stern is quoted as saying:
you think her dad, if she showed him
five pictures of vaginas, could he pick
out his daughter’s vagina?” The filing
argues that only if “vagina” is banned
from the airwaves across the board
could this word be deemed “patently
offensive.”

Furthermore, the response cites
numerous examples of broadcasts of

STERN/See Page 26
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Continued from Page 4

did commend the station for recruiting minorities, and thus renewed its
license, its EEO efforts were deemed “deficient” Thus, the station was
fined $14,000 and is required to submit regular recruiting reports to the
Commission over the next few years.

WCMS And FCC Dispute EEO Fine Payment

he FCC recently sent a forfeiture order to WCMS-AM & FM/Norfolk,

stating that it must pay the $14,000 it was fined a year ago for insuffi-
cient EEO recruitment and failure to maintain adequate EEQ records.
WCMS attorney Peter Tannenwald told R&R, however, that the station
paid the forfeiture last year. He said that since then the station has kept
the Commission updated on its minority hiring practices.

An FCC official who did not wish to be identified told R&R that Tannen-
wald told him that a check with no identifying cover letter or memo had
been sent to the Commission’s Chicago office as payment for a forfeiture
issued to the station for EEO violations. The official said that this explains
why the Commission has no record of payment having been made. He
said that it is reviewing a copy of the canceled check.

More Protests On Easing Of Main Studio Rules

Four more groups have asked the FCC to reject a proposal to relax the
main studio and public inspection file requirements for broadcast-
ers. In joint reply comments filed last week, the United Church of Christ,
Media Access Project, the Center for Media Education, and the Minor-
ity Media and Telecommunications Council called upon the Commis-
sion to“keep citizen access, not broadcaster convenience, as its touch-
stone.” They claim that changing the main studio rule could keep many
persons from accessing public files. The organizations also reject pro-
posals to ease filing requirements. They assert, for example, that not
requiring stations to maintain files on their previous owner would allow
group owners to evade detection of multiple ownership, programming,
and EEOQ violations. Dozens of broadcasters have filed comments sup-
porting relaxation of the rules. No date has been set for Commission
action on the proposal.

;9alem: Better Than Av;rage, Rates S&P

S tandard & Poor’s has assigned Salem Communications a “B-"rating
for its proposed $150 million senior subordinated notes due 2007,
and a"“BB-"rating for its $75 million senior secured revolving credit facil-
ity, which expires in 2004. The company itself was given a “B+” rating.
S&P said the ratings reflect both its “relatively good niche operating po-
sition” and its rising debt levels. Salem, which specializes in Christian
broadcasting, has spent approximately $70 million since 1996 to enter
14 new markets.

Capstar Extends Exchange Offer

Capstar Broadcasting said last Friday (9/12) that it had extended its
offer to exchange its registered 9 1/4% senior subordinated notes
due 2007 for its unregistered 9 1/4% registered senior subordinated notes
to 5pm EDT that day. By the end of the previous day, more than $198
million had been tendered in the offer. Capstar recently entered into an
agreement to acquire SFX Broadcasting for $2.1 billion.

Dame Media Restructures Management

H arrisburg-based Dame Media has restructured the management of
its 21-station group in Pennsylvania and New York. Current VP John
Dame will take over as GM of Dame’s six Harrisburg stations and Penn-
sylvania group manager of the company’s six other stations in William-
sport and Johnstown. Ron Kite will remain GM of the Johnstown stations,
and Jim Dabney will stay on as GM in Williamsport. Boyd Arnold, former
GM of the Harrisburg stations, could not be reached for comment on the
changes. Michael Whalen, current GM of Dame’s three Albany stations,
has been named New York group manager. He wilt assist Herb Usenhe-
imer, current GM of the company’s six stations in Utica-Rome, NY, super-
vising those stations.

Continued on Page 26

RADIO BUSINESS

TRANSACTIONS

Continued from Page 6

Brown County Broadcasters Inc.
Through an affiliate, he owns WMCB-
AM & WCBK-FM/Martinsville, IN. Phone:
(812) 335-9500

SELLER: Julie Carey. Phone: (703)
684-2971

WTCJ-AM/Tell City,
WHON-AM/Centerville &
WQLK-FM/Richmond

PRICE: No cash consideration
TERMS: Stock transfer
RECEIVER: The James Roland Brew-
erTrust, headed by co-trustees Maytha
and James L. Brewer, is acquiring
Brewer Broadcasting Corp. Phone:
(812) 547-2345

DONOR: Maytha Brewer, executrix of
the Estate of James Brewer. Phone: (812)
547-2345

WKanaans 0
RN

KANS-AM & KGTR-FM/
Larned

PRICE: $250,000

TERMS: Asset sale for cash

BUYER: Goodstar Broadcasting
L.L.C.,headed by President Alan Good- ’

B
o

man. It owns 11 stations in seven Kan-
sas markets, including KANS-FM/Osage
City, KS. Phone: (618) 536-7555
SELLER: C&C Consuiting Inc., head-
ed by President Edward Lipson. Phone:
(316) 342-7375

BROKER: George Reed and JohnWil-
lis of Media Services Group

(R

TR "

WXZZ-FM/Georgetown
(Lexington-Fayette)
PRICE: $3.45 million

TERMS: Asset sale for cash
BUYER: HMH Broadcasting Inc.,
headed by President Ralph Hacker. It
owns WVLK-AM & FM/Lexington and
has agreed to acquire WLRO-AM &
WLTO-FM/Lexington-Fayette. Phone:
(606) 253-5900

SELLER: Regent Licensee of Lexing-
ton Inc., a wholly owned subsidiary of
Regent Broadcasting, headed by CEQ/ |
President Terry Jacobs. Phone: (606)
292-0030 |
FREQUENCY: 103.3 MHz

POWER: 1kw at 794 feet

FORMAT: Alternative '
ot e
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KOGA-AM & FM & KMCX-
FM/Ogallala

PRICE: $3.25 million
TERMS: Asset sale for cash
BUYER: Goodstar Broadcasting I
L.L.C., headed by COO/President Alan
Goodman. Phone: (316) 729-8011
SELLER: Ogallala Broadcasting Co.
Inc., headed by President Ray Lockhart.
Phone: (308) 284-6422
FREQUENCY: 930 kHz; 99.7 MHz;
106.5 MHz

POWER: 5kw day/500 watts night;
100kw at 804 feet; 100kw at 315 feet
FORMAT: Nostalgia; AC; Country
BROKER: Jody McCoy of McCoy |
Broadcast Brokerage

| Phone: (423) 690-8807

e =

WHCC-AM & WNS-FW/ |
Waynesville |
PRICE: $1 million ‘
TERMS: Asset sale for $600,000 cash |
and a $400,000 promissory note
BUYER: Blue Dolphin Communica- |
tions of North Carolina L.L.C., headed |
by members Edward Seeger, James |
Fort, and William Pennington Ill. |
Phone: (803) 661-5000

SELLER: Media Mart Inc., headed by
President Vann Campbell. Phone: (704) |
456-8661

FREQUENCY: 1400 kHz; 104.9 MHz
POWER: 1kw; 240 watts at 1581 feet
FORMAT: News/Talk; Country

BROKER: Alderfer and Assoc. Inc. |

b
S

N
AR

i .
S |
B e

WNCG-FM/Clyde |

PRICE: $2.2 million

TERMS: Asset sale for cash

BUYER: Jacor Communications
Corp., headed by President Randy
Michaels. Phone: (606) 655-6523
SELLER: S&S Communications
Group Inc., headed by President Kent
Smith. Phone: (419) 547-8792
FREQUENCY: 100.9 MHz

POWER: 3kw at 312 feet

FORMAT: Oldies

WPTW-AM & WCLR-FM/
Piqua & WZLR-FM/Xenia
(Dayton)

PRICE: $5.5 million

TERMS: Asset sale for cash

BUYER: Xenia Broadcasting Inc.,
headed by President Charles Giddens.

Phone: (703) 827-2727
SELLER: WPTW Radio Inc. and Clear |

| 95 Inc., headed by President Richard

Hunt. Phone: (937) 773-3513
FREQUENCY: 1570 kHz; 95.7 MHz;
95.3 MHz

POWER: 250 watts; 50kw at 476 feet;
6kw at 322 feet

FORMAT: Nostalgia; Oldies; Oldies
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WYOR-AM/Brentwood
(Nashville) '

PRICE: $155,000

TERMS: Asset sale for $70,000 cash, a
two-year $26,000 promissory note at 8% |
interest, and assumption of an existing
$59,000 loan

BUYER: SouthernWabash Communi-
cations Corp., headed by President
Randolph Bell. Phone: (615) 737-9439
SELLER: Down Home Broadcasting
Co., headed by President Mae
Katherine Hutchins

FREQUENCY: 560 kHz

POWER: 500 watts day/63 watts night
FORMAT: Gospel

WTNN-AM/Farragut

PRICE: No cash consideration
TERMS: Stock transfer

RECEIVER: Betsy and Kenneth
Crosthwait are acquiring 670 Inc.

DONOR: Barry and Claudia Cum-
mings. Phone: (423) 376-9427

Gleiser Communications
L.P. acquisitions

PRICE: $3.55 million

TERMS: Asset sale for cash

BUYER: Gleiser Communications
L.P., a wholly owned subsidiary of
Broadcasting Partners Holdings
L.P., headed by Chairman/CEQO Lee Si-
monson. Phone: (212) 935-4990

KTBB-AM & KDOK-FM/
Tyler-Longview

SELLER: Gleiser Communications
Inc., headed by President Paul Gleis-
er. Phone: (214) 522-0066
FREQUENCY: 600 kHz; 92.1 MHz
POWER: 2.5kw; 9.6kw at 443 feet
FORMAT: Sports/Talk; Variety

KEES-AM & KYZS-FM/
Tyler-Longview
SELLER:Williams Communications,
headed by President Bruce Williams.
Phone: (201) 297-2173
FREQUENCY: 1430 kHz; 1490 kHz
POWER: 5kw day/1kw night; 1kw

| FORMAT: News/Talk: News/Talk

| Bocephus Broadcasting

acquisitions

BUYER: Bocephus Broadcasting
Inc., headed by President Tom Joyner.
Phone: (919) 460-9333

BROKER: Sailors & Assoc.

WNNI-AM, WPSK-FM &
WVMJ-FM/Blacksburg-
Christianburg-Radford-

Pulaski

PRICE: $2 million

TERMS: Asset sale for cash
SELLER: New River Media Group
Inc., headed by President Ralph
Davis. Phone: (919) 460-9333
FREQUENCY: 1260 kHz: 107.1 MHz:

- 105.3 MHz

POWER: 2.8kw; 1.75kw at 1207 feet,
12kw at 479 feet
FORMAT: News/Talk; Country; Country

WFNR-AM, WNRV-AM,
WRAD-AM, WBNK-FM &
WRIQ-FM/Blacksburg-
Christianburg-Radford-
Pulaski

PRICE: $1.85 million
TERMS: Asset sale for cash
SELLER:Travis Broadcasting Corp.,

| Travis Broadcasting L.L.C., and Val-

ley Radio Corp., headed by President
RobertTouchton-Travis. Phone: (540)
639-2461

FREQUENCY: 710 kHz; 990 kHz' 1460
kHz; 100.7 MHz; 101.7 MHz
POWER: 10kw; 5kw; Skw day/500
watts night; 3kw at 453 feet; 5.8kw at
66 feet

FORMAT: News/Talk; Sports/Talk; Nos -
talgia; Classic Rock; Country
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ACQUISITIONS AND FINANCE

TuesDAY-THURSDAY OCTOBER 28-30, 1997
THe PARK LANE HOTEL, NEw YORK CiTY

Stalion consolidation continues to be the name of the game in the
radio and televison business. Radio empire-builders are steadily
increasing the critical mass of their station groups, keeping 1997's deal
pace at 1996's torrid level and delivering record-breaking revenue and
cash flow growth at the same time.

Find out the strategies of broadcast’s top players as a star-studded cast of
radio, TV and financial executives meets at Paul Kagan’s semi-annual
blockbuster conference on RADIO-TV ACQUISITIONS & FINANCE,
Tuesday-Thursday, Oct. 28-30, 1997, at The Park Lane Hotel in New York.

RADIO: WeDNESDAY, Oct. 29 RADIO: THURsDAY, OcT. 30

« GROUP CONSOLIDATION: ¢ STATIONS FOR SALE: Going
Future Trends in Values, Where the Inventory Is
Markets & Multiples e MULTIPLE CONSIDERATIONS:

« TOWARD 10%: Radio’s Battle What's a Station Worth?
for Advertising Market Share * MEETING THE CAPITAL

« AND JUSTICE FOR ALL: CHALLENGE: financing the
Defining the Rules of Growth Next Wave of Radio Deals

¢ RADIO VALUES & FINANCE:
Money Markets Tune In

CONFERENCE
PUBLICATION:
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Kicking off the week: the latest word on the TV station-deal
scene will be addressed at Kagan’s TV conference—:z full
day—Oct. 28. Attend all three days and save $295—or sign
up for either session. For registration or other inquiries, please
contact Kagan Seminars, Inc. at: Tel: (408) 624-1536;

Fax: (408) 624-5882; email: seminars@kagan.com

New Acquisitions?
Minimize your risks

Avoid costly pitfalls
Validate financial numbers
Ensure timely closing
Speed up negotiations

Due diligence services
for the broadcast industry

Call Peter Bowman or Mark Giannini at
(703) 818-2425

“Visit us at Booth 543 at NAB Radio Show ‘97
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the NAB Show contact: Chris Balcius, Director for Radio Broadcasting,.
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Bliss Communications, Inc.
S.H. Bliss, President

has agreed to acquire

WRJN(AM) and WEZY(FM)

Racine, Wisconsin
for
$5,000,000

from

M.G. Radio, L.L.C.

Gregory Marcus and Anthony Gazzana, Principals

Patrick Communications represented the parties
as exclusive broker for this transaction.
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De Castro, Ginshurg Kick
Off Their New Venture

Continued from Page 1

owned WCFL. We merged WLUP
and WCFL in 1986, and H&G was
born. The “H"" came from the Loop’s
owner. Heftel Broadcasting. In 1988,
Hefiel split off to become a Hispan-
ic broadcaster, and Evergreen had
the stated goal of being a major-
market-focused group.

R&R: You knew what direction
and structure the company would
take at that time?

SG: When we started. we didn’t
have a business plan that was 450
pages: we filled in the blanks as we
moved along. Each of us had a role
to play. and we wrote our job de-
scriptions as we went along. There
was a partnership between Jimmy,
myself, and [CFO} Matt Devine: one
of us taking care of operations, one
taking care of strategy and acquisi-
tions, and the other taking care of
the finance issues and the back of-
fice.

R&R: Many radio groups such
as yours these days seem to operate
as collaborative efforts, which didn’t
seem to be the case previously. It
sounds like that’s the way you oper-
ated from the beginning.

SG: There was never any insecu-
rity among the three of us as to who
would have the lead role in any giv-
en transaction, operational decision,
or financial issue. When it came time
for decision-making, we would sit
down and talk and have an opportu-
nity for very open dialogue. From
the very beginning, it was a colle-
gial style. It wasn't “I've got the
point on this, so I’m making the de-
cision™; it’s always, “Geez. why
don’t you give me the best advice

you can?” A trusting relationship
grew out of that.

There’s also the point where you
ask for honest. candid. and unvar-
nished advice on how to move for-
ward, and I think the three of us
found solace in each other’s advice.
Even if we didn’t want to hear what
we were going to hear, we found
strength in the three of us agreeing
on a plan of action. And we had
enough instances where, if all three
of us were on the same page, we
generally were very successful.
When two agreed, we were okay;
when one guy decided to go out on
his own, it ended up being a bit of a
train wreck.

Jim de Castro: We also have in-
dividual strengths. Scottis a deal guy
with incredible vision. It began in
’88 with a major-market play; he had
adrive to pursue deals ... He would
then turn them over to me, and I
would be challenged with how we
were going to operate them and
make them successful. Again, the
three of us were making the major
decisions. And, in time, we became
brothers, partners. confidants.

R&R: Rumor has it that some of
those brainstorming sessions didn’t
always go so smoothly.

JD: No doubt, we had some bat-
tles and disagreements. But the very
positive thing about all of this is that
we may disagree. but we'll come out
the next day and be in each other’s
chairs, and I will have his view, and
he will have mine. It got to the point
where we tested ourselves on every
single decision we were making,
even though we are an entrepreneur-
ial company.

R&R: So there you were in the
late-"80s, with a handful of stations.
What did your expansion plans call

for?

JD: With 80% of our cash flow
coming out of the Loop. we gam-
bled the company and put $55 mil-
lion on a signal in Los Angeles
[KKBT]. That was 1989, the same
time “Pirate Radio” was coming on,
and we were planning to compete
with them. We had the superior sig-
nal, and we had an agreement to get
Mark & Brian [from crosstown
KLOS] But when ABC matched, we
decided to play it Urban.

R&R: Before you took KKBT
Urban, the station had an inauspi-
cious debut, to say the least.

JD: I once remember waiting for
our numbers to come out of the com-
puter — they didn’t even list us! We
were so low, we had to call Arbitron
to get the number. Probably the big-
gestand best lesson we learned from
all that was that it takes a lot of time
and a lot of professional advice and
help to build something successful-
ly. That could apply whether you're
building a restaurant or a sports team
or a radio station.

R&R: You took that to heart when
you entered New York. We hear that
was a real colluborative effort.

SG: Our brain trust!

JD: We brought the best possible
people in programming, sales, mar-
keting, and production together and
had several meetings. If we didn’t
have certain key people in the brain
trust, I wouldn’t have been able to

When classical KFAC/Los Angeles became KKBT, the station had a rath-
er inauspicious debut, even with the “big dogs.”

sell Scott on going with this format.
and this was one of those key dis-
agreements that we had after look-
ing at the research and trying to de-
termine what the potential might be.
This brain trust included Michael
Ellis, Keith Naftaly, Hosh Gurelli,
[consultant] Guy Zapoleon, [Ever-
green corporate execs] Steve Rivers
and Bev Tilden, John Madison, pro-
duction wiz Bill Schultz, Broadcast
Architecture’s Frank Cody and
Brian Stone, and [ratings expert]
David Lebow. Programmers Cadil-
lac Jack and John Ivey came down
from Boston. We had a dozen peo-
ple, and we’'d meet every Monday
at 10pm after work.

SG: We conducted a triple-blind
study on what would work in the
market. Three research companies
worked on this independently of
each other. We knew we were going
to blow up $3 million in cash flow,
and that we would be judged — par-
ticularly by Wall Street types — on
our ability to turn a station around
quickly in New York. I keep on my
desk this little piece that was writ-
ten in 1958 by Todd Storz. His the-
ory was to “'give people what they
want. I don’t care if we give them
hillbilly music, I'm not partial to
anything, I just give them what they
want.” The business hasn’t changed
a whole lot since then, and our whole

effort was “What do the people
want?”’

JD: We knew there was a huge
Dance hole there. but the question
was “Could we make money with
the Dance hole?” Plus, we didn’t
want to end up like [crosstown] Hot
97 — when it was a Dance station
— which started out successfully but
pigeonholed itself. Everybody said
there was a Dance hole. Everybody
said 1t would do well 18-34, but it’s
No. 4 25-54, and this is its eighth
book. It’s doing $3 million a month
every month now, and it is the top-
billing station during the summer.

R&R : Some people thought you
were crazy for blowing up $3 mil-
lion in cash flow. Didn’t you have
some trepidation about that?

JD: Absolutely. We put our necks
on the line. Wall Street and Madi
son Avenue were watching. Plus,
it’'s Mel [Karmazin]'s No. | market,
and Jeff Smulyan’s No. | market,
and every shareholder from ours and
every other company could now
compare us in the newspaper stock

pages.

SG: I had no remorse about leav-
ing Country in New York. I never

Continued on Page 16
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believed Country would work in a
heavily ethnic, highly diverse mar-
ketplace. Now, which format we
were going to move it to was anoth-
er issue. The question was whether
we were going to go for the home
run or just a base hit.

R&R: Before that success, Ever-
green was branded as “the compa-
ny that could buy 'em but not oper-
ate 'em.” How did that feeling come
about?

SG: We had gotten through a pub-
lic window in 1993 and hadn’t had
enough experience in how to run our
numbers. We didn’t think we were
being particularly well advised by
our Wall Street analyst, but once we
hooked up with Alex Brown’s Drew
Marcus, and he gave us the play-

book, we were able to run the plays
extremely well.

JD: We were neophytes on Wall
Street. We weren’t as concerned
with our quarterly numbers as we
were with the annual numbers. We
went through some dramatic chang-
es in formats in L.A. and in Chica-
go — all at once — and it affected
two quarters, even though we hit our
year-end numbers. We had to even-
tually redesign how we did things.
Plus, we feel certain other broadcast-
ers tried to damage our reputation
on Wall Street.

SG: There’s something else: The
essence of our philosophy is to teach
and guide, not yell and scream. And
that frequently gets interpreted as
being soft or not understanding how
to do the job. But if you're going to
be in the business long-term, you

can’t beat up your employees.
You’ve got to coach them and make
them better coaches for their peo-
ple.

R&R: Has your management
style served you well?

SG: We always used the metaphor
of being the turtle in the race. We
saw a lot of hares moving around
the track, running a quick quarter-
mile, but at the end of the day they
didn’t stay. We always perceived
ourselves as long-term players who
would be here if we made all the
right moves in the late-’80s and ear-
ly *90s.

R&R: How do you see your com-
pany in the radio industry of the fi-

ture?

