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HOW TO BUY TV SCHEDULES

Despite consolidation, radio advertising on
TV is as active as ever. Broadcast
Marketing Group’s Aubrey Potter offers
many suggestions to make your campaign
cost-effective.
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HAPPY BIRTHDAY WEBN!

Stick 30 candles in the
Jelly Pudding and
light those
suckers! Rock
stalwart WEBN
was the breeding
ground for many
of today’s radio
superstars. Cyndee
Maxwell talks to its
founding fathers.

Pages 80, 82

DAHL GETS KICKS ON 66!

Chicago icon Steve Dahl and his three
sons trekked Route 66 this summer,
broadcasting along the way. Dahl
recounted this great experience to R&R's
Jeff Axelrod.

Pages 27, 28

Eric Neumann becomes Sr.
VP of Capstar Broadcasting

John Cook returns to CHR
KHKS/Dallas as OM

Bruce Gilbert appointed
PD of Sports KTCK/Dallas

Marc McCoy takes VP/GM chair
at KFBK & KSTE/Sacramento

Monument becomes Sony/Nashville’s
fourth label; Pareigis, Allmand officially
appointed
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* USHER You Make Me Wanna... (LaFace/Arista)
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* BOYZ 1l MEN 4 Seasons Of Loneliness (Motown)

URBAN AC

*BOYZ Il MEN 4 Seasons Of Loneliness (Motown)

COUNTRY
* TIM McGRAW Everywhere (Curb)

NAC/SMOOTH JAZZ
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* BLUES TRAVELER Most Precarious (A&M)

NEWSSTAND PRICE $6.50

Yolong ﬁUU - 66,1 - 42

(4
r\ [ CofMre

W Will All Corite Together

@rvtﬁuf
07 410 ¥ 193 Ceul

In The Next Year’

OCTOBER 17, 1997
Nationwide Goes On The Block

I 17 stations could fetch more than $500 million

BY JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF

It’s time to feed the lions again
This time, Nationwide Commu-
nications Inc. (NCI) is the entree

The 51-year-old group’s parent
company, Nationwide Insurance
Enterprise. last week said it was
soliciting offers for its 17 radic
stations in eight Top 20 markets.
including Baltimore, Cleveland.
Dallas, and Houston. The group

M Tom Hicks wants to keep the entrepreneurial spirit alive — despite the
enormous sizes of his major investments, Capstar and Chancellor

By Ron RobriGUES
R&R EDITOR-IN-CHIEF

The radio industry’s
man of the moment has
taken a remarkable path
toward ownership of the
largest cluster of radio
stations in the U.S.

Thomas O. Hicks —
the powerful Chairman
of investment firm
Hicks, Muse, Tate &
Furst as well as Chair-
man of Capstar Broad-
casting and Chancellor
Media — grew up in a

time return to radio oc-
curred in 1993 when he
formed Chancellor
Broadcasting.

He’s a soft-spoken
man who professes no
desire to attain media
mogul status« la Rupert
Murdoch or Michael
Eisner. Hicks made his
{ money on semiconduc-
tors. sott drinks. pack-
aged foods. and whatev-
er else he could buy,
consolidate. and then
divest. And though he
makes no bones about

radio family. A Dallas
native, Hicks’ father de-

Thomas Hicks (I) poses with Chancellor Media

President/CEQ Scott Ginsberg.

his intention to consoli-

cided to cash out of his.
career in the TV rep business. move to small-
town Texas. and get into radio ownership. Hicks
had a childhood taste of his dad’s business, but
after a stint as a “not very good” DJ. he decided
Wall Street was a better avenue for his talents.

Since the mid-"70s, Hicks has partnered in var-
ious firms that specialize in venture capital and
leveraged acquisitions. Since 1989, he has raised
over $4 billion in private equity funds, mostly from
institutional investors such as teachers’ and gov-
ernment workers’ union pension funds. His big-

SUMMER 97 ARBITRONS

AM Still King By The Bay

There’s nowhere in the major markets where AM is as influential
as it is in hilly San Francisco. Behold the four stand-alone AM sta-
tions that reside in the market’s Top 10, according to the Summer 97
Arbitrons (another AM stand-alone is in 11th place). The once-siz-
zling SF Giants propelled KNBR/San Francisco to second place in
the Summer '97 Arbitron derby. The loss of longtime Country KSAN
boosted the fortunes of the remaining Country stations. Elsewhere in
the majors: New Urban WPHI/Philadelphia is now within a half-
point of its closest competitor; in Detroit, independently owned WCHB
reached a new high, and ABC Altermative WPLT (The Planet) re-

date his corner of the
radio industry. he's likely to hold onto these jew-
els longer than is typical. because he expects
radio’s growth cycle to stretch well into the next
millennium.

I spent a few moments with Tom Hicks re-
cently to get his perspectives on this fast-chang-
ing business.

R&R: Do you plan to merge Chancellor with
Capstar Broadcasting?

See Page 13

also operates stations in Colum-
bus, Minneapolis, Phoenix, and
San Diego.

When Nationwide Insurance
announced its intention to sell the
group, the seller’s broker, Gary
Stevens, told R&R that he ex-
pected the bidding to begin at
more than $500 million.

“We have a very high level of

NATIONWIDE/See Page 19

Quartararo Named
Warner Bros. Pres.

By S1rvE WONSIEWICZ
R&R MUSIC EDITOR

Making official what has been
rumored for months, Phil Quar-
tararo has
been named
President of
Warner Bros.
Records Inc.
When he
assumes his
new post on
November 3
Quartararo
will report to
Chairman/
CEO Russ
Thyret and oversee W8, Reprise,
and other associated labels. The
division heads will report to both
Quartararo and Thyret.

I feel very pleased and grati-
fied to have Phil join our compa-
ny, Thyret said. “His track record
has been extraordinarv, and I be-
lieve he’s the right person to help
focus on both the present and the
future with a fresh point of view.
Phil is very well-liked and re-
spected in the business commu-
nity. and his artist-friendly man-
agement style tits well with the
culture of this company. We are

QUARTARARO/Se2 Page 19

Quartararo

By MATT SPANGLER
R&R WASHINGTON BUREAU

Radio’s Growth Rate Slower
Than Other Media, Kagan Says

i Revenues to grow only 6.6% in next decade

bounded big time. KHKS reassumed first place in Dallas.

San Francisco

Atlanta

Sp '97 Su 97 |

t last month’s NAB Ra-

dio Show in New Or-
leans, group heads touted the
ability of radio to grow be-
yond the 7% share of the me-
dia advertising pie that has
been bandied about for years.
“Radio has the clout to out-
power and outprice newspa-
pers and other media,” said
Jacor Communications CEO
Randy Michaels. However, a

Sp '97 Su '97
E KGO-AM (News/Talk) 65 6.8 ‘ WVEE-FM (Urban) 4107 9.7 | study released last week by
§ KNBR-AM (Sports) 43 4.5 | WSB-AM (Talk) 83 89! Paul Kagan Associates Inc.
§ KYLD-FM (CHR/Rhy) 42 43 | WSTR-FM (CHR/Pop) 7.3 7.0 | suggests that radio’s share is
| KCBS-AM (News) 43 4.0 | WALR-A/F (UbanAC) 59 62| less than that derived in other
i KOIT-A/F (AC) 40 38 WKHX-FM (Country) 67 61} recent lndus[ry studies, and

COMPLETE RESULTS FROM THE TOP 11 MARKETS: PAGE 18

~ SAME DAY RESULTS: www.rronline.com

that it will probably decline
slightly over the next decade.

S

“MediaCast 2006~ esti-
mates that radio took in $12.4
billion in 1996, out of $252.6
billion total media revenues
last year. That is only 4.9% of
the pie. A study released by
McCann-Erickson eartier this
year estimates 1996 radio rev-
enue at $12.1 billion — 7%
of the $173.2 billion spent on
all advertising that year.

Kagan spokespersoa Tim-
othy Akin told R&R that the
disparity is a reflection-of how
different studies measure to-
tal media spending. Other
studies, for example, often
don’t account for new media,
which, according to the Ka-

KAGAN/See Page 19

The R&R Talk Radio Seminar: February 19-21, 1998 in Washington, DC




“Amy is a superstar and women love what she stands for. And even better, ‘Takes
A Little Time’ is calling out for us! It's a mass appeal song for a mass appeal artist””’
-Ken Benson & Tommy Austin/KKRZ

“We’ve played ‘Takes A Little Time’ over 200 times so far - it's in a solid B rotation.
It's a HIT for Kiss108 - soon to be in power rotation. Spin this record - it will call -
out for your radio station.” -John lvey/WXKS

“One of the best testing upper deme records on our station right now!”
-J.R. Ammons & Dan Bowen/WSTR

“Top 5 potential callout - solid B right now. It's a hit record. Don’t overthink it.”
-Jimmy Steal/KDMX

“It's a real hit with our target demo - there's no doubt about it!” -Tom Gjerdrum/WZPL
“It's been a solid - Top 5 - performer for us in callout.” -Kent Phillips/KPLZ

“Two week trend testing Top 10 - 2 much needed pop song.” -Rich Anhorn/KHMX

“Testing great with our core. It has proven to be a great record for us!” -Neil Sharpe
& John Dimick/WNCI

“This record is strongest with our care - research keeps getting better. Amy
has definitely made a place for herseif at our station.” -Race Taylor/WKRQ

“Breakthrough week in callout with upper demo females - shows good potential!”
-Rob Morris/KDWB

“Very strong adult callout - it's a legitimate contender to be a big HIT!” -Bill Richards/
BILL RICHARDS RADIO CONSULTING

FROM THE FORTHCOMING ALBUM BEHIND THE EYES

.
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Cook Returns To
KHKS/Dallas For
Ops Mgr. Duties

Following the [7 months that
have taken him from Dallas to Los
Angeles and then to Houston, vet-
eran programmer John Cook is re-
rurning to KHKS/Dallas as OM.

“I am very pleased to be reunit-
ing a great programming team.”
KHKS President/GM Brenda Adri-
ance told R&R. *“John will be
working closely with the morning
show and all the different depart-
ments (o ensure everything runs
smoothly.

“We needed additional program-
ming management to keep up with
the demands of a top-rated station
and a No. 1 morning show. It's great
10 have John buack”

Cook commented, “I'm pleased
10 be returning to Dallas in this new
capacity. KHKS is a great radio sta-
1ion with outstanding talent, and
I’m looking forward to being back
on the team.”

Cook most recently was OM/PD
for SFX Broadcasting's KKPN/
Houston. Prior to that, he held PD
posts at KIIS/L.A., KHKS, and
WYXR./Phnladelphm He was also
Asst. PD for KKBQ/Houston and
Research Director for KIIS.

During a recent live broadcast from the Museum of Television & Radio in
New York, KROQ/L.A. morning sow guys Kevin & Bean (c) took the
opportunity to find out from two Sugar Ray members just how spreading
their love will make them fly.

Neumann Appointed Sr. VP For Capstar

Eric Neumann has been named Sr. VP of Capstar Broadcasting Part-
ners. Neumann — who for the past seven ycars has been Sr. VP/Finance
for the old Chancellor Broadcasting — will supervise the budgeting pro-
¢ess and coordinate special projects at Capstar, Chancellor’s 16-month-old
sister corporation.

Neumann told R&R, “I had the exact same title at Chancellor Broadcust-
ing and the nearly identical role and responsibility ... it’s a similar role.”

He reports to his former boss. Steven Dinetz. Dinetz co-founded
Chancellor Broadcasting Co. with the Dallas-based investment firm
| Hicks, Muse. Tate & Furst in 1993. Capstar was co-founded by its
CEO, Steven Hicks, in 1996. It now owns and operates, or has agreed
10 acquire, 316 stations nationwide.

ey

PI) Gllbert Gets A

LOOKING BACK

elcome to the countdown to our 25th anniversary. It was
24 years ago that R&R made its debut as a 24-page
newspaper. (We couldn't fit all the format charts in that num-
ber of pages tiese days.)

‘“Ticket’ In Dallas

WTAE-AM &
WVTY-FM/Pitts-
burgh Station
Manager/PD
Bruce Gilbert
has departed the
Talk/Hot AC
combo to take the

Dr. Do Rose

topper.

»)@ié
o > »

Among the 1ews items we had in that in-
augural issue: Dr. Don Rose was leaving

KROQ for crosstown KKDJ (now KiIS-FM).
Only two cha-ts existed back then: CHR
(called Top 42, although it had only 20
records on it), which had Cher/Half Breed
as the No. 1 song, and Country, which had
Ray Price/YoJ're The Best Thing as the }

Avyear later saw our biggest issue to date: 60 pages. Among
the news stories of that week, E. Alvin Davis exited WAXY/Ft.
Lauderdale-Miami, Charlie Lake left WYRE/Annapolis, MD,
and Bruce Bird flew away from Buddah Records.

