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We're having one. 
Thursday, October 10 

And another 
Friday, October 11 

8pm both nights. 
In The Music Suite on the 9th Floor 
of the Los Angeles Biltmore Hotel. 

SUES SATELLITE ILETV11111-

The suite will also be open from 1-3 pm both 
days for people who want the inside scoop on 

some exciting new developments at Jones. And if 
all that isn't enough, you can talk to us at booth 

2444/Radio Hall on Thursday and Friday. 

(303) 784-8700 



DIGILINK 

Audio 
Consoles 

Trestandout #1 leader ir reliable, 
high performa ice, digital ready 
consoles for radio, Arrakis has 
several console lines to meet your 
every application. The 1200 series 
is ideal for compact installations. 
The modular 12,000 ser es is 
available in 8, 18, & 28 channel 
mainframes. The 22000 Gemini 
series features optional video 
monitors and switchers for digital 
workstation control. 

1200 Series Consoles 

1200-5 
1200-10 
1200-15 

Five ch $1.795 
Ten ch $3,495 
Fifteen oh $4,995 

12000 Series Consoles from $3,995 

22000 Series Consoles from $6,995 

•e% • 

Arrakis 
your complete solution... 

Digital 
Workstations 

#1 in digital workstation sales, 
Arrakis has over 1,600 
workstations in use around the 
world 

As a multipupose digital 
audio record-play workstation for 
radio, it replaces cart machines, 
reel machines, cassette recorders, 
& often even consoles. Digilink 
has proven to be ideal for live on 
air, production, news, and 
automation applications. Place a 
workstation in each studio and 
then interconnect them with a 
digital network for transfenng 
audio, text, & schedules between 
studios. Arrakis is the #1 choice 
of broadcasters. 

Satellite 
Automation 
from $'7995 

CD 
Automation 

Use for 
Live On Air, 
Automation, 
Production, 

News & 
Scheduling 

Digilink & Trak*Star 
Workstations 

from $7.995 

As illustrated in the Sony Worldwide Networks master 
control studio on the right (one of seven Arrakis studios in the 
Manhattan, New York complex), Arrakis can provide complete major 
market studios with Arrakis consoles, digital workstations, video-
audio switchers, furniture, and system prewiring. 

With a choice of several console lines; digital workstations 
for live air, production, news, and automation; and two major studio 
furniture product lines, Arrakis can meet broadcasters needs from 
the compact news sTudio to tha major market network origination 
center. Complete Arrakis equipped studios can be found around 
the world from Tokyo. to Moscow, to Japan, to Tahiti. Call Arrakis 
today for your equipment or studio needs, 

Sony Worldwide Networks 
Manhattan, New York 
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Hard Disk Digital Audio Workstations 

Studio 
Furniture 

With over 1,000 studios in the field, 
Arrakis is #1 in studio furniture 
sales for radio. 

Using only the finest 
materials, balanced laminated 
panels, and solid oak trim, Arrakis 
furniture systems are rugged and 
attractive for years of hard use. 

Available in two basic 
product families with literally 
thousands of variations, an Arrakis 
studio furniture package can easily 
be configured to meet your 
specific requirement, whether it is 
simply off the shelf or fully custom. 

Call Arrakis to find out 
how easy it is to design and build 
your next studio. 

Desk*Star studio 
furniture from S995 

Modulux studio 
furniture systems 

( 3 C13)2 2 - 2 2 4 4E3 in some areas (970) 224-2248 
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NEIIIST 1.11/5 
GREATEST 

ESE  CH TOOL! 
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CUTTING EDGE CALLOUT RESEARCH, 
IN-DEPTH STATION MONITORS, POLLING, 
AND MORE USABLE INFORMATION THAN 
ANY OTHER SERVICE! 
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EXCLUSIVELY on a barter basis. Call your Premiere representative at 818-377-5300. 
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The 
Evolution 
Continues 

Afriend who recently lost his job as a result of the buyout tells me that it 
makes him sad to read through the industry trade papers these days. "I'm 
watching the business I love disintegrate before my eyes," he says. 

Perhaps it is not so much disintegration as it is reinvention. 
Another colleague speculates that within the next decade, nearly all radio stations will 

be owned by a handful of supeigioups. (Sort of like the early days of the medium.) 
To these guys, deregulation has punctured the radio universe, and they see the 

industry folding in on itself. 
Group owners are buying stations faster than they can set up the infrastructure to 
operate them. Some stations recently purchased are running a tight playlist and 
without DJs or any other distinguishing personalities until their owners can figure 
out what to do with them. 
Many companies clean house after a takeover, filling the positions with their own 

people and leaving a lot of good people who care about radio "on the beach," as 
they say. Those employees who keep their jobs are subsequently saddled with the 
responsibility of managing/selling/programming more stations, stretching — and 
stressing — them out. 
For this special NAB Radio Show issue, BIA compiled a list of the top 10 group 

owners in the country for us. Combined, these stations pulled in nearly $3.2 billion 
in 1995. That's out of $10.5 billion total for all radio stations last year, or about 30 
percent. Whether these figures are precise to the dollar is less significant than the 
larger picture that emerges. 

It's exciting that radio is finally getting its fair share of press these days and that 
its being treated as a valuable commodity on Wall Street again. But at what cost? 
The idea of so many stations and so much money in the hands of a few operators 
may seem a little unsettling at first. 
There is a bright side. The concentration of power and resources should prove a 

potent force down the road, pushing radio over its hump of 7 percent of all adver-
tising revenue, where it has been stuck for a while. The end result of this manic 
acquisition and consolidation period should be phenomenal. In the interim, the 
growth and transformation is painful, full of hiccups. 
Many of these issues will no doubt be addressed at the NAB Radio Show this 

month, both at scheduled sessions and as people gather for less formal conversa-
tion. The well-publicized group heads meeting at the radio show may be a stand-
ing-room-only event, as people look to some of the industry's leaders for answers. 
For now, it's all speculation. Eventually, the buying-swapping-selling will slow down. 