SG: There will be three or four
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Steve Rivers (left) and Jim de Castro celebrate the sign-on of their most
successful outlet to date, WKTU/New York.

companies of significant size. The
other companies will still be an im-
portant aspect of this radio business,
but you won’t have more than three
or four companies of remendous size
— doing more than, say, a billion
dollars in business. Right now. you
only have two billion-dollar compa-
nies—us and CBS. And beyond that,
there might be one or two others
most likely Clear Channel and one
other we can’t put our finger on yet.
Will itbe ABC? Jacor? Emmis? Bon-
neville? Who will it be, and what
combination will it be?

R&R: Do you make a determined
effort to develop complemernitary for-
mats, or is it every station for itself?

JD: We are learning the process
of taking the strengths that we have
in the market and modifying them
to create synergistic opportunities.
Here’s an example: When we looked
at going into Detroit, Scott bought
one AC station, WDRQ, then anoth-
er, WNIC.You had Jim Harper com-
peting with Dick Purtan. We made
the decision not to re-sign Purtan,
we shifted 'NIC older and Q95
younger, and we improved cash flow
by more than 50% on the two sta-
tions.

R&R: How have your jobs
changed in recent years?

SG: I've clearly gone from focus-
ing on station-specific issues to com-
pany-specific issues. We now have
a whole lot of tasks we didn’t have
before, such as dealing with the pub-
lic shareholders and 13 analysts in
the various Wall Street firms. Plus,
we’re running a larger corporate
staff. It’s like a new job every day,
because things change so much. If
it was the same as it was 12-15 years
ago, I would have quit the business.
But every year is a new develop-
ment.

JD: It’s changed dramatically for
me, because I've had to mature
through the process. I'm trying to
learn how to be a better manager. For
me, part of being a better manager
is delegating more. Recently, I had
to walk out of a big morning show
meeting and tumn it over to the re-
gional guys, station guys, and pro-
gramming guys. I let the door hit me
as I left the room, and I said to Scott,
“Help me with this process, because

you’ve been able to do it and walk
away from the station side.”” That’s
something I had to learn to do, be-
cause there are many more things |
can soar with with my strengths. |
went into New York and made sales
calls on behalf of "AXQ. and I real-
ized I can have an impact on that. |
can also have an impact on recruit-
ment.

R&R: Both of you have made a
lot of money in recent years. Why
are you still doing this?

JD: We've already made all the
money that we want to make, We
do this to do something really unique
for our'people. I'm proudest of this
list of all the people who’ve got
shares of this company since going
public. There’s hundreds of people
on this list; secretaries, account ex-
ecutives, morning shows — people
at all levels. One AE is worth
$200,000, and she’1l get more based
upon her performance.

SG: There's something else hap-
pening: We now answer to a board
of directors, and I'm not the Chair-
man. Despite what others might
think about that, I find it very com-
forting. Even though we have seats
on the board, I think of this as a great
opportunity to allow myself to be-
come an employee as well.

R&R: As an employee, do you
like the way your company is being
run?

SG: Our job now is to write the
book on how to run a radio business
this size. We’re not particularly hap-
py with the models we’ve seen — a
little too authoritarian or too cook-
ie-cutter, where every dollar gets
squeezed. Our model calls for more
— not less — management, sales-
people, and programmers.

R&R: Were you tempted to get
out of the business in recent years?

JD: We’ve had multiple opportu-
nities to do it, but the emotion of our
affection for each other kept us from
doing it. This is intense, but there
were times Scott wanted out, Matt
wanted out, and 1 wanted out. We
could have all jumped in and taken
millions and millions of dollars, but

Continued on Page 18
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we would have missed out on the
chance to do something that’s never
been done before.

SG: We had our ups and downs
like everybody else. There were
times Jimmy, Matt, or | would say,
“Let’s throw it all in and cash out.”
There were a lot of entrepreneurs
who, at the end of the day, jumped
into the river and took their money.
They couldn’t see a way to build a
bridge over the river. But I kept us
fairly steady and said, “There’s a
bridge, we’ll keep building it, and
we’ll get over the river” We had
many opportunities to take our
dough and run for the hills, we just
didn’t do it. There’s a lot more to
build, a lot to do.

R&R: As an entrepreneur, does

it bother you that you're no longer

in ultimate control of your compa-
7

ny:

SG: I held Class B stock, which
was the “‘super voting™ stock that
controlled Evergreen. Tom Hicks
had Class B stock that controlled
Chancellor. Both of us agreed to give
up our Class B stock for Class A
[common] stock. Tom’s organiza-
tion ended up with the largest stake
in the company, and I am its largest
individual shareholder. It was the
theory of the deal, and I'm very pre-
pared to live with it. We had to give
something up to get something. But
Tom has put a tremendous amount
of money to work for this company.
As a result, Hicks, Muse has board
control.

I gave up my Class B position
because I thought it was important
to create a permanent radio compa-
ny where our employees would have

an opportunity to thrive and move
forward. So, instead of us taking the
last dollar out of our business and
Tom Hicks taking the last dollar out
of his, we formed an entity to move
forward. We gave up control because
of our common vision to build the
largest radio broadcasting company
in the world.

R&R: Did some companies
spend too much on their radio sta-
tions?

SG: Everyone who couldn’t op-
erate their radio stations paid too
much. It’s never how much you pay
for radio stations, it’s what you do
with them. If you buy at 17 turns of
flow, and it’s eight or nine by the end
of the next year, that’s a hell of a
deal. We buy them feeling we can
improve the multiple on them sig-
nificantly, which is the purpose of
buying in the major markets.
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It's harder these days: It’s not the mom-and-pop
business it was just a few years ago. Before, all
you had to do was beat your competition. Now,
you’ve got to beat margins and power ratios
and cash flows.

R&R: Do vou expect to see ra-
dio revenue move from its current
7% to 10% in the next few years, as
some people have predicted?

JD: No way. If it went up 1/4 or
1/2 a percentage point, we’re all go-
ing to have the best years we could
possibly have. I don’t think there’s
a paradigm switch just because we
own five in a market, as opposed to
one. That was one of those predic-
tions designed to impress Wall
Street. Radio has been at about 7%
for 30 years. The fact that Chancel-
lor is a big company isn’t going to
change it.

Having said that, the vertical in-
tegration we’ve created might gen-
erate more revenues from a sponsor-
ship standpoint. Considering that we
have the first, second, third, and
fourth 25-54 stations in Chicago, we
can now go in to an advertiser and
do some creative packaging.

SG: It’s a nice goal, but the factis
it’s gone from 6.7% to 7.1% over
the last 13 years. The largest com-
plainers to the Justice Department
are not individual advertisers, they’re
the ad agencies. They have used ra-
dio for years, they know the appeal,
they know it’s effective, and they
know they need to supplement ev-
erything else they do with radio. But
they’ve been able to buy us cheap
for years, and that is what’s going to
change. As that dynamic changes,
we should gain two-tenths a year. If
we gain two-tenths a year, each ad-
ditional point will take us five years
to achieve. So we'll get to 10% in
15 years, not three years.

R&R: Is the business still fun?

JD: It’s unbelievably fun. I have
the greatest job of anybody in the
business. They talk about the gold-
en age of radio and that it couldn’t
be done again. We’re going through
an unbelievably golden age. We
think back to when we were five ra-
dio stations, and I would dream of
getting an L.A. radio station. I was
so excited about that prospect, and
then I got KMEL/San Francisco,
where 1 started in this business —
man, what an incredible high for me.
Now, to have seven radio stations in
SF, it’s just unbelievable!

SG:1getakick out of it. I've spent
so much time focusing on this com-
pany, and now it’s time to focus on
building this industry on something
it’s never been. Now I want to build
the credibility that will result in
building revenues, and to help with
public service commitments. And
we want to demonstrate by exam-
ple how to create a workplace that
will allow African Americans, His-
panics, Asians, and Anglos to work

E

in the same environment, and to fos-
ter a workplace in the image of what
Keith Naftaly first coined: “no color
lines.” '

R&R: But there’s a downside,
right?

JD: It comes with a lot of pres-
sure. Plus, it’s harder these days: It’s
not the mom-and-pop business it was
just a few years ago. Before, all you
had to do was beat your competition.
Now, you've got to beat margins and
power ratios and cash flows. You’ve
got to be better than CBS, better than
Emmis, better than Clear Channel,
better than ABC. We're judged on a
different game on Wall Street; so it’s
much more intense — it’s not for the
faint of heart anymore.

R&R: How were your families,
affected by what was obviously an
immense amount of time put into your
companies?

SG: The three of us have children,
and we kept asking ourselves, “Do
we want to leave them money, or do
we want to leave them a legacy of
something their fathers and families
had done together?”

R&R: But do vou see your kids
much?

JD: Far more than anybody could
imagine. I am never out of my house
more than two nights at a time un-
less it’s a public roadshow or some
other big demand. Our families are
way oo important to us, and they’re
a part of this whole thing, too.

R&R: What's left on your agenda
Jor Chancellor?

SG: My destiny and the compa-
ny’s destiny may ultimately be dif-
ferent. But in the immediate term, I'll
consider myself successful when
Chancellor can have under one um-
brella a large-market group, a medi-
um-market group, and a small-mar-
ket group, with each division run by
very sophisticated businessmen and
broadcasters. In addition, we’ll have
a radio rep company, Katz, and we
fully intend to have our own radio
network. If all that’s together, I will
have fulfilled my obligations to our
shareholders, board of directors. and
employees.

JD: Chancellor, in my mind,
equals talented people, and I want to
build the greatest radio company with
the absolute best talent. I want to
watch them grow and develop—and
acquire personal growth and wealth
in the process. And when that’s done,
I'll feel I've really lived and made a
significant contribution to the radio
industry.

' B S B TN
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Alspaugh Takes PD
Duties At Three
Mt. Wilson Outlets

Blanton Alspaugh has been
named PD at Mt. Wilson FM Broad-
casters” three Classical properties:
KKGO-FM/Los Angeles, KKHI-
FM/San Francisco, and XBACH-
AM/Tijuana-San Diego. Alspaugh
assumes duties previously held on an
interim basis by John Santana. who
remains with KKGO as afternoon host.

Mt. Wilson President Saul Levine
told R&R. “Alspaugh has an outstand-
ing background. He fits in with our
goal to expand and dedicate our com-
pany to classical music going into the
next century.”

Alspaugh added, “'I consider it an
extraordinary opportunity to work at
KKGO. I have been fortunate to work
with some of the greatest people in
Classical radio in Houston and Wash-
ington. Saul Levine has assembled a
team of gified people. and we are com-
mitted to commercial Classical radio
in Southern California”

Alspaugh. a musician and conduc-
tor who has worked with the Houston
Grand Opera. Baltimore Symphony,
and the Chicago Symphony, previous-
ly programmed WGMS-FM/Wash-
ington. Before that. he served as PD
of KRTS-FM/Houston.

Johnson

Continued from Page 3
working with [Chancellor Sr. VP/Re-
gional Operations] Bill Figenshu. who
is one of the real great people in the
business. We had a lot of success over
the years at Viacom. and I'm excited
to keep that relationship.

“I'm coming to Philadelphia to
make Star what it should be: a great.
mass-appeal Hot AC. We have a won-
derful talent lineup and great market
reputation. They want me (o focus the
presentation and implement a great
Hot AC package. and I'm very excit-
ed about the opportunity to do it
There’s a great plan in place. and we'll
begin it this fall”

Johnson's previous programiming
credits include WLTW/New York,
WFYR/Chicago, and WZEE/Madi-
son. WL

Blitzkrieg ‘Bop’

Mercury recording artists Hanson were recently presented with award
plaques to commemorate sales of over three million of their debut album,
Middle Of Nowhere. Growing taller right before our eyes are (I-r): Isaac
Hanson, Mercury President/CEQ Danny Goldberg, Taylor Hanson, Mer-
cury VP/A&R David Silver, Mercury Sr. VP/Head of A&R Steve Green-

berg, and Zac Hanson.

'Douglas/PAR Taps Two GMs In L.A., DC

KYPA-AM/Los Angeles GM Michael Reichert has assumed similar

duties at parent Douglas Broadcasting/PAR Holdings™ newly acquired

WBZS-AM & WVPA-AM/Washington. KYPA GSM Andrew Whatley

has risen to Reichert’s former post at the Motivational Talk station.
WBZS and WVPA (then WZHF) were sold by Chancellor Broadcasting

to Douglas 10 comply with FCC ownership limits in the Washington mar-

ket. WBZS will retain its all-Business format, while WVPA will “enhance”

its current Health & Fitness format with PAR’s syndicated Motivational

| Talk.

Both Reichert and Whatley have 25 years of media experience, includ-

ing positions in radio. television, print. and media brokerage.
In related news. Douglas has dropped its KYPA simulcast on KWPA-
AM/Pomena, CA in favor of Oldies-intensive Spanish AC. Mauricio
- Ocampo — most recently in sales at KKHIJ-AM/L.A. — assumes GM

duties. while Victor Mendez takes the PD position. The station, known on-

ol L, (S

|

air as “Radio Mia.” has applied for new calls KMIA-AM: it covers the San
Gabriel Valley. east of downtown Los Angeles. |

Gale Rises To RCA/Nash. Dir./Nat’l Promo

RCA/Nashville North- 7

east Regional promo rep|

Keith Gale has been tapped

as the label’s new Director/ | #8 .

National Promotion. He re-
places Eric Beggs. who ex-
ited a couple of weeks ago.

RCA/Nashville VP/Pro-
motion Mike Wilson told

R&R, “I've worked with

| Keith over the last three

» years. and nobody works
i harder at his job. The en-
| tire company and the entire
promotion department are
both excited and thrilled
that he’s taken on this new
position.”

Gale joined the label three
| years ago from his MD
post at WXTU-FM/Phila-
delphia.
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Cromwell Lifts Reich To C00, Krysz To Dir./Prog.

he Cromwell Group has elevated Bob Reich to COO and Brian Krysz
to Director/Programming. They had served as VP/GM and PD, respec-
tively, for the 18-station group’s WQZQ-FM & WZPM-FM/Nashville and WCTZ-
AM/Clarksville, TN
“We are very fortunate to have someone with Bob's expertise, experience,
and track record to operate our company,” Cromwell Group President Bud
Walters said.“Since Bob joined the company last year, we have seern dramat-
ic increases in both revenues and ratings with our Nashville stations. Since
March, he has also been operating our four Peoria, IL stations, as well as
assisting me in our other markets, so this just formalizes the position
“Brian has also been overseeing programming at several of our locations
He'll now be in charge of all programming at every location.” The Cromwell
Group also owns outlets in Decatur-Mattoon-Effingham, IL and Owensboro,
KY
Reich and Krysz joined Cromwell in August 1996. Between 1988-91, Reich
was President of TK Communications, where Krysz was also head of pro-
gramming

Metro Resets Miilwést Mgt.; Ups Two In Colorado

M etro Networks has reorganized the management in its Midwest re-
gion: Chicago GM Mark Hanson has added Milwaukee to his mar-
ket duties; St. Louis GM Bob Fulstone has added Indianapolis; and Min-
neapolis GM Tom Tucker has tacked on Omaha.

“This is an exciting time for Metro, as we expand the company to fur-
ther serve the changing radio and television industry,” President Chuck
Bortnick said. “By reorganizing our Midwest region, we're in a better posi-
tion to help service our affiliates.”

Hanson joined Metro as Marketing Manager/Chicago last year; Ful-
stone was Director/Marketing prior to his most recent post; Tucker had
been National Director/Marketing, Minneapolis before being promoted to
Marketing Manager.

Meanwhile, Metro has also elevated Jill Sochacki and Mike Mullins
to Directors/Operations for Denver and Colorado Springs, respectively.
Mullins joined Metro in 1994 as a part-time producer in Denver and was
later promoted to Asst. Director/Operation. Sochacki, who joined the com-
pany in 1986, moves from Metro’s Colorado Springs operations center.

ABC Radio Net Names Two Dirs./Affiliate Mktg.

adeline Lawrie-Goodrich and Sally Welsh have been tapped as
Directors/Affiliate Marketing, East Region for ABC Radio Networks.
Lawrie-Goodrich will be responsible for 16 markets, including New York,
Philadelphia, Pittsburgh, Hartford/New Haven, and Charlotte; Welsh will
oversee the affiliation of the network’s programming and services to mar-
kets in New England, New York state, Ohio, and Michigan
‘Madeline is a strong negotiator and disciplined marketer, which makes
her an extremely valuable asset to the company.” stated VP/Affiliate Mar-
keting Karen Freeman."And Sally’s solid experience in affiliate marketing
and her tremendous success in a start-up venture will play a vital role in
ABC Radio’s continued growth |
Lawrie-Goodrich most recently was Regional Manager/Affiliate Mar-
keting, East Region for the network. Welsh joins the company from the
Sega Channel in Denver, TV’s first interactive channel, where she was
Regional Manager/Affiliate Sales & Marketing

PI\RAQON

AUDITORIUM
MUSIG TESTING

Don’t miss Paragon’s presentation of “Dear Diary: Why didn’t | remember that station? Signed, Phantom Cumer”
at the NAB radio Show on Friday, September 19th from 1:45 to 3:00 p.m., Room 100.

With MusicLink software. (303) 922-5600
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NEWSBREAKERS.

London Takes It To
The Max As Dir./Prog.

WNVZ-FM & WWDE-FM/Nor-
folk PD Don London has been ele-
, vated to Director/
: Programming for
parent Max Me-
dia Radio/Nor-
folk. In addition
b WNVZ &
WWDE, he’ll
also program
WFOG-FM &
WPTE-FM.
“Don received
this promotion be-
cause he truly de-
serves it,” Max Media Radio/Norfolk
VP/GM Elise Kennett told R&R.
“With all four radio stations now un-
der one roof, we need a leader to help
coordinate the stations to be sure each
of them has a strong identity and, at
the same time, to ensure they contin-
ue to work well together”

London told R&R, “This is an
incredible company with great peo-
ple. It’s also a dream come true for
me in beautiful Virginia Beach.” His
first official move in his new post
was to give WNVZ MD/afternoon
driver Jay West Asst. PD duties.

London joined WNVZ four years
ago. His previous programming ex-
perience includes stints at WZPL/In-
dianapolis and WIZM/La Crosse, W1.

London

Tristani
Continued from Page 1

eral Counsel William Kennard, Pres-
ident Clinton’s nominee for the
Chairman post, the next day.

The only potential roadblock in
the nomination of Tristani was her
original intention to run for gover-
nor of New Mexico. She officially
withdrew her name from the guber-
natorial race upon her nomination
to the FCC.

Tristani was elected to the SCC
in 1995, and became Chairman in
1996. As Chairman, she has over-
seen regulatory matters in the tele-
phone and interconnectivity fields.
Her agenda has been described by
her peers as “pro-consumer.” Joan

talent at WKSJ/Mobile.

Landrum Heads To WHSL/Greenshoro As PD

STE/Gainesville-Athens, GA PD Brian Landrum has been named

PD at Country WHSL/Greensboro-Winston Salem.He succeeds
Bill Young, who transferred to the PD post at SFX’s/soon-to-be Capstar's
WKKT (formerly WTDR)/Chariotte a couple of weeks ago (R&R 8/22).

“I've always wanted to be part of the organization I'm going to work for;
Landrum told R&R. “I've long admired the people and look forward to
working with them. The company provides the tools to do the kind of radio
I want to do and the resources to make it work. | can't wait to get there”

Landrum has been WSTE’s PD since its debut last December. Prior to
that, he spent 15 months on the air at WOKI/Knoxville and a yearas an air

New WJOI/Memphis Taps Taylor As PD

Flinn Broadcasting's new CHR sign-on, WJOI (107.5 Kiss-FM)/
Memphis, has tapped WHPT/Tampa Asst. PD Chris Taylor as its new
PD, effective September 24. WJOI is the newest Vallie-Richards-con-

sulted CHR.

WJOI GM Mary Norman told R&R, “We searched nationwide to
find someone who had a strong CHR background. We found that Chris
was the best candidate, and we are very excited about getting him on-

board.”

Taylor told R&R, “Memphis has been without a CHR for about 10 years,
and we feel the opportunity there is huge. Between owner Dr. Flinn, Mary
Norman, and consultants Dan Vallie and Mike Donovan, we’re going to

plug that CHR hole.”

Taylor previously served as PD at WXLK/Roanoke, VA; PD/consultant
at WDFX/Detroit; and MD at WAVA/Washington, WRQX/Washington,
WNVZ/Norfolk, and WBMW/Washington.

Smith, co-vice chair of a committee
of the National Association of Reg-
ulatory Utility Commissioners
(NARUC) on which Tristani serves,
told R&R: “She thinks an open
marketplace with customer choice
is the way to go.”

FCC Cominissioner Susan Ness
also serves on NARUC’s Commit-
tee on Communications. In her press
statement on the nomination. Ness
also emphasized Tristani’s consum-
er-oriented policies: “Her experi-
ence as a state public utility com-
missioner will be invaluable as the
FCC continues its efforts, in partner-
ship with the states. to facilitate lo-
cal telephone competition. bringing
new services and atfordable rates to
consumers.”

This committee was actively in-
volved in the enactment of the Tele-

communications Act of 1996, and |

continues o oversee the implemen-
tation of the legislation on a state
level.

Besides Tristani and Kennard,
who are the Democrat nominees, the
other FCC nominees include De-
partment of Justice antitrust attorney
Michael Powell and House Com-
merce Committee chief economist
Harold Furchtgott-Roth, both Re-
publicans. If confirmed. they
would join Democrat Ness, the only
current commissioner who would
remain.

Kennard will serve for the remain-
der of James Quello’s term, which

stations.

Dame Media Appoints Group Managers In PA, NY

Dame Media’s 21-station group has divided supervision of station op-
erations between Pennsylvania and New York. Company VP John
Dame has added GM duties at Dame’s six Harrisburg stations and be-
comes Pennsylvania Group Manager, supervising the company’s six sta-
tions in Williamsport and Johnstown. Ron Kite will remain GM of the
Johnstown stations, and Jim Dabney will stay on as GM in Williamsport.