Sticking With Radio For 25 Years

e i i
- Gommunication
.. :».«:o:':~:r:-:ﬁranh|cs Inc

programming
chair at Sports

WFiL/Philadelphia to do wake-up duty at KTCK (The |
KFRC/San Francisco; while in Los Angeles, Ticket)/Dallas. Gilbert
Charlie Tuna was rumored to be leaving He succeeds

Mike Thompson, who relocated to
his native Philadelphia to become
PD of Talk WWDB (R&R 7/18).

KLIF & KTCKVP/GM Dan Ben-
nett told R&R, “We were aware of
Bruce because we had recently hired
his [WTAE] nighttime guy to do
noon-3pm. Several people I know
who are familiar with Bruce said
terrific things about his ability. In
addition to his strategic thinking,
he’s extremely good in handling on-
air talent. And in this format, that’s
like having a whole station full of
morning guys.

“There’s a certain level of people
skills and communication skills a
programmer must have, and [ was

GILBERT/See Page 19
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Sony/Nashville Unveils Its Monument
M Pareigis, Allmand head new label’s promo team

With a Tuesday
night  (10/14) ¢
launch party at

west), Wix Wich-
mann (South-
f cast), and Tom-

Nashville's Ry-
man Auditorium,
Monument offi-
cially became
Sony/Nashville’s
fourth label, join-
ing Columbia. f
Epic. and Lucky |
Dog. Performing

. . Pareigis
for the industry

‘| my Laird (Pro-
| motion Coordina-
tor).
Commenting
on Pareigis and
Allmand, Sony/
Nashville Presi-
| dent Allen Butler
said. “I'm very
pleased to make

Allmand

and radio crowd was the label’s first
signing, the Dixie Chicks.

Also becoming “otficial” were VP/
Promotion Larry Pareigis and Di-
rector/National Promotion Bart Al-
Imand — who've actually been on
the job tor over five months — plus
the regional staft of RJ Meacham
(Northeast/Midwest), Pamela New-
man (West), Mike Ring (South-

this announcement. as Larry will
play a key role in the development
and ultimate success of Monument
Records. I respect Larry's talents and
skills: he is the perfect candidate for
this exciting new challenge within
the Sony tamily. With Larry’s com-
bination of radio and record label

MONUMENT/See Page 19

McCoy Moves To KFBK & KSTE As VP/GM

Marc McCoy has been named VP/GM at Chancellor Media News/Talk
duo KFBK-AM & KSTE-AM/Sacramento, effective October 20. He had
spent 13 years with Pulitzer Broadcasting in Phoenix, where he was VP/
GM of KMVP-AM, KTAR-AM & KKLT-FM.

“We at Chancellor are fortunate to have Marc,” said Chancellor VP/Re-
gional Manager Skip Weller. “‘He has a long. distinguished career in the
News/Sports/Talk arena. He displays the talent and expertise it takes to
operate these formats at exceptional levels.”

McCoy’s other experience includes stints as PD for WLIT/Chicago and

| President for Research Specialists Inc.
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Satellite CD Radio Fulfills

By Jizreriy YORKE
R&R WASHINGTON BUREAU CHIEF

Satellite CD Radio and American Mobile Radio Corp.
(AMRC) have cleared their final obstacles in getting a Digital
Audio Radio (DARS) license from the FCC. Each fulfilled their
pledges to pay the balances of $66.7 million and $71.9 million,
respectively, on their original commitments of $83.3 million
and $89.9 million bid during a government auction last spring.
The payment deadline was yesterday (10/16).

CD Radio (Nasdaq: CDRD) is
building a satellite-to-car. 50-channel
radio system for music and other pro-
gramming aimed at motorists through-
out the U.S. and expects to charge

between $5 and $12 per month for the
service. The hardwure needed to re-
ceive the satellite signal is expected
to cost an additional $150 over the cost
of a standard car radio.

RADIO BUSINESS

$83.3 Million Bid  Bloomberg

The Commission, which an-
nounced last week that it was prepared
to grant the licenses, will do so “as
soon as possible.” FCC spokesman
Ari Fitzgerald told R&R.

AMRC spokeswoman Renate
Neely told R&R the Reston, VA-
based company expects to announce
a deal with a satellite manufacturer
and a satellite launching deal before
the end of the year. She said service is
expected to be available “in two to
three years.”

Washington Radio Aahs Affiliates To Go Spanish

By PairICE WiTiRIG
R&R Assoctalr Enimor

New Jersey-based Mega Broadcasting said it will buy the
only two children’s programming stations in the Washington
market, Capitol Kids Radio’s WKDL-AM and WKDV-AM.,
and flip them to Spanish. The two AMs will continue to air

their current “Radio Zone” programming — which consists of

a locally produced morning show and “Radio Aahs” program-
ming the rest of the day — until the end of November.

The financial terms were not dis-
closed, but a source close to the deal
told R&R the stations went for around

$4 million. The source also said that
Capitol Kids had expected a quicker
return of investment on the stations —

which had been programming Radio
Zone for four years — than it received.
Capitol Kids still owns WKDB-AM/
Baltimore, which carries Radio Zone
programnung, although it is on the
market as well.

Radio Disney
Expanding Reach

Radio Aahs spokeswoman Joy
Plaschko told R&R that the compa-
AHHS/See Page 9

HELPING RADIO ENTREPRENEURS
BuiLD THEIR COMPANIES

$75.000,000
Senior Debt Financing
has been arranged for
Paxson Communications
Corporation

€

COMMUNICATIONS
EQUITY
ASSOCIATES

$150.000.000
Senior Credit Facility
has been arranged for
Paxson Communications
Corporation

€b

COMMUNICATIONS
EQUITY
ASSOCIATES

$30.000,000
Radio Acquisitions

represented buyer and arranged
debt and equity financing

62nd Street Broadcasting

€

COMMUNICATIONS
EQUITY
ASSOCIATES

$11.200,000
Equity Capital

has been arranged for

Shockiey Communications
Corporation

€

COMMUNICATIONS
EQUITY
ASSOCIATES

©

COMMUNICATIONS
EQUITY
~ ASSOCIATES

$15,000,000
Equity Capital

has been arranged for
Excl’ Holdings, Inc.

€

COMMUNICATIONS
EQUITY
ASSOCIATES

Financings e Mergers & Acquisitions e Valuations
Strategic Advisory e Merchant Banking

CEA, Inc.
375 Park Ave., Suite 3808
New York, NY 10152

(212)319-1968: Fax (212)319-4293

http://www.commequ.com

CEA and CEA, Inc. are members of the National Association of Securities Dealers, Inc.
and their professional associates are registered with the NASD. Member SIPC.

BUSINESS
BRIEFES

Stern Files $1.5M Suit Against Film Company

he Associated Press reported Thursday (10/9) that attorneys for

Howard Stern filed a lawsuit in Los Angeles the previous day alleging
breach of contract, fraud, and negligent representation against Ministry of
Film Inc. Stern claims that in July he entered into written and oral agree-
ments to play a role in the studio's film Jane, which was subsequently
shelved after financing fell through. Stern, who says he met his end of the
deal by appearing for a wardrobe session, reviewing scripts, and making
plans to appear on the set, is seeking $1.5 million in compensatory dam-
ages and unspecified punitive damages. His agent would not comment
on the suit.

Jacor Pays $30 Million For KSJO-FM/San Jose

J acor Communications said Monday that it has entered into an agree-
ment to purchase KSJO-FM/San Jose from American Radio Sys-
tems for $30 million. ARS Director/Investor Relations Bruce Danziger told
R&R the company planned to sell KSJO before the merger with CBS was
announced last month. ARS currently has five FMs and CBS has two
AMs and an FM in San Jose, and the Telecom Act would limit ownership
to six stations in the market. KSJO GM John Sutherland told R&R that as
this is Jacor's first foray into the market, the group would look for other
acquisition possibilities as they arise, and that could include other CBS/
ARS divestitures.

IFPI Releases Piracy Stats

he International Federation of the Phonographic Industry announced

last week that 1996’s pirate sales of recorded music soared to $5 bil-
lion, a 25% increase over 1995. An estimated 1.5 billion cassettes and 350
million CDs — or one in every three copies — is pirated, the group said.

Hicks, Muse-Backed Tower

Company Announces Acquisition

o mniAmerica Wireless announced last week that it is buying one-third
of Columbia, SC-based Kline Iron & Steel Co. Inc. OmniAmerica
said last month that it is going on a billion-dollar tower buying spree backed
by $100 million in seed money from Dallas-based investment firm Hicks,
Muse, Tate & Furst, Inc. Kline designs and fabricates broadcast towers.

Chong, Hundt Reveal Post-FCC Plans

Yes, there actually is life after the Commission. Qutgoing Commission-
er Rachelle Chong and Chairman Reed Hundt have announced ten-
tative plans for post-FCC life. Chong will return to San Francisco, where
she was practicing telecommunications law before joining the Commis-
sion. Hundt will write a book titled So You Say You Want a Revolution? that
will detail his four years as chairman of the agency. As reported earlier
this year, Commissioner James Quello will take a seat at Michigan State
University. All three were honored at a staff party last week, with Hundt
receiving a “Miss Congeniality” banner from his peers. He indicated his
approval of his still-to-be-Senate-approved successor, FCC General Coun-
sel William Kennard, whom Hundt jokingly called “Mr. Chairman”

Rainbow-PUSH Asks FCC To Deny Jacor Deal

ev. Jesse Jackson’s Rainbow-PUSH Coalition has filed a petition to

deny the transfer of KISN-AM/Salt Lake City to Jacor in exchange
for its KBKK-FM/Spanish Fork, UT. The Coalition alleges that Jacor is“an
EEO scofflaw” at its properties in Salt Lake City. A study conducted from
1991-'97 by the Coalition alleges poor EEQ recruiting by Jacor's stations
in the market, and thus claims the group should not be allowed to operate
in the market. “(Jacor) should be closely watched wherever it operates;’
stated the Rainbow-PUSH filing. “The mere fact that Rainbow has made
allegations against Jacor’s renewal applications (in Salt Lake City) does
not warrant a presumption that Jacor ... is unqualified to be the assignor of
KBKK or the assignee of KISN,” said Jacor in its response.

Clear Channel Reduces Debt Offering

he $500 million in bonds that Clear Channel Communications was

scheduled to issue last week has been reduced to $300 million. Clear
ChannelVP/Finance Houston Lane told R&R the company was never set
on the $500 million figure.

Regent, Capstar Purchase More Stations

R egent Communications said Monday that it will acquire Alta Califor-
nia Broadcasting's KNRO-AM, KRDG-FM, KNNN-FM, and KRRX-

FM/Redding. CA for $3.5 million. The deal includes $2.5 million in cash

and $1 million in Regent stock for Alta shareholders. Regent also recently

Continued on Page 9

R&R/Bloomberg Radio Stock Index

This weighted index consists of «// publicly traded companies that
derive more than 5% of gross revenues from radio advertising.

Change Since

4/1/97 10/3/97  10/10/97 41 10/3

Radio Index 100.37 166.41 167.70 67% 0.8%
Dow Industrials 6611.05 803858 804521 21.7% 0.1%
S&P 500 759.64 965.03 96698 273% 02%
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Gould you use a
1/2 POINT GAIN

in 25-54 Share next hook:

It’s a fact. Going into Spring 97 we converted 53 stations from auditorium testing to Music
Technologies INTERACTIVE Music Testing. The results are in. Those 53 stations realized
an average of a full half-point gain in their 25-54 Adult (Mon.-Sun. 6:00 a.m.-Mid) Arbitron
Share after switching to our tests. We can document that. Why are they doing better?
Because our digital interactive tests put an end to the respondent fatigue problems that
plague all forms of auditorium group tests and avoid having to use local recruiters who
recruit their usual “professional test takers”...and their friends. As a result, our
INTERACTIVE tests give you better data. How much better? Enough better to get, on
average, a half-point improvement in aduit share in the very first book after these 53 stations
switched from the old approach.

Can you expect more than a half-point improvement over time? Well, here’s what the smart
stations are doing. At Music Technologies we can usually give our clients three
INTERACTIVE music tests per year for about the same price people used to pay for two
auditorium tests. For those who move from two tests to three a year (instead of pocketing
the savings ) their music is freshened every 4 months instead of every 6. That makes the
whole station fresher at any given moment. And research clearly indicates that, for a music-
based station, nothing has a higher statistical correlation to P-1 and ratings than how good
your listeners think your music is...nothing. So, if you go this route, you might boost that
half-point gain significantly.