In the meantime, while working toward increasing listenership and pushing radio to a 
new pinnacle, group owners would be wise to remember that radio's strongest assets 
are the intangible creative devotion of its best people and as importantly, its listeners. 

• • 

On a lighter note, October is the month of the annual Bayliss Media Roast at the 
Waldorf-Astoria in New York. Time to don your tux or glamour gown as retiring 
FCC Commissioner James H. Quello takes his place on the spit for a round 
of good-natured jabs. Proceeds go to the John Bayliss Broadcast 
Foundation, which awards scholarships to outstanding 
college and university radio broadcast students. 
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LAYER III 

• The ideal solution for 

remote broadcasts, ad hoc 

networks, voiceovers, 

distribution of commercials, 

backup to satellite and 

microwave links, and 

many other applications. 

• Designed by Telas 

specifically for radio 

applications over ISDN 

and Switched 56. 

• Clean, uncluttered 

front panel for simple 

operation. Full metering, 

call duration timer, 

headphone jack, and 

mic/line inputs. 

• Built-in input protection 

limiter. When your talent 

screams, your audio does 

not distort. 

• Zephyr has an integrated 

ISDN terminal adapter 

designed for the non-techni-

cal operator. You can even 

place a standard voice-

grade call to a Plain Old 

Telephone Service (POTS) 

telephone. 

Se e 
Bad weather. 

Finicky 
players. 

Losing streaks. 

When it comes to 
sports, you can't 
control everything. 

But with Zephyr, 
you can guarantee 
that every game 
you broadcast will 
sound great. 

Zephyr has Layer Ill 
which delivers 
15kHz mono audio 
on just one of the 
two digital channels 
of an ISDN circuit. 
You save because 
the transmission 
cost is 
half of 
other 
schemes 
which require both 
channels for broad-
cast quality. 

A split-channel mode 
allows you to trans-
mit two different 
mono programs to 
two separate loca-
tions using just one 

ISDN circuit and 
one Zephyr. In 
stereo, Zephyr offers 
superior fidelity and 

in all modes, 
Zephyr 
is full 
duplex 

for two-way 
transmissions. 

Need to call a site 
that only has Layer II 
or G.722? No prob-
lem! Zephyr is back-
wards compatible 
with all Layer II 
implementations 
such as MUSICAM. 

Have additional 
communications and 
control requirements? 
Zephyr has a 9600 
baud bidirectional 
data channel and 
four end-to-end logic 
closures. 

With Zephyr, you 
are always ready for 
the opening pitch, 
the kickoff, the jump 
ball, the face off.. 
and your listeners. 

2101 Superior Avenue 
Cleveland, Ohio 44114 

216.241.7225 
Fox: 216.241.4103 

e-mail: info@zephyr.com 
http://www.zephyr.com 

I st 
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Tolo, Systems, the Telos logo, Zephyr, and The Best Way To Hear From There are hodemarks of TLS Corporation. All other trademarks are property of their respective holders. 
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Market Watch Section 

Los Angeles 8 
thud!) a radio frequency is left untapped in this $500 million 

market. where stations battle for each ratings point. 

Los Angeles 

Casper, Wyoming 16 
7he smallest Arbitron-rated market, Casper has seen as many changes and 

challenges as markets twice its size— on a smaller scale. 
«UMM. 

NAB Radio Show Preview 

Top 10 Radio Groups 22 
II:bich group owners are generating the most revenue? In which markets 

are they concentrated? What kinds of managers are the top groups looking 
for? These answers and more in our Top 10 List. 

Leeza Gibbons 24 
Though her face is instantly recognizable from her television ventures, this 

'*angel of the airwaves" — and emcee of this year's Marconi Awards — got 
her start in radio. 

Business 35 
In the midst of radio's current buying frenzy, station prices are going 

through the roof Cash flow multiples are not what buying a station is all 
about anymore. 

Leeza Gibbons 

Management Journal 37 
In this month c two-page installment, Vincent Ditingo examines the effects of 

consolidation thus far, and suggests that radio groups would be wise to utilize 
brand marketing, a concept that works for other industries. 

On the Move 40 

Special Feature: Rep Firms 43 
Evegone in the business is feeling the shake-up caused by consolidation, 

even radio rekfirms. 

Format Focus: MR 48 
The hie cycle oj Contemporary Hit Radio is a series of peaks and valleys. 

After several years in the doldrums, CHR is re-emerging with the help of some 
new variations on the old formula. 

Facility Spotlight: Spanish soft AC station KLVE(FM), Los Angeles 54 

"People who have been displaced in our industry or new 
people coming into the business should look at radio sales 

as where the action is." 
— Dan Mason, president, CBS Radio Division See page 22 



11,1id'li-Uil£1,11. 
These are the words that describe 
today's dynamic radio industry. 
And they are changing the way 
you do business. You need a 
traffic and billing system that can 
keep up with your operation—one 
that works today, and that will 
handle whatever changes tomor-
row may bring. 

Premier is that system. CBSI 
designed Premier to handle the 
specific needs of broadcast 
groups of every size. 

Users praise Premier's powerful 
traffic and billing performance in 
successfully managing duopo-
lies and group operations from a 
single location. In fact, one of 
our clients uses Premier to 
produce more than 40 station 
logs for a single day. Premier is 
modular and fully integrated, 
allowing you to operate from a 
single system, and to consoli-
date or separate your business 
functions. And because Premier 
is WindowsTM based, you'll find it 
easy to increase your operation's 
productivity and profits. 