Michael Whalen, current GM of Dame’s three Albany stations, has
been named New York Group Manager. He will help Herb Usenheimer,
GM of the company’s six stations in Utica and Rome, supervise those

“We are designating state group managers to position ourselves to
operate our facilities more efficiently,” said CEO/President Al Dame.

Radio One Adds Hot AC To Format Lineup

C olorado-based satellite programming provider Radio One Networks
has launched a Hot AC format. Core artists for the Joel Folger-
consulted format inciude Gin Blossoms, Hootie & The Blowfish, and Seal.

“There’s a need out there for a Hot AC format that utilizes our delivery
system where we localize for each affiliate” VP/Programming Tony Mauro
told R&R. “The music in this Hot AC format is very familiar, and it gives us,
as acompany, a chance to offer another adult-oriented product to go along
with our Alternative and Country formats.”

Hot AC's first two affiliates are KSTB/Crystal Beach, TX (approximate-
ly 40 miles outside of Houston) and KSKI/Sun Valley, iD.

Salaries
Continued from Page 1

salesperson is off 3%.

Theories abound as to why com-
pensation doesn’t seem to be follow-
ing any particular pattern. Some of
them include:

* Consolidation. Until the pace of
in-market consolidation slows down.,
it's unlikely salary patterns will sta-
bilize.

* Buyer’s market. Salaries for
upper managers were bound to sta-
bilize and even fall thanks to an over-
supply of qualified GMs and GSMs.
One industry executive estimates
there are only half as many GMs in
medium and large markets as there

have been in recent years.

* More salespeople. The amount
paid to the typical salesperson fell
slightly last year, despite an increase
in radio revenues. More than one
observer said many stations have cut
commission rates, and more sales-
people are being hired at stations,
which thins the commission pool.

* Hidden compensation. A larg-
er number of radio station employ-
ees worked for publicly owned com-
panies in 1996, increasing the pos-
sibility they were paid in part with
stock options. Such options, of
course, are not immediately redeem-
able. which means they are not re-
ported as income.

expires July 1, 2001; Powell will
serve until July 1, 2002, replacing
Rachelle Chong: Furchtgott-Roth,
who fills the seat tormerly occupied

by Andrew Barrett, will serve until
July 1, 2000; and Tristani will fin-
ish Hundt’s term, which expires July
1, 1998.

Keep your listeners through the night with Scott Curtis
and his "middie of the night request show."

Call Michael Henderson, Director of Affiliate Sales 303-784-8700

10 hours of consistent, quality AC programming
to take your station "Through the Night."

Lower your overhead ¢ Increase your audience ® Entertain your listeners

It's about connecting with the listeners - from Friday's fun-loving, compassionate
personality to listeners phone calls and great mix of love songs!

Jain Us
at the NABI
New Orleans Hitton

Seven Daks Suite, 25th floor
Wed., Thur & Fri.

®

JONES RADIO NETWORK™




Mark Kassof & Co. delivers
the most powerful, advanced
~ research in radio

TO GIVE YOUR STATION A COMPETITIVE EDGE.

You know all the standard questions... Which station plays = Mark Kassof’s research and radio expertise means we give

the most music? Which one plays the best music? Which your station much more than statistics...
station is your favorite? Every research company uses
questions like these. We do, too. v/ It means we deliver our X o SLARSE o
M i findings and analysis in .
But at Mark Kassof & Co., - a clear, graphic, easy- jom LA D
that’s only the beginning... to-understand way. " .
WEEE '
MARK KASSOF & CO. war v/ It means we work _ ;‘;’;ERS
GOES BEYOND THE S e N e M withyou to turn MRS T
BASICS... TARGET SEGMENT @) research into a UNNVOLVEDS
We specialize in the application = decisive “plan of action” “Cluster Analysis
of powerful, advanced MULTI- customized to your pinpoints meaningful
VARIATE ANALYSIS tools to qo0ey station and focused on  fargets for your station”
real-world radio situations like “Multi-Dimensional your market situation.
yours. Multi-Variate Analysis Scalin_g_ s a power. ful
looks at the pattern of listeners’ positioning tool” v’ It means we are “on your team” exclusively in your
responses to many questions — not any one or two — to market for a full year...to answer questions and
provide a clearer picture of your station, competitors, provide additional input based on the research.
listeners. The result? Focused, actionable strategies that
WIN in today’s competitive, fragmented radio markets. Most importantly, this combination of powerful research
and personal service i
POWERFUL RESEARCH + PERSONAL SERVICE WORKS for our clients’ .
= SUCCESS STRATEGIES B
Statistics alone (no matter how advanced) never helped Kassof & Co. has applied ", K 1 _f’w &
any station. Success requires the application of research O el ( ‘\\ L e
into easy-to-understand, actionable hi.iS hglped deve!op . o e
strategies. Mark Kassof is uniquely Wil g ee gl for | .. ';?TT.m@s‘rsesmm
- qualified to apply powerful Multi- some of the biggest | oow‘°"w I N "oy,
Variate Analysis tools to radio. Successes In North | & g i) %’*%
He has solid research credentials — American radio. i & §“Q { %"%OA N
~ an M.B.A. in Marketing and years of . : g %
~ experience applying it. And he has Get the competitive e’dge : L
8 more — over ten years at stations as a O(f)x::fl;l}{azwf & SO‘ S “Multiple Discriminant
programmer, researcher and air talent. p , advance - Mapping determines your
Radio isn’t an “academic exercise” to research. Call us at: station’s optimum

him...he’s been there. 313-662-5700 Stationality”

MARK KASSOF G GO.

e

SUCCESS STRATEGIES FOR RADIO
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® DOROTHY FRIEDRICKS has been
named Marketing Coordinator for the
Nashville division of SJS Entertain-
ment. She has previously held sales
and promotion positions for the Nash-
ville divisions of record labels MCA,
Mercury, and Imprint.

® BRENT LIGHTFOOT becomes
Account Manager for Strategic Me-
dia Research. He most recently
served as National Sales Manager
for Hearst Broadcasting’s WISN &
WLTQ/Milwaukee.

Records

& SARAH WEIN-
{ STEIN DENNI-
i| SON has been
k  promoted to Sr. Di-
i rector/Media Rela-
tions for Island
Records. She
most recently was
National Director
for the depart-
ment.

Dennison

e LESLYE
FAULK has been
appointed Direc-
tor/New Media
for N2K Encoded
Music. She for-
merly was Man-
ager/Production
for Columbia
Records’ Online
& Emerging
Technologies di-
vision.

Faulk

® VIRGIN RECORDS said it has pur-
chased NARADA PRODUCTION,
MUSIC DESIGN, and their affiliated
companies. Narada will transition to
Virgin through EMD Distribution in the
near future. For more information, con-
tact (310) 288-2462.

Lo

PROS ON
THE LOOSE

Jim Bosh — Mornings
WWWW-FM/Detroit (248) 680-
1809

Patti Hanson — Middays
Westwood One “Hot Country”
(805) 255-3406

® Sony Music Entertainment President
THOMAS MOTTOLA, MICHAEL
JACKSON, and His Royal Highness
PRINCE ALWALEED BINTALAL BIN
ABDULAZIZ ALSAUD have formed a
joint venture through which MJJ Mu-
sic’s releases will now be marketed by
the Work Group and distributed through
Sony Music.

3 - L3

National Radio
e ABC RADIO NETWORKS has
launched a new daily feature, “Discov-
ery Channel Minute,” a radio extension
of weekly science newscast “Discov-
ery News.” Produced by ABC News for
the Discovery Channel, each 60-sec-
ond report will focus on science and
technology news and be fed to ABC
Radio Network affiliates Monday-Fri-
day; (972) 776-4644.

e AAHS WORLD RADIO has an-
nounced a new, live nationat program,
“SFX (Science Fun in the Extreme),
launched from the new Aahs studios
in Liberty Science Center, Jersey City,
NJ. The show is broadcast Saturdays
between 1-2pm ET, and features afast-
paced, unconventional approach to in-
troducing children to science; (612)
330-9524.

® NBG RADIO NETWORK and TEN
STAR PRODUCTIONS will syndicate
the program “Dance Mix America,”
hosted by Chuck Bennett. NBG will be
responsible for the affiliate clearance
and national sales of the show, while
Ten Star will handle production respon-
sibilities; (800) 505-5640.

¢ FIRST BROADCASTING NET-

WORKS is launching a 24-hour music

e AL e,

network, “Rock & Roldies” The syndi-
cated program will feature hits from the
'60s, '60s, and '70s; lower inventory
requirements; and “Father of Top 40
Radio” Bill Drake as host; (214) 665-
1300.

& WESTWOOD ONE has released the
following schedule for its “Celebrity
Connection” service:
® Sept. 22, actress LeaThompson
For more information, call (212) 641-
2052.
e

Changes

AC: KMGL/Oklahoma City adds
part-timers Kevin Kramer, Eric
Moore, and Mike Rogers ... Andy
& Dennistake mornings at WOOD/
Grand Rapids, replacing Steve &
Carol ... Changes at WHYN/Spring-
field, MA: Dan & Kim are new (o
mornings, Chris Tracy flips from
mornings to 10am-noon, and

Continued on Page 66

MARRIAGES

Maze drummer Michael
White to Los Angeles AFTRA
Local Sound Recordings Busi-
ness Rep Sidney Kibodeaux,
August 16.

BiRTHS

Columbia Records artist Har-
ry Connick Jr., wife Jill, daugh-
ter Sara Kate, September 12.

WSWT/Peoria, IL PD Randy
Rundie, wife WIRL/Peoria, IL
Traffic Mgr. Brenda Rundle,
son Michael, September 12.

Premiere Radio Networks
Dir./Long Form Programming
Ray de la Garza, wife Susan,
son Jacob Gus, September 11.

Geffen Records Head/Rock
Promotion Ted Volk, wife Kelly
Mills, son Isaiah, September 6.

KEEY/Minneapolis PD
Gregg Swedberg, wife Cathe-
rine, daughter Alexandra Cain,
August 29.

NATIONAL
RADIO
FORMAT.

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

Starstation — Peter Stewart
AMY GRANT Takes A Little Time

Hot AC — Robert Hall

AMY GRANT Takes A Little Time
ROBYN Show Me Love

Touch — Monica Logan
BOYZ il MEN 4 Seasons Of Loneliness

Classic Rock — Chris Miller

JACKSON BROWNE The Next Voice You Hear

ELTON JOMN Candle In The Wind ‘97
ROLLING STONES Anybody Seen My Baby?
KENNY WAYNE SHEPHERD Slow Ride

ALTERNATIVE PROGRAMMING
Steve Knoll ® (800) 231-2818

CHR/Rock

GREEN DAY Hitchin® A Ride
ROLLING STONES Anybody Seen My Baby?

Mainstream AC

SHAWN COLVIN You And The Mona Lisa
ROLLING STONES Anybody Seen My Baby?
WALLFLOWERS Three Marlenas

Lite AC

CHICAGO The Only One
LINDA EDER Only Love
ELTON JOHN Candle In The Wind '97

uc

BROWNSTONE Kiss And Telt
FIRM Firm Biz

JANET {/Q-TIP & JONI MITCHELL Got 'Til It's Gone
LUTHER VANDROSS When You Call On Me ..

BROADCAST PROGRAMMING

CHR — Casey Keating

MARIAH CAREY Butterfly
{MANI COPPOLA Legend Of A Cowgir!

Digital AC — Casey Keating
CHICAGO The Only One

Hot AC — Casey Keating
MARIAH CAREY Butterfly

Digital Soft AC — Mike Bettelli
ELTON JOHN Candle In The Wind '97

Digital AC Mix — Mike Bettelli
ELTON JOHN Candle In The Wind '97

Alternative — Leslie Cohan

DAYS OF THE NEW Touch, Peel, And Stand
EVERCLEAR Everything To Everyone
GREEN DAY Hitchin’ A Ride

0ASIS Don't Go Away

VERVE Bitter Sweet Symphony

i
JONES RADIO NETWORK
Phil Barry ® (303) 784-8700

Adult Hit Radio — JJ McKay

AQUA Barbie Girl
BOYZ Hl MEN 4 Seasons Of Loneliness
MR. PRESIDENT Coco Jambo

WES

Adult Rock & Roll — Jeff Gonzer
JOHN FOGERTY Blugboy

Bright AC — Bill Michaels

SHAWN COLVIN You And The Mona Lisa
ELTON JOHN Candle In The Wind ‘97

Soft AC — Andy Fuller

GARY BARLOW So Help Me Girl
JEWEL Foolish Games
- SPICE GIRLS 2 Become 1

Walter Powers ® (800) 426-9082

Charlie Cook ® (805) 294-9000

< e

Radio Today!

ind out more about RadioDate, the # 1 source for
non-traditional revenue. RadioDate makes more
“DoLLARS & SENSE” than any other voice personals
service in the whole wide world! Call today for a demo tape and a
fact-filled information kit... You owe it to your bottom-line to call!

1-800-320-7870

VISIT OUR WEB SITE AT WWW.RADIO-DATE.COM
VisiT Us AT NAB 97, BOOTH 557 AND OUR HOSPITALITY SUITE

z"s About Time You Knew About The
H#1 Non-1raditional Revenue Producer In

F
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Have you met
these guys yet!?

America’s newest radio
research & development firm.

- Not owned by a radio group
or in cahoots with any consultants.

THE METHODOLOGY

Find out what people want so you can give it to them.

THE TEAM

Decades of experience in research, sales, programming, and more.

THE PRICES
Ridiculously affordable.

MUSIC TESTS FOCUS GROUPS
STRATEGIC STUDIES SALES RESEARCH

PN e e

clip and save

| Call us at The Windsor Court Hotel this weekend _
504.523.6000

| Wy WiMMER-HUDSON [

RESEARCH & DEVELOPMENT

303.763.4949

Denver, Colorado USA

Matt Hudson

Roger Wimmer, Ph.D.
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Stern
Continued from Page 8

both the Howard Stern show and
other programs in which material
considered indecent in a complaint
was dismissed as “non-actionable™
by the FCC. For example. in one
Stern broadcast deemed “'not action-
ably indecent,” an unidentified
woman is quoted as saying: “... I'll
just call Neil Thursday, invite you
and George ... And tuck you both in
the ass and have you for dinner.”

The problem, according to the fil-
ing, 1s that the FCC does not have
detailed indecency standards. The
Commission has not yet fulfilled a
1994 settlement with Evergreen
Media Corp. in the U.S. District
Court in Chicago that required the
agency to provide an indecency code
by November 2, 1994. In fact. the
response quotes a July 25, 1997
R&R interview with Commission-
er James Quello, in which he said
he did not foresee the establishment
of new guidelines.

Bob Ratcliffe, an attorney with the
Mass Media Bureau. told R&R that
the Commission does intend to pub-
lish the guidelines. but it has been
too preoccupied with other matters
to finish them. He would not com-

ment on the specifics of the WXRK
case.

Stern has stayed out of trouble
with the FCC since September 1995,
when Infinity Broadcasting settled
with the FCC over a number of ear-
lier complaints about Stern’s broad-
casts by paying $1.7 million to the
U.S. Treasury. A source close to the
Stern show told R&R that the
WXRK NAL was “more of an ab-
erration than a trend.”

More Trouble Brewing?

Nevertheless, Stern is causing a
stir north of the border. La Brasse-
rie Stroh (Quebec) Ltd., a subsidiary
of the Stroh Brewing Company, has
withdrawn its advertising from
CHOM-FM/Montreal in response to
recent broadcasts that offended
many residents of the predominant-
ly French-speaking province.

Stern debuted on the Quebec sta-
tion on September 2, making head-
lines and enemies there by insisting
that native French speakers, who he
dubbed “'scumbags” and “pecker-
heads.” should speak English only.

“We had hoped that CHOM
would disassociate itself from Mr.
Stern’s comments,” said La Brasse-
rie GM Kevin Meens. "CHOM has
not done so, however, so we have
chosen to withdraw our advertising

el T O

from that organization.”

CHOM PD lan McLean toid
R&R that only a few advertisers
have withdrawn from the station
entirely, and that a few more still
have asked to move to other time
slots during the day. He said that an
independent phone survey conduct-
ed by the station last week shows
that the station commands 25.7% of
listenership during the 6-9am slot —
up from 10% last November.

CILQ-FM, the Toronto station
broadcasting the Stern show, has gar-
nered some attention as well, but PD
Pat Cardinal told R&R that it was
both negative and positive. “The neg-
ative response has been of a general
nature,” he said, “like, “Why doesn’t
Howard play music,” and. ‘Why
couldn’t you find a Canadian?" ™

He said that, as at CHOM, some
advertisers have requested that their
spots be moved, but others want to
get their ads on during the show. This
can be partially attributed to the rat-
ings the station has gotten from a
new service from TAPSCAN called
MobilTrak, which measures RF fre-
quencies using 25 pods placed near
roads around the city. When Stern
signed on September 2, he was
reaching 15.5% of listeners during
the drivetime, and by September 11
he had a 25.9% share.

Million

Continued from Page 4
gle-parent youths. They will begin
“new and extensive Equal Employ-
ment Opportunity programs and in-
tensify minority recruitment and.
where we can, foster minority own-
ership in radio.”

The initiative also calls for in-
creased news and public affairs pro-
gramming in all of Capstar and
Chancellor markets. In addition,
Hicks, Muse hopes to raise in ex-

cess of $5 million nationally for char-
itable groups through remote broad-
casts and other community-oriented
radio promotions. The radio compa-
nies will also establish an undeter-
mined number of internship pro-
grams designed to groom youngsters
for positions in the radio industry of
tomorrow.

The announcement follows
months of saber rattling by outgo-
ing FCC Chairman Reed Hundt,
who has criticized broadcasters. par-

ticularly TV stations and networks.
for alleged shortcomings in their
community service work. However.
an Ad Council study released two
months ago indicated that radio
broadcasters have dramatically in-
creased the number of public service
announcements in recent years, and
broadcasters have repeatedly point-
ed to their radio campaigns to assist
citizens following natural disasters
as examples of radio’s involvement
with the community.

Goldberg

Continued from Page 1

new president is recruited. No chang-
es are expected at Mercury Records.

“Danny has helped to establish
Mercury as one of the most vibrant
and successtul labels in the business
during his two-year tenure there.”

[m———————————————

éﬁ’ei The Date That Keeps On Giving...

(‘ ; %adz'oDate really works! Two conples have already set the date!
RadioDate has created top-of-mind awareness for the station.
115 great to make money on something that doesn’t cost us anything.”

STEVE LEWIS Program Director - WKSF - Asheville - N. Carolina

Copyrighr 1997, INXsvs BROADCAST NETWORKS, INC

PMG President Roger Ames said. ']
am happy to have Danny in this new
position. where he will have the
chance to use his managerial skills and
vision to maximize the potentiat of the
labels under his responsibility and gen-
erate new marketing and business op-
portunities across these labels.”

Goldberg noted, “This is a great
honor and a great challenge. It is a joy
working as an executive in a corpora-
tion run by record people.”

Goldberg joined Mercury in No-
vember "95 and has dramatically
turned the label around thanks to
album salex from artists such as

' BUSINESS BRIEFS

Continued from Page 10

Business News For Gotham

M outlets WINS and WCBS/NY are set to debut “Omnipoint Business
Minute” Written and reported by NBC Radio News veteran Peter
Laufer, Omnipoint will present nontraditional business news immediately

adjacent to business reports.

CNNRadio Invades Canada

C NNRadio announced last week that Canadian Satellite Communica-
tions (Cancom) will be the exclusive sales, marketing, and distribu-
tion agent for the network’s expansion into Canada. This deal, CNNRa-
dio's first outside the United States, will beam the network into 3.7 million

homes north of the border.

Russo Named Controller Of Broadcasting Partners

Ifred Russo has been appointed Controller/VP, Finance of Broad-

casting Partners Holdings, LP. The company was formed in Janu-
ary for the express purpose of investing in radio stations and groups and
is backed by VS&A Communications Partners |l, LP. Russo was formerly
controller of Greater Media Inc’s Radio Division. Broadcasting Partners
is now operating 28 stations in nine markets.

Citadel Breaks Ground In Boise

Citadel Communications will move into new territory with its acquisi-
tion of Full-Service KBOI-AM, Country duo KIZN-FM & KQFC-FM,
Classic Rocker KKGL-FM (formerly called KLCl), and CHR KZMG-FM
for $29 million from Pacific Northwest Broadcasting. Montana-based Cit-
adel currently owns or operates 101 stations.

Connoisseur Gloses On Flint Stations

Connoisseur Communications Corp., based inWestport, CT, has closed
on the purchase of WWCK-AM & FM, WOAP-AM, and WAHV-FM/
Flint, MI from Majac of Michigan Inc. for $18 million. Majac now has no
broadcast holdings. Connoisseur also owns WFDF-AM andWDZZ-FM in
the Flint market. Media Venture Partners’ Randall Jeffery brokered the

transaction.

Jacor Buys WNCG In Clyde, OH

S&S Communications Group, headed by President Kent Smith, will
get $2.2 million for its sale of WNCG-FM to Jacor. Jacor now owns or
has agreed to acquire 164 stations in 35 markets.

Hanson. the Cardigans. the Mighty
Mighty Bosstones. and OMC.
Prior to joining Mercury. Gold-
berg was Chairman/CEO of Warn-
er Bros. Records between January-
August 1995, Before that. he was

7~ ind out more about RadioDate, the # 1 source for non-traditional
@4 revenue. RadioDaté makes more “DOLLARS & SENSE” than any other
voice personals service in the whole wide world! Call today for a demo tape and a
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with Atlantic Records from Janu-
ary 1992 to January 1994. rising
from Sr. VP to President. He also
was owner of the artist manage
ment firm Gold Mountain Enter-
tainment.
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Introducing

Something very New — Some would even say, Revolutionary

The Listen-At-Work Rewards Program™

7 U

After more than 18 months of software development, we are very excited
to introduce a totally new, very unique marketing approach for winning the
workplace — day after day, month after month, book after book after book.