Now here’s the easiest thing about it. You can see what it’s like for yourself right now...take
one of these tests for a few minutes or take a full test. And you won’t have to go to some
hotel in the middle of the night to do it. All you need is an 800 number (to call into a test we
have in progress) and a PIN number. Then you can take it immediately, in the comfort and
privacy of your own office, home, bathtub, whatever. To get the 800 number and your own
PIN, just call us. After all, what’s a point worth to your ratio station?

Music Technologies LL.C

First in Fully-Digital

Music L_ii)rary Testing

205 East Cheyenne Mountain Blvd., Colorado Springs, CO 80906-3768 « (719) 579-9555




RADIO BUSINESS

1997 DEALS TO DATE B TRANSACTIONS AT A GLANCE |

6 * R&R October 17, 1997

DEAL OF THE WEEK

® WMXZ-FM/Fort Walton Beach, FL $2.4 million
® KIHK-FM/Rock Valley, IA $10,000

® KSKZ-FM/Leoti, KS $650,000

® WEKT-AM/Elkton, KY $55,000

® WFXD-FM/Marquette, Ml $61,081

(Last Year: 54)

Dollars To Date:  $12,320,795,386
(Last Year: $13,145,891,367) ® KZXX-AM/Kenai, AK $95,000
. . E ® KEZU-FM/Booneville (Ft. Smith) $800,000
This Week’s Action:  $52,514,319 : * KIQQ-AM/Barstow, CA $1
aggs . ® - | - H
. KSJO-FM/San Jose $30 million ] ) B gg??s,?gb KEWEFM & KNCQ-FIRedding, CA
Stations Traded This Year: 2024 . e D CILRE
. (Last Year: 1863) % KRRX-FMIReddIng, CA $3.5 million
i ® KPRB (FM CP)Brush, CO $3737
Slations Traded ""'s Week: 25 % ® WIST-FM/Ft. Myers-Naples-Marco Island $5 million

e e

TRANSACTIONS

Jacor Breaks Into San Jose

U Alta Broadcasting picked up by Regent Communications

e B
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KSJO-FM/San Jose

PRICE: $30 million

TERMS: Asset sale for cash
BUYER: Jacor Communications
Inc., headed by CEO Randy
Michaels. Phone: (606) 655-6523
SELLER: American Radio Systems
Corp., headed by CEO/Chairman
Steve Dodge. Phone: (617) 375-
7500

FREQUENCY: 92.3 MHz

POWER: 50kw at 466 feet
FORMAT: Rock

B et
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KZXX-AM/Kena|

PRICE: $95,000

TERMS: Asset sale for $41,000 cash
and assumption of a $54,000 loan
BUYER: JDDJ Broadcasting Inc.,
headed by President James Wen-
strom. Phone: (907) 283-3051
SELLER: Brent Elkington. Phone:
(907) 283 3051
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KEZU-FMIBoonevuIe (Ft.
Smith)

PRICE: $800,000

TERMS: Asset sale for $100,000
cash, a $50,000 non-compete agree-
ment, and a $650,000 promissory
note

BUYER: Pharis Broadcasting Inc.,
headed by President William Pharis.
It owns KFDF-AM & KPBI-AM/Ft.
Smith, AR. Phone: (501) 785-4600
SELLER: Westark Broadcasting
Inc., headed by President Larry Tate.
Phone: (501) 452-0105
FREQUENCY: 104.7 MHz

POWER: 50kw at 492 feet
FORMAT: AC

o
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KiIQQ-AM/Barstow
PRICE: $1

TERMS: Asset sale for cash
BUYER: Kenneth Orchard. Phone:
(760) 243-4733

SELLER: Eneida Orchard. Phone:
(760) 243-9003

KEGR-FM, KEWB-FM &
KNCQ-FM/Redding

PRICE: $6,175,000

TERMS: Asset sale for cash
BUYER: Capstar Broadcasting
Partners, headed by CEQ/Chair-
man Steve Hicks. Phone: (512)
404-6840

SELLER: McCarthy Wireless Inc.,
headed by Preisdent Craig McCar-
thy. Phone: (916) 244-9700
FREQUENCY: 102.7 MHz; 94.7 MHz;
97.3 MHz

POWER: 5.5kw at 1414 feet; 4.2kw
at 1565 feet; 28kw at 3570 feet
FORMAT: Classic Rock; County;
Country

COMMENT: These stations will be
managed by Capstar subsidiary Pa-
cific Star Communications.

KNRO-AM, KNNN-FM,
KRDG-FM & KRRX-FM/
Redding

PRICE: $3.5 million

TERMS: Asset sale for $2.5 million
cash and $1 million stock; Alta Cali-
fornia stockholders will exchange
their stock ($1 million value) for the
equivalent in Regent Broadcasting
stock.

BUYER: Regent Communications
Inc., headed by CEQ/Chairman Ter-
ry Jacobs. It has agreed to acquire
KQMS-AM & KSHA-FM/Redding.
Phone: (606) 292-0030

SELLER: Alta California Broadcast-
ing Inc., headed by President John
Powers. Phone: (602) 488-2596
FREQUENCY: 600 kHz; 99.3 MHz;
105.3 MHz; 106.1 MHz

POWER: 1kw; 4.23kw at 1545 feet;
9.9kw at 1066 feet; 100kw at 1969 feet

FORMAT: News/Talk; AC; Oildies;
Rock
%ﬁx‘;;:« "x”{ ’;‘fvf: 8 '; iqu'%ﬁ
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KPRB (FM CP)/Brush

PRICE: $3737
TERMS: Asset sale for cash
BUYER: JMS Broadcasting L.L.C.,
headed by President Kevin Shaffer.
It owns KSIR-AM/Brush. Phone: (970)
867-7271
SELLER: New Directions Media
Inc., headed by Robert Zelimer.
Phone: (970) 353-6522

m 2% “W’g‘?ﬁv {
. ok

}’»#-929“ it .,Awm””, L

WJST-FM/Ft. Myers-
Naples-Marco Island

PRICE: $5 million

TERMS: Asset sale for $3 million cash
and a $2 million promissory note
BUYER: Beasley Radio Inc., head-
ed by President George Beasley. It
owns WWCN-AM, WUBX-FM, WRXK-
FM & WXKB-FM/Ft. Myers. Phone:
(941) 263-5000

SELLER: WSUV Inc., headed by
President John Linn. Phone: (941)
489-1796

FREQUENCY: 106.3 MHz

POWER: 6kw at 328 feet

FORMAT: Alternative

WMXZ-FM/Ft. Walton
Beach

PRICE: $2.4 million

TERMS: Asset sale for cash
BUYER: Root Communications
Ltd., headed by President Jim De-
vis. it owns WAKT-FM & WPFM-FM/
Panama City, FL. Phone: (904) 258-
4700

SELLER: Bay Cities Communica-
tions Inc., headed by President
Charles Chapman Ill. Phone: (904)
654-1031

FREQUENCY: 103.1 MHz

POWER: 50kw at 482 feet
FORMAT: CHR

$500,000

® WJXN-FM/Utica (Jackson), MS $800,000

¢ KNOR-AM/Norman (Oklahoma City), OK $300,000

® WKAP-AM/Allentown $2.13 million

® WBXQ-FM/Cresson (Altoona), PA $14,500

® WBRX-FM/Patton (Altoona), PA $20,000

® KMBL-AM/Junction, TX No cash consideration

¢ KRGO-AM/West Valley City (Salt Lake City-Ogden), UT
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KIHK-FM/Rock Valley
PRICE: $10,000
TERMS: Stock sale for cash
BUYER: Sioux County Broadcast-
ing Inc., headed by President Paul
Hedberg, is acquiring AQ Radio
Partnership. Phone: (712) 336-5800
SELLER: Alan Quarnstrom. Phone:
(218) 879-4534

KSKZ- FM/Leotl

PRICE: $650,000

TERMS: Asset sale for $237,057
cash, a $221,763 promissory note,
and a $191,170 non-compete note
BUYER: KBUF Partnership, head-
ed by general partner Robert Ing-
stad. It owns KBUF-AM/Holcomb,
KS; KKJQ-FM/Garden City, KS;
KYBD-FM/Copeland, KS; KULY-
AM/Ulysses, KS; and KFXX-FM/
Houghton, KS. Phone: (316) 276-
2366

SELLER: Threyjay Inc., headed by
President Ronald Isham. Phone:
(316) 276 3251

WEKT- AMIEIkton

PRICE: $55,000

TERMS: Stock sale for 50%
BUYER: C. Nicholas Reed s acquir-
ing a 50% interest (100 shares) in
M&R Broadcasting Inc. Phone:
(502) 265-5636

SELLER: Marshall Sidebottom

WFXD-FM/Marquette

PRICE: $61,081
TERMS: Asset sale for payment of ex-
isting accounts payable

BUYER: Mid Pen Broadcasting Inc.,
headed by President Wallace Stein-
hoff. It owns WQXO-AM & WHCH-
FM/Munising, Mi. Phone: (906) 228-
6484

SELLER: Vista Point Communica-
tions Inc., headed by President Kris
Erik Stevens. Phone: (906) 228-6800

WJXN FM/Utica
(Jackson)

PRICE: $800,000

TERMS: Asset sale for cash
BUYER: Flinn Broadcasting Corp.,
headed by President George Flinn.
Phone: (901) 726-8970

SELLER: Willis Broadcasting
Corp., headed by President L.E. Wil-
lis Sr. Phone: (757) 624-6500
FREQUENCY: 92.9 MHz

POWER: 2kw at 574 feet

FORMAT: Religious

KNOR-AM/Norman
(Oklahoma City)

PRICE: $300,000

TERMS: Asset sale for cash
BUYER: Circle Broadcasting Co.,
headed by President William Ring.
Phone: (405) 321-1400

SELLER: Fox Broadcasting Co.
Inc., headed by President John Fox
FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: Variety

WKAP-AM/Allentown
PRICE: $2.13 million

Continued on Page 9

1998 strategic planning and
budgeting time is fast approaching!

Do you have all the tools you need to
make this job easier?

The critical competitive information you need
for just the markets you want is now available.

* Market Financial Statistics =

* Competitive Performance =

BIA’s Radio Market & Competitive Overviews
From the publishcrs of /nvesting in Radio®, BIA’s Radio Yearbook® and

MasterAccess® Radio Analyzcer databasc softwarc

* Ratings History Report »

* Customized Coverage Map »

BIA Research, Inc.

hitp://www.biacompanies.com

800-331-5086

or 703-818-2425




They Said
WHAT?

At Music Technologies, we’ll deliver 120 Digital Interactive™ tests this year to
stations all over America. So what do some of the country’s top radio people who have
first-hand knowledge of these music tests say about them?

GUY ZAPOLEON, President, Zapoleon Media Strategies

“The entertainment industry is going digital and this technology has a lot of advantages over
conventional music tests. It offers the convenience of allowing the respondent the ability to take
the test from the comfort of their own home...and that creates a more normal and accurate
environment to take the test. [ have to say I’ ve been very impressed with the results I've seen.”

NORM FEUER, President, Triathlon Broadcasting Company

“We were one of the first companies to use the Digital Interactive™ test system and found it
to be extremely positive for us. All of our program directors are very happy with the results
they’ve gotten and because of the low cost of the test they’ve been able to have more
research at their disposal. Our stations using the system continue to be in top-rated positions
in each of their markets.”

DAN VALLIE, President, Vallie/Richard’s Consulting Inc.

“Digital Interactive™ music testing minimizes fatigue, is faster, is more listener
(respondent) friendly, and you can target the sampling...no more hoping that everyone shows
up at the hotel to take the test. It’s the cutting edge...and it’s about time.”

TERRY PATRICK, President, Patrick Programming

“The results look great and the stations I’ve worked with that use Digital Interactive™
testing—in three different formats— are doing well by it in the ratings. The best part is that the
information comes on a very easy-to-use Excel file that is pre-formatted so you are ready to
sort immediately. It not only saves hours of sorting time but using this methodology makes
the music test sort much more thorough.

BRUCE WHEELER, Vice President Programming, Dick Broadcasting Co.

“Reliable data, quick turn around, attractive pricing, and listener acceptance. That’s why all the
Dick Broadcasting stations use Music Technologies Interactive music tests. It’s a slam dunk.”