Premier is CBSI's comprehensive 
traffic and billing system designed 
to meet the needs of today's 
dynamic radio industry. Call CBSI 
today and put Premier to work 
for you. 

Custom Business Systems, Inc. 

Straight Talk From The Big Name ln Broadcast Solutions 
P.O. Box 67 • Reedsport, Oregon 97467 
Call 800 547-3930 in the USA and Canada 
Telephone 541 271-3681 • FAX 541 271-5721 
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Digital Courier 
Would Like To 
Poll Your Chain 
1. Does your radio group need to share programming ideas and elements? 

2. Would you like your stations to share voices and talent more efficiently? 

3. Would your group benefit from having centralized sales and accounting? 

4. Do you need to improve communications within your group sales force? 

5. Are you wondering how you are going to pay for all of these changes? 

If you answered yes to any of these questions, you'll 

be interested to learn a little more about Digital Courier. 

DCI is the only two-way digital distribution network 

that allows you to send and receive CD-quality audio in 

as little as one hour. It also eliminates the need for 

traditional couriers and dubs, saving you time and money. 

What does this mean for your radio chain? You can 

centralize all of your sales, production, programming and 

traffic. You can take control of your information flow. 

And your member stations—many of which may already 

be on the DCI network—will be able to communicate 

with head office and each other 24 hours a day. It's like 

having all of your stations under one roof. 

To find out how DCI can provide simple, affordable 

answers to your group communication needs, put down 

your pencil and pick up the phone. Call 1-800-909-7888. 

Digital Courier 
IN 

Digital Courier International, 8618 Commerce Court, Burnaby, B.C., Canada V5A 4N6 Call Toll-Free: 1-800-909-7888 
Circle 119 On Reader Service Card See us at WME Booth # 2235 



arket Watch: Los Angeles 
ier a row of unprecedented dis-
asters, the sun-drenched region 
of Los Angeles seems to be 
shining once again. Sure, 
people still lock in news 

stations KNX(AM) and KFWB(AM) on 
their car radio pre-sets, just in case 
there's another rage of fires, earth-
quakes and riots. But the mood in 1996 
is optimistic. 
Memories don't stretch too far back 

here in radio's No. 2 market, where tra-
dition means driving a '65 Mustang. 
Angelenos seem to feel that the worst is 
over and it's time to party once more in 
this weather-blessed part of the world. 
Hollywood is cool again, and even 
Letterman is thinking of moving out here 
to book more stars on his show. A new 
dance-disco station, "Groove Radio," 
harkens back to the carefree world of 
clubs and dancing in the 1970s. 

Los Angeles is radio rich. Scan 
down the FM dial with an analog 
tuner and there are no sound 
breaks, no frequency is untapped. 
As the nation's No. 1 radio market 
in revenue with estimated earnings 
well over half a billion dollars last 
year, the competition remains fierce 
and the stakes are always high. 
Eighteen area stations bill more 
than $20 million a year in Los 
Angeles, attesting to the tremen-
dous vitality of radio here. 
On a typical weekday afternoon 

between 4 and 5 p.m., nearly three mil-
lion people are on the road in their cars 
— equivalent to the entire population of 
Atlanta. It makes radio a potent commu-
nication tool for advertisers, where not 
surprisingly, the No. 1 spenders are 
automotive companies, followed by 
department stores, network and local 
TV, grocery chains and financial institu-
tions. California's economic recovery has 
quickened the pace of change in radio. 
"There have been more changes in the 

last six months than in the last two 
years," according to media consultant 
Jeff Pollack. "The market leaders are 
very well programmed in L.A. There are 
not a lot of holes in the market when 
you have 90 signals getting in." 
Two significant changes Pollack sees 

are the introduction of Odyssey 
Communications' modern rocker "Y-
107" (KLYY-FM) last fall, and Ken 
Roberts' "Groove Radio" — KACD(FM) 
103.1, Santa Monica, and KBCD(FM) 
103.1, Newport Beach — this summer. 
Y-107, despite a spotty signal, already 
posted a strong showing in the Spring 

'96 Arbitrons with a 1.2 share 12+ after 
six months on the air. (The previous 
sports/talker on the signal, KMAX(FM), 
barely registered on Arbitron radar.) 
"Boutique formats still clip off a bit of 

the ratings," says Pollack. Indeed, Y-107's 
auspicious debut apparently clipped sev-
eral tenths of a point off its "world-
famous" neighbor down the dial at 106.7, 
No. 8-ranked modem rocker KROQ-FM. 
"They mirror us unbelievably," says 

KROQ-FM General Manager Trip Reeb. 
"In the final analysis, all they are is an 
imitation. I wish they weren't there, but 
they are. I have always believed that 
there is a magic in a radio station — that 
we've built over the years. You can play 
the same music and get some listeners, 
but ultimately there is a difference that 
even a casual listener will notice." 
KACD(FM)/KBCD(FM) Owner Ken 

Roberts, who sold KROQ to Infinity in 

Asleep on the job: Kevin 
and Bean on the 

KROQ Morning Show 

1988, introduced the "Groove Radio" 
format after a year-long attempt to break 
into ratings nirvana with a hot AC for-
mat. (A year before that, his station was 
smooth jazz "CD 103.1.") Now with 
urban/CHR whiz Jeff Wyatt in the gener-
al manager's seat, he hopes to make a 
dent in the ratings by exploiting the 
untapped niche of "House Music," 
which is popular in nightclubs. 
One effect of L.A.'s incredibly fractious 

band-bashing is that no station calls the 
shots in any demographic category. This 
has allayed fears of market domination 
since the mega-merger of 
Westinghouse/CBS and Infinity in June. 
Although the operations of the six sta-
tions involved are not likely to be in 
effect until after the first of the year, the 
housing of $142 million of the market's 
advertising revenue and 25 percent of 

by Sandy Wells 

the audience under one corporate roof 
has raised a few eyebrows. Fierce com-
petition seems to mitigate any strong-
arming by the new combination. 
"There are no must-buys in L.A." says 