Talk with any research company, review Arbitron listening locations, the
facts are clear — the workplace is the battleground. The workplace
provides your best ratings growth opportunity.

The Fairwest Direct “Listen-At-Work Rewards Program™’ is an innovative
software-based promotion that continually encourages, tracks and rewards
daily workplace listening...forever. And after formal presentations to IBM, Sony,
Hewlett Packard and Comp USA, we have also learned, it’s the perfect
tool in attracting new revenue from the lucrative computer industry

To discuss market exclusivity for your station or group of stations or
to set up an appointment for the NAB in New Orleans, call Fairwest Direct at 619 693 0576.

LOYALTY MARKETING SYSTEMS

Interactive Systems - Direct Mail - Telemarketing - Database Management - Software Development
9815 Carroll Canyon Road, Suite 206, San Diego,CA 92131 Phone (619) 693-0576 Fax (619) 693-0778 E-mail reg@fairwest.com
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By Market Size
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Compensation figures are for calendar year 1996 and include salary plus bonuses and incentives. Many responses include personnel with multiple duties, and many positions cover
more than one commonly-owned station. Please note that salaries for some positions in certain formats approach statistically reliable thresholds; please exercise caution when interpreting
this information.

Position 1-15 16-30 31-50 51-75 76-100 101-175 All %Chg 96/97
General Manager $243,117 $189,952 $138,274 $124,726 $127,060 $103,814 $161,701 2%
General Sales Manager 168,076 114,020 96,930 78,590 95,361 81,121 109,792 +3%
Program Director 123,929 84,381 65,688 50,182 60,080 40,341 72,633 0%
Promotion Director 49,735 35,869 31,403 24,249 32,336 26,531 35,237 +1%
4 News Director 62,795 45,114 35,048 25,383 31,567 27,986 40,987 +2%
g Research Director 51,838 32,456 29,143 23,111 23,533 — 42,009 +10%
R Production Director 45,456 39,047 31,835 26,418 35,632 25,655 35,823 1%
B Mo/Asst. PD 48,928 38,943 32,926 23,528 33,078 26,477 39,606 7%
gl Programming Asst. 31,790 27,224 25,514 25,268 25,924 22,328 27,812 +3%
: Morning Producer 41,020 30,122 24,204 18,708 22,507 28,250 28,971 +10%
Moming Drive Talent 166,987 98,965 70,824 56,072 57,980 43,375 85,089 -9%
Midday Talent 64,419 48,347 34,343 27,044 34,551 26,049 41,045 +4%
~ Afternoon Talent 79,347 62,783 37,581 29,562 42,314 31,836 50,298 +1%
Evening Talent 47,008 33,493 24,079 20,763 28,047 20,491 30,181 +2%
Late-Night Talent 31,813 24,075 18,863 16,617 21,628 16,512 22,667 0%
News Reporter 29,356 28,198 24,473 18,448 30,066 22,812 26,254 -19%
Sports Dir./Anncr. 45,780 50,033 35,133 34,704 32,360 35,150 41,808 4%
Local Sales Manager 109,921 97,141 7"'9,734 65,849 87,878 49,055 87,267 0%
National Sales Mar. 114,221 90,006 81,780 66,191 81,473 61,829 93,252 +4%
News Bus./Retail/Co-Op 86,584 68,630 48,125 44,211 49,876 31,635 64,858 +3%
AE-Highest 130,599 102,020 83,258 67,838 68,238 57,150 87,928 -3%
AE-2nd Highest 108,895 82,509 68,123 50,934 58,039 43,238 69,878 -3%
AE-Avg./Others 67,056 49,698 42,742 34,438 38,731 32,111 45,325 0%
~ Promotion Asst. 24,208 21,226 20,885 16,414 21,776 17,850 21,643 +1%
: Traffic Director 36,405 29,277 26,513 22,544 27,931 23,721 28,302 +5%
Pl Continuity Director 28,657 24,446 26,408 23,538 28,749 22,918 26,353 +1%
/ Chief Engineer 62,650 50,458 42,029 32,408 45,416 36,339 47,672 +2%
@il  Assistant Engineer 40,548 32,263 27,440 18,811 35,957 26,683 32,827 +6%
: Bus. Mgr./Controlier 56,736 45,938 38,540 33,922 40,279 36,465 43,560 0%
™Sl Asst. Bus. Manager 133,409 28,072 24,184 21,591 26,828 23,976 27,799 -3%
(3N  Executive Asst. 34,603 31,570 23,278 23,528 29,029 25,007 30,288 5%
il  Sales Assistant 25,346 23,983 21,491 18,556 22,191 21,663 22,636 3%
T Receptionist 20,532 19,312 16,658 15,556 16,923 16,655 18,021 +3%

Data gathered for R&R by Miller, Kaplan, Arase & Co. -

-

-

ROFIT-WISE?

cc / :
i@adioDateghas exceeded our expectations in every way.
We are tickled to death with this service.”

Mark Scogtt - Program Director - KMAG FM - Arkansas

7 ind out more about RadioDate, the # 1 source for non-traditonal
=77 tevenue. RadioDate makes more “DOLLARS & SENSE” than any other
voice personals service in the whole wide world! Call today for a demo tape and a
fact-filled information kit... You owe it to your bottom-line to call!
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It's a whole new world out there. Today, it's tough
to get ahead and even tougher still to stay ahead.
But, help is here.

New, innovative, cutting edge research from

Harker Research can put you light years
ahead of the competition — and keep you there.

Learn about it at a special NAB convention
session on Thursday, September 18th at 5:00 pm
in room 59 at the convention center.

It's a tough new world. You need better answers.
You need better solutions.

You need Harker Research.

e Answers

Harker Research « (919) 954-8300




30+ RaR septomer 1, 199 \. 97 RaADIO INDUSTRY SALARY SURVEY By Format
AC Alternative CHR Country NAC/Smooth Jazz
Position 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100
 General Manager $233,172 | $143,667 | $208,166 | — | s$231,356 | $122,133 $218,400 | $139,734 | $157,800 | $132,531
General Sales Manager 138,131 99,071 119,038 89,713 164,088 67,000 138,061 90,122 120321 | —
Program Director 111,239 | 55,892 89,021 | 54,116 110,271 | 64,516 91,616 | 60,744 62,608 53,000
Promotion Director 44,543 26,823 33,005 25,500 45,715 23,417 38,400 26,440 33,455 25,000
: News Director 74,009 28,426 49,686 | — 56,176 26,734 47,400 32,393 34,2715 | - d
g Research Director 45,541 — - = 44,791 | — 48,236 ‘ — ‘ — N —
[l Frodustion Direstor 38,666 | 30,673 o2 | — 45,33 30,927 803 28215 38,838 =
"l Mp/Asst. PD 48,836 — 36,406 = 44,978 19,325 42,638 42,229 48,438 =
ll Programming Asst. 28,028 =, 24,029 | — 21,652 | 28,950 29,568 | 31,369 23,491 —
Pl Morning Producer 40,877 32,065 37,508 22,000 38,332 20,600 38,831 22,280 34,600 =
Morning Drive Talent | 128048 66,843 67,304 40,987 228,076 | 71,002 106,458 75,689 48,379 50,750
Midday Talent 60,648 30,076 40,163 | 23,877 54,032 30,369 49,443 29,973 35,801 24,000
Afternoon Talent 64,846 33,698 44,516 27,256 77,33 | 32,176 60,607 32,123 36,339 34,000
Evening Talent 38,123 | 21,505 28,148 21,845 42514 25,018 34,642 22,274 29,26 25,333
Late-Night Talent | 31,647 | 18,898 21,612 16,649 25804 | 18884 | 26277 17,510 23,200 =
 NewsReporter 42,375 - =% = 20,189 | — | mam 2 — ] =
Sports Dir./Ann;;r.— ' 33,129 1 = =l - - — L 40,979 = 1| s
Local Sales Manager 95,042 65855 | 95,028 63,497 115680 | 74562 | 8302 | 7333 121,864 —
National Sales Mgr. 104,135 61,600 88,290 = 116,230 65,311 109,905 85,027 s |
New/Retail/Co-Op 79,138 42,267 69,233 75,086 87,613 54631 | 82,830 50,808 45,540 -~
AE-Highest 128,645 77,357 109,380 65,054 132,156 73,386 111,563 87,435 81,427 62,769
AE-2nd Highest 107,108 61,572 81,877 | 45,085 103,346 52,557 94,583 63,361 70,433 58,607
AE-Avg./Others 69,580 42,435 44,868 28,128 69,591 37,618 63,443 39,153 42,568 39,726
Promotion Asst. 23,773 21,825 17,933 - %,354 18217 22,435 16,500 20,915 =
: Traffic Director 33,436 25,307 26,963 19,743 34,678 24,640 34,511 24,135 20,780 31,333
P Continuity Director 27,243 | 24,509 23,304 | - 25,677 | 21,348 27,760 27,495 24,200 —
FB Chief Engineer 54,058 39,521 47,00 25,694 69,135 35,853 58,775 40,970 45,634 —
il Assistant Engineer 33,246 21,507 31,954 - 38,962 19,502 38,456 | 26,609 38,000 | =
:: Bus. Mr./Controller 51,238 40,238 47,961 = 53529 32,098 52,304 0142 | 41924 =
™S  Asst. Bus. Manager 32,630 27,519 26,751 — 28,115 | 20,990 29,857 25,449 23,493 —=
G Executive Asst. 32,129 23,911 28,685 = 33,080 23,854 34,362 23,083 30,000 —
: Sales Assistant 25899 20,745 23,205 15933 '24,7151?? 21,451 24064 | 20762 | 2328 T~
 Receptionist 21,150 17,661 19,462 = 18,876 15,113 20,729 17,126 17,800 —

Data gathered for R&R by Miller, Kaplan, Arase & Co.

U adioDate is great. We ded it in with our internet site and the results have been terrific!
RadioDate understands radio’s challenges and they work with us closcly to make it all happen.”

RODNEY WHITAKER - Direttor of Internet Services - American Radio Systems - San Jose, CA

-~ ind out more about RadioDate, the # 1 source for non-traditional

" tevenue. RadioDate makes more “DOLLARS & SENSE” than any
other voice personals service in the whole wide world! Call today for a demo tape
and a fact-filled information kit... You owe it to your bottom-line to call!
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© 1997 The Arbitron Company

You Will Learn:

m What programming elements work best in
different work environments

m How you can leverage the power of the
at-work listener to grow radio’s share

m How at-work contests perform in the workplace
mAnd so much more!

Applications for Programming

Friday, September 19
Room 100-102
9:00-10:15AM

Applications for Sales

Saturday, September 20
Room 104
10:30-11:45AM

ARBITRGIV




\.’97 Rapio INoUSTRY Sarary Survey

News/Talk Odies Rock Spanish Urban
Position 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100
General Manager $201,385 | $145875 | $203,971 | $123,149 | 194452 | 150003 | s182,504 | $82,667 | $223,324 |$117,235
General Sales Manager 139,022 | 84,712 120,43 72,669 117,602 96,355 138,224 | = 148,454 77,166
Program Director 103,448 | 49,676 99,330 | 58,472 95,966 | 69,227 60,225 44,225 112,130 | 46,027
 Promation Director 48,733 = 23,339 47,303 | 31,222 38,331 | 30,657 44,621 | = 38,998 30,547
| |
-l ews Director 114,600 | 31,017 52,971 | 20,238 47,733 31,631 49,908 | f 44374 30,042
-3l Research Director 58,141 — 45258 | — 42,75 — = — 19,418 =
] Production Director 41,785 | 30,175 0082 | 30,297 46,886 | 33367 | 35781 | — | 38007 19,55
Fll  Mojasst. po 56,561 - 51,748 — 3403 31,333 | 48425 — 3BE00_ 27,875
[ Programming Asst. 25,915 | 24,327 - | 0 21,820 i — | 2692 L 28127 15352 |
Fll  Morning Producer 28,763 18,460 28,345 | — 45,153 20,102 - - 31,447 16,230
: ; -
Morning Drive Talent 127,586 = 58,175 133,658 53,250 163,548 100,088 59,481 26,511 153,237 32,307
Midday Talent 108,331 44,774 50,281 30,857 46,314 31,308 35,505 17,580 42324 21,572
 Afternoon Talent 111,067 = 35,270 64,007 | 31,209 88,576 39,278 44,682 18,578 60,748 21,714
Evening Talent 53,618 22,433 39,663 21,273 42,783 22,69 28,724 14,302 40,365 17,525
Late-Night Talent 44,284 31,906 25,788 | 17,940 28,438 | 19,065 14,988 10,313 20,350 19,680
News Reporter 30,418 19,816 19,875 — 39,754 — 29433 — 47,499 —
Sports Dir./Anncr. 46,007 33,617 52,971 L 46,304 | i — | - - -
Local Sales Manager 102,986 @ 86,151 114,755 97,328 133,291 99,500 108,271 | - 94,611 48,187
National Sales Mgr 112,530 = 78,948 62,750 - 98,401 93,000 101,497 — 90,711 71,739
New/Retail/Co-Op 84,440 62,990 713,116 56,637 67,164 | 47,333 =y — 69,354 —
AE-Highest 114,521 58,728 122,085 67,830 121,352 86,282 88,570 48,867 111,255 71,081
AE-2nd Highest 103,274 = 48,386 100,885 46,863 93,762 75,801 70,983 38,867 89,421 51,237 |
 AE-Avg./Others 63,208 32,188 50,920 35,082 49,020 45,603 46,036 23,383 59,415 33463 |
Promotion Asst. 22,788 14,667 26,923 18,860 19,764 23,333 - — 22,302 16,469
: Traffic Director 33,974 25817 32,603 25,410 30,939 25,860 31,046 — 31,642 24,688
P Continuity Director 31,801 — 24,672 — | 24,905 20391 | 30,354 — 25,789 oy
VAN Chief Engineer 69,105 32,487 53,349 32,036 54,931 45,856 49,720 = 48,513 28,316
3 Assistant Engineer 41,201 17,919 36,410 26,60 43_2}:13_1 20,004 33,003 | — 31,037 pe
=0 Bus. Mar./Controlier 62,822 34,458 49,128 32,959 425% 42557 | 52,267 - 50,021 32,950
I Asst. Bus. Manager 21,212 — | =zam | =54 20479 | 24,750 24,470 . 35,433 22,112
gl Executive Asst. 38,254 | 22,702 30,221 25,478 32,471 24,000 30,322 | = 34,806 20,240
il saies Assistant 25,009 19,721 25,173 | 20,003 25,409 | 21,186 21,375 o 253401 11,511 |
Receptionist 23,207 | 13,330 19,728 16,444 18,540 16,543 18,406 10,867 19,010 16,873
Data gathered for R&R by Miller, Kaplan, Arase & Co.
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Put Your Talk-Show
on the Internet!

You do your show... We do the Internet

» Expand your listening audience Network affiliate advantage

» Targeted demographics

» Low monthly fee - $200 per month for weekly
one-hour show

» Partner with AUDIOCAST.NET, the Internet

all talk-radio network

Complete audio hosting services
Archiving and live netcasting available
We maintain audio for your

i1o0cast
vVvyYyyvy

site or on our network

For more information and complete details contact David Ferdinand
toll free: 1.800.577.0094, e-mail: info@audiocast.net or fax: 612.222.8003.

© 1997 AudioCast, One Northfield Plaza, Suite 300, Northfield, Il 60093
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PARAGON OFFERS YOU SOMETHING BETTER:

Research that is custom designed for your
station, your duopoly, your multiopoly. We
can help you find a franchise format or a
strategic niche, improve your ratings, or
strengthen your leadership.

No preconceptions. No agenda. Just tons of
experience and all the right tools, from the
people that radio stations have come to trust

most. To learn what we can do for you,
call Mike Henry at (303) 922-5600.

PARAGON

AN

¢ Perceptual Studies ¢ Auditorium Music Tests ¢ Call-Out
4 Auditorium Format Analyses 4 Tracking Studies @ Focus Groups

Don’t miss Paragon’s presentation of “Dear Diary: Why didn’t I remember

that station? Signed, Phantom Cumer” at the NAB Radio Show
on Friday, September 19th from 1:45 to 3:00 p.m., Room 100.
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The 18 Biggest Mistakes Radio Managers Make

ast year, I flew 250,000 miles — speaking to, working

with, and observing GMs and Sales Managers in both large
and small markets. While some managers are certainly stron-
ger than others, I've identified those mistakes that have hin-
dered the growth of the poorer performers.

As you go through the list, ask yourself which areas you

could improve in.

@ inability to let go. Which is
worse — doing 10 things on
your own, or delegating each
task and having eight of those
10 done correctly by others?

e Lack of energy. With an upbeat,
energetic atmosphere, work be-
comes fun ... and things happen fast-
er in the same amount of time.

0 “Me first” thinking. Allow each
member of your team to each feel
that they come first ... this way you’ll
have more people with the utmost
amount of confidence.

o Not continually raising the bar.
People naturally rise to the level ex-
pected of them. The more you ex-
pect, the higher they’ll perform —
even if they fall a bit short.

e Refusing to take responsibili-
ty for your own actions. How
much time do you want to waste
wondering who should be
blamed? Beyond getting those
who work for you to realize
they’ve got to become fully and
unconditionally accountable for
their own actions, remember: Ev-
ery time you point a finger at
someone else, you're still point-
ing three at yourself.

0 Unwillingness to take chances.
We must first subscribe to the no-
tion that we’re not judged by the
number of times we fail, but rather
by the number of times we succeed
— and the number of times we suc-
ceed is in direct proportion to the
number of times we can fail and
keep on trying.

If the team hasn’t learned from

Quality.

(It makes a WORLD of difference)

Featuring: TM [

‘ I'I\"‘
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ENRIRY GoldDiscs and HitDiscs

their leader that the only shots you
miss are the ones you don’t take, the
entire team is swinging less often.
Instead of “ready, aim, aim, aim,
aim ... fire” tell the team that “ready,
fire, aim later” is okay once in a
while, too.

@ Lack of clear direction. Remem-
ber, if there’s no destination, any
route will take you there. Lay the
groundwork for your team.

o Trying to be liked rather than re-
spected. We’re all measured by the
“score.” Instead of trying to win pop-
ularity contests, aim to win loyalty,
cooperation, and respect.

eNo sense of urgency. Strong
leaders have the ability to expedi-
tiously solve problems. Don’t put off
for tomorrow what you can do to-
day.

@-Failure to ask subordinates for
their advice and help. Let players
feel as though they’re part of the
team. This way, with their input,
you'll identify those of above-aver-
age ability. Give them ownership —
this way, they’ll feel it’s their prob-
lem, too.

m Poor use of time. To overcome
this, figure out how much money
you need to eamn in a year. Then,
break it down to an hourly number.
Continually ask yourself if you’re
maximizing the return on both your
and the company’s money.

@ Putting too much emphasis on
reports and rules rather than skill and
the bottom line. Give them a job to
do, then let them do it. Remember:

By Irwin Pollack

The best employees don’t always
exactly follow the rules.

@ Poor fiscal management. The
best managers insist on five dollars
in for every dollar out. Microman-
age the financial statements, and re-
mind the team that every quarter is
like an entire year.

@ Too much turnover. Consider the
cost of time lost while interviewing
prospective employees, the cost of
time lost while each new trainee is
on the learning curve, and informa-
tion learned from employees that
later leave.

@ Expecting subordinates to be as
committed to excellence as you
were, back when you were in the
same position. Remember: You're a
manager now because of how well
you did when you were in your last
position. If everyone was as com-
mitted as you were, the competition
for your position would be much
more fierce!

@ Failure to balance in reality what
you learn in theory. Instead of filing
new knowledge away for future use,
look for the earliest opportunity to

apply it.

Q Not understanding that nothing
happens until everybody sells some-
thing.

@ Refusing to train your replace-
ment. Once you do, you'll always
be ready for promotion, you’ll have
someone who can keep things go-
ing in your absence, and you’ll have
more time for other managerial du-
ties.

Radio sales and managementtrainer
frwin Pollack consults radio stations
and broadcast groups. For informa-
tion on his 44 radio-specific seminars,

- reach him at (603) 598-9300, or via e-
mail at irwin@irwinpollack. com,

* September 17-20 — NAB Ra-
dio Show. New Orleans Convention
Center; (202) 429-5420.

* September 17-20 — 52nd RT-
NDA International Conference &
Exhibition. New Orleans Conven-
tion Center; (202) 659-6510.

* September 18 (through De-
cember 10) — Fall Arbitron.

* September 20 — NAB Marco-
ni Radio Awards Dinner & Show.
New Orleans (202) 775-3510.

* September 24 — CMA
Awards. Grand Ole Opry, Nashville;
(615) 244-2840.

* September 25-27 — NYC
Chapter/AWRT’s Northeast Area
Conference. New York Hilton; (212)
481-3038.

* September 26 — SBE Chap-
ter 22's 25th Annual Regional
Broadcasters Convention. Four
Points By Sheraton Convention
Center, Syracuse; (315) 437-5805.

* October 16-18 — North By
Northwest. Portland Hilton Hotel;
(512) 467-7979.

* October 19 — Radio Hall Of
Fame Awards Ceremony. Chicago
Culturat Center; (312) 629-6005.

¢ October 23-26 — NBMC &
Columbia University’s School of In-
ternafional & Public Affairs 24th
annual conference “Public Policy
Analysis & Strategies: Setting A
21st Century Agenda.” Kellog Con-
ference Center, Columbia Univer-
sity; (301) 593-3600.

* October 24-25 — CRS West.
Radisson Hotel, Sacramento;
(615) 327-4487 or e-mail at
www.crb.org.