Music Technologies LLC

Mﬁsic Librargf Testing

205 East Cheyenne Mountain Blvd., Colorado Springs, CO 80906-3768 « (719) 579-9555
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Includes all charges, no hidden costs

- Over 1,000,000
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LEE ARNOLD PROMOTIONS

(414) 351-9088 « Fux (414) 351-6997
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l c - Remote Talk Made Easy

sc RAPE Rs The Nexus ISDN

Printed One Color codec is an ideal

solution for

remote talk

hosts, daily

features or

sports feeds.
830 sm."n cha,ge The Nexus delivers 15 kHz
500 1 uuu two-way, low delay audio and contains
C AL L everything needed for direct ISDN
.78 1 line connection. This is definitely the

_ easiest-to-use ISDN box available!
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Creative Promotions...Lasting Impressions
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Lithographed On Heavy Gloss Stock

1000 — $108.00

4x6 - JOCK CARDS

1000 — $91.00 ¥, Includes ONE COLOR
2000 — $125.00 IMPRINT on both sides. Call Dawn Garrett

; Extra colors - 35¢ /color.
# PRICES INCLUDE Minimum 288

TYPESETTING & FREIGHT / Set up $50/color
# FAST PROCESSING L
* OTHER SIZES & COLOR

PRINTS AVAILABLE CALL FOR OUR FREE CATALOG!

| Great ideas for promotions and special events.
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417) 869-3456 FAX (417) 869-9185 ] . .
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An Outstanding Way e
To Promote Your Event! : - 1000 Temporary Tattoos

with your Logo,
Just $189.00 7!
or 2000, just $299.00 !

$10 00 USA Shipping
CAadd 7 25°: sales lax
Customized' Full Color!
2" x 2"
* Looks Real « Easy on.
Easy off « Completely Safee

Send your sized, color 1ogo,
TM. artwork. etc. that you

ROLL-A-SIGN Cost-effective plastic banners want reproduced.

for your station. We print any picture, logo, along with a company P.O..

or design in up to four colors. Perfect for Amex. Visa / MC #. money

concerts, public appearances, expos and give- order or check

aways. Packaged on a roll and easy to use. {payable in US dollars. drawn
Call woday for your free Y on a US bank) to:
illustrated booklet-*29 Creative LEHRER ERTEAETE, QDU AT Calico
Ways To Use Banners on a Roll” V LLEN U.S. 1-800-231-2417 : 3

Y & 3000 Alamo Dr., Ste 201 « Vacaville, Ca 95687
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RADIO B USINESS

RTNDA Newsroom Survey Shows
Women, Minorities On The Rise

“Minorities can bring talents that are unique to an organiza-
tion,” said one respondent to the study released Monday by the
Radio-Television News Directors Association’s (RTNDA) Com-

municator.

The study, funded in part by the
Department of Telecommunications at
Ball State University, found that the
number of minority news directors in
both radio and television, dropped
slightly — from 9% to 8% —dueto a
1% drop in the overall percentage of
African-American radio news direc-
tors. The survey said 29% of all local
radio news directors are women, while
minorities make up 8% of local radio
news directors. The percentage of
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TRANSACTIONS

Continued from Page 6

TERMS: Asset sale for $1,065,000
cash and a $1,065,000 promissory
note

BUYER: Capstar Broadcasting
Partners, headed by CEOQ/Chairman
Steve Hicks. It owns or has agreed
to acquire WAEB-AM & FM, WEEX-
FM, WODE-FM & WZZO-FM/Allen-
town-Bethlehem. Phone: (512) 404-
6840

SELLER: East Penn Broadcasting
Inc., headed by PresidentHaroid Ful-
mer lll. Phone: (610) 435-5913
FREQUENCY: 1470 kHz

POWER: S5kw

FORMAT: Nostalgia

COMMENT: This station will be man-
aged by Capstar subsidiary Atlantic
Star Communications.

WBXQ-FM/Cresson
(Altoona)

PRICE: $14,500

TERMS: Stock sale for 7.6%
BUYER: David Barger is increasing
his interest in Sounds Good Inc. from
46.1% (437.5 shares) to 53.7% (510
shares). Phone: (814) 944-9344
SELLER: Edward Horak (aka Ed-

women in radio news grew 3% since
1996, but the percentage of women
news directors dropped 3% — from
26% to 23%. The percentage of news
staffs with women increased from
31% to 34%. However, minority per-
centages for radio news have experi-
enced minimal change since 1995.
The survey also explored the hur-
dles and advantages to being a wom-
an and/or minority in today’s news-
rooms. The responses varied from “no

ward Sherlock). Phone: (814) 944-
9320

FREQUENCY: 94.3 MHz

POWER: 350 watts at 958 feet
FORMAT: Classic Rock

WBRX-FM/Patton
(Altoona)

PRICE: $20,000

TERMS: Stock sale for promissory
note

BUYER: David Barger is acquiring
Sherlock Broadcasting Inc. Phone:
(814) 944-9344

SELLER: Edward Horak (aka Edward
Sherlock). Phone: (814) 944-9320
FREQUENCY: 94.7 MHz

POWER: 1.05kw at 551 feet
FORMAT: Country
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KMBL-AM/Junction

PRICE: No cash consideration
TERMS: Stock transfer; dissolution of
general partnership

RECEIVER: Robert Meadows is ac-
quiring Murnic-Mead Communica-
tions. Phone: (915) 446-3371
DONOR: J. A. Murphy and Michael
Nichols

problems” to difficulty with being tak-
en seriously. Yet “the broadcast indus-
try is beginning to understand the sig-
nificance of diversity”” and the impor-
tance of “‘minority perspective.” said
WDSU-TV/New Orleans ND Kurt
Davis. One respondent said it was
more difficult to get older men in the
business, and older listeners in gener-
al, to listen to and accept women and
minorities. But expect that to change
among younger men who don’t seem
to mind having a female boss, said
WHBC-AM & FM/Canton, OH ND
Amanda Wilson.

— Patrice Wittrig

S
B

KRGO-AM/West Valley
City (Salt Lake City-
Ogden)

PRICE: $500,000

TERMS: Asset sale for cash
BUYER: KMRI Radio L.L.C., head-
ed by President Pat Openshaw.
Phone: (801) 355-1219

SELLER: Group Communications
Inc., headed by President Sherwin
Brotman. Phone: (801) 250-7579
FREQUENCY: 1550 kHz

POWER: 10kw day/500 watts night
FORMAT: This station is dark.

Addendum

Inlast week’s transactions (R&R
10/10), the purchase price of
WWKI-FM/Kokomo, IN was not
disclosed at press time. The price
was estimated at $10.5 million and
is $11 miliion. The year-to-date to-
tals have been adjusted to reflect
the actual price.

October 17,1997 R&R ® 9
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announced that in the same market it is acquiring KQMS-AM and KSHA-
FM from the Park Lane Group. The six stations would put Regent over the .
five-outlet limit in the 13-station market. However, Regent Chairman/CEO
Terry Jacobs told R&R that the company’s analyses show that the deal
would receive regulatory approval. The company said it hopes to close
the deal by early next year and that it wilt begin operating the Alta stations
immediately under a time brokerage agreement. Meanwhile, Capstars
operating subsidiary Pacific Star will acquire Redding FM trio KEGR,
KEWB & KNCQ for $6.2 million from McCarthy Wireless. Capstar also
announced last week that its Eastern operator, Atlantic Star, will manage
WKAP-AM in Allentown-Bethlehem, which Capstar bought for $2.13 mil-
lion from East Penn Broadcasting Inc.

Lott Stalls Vote On FCC Nominees

he confirmation of the four nominees to the FCC may have hita snag

last week. Senate Majority Leader Trent Lott (R-MS) vowed not to
schedule a vote on the nominees as long as Democrats attached a cam-
paign finance reform rider to all legislation coming across the floor. Dem-
ocrats were angry after they fell short Tuesday (10/7) of the votes needed
to force a vote on the McCain-Feingold bill. OnThursday (10/9), Lot Press
Secretary Susan Irby told R&R she saw no end in sight and, “the ball is in
the Democrats’ court now.” By the time the Senate recessed for the Co-

Continued on Page 19

AAHS

Continued from Page 4

ny was disappointed, but that it would
continue to look for affiliates. Virgin-
ia Carson, Capitol Kids’ CEO, told the
Washington Post that her company
was informed that Washington wasn’t
in Disney’s scheme. However, Radio
Disney VP/GM Scott McCarthy told
R&R that “Radio Disney is interest-
ed in having a strong affiliate in DC,
in being in all of the Top 50 markets,
with a strong desire to be in the Top
20. There is no reason we wouldn’t
be looking at Washington.”

Radio Disney is currently aired in
Atlanta, Birmingham, Salt Lake City,
Los Angeles, Minneapolis, and Seat-
tle, and will soon be heard in Boston.
Radio Disney is scheduled to begin
airing there on Skw WPZE-AM later
this year, after Hybernia Communi-
cations closes on its purchase of the
station. A Radio Disney insider told
R&R, “Our affiliation pursuit has
been very aggressive. In the very near
future it can be expected that at least

one [new station affiliation] will be
announced a week.”

Radio Aahs announced in July the
sale of its 13 O&Os to New York-
based Global Broadcasting, partially
to finance Children’s Broadcasting
Corp.’s (CBC) lawsuit with ABC over
Radio Disney. Global CEO Greg
Deieso told R&R that it expects the
sale to close in December, and that it
is planning a press conference in late
October to announce its plans for the
stations. Global has the ait rights to
the National Hockey League’s games
but says there is no Sports/Talk pro-
gramming change in the works for the
CBC stations.

CBC continued to expand its reach
to other media outlets, last week an-
nouncing its “permanent pointing re-
lationship” with America Online,
where visitors to the “Kids Only” cat-
egory can link directly to the Aahs
World Radio page. Additionally, CBC
acquired additional interest m Harmo-
ny Holdings Inc., a TV commercial
production company, for a total of
40.7% beneficial interest.

OWN THE NAME... OWN THE AUDIENCE!

THE MUSIC of

LIFE

™

T

Proven ratings results with branded marquee name for Adult Pop Standards!
Celebrity air talent and NOW the Patti Page Show!

Exclusive “New Life Sales Success” advertising sales program!
20 years of expertise with the mature market audience!

®

JONES RADIO NETWORK™

Call Michael Henderson, Director of Affiliate Sales 303-784-8700
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WDGF Dumps Disco |

For Classic Hits

Following a three-day on-air
countdown, Citadel Communica-
tions” WDGF/Providence jetti-
soned its eight-month-old Disco for-
mat at 7am last Friday (10/10) to
become “100 FM -—— The Hawk”
under PD Brent Peterson. The sta-
tion will feature a Classic Hits for-
mat spotlighting “songs that haven’t
been on the radio in Rhode Island in
a long, long time.”

WDGF had been a simulcast of
Alternative sister WDGE-FM until
February. when WDGF began stunt-
ing as “The Beat” with *70s cuts
from such disco staples as Donna
Summer. the Bee Gees. and KC &
The Sunshine Band. Initial response
1o the station was so impressive. sla-
lion management decided to main-
tain the Disco programming. But as
Peterson told R&R, “We were see-
ing audience erosion fairly quickly.
Everyone tuned out the music the
first time around, which led to the
death of disco. And that’s what hap-
pened this time around.”

WDGF/See Page 19

KYOKMHouston Taps
Markowitz As VP/GM

Randi Markowitz has returned
to radio as VP/GM of Faith Broad-
casting’s Gospel/Christian KYOK-
AM/Houston. Back in the ’80s,
Markowitz was NSM for crosstown
KKBQ-AM & FM.

She left KKBQ in 1988 to start
Optimum Marketing Services,
which specialized in retail advertis-
ing and event promotion. “T’ve al- |
ways loved radio.” Markowitz said.
“I’ve known | wanted to be in radio
since I was 12 years old.”

One thing that appealed to
Markowitz about her new job was
that KYOK is one of the few locally |
owned stations left in the market.
She said KYOK is one of Houston’s
oldest stations, having been on the
air for 46 years.

Mahan Now Works In Weéi Palm
Beach As WIRK/FM’s PD

WRKZ/Harrisburg PD Mitch Mahan has joined Country WIRK/West Paim
Beach for similar duties. He succeeds Scot Johnson, who recently left
for the OM/PD post at KWCY/Phoenix (R&R 8/29).

“We face some big challenges here in West Palm.” ARS West Pam
Beach Market Manager Lee Strasser told R&R. “After an extensive inter-
view process, we felt that Mitch’s experience, talent level, and demearor
were the best match for our staff. We have a great team here, and it was
very important to find someone who not orly was a good programming
talent, but who we felt would continue the direction of our team”

Mahan joined WRKZ as PD three years ago. Prior to that, he pro-
grammed WBTU/Ft. Wayne.

AMFM Recruits Raab As VP/Mktg. & Promo

Martin Raab has been appointed VP/Marketing &
Promotion for AMFM Radio Networks. He is the lat-
est exccutive to defect from a similar post at ABC Radio
Networks.