Southern California Broadcasters 
Association President Gordon Mason. 
"It's difficult because of the population 
of stations." 
Before the merger, Infinity owned two 

highly successful stations: 
alternative/modem rock KROQ-FM and 
oldies KRTH(FM) ("K-Earth"). Now 
joined with the market news leaders — 
KNX(AM) and KFWB(AM) — No. 7-
ranked smooth jazz/NAC KTWV(FM) 
("The Wave") and rock-oldies KCBS-FM 
("Arrow 93"), this broadcasting jugger-
naut is enhanced by its control of 
Westwood One (which sends Howard 
Stern to Greater Media's KLSX(FM) "Real 
Radio") and "Imus in the Morning" to 

Chancellor's KLAC(AM) (which 
takes Westwood's Adult Standard's 
format the rest of the day). 
The fact that 36 percent of the 

12+ population is Hispanic has had 
some L.A. general managers up in 
arms about the way Arbitron con-
ducts its surveys. 
KIIS-FM General Manager Roy 

Laughlin has been an outspoken 
critic of Arbitron for not distin-
guishing between Spanish-speak-
ing Hispanic households and 

Hispanic households where English is 
spoken. 

"L.A. is the embryo of this problem in 
the U.S.," says Laughlin. "It's near the 
border with Mexico, and it has the third-
largest Hispanic population in the world 
behind Mexico City and Barcelona. 
Arbitron will not address the issue, 
because it does not have the answer." 

Last December, Laughlin and 12 other 
L.A. radio station general managers 
signed a letter to Arbitron asking the 
company to respond to their concerns. 
Arbitron is expected to release a prelim-
inary study of the "Spanish-language 
enumeration" issue later this year. 

In one sense it is a sign of L.A's success-
ful "melting pot" that some demographic 
lines have blurred. One writer derisively 
dubbed Los Angeles the "Capital of the 
Third World" in a best-seller published 
earlier in the decade. But L.A.'s diversity 
has created unique responses. 

Emmis' urban/CHR KPWR(FM), 
"Power 106," is the No. 1 English-speak-
ing station with a sound some call 
"Blaxican," referring to its popularity 

Tuned In OCTOBER 1996 11 



Los Angeles 
Radio 

Station Freq. Format 

KLVE(FM) 
KPWR(FM) 
KKBT(FM) 
KFI(AM) 
KRTH(FM) 
KIIS-AM-FM 
KTWV(FM) 
KLAX-FM 
KROQ-FM 
KOST(FM) 

KABC(AM) 
KBIG(FM) 
KYSR(FM) 
KLAC(AM) 
KLOS(FM) 
KCBS-FM 
KFWB(AM) 
KLSX(FM) 
KNX(AM) 
KZLA-FM 
KTNQ(AM) 
KBUE(FM) 

KKGO-AM-FM 
*KXEZ(FM) 
KKHJ(AM) 
KRLA(AM) 
KSCA(FM) 
KWKVV(AM) 
KJLH(FM) 
KLYY-FM 
KACE(FM) 

107 5 Spanish 
105 9 CHR 

923 Urban 
640 Talk 
101 1 Oldies 

1150/102.7 Top 40 
94 7 Smooth Jazz 
979 Ranchera 
106 7 Alternative 
103 5 Soft Hits 
790 News/Talk 
104 3 AC 

987 Hot AC 
570 Nostalgia 
95.5 AOR 
93.1 Classic Rock 

980 News 
97.1 Talk 

1070 News 

93.9 Country 
1020 Spanish 
105.5 Teja lo 

1050i 105.1 Classical 
100.3 Soft AC 
930 Spanish 
1110 Oldies 
101.; AAA 

1330 Spanish 
102.3 Urban 
107.1 Modern Rock 
103.9 R&B Oldies 

Market Overview 

1995 Est 
Rev. in 
$ Mil. 
23.0 
26.0 
21.9 
26.7 
28.6 
292 
16.0 
22.0 
27.2 
24.0 
28 9 
23.8 
20.0 
2.8 

27.0 
20.1 
24.0 
17.0 
24.1 
16.0 
6.0 
3.5 
6.5 
9.2 
5.0 
3.0 

4.0 
3.0 
1.0 

2.3 

• Now KIBB-FM; flipped to rhythmic AC format 

/ Y7A 
PL/BLACATICWS 

Owner 
Arbitron 12-f 
Spring '96 

Heftel Broadcasting Corp 

Emmis Broadcasting Corp. 
Evergreen Media Corp. 
Cox Enterprises 
Infinity Broadcasting Corp. 
Gannett Company Inc. 
CBS Radio Station Group 

Spanish Broadcasting System 
Infinity Broadcasting Corp. 
Cox Enterprises 
ABC Radio 
Bonneville International 
Viacom International 
Chancellor Broadcasting Co. 
ABC Radio 
CBS Radio Station Group 
CBS Radio Station Group 
Greater Media 
CBS Radio Station Group 
Chancellor Broadcasting Cc. 