¢ October 27- November 7 —
Museum of Television & Radio’s
Third Annual Radio Festival. New
York; (212) 621-6735.

* October 29 — John Bayliss
Media Roast. Waldorf-Astoria, New
York; (408) 624-1536.

* November 16-18 — Annual
NAB European Radio Operations
Seminars. Hotel Loews Monte-Car-
lo, Monaco; (202) 429-5426.

e January 9 (through April 1)
— Winter '98 Arbitron

*January 25 — Super Bowl
XXXil. Qualcomm Jack Murphy
Stadium, San Diego; (212) 450-
2000.

¢ January 26 — American Mu-
sic Awards. Shrine Auditorium, Los
Angeles; (213) 931-8200.

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

¢ February 5-8 — RAB'98 Mktg.
Leadership Conference & Exec.
Symposium. Wyndham Anatole
Hotel, Dallas; (800) 722-7355.

» February 25-28 — 29th Coun-
try Radio Seminar. Renaissance
Hotel Convention Center, Nashville;
(615) 327-4487.

e March 14-17 — 40th Annual
NARM Convention. San Francisco
Marriott; (609) 596-2221.

* March 18-22 — South By
Southwest Conference. Austin
Convention Center; (512) 467-
7979.

¢ April 2 (through June 24) —
Spring Arbitron.
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Who has the best
Digital System for groups’
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Kevin Lockhart
President, Prophet Systems

sales: (800) 658-4403 sales & Support Fax: (308) 284-4181
Support: (308) 284-845 E-mail: sales@prophetsys.com
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It’s Time To Make A Move On
Direct Response Budgets

he time has come for radio to become a real player in the com-

petition for direct response advertising budgets. During my
years in and around the radio business, people have always said
that radio is not an effective medium for direct response. Well,
radio most definitely is an appropriate and effective medium for
direct response advertisers, and the time has come for those of us
in the business to prove the naysayers wrong.

There is much at stake. More than
$40 billion a year is spent on direct re-
sponse advertising, which generates
more than 10% of all consumer sales.
Key consumer direct response catego-
ries include insurance, travel, real es-
tate, nonprofit organizations. food,
health/beauty/fitness, and other retail-
ers, including catalogs.

At the moment, radio is only getting
but a few crumbs of this direct response
pie — less than 1%. If radio could in-
crease its share to even 4% of total di-
rect response spending, we would see
an additional $1.2 billion in revenue!

So what is our case? How do we
overcome the direct response objec-
tions that have been around for so long?

First. let’s look at radio’s top 10
strengths as they apply to direct re-
sponse advertisers:

1. The testing of spots is easy and
cost-efficient. Many times, direct re-
sponse marketers try various price
points and creative executions dur-
ing a testing phase in an effort to see
what works best before rolling out
a national campaign. On television,
this can be very expensive. On ra-
dio, testing can be done inexpensive-
ly in the form of multiple copy exe-
cutions. multiple formats, and mul-
tiple scheduling strategies.

2. Radio offers production flexibili-
ty. This 1s extremely important to di-
rect response advertisers, because the
very nature of their advertising pro-
vides them with instant data on effec-
tiveness. If a spot is not working, radio
offers the flexibility to quickly change
copy points to fine-tune the campaign.

3. Radio has high targetability. Ra-
dio can target by format and by pro-
gramming. For example, business-to-
business accounts for 54% of all direct

response advertising. Radio’s News
format delivers business decision-mak-
ers — a perfect match. There is a radio
format for every niche and lifestyle,
from rap to Country to Sports. Listen-
ers are loyal to their stations and for-
mats, providing unequaled opportuni-
ties for direct response advertisers to
pinpoint highly interested customers.

4. Unlike television, radio offers to-
tal daypart flexibility for direct re-
sponse advertisers — there are no re-
strictions.

5. With the continuing fragmenta-
tion of the television audience, radio is
becoming more of a reach vehicle than
ever.

6. Radio can build tremendous cred-
ibility for a product through live-read
testimonials by popular, trusted on-air
personalities. No other medium makes
its product so accessible to the adver-
tiser.

7. There is less direct response clut-
ter on radio than there is on television,
offering a greater opportunity to stand
out.

8. With radio, a direct response mar-
keter can dominate the medium. This,
too, can make a marketer’s product re-
ally stand out amid similar products
that often are confused with one anoth-
er on television (can anyone really dis-
tinguish between all those TV “ab ma-
chine” direct response commercials?).

9. People spend more time with ra-
dio than with any other medium. Ac-
cording to the research firm R.H.
Bruskin, 46% of consumers’ media
time is spent with radio. compared to
34% for the next-highest medium, tele-
vision.

10. New technology makes radio
more desirable for direct response ad-
vertisers.

By Stewart Yaguda

New Technology Key To
Raising Revenue

To expand a bit on the last point, new
technology can overcome a major ob-
jection to direct response radio: that
many people listen to radio in their cars
and. therefore. are not in a position to
remember or write down ten-digit toll-
free numbers.

Interep holds the strong belief that
technology is our key to building sig-
nificant direct response revenue for ra-
dio. Most significantly, the fact that
so many people listen to the radio in
their cars becomes a positive — and
no longer a negative — because of
new technology.

Consequently, Interep recently an-
nounced it has become the national
sales agent for Cellular Linking™, a
Chicago-based developer of an inno-
vative patent-pending technology that
allows wireless phone users to respond
to radio advertising they hear in their
cars easily and totally free of airtime
and long-distance charges. The tech-
nology is called Abbreviated Airtime-
Free™ Cellular Dialing. It enables ra-
dio to reach and interact with upscale,
highly mobile consumers.

Some quick numbers: There are now
51 million cellular phones in the Unit-
ed States. Eight-five percent of all cel-
lular phone calls are made from cars,
and 65% of these car-based calls are
for personal use, shattering the myth
that people use cellular phones in cars
primarily for business purposes.

Here’s how Abbreviated Airtime-
Free Cellular Dialing works: Radio
commercials invite listeners with cell
phones to dial *800 to respond to of-
fers promoted in the spot. All *800
calls are connected to the Cellular
Linking information and response
center, where they are sourced and
routed to the advertiser’s own call cen-
ter for final servicing of the inquiry.
There is no charge to the caller for this
service, as all cellular phone costs are
picked up by the advertiser.

The advantage for radio is that driv-
ers or other out-of-home radio listen-

SR

Listeners are loyal to their stations and
formats, providing unequaled opportunities
for direct response advertisers to pinpoint

highly interested customers.

ers need not remember long toll-free
numbers or pay for airtime on “toll-
free” calls made with a cellular phone.
What this does, in effect, is to enable
radio to proactively address the shift in
today's marketplace paradigm; name-
ly, the conundrum that most media are
place-based, while consumers are more
mobile than ever before. For the direct
response advertiser, this new technol-
ogy offers an opportunity to “follow”
consumers when they travel.

This new service will appeal not only
to direct response advertisers, but also
to “traditional” advertisers who could
benefit by adding a direct response com-
ponent to their radio commercials.
Chrysler tried out the service and report-
ed that 47% of callers ultimately visit-
ed the automaker’s showrooms.

Proven Examples
Of Sales Surges

It’s important to note, however, that
many direct response marketers have
achieved great success on radio even
without the bells and whistles of new
technology.

Some examples:

1. Vermont Teddy Bear Company:
Buying a schedule heavy on Talk and
CHR, this entrepreneurial company
grew sales from $1 million to $21 mil-
lion over a four-year period —with ra-
dio comprising 99% of the media bud-
get. One of the keys was to not buy on
cost-per-point, but instead to buy on
stations where on-air personalities en-
joyed strong relationships with their
audiences.

2. 1-800-DENTIST: Targeting adults
25+, this professional dentistry servic-
es group generated 5,000 calls a week
with spots running on six stations.

3. DS Financial Services: This mar-
keter utilized specific programming to
reach its key target in an appropriate
environment — daytime financial
shows, for example. Forty percent of
callers were converted to requests for
consultations. Moreover, direct re-
sponse radio was 2.5 times more prof-
itable to DS Financial Services than
was direct mail.

33

4. Maine Tourism Coalition: Look-
ing to reach summer impulse travelers,
this marketer added radio to what pre-
viously had been a print-only direct
response effort. The combination gen-
erated 79.000 inquiries versus only
35,000 with print alone.

5. Best Western: Radio was the pri-
mary medium as this advertiser sought
to reach summer travelers through a
sweepstakes promotion. On the very
first day, 59,000 calls were received,
with 57,000 people entering the sweep-
stakes. This was a new inquiry record
for Best Western.

6. 1-800-Mattres (“leave off the last
's’ for savings!™): Using live reads and
prerecorded spots, this mattress deliv-
ery service combined radio with print
and television to generate 2,600 calls
per day.

7. State of Israel Bonds: Using only
radio, $100 million in bonds were sold
during a four-week campaign — break-
ing all previous records.

Clearly, radio direct response
works. With new technology, it will
work even better in the years ahead.
The challenge for those of us in the
radio industry is to stop accepting
long-held myths and objections and to
overcome them with a proactive, fact-
based initiative to tap into those huge
direct response budgets.

If the Berlin Wall can come tumbling
down, so can objections to direct re-
sponse radio advertising ... if we all
work to make it happen.

Stewart Yagu-
da is Presi-
dent of In-
terep's Radio
2000. He can
be reached at
(212) 916-
0704.

The only men _
‘not listening <

are Amish.

#1 ALMOST EVERYWHERE. HEAR WHY.
FIND US AT THE NAB SHOW, BOOTH #1056.

America’s Funniest Morning Show




A system for reliable,
actionable results.

“RESEARCH SERVICES

e SALESCOPE e AUDITORIUM MUSIC TEST
« MARKETSCOPE®  FOCUS GROUPS

« PERSONALITY SCOPE® « ONE-ON-ONES

« FORMAT SCOPE® « AD TESTING

Research is a process, not a project. All research conducted by Eagle
Research is meticulously examined through each step of the research
process by our Quality Control department.

Our clients are our top priority. We have built our company to provide
“Best in the Class” service to all of our clients. We are dedicated

to offering the finest research and facilities and we pledge to deliver
accurate and reliable research.

Gregg Lindahl, President

Dr. Joe Schwartz, Vice President, David Gates, Vice President,

Research Design & Analysis Sales

Joel Reish, Vice President, Bill Hurley, Account Management,
Market Research Management Western Division

Angie Amon, Vice President, Moon Mullins, Account Management,
Market Research Management Central & Eastern Divisions

1835 Savoy Drive  Suite 215 « Atlanta, GA 30341
Phone: 770-395-6090 ¢ Fax: 770-671-9708
Denver Phone: 303-980-1888 ¢ Fax: 303-980-5980




Instant Replay.

Instant sound effects.
Instant music. Instant fun.
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Instant Replay puts a
thousand audio clips right
at your fingertips.

You want sound effects’
You got ‘em! You want music
and song!? It’s yours...as much
as you want. In fact, Instant
Replay holds up to 24 hours
of your greatest material.

With everything on-line,
titled, timed and ready to play,

Instant Replay is fast, fun
and easy to use.

And with 50 Hot Keys, ;

you're in the driver’s
seat creatively.

So, take us up on our offer
to go out for a joy ride with
Instant Replay. It’s on us.

We're that sure that after
you test drive it, you'll want
to park it at your place.

e

Attention call
5 letter stations*
# ~You're only a
phone call away
from a free
10-day Test Drive.
So try it out
We'll understand if
you dont give it back

(818) 991-0360

O splenty—

PROFESSIONAL DIGITAL AUDIO

For more information call (818) 991- 0360 / Fax (818) 991-1360 / www.360systems.com

* Offer good in US and Canada only.
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Promoting Morning Shows

What comes first, the marketing chicken or the programming egg?

Morning shows have always been the benchmark of radio
stations, and really great ones have propelled their sta-
tions to market dominance. While content is the main factor
that drives morning shows, proper marketing and promotion

are vital to their growth.

Jack Silver has been known as
one of the morning show gurus
He has worked as Execu-
tive Producer for KIIS- §
FM/Los Angeles’ Rick
Dees, programmed WLUP/
Chicago, and served dou-
ble duty as programmer
and morning show co-host §
at KKBH/San Diego. Ad- §
ditionally, he has run his
own company, Morning
Shows Inc., which con-
sulted morning shows
across the country. Cur-
rently, he is PD of FM Talker
KLSX/L.A. This week, Silver
shares some basic marketing rules
that apply to morning shows.

R&R: What is the most impor-
tant element of a morning show?

JS: The most important element
is talent. Then it breaks down to
the various roles that talent plays
— both on and off the air — for
the morning show and its target
audience. An issue to consider is
that people use the radio different-
ly in the morning — and the best
morning shows are the ones that
understand how to entertain while
people are beginning their day.

R&R: Is any one specific ele-
ment key in developing a market-
ing strategy?

JS: The marketing and promo-
tion of the morning show need to
dovetail off of the very basics of
what the morning show is. In oth-
er words, if you are marketing a
morning show that is personality-

Jack Silver

or comedy-driven, the marketing
and promotion need to marry up
: to that premise. Same
thing with shows that are
a little more “in-your-
face” — a la Howard
Stern, which needs no
marketing. Shows like
Howard’s, that are very
forefront, should have pro-
motion and marketing that
illustrate that. Shows that
are a little more lightheart-
ed and targeted for a dif-
ferent audience should
have lighthearted marketing.

R&R: It’s almost like continu-
ity or a common thread.

JS: There is a common thread
that runs through the promotion
and marketing of all big compa-
nies. For example, McDonald’s
doesn’t all of a sudden have the
“Hamburglar” berate little kids
when they are buying hamburgers
— everything is usually fun at Mc-
Donald’s. Coca-Cola is “The Real
Thing” — that’s their brand im-
age, and it’s supported by the mar-
keting. Why radio stations — and
morning shows in particular —
don’t understand that same
premise is because they are break-
ing one of the laws of marketing.
They should read marketing books
— such as The 22 Immutable
Laws Of Marketing, by Al Reis &
Jack Trout — to understand the
fundamentals going in.

R&R: What is the best way to
promote a morning show, and
when is a morning show ready to

By Frank Miniaci
R&R Radio Editor

be marketed?

JS: Do you market it immedi-
ately when it gets on the air, or do
you wait for it to be developed?
In other words, what comes first
— the marketing chicken or the
programming egg?

I think the answer is that it var-
ies from station to station. If you
have a new morning show that you
believe is going to be your morn-
ing show of record for the next
three to five years, then I believe
the answer is that you begin the
marketing the minute it goes on
the air. If, on the other hand, you
have a morning show that you
think is a developmental deal, 1
would recommend allowing the

if you are marketing a
morning show that is
personality- or
comedy-driven, the
marketing and
promotion need
to marry up to that
premise.

show to develop for 30-120 days
before any marketing is put forth
— because another immutable law
of marketing is “Don’t promote a
bad product.” Case in point: Crys-
tal Pepsi. They marketed the shit
out of it, but nobody liked it. Ev-
erybody wanted their cola brown,

HEY, MORRIS, TIME FOR DIN-DIN — WEBN/Cincinnati listeners stuffed
their faces with as much Nine Lives cat food as they could stomach in
hopes of winning onstage seats for a recent Aerosmith show.

not clear. So my point is, let your
morning show learn the new city
or market it may be in, and then
discuss how they want to approach
the show.

R&R: Budgets are a consider-
ation.

JS: You’ve now decided that
you are going to market your
morning show. There has to be a
budget. If you have a lot of mon-
ey to spend, then we can come up
with a good strategy that might in-
clude stunts, on-air contesting, a
great outdoor campaign, and TV
— which is very beneficial, as-
suming that you have a good mes-
sage to deliver.

R&R: What happens if you
don’t have a substantial budget for
promotion?

JS: In the smaller to medium
markets, I believe that there is
nothing like a “‘shaking hands and

- kissing babies” approach towards

marketing. Work with the sales or
marketing department to secure
some events where you can meet
alot of people one-on-one. I think
in the larger markets you might

want to form an alliance withaTV
station or a newspaper, or-do some
trade-for-mention promotions that
don’t really require cash outlays
but might allow for barter and
trade-out situations. Then, in top
10 markets, you must cut through
the clutter and put some money on
the table. There’s no way to make
a morning show successful in a
city like Chicago or Los Angeles
or New York without serious cash.

R&R: You must adapt the mar-
keting strategy to the awareness or
perception of the audience.

JS: Exactly! Kid Kraddick at
KHKS/Dallas is one of the great
examples of a guy who has come
up through the ranks. He has the
number-one morning show in Dal-
las and a whole series of market-
ing events that happen thrcughout
the year that include his own char-
ities as well as station functions
that are tied to him. You can’t do
that right after you sign on in a
marketplace. Another good exam-
ple of marketing is what’s happen-

Continued on Page 40

NEWS! THEY WANT IT. GIVE IT TO 'EM.

The Old Farmer’s Almanac Radio Report... It’s packed with
reliable tips and common sense advice from the Almanac.

Weather information, gardening secrets, great recipes,
amazing facts, and more! (:60)

American Health Report... Award-winning reports with the
latest information for better health, nutrition and fitness. On the
air over 10 years. Offers sales assistance with local sponsors. (:90)

Eco-Quiz... Environmental public service quiz features with stars
from film, pop music, television and sports. Recycling tips and
Earth-friendly advice. Country Format version available. (:60)

HeartH

REPORT

(@rClinic
MINUTE

Bobby Likis Car Clinic... Auto expert Bobby Likis answers

questions about car problems and gives valuable consumer
advice on this listener call-in show. Warmth, charm and

auto advice. (2hrs)

Bobby Likis. (:60)

Car Clinic Minute... Info
every car owner should know.
Maintenance and safety tips as
well as consumer advice on
buying auto products and new
cars from master mechanic

RO A

800-525-2175



Promoting Morning Shows

Continued from Page 39

ing in San Diego, with Jeff & Jer
at KFMB-FM. PD Tracy Johnson
did a great campaign: “Star 100.7,
it’s the music, it’s the mornings.”
The station already had a great
music image, and it took the num-
ber-one morning show in San Di-
ego away from KKLQ. They are
marrying the music with the morn-
ings.

R&R: Whar about getting me-
dia coverage and making the
morning show promotion an
event?

JS: I would recommend that the
morning show punch the midday
personality in the nose three times
... it appears to work!

R&R: Very rimely, Jack!

JS: I’m not recommending fist-
icuffs, but here’s what I do know:
Your morning show promotion is
a two-fold situation. It’s the radio
station promoting your morning
show, but it’s also your morning
show pushing out from within. In
other words, promoting from the
inside out.

An example would be to tell
your audience, “What would you
do for concert tickets?” One of the
contestants says, “I’ll give the
morning show a sponge bath on
one of the corners of a major in-
tersection.” Once that’s estab-
lished, then we have to have our
Rolodex ready to fax and e-mail
all the assignment editors of the
local TV stations and newspapers
about this event. Then we invite
them for doughnuts and coffee —
remember, if you feed them, they
will come! It then turns into a
media event; and the next thing
you know, you’re on the news that
night getting a sponge bath.

It’s all about strategic planning.
The best promotions — be it Man-

No salary, no benefits, no ego. Isn't it everytl‘ling'
you ve always wanted in a medical reporter?

The Johns Hopkins Health NewsFeed is a daily
sixty second radio program that lets you bring your
listeners the very latest medical news from the world’s
finest health care institutions. What’s more, this
first-rate programming featuring world-renowned

"SHEALTH NEWSFEED

cow on a bridge, Dees getting
spanked on Sunset Blvd., or
Stern’s new movie debut — these
are all calculated promotions.
Most promotions require some
sort of frontside organization to
get the backside promotion.

R&R: Good, old-fashioned
show prep seems 10 work with the
marketing aspect too.

JS: Completely. What it really
boils down to is developing a cor-
porate mentality for your morning

@

Radio stations make
the mistake of only
marketing for the
spring and fall book.
McDonald’s does some
sort of special
marketing every
month — that’s why
it’s one of the
biggest companies
in the world.

te

show. I recommend coming up
with alogo. “Tony & Chris” in San
Diego have a logo for their morn-
ing show; thus, any correspon-
dence involving the show has a
specific look that people recog-
nize. That’s part of marketing your
show.

Budweiser spent millions of
dollars keeping the three letters
“B-U-D” in that specific font very

consistent over time. This ties into
the consistency aspect of market-
ing. Radio stations make the mis-
take of only marketing for the
spring and fall book. If you notice,
McDonald’s does some sort of
special marketing every month.
They don’t take a month off —
that’s why it’s one of the biggest
companies in the world. Morning
shows that consistently market
from January to December are
winners.

R&R: Whose responsibility is
it to promote the morning show —
the marketing department or the
morning show itself?

JS: That’s a fabulous question.
I think it is a two-pronged attack.
It is the program director’s and
promotion director’s responsibili-
ty to promote that morning show.
I say this without any hesitation:
Morning drive is t¢ most impor-
tant daypart on the radio station.
The morning show should get all
the attention from the station, first
and foremost.

Secondarily, the morning show
has to meet them halfway as well.
If you, the morning host, have an
idea, memo the promotion manag-
er. Enroll them into the project, so
everyone can get on the same
page. If you can all work in uni-
son, you’ll probably be success-
ful. If you, the morning host,
spend $500 that the promotion di-
rector doesn’t have, bad things are
going to happen.

Look at the most successful
show/promotion relationships of
the past and present, like Karen
Tobin and Rick Dees — they work
in unison. If you have someone
like Howard Stern to take care of,
you’d do better to come in a little
early in the day and work with the
morning show than stay late and

T

Pro:Motions

to Dir/Mktg. for Emmis/NY.

departs.

KXXP-FM.

* WQHT/New York Dir/Mktg. & Advertising Rocco Macri is promoted

* Scott Paine joins KIXI-AM & KLSY-FM/Seattle as Mktg. Dir, He pre-
viously held a similar position at KGO/San Francisco.