“Marty is the premier marketing executive in network
radio.” stated Chancellor Media Sr. VP David Kantor.
“He has always been light years ahead with his creativ-
ity, innovation, and precision. He will make all of our |
jobs at AMFM Radio Networks much easier.”

Between 1984-'88, Raab worked as Director/Market-
ing & Promotion at Golden West Broadcasting’s WCXI-
AM & FM/Detroit, then at Fritz Broadcasting’s cross-
town WXYT-AM & WVAE-FM. He became VP/Mar-
keting & Promotion for Satellite Music Network in 1989, then assumed his
most recent post in 1992,

Raab

Bﬁoth Maﬁages clear

KDDK-FM & KMJX-FM/Little Rock GM Dick Booth has been pro-
moted to Market Manager of Clear Channel Communications’ five proper-
ties there: KDDK. KMJX, KOLL-FM, KSSN-FM, and the former KMVK-
FM, which will be unveiling its new format shortly.

“It’s a big challenge, but it’s a lot of fun,” Booth told R&R. “So far, it’s a
lot of work. If I was having fun now, I'd probubly not be doing my job
properly. We picked up some very big radio stations with & lot of billing.
KSSN has been around for about 18 years.”

Upon Booth’s promotion, KM VK departed the airwaves as KDDK relo-
cated from 1((.3 MHz to 106.7 MHz. As a result. KMVK & KSSN PD
Greg Mozingo is now PD for KDDK & KSSN, KDDK morning man Bill
Dotson becomes Asst. PD/MD/afternooner at KSSN. and KMVK & KSSN
Asst. PD/MD Chad Heritage is the new Asst. PD/MD/middayer at KDDK.
When asked what the new format for KDDK'’s old frequency would be,
Booth jokingly replied, “Acid Polkas!”

Booth joined KMJX as GM in 1980. Before that, he held GM posts at
WMBD-AM & WKZW-FM/Peoria, IL: WWSW-AM & WPEZ-FM/Pitts-
burgh; WIR-FM/Detroit: WPRO-AM & FM/Providence; and CKFH-AM/
Toronto. He began his career in 1967 as a board operator and production
engineer at WRKO/Boston.

Katz Ups Fader To VP/Corporate Communications

E llen Strahs Fader has been promoted fromVP/ |
Investor Relations to VP/Corporate Communica-

tions at Katz Media. The 19-year industry veteran wil be
responsible for management and direction of corporate
communications, graphics, and creative services.

‘I grew up knowing Katz," Fader told R&R. “Before
| came to Katz, | was working with them for 13 years.
i loved Investor Relations, but in Corporate Commu-
nications | get to interact with everybody on behalif of
the company — whether it's media, advertisers, in-
vestors, clients. | have the best of both worlds, and
I've inherited a wonderful staff”

Before joining Katz, Fader served as Sr. VP/Ad-
ministration & Corporate Affairs for Osborn Communications. Chancellor
Media agreed to purchase Katz Media Group in July for $373 millicn.

Fader

McVay Media Welcomes Best To Advisors Alliance

ales/management consultant Dennis Best has joined McVay Me-

dia’s Advisors Alliance. The former WTAM & WLTF/Cleveland VP/
GM, who currently runs Best Media Inc., will offer sales consuftation to
radio stations in the areas of management, organization, and structure.
He'll also work with group broadcasters as they combine statiors and
sales cultures.

“Dennis adds an aspect to our organization that we have never been
able to offer;” said McVay Media President Mike McVay. “His is not simple
motivational consultation — it's a real, true focus on structuring a sales
department and organizing an operation so that it can best maximize rev-
enue from the ratings that our program consultants generate.”

The Advisors Alliance includes the consultants of Mcvay Media, B/
D&A (formerly Burkhart, Douglas & Associates), and NAC consultancy
OpTiMum Inc.

SBS’ Humphries Hired As Tri-Caballero’s C00

Steve Humphries has joined Tri-Caballero LLC as COO. Humphries,
who will be based outof the company’s Dallas office, previously served
as VP/Western Region for Spanish Broadcasting System. He was also
Group President for Heritage Broadcasting, Exec. VP for TK Communica-
tions, and VP/GM of Heftel Communications’ KROM-FM & KXTN-FM/
San Antonio.

“This is the second time that [Tri-Caballero Founder/President] Edu-
ardo Caballero and | have worked together,” Humphries told R&R. “The
first time was when | consulted all the Heftel stations and provided servic-
es to all those stations represented by Caballero Spanish Media. Then, |
dissolved the consuiting firm when | joined Heftel as an employee. It's a
pleasure to be back with him. He’s an entrepreneur, and it's fun to be back
with a company on the cutting edge”

Among Humphries’ first moves was hiring Jose Flores as PD for Re-
gional Mexican/Spanish AC duo KSUV-FM & KRME-FM/Bakersfield.
Flores previously worked at American Radio Systems’ KVSR-FM/Fresno
and, prior to that, in promotion at KLAX-FM/Los Angeles. Jose Santos
— who last worked with Humphries at SBS — has also been retained as
an outside programming consultant.

Have CROOK & CHASE in your market Thanksgiving weekend!

Lorianne Crook & Charlie Chase

* High profile celebrities
* |nstant loyal audience
* Quality programming

Show dates: Nov. 27th - Nov 30th (delivered on compact disc)

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

Local advertising/sponsorship opportunities

JONES RADIO NETWORK™
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Radio

® KEITH PARKER has been promot-
ed to Station Manager atWPZM/Hunts-
ville, AL. He had formerly served as the
station’s Sales-Manager.

® GEORGE BISSO has been named
Project Engineer for Sandusky Radio.
Bisso previously served as a Contract
Project Engineer for the company, su-
pervising installation of KiX|-AM/Seat-
tle’s new transmitter and sister KWJZ-
FM’s new audio processing.

Records

® NEIL LASHER
has been elevated
from Sr. Director/
Promotion to VP/
Promotion at EMI
Music Publishing.

Lashr

® OVERALL RECORDS has officially
been formed by President/CEO Gene
Fein. Taking on key posts at the imprint
are Sr. VP/GM Joey Quarles, VP/Pro-
motion Michael Reese, and National
Dir./Retail Promotion Jon Campbell.
Overall releases will be distributed by

Distribution North America (DNA). For | and the “Country Guitar Hour” emceed |

contact information, please contact
Leah Horwitz at (310) 278-2424.

® RUTHLESS RECORDS has re-
newed and expanded its ties with Epic
Records. The agreement will encom-
pass the entire Ruthless catalog and
all future Ruthless releases. Epic will
assist Ruthless in the marketing and
promotion of its releases, which Sony
Music will manufacture and distribute
nationwide.

National Radio

® BEN MANILLA PRODUCTIONS
has teamed with the Gibson Guitar
Corp. to develop two new radio pro-
grams for the Rock and Country for-
mats, respectively. The “Rock Guitar
Hour,” hosted by actor Kevin Bacon,

PROS ON

THE LOOSE

Mike Koste — Production Dir.
WUSL-FM/Philadelphia (215)
646-6488

Bill Russ — Late-nights
WROX/Norfolk (757) 412-0664

by Randy Travis, are both one-hour,
weekly radio shows focusing on guitar-
influenced music and artists. For
launch date and clearance information,
call (415) 421-1220.

® SJS ENTERTAINMENT has sched-
uled the following guests for upcoming
installments of its“Radio Tours” service:

October 28: Neal McCoy

November 10: Paul Brandt

Additionally, SJS Urban Entertain-
ment has teamed with the Urban Net-
work to present the following specials
during the month of October:

“Salt N Pepa Live World Premiere;
featuring selections from the duo’s new
album Brand New, will be broadcast live
from Club Life in New York with BET
“Rap City” host “Big Lez” Segar. The
program is scheduled to air October 20
between 8-10pm ET.

Lastly, a 60-minute “Classic Soul
Series” in-studio interview with Earth,
Wind & Fire, hosted by Frankie Crock-
er, will air the week of October 26.

For additional information, call Kris
Montione at (941) 275-1141.

® NBG RADIO NETWORK has en-
tered into an agreement with MOR |
Media and The Country Company to
syndicate “The Country Oldies Show.’
a two-hour, weekly music program.The |

THE MUSEUM OF TELEVISION & RADIO

Third Annual Radio Festival

OCTOBER 27 TO NOVEMBER 7

The King of Small Talk Radio:

Michael Feldman’s Hhad’ Ya Anow?
Tuesday. October 28: 6 - 7:30 ry

In Person: Michael Feldman. l1ost/ Exec. Prod
Chris Bannon. Prod.. Jim Packard. Announeer:
John Thulin. Performer/ Musie Dir.

Sports Radio: More Than Just the Game
Wednesday. October 29: 7 - 8:30 ey

I11 Person: “The Fabulous Sports Babe.” ABC
Radio: Mike Francesa. Air Personalitv. WIFAN-
AM: Marty Glickman, Sports Broadcast Coachi
WEFUN-FM: Jocl Hollander, \ P Gen. Mgr
WFAN-AM: Richard Neer. Assoc. Ed.. Talkers
Magazine, and Air Personality, WEAN-AM:
Chris Russo. Air Personality, W FAN-AM

WNEW-FM and the Rise of

Free-form Radio

Monday. November 3: 6 ~ 7:30 rut

In Person: Air Personalities: Dennis Elsas, Pece
Fornatale, Dave Herman, Scott Muni, Richard
Neer, Rosko, Vin Scelsa, Jonathan Schwartz,
John Zacherle: Nac Asch. Frinr. Prog. Dir.

WEFMU: Forwy Years of Free Form
Tuesday. November 4: 6 - 7:30 e

In Person: Laura Cancrell, Air Personalitv:
Irwin Chusid. Air Personality: Ken Freedman,
Station Mgr. Air Personality: David Fricke, Sr.
Ed. Rolling Stone. Monica Lynch, Pres. Tommy
Bov Records: Vin Scelsa. Frinr. Air Personality
For up-to-the-minute information on Kadio Festival
cvents, call the Festival lotline ar (212) 621-6709.

Information on Festival webcasts: hitp/wrww sntrorg

TICKETS FOR SEMINARS

Don Imus & Imus in the Morning
Wednesdav, November 5. 12:30 - 2 py

In Person: Don Imus: Rob Bartlett. Writer
Performer: Mike Breen. Sports Anchior: Larry
Kennev, Writer ' Perforiner; Charles McCord.
News Anclior: Bernard McGuirk, Producer:
Lou Rufino. Engincer

Women in Radio

Wednesdav, November 5: 6 - 7:30 py

In Person: Air Personalities: Abby Bonell.
WASR-FM: Therese Crowlev. WCBS-ANL:
Lisa G.. WOQIIT-I'M: Ann Liguori. W FAN-A\:
Jo Maeder. WHTZ-FAL: Carol Millerm WNEW-
FM: Pat Prescot, WQCD-IM. Ann Tripp.
WRKS-FM: Judy Ellis. VP/Gen. Mgr., Emmis
Broadcasting: Maire Mason. VP/Gen. Mgr.
WCBS-FM

Legends of Early New York Radio

Fricay. November 7: 12:30 - 2 ry

In Person: Barry Farber, Joe Franklin,

John A. Gambling, Hal Jackson, Gene Klavan

Tickets: $10 each (88 for Museum members) Series Price (any 5 seminars): $45 ($35 for Museum members)
Tickets are available in advance at the Museum's front desk or through Tickermaster (212) 307-7171.

Funding for this Festival has been generously provided by

American Radio Systems
CBS Radio

EFM Media Management

Interep

The Sillerman Companies
SFX Broadcasting, Inc.

Additonal support has heen provided by SportsFan Radio Network.

The Muscam would also like 10 thank Ralph Guitdh. Edward McLaughlin. and
Robert FX. Sillerman for funding the Radio Festval Coordinator position.

MARRIAGES

WMBD-AM & WPBG-FM/Peo-
ria, IL Promotions Dir. Rebecca
Mandelto Michael Gamber, Sep-
tember 27.

BirTHS
WNCX/Cleveland PD/middays
Bill Louis, wife Diane, daughter
Samantha Nicole, October 13.
WMJJ/Birmingham PD John

Stuart, wife Shana, son John
Michael, October 11.

WGAR-FM/Cleveland Promo-
tion Dir. Charlene Paparicos,
husband Greg, daughter Elena
Marie, October 9.

show, hosted by Steve Warren, is de-
livered on cassette and is availabie on
a barter basis. NBG will handle affili-
ate clearance, distribution, and nation-
al sales, while MOR and the Company
will produce the program; (800) 505-

5640, ext. 772.