Heftel Broadcasting Corp. 
Liberman Broadcasting Inc. 
Mt. Wilson Broadcasters 
Viacom International 

Liberman Broadcasting Inc. 
Greater Media 
Golden West Broadcasters 

Lotus Communications Corp. 
Taxi Productions Inc. 
Odyssey Communications Inc. 
Cox Enterprises 

72 

5.4 
5.0 
4.. 
3.8' 
3.6 
3.5 
3.3 
3.3 
3.2 

3.1 
3.0 
2.9 
2.7 
2.7 
2.4 
2.2 
2.1' 
2.1 
2.0 
1.8 
1.6 
1.6, 
1. 
1 
1.4 
1.4 
1.2 
1.1 
1.2 
1.0 

Stations are ranked in order of Arbitron Spring 1996 12+ ratings. 
Information provided by BIA Publications Inc. through its 
MasterAccess Radio Analyzer Database software. 

among African-Americans and Latinos. 
Evergreen's urban-formatted KKBT(FM), 
"The Beat," boasts "no color lines" as it 
appeals to the city's diverse population. 

Oldies icon Art Laboe, whose "Oldies 
but Goodies" collections have been 
stocked in record store bins for decades, 
has attracted a large, heavily teen Latino 

audience on his Sunday night "Killer 
Oldies Show" on Greater Media-owned 
oldies station KRLA(AM). 
Another oldies "legend," Dick "Huggy 

Boy" Hugg, has given dominant "K-Earth" 
(KRTH) a run for the ratings in his 
evening time slot. The "soulful" blend of 
oldies, first implemented by former PD 

\\\ 
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Charlotte, NC • (704) 948-9800 • Gaithersburg, MD 

Mike Wagner, is now going another step 
further. In July, Greater Media hired Laboe 
to bring the rest of the station up to par. 
Laboe calls his new format "Mix 11, 
Oldies and More." 
L.A.-Orange County demographics 

have always stymied country station 
KZLA-FM, which abandoned its slick 
young country sound in favor of an old-
er-skewing sound crafted by John 
Sebastian, who joined the Chancellor-
owned outlet earlier this year. Known 
for his innovative approach to solving 
programming puzzles, Sebastian added 
country rock cuts to the mix and toned 
down the DJs. AOR jock Bob Coburn 
now holds down the afternoon drive 
shift, and top 40/oldies Humble Harve 
has a regular weekend gig, giving the 
station more of a big city flavor. Still, 
fine tuning aside, the station held steady 
with a 2.0 share in the Spring '96 
Arbitrons (country KFRG(FM) in neigh-
boring Riverside-San Bernardino is a 
strong No. 1). 
KZLA sister station KLAC(AM), on the 

other hand, has been a bit of an anomaly 
in the market. Under Shamrock's tute-
lage, the 5 kW nostalgia outlet was treat-
ed with determined neglect and still out-
performed its country cousin, scoring a 
2.9 12+ vs. the FM's 2.0 in the Winter '96 
book. The upper demos delivered by its 
musical diet of Patti Page and Sinatra 
keep many advertisers at arm's length, 
however, billing a modest $2.8 million 
against KZLA's $16 million. 
A year ago, news powerhouse 

KNX(AM) was hitting the low threes in 
this 0.1 trial-obsessed market with its 
gavel-to-gavel coverage of the trial. A 
recent trend, however, showed the 50 
kW clear channel skidding into the 
upper ones. Rival KFWB(AM), with 5 
kW, has kept the two engaged in a per-
petual tussle for decades. Both stations 
billed about $24 million in 1995, 
prompting independent owner of classi-
cal KKGO-FM, Saul Levine, to replace 
the "K-Joy" adult standards format on 
his two AM outlets (1260 and 540) in 
favor of "K-News." His AP Network affil-
iated all-news stations were up and run-
ning last fall, but have yet to make sig-
nificant inroads against the two leaders. 
KABC(AM), which has led the market 

since the 1970s in ratings and earnings, 
gave way to "more stimulating" talker 
KFRAM) earlier in the decade. The latest 
ratings showed KFI's afternoon hosts 
John Kobylt and Ken Champiou chal-
lenged by KABC's "Sage of South 
Central," conservative African-American 
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FREE 
STOCK 
TIP 

Invest in your business news. Call Nasdaq's Stockline for 
free, ready-to-air stock market reports. Get the latest numbers on 

the markets and the day's economic and consumer news. 

Call 1-800-536-0837 

It's updated on the hour and it's absolutely free. If you want, sell 
the report to a local sponsor. So, give it a listen. Then give us a call 

to let us know what you think. 
Contact Tucker, Chuck, or Debbie at 1-800-777-6273 
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Los Angeles 
Financial Snapshot 

Marke: Rank: 2 
RevenuE Rank: 1 
Number of FMs: 3E 
Number cf AMs: 27 

Revenue 1992: $424 mil. 
Revenue 1993: $443.7 mil. 
Revenue 1994: $482.4 m I. 
Revenue 1995: $11.6 mil. 
Revenue 1996: $38.2 mil. e 

Revenue Growth 
'88-'94: 3.9% 
'95299: 5.2% 

Local Revenue: 72% 
National Revenue: 28% 

1993 Population: 11,815,000 
Per Capita Income: $17,640 

Median Income: $42,71 
Average Household 

Income: $53,7E66 

PILAW/CATICWS 
Source: 

Larry Elder. Bill Handel's 
morning scream-fest over-
rides KABC's milder Ken and 
Barkley, while Howard Stem 
earns huge 25-54 numbers 
on "Real Radio" KLSX(FM). 
KABC's sister AM, talk-for-

matted KMPC, is still strug-
gling to gain a toe-hold. Some 
observers speculate that if par-
ent company Disney/ABC/Cap 
Cities were to purchase 
Chancellor, as is rumored, 
then KMPC might be sold off 
or converted to sports/talk. 
Many still refer to KLSX-FM as "clas-

sics" a year after it hired 0.1 Simpson 
trial celebrity Kato Kaelin to lead the 
charge into a talk format tailored for 
young listeners habitually glued to the 
FM band. The former classic rock 
station had been hard-pressed 
to find its audience after the 
overpowering Stem signed off. 
A year later, the post-Howard drop-
off still plagues the station, despite the 
energetic efforts of "The Regular Guys" 
— Eric Haessler and Larry Wachs — Jim 
Daniels, and afternoon drive and former 
"Loveline" co-host Riki Rachtman. 