* WAOK-AM & WVEE-FM/Atlanta Mktg. & Promotions Dir. Joe Libios

* Kim Perry has been named Mktg. Dir. at KQRS-FM/Minneapolis. She
previously served as Community Relations Dir. for KEGE-FM, KQRS &

hang around with the night jock.

R&R: Separating good sales-
oriented promotions and station-
related promotions can cause
problems with overall imaging.

JS: There are some sales pro-
motions that the morning show
must say no to. These include any-
thing that keeps them up past nine
o’clock — no nightclub appear-
ances. The morning show cannot
be at a bar till one in the morning,
drinking with the listeners! Anoth-
er example is doing things that
make the station look unhip —
like going out to sell a new hous-
ing development on a Saturday
afternoon.

The things to be involved in are
major promotions. Like giving
away Scott Shannon’s BMW, or
having RuPaul give away $10,000
on KTU. In smaller markets, it can
be much less; but morning shows
have to memo the sales manager
as to the particulars of the things
that they’re trying to accomplish.
Morning shows should have a
larger career goal than hawking a
housing development in an outly-
ing area where there are no listen-
ers. They should be welcoming the
Spice Girls in front of 25,000 lis-
teners on stage in Charlotte.

And it’s not just the big morn-
ing shows that do this. How do you
think they gor to be big? By turn-
ing down all the little shit that made
them look stupid. As you try to
market your own morning show,

N

N

N

doctors, scientists and healthcare experts from the
Johns Hopkins Medical Institutions is available
every weekday FREE OF CHARGE. For more
information, contact Tom Haederle at 410-955-2877
or 1-800-MED-RADIO.

A SERVICE OF THE JOHNS HOPKINS MEDICAL INSTITUTIONS

Available on The USA Radio Netwaork

you’re also trying to position your-
self as a star. Look at the biggest
celebrities in the industry: Kidd
Kraddick, Mancow, Stern, Dees ...
their status is more than a DJ, and
it’s because they pushed that posi-
tion out there. You'd better figure
that out in your own goal assess-
ment, unless you want to be the guy
who hawks wet T-shirt parties.

R&R: What about on-air mar-
keting ?

JS: Radio stations never use
their air enough to market their own
product. Every radio station with a
successful moming program that
desires to be marketed deserves a
rotation schedule of promos,
sweepers, and liners that remind
people to listen tomorrow morning.
Do a recap of the morning show in
a promo or promote who’s on to-
morrow. You must say you had a
great show, and that tomorrow’s
show will be even better. Schedule
promos like commercials,

R&R: Unless you are a Talk
station like KLSX, where you have
a series of morning shows around
the clock, shouldn’t each daypart
promote the morning show das
well?

JS: Absolutely! Drive the cus-
tomers to the morning show. It’s
very difficult for a station to start
its day at 10 am. You want the sta-
tion to begin at 5:30 am, and theii
have all those listeners already
there.
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Sitcoms Vs. Moming Shows

(] Gan radio morning shows learn from television situation comedies?

One of the sessions at this week’s NAB Radio Show is de-
voted to “casting” your morning show the way a TV situation
comedy is cast. While the two forms have a lot in common, there
are some important differences you should be aware of.

1. In a sitcom, first the charac-
ters are defined, then the actors are
cast. In a morning show, characters
typically grow out of the individu-
al performers.

2.The key to success in a sitcom
is the quality of the writing. The key
to success in a morning show is the
chemistry among the team mem-
bers.

Most successful sitcoms could
have succeeded with completely
different cast members. As hard as
it may be to imagine anyone other
than Carroll O’Connor as Archie
Bunker, any number of good actors
could have succeeded in that role.
Even for shows built around a spe-
cific performer (Bill Cosby, Jerry
Seinfeld. etc.). the supporting roles
could have been cast to equal suc-
cess using different actors. (I know:
You can’t believe anyone else could
be Kramer.) Look at it this way:
Mork & Mindv might well have
failed with a different Mork. but it
would probably have still been a hit
with a different Mindy.

A sitcom succeeds first because
of the writing and then because of
the casting. In a morning show,
chemistry is everything. There are
plenty of successful sitcoms in
which the actors dislike each other.
(Perhaps the most famous example
is Fred and Ethel on 7 Love Lucy
—William Frawley and Vivian
Vance hated each other in real life.)
With a good script and good direc-
tion, good comedy actors can ap-
pear to create on-screen sparks that
don’t exist in real life. But radio
teammates who don’t have (and are
unable to develop) a good working
rhythm are doomed to failure.

Great chemistry, on the other
hand, can make stars of radio peo-
ple who would never have reached
such heights as solo performers.

Position Your Characters

Each member of a morning team
should have a unique attitude to
bring to the mix. One might be the
health nut, another the intellectual,
another the party animal. The trick

Look at what your
team members say. If
you reviewed a
transcript of a
particular break,
would you be able to
identify each
character by his or her
dialogue? Or is what
they’re saying
interchangeable?

93

is to deliberately balance your pro-
gram so that at any given moment
the audience has someone with
whom to identify.

Consider the actors on Cheers.
one of the most successful TV sit-
coms ever produced. Every major
character differs from the others
both physically and behaviorally.
Notice how easy it is to identify
each from a quick physical descrip-
tion:

* Tall, handsome man

e Thin, perky blonde

¢ Fat slob

* Young, handsome farm boy

* Short, dark woman

= Middle-aged guy in postal
uniform

One glance at the screen, and you
can spot each of them immediate-
ly. And it’s just as easy to identify
each from a thumbnail behavioral
description:

* Womanizer

* Pretentious, flaky blonde (Now
we’re using “blonde” as a late-
19th century sociological label.)

¢ Lazy beer guzzler

* Dumb and good-natured

* Acerbic

* Boor, always trying to impress
others

Think about your morning show.
Can the listener identify each team
member in “just one glance™ —i.e..

HAL LOWEEN

promotions

By Dan 0’Day

by hearing just a couple of words
spoken? Or are the voices (pitch,
cadence, accent) so similar that the
listener often isn’t sure who is talk-
ing at any given moment? (To com-
bat the tendency of listeners to con-
fuse on-air voices, team members
should get into the habit of using
each other’s names as often as pos-
sible: “Oh, come on, Roger, you
don’t know what you’re talking
about!™)

Look at what your team mem-
bers say. If you reviewed a tran-
script of a particular break, would
you be able to identify each char-
acter by his or her dialogue? Or is
what they’re saying interchange-
able?

Too many moming shows feature
three, four, or five voices, but
they're all saying the same thing.
They all have the same point of
view. which leads to the audience
hearing a lot of, *You got that right.”
“You can say that again.” and. “You
said it.” Someone once pointed out
that if you and I agree on every-
thing, then one of us is superfluous;
that certainly applies to radio, too.

Have you ever see a war movie
set during World War II? Think
about the characters. How many
war movies can you recall that fo-
cused on five Nebtaska farm boys?
No. it was always the big farm boy,
the city slicker. the college grad, the
quick-tempered guy with the crim-
inal past, and the all-American
leader. (Plus, of course, some flash-
in-the-pan pop music star to “ap-
peal to the kids.”)

Regression Toward
The Mean

No, that phrase is not a reference
to the tendency of some radio hosts
to be dumber and nastier than ever.
“Regression toward the mean” is a
statistical term (“mean” =“middle,”
as in the middle of a distribution of
scores). It’s also a trap for many sit-
coms and morning shows.

“Regression toward the mean”
refers to the tendency of more ex-
treme scores, over time, to drift to-
ward the middle of the distribution
and conform more closely to the
average score. In a sitcom, this ten-
dency can be seen after a success-
ful program has been on for a few

KEYRING SAFETY LITES
.70 EA 30.00 SET-UP
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Each member of a morning team should have
a unique attitude to bring to the mix. One
might be the health nut, another the
intellectual, another the party animal. The
trick is to deliberately balance your program
so that at any given moment the audience has
someone with whom to identify.

years: The characters become less
“extreme” and, as a result, less well-
defined than they had been.

In the last season of Cheers, for
example, we suddenly learn that
Carla’s long-vaunted reputation for
promiscuity is false. Yes, she had
six children by six different hus-
bands. but now we’re told those
were just about the only six times
she ever had sex. In reality, she’s
led (we're belatedly told) a nearly
monastic life. Her character has
drifted from the extreme position
of the sex-crazed nymphet to the
more average representation of the
Jjust-wants-to-be-loved middle-
aged woman. And in doing so. her
character became less interesting.

m

A sitcom succeeds
first because of the
writing and then
because of the
casting. In a morning
show, chemistry is
everything.

)

because she offered less of a con-
trast to the other characters.

The character of Frank Burns on
M*A*S*H always added to the
show’s chemistry (possibly because
the actor portraying him left the
program before the character could
become stale). But his replacement,
Major Charles Winchester, gradu-
ally succumbed to the desire (of the
actor, writers, or producers) to have
the character “‘grow.” Such growth,
however, comes with the danger
that the new and improved version
of the character no longer supports

REFLECTIVE
IMPRINTED CANDY

E

the interpersonal conflicts that pro-
pel the comedy.

The worst (i.e., most creatively
damaging) example of this in my
memory was the character of Geor-
gette in the late, great Mary Tvler
Moore Show. For her first couple
of seasons, Georgette was amazing-
ly sweet and wonderfully naive —
sometimes to the point of being
dumb. On a worldliness scale of |
to 10. she clocked in at a minus 15
But eventually the show’s writers
had her aiming sarcastic. devastat-
ing zingers at her love interest, Ted.
And they destroyed her character,
which no longer fit the fabric of the
show. (On the other hand. Betty
White's character — Sue Ann Niv-
ens — was an on-screen delight to
the end. because she remained a
sunny-smiling bitch.)

Although it can easily be avoid
ed by diligent TV writer/produc-
ers, “‘regression toward the mean”
is a more natural, more insidious
occurrence on a morning show, be

" cause it's organic; it often occurs

as a natural outgrowth of two per-
sonalties working closely together
over a long period of time. The in
ert couch potato now knows what
his partner means by “crunches™;
the Southern Baptist partner now
understands that Yom Kippur is a
serious holiday celebrated by his
Jewish teammate. They exchange
vocabularies and create their own
internal show language.

As a result. a program centered
upon two vastly different people
gradually transforms into one fo-
cusing on two people who have be-
come more and more similar in
both experiences and viewpoints.
With only one (joint) viewpoint,
both the conflict and the drama are
lessened. Where it once had an
edge. an unpredictability, it now
becomes comfortable. And “com-

Continued on Page 44
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Not Performing?
Let These

Two HelpYou
Get ItUp.

If your morning show is suffering
from limp ratings, let Bob & Sheri
help you get it up! Bob’s the ultimate
Goofy Family Guy, one t-ball game
away from insanity. Sheri says what
most women think — and wish they
had the nerve to say.

The show’s conversational
format rocketed it to #1 with Women
25-54 its first year out in Charlotte,
NC where it has remained #1 for
14 of the last 18 books. In women
25-34, Charlotte ratings are up 37 %;
Charleston, WV, up 36%; and
Greensboro, NC, up 130%.

Why are women begging for
more¢ Bob & Sheri is morning radio
with an attitude. Adult, off-the-cuff
conversations about children, pop
culture, and sex keep women coming
back for more Bob & Sheri.

If your morning show isn’t
satistying women, try Bob & Sheri. It
may be just the stimulation you need.
Contact Tony Garcia at 704-374-3689
for more information.

Nominated for 1997 Marconi Radio Award for Large Market Personality of the Year
Nominated for Billboard Magazine’s 1997 Local Air Personality of the Year
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Sitcoms Vs. Morning Shows

Continued from Page 42

fortable” is good for cume, but not
so good for Time Spent Listening.

Combatting Regression
Effects

There are two primary strate-
gies that can lessen (or overcome)
the effects of this gradual blend-
ing of your lead personalities:

1. Consciously focus on areas
of continued difference, rather
than areas of similarity. This
might mean less talk about golf
by two hosts who love golf and
more sharing of daily experienc-
es that are unfamiliar to the part-
ner: The parent complaining to
the non-parent about the cost of
children’s birthday parties; the
single partner regaling the harried
partner with tales of the dating
world. This strategy can help, but

|

This seems like an
appropriate time to
reveal the hitherto
hidden secret of the
success of Howard
Stern: His program
is simply an
updated version of
the Jack Benny

program.
EE

it usually won’t solve the problem
by itself, because if the hosts are
good, they want to talk about the
things they’re already talking
about and might feel uncomfort-
able — at this stage in the show’s
development — conditioning

themselves to alter their conver-
sational focus.

2. Add a new character. This is
a time-honored sitcom technique
that works on morning radio
shows, too. Diane acquires a
stuffy, intellectual fiancee. Paul
and Jamie have a baby. If your two
lead players have fused into a sin-
gle identifiable personality, add a
new show member who is very
different from them in age, race,
gender, politics, hobbies, or life-
style. This can be a newscaster,
sports reporter, producer, or intern
— someone who can develop a
strong chemistry with the hosts
but who will also infuse the show
with new ideas and attitudes (al-
though the hosts’ views remain
dominant).

Howard Stern’s Secret

This seems like an appropriate
time to reveal the hitherto hidden
secret of the success of Howard
Stern: His program is simply an
updated version of the Jack Ben-
ny program.

The Jack Benny program
played off the interactions of its
cast members. each of whom
played the role of someone in-
volved in putting on the show.
Benny, of course. played himself
as the host. Don Wilson portrayed
his announcer, Mary Livingstone
(Jack’s real wife, but not her real
name) played his wife, and Den-
nis Day played the boy singer.
And in those roles, they would ar-
gue. bicker, and create comedic
havoc.

The only two structural differ-
ences in Stern’s show are: 1. The
performers don’t pretend to do
their jobs on the show: those are
their jobs (Robyn really does read
the news, Gary really is the pro-

@

When there is no
conflict on the show
— when everyone
agrees with each
other — it tends to get
boring.

E

ducer, etc.), and 2. their lines are
not scripted.

Whereas a typical Benny show
might include Jack arguing with
his “announcer” (an actor playing
the role of the announcer). Stern
commonly features Howard argu-
ing with the guy who really is the
show’s producer. Which means
the Stern show almost always has
drama (“*What will happen
next?”) and conflict (interaction
between people with different
viewpoints), and lesbians (but
that’s another column). When
there is no conflict on the show
— when everyone agrees with
each other — it tends to get bor-

ing.

Dan O’Day
consults
and coach-
es morning
shows
around the
world. He
can be
reached at
(310) 476-
8111, or by
e-mail at
DANODAY @compuserve.com.

Owens Tops L.A. DJ Survey

Fans of L.A. radio can rejoice again! Author Don Bar-
rett, who published Los Angeles Radio People — a
book detailing the comings and goings of Southern Califor-
years ago, has published

nia’s radio personalities — three
Volume .

This heftier edition con-
tains much more detail [
about about DJs who were [
written up in the first edi-
tion and also includes
newspeople, sports per-
sonalities, talk hosts, and
management personnel
who worked in L.A. radio be-
tween 1957-1997.

Even if someone was at
a station only long enough
for a cup of coffee, it's likely
he’s here. Take Bob Miller.
He's listed as GM for KPCC-
FM/Pasadena in 1994.That's
it ... probably all we need to
know about his Southland ca-
reer. You'll also discover that
the late actor Sal Mineo was
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a talk host on KABC in 1973
shortly before his death, and
thatJim Plunkett appeared on
KFI during his Raider days.
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Other bios are rich in detail. Top 40 and Progressive radio legend B.
Mitcheli Reed’s career — which included stops at KFWB, KMET, KRLA,
KMET, and KLOS — is detailed in nearly three columns of the book. The
native New Yorker worked Top 40 in his hometown for a while as well, but
he eventually hooked up with Tom Donahue and founded one of the first
Album Rock stations in the country, KPPC-AM/Pasadena.

New to this volume are results of a popularity contest conducted with
the first edition’s readers. More than 230 personalities received votes,
and the top ten vote-getters are (drumroll please!):

1. Gary Owens

2.The Real Don Steele
| 3. Robert W. Morgan

4. Bill Ballance

i_ 5. B. Mitchell Reed

6. Rick Dees

7. Dick Whittington

8. Charlie Tuna

9. Emperor Bob Hudson
10. Dave Hull

The top ten vote-getters are pictured with additional bio material. The
book was published before Steele's death, but Barrett includes a flyer
detailing his passing. Another poll will be taken, presumably for a future

edition.

Los Angeles Radio People can be obtained for $19.93 (including CA
tax and shipping) from cb Marketing Company, PO. Box 55518, Valencia,

CA 91385, or by calling (888) RADIOS57.
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STRETCH YOUR ADVERTISING DOLLARS

Today's level of fierce competition demands that you prominently dis-
play your name every chance you get (location broadcaste, concerts,
station sponsored autograph sessions, etc.). With theft, vandalism
and 1055, it becomes a costly proposition to continuously replace

=y expensive signs and banners. Roll-A-Sign™ offers a better way.

| With Roll-A-5ign banners you get up to four vibrant colors printed on
durable, high quality 4 or & mil plastic film to display your logo and

message brilliantly for an economical price. Now you can afford to dis-
play a bright new sign at every public event. They even make great cost-
effective promotional give-aways. Just roll off what you need and cut.

* Durable banners at an affordable price.

* UV stabilized plastic won't fade indoors or outdoors.

* Simply FAX your logo and color separation information for a price
quotation today.

Reef Industries, Inc. P.O. Box 750245
Houston, TX 77275-0245

713/507-4200 713/507-4295 FAX
©1997 Reef Industries, Inc.

Call today
800/231-2417

PLASTIC
BANNERS
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The world's finest on-air system.

"We love it
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Take the RC

challenge! . &%~

Ask any software or hardware company how much combmed RADIO EXPERIENCE is on
their staff. We guarantee nobody comes close to the wide radio backgrounds of RCS people.
We've been where you are...station ownership, management, engineering, programming,
production, on-air. Experience in ALL facets of radio is curiously absent from other digital
computer companies. Plus, RCS uses industry-standard components including Digigram
audio cards. Rarely do you make such an important decision...Make this the right one.

Get Master Control NT from RCS.

Want a free video?
Jot your name and call letters in this
box and fax to 914-723-2258. We'll

rush you your video and more info on
Master Control NT.

Radio Computing Services
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Making The Buz Gut!

ho are the 100 coolest peo-

ple accordingto L.A's Buzz
magazine? Among those in the
record and radio industries mak-
ing the Buzzcut are Brian Setzer,
the Dust Brothers, Beck, Jon
Brion, KPCC’s Ann the Raven,
KROQ’'s Adam Carolla and Dr.
Drew, KLVE's Joe Frank, KCRW
(but only during pledge drives),
Herbie Hancock, Joni Mitchell,
You've Got Bad Taste's Exene
Cervenkova and John Roecker,
and KROQ intern Tad.

Falling under“Drool Cool”is Ja-
kob Dylan, and having “Cool
Drool” is Lourdes Maria Ciccone
Leon. Under “Please Move To
L.A" is Radiohead, while “Cool
Couples” spotlights Sam Phillips
and T-Bone Burnett and Will
Smith and Jada Pinkett. Other
honorable/dishonorable men-
tions: “Can Wait Cool” (the Spice
Girls movie and Fleetwood
Mac); “Nothing To Lose” (Oasis);
and “Too Cool For Their Jobs”
(KABC'’s Michael Jackson).

Death & Music

“Look, we think it's sad that the
Notorious B.I.G. died so young
and so unnecessarily. But if Puff
Daddy really wanted to do right
by his slain friend, couldn’t he
have picked a more interesting
song to sample than the Police’s
‘Every Breath You Take?"” —
Karen Schoemer examines the
trend of songs about dead icons
in the article, “Mourning All The
Way To No. 1" (Newsweek).

Speaking of songs for those
who've passed, Entertainment
Weekly does a spread on the song
heard ‘round the worid: Elton
JohnandBernieTaupin’s person-
alized rendition of “Candle In The
Wind '97," which was performed at
Princess Diana’s funeral.

Death & Fashion

“l was in love with their crimi-
nal minds. This was the politics of
boredom: Be childish! Be irre-
sponsible! Be everything that this
society fears! They robbed Keith
Richards’ house ... They stole
David Bowie's sound equipment
from the Hammersmith Odeon.
They stole from bands they loved
as a kind of tribute” — Malcolm
McLaren revisits the '70s and the
Sex Pistols in a 12-page feature
that is separated with fashion ref-
erences like “The Blue Lame Suit,’
“Bondage Trousers,” and “Strait-
jacket” (New Yorker).

You Oughta Be
In Pictures

“This is a song about snorting

speed and [oral sex]. That it's be-
ing adoption by movies is just hi-
larious to me”— Third Eye Blind
singer Stephan Jenkins on Hol-
lywood’s adoption of the band’s
hit song “Semi-Charmed Life,”
which is featured on the trailers
for the films She’s So Lovely and
Excess Baggage and is also in
the movie Contact (Entertain-
ment Weekly).

“People are a little more leery
because they don’t know if
you're just doing this between
projects. But in the grand
scheme of things, there’'s com-
fort in knowing that | don’t need
this. | can get jerked around by
one of these producers on the
set and go, ‘You know what?
Fuck her. My chopper’s outside.
| can buy your movie,” Jon Bon
Jovi explains how he sees his
foray into acting (Elle).

Also in Elle’s feature piece,
Bon Jovi watches his peers Mot-
ley Crue chat with Regis Philbin
on Live With Regis And Kathie
Lee and comments, “l can’t be-
lieve they're doing this. This is
really goofy. This is what you call
a bad career move.”

Lucky Number 132!

lke Turner has found happi-
ness at last with wife No. 13, 34-
year-old Jeanette, who married
him in 1995. Says lke, “It took a
while, but | finally got it right —
13 is my lucky number, and | have
sworn to Jeanette that she is my
last wife” (National Enquirer).