© WESTWOOD ONE has teamed with
Home Box Office in presenting live box-
ing action from Foxwoods Casino in
Ledyard, CT tonight at 8:45pm ET/
5:45pm PT. Welterweight champion Ike
Quarterly takes on former champion
Jose Luis Lopez, with an undercard
featuring Pernell “Sweet Pea” Whitak-
er vs. Andrei Pestriaev; (212) 641-
2177.

® SONY’s SW NETWORKS has an-
nounced the following schedule for its
“Satellite Service™:

October 22: Sierra Club President
Adam Werbach

Qctober 24: Jenny McCarthy; body-

| builder Jack Steinfeld

For further information, call (212)
833-7320.

Industry

® KEN MILLS, a veteran radio broad-
caster, has launched the Ken Mills
Agency. The company will be devoted
to the training and development of new
talent and will serve both public and
commercial radio stations, program
producers, and networks. Mills previ-
ously served as Director/News at Pub-
lic Radio International.

® RICHARD SCHUMEYER is the new
Manager/Broadcast Systems, Eastern
Region at Pacific Research & Engi-
neering. A radio veteran, Schumeyer
previously served as President of
Spectrum Broadcast, a broadcast tech-
nical systems design and integration
services provider. He's also been Asst.
Director/Engineering at Capital Cities
Communications Inc., and has been
Chief Engineer at WAVZ-AM & WKCI-
FM/New Haven and WBNR-AM &
WSPK-FM/Poughkeepsie, NY.

® The RADIO ADVERTISING BU-
REAU (RAB) has signed an agree-
ment with AudioNet Inc. to host live
and pre-recorded audio programming
via the World Wide Web. Under the
agreement, RAB members subscrib-
ing to RadioLink will have access to
two years of monthly sales meetings,
including collateral text and streamed
audio. The partnership also enables
selected audio segments to be
streamed live from RAB '98, set to be
held February 5-8 in Dallas.

NATIONAL
RADIO
FORMATS

ABC RADID NETWORKS
Rabert Hall ® (214} 991-9200

Starstation — Peter Stewart

MICHAEL BOLTON The Best Of Love
DONNA LEWIS/RICHARD MARX At The Beginning

ALTERNATIVE PROGRAMMING
Steve Knoll ® (800) 231-2818

Rock

CHRIS DUARTE GROUP Cleopatra
OFFSPRING | Choose

Mainstream AC

MARIAH CAREY Butterfly
FOREST FOR THE TREES Dream

Lite AC

MARIAH CAREY Butterfly
AARON NEVILLE Say What's In My Heart

uc

CHANGING FACES All Of My Days
MASTER P | Miss My Homies
RAHSAAN PATTERSON Spend The Night

BROADCAST PROGRAMMING
Walter Powers ® (800) 426-9082

CHR — Casey Keating
SPICE GIRLS Spice Up Your Life

Digital AC — Casey Keating
BARBRA STREISAND/CELINE DION Tell Him

Hot AC — Casey Keating
LISA LOEB | Do

Digital Soft AC — Mike Bettelli
MICHAEL BOLTON The Best Of Love

Digital AC Mix — Mike Bettelli
MICHAEL BOLTON The Best Of Love

Alternative — Leslie Cohan

COLLECTIVE SOUL Blame

CORNERSHOP Brimful Of Asha

JUNKSTER Mr. Blue

K’S CHOICE A Sound (That Only You Can Hear)
LIVE Rattlesnake

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

Adult Hit Radio — JJ McKay
CHUMBAWAMBA Tubthumping

Rock Alternative — Doug Clifton

BECK Dead Weight
CURE Wrong Number
LISALOEB | Do

Soft Hits — Rick Brady

MARIAH CAREY Butterfly
OONNA LEWIS/RICHARD MARX At The Beginning

WESTWO0O0D ONE RADIO NETWORKS
Charlie Cook ® (805) 294-9000

Bright AC — Bill Michaels

SAVAGE GAROEN Truly, Madly, Deeply
WALLFLOWERS Three Marlenas

Soft AC — Andy Fuller
MARIAH CAREY Butterfly

Adult Rock & Roll — Jeff Gonzer

ROLLING STONES Saint Of Me
YES Open Your Eyes
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‘it Will All Come Together In The Next Year’

Continued from Page 1

TH: We pulled the Capstar IPO
in June to study that question. We
have an excellent company in Chan-
cellor in the large and medium mar-
kets, and now Capstar is an excel-
lent company in the medium and
small markets. We're looking at
whether to stay two separate com-
panies or to combine them as one.

R&R: Will you have to maintain
this acquisition pace in order to keep
growing the way you'd like?

TH: You can define growth one
way as additional acquisitions, but
we believe the real growth of the
company will be the internal growth
of broadcast cash flow in our large
markets. We’re growing 25% a year
in large part because of our explo-
sive growth in markets such as New
York, Los Angeles, San Francisco,
Dallas, and Houston. We have un-
derdeveloped properties, whereas
the other major operators have prop-
erties that are very mature.

R&R: There’s a widespread be-
lief that many operators paid too
much for their stations and that,
unless radio’s advertising share
grows, people who paid too high of
multiples are going to be in trouble.
What do you expect to happen?

TH: The answer is “nobody
knows,” because it’s all new. I per-
sonally believe that, over the next 10
years, the advertising revenue share
target for the radio industry should
be 10%. To go from 7% to 10% is
not unrealistic.

R&R: How do you reconcile the
multiples your company has paid for
stations?

TH: We don’t get hung up on
what the historical multiple is; we
look at what the first year’s multi-
ple will be once we own the com-
pany. There are two things that make
the multiple not as high as you think:

* The first is something unique to
broadcasting: You negotiate a deal
but don’t close it until nine months
later because of the length of time it
takes to go through the FCC process.
So. as a company grows (right now

we're growing in earnings at 25%-
30% a year), nine months later the
multiple comes down significantly
because we’re growing fast. We look
at a multiple after the first year we
own the business, because the stock
market values us one year ahead of
time. That’s just the way the capital
markets work.

* We look at ways we can ratio-
nalize the assets. People thought we
paid a humongous multiple for Via-
com, but in our mind we’re paying
a little over 12 times once we fin-
ished the asset rationalization. In
fact, if you look at asset rationaliza-
tion, we achieved more success than
we anticipated. So, really, we’re not

I personally believe
that, over the next 10
years, the advertising
revenue share target
for the radio industry

should be 10%.
To go from 7% to 10%
is not unrealistic.

concerned by the historical multiple.
We're getting multiples that are
down in the 12 range. Our stock is
trading at 13-14 times forward, so
it’s not dilutive to us. But it’s still a
high multiple, and that’s one of the
reasons 1 challenged our GMs to
make sure we continue delivering
the 25% growth, because we need
that.

R&R: Chancellor paid even a
higher multiple for Shamrock
Broadcasting.

TH: We paid over 20 times his-
torical for Shamrock that turned out
to be 10 times the first year's cash
flow. We think we made a very good

buy — even though at the time we
bought it, it was very expensive. By
the way, we want in all cases to get
down to 10 times cash flow at the
end of the second year. If we can do
that, we figure with the growth rate
we see in this industry for the next
five to 10 years, we’ll have terrific
returns.

R&R: One consequence of con-
solidation is lost jobs — particular-
ly at the management level. How do
vou personally reconcile that when
conducting business?

TH: It’s something we face in
every industry we're in. Every time
we do our “buy and build strategy,”
we — by definition — develop syn-
ergies that allow “one and one to
equal three.” Part of that is lowering
the cost structure of your business.
One way you lower the cost struc-
ture of your business is to shrink the
head count of your business per unit
of production. So, I came to grips
emotionally and intellectually with
that a long time ago, because that’s
basically capitalism in it’s rawest
form, and I think the good people
respond to change by changing
themselves.

When you try to create dynamic
growth and try to protect every job,
it will all implode on itself in a very
short period of time. You can’t go
through what we’re doing without
people losing their jobs. It’s basical-
ly because their job has been taken
over by somebody who is either
more qualified or because they de-
veloped a broader responsibility.
The free market is such a wonder-
ful mechanism in that, over time,
people end up doing what they're
comfortable doing. People always
tend to take care of themselves. I'm
sure that doesn’t make it easy on the
person who is going through that —
we're very conscious of that — but
it’s inevitable.

R&R: Considering your father
was a radio station owner, was there
even a little emotion involved with
getting into the radio business?

e S s

DATELINE

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

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

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

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

e R R

¢ 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 — Annaual
NAB European Radio Operations
Seminars. Hotel Loews Monte-Car-
lo, Monaco; (202) 429-5426

TH: Even if there was, I would
hopefully never let that interfere
with business judgment. We’re go-
ing to make a lot of money and great
returns for our investors, but we’re
going to have a lot of fun building a
very important company. We don’t
often have a chance to do that, be-
cause we normally become involved
with a company for only afive-, six-,
or seven-year period, and then we
exit. The soft-drink industry is a
good comparison. [After buying and
then consolidating Seven-Up and
Dr. Pepper], once we got all the piec-
es together, Cadbury-Schweppes
bought them, and we got out, and it
was a great investment.

R&R: When do you expect these
pieces to come together?

TH: It will all come together in
the next year.

R&R: So what operational ad-
vantages, Iif any, do you have com-
pared to the established operators?

TH: Entrepreneurial groups like
ours can make decisions and judg-
ments faster than large corporations
can. If you compare what we’ve
done in the last year and a half to
other large companies in this indus-
try. such as Disney or Westinghouse,
you can see the difference. Our chal-
lenge now that we’re a large corpo-

ration is to create a culture that main-
tains that entrepreneurial initiative,
but also to learn how to manage a
large company successfully.

R&R: But as a large corporation,
can you stay entrepreneurial?

TH: You see it all the time in the
computer and software-related in-
dustries. People have built some
very large businesses over the last
20 years. Look at what Bill Gates
has done with Microsoft: He’s a
good example of how you can main-
tain an entrepreneurial culture even
though you’ve become very, very
large. He’s not as entrepreneurial as
he once was, but he still has a unique
culture.

R&R: Speaking of Mierosoft,
there’s always talk that they might
choose to buy into the radio busi-
ness. Do you see a reason for them
or some other large corporation to
get into radio?

TH: That’s hard for me to pre-
dict. One of the things we're going
to be very conscious of and con-
cerned about in dealing in the pub-
lic company environment, is once
we put all these pieces together, we
don’t want to have somebody come
in and try to exploit our efforts be-
fore we have a chance to develop
value for our shareholders.

PUT YOUR STATION IN THE TOP 5!

Arbitron Spring '97, MSA, M-S 6a-12m

All data subject to the limitations outlined In the report.

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

MOVE your station ahead of the competition with the JONES RADIO NETWORK!

WJBX-FM Ft. Myers, FL e Rock Alternative aduits 1s-34
WRVC-FM Huntington, WV ¢ Good Time Oldies aguns 25-54
KWIC-FM topeka, KS « Adult Hit Radio aduns 2552

]

JONES RADIO NETWORK™
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Advertising Partnerships:
Matchmaking For Radio

Matchmaker, matchmaker, make me a match.
Find me a find,
Catch me a catch.

This song from Fiddler On The Roof may not have been about
the daily lives of radio salespeople, but we often find ourselves
living out the lyrics as we go about the business of selling our

medium.

We all try to play the role of a
matchmaker to some degree. We try
to take our product — broadcast
time or another resource on our ra-
dio station — and match that against
the marketing goals of potential
sponsors. Like the matchmaker from
the play, we find ourselves working
with different partners each time we
present a sales proposal.

However, traditional radio sales
pitches involve only one advertiser.
We view our radio station as one
constant in any campaign we design.
Matchmakers, on the other hand,
always offer their services to two
different partners, seeing themselves
as facilitators. While they may rep-
resent one client, they know that
they can only make a match if they
find a partner with similar needs and
goals.

Maybe we can increase our
chances for success if we start ap-
proaching our role more like the
matchmaker from the play. Using
our radio station as the facilitator, we
can match two or more advertisers
and construct a joint marketing cam-
paign. marrying the needs of both
clients while delivering true value to
the consumer.

How We Sell Our Medium

This goes right along with other
changes we've made in the way we
sell our medium. We used to sell
spots for one station (okay, maybe
an AM/FM combo). Now, we posi-
tion several stations on the same
band in the same market. We used
to talk only about our own station’s
audience. Now, we talk about deliv-
ering the whole marketplace. We
used to focus on selling against the
station across the street. Now. we
target other media.

hired as an AE.
FM (Arrow)/Dover, NH.

Diego.

@

Can we construct a
campaign that takes
advantage of some
natural synergies
between two different
clients, and can we be
the agents of making
that marriage happen?