KIIS-FM crew attempts to 

launch a human cannonball. 

Greater Media recently brought 
Program Director Jay Clark in from 
Orlando, Fla., where he successfully led 
"Real Radio" on WTKS-FM. "I see no 
reason why we can't do (for KLSX) what 
we did in Orlando, where we were No. 

2 in 25-54 and No. 1 with men," 
Clark says. "Advertisers are mak-
ing out like bandits now. It takes 
Arbitron a while to catch up with 

the streets. We are extremely strong 
with 25-34 and generally strong with 
18-44. If you're over 44, you're not 
going to get it." 

Pollack is looking to see how the 

Thank You, Everyone... 
...for helping make the 1996 NAB Show one of the 

most successful in Inovonics' 20 years of participation. 

Our 1940s photomural brought a bit of nostalgia to 
those who could recall the earlier, less complicated days 

of radio. We now offer poster-size prints of this 
historic scene free for the asking! To get yours, 
simply write or contact us 'electronically.' 

C) 1 1 ! NI\1.0. V.ROci MI TC.S. 1305 Fair Ave., Santa Cruz, CA 95060 • Tel: (408)458-0552, FAX: (408)458-0554 
E-Mail: inovonics@aol.com • Website: http://www.inovon.com 
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revamped KIIS-FM will affect the other 
music stations in the market. Gannett's CHR 
earned close to $30 million last year, enough 
to jiistify morning star Rick Dees' hefty com-
pensation, reputed to be more than $3 
million a year. In June, Program Director 
John Cook joined the station from sister 
CHR KISS-FM in Dallas. Cook changed 
the entire lineup following Dees. CHR 
veteran Billy Burke is now in middays, 
and "Magic" Matt Alan returns to after-
noon drive. Alan, a ratings champ for the 
station from 1989-91, faces formidable 
competition, ranging from KROQ's Jed 
the Fish to KPWR's Big Boy and urban 
KKI3T's Theo. 
Spanish AC KLVE(FM) has consistently 
earned high numbers since it traded 
places with Ranchera KLAX-FM in 1995 
for L.A,'s top 
spot. Yet 
even here, 
fragmenta-
tion is 
threatened 
1)y the 
recent entry 
uf KRTO-
FM. The 
CHR-styled 
Spanish pop 
station serves up a diet ut Latin alterna-
tive rock mixed with occasional "Anglo 
hits by artists such as Madonna. 
Disney/ABC/Cap Cities' active 

rock KLOS(FM) is returning to 
the AOR-style basics. Its 
aggressive, uptempo presenta-
tion of new, hard metallic rock 
has been tapered back a bit. The 
station recently rehired AOR stal-
wart "Uncle Joe" Benson to hold sway 
on Sunday nights after a 19-month gig at 

KLSX (which still pro-
grams modern rock on 
the weekends). In the 
morning, Mark and 
Brian, who were hit 
badly by Stern's hurri-
cane-like entry into the 
market a few years ago, 
seem to be holding 
their own and have 
even added music to 
their morning rough-
housing. 

Triple A station 
KSCA(FM) has yet to hit its stride after 
two years. The Spring '96 book only 
nudged it up a bit to 1.4 12+, and Music 
Director/Midday Host Merilee Kelly 
gave her notice in August. Alternative 

KROQ is now modern 
rock and still leads the 
pack. Classic rock KCBS 
recently repositioned 
itself as "all rock 'n' roll 
classics," but still favors 
hit singles over album 
cuts. Generally, there 
seem to be some ner-
vous moves towards cap-
turing rock radio's elusive 
mainstream center. 

Complicating things has been the 
Inove of hot AC ICYSR(FM) ("Star 98.7") 

to create the Los Angeles version 
of "alternative AC," a format that 
Pollack expects to catch on 
from coast to coast. 

hows mr Lee 
I. Ws Seer Wm 

Sere IMO Um 

Prepared 

Ealwidli%e 

for lined in 

"The modern or alternative AC 
sound will be in all the top 50 
markets within the year," Pollack 

says, adding that "Star 98.7 has 
impacted all the ACs in (Los Angeles) 

and, indirectly, some rock stations." 

Generally, Pollack also predicts a 
strong year for rhythmic CHR and dance 
stations, perhaps including KYSR's sister 
station, IOCEZ(FM), which flipped from 
soft AC to rhythmic AC at the end of 
August, changing its calls to KIBB ("B-
100.3"). The market will continue to 
fragment, Pollack says, and boutique 
formats will pare the edges off the mar-
ket leaders. Dominant mainstream ACs, 
such as Cox Broadcasting's KOST(FM) 
and Bonneville's KBIG(FM), may 
become vulnerable in this environment. 
Los Angeles has always been the first 

to confidently embrace all the contradic-
tions and absurdities of America's tech-
nology-driven culture. People may 
laugh at its superficiality and reputation 
for taking life to seemingly mindless 
extremes, but for those who dare to 
face its blinding brilliance and revel in 
its vibrant pop scene, the city will 
remain the ultimate litmus test for any-
body's idea of what showbiz is, includ-
ing, of course, radio. 

Sandy Wells is the editiorial coordinator 
for Los Angeles Radio Guide, where he 
writes about the Los Angeles radio scene. 

HEW It 
ALTER 

N.tre 

Radio One Networks' 24-hour adult alternative music format with 
TRUE LOCALIZATION! Every hour of every day we update 
your local weather, promotions, liners and more! 800-746-2141. 