Courage Under Ire

“it's a question of courage. I'm
brave enough to admit my weak-
nesses and my strengths. And |
leave a chunk of experimenta-
tion, because the only way to stay
innocent is to keep learning. Stay
innocent until you die!” — Bjork
discusses her decision to pro-
duce her latest effort, Homogen-
ic (Elle).

Gender Response

In an interview with TV Guide,
both Deana Carter and George
Strait are asked what type of
songs America responds to more:
songs about love, or songs about
the war between the sexes?

Carter’s take: “Even though
‘Did | Shave My Legs For This?’
is this massive statement, { don’t
try to pay more attention to one
gender or another. | just like to
write about life experiences from
the point of view of having gone
through them?”

Strait's shot: “Wow. [Laughs]
That's too heavy for me.”

CURRENT

* G.I. JANE

Single: Goodbye/Pretenders (Hollywood)

_ * FIRE DOWN BELOW (Warner Bros.)

Single: Fire Down Below/Mark Collie, Jeff Wood & Aaron Tippin
Other Featured Artists: Travis Tritt, Randy Travis, Richie Sambora

. * MONEYTALKS (Arista)

Single: Avenues/Refugee Camp All-Stars
Other Featured Artists: Mary J. Blige, Lil’ Kim, SWV

* THE FULL MONTY (RCA Victor)

Featured Artists: Gary Glitter, M People, Donna Summer

. * HOODLUM

Single: So Good/Davina (Loud/Interscope)

.« MEN IN BLACK (Columbia)

Singles: We Just Wanna Party With You/Snoop Doggy Dogg
Make You Happy/Trey Lorenz

Just Cruisin’/Will Smith

Destiny's Child/Killing Time

Other Featured Artists: NAS, Roots f/D'Angelo, De La Soul

.+ PICTURE PERFECT

Single: Texas/Say What You Want (Mercury)

-+ SPAWN (Epic)

Single: (Can't You) Trip Like | Do/Filter & Crystal Method (Immortal/Epic)
Other Featured Artists: Marilyn Manson & Sneaker Pimps, Metallica

& DJ Spooky
- * CONAIR

Single: How Do | Live/Trisha Yearwood (MCA/Nashville)

_ * A SMILE LIKE YOURS (Elektra/EEG)

Single: A Smile Like Yours/Natalie Cole
Other Featured Artists: James Brown, Stevie Wonder, Supremes

~ » DEF JAM'S HOW TO BE A PLAYER (Def Jam)

Singles:  Big Bad Mamma/Foxy Brown #Dru Hill (Violator/Def JanmvRALMercury)

Say What/Dymon

Never Wanna Let You Go/Absolute
Other Featured Artists: Redman, Crucial Conflict, Eightball & MJG

. * NOTHING TO LOSE (Tommy Boy)

Singles: C U When U Get There/Coolio 1/40 Thevz

It's Alright/Queen Latifah

Other Featured Artists: Naughty By Nature, Outkast, Des’ree

: « GOOD BURGER (Capitol)
Single: All | Want/702 (Biv 10/Motown)

Other Featured Artists: Mint Condition, Warren G

* SPRUNG (Qwest/WB)
Single: If It Ain't Love/Keystone

Other Featured Artists: E-40, Aaliyah t/Ginuwine

Hot new music-related World Wide

. Web sites, cool cyberchats, and oth-
er points of interest along the infor-
mation superhighway.

Willie Nelson, Friday (9/19) at
10pm ET/7pm PT, America Online
(keyword: LIVE).

MUSIC & MOVIES CYBERSPACE

Duncan Sheik, Monday (9/22)

at 6pm ET/3pm PT, America On-

. line (keyword: VH1).

; Brian McKnight, Wednesday
(9/24) at 10pm ET/7pm PT, Amer-
ica Online (keyword: LIVE).

i Cyndi Lauper, Thursday (9/25)

. at 9pm ET/6pm PT, Microsoft Net-

. work (Rifff, Onstage Channei 3).

On The Web

The Counting Crows' Devore, CA

- show will be cybercast Friday (9/19)
. atmidnight ET/9pm PT; catch a pre-
: show interview at 9pm ET/6pm PT
. (www.LiveConcerts.com).

No Mercy and Wild Orchid

- netcast a live show Friday; check

. www.pluggedin.com for details.

. Join Helmet on Monday for a

_ chatat 7pm ET/4pm PT and a live

- show at 9pm ET/6pm ET
(www.sonicnet.com).

: Check out Cheap Trick, live

. from L.A’s House Of Blues, Mon-

- day at midnight ET/9pm PT

. (www.LiveConcerts.com).

' U2's Sarajevo show can be
heard live Tuesday (9/23) at 3pm ET/
noon PT on Microsoft Network (U2
Popmart Oniine, Onstage Channel
2) and at u2popmart.msn.com.

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 verified any of these reports.

MONDAY, SEPTEMBER 29

1975/Jackie Wilson falls into a coma.
He never recovers.

1976/While aiming ata bottle witha .357
magnum, Jerry Lee Lewis acci-
dentally shoots his bass player.

1985/Howard Stern is fired from WNBC/
New York.

1989Bruce Springsteen, en route from
L.A. to the Grand Canyon by mo-
torcycle, stops in asmall Prescott,
AZ saloon and jams with the
house band on several songs.

Born: Jerry Lee Lewis 1935, Les Clay-
pool (Primus) 1963

TUESDAY, SEPTEMBER 30

1961/Bob Dylan signs to Columbia
Records.

1988/John Lennon is posthumously
awarded a star on the Hollywood
Walk Of Fame.

1993/B-52’s member Kate Pierson is
arrested while staging a sit-in at
Vogue's New York offices. She and
others were protesting the maga-
zine’s use of animal fur clothing
and ads that feature animal pelts.

Born: Johnny Mathis 1935, Basia 1956

WEDNESDAY, 0CTOBER 1

1967/Pink Floyd arrive in New York for
their first U.S. tour.

1970/Jimi Hendrix is buried in his home-
town of Seattle.

1989Tom Petty guest-stars as himself
on it’s Gary Shandling’s Show.

1990/Jazz great Nancy Wilson is award-
ed a star on the Hollywood Walk
Of Fame.

Born: the late Donny Hathaway 1945

THURSDAY, OCTOBER 2

1967/California narcotics agents bust all
six members of the Grateful Dead

for marijuana possession at their
Asbury St. house in San Fran-
cisco. They spend six hours in jail
before being released on bail.

1986/The Everly Brothers are awarded
a star on the Hollywood Walk Of
Fame.

1994/John Mellencamp, 42, confirms
he recently had a mild heart attack,
caused by an 80-cigarettes-per-
day habit and a cholesterol level
of 300.

Born: Don McLean 1945, Mike Ruther-
ford (Genesis) 1950, Sting 1951,
Freddie Jackson 1956

Releases: Rod Stewart’s “Tonight's The
Night” 1976

FRIDAY, OCTOBER 3

1990/A Florida record store owner is
found guilty of distributing ob-
scene material: 2 Live Crew’s As
Nasty As They Wanna Be LP.

Sinead O’Connor’s all torn up
over religion.

1992/While performing on Saturday
Night Live, Sinead 0’Connor ends
her song by saying, “Fight the real
enemy,” and rips up a photo of
Pope John Paul II. Religious
groups nationwide aren't happy.

1996/David Lee Roth issues an open let-
ter to the media claiming his “re-
union” with Van Halen was an or-

chestrated publicity stunt. claiming
Eddie Van Halen had already hired
Extreme’s Gary Cherone as lead
singer three months prior.

Born: the late Eddie Cochran 1938,
Chubby Checker 1941, Lindsey
Buckingham 1947, Ronnie Laws
1950, the late Stevie Ray Vaugh-
an 1954, Tommy Lee (Motley
Crue) 1962

SATURDAY, OCTOBER 4 :

1970/Janis Joplin dies of a heroin over-
dose.

1980/The University Of Southern Califor-
nia Trojan Marching Band is joined
by Fleetwood Mac members
Mick Fleetwood, Lindsey Buck-
ingham and Stevie Nicks during
a USC halftime show. The Trojans
are presented with a platinum
record for their contribution to the
song “Tusk.”

1982/Squeeze break up.

Born: Helen Reddy 1942, Chris Lowe
(Pet Shop Boys) 1959

Releases. Croshy, Stills, & Nash's “Suite:
Judy Blue Eyes” (1969)

SUNDAY, OCTOBER 5

1962/The Beatles’ first single, “Love Me
Do,” is released in the UK.

1990/Quincy Jones' film biography, Lis-
ten Up — The Lives Of Quincy
Jones, opens nationally.

1992/Former Temptations member Ed-
die Kendricks, 52, dies of lung
cancer.

Born:Steve Miller 1943, Brian Johnson
(AC/DC) 1949, Bob Geldof 1954

Releases: Cream’s “White Room” and .

Steppenwolf's “Magic Carpet
Ride” (1968), Harry Chapin’s
“Cats In The Cradle” (1975)

— Frank Correia
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Mark Your
alendars Now!

On June 11-13, 1998 the industry’s largest gathering of radio and record executives returns

to the Century Plaza Hotel in Century City, California to celebrate R&R’s 25th anniversary

and the dawning of a new era in radio. It will be three days and nights packed with

inspiring speakers, informative panels and superstar entertainment.

R&R Convention '98 will prepare you to take your

place in the rapidly evolving radio industry.
It’s also a fantastic opportunity to meet, greet, and

exchange ideas with the industry’s best and brightest.




MUSIC TELEVISION® &
59.4 million households 50.8 million households
Patti Galluzzi, Lee Chesnut, VP/Music Programming
VP/Music Programming Wayne Isaak, Sr. VP/Music & Talent Relations
OASIS Don't Go Away (Epic) SHAWN COLVIN You And The Mona Lisa { Columbia)

LL COOL J Phenomenon (Def Jam/RAL/Mercury)
RADIOHEAD Karma Police (Capitol}

SALT-N-PEPA R U Ready (London/Red Ant/isiand)
WILL SMITH Just Cruisin’ (Columbia)

SUGAR RAY Fly (Lava/Atiantic)

KAMI LYLE Potka Dots (MCA)

ROBYN Show Me Love (RCA)

RON SEXSMITH Strawberry Blonde (/nterscope)
USHER You Make Me Wanna_. (LaFace/Ansta)

XL |

AALIYAH The One | Gave My Heart ... (BiackGro lantic)
ALLURE {/112 All Cried Out (Crave)

BETH ORTON She Cries Your Name (Dedicated/Arista)
SUBLIME Doin’ Time (Gasoline Alley/MCA)

| EXCLUSIVE |

OASIS Don't Go Away (Epic)

| HEAVY ]

FIGNA APPLE Criminal (Work)

BOYZ Il MEN 4 Seasons Of Loneliness (Motown)

BUSTA RHYMES Put Your Hands Where.  (Elektra/EEG)
MARIAH CAREY Honey (Columbia}

FOO FIGHTERS Everiong (Capitol)

GREEN DAY Hitchin' A Ride (Reprise)

JANET JACKSON {/Q-TIP.../Got 'Til it's Gone (Virgin)
JEWEL Fooiish Games {Atlantic)

L.L. COOL J Phenomenon (Def Jam/RAL/Mercury)
-SARAH McLACHLAN Building A Mystery (Arista)
MIGHTY MIGHTY BOSSTONES The Rascal... (Big RigMercury)
PUFF DADDY & THE FAMILY it's All About ... (Bad Boy/Arista)|
RADIBHEAD Karma Police (Capitol).

ROLLING STONES Anybody Seen My Baby? (Virgin)
ADAM SANDLER The Lonesome Kicker (Warner Bros.)
SMASH MOUTH Walkin' On The Sun (/nterscope)

|JAM OF THEWEEK |

USHER You Make Me Wanna (LaFace/Arista)

| STRESS |

MARY J. BLIGE Everything {MCA)

CHUMBAWAMBA Tubthumping (Republic/Universaly
CODOLIO Ooh La La (Tommy Boy}

FLEETWDOD MAC Silver Springs (Reprise)

ELTON JOHN Something About ... (Rocket/A&M Associated)
MASTER P | Miss My Homies {No Limit/Priority)

REEL BIG FISH Selt Out (Mojo/Universal)

SALT-N-PEPA R U Ready (London/Red Ant/isiand)
WILL SMITH Just Cruisin’ (Columbia)

TALK SHOW Hello Hello (Atiantic)

311 Prisoner (Capricorn/Mercury)
VERVE Bitter Sweet Symphony (Hut/Virgin)
WYCLEF JEAN Guantanamera (Ruffhouse/Columbia)

| BREAKTHROUGH |

FOREST FOR THE TREES Dream (DreamWorks/Geffen)

| ACTIVE |

JEWEL Fooiish Games (Atlantic)

MATCHBOX 20 Push (Lava/Atiantic)

SARAH McLACHLAN Building A Mystery {Arista)
ROLLING STONES Anybody Seen My Baby (Virgin)
THIRD EYE BLIND Semi-Charmed Life (Fiektra/CEG)

| LARGE ]

FIONA APPLE Criminal (Work)

MARIAH CAREY Honey (Columbia)

PAULA COLE | Don't Want To Wait (/mago/W8)
FLEETWOOD MAC Silver Springs (Reprise)

ELTON JOHN Something About ... (Rocket/A&M Associated)
SISTER HAZEL All For You (Universal)

SPICE GIRLS 2 Become 1 (Virgin)

WALLFLOWERS The Ditference (/nterscope)

| MEDIUM ]

BLUES TRAVELER Most Precarious (A&M)

SHAWN COLVIN You And The Mona Lisa (Coiumbia)
SHERYL CROW Home (A&M)

GENESIS Congo (Atiantic)

AMY GRANT Takes A Little Time (AdM)

SMASH MOUTH Walkin’ On The Sun {Interscope}
SUGAR RAY Fly (Lava/Atlantic)

TEXAS Say What You Want (Mercury)

TONIC If You Could Only See (Polydor/AéM)

| CUSTOM ]

AQUA Barbie Girl (MCA)

ERYKAH BADU Cther Side Of The Game (KedarUniversal)
LAZLO BANE Overkill (Aimo Sounds/Geffen)

MARY J. BLIGE Everything (MCA}

BOYZ Il MEN 4 Seasons Of Loneliness (Motown)
MEREDITH BROOKS | Need (Capitol)

LORI CARSON [ Saw The Light (Restless)

ADRIANA EVANS Love Is All Around {Loud/PMP/RCA}
JOHN FOGERTY Blue Boy (Warner Bros.)

GOD'S PROPERTY Stomp (B-Rite/Interscope)

JANET t/Q-TIP & JONI MITCHELL Got Tit It's Gone (Virgin)
JAMIROQUAI Alright (Work)

JOE The Love Scene (Jive)

PATTI LABELLE When You Tatk About Love (MCA)
LIVE Turn My Head (Radioactive}

KAMI LYLE Polka Dots (MCA)

DAVE MATTHEWS BAND Tripping Billies {RCA)
MAXWELL Whenever, Wherever, Whatever (Columbia)
PAUL MCCARTNEY Young Boy (Capitol)

MILESTONE | Care 'Bout You (LaFace/Arista)

SINEAD 0'CONNOR This Is Mother To You (Columbia)
BILLY PORTER Show Me (DV&/A&M)

LEANN RIMES How Do ! Live (Curb)

ROBYN Show Me Love {(RCA}

RON SEXSMITH Strawberry Blonde (/nterscope)
DUNCAN SHEIK She Runs Away (Atlantic)

SNEAKER PIMPS 6 Underground (Virgin)

SUNDAYS Summertime (DGC/Geffen)

TALK SHOW Hello Hello (Atiantic)

USHER You Make Me Wanna (Laface/Arista)

WILD DRCHID Supernatural (RCA)

VANESSA WILLIAMS Happiness (Mercury)

Video airpiay from September 22-28

Ed

TOPTEN SHOWS
SEPTEMBER 8-14

Total Audience
(97 million households)

1 Seinfeld

2 PrimeTime Live

3 49th Annual Emmy
Awards

3rd Rock From The Sun
(Thursday)

Monday Night Footbali
(Raiders vs. Chiefs)
Frasier (Thursday)
Miss America Pageant
Friends

Dateline NBC (Tuesday)
ER

(tie)

L]

S W NN,

Adults 18-34

Seinfeld

Beverly Hills, 90210
Fraiser (Thursday)

3rd Rock From The Sun
(Thursday)

Friends

Meirose Place

ER

Monday Night Football
Movie (Sunday)

(True Lies)

Movie (Monday)
(Perfect Body)

B WN -

W NG

Source: Nielsen Media Research

Coming Next Week

All show times are ET/PT unless
otherwise noted; subtract one hour
for CT. Check listings for showings
in the Mountain time zone. All list-
ings subfect to change.

Tube Tops

* Trace Adkins, Alabama, Clint
Black & Martina McBride, Brooks
& Dunn, Deana Carter,Terri Clark,
Alan Jackson, Kathy Mattea,
Mindy McCready, Tim McGraw,
Lorrie Morgan, LeAnn Rimes,
George Strait, Pam Tillis, Travis
Tritt, Shania Twain, Bryan White,
Trisha Yearwood, and Toby Keith
with Sting are slated to perform from

Nashville’s Grand Ole Opry House
when CBS presents the three-hour,
31st annual Country Music Associ-
ation Awards, hosted by Vince Gill
(Wednesday, 9/24, 8pm).

Friday, 9/19

¢ Elton John performs live on
MTV'’s 90-minute Storytellers series
(9pm).

* Ray J, Vibe (check local listings).

* Nanci Griffith and the Crick-
ets, Late Show With Conan O'Brien
(NBC, 12:35am).

* Neneh Cherry, Prodigy, and
Radiohead, ABC /n Concert
(check local listings).

Saturday, 9/20

* Zap Mama and Joshua Red-
man perform on PBS’s Sessions
At West 54th (check local listings).

* Brother and sister perform
when Ray J In Concert With Bran-
dy premieres on the Disney Chan-
nel (7pm).

Sunday, 9/21

« Faith Hill makes a cameo ap-
pearance on the season premiere of
Touched By An Angel (CBS, 8pm).

Monday, 9/22

* Sneaker Pimps, The Keenen
Ivory Wayans Show {(check local
listings).

* Santana, Vibe.

* Elton John, The Tonight Show
With Jay Leno (NBC, 11:35pm).

Tuesday, 9/23

* 4.0, Keenen.

* Brian McKnight, Vibe.

* Wallflowers, Jay Leno.

* God’s Property t/Kirk Frank-
lin, Late Show With David Letter-
man (CBS, 11:35pm).

* Jon Bon Jovi, Conan O’'Brien.

Wednesday, 9/24

*EPMD, Vibe.
*Boyz Il Men, Jay Leno.
« Bill Engvall, David Letterman.

Thursday, 9/25

¢ Deana Carter, David Letterman.
 Eiton John, Conan O’Brien.

&

I 36 million households
) \\ Lydia Cole,
(AN Vrusic Programming

AALIYAH The One | Gave My Heart... (BlackGround/Atiantic)
ALLURE #1112 All Cried Out (Crave)

ERYKAH BADU The Other Side O1... (Kedar/Universal)
BLUES TRAVELER Most Precarious (A&M)

PAULA COLE ( Don't Want To Wait (/mago/W8)

DRU HILL Never Make A Promise (/s/iand)

INOJ Love You Down (So So Det/Columbia)
JAMIROQUAI Alright (Work)

JIMMIE'S CHICKEN SHACK High (Rocket/Associated/A&M)
BRIAN McKNIGHT You Shouid Be Mine... (Mercury)
MILESTONE | Care 'Bout You (LaFace/Arista)

MXPX Chick Magnet (Tooth & Nail/A&M)

98 OEGREES invisible Man (Motown)

BETH ORTON She Cries Your Name (Dedicated/Arista)
OUR LADY PEACE Superman's Dead (Columbia)
REFUGEE CAMP ALL-STARS #/PRAS Avenues (Arista)
SISTER HAZEL All For You (Universal}

SQUIRREL NUT ZIPPERS Put A Lid On it (Mammoth)
SUBLIME Doin' Time (Gasoline Alley/MCA}

SUNDAYS Summertime (DGC/Geffen)

Video airpiay from September 22-28.

| Video Playlist |
USHER You Make Me Wanna ... (LaFace/Arista)

BUSTA RHYMES Put Your Hands Where ... (Elektra/EEG)
MARIAH CAREY Honey (Columbia)

PUFF DADDY & FAMILY it's Ail About... (Bad Boy/Arista)
TIMBALAND & MAGOO Up Jumps... (BlackGround/Atiantic)
MARY J. BLIGE Everything (MCA)

F. BROWN t/D. HILL Big Bad... (Violator/Def Jarv/RAL Mercury)
BRIAN McKNIGHT You Should Be Mine ... (Mercury)
NOTORIOUS B.1.G. Mo Money Mo... (Bad Boy/Arista)
VANESSA WILLIAMS Happiness (Mercury)

Information for week énding September 19.

| RapCityTop10 |

BUSTA RHYMES Put Your Hands Where ... (Elektra/EEG)
MIA X/FOXY BROWN The Party Don't... (No LimitPriority}
PUFF DADDY & THE FAMILY Its All About The...(Bad Boy/Ansta)
LOST BOYZ Me And My Crazy World (Universal)

F. BROWN /0. HILL Big Bad... (Violator/Def.Jam/RAL Mercury)
MASTER P How You Do Dat (No Limit/Priority)
COMMON Reminding Me (Of Sef) (Relatvity)

LADY OF RAGE Get With Da Wickedness (Death Row)
KRS-ONE A Friend (Jive}

WU-TANG CLAN Triumph (Loud/RCA)

Information for week ending September 19

™ H E

21 million households
LizKiley,
VP/Programming

MUSIC TELEVISION
YOU CONTROL.

| NationalTop 20 |

MASTER P | Miss My Homies (Mo Limit/Priority)

AQUA Barbie Girl (MCA)

MARY J. BLIGE Everything (MCA)

USHER You Make Me Wanna... (Laface/Arista}
MARIAH CAREY Honey (Columbia)

INSANE CLOWN POSSE Halls Of llusion (/sfand)
MACK 10 How You Do Dat (No Limit/Priority)

MASTER P Backyard Boogie (Priority)

CHICO DEBARGE lggin’ Me (Universal)

JOCK JAM The Jock Jam (Tommy Boy)

MOBB DEEP {/RAKIM & NOYD Hoodlum (Loud/Interscope)
REFUGEE CAMP ALL-STARS Avenues (Arista)

LOST BOYZ Me & My Crazy. .(Group Home/Universal}
MIA X MASTER P & F. BROWN The Party ... ‘No Limit/Priorty)
ROBYN Show Me Love (RCA)

ROME Do You Like This (RCA)

COOLIO Ooh La La (Tommy Boy)

K-CI & JOJO Last Night's Letter (MCA)

NEXT Butta Love (Arista)

RBL POSSE How We Comin’ (Atiantic)

Information for week ending 9/12.