We regularly construct events and
promotional opportunities that com-
plement an on-air campaign. Some-
times these events are so successful
that their value stands on their own,
without necessarily including a
broadcast element. Instead of sell-
ing against other media, we sell in
conjunction with other media. We’re
using our Internet sites to provide
visuals and direct communication
between clients and customers.
We're finding that by adopting the
role of media consultant, we can sell
more radio time.

A recurrent theme runs through
many of these approaches: the idea
of constructing strategic partner-
ships. Work with several stations;
work with several media; work with
other partners. The time seems ripe
for carrying this idea over to the ad-
vertiser, or rather, to the advertisers,
with an emphasis on the plural.
Sponsors are looking to make every
dollar count. Can we construct a
campaign that takes advantage of
some natural synergies between two
different clients, and can we be the

Salespeople On The Move

* Dave Saxe is appointed Dir./Sales at KFFN-AM, KKHG-FM & KMXZ-
FM/Tucson. He previously served as GSM at KEX/Portiand.

* Robert Benes is named Dir./Sales for the Milwaukee Radio Alliance
(WMCS-AM, WJZI-FM & WLUM-FM). At WLUM, Michael Schuch Jr.
rises to LSM, and at WJZI, Noel Skarpmoen assumes LSM duties.

* James Perrine Jr. is the new GSM at KLOL/Houston.

¢ Gary Pizzati joins KRKQ/Des Moines as GSM while L.J. Coppolais

* Thom Fucci is elevated from LSM to GSM at WXBB-FM & WXBP-

* Randy Hoffius rises from Sales Mktg. Dir. to LSM at KXGL-FM/San

By Gerry Boehme

agents of making that marriage hap-
pen?

Combining Goals

This idea is certainly not new. For
years radio campaigns have been
able to incorporate the goals of two
or more different advertisers into one
campaign, partnering them to cre-
ate a union stronger than the sum of
the parts. Maybe the time is right to
make this approach a corerstone of
all our marketing efforts.

Some considerations:

The matchmaker from Fiddler On
The Roof looked for complementa-
ry qualities in each partner: male and
female, good family backgrounds,
the ability to support a family, the
size of the dowry. Matching adver-
tisers also demands a high degree of
skill and effort.

Glenda Beasley, Marketing Man-
ager for Katz Radio Group Dimen-
sions in New York, views her job as
a matchmaker of sorts (see “The
Anatomy Of An Ad Partnership” on
this page). She offers the following
points to consider in constructing
partnerships with two or more cli-
ents:

* Goals: The ad partners should
have matching or complementary
goals. One may be looking to build
awareness and the other to reinforce
an image already established, or
both may be looking to drive prod-
uct trials.

* Target Audience: The consum-
ers for each product have to share
something in common. Maybe they
consume both products, or they are
part of the same target — age, sex,
or lifestyle. Perhaps they represent
different ends of the same consum-
er model.

* Geography: For local advertis-
ers, the marketing area needs to be
similar. For national/regional spon-
sors, the market list needs to be
shared.

* Timing: The purchase cycle
and effective marketing time for
each product need to coincide.

* Determine each party’s
strengths: We should include our-
selves in that equation. One client
may have a strong local database,
while another owns a printing com-
pany. One may want to drive prod-
uct sampling, while another wants
to increase in-store traffic. Each
partner should bring something to
the party.

* Determine the wins for each
partner: Brand A may need better
name recognition, and Brand B
wants better distribution. What is
the benefit of associating Brand A
with Brand B, and vice versa? The
strengths of each company should
help to accomplish the goals of the
other.

« Assign value: What is the val-
ue of the elements being provided

The Anatomy Of
An Ad Partnership

lenda Beasley, Marketing Manager for Katz Radio

Group (KRG) Dimensions, recently developed an ad-
vertiser partnership that produced terrific results for two dif-
ferent clients. A quick look demonstrates how a campaign
like this can work.

“KRG bimensions had been tatking with two potential advertisers —
Allergy Frea and Warner Wellcome's Banadryl;” recalis Beasley. “As we
talked, we started to recognize the synargies between the two products
WarnerWelsorne Consumer Health Products was looking to get the word
outin the Southwest ragicn about its histamine blocker, Benadryl, in time
for the upcoming allergy season. Allergy Free, a direct-response compa-
ny dealing with products for allergy sufferers, wanted to reach the same
target audience and had a complementary product.

In an effort to create one unified campaign for these two separate ad-
vertisers, Beasley and KRG Dimensions implemented a co-promitional
radio, print, and direct-mail parinership. The campaign featured 60-sac-
and Benadryl and Altergy Free radio spaots on top-rated Kalz radio station
aHfiliates tamgoting women aged 25-54. The spots informed listeners about
Benadryl's strong relief of allergy symptoms and directed them o call 1-
BOO-ALLERGY io receive a free calalog of Allergy Fres products and a
coupon for $1 off Benadryl,

In ddidition, Benadryl coupons were sent ot with Allergy Free's quar-
tarty catalog mailing, end they were also included in participating radio
station magazine print ads. On the retail front, ACT Media in-stors instant
coupon machines for Benadryl wers placed on the shelves in major food
and drug stores throughout the area,

The result? Despite the fact that national sales fell during the same
time period, voheme sales increased for Benadrylin the twio test markiots
where the campaign ran. Benadryl's share of the market in the food-and-
drug and mass-merchandising segmants alse Increased in both test mar-
kets.

Warnes Wallcome's Sr Market Development Manager, Southwest, Pe-
ter Mongait, says. “The timing was great — allergy season, The combina-
tion of radio and the ACT Madia instant coupon machines was also ex-
tramaly effective. But perhaps the most crucial slement in the success of
the campalgn was Katz Dimensions bringing us into the partnarship with
Allergy Fras, which was a totailly new opportunity for us”

Beasley sees her sales role as one that “creates marriages; partner-
ships that work for both parties, whether it's two advertisers, or one adver-
fizer and the medium. In this case, bwo sponsors wara sold on the vaiue of

radio by being linked in a jeint marketing effort”

Glenda Beasley iz Markaling Manager for Katz Media Marketing Di-
mensions. She can be reached at (212) 424-6531.

by each party. and how are they
built into the campaign?

After Finding
Perfect Match...

Once you have found a match
with two or more advertisers, be
prepared to discuss the following
considerations:

* Media Goals: What is the cur-
rent media mix for each party, and
will it need to be modified for the
new joint effort?

* The percentage of dollars al-
located to the program: Who will
provide the support for the various
elements incorporated into the
campaign — for example, the ra-
dio, other broadcast, the print, or
the point of purchase? Will it be a
50/50 split of all costs, or will dif-
ferent partners provide some of
their own resources?

* Creative: Who will handle the
co-partnering message? Remember
that the campaign needs to appear
as a singular effort to the consum-
er. The seller who puts the plan to-
gether will probably assume an
even greater role in the creative pro-
cess than in standard, single-adver-

tiser campaigns, where the client
often handles the creative.

In the past few columns, we’ve
featured many new and creative
sales approaches that go well be-
yond the traditional sale of radio
broadcast time. Advertiser partner-
ships represent one more opportu-
nity to think out of the box and mar-
ket our skills in non-traditional
ways. Today’s business climate fea-
tures news of strategic partnerships
being formed in all areas. Adver-
tisers have trouble meeting each
other on their own. Let’s be the
matchmaker that brings them
together.

' l

Gerry
Boehme is
Sr. VP Infor-
mation Ser-
vices and
Strategic Sup-
port at Katz
Media Group.
He can be
reached at
(212) 424-600.
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Placing TV Ads — The ‘Focus’ Way

To buy or not to buy is not the question ... but when to buy is

FRANK MINIACI

Broadcast Marketing Group has been handling media
placement for radio since 1980. President Aubrey Potter re-
cently sent a letter to all of the company’s clients — group
heads, VPs, regional managers, PDs, and marketing directors

— regarding its “Focus TV” system.

In sending this corre-
spondence, Broadcast
Marketing Group placed
the same level of impor-
tance on all of these posi-
tion. The purpose of the
letter was to inform these
clients, especially those
who have found them-
selves serving in new ca-
pacities, of changes in the
industry.

“Radio learned years
ago that your product had to be
focused to be successful,” the let-
ter read. “Focus TV applies that
same programming philosophy to
your TV placement. Find your au-
dience, ignore the rest, then attack
your audience with all the frequen-
cy you can muster. Guess what?
The Focus philosophy works just
as well when applied to TV as it
does when applied to radio. In the
first half of 1997, over 90% of our
clients using TV recorded ratings
gains. Congratulations to the win-
ners are in order: first, for running
a great radio station; then, for hav-
ing the wisdom to use television
to promote the station; and lastly,
for allowing us to place it for
them.”

Post-Telecom Observations

“Telecom scared me to death!
For 17 years, we had been plac-
ing television for one category of
clients: radio stations. For 17
years, the driving force behind
those TV budgets was a need to
thwart a direct competitor. After
Telecom, you began to buy up
your direct competitors. Many of
us expected television budgets to
dry up. What actually happened
was the opposite.

“In 1997, our company will
place more advertising dollars for
radio stations than we have ever
placed in the 18 years we have
devoted to serving the industry.
What happened? In our paranoia,
we had overlooked the most im-
portant ingredient in the decision-
making process where TV is con-
cerned. The first consideration is
not, ‘Do I have a direct competi-
tor or would TV work for me?’
The first consideration is, ‘Can I
afford it?’

“Frankly, many of the radio sta-
tion owners could not afford TV.
It made no difference if TV was
the most powerful audience-build-
ing tool available if they could not
pay the bill! Now, after Telecom,

Aubrey Potter

virtually all the remaining
players have the ‘deep
pockets’ to include TV in
their audience-building ar-
senal. Some, like Mel Kar-
mazin, are electing not to
use it very much, but his
stations could fund it if
required (as more and
more of you use outside
media successfully, it will
be required).”

How The ‘Big Boys’
Drive Market Share

“The ‘big boys’ drive market
share with outside media. When
AT&T takes on Sprint, they do it
with media. They hire a spokes-
person and run TV and radio ads.
Take a memo, radio people: You
are one of the ‘big boys’ now. If
you are still standing as we speak,
you’ve got what it takes to use the
marketing strategies of the ‘big
boys’ and drive your market share
with outside media. Those of you
who are now managing many sta-
tions are realizing you don’t have
enough hours in the day to suc-
cessfully direct some of the gue-
rilla tactics of pre-Telecom. Data-
base marketing, for instance, re-
quires an enormous commitment
of human resources at your
station(s) to pull off a positive re-
suit. Databases have to constantly
be updated and the contacts
worked — a substantial commit-
ment of staff hours.

“Contrast the workload of man-
aging the tactics of the past with
1) select a TV spot, 2) select a
placement service, 3) write a
check. Of course, only the big
boys can do that consistently. My
point again is, ‘Take a look
around, you are the big boys!’”

How To Evaluate
A TV Schedule

“A good TV schedule is greater
than the sum of its parts. What
makes a schedule click is how the
various programs work with each
other. The Focus TV system mea-
sures the audience flow from one
program to another. The bottom
line tabulates reach, average fre-
quency, and effective reach against
your potential listeners as repre-
sented by the custom research from
your callout or music test. As we
build your schedule, we constant-
ly check to see if we are balancing
the reach with acceptable frequen-
cy against your potential listeners.

“The single best indicator of
this balance is effective reach
(the percent of the control group
exposed three or more times).
Typically, we like to see effec-
tive reaches doing 50% or better
per week. Certain formats like
Country and some Rock formats
can easily achieve as high as
70% effective reach for the typi-
cal weekly budget. For others,
like Oldies & Soft AC, effective
reaches in the 50s are more like-
ly. Our buyers are instructed to
drive that effective reach number
as high as possible while achiev-
ing conventional demo goals as
well. The buy that reaches our
desk usually represents the best
we can do against the format and
the demo.

“Often, we can drive format or
demo higher, but it results in un-
derachieving in the other catego-
ry. Remember, in evaluating the
quality of your schedule, the
weekly effective reach number is
the best single indicator. That
number can be found in the ‘weeks
section’ on our report titled ‘Cam-
paign Summary Totals.””

Favorite TV Shows

“‘When are my ERs?’ is one of
our most commonly heard com-
plaints upon the client’s review of
our proposed schedule. I've never
had the courage to speak to many
managers individually that way,
but here’s what I would have liked
to have said: ‘ER has put more TV
schedules in the emergency room
than actors.” ER is the most popu-
lar show on TV and, consequent-
ly, has the most advertisers. The
demand for the show drives the
cost out of sight. Often, ER will
cost twice as much as Seinfeld,
which is usually out of reason it-
self. For the price of one 30-sec-
ond ER, we could usually own ear-
ly mornings for an entire six-week
campaign. We could strip Leno
and/or Letterman for an entire
schedule. ER is an incredible reach
vehicle, but it’s just one impres-
sion. If funding ER gets the ‘fre-
quency’ of the schedule, you're
looking at a campaign that is
DOA”

Pro:Motions

» Paul Miraldi is now Dir./
Mktg. at WAXQ-FM/NY. He pre-
viously served as Dir/Mkig. &
Promotion at crosstown WCBS-
FM.