ETWORKs 

Circle 87 on Reader Service Card 
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n the center of Wyoming, nes-
tled in the North Platte River 
Valley, lies Casper, the largest 
city in the state. Although not a 
metropolis like New York or 
Los Angeles, Casper is the hub 
of industry, commerce and 
international trade in Wyoming. 

Home to the pronghorn antelope and 
cowboy legends, Casper is also the 
country's smallest, Arbitron-rated market 
— No. 262. You would think that a mar-

quf-agen. 
Actua per has seen as many 
changes an challenges as a medium-
size market might encounter, only on a 
smaller scale. The most notable chal-
lenges facing Casper radio stations have 
included surviving a period of economic 
• and downs and learning how to 
y 'up the ratinw pie am mg new 

signals entering the market. 
"Our economy was very oil- and miner-

al-based," says Bill Hart, general manager 
of hot AC KTRS(FM). "When that boom 
busted, we had a mass migration pf peo-
ple and that really hurt the market." 
According to Hart, in 1981, Casper was 

the richest radio market in America per 
capita. Two years later, it was fourth 
from the bottom. Slowly, steadily, the 
market is bouncing back. 
Casper is now ranked 249th in terms 
r ue with seven commercial sig-

nals s e metro population of 
55,000 fieoPle. 
Over the past six years, the market has 

seen a lot of format changes and gener-
al tinkering. In 1989, the market leader 
was CHR station KISS with a 18.9 share 
12+. Its closest competitor was more 
than .37 shares away. Since then, a 

classic rocker, another hot AC and a 
country station have signed on to help 
pull KTRS down to its current 9.9 share, 
good for fourth place. 
"We had been CHR since I put the sta-

tion on the air in 1981," Hart says. "In 
1994, we thought we would soften it up a 
bit to go after the growing older popula-
tion. It's obvious that wasn't the way to go. 
We need to go back to the CHR we were." 

Hart is in the process of building a 
new morning team. His popular Rick & 
Susan morning show was iust dissolved 
last month. New 
Butcher now han 'The e Morning. 
duties, with Devon Wood in middays 
and Dave Cannon in the afternoon. 
From 6 p.m. to 6 a.m., the station usc..s 
the services of Jones Satellite Networks. 
"Adult Choice FM. 

continued on page 19 
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Now there's a cost effective way to insure your 

station against on-air profanities. The new 

Symetrix 610 Broadcast Delay allows talk 

show hosts to "dump" 
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stereo delay features a selectable build-back 

time and a two-stage dump option that allow 

you to set dump and catch-up rates to match 

the speed and intensity of your show. There's 

even a "Cough" button for short duration dumps 
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TELLING IT LIKE IT IS 
...about DADpRo, the Digital Audio Delivery system that's ideal 

for both Production and On-Air, whether Live Assist or 
Automated, small market or large 

lione 
DA D 

"In our pre-purchase 
research, we found 
that the most common 
compliment paid to 
competitive units was 
that their technical 
support staffs were 
always there when the 
system crashed. When 
we talked with DAD 
users, they hardly knew 
anyone at ENCO since 
their systems had never 
gone down. That's the 
kind of compliment I 
was looking for! 
DAD's segue editor 
feature revolutionizes 
automation. We 
pre-program the 
entire station, then 
the talent previews and 
customizes their breaks 
to give us a totally live 
feel. Plus, we simulcast 
both stations and 
DAD lets us easily 
set up separate spot 
schedules. It's major 
market ready, and built 
like it." 

Philip Urso, GM 
WDGE/WDGF, 
Providence, RI 

"We've had five DAD 
workstations in action 
for over a year, and I 
really don't know how 
we could get along 
without the system. It 
allows all three of our 
stations to present a 
consistent on-air sound 
and frees the talent to 
concentrate more on 
communicating with the 
audience. We're still 
finding new and 
innovative ways of using 
the system a year later. 
In my opinion, if you're 
planning on automation, 
you can't do it RIGHT 
without ENCO!" 

Chris Andree, Asst. PD 
WWWWYMJ/WCMB, 
Harrisburg, PA 

"We're a news 
programming provider 
and deal with a large 
number of actualities 
every day, so speed in 
production and getting 
it down the line are 
paramount. DAD 
allows us to bring 
information in, and 
seconds later it's ready 
to go. The greatest 
feature is the ease of 
editing and file transfer 
between our four 
workstations. On-air 
is a breeze." 

Dane Wilt 
Radio News Company, 
Las Vegas, NV 

"Way cool. The 
greatest thing about 
DAD is that it acts 
and thinks like a cart 
machine and doesn't 
intimidate the talent. 
We use touchscreens, 
and the learning curve 
is about 2-1/2 hours 
before they're up 
and running. From an 
engineer's standpoint, 
it's great because DAD 
uses off-the-shelf 
hardware, so mainte-
nance is a snap." 

J.R. Rogers, Asst. CE 
KSON/KIFM, 
San Diego, CA 

"The DAD system was 
on the cutting edge of 
systems we looked at, 
and there was some 
initial reluctance to 
enter the digital arena. 
After having the system 
in-house for a month, 
the entire production 
and on-air staff felt like 
they could never do 
without it again. Now 
our news staff has a 
system of their own, 
and we're getting a 
third system for our 
sister TV station." 

Chuck Whitaker, PD 
WSBT, South Bend, IN 

Call your DAD dealer or ENCO 
for complete information. 

ENCO 
SYSTEMS, INC. 