PLILISTAR

CONCERT PULSE
Avg. Gross
Pos. Artist {in 000s)
102 $3338.2
2 JIMMY BUFFETT $1033.7
3 PHISH $799.3
4 OZZFEST '97 $649.8

5 BROOKS & DUNN/REBA MCENTIRE $549.5

6 “AFKAP” $502.1
7 LILITH FAIR $465.2
8 TINA TURNER $460.6
9 DAVE MATTHEWS BAND $448.5
10 AEROSMITH $403.4
11 WHO $365.2
12 JOHN MELLENCAMP $343.2

13 COUNTING CROWS/WALLFLOWERS $326.9
14 LOLLAPALOOZA 97 $321.5
15 JAMES TAYLOR $307.9

Among this week’s new tours:

BLINK-182
CATHERINE WHEEL
CRAMPS
DOKKEN
DRIVIN' N’ CRYIN’
SARAH McLACHLAN
MACEOQ PARKER
STIFF LITTLE FINGERS

The CONCERT PULSE is courtesy of Polistar. a
publication of Promoters’' On-Line Listings, (800)
344-7383; California (209) 271-7900.

s

WEEKEND BOX OFFICE
SEPTEMBER 12-14

1 The Game $14.33 ¢
(PolyGram)* .

2 G.I. Jane $350
(Buena Vista)

3 Fire Down Below $3.26
(w8) ’

4 Money Talks $3.21
(New Line)

5 The Full Monty $2.91
(Fox Searchlight)

6 Air Force One $2.81
(Sony)

7 Hoodlum (MGM/UA)  $2.53

8 Conspiracy Theory $2.30
(WB)

9 Excess Baggage $1.86
(Sony)

10 George OfThe Jungle $1.76
(Buena Vista)

All figures in millions
* First week in release

Source: Entertainment Data Inc.

COMING ATTRACTIONS:
This week’s openers include L.A.
Confidential, starring Kevin
Spacey and Kim Basinger. The
film’s Restless soundtrack spot-
lights vintage cuts by Johnny
Mercer (“Ac-cent-tchu-ate The
Positive™), Dean Martin (“Powder
Your Face With Sunshine” and
“The Christmas Blues”), Betty
Hutton (“HitThe Road To Dream-
land”), Lee Wiley (“Oh! Look At
Me Now” and “Looking At You"),
Kay Starr (“Wheel Of Fortune”),
Jackie Gleason (“But Not For
Me"), and Joni James (“How Im-
portant Can It Be"). Chet Baker
performs“Look For The Silver Lin-
ing,” while the Gerry Mulligan
Quartet does “The Lady Is A
Tramp”; Baker and the quartet

team for “Makin’ Whoopee” ,

Going AllThe Way, starring Jer-
emy Davies and Ben Affleck, also
opens this week. The film’s Verve
soundtrack features Marty Rob-
bins’“A White Sport Coat (And A
Pink Carnation)” as well as '50s
tunes by Bobby Smith (“Bess’
Boogie” and“Mopsticks”), Vic Da-
mone (“Why | Was Born”), Roy
Brown (“Mighty, Mighty Man”),
Jackie Brenston (“Rocket 88”),
Cozy Eggleton (“Big Heavy”), the
Harptones f/Willie Winfield (“A
Sunday Kind Of Love”), Willis
Jackson (“Gonna Hoot And Hol-
ler Saturday Night”}, Perez Prado
& His Orchestra (“Skokiaan”), the
Sonny Burns Orchestra (“Tan-
gled And Tempted”), Bobby
Dukoff (“You've Changed”), and
the Burroughs Family (“Farther
Along”). Original music by Toman-
dandy — “Sexy Man” and “Goof-
ball’ — rounds out the CD.

Another opener this week is In
& Out, starring Kevin Kline. The
film's forthcoming Motown
soundtrack showcases Diana
Ross’ version of “I Will Survive,’
the Village People’s “Macho
Man,” Patsy Cline’s “Crazy,” and
Ethel Merman’'s “Everything's
Coming Up Roses” as well as
Marc Shaiman’s score.

Moving into limited release is
Bandwagon, which tells the story
of a rock group on the road. The
film's Milan soundtrack sports
four songs by the movie’s main
band, Circus Monkey, as well as
tunes by Incinerator, Pound-
cake, Tackle Box, Judy Judy
Judy, manCHILD, Spittle, and
the Fliptones.
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A Great General Manager

A Great General Manager is an advocate for ownership, an effective business leader who adds value and creates wealth. A
Great General Manager understands leadership is an art, that leadership is being then doing, and he/she knows you can’t
lead unless someone is willing to follow. A Great General Manager values “people skills” and is devoted to being a good
and fair person with a reputation for creating a stimulating, positive, and challenging environment. A Great General
Manager serves as the playwright, director, and supporting player who sets the stage for greatness. A Great General
Manager builds on strengths — his/her own strengths, the strengths of his/her superiors, colleagues, and subordinates; and
on the strengths of the situation. A Great General Manager is a bigger than life original, he/she walks their talk, confident
to be themselves, at ease in any situation. A Great General Manager has a life and an engaging sense of humor. A Great
General Manager is aware of the powerful magic in timing, attitude, a smile, a word of praise. A Great General Manager
makes their numbers. A Great General Manager accepts responsibility to the shareholders, associates, advertisers, listeners,
and the community; shaping events rather than being shaped by them. A Great General Manager is persistent, takes
charge without taking control, never underestimates the competition and never gives up. A Great General Manager is
innovative, leveraging knowledge, imagination and change to create advantage. A Great General Manager cares enough to
ask each associate “Are you having fun?” A Great General Manager views business as a game, a race to build competencies,
a marathon with no finish line. A Great General Manager knows it’s not enough to do things right; he/she must do the
right things. A Great General Manager has a tremendous desire to make something happen, to make a difference and a
lasting contribution. A Great General Manager knows where their time goes, is self-directed, vulnerable, focused, supportive,
dedicated, devoted, accessible and accountable. A Great General Manager gains perspective and context from study and
reflection; he/she transforms experience into wisdom. A Great General Manager respects the care and feeding of ideas,
recognizes creation is the province of the individual not a committee, and has the courage and confidence to carry out
ideas. A Great General Manager is always preoccupied with the what and the why. A Great General Manager originates,
keeping his/her eye on the horizon, just as obsessed with maximizing opportunity share as with maximizing market share.
A Great General Manager hires smart; sensitive to the endowment of intellectual capital, he/she is consistent in demanding
that people reach their potential. A Great General Manager is a world-class negotiator, a coach, an excellent listener, a
strategic thinker and a tough-minded competitor. A Great General Manager knows that all business is problem solving and
learns to be decisive, learns to act on his/her intuitive skills, facing reality as it is, not as it was or as he/she wishes it to be. A
Great General Manager lives by the Golden Rule and treats people the way he/she would like to be treated. A Great
General Manager encourages dissent, openness, gives license to be contrary, always confident to solicit questions and foster
challenges. A Great General Manager recognizes the advantages inherent in tact, compassion, diplomacy, honesty, flexibility,
sensitivity and trust. A Great General Manager “gets it” when it comes to values, beliefs, relationships, promises, priorities,
vision, details and continuous renewal. A Great General Manager is a creative collaborator. “We are such stuff as dreams
are made of” so said Shakespeare and A Great General Manager knows dreams, teamwork, faith, patience, integrity, common
sense, commitment, hard work and careful planning are the stuff great radio stations are made of. A Great General
Manager believes chance favors only the prepared mind, that luck is a combination of preparation and opportunity. A Great
General Manager is shamelessly enthusiastic and puts the infectious qualities of passion and enthusiasm to work every day.
A Great General Manager knows what they don’t know, is intellectually honest, profoundly curious, and has an insatiable
appetite for knowledge. A Great General Manager chooses to work with “business partners” rather than vendors. A Great
General Manager is a trustee of the license and protects it because without it there is no radio station. A Great General
Manager has the ability and desire to inspire and move people, and is known to be consistent, direct, principled, resourceful,
disciplined and responsible. A Great General Manager considers every associate as talent and values the gifts of each. A
Great General Manager is committed to a lifetime of learning, reading, observing and growing. A Great General Manager’s

work is never done as radio is show business and always remains a work in progress.

Our best wishes for great success.

The Radio
Consultants

LEVERAGING KNOWLEDGE & IMAGINATION TO CREATE ADVANTAGE
© 1997 The Radio Consultants, Inc. 15 South Fifth Street, Suite 1220 * Minneapolis, MN 55402 ¢ (800) 940-3345
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What’s On Your Mind These Days?

L] WBIG's Allan teams with consultants to address issues at the NAB Radio Show

What’s on the collective mind of Oldies programmers? That
question was answered last Wednesday during the Oldies “think
tank” at the NAB Radio Show in New Orleans.

Identifying their concerns is a lot
easier than forming hard-and-fast so-
lutions. However,
WBIG/Washing-
ton PD Steve Al- | £
lan, who moder-
ated the panel,
tells R&R, “The
point of this is to
get everybody in
the format togeth-
er to share ideas,
find out what the
problems are, and
hopefully find
some solutions. A lot of the stuff we
talk about is pretty universal —
morning shows and ’50s vs. *70s
music. I don’t think it’s market de-
pendent.”

To come up with the discussion
topics, Allan worked closely with the
Oldies panelists: consultants Chris
Elliott (Chris Elliott Programming
Consultant, Inc.), E. Alvin Davis (E.
Alvin Davis & Associates), Rick Pe-
ters (Peters Communications), and
Dave Popovich (McVay Media).

From their conversations with Old-
ies programmers throughout the na-
tion, these appear to be among the
hottest issues:

* Balance problems within the 35-
44 demo

* How far can the format go?
What’s our future?

* Should we play more ’70s
records?

* What role does *50s music
play in the format?

Steve Allén

Fresh ways to image oldies stations:

¢ Is Oldies still a destination for-
mat?

* Qualitative differences be-
tween 35-64 and 25-54 demos

* Why do so few Oldies stations
have morning shows that outper-
form the format? Is it the function
of the format or the talent?

e What is the key demo? Is the
focus on 35-54 enough to ensure
long-term survival?

* How do we improve overall
on-air content beyond the morn-
ing show?

Specific Concerns

“A lot of the issues involve the long
term of the format,” Allan says. “A
lot of people have diftering views of
what Oldies’ viability is. There are
those who say, ‘As people get older,
it’s going to go away.’ And then there
are people — and I count myself in
this camp — who believe, ‘If you do
it correctly and do it well, there is a
long life span in this format.’ The
music is pretty much enduring, and
the fun never goes away. If you cap-
ture that, you’ll do a very good job.”

If Oldies is a destination format for
listeners, it’s not necessarily a pre-
ferred destination for air talent and
PDs. Explaining the prevailing atti-
tude, Allan says, “Oldies is what
Country was 10-15 years ago. Good
talent and programmers don’t want
to come to Oldies because they think
it’s the end of the line. So the big chal-
lenge is for us to find good talent.”

Although Allan has noticed that

* Promo and ID Beds
* Punctuators * Stagers
e Listener Reactions ¢ Promo Parts

You get a 100 Track Kick-Off Kit and
a Brand New CD Every Two Weeks!

OLDIES

the prejudice has changed some-
what in recent years, he recalls,
“When 1 put ’BIG on the air a little
over four years ago, none of my air-
staff' had ever worked Oldies when
T'hired them. I was the only one with
Oldies experience, and I had todo a
little sales job on some of them.
They had this idea that we were go-
ing to be doing poodle skirts and
jukeboxes — ‘Boss radio.’

“I had to convince them that this
wasn’t what we were going to do ...
it was the exact opposite of what we
were going to do, Now, they all have

a ball”
On the other hand, WBIG’s
younger air talent have played
a major role in bringing a

’90s approach to culti

vating the Oldies au-

dience inthe DC area. g%

Allan notes, “A good

chunk of my talent are \

in their 30s, so they’ve %

picked up what the for-

mat can be from a musi-

cal standpoint. But our ap-

proach is very much contem-
porary-sounding. For them, it’s
more about being in tune with the
audience than what Gene Pitney is
doing today.”

Maintaining a hold on Oldies’
primary demo remains a vital con-
cern among programmers. While
45-54 holds the key, Allan says,
“There’s great concern with that 35-
44 cell. If Arbitron was to put 35-
39-year-olds in a book, that could
hurt us.

“Some people are concerned
about the aging of the format, but I
don’t know that there’s a lot we can
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Some people are concerned about the aging of
the format, but | don’t know that there’s a lot
we can do about it right now. It really becomes
a matter of ‘Can we still make money off the
demo we have?’ If we try to augment what we
have by going after the 25-34s, | think that’s a
quick way to go down the tubes.

do about it right now. I think it real-
ly becomes a matter of ‘Can we still
make money off the demo we
have? ”

Cautioning PDs against an ag-
gressive attempt to expand a sta-
tion’s audience, Allan adds, “If we
try to augment what we have by go-
ing after the 25-34s, I think that’s a
quick way to go down the tubes.”

Morning Glory

The moming show issue is one of
the more baffling problems. “It’s
huge,” Allan says. “I can probably

name four Oldies moming
¢ shows that consistently
outperform their radio
stations. Generally
speaking, most of the
major Oldies stations
do not have a morn-

the bus. It’s sort of the
opposite of conven-
tional radio wisdom,

where ‘If you start with a great
morning show .. ”

AlthoughAllan speculates that the
Oldies crowd is tuning to Country
and AC, it’s difficult to pinpoint ex-
actly where the audience goes dur-
ing moming drive. “It’s hard to say,”
he explains. “They’re just jumping
around.”

How do you cultivate great
morning talent? “You could go to
every format room at the NAB Ra-
dio Show and ask the same ques-
tion,” Allan laughs. “That’s the big-
gest challenge we face, and it’s not
just for morning shows. It’s a chal-
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lenge finding great talent in any
daypart.”

Pointing to another reason it's
difficult to cultivate talent. Allan
says, “The more consolidation
comes into the picture, the harder
it is to pry people loose. Talent,
being the insecure animals that they
are, once they get into a situation
where they’re successful and peo-
ple like them, there’s no reason for
them to leave.”

Strategic Planning

Allan says previous Oldies pan
el discussions at the NAB Radio
Show have provided substantial
food for thought for all program-
mers — even those who are new to
the format.

“Strategic planning is strategic
planning.” he says. “Oldies has its
own set of rules that makes it differ-
ent from a lot of formats, mainly be-
cause of the passion people have for
the music. You really have to be
aware of the audience, their needs,
and what they want.

“I know that sounds pretty sim-
plistic, because you have to do that
in every format. But in this particu-
lar format, everybody knows the
music so well, you really can’t
guess. It’s not like ‘Hey, we found
this oldie in the vault that you
haven’t heard.” Well, I've heard it. 1
either like it or I don’t like it, but
I've heard it.

“With a station that uses new mu-
sic, you have certain latitude. You
can hit or miss a little. Every new
song is not a hit.”
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these and over 100+
stations have already
signed on.

Tons of special work parts:

* Year Collages  * Song Setups
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¢ Artist IDs * Birthday Greetings
e Special Weekends ¢ Features
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Cochran’s To-Do List: Increase Industry
Education, Exposure & Credibility

[J New RTNDA President ready to bolster and clarify the organization’s image

Few in the news business have adapted to — and succeed-
ed in— print, radio, and television newsrooms as well as Bar-
bara Cochran. Most recently, Cochran was Exec. Producer
of Politics at CBS News, a position she exited to take on her
newest challenge as Radio and Television News Directors As-

sociation President.

The graduate of Columbia Uni-
versity Graduate School of Joumal-
ism began her career as a
copy desk trainee for Wash-
ington’s Evening Star (later
the Washington Star). Lat-
er, she became Managing
Editor of that newspaper.

She came to broadcasting
in 1979, joining National
Public Radio as News Di-
rector and, later, VP/News.
There, she oversaw the cre-
ation of “Morning Edition,”
which she lists among her
most noteworthy achievements.

Cochran switched to television in
1983, becoming Political Editor for
NBC News, then Executive Produc-
er of Meet the Press. She joined CBS
in 1989 as VP and Washington Bu-
reau Chief until July 1995, when she
took on her Executive Producer du-
ties. In her four-month tenure at the
51-year-old RTNDA, she has direct-
ed the redesign of its publication,
Communicator, and its first show —
the 1997 International Conference
& Exhibition — since the World
Media Expo broke up in 1996.

She’s also stepping into some big
shoes: Former President David Bart-
lett put RTNDA on the map in Wash-
ington, growing the Radio and Tele-
vision News Directors Foundation
(the research and educational arm
of the association), breaking reve-
nue and show attendance records,

Barbara Cochran

and so forth. Bartlett, a longtime
friend of Cochran’s, was delighted

&= | withher appointment. “She

has the right background,
she is enthusiastic about the
goals of the organization —
“® | can’t say enough nice
§l things about her.”

| These are heady times for
the industry, particularly
o with the ongoing massive
changes, including consol-
idation of stations and news
organizations, competition
from traffic and news re-
porting services, and the threat of
increasing regulation from govern-
ment entities like the FCC and VP
Al Gore’s task force on public in-
terest obligations for digital broad-
casters.

Most recently, she has been in the
spotlight as a representative for the
news community in the controver-
sy that has surrounded the news
media in the wake of the death of
Princess Diana.

R&R Associate Editor Matt
Spangler spoke with Cochran about
the past, present, and future of elec-
tronic news gathering.

R&R: What do you feel has
changed most significantly about
broadcast journalism since you
Joined NPR in 1979?

BC: The most important thing is
the diversity. There’s so much more

competition, so many more people
offering news electronically than
there used to be. In 79, public ra-
dio was really not much of a factor
— it was just barely getting started.
What I went there to do was reorga-
nize the place in order to start a
morning program.

Now there are so many more
sources of information. We don’t
know what the Internet is going to
mean and how it’s going to either
augment or replace news that’s be-
ing offered now.

R&R: RTNDF’s new report, *In-
teractive News: State Of The Art,”
suggests that interactive media and
news can work hand-in-hand.

BC: It’s fascinating. More and
more you see radio and television
stations adding a web site and us-
ing it to supplement what they're
doing.

R&R: Do you feel there’s any

When you get into
a discussion of free
time for political
candidates, journalists
have a lot of concern
about that, because
free time is going to
take away from the
time that candidates
are willing to devote
to news coverage.

| was pretty shocked that an
important government official like [Hundt]
would not know more about broadcast
journalists and how they do their business
than he seemed to know — RTNDA has
had a code of ethics for decades.

way in which interactive media has
been a boon to news production?

BC: The biggest concern is
whether journalistic standards will
continue to survive. You have to trust
the audience to ditferentiate between
what is sheer gossip and what is ac-
tually supported fact. I think on the
Internet that’s harder than it may be
in other forms of presenting infor-
mation.

Existing news organizations have
a great advantage because they al-
ready have an established brand
name and a reputation for accuracy
and for factual reporting and legiti-
macy. If you are tuning into a web
site, and you see something that was
done by a network or a local news
station that you respect, you 're more
likely to trust the information.

R&R: How has radio broadcast
news been affected by all this con-
solidation? Also, how has it been
affected by the appearance of Metro
and Shadow News Services?

BC: It’s interesting what's going
on in radio. I hear from members
who call me that there’s a lot of con-
cern about the disappearance of
news operations in radio. When you
have one owner of multiple stations,
there’s a tendency to want to con-
solidate the newsroom.

Then you have these services
where it’s much cheaper for an own-
er to take the service than to pay for
the expense of having his own news
operation. They’re really going to be
put to the test.
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One of the things I think a lot of
people in the business worry about
is how much reporting is going to
be done. I talked to one news direc-
tor at an all-News station who said
he used to see three. four, half-a-
dozen radio reporters at any given
event, but now he has somebody and
the public radio station has some-
body, and that’s it.

R&R: Whart is RTNDA doing to
address this issue?

BC: For radio, one of the things
that we’re trying to do is help peo-
ple cope with the new environment,
help people learn about it, and also
give them some sense — since most
of our members are managers — of
what a career path looks like, where
they can go. Some of our sessions
at the convention will address this

R&R: What are some of the most
pressing issues you've dealt with
since joining RTNDA?

BC: First of all, there is the whole
issue of journalistic credibility. It’s
something that’s being talked about
more. There are several efforts un-
derway to address that issue, most-
ly on the print side. I thought it was
important for RTNDA to participate
in some of these efforts, and also to
begin a dialogue about what we're
going to do. We can’t afford to be
left out of the discussion, and we
can’t afford to be in a defensive pos-
ture, saying, “Everything’s just
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