» Beth Talisman rises to Sr.
Program Mkig. Mgr. at Public
Radio International.
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MILLION-DOLLAR HOLE-IN-ONE — WQSR/Baltimore invited listen-
ers to go for the cash at $1 per shot, with all proceeds going to the Ghil-
dren’s Cancer Foundation. There were several prize levels depending on
closeness to the pin — with a cool million for an actual *hole in one.”

Reach vs. Frequency

“This is not a contest. This is not
the virtues of radio versus the vir-
tues of television. If you have reach
without adequate frequency, you’ve
wasted your money. This is true
whether the medium is radio, tele-
vision, or bus benches. For us, ade-
quate frequency is a minimum of ‘3’
with a target of ‘5’ per week against
the core.”

‘Undesirable’ Programs

“We occasionally present sched-
ules for client approval and find re-
sistance to some of the programs we
have suggested. The argument from
the client usually goes like this: ‘I
don’t think that show appeals that
much to my audience.’ The show in
question might be doing a ‘2’ in
demo and a ‘3" in format, for in-
stance. The reason the show was
included was it represented good
value where your audience was con-
cerned. What the ‘2’ and ‘3’ really
mean is this: 98% of the demo will
not watch that airing of the show,
and 97% of the format won’t watch
that airing of the show. What is im-
portant is this: You are not paying
for the 97% of the format listeners
who don’t watch, you are paying for
the 2% of the demo who do watch.
Since the price of the show is based
on demo performance, the show is
underpriced by 50% in the format.
Values like that are necessary ingre-
dients of winning TV schedules.”

Timeliness

“You’ve heard it said: ‘Life is tim-
ing.” Well, where media placement
is concerned, timing is everything.
Example: The show you need is al-
ready sold out. Let’s face it: We are
not good enough negotiators, and
you are not a good enough client of
the TV station to convince them to
take out one of those spots they’ve
sold to client ‘X’ for $1000 and give
it to you for $800. The later we ‘get
to market,’ especially for the second

and fourth quarters, the more of a
disadvantage we face.

“Another problem is delayed ap-
proval of a schedule. Realize that
while your proposed schedule sits
on your desk awaiting your approv-
al, 40 local TV reps are trying to sell
your schedule to someone else. Re-
member, these low-skilled TV
salespeople will sell the most desir-
able inventory first!”

The Focus TV System

“It was developed over the last
18 years to place television for ra-
dio stations. It has no other pur-
pose. The ‘system’ is the complete
package that enables Focus TV to
be the most reliable source for pro-
ducing winning TV campaigns.
Here are the elements of the ‘sys-
tem’: 1) Research to determine TV
viewing habits of your potential lis-
teners. The research methodology
follows the model many of you use
to test your music: schedule devel-
opment employing the proprietary
Focus TV software, which builds
the optimum schedule to impact the
listeners represented by your TV
viewing research. 2) Negotiation of
the rates and terms with an under-
standing that TV stations may be
some of your best customers — we
must be firm but fair. 3) Documen-
tation of the schedule to client and
vendors — all parties must clearly
understand what is expected and
when.

“Weekly monitoring of the
schedule delivery by our monitor-
ing department ensures the sched-
ule we ordered is the schedule that
is delivered. We can not wait for
monthly invoices to verify this.
Reconciliation of invoices and pay-
ment advice insures you only pay
for spots that ran as approved. You
send your check directly ta the TV
station per our advice. Which area
is most important? The area you
don’t do! That’s why the ‘system’
requires us to excel in each area and
we constantly strive to do s0.”



SHOW PREP
AUSIC & MIOVIES

CURRENT

¢ KISSTHE GIRLS (Milan)
Featured Artists: Little Richard, John Lee Hooker
SOUL FOOD (LaFace/Arista)
Singles: Let's Do It Again/Xscape

What About Us/Total

We're Not Making Love .../Dru Hill
Other Featured Artists. En Vogue, Outkast
GANG RELATED (Death Row)
Single: Way Too Major/Daz Dillinger
Other Featured Artists: Mack 10, 2Pac, Ice Cube
THE FULL MONTY (RCA Victor)
Featured Artists: Gary Glitter, M People, Donna Summer

CYBERSPACE

Hot, new music-related World Wide
Web sites, cool cyberchats, and oth-

. er points of interest along the infor-
mation superhighway.

‘Net Chats

. FooFighters, Friday (10/17)at
2 6pm ET/3pm PT, America Online -
_ (keyword: LIVE).

Grrls! Grrls! Grris!

G irl Power or Girl Culture ...
Spin magazine adapts the

latter, explaining, “Girl Culture girls

miserable — packing on a belt-
busting 34 pounds — that she
cried every day" (Star).

have transformed what it means
to be female,” and citing the fol-
lowing fem faves: Lil’ Kim, Spice
Girls, Paula Cole, Gwen Stefani,
Tori Amos, Bikini Kills’ Kath-
leen Hanna, Alanis Morissette,
Ani DiFranco, Foxy Brown,
Jewel, and7 Year Bitch's Selene
Vigil.

Janet also makes the cover of
Vibe. On the notion that she al-
ways feels perfect, she says,
“Are you kidding? That’s the fur-
thest from the truth. | have nev-
er felt attractive. Did | feel better
about myself after losing the
weight? Yes, | did. Did | still feel
ugly? Yes, | did”

MEN IN BLACK (Columbia)

Singles: We Just Wanna Party With You/Snoop Doggy Dogg

Just Cruisin’/Will Smith

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

MONEY TALKS (Arista)

Singles. Everyday/Angie Stone And Devox

Feel So Good/Mase (Bad Boy/Arista)
Other Featured Artists: Mary J. Blige, Lil’ Kim, SWV
FIRE DOWN BELOW (Warner Bros.)
Single: Fire Down Below/Mark Collie, Jeff Wood & Aaron Tippin
Other Featured Artists: Travis Tritt, Randy Travis, Richie Sambora
DEF JAM’S HOWTO BE A PLAYER (Def Jam)

Everette Harp, Friday at 8pm
ET/Spm PT, Prodigy (jump: CHAT).
Guns N’ Roses’ Gilby Clarke,
Friday at 10pm ET/7pm PT, America
Online (keyword: LIVE). '
Jim Brickman, Monday (10/

- 20) at 9pm ET/6pm PT, Prodigy
i (jump: CHAT).

AzYet, Monday at 9pm ET/6pm

- PT, America Online (keyword: LIVE).
Joe Henderson, Monday at
10pm ET/7pm PT, Prodigy (jump:

Fanning the flame is Spin cover

5
Singles: Say What/Dymon g
girl Fiona (please lighten up) Ap-

Never Wanna Let You Go/Absoulute
Other Featured Artists: Redman, Cruciat Conftict, Eightball & MJG

Who's To Blame?

ple, who promises, “l| know I'm go-
ing to die young. So I'm going to
help some little girl out there. I'm
going to let her know that | have
stretch marks on my ass, and bun-
ions, that | don’t have my shit to-
gether at all. I'm going to prove
that, and then I’'m going to die”

Are You Listening?

Coincidentally, Courtney Love,
who has proven you can change
— at least your wardrobe — of-
fers this advice to Apple: “I want
to take Fiona Apple and shake her
and say, ‘You have a beautiful
voice, you could be Dusty Spring-
field, a perennial. You don’t have
to do some of this stuff that's ob-
viously making you miserable!
They won't let me have lunch with
her ... free her from her bondage!
She doesn’t have to wear that
damn underwear” (Us).

Sticks & Stones

“Sometimes | watch those award
shows, and | think, ‘My God, 'm in
the same business!” All that insin-
cerity flying out of every fucking
pore in their bodies! When you're
on drugs. particularly cocaine, it's
nonstop bullshit. You could fertilize
the world with the bullshit coming
out of people’s mouths. It's that rock
and roll behavior'— Elton John
comes clean in an 11-page Vanity
Fairspread.

“They can say I'm a fat old sod,
they can say I'm an untalented
bastard, they can call me a poof,
but they mustn't tell lies, because
I'm going to fight” — John re-
counts why he launched a coun-
terattack against the press, which
was printing such accusations as
“Elton In Vice Boys Scandal,”“El-
ton’s Kinky Kicks,” and “Elton’s
Five-Day Orgy”

Roll Models?

“Paula Abdul Burned In Lipo-
suction Horror” (She also had
breast implants reduced — twice,
say insiders) (Globe).

“Janet Jackson: Sad Secret
Behind My Sexy New Look.” The
superstar singer says that even in
recent years “she has been so

Jackson Browne is claiming
that Joni Mitchell’s (his former
lover) song “Not To Blame” from
her Turbulent Indigo album is a vi-
cious and unwarrented attack on
him, written after Browne’s ex-girl-
friend Daryl Hannah accused him
of beating her in 1992. Mitchell re-
portedly told a friend, “Jackson
thinks everything has to do with
him. He needs to get a life” (Na-
tional Enquirer).

Life Is But A Dream

“We're trying to create a haven
for artists. We’re not concerned
about trends. If bubblegum hap-
pens to be the moment, that’s not
what we're going to sign. But we'll
make money. We did that in a pre-
vious incarnation, and it will hap-
pen again” — DreamWorks’ Mo
Ostin disagrees with Entertain-
ment Weekly's advice that the la-
bel quit signing “post-prime” sing-
ers and get in tune with the times.

Drive, She Said

“l am not at the peak, /e som-
met, of what | can give. When
you're in competition with the oth-
ers, you go crazy. | am complete-
ly, completely driven. Until | beat
my last performance, | will not be
able to say that | have become the
singer | dreamed of becoming” —
Celine Dion reaches for perfec-
tion (Ladies’ Home Journal).

And In This Corner ...

“That would depend on wheth-
er they were boxing with their
hands or their mouths. With their
hands, | don’t think there would be
a winner” — Dionne Warwick
predicts the outcome of a boxing
match between Barry Manilow
and Barry Gibb (Entertainment
Weekly).

Over & Out

“Oh, | have no idea what's on
Black And Blue. Sorry. No idea.
None” — Mick Jagger tries to re-
member what was on the forgot-
ten album after the interviewer
compares the band’'s most recent
endeavor to it (Us).

PICTURE PERFECT

Single: Texas/Say What You Want (Mercury)
COMING

Featured Artists: ELO, Marvin Gaye, Beach Boys

BOOGIE NIGHTS (Capitol)

1 KNOW WHAT YOU DID LAST SUMMER (Columbia)

Featured Artists: Kula Shaker, Korn, Our Lady Peace

PLAYING GOD (Milan)

Featured Artists: Morcheeba, Richard Hartley, Willie Dixon

ANASTASIA

Single: At The Beginning/Donna Lewis & Richard Marx (Atlantic)

Single: Mouth/Bush (Hollywood)

AN AMERICAN WEREWOLF IN PARIS

IR

CHAT).

OMC, Monday at 10pm ET/
7pm PT, America Online (keyword: |
LIVE). 1

On The Web j

Dar Williams’ Los Angeles
concert will be cybercast Saturday
night at f1am ET/10pm PT
(www./alive.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, OCTOBER 27

1960/Ben E. King records “Spanish Har-
lem” and “Stand By Me."”
1970/Composers Tim Rice and Andrew
Lloyd Webber premiere the Jesus
Christ Superstar LP at St. Peter’s
Church in New York City.

. Bruce Springsteen — Boss of the

newsstands.

1975/Bruce Springsteen appears on the
covers of Time and Newsweek si-
multaneously.

1995/ Copycat, co-starring Harry Con-
nick Jr. as a serial killer, opens na-
tionally.

Born: K.K. Downing (Judas Priest)
1951, Simon Le Bon (Duran Du-
ran) 1958, Scott Weiland (Stone
Temple Pilots) 1967

TUESDAY, OCTOBER 28

1961/A customer asks Liverpool record
store clerk Brian Epstein for a copy
of “My Bonnie” by a local group.
Curious, he searches out, finds,
and becomes manager for the
Beatles.

1977/The Nevermind The Bollocks,
Here’s The Sex Pistols LP is re-
leased in America.

1996/Skash leaves Guns N’ Roses in
what is called an amicable split.

: Born: Charlie Daniels 1936, Stephen

Morris (New Order) 1957

WEDNESDAY, OCTOBER 29

1966/The “Home Of The Blues” — Beale
St.in Memphis — i<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>