ENCO America, 24555 Hallwood Court, 

Farmington Hills, MI 48335 USA 
Tel: 800-ENCOSYS (362-6797); 810-476-5711; Fax: 810-476-5712 

Web Site: http://www.enco.com 
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Ø continued from page 16 

KTRS had some direct competition in 
this last ratings period from KMGW(FM), 
owned by Clear Channel Radio (not to 
be confused with the larger Clear 
Channel Communications). Just a year 
ago, KMGW was programming a AAA 
format from Radio One in Denver, and 
just a year before that, the station was a 
soft AC. Last year, the station switched 
to ABC's "Star Station" format under the 
moniker "Star 94.5: The Best of the '70s 
'80s and '90s." 

Kick 
Even with this competition, 

KTRS was 
in the 12+ 
tied KTRS 

able to hold onto its lead 
demographic, but KMGW 
in the important 25-54 cate-

gory with a 7.1 Probably even more 
surprising is that KTRS and KMGW both 
share nearly 50 percent of their respec-
tive audiences with Mt. Rushmore 
Broadcasting's classic rock KASS(FM). 
KASS debuted its classic rock format in 

Jan. 1995. General Manager Tim 
Swanson says the original moniker for 
the4tation was "Kick Ass 107." 
H ever, after three weeks of 
client complaints, the offen-
sive word was removed. 

'Wyoming's 'Radio Station 

MD 1030 KTWO RADIO 

The station morning-drive 

STAR 94 is,4117 e al;nw, wa n"Big udDeadDdo) 
KIAOW 94.5 Fit 

taking over from noon to 3 
p.m. The station then goes back 
to its ABC/SMN Classic Rock 

programming from 3-4:30 p.m. Local 

Station 

Casper 
Radio Market Overview 

Freq. Format 

KOLT(FM) 103.7 
KASS(FM) 106.9 
KTWO(AM) 1030 
KTRS(FM) 95.5 
KVOC(AM) 1230 
KMGW(FM) 94.5 
KUYO(AM) 830 

1995 Est. 
Rev. in 
$ Mil. 

Country 8.0 
Classic Rock 7.0 
Country 5.0 

7.0 
3.5 
1.0 

AC 
Country 
Mix AC 
Christian Cntry — 

Owner 
Arbitron 12+ 

Spring '96 

Mt. Rushmore Bdcstg Inc. 24.7 
Mt. Rushmore Bdcstg Inc. 23.5 
Clear Channel Radio 13.6 
Hart Mountain Media 9.9 

8.6 KVOC Inc. 
Clear Channel Radio 
North Valley Enterprises 

7 

-v--7/\ Stations are ranked in order of Arbitron Spring 1996 12 ratin 
pligi/d,l4rjWyys Information provided by BIA Publications Inc. through it 
7 )7_77 \ MasterAccess Radio Analyzer Database software. 

programming continues when Amy 
Paine takes over for "Amy's Office Party" 
and "Drive Time Classics" until 7 p.m. 
Kick 107 saves its heavier rock and roll 
for the nighttime hours when Rude Dog 
returns to the air from 7-9 p.m. for "The 
Overdrive Show." 

Swanson alsv oversees country 
KOLT(FM), giving him the only FM/FM 

combo and the 
highest ratings 
in the market. 

Combined, both KASS and KQLT have a 
48.2 share of the market 12+, a 69.3 
share 18-34 and a 58.5 share 25-54. 
Hart Media (owner of KTRS) is expect-

ed to debut "Coyote Country" at 104.7 
FM any day, but until then, KQLT ("Colt 
Country 103.7") is the only full-time 
country music station in the market, 
although other stations do play some 
country music. 
KVOC(AM) plays country music but 

stops for three hours, beginning at 10 
a.m., to make room for the Rush 
Limbaugh show. KUYO(AM) plays only 
Christian country music. 
The 50 kW clear-channel powerhouse 

KTWO(AM) has been a full-service 
country station for a while now. While 
KTWO is now best known as being the 
home to local news and a lot of sports 
teams, General Manager Bob Price, who 
also runs KMGW, says it wasn't always 
that way. 

"This was the first radio station in 
Wyoming back in 1930 with the call let-
ters KDFN," Price says. "The calls stood 

Broadcast CD music and programming is our only business! 

Timely weekly hits, highly researched CD libraries and proven 

format services make radio less risky and more profitable. 

Top Hits USA: $16.95/week or $49.95/month. 

Call for rates on CD Music libraries & Format Services. 

rpm RADIO 50 State: PROGRAMMING AND 
MANAGEMENT, INC. 

Fax 

Circle 95 on Reader Service Card 
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raising money for the local chapter of 
the YMCA. 

for 'Casper's Darn Funny Noise,' and the 
most popular show on was at noon with 
the local county Sheriff. He would read 
the county's top 10 most wanted list." 
Nowadays, KTWO is the flagship station 
for the Wyoming Radio Network and 
has had exclusive rights to the 
University of Wyoming football and bas-
ketball games for the past 10 years. 

Promotions 
In a market where there is only one 

ratings book per year, the role of station 
promotions is magnified. In most small 
markets, the promotional budget and 
ideas are reserved for the 12 survey 
weeks only, but some Casper stations 
promote year-round. 
Both Price and Swanson use television 

advertising for their stations year-round. 
In fact, Swanson recently signed on the 
local NBC affiliate to do three-minute 
newscasts for both KQLT and KASS dur-
ing mornings, middays and afternoons. 
With another television station. 
Swanson has a promotion tied into 
its airing of "Seinfeld" each da‘. 
KQLT and KASS also have lis-

tener cards into which they tie a 
lot of their contesting. Listeners can 
pick up a free card from different loca-
tions and just have to listen for their num-
ber to be called on the air to win. The 
card is also good for discounts at local 
businesses that advertise with the stations. 
"The card gives us a tangible item 

that's always with them," Swanson says. 
"Always having that logo in front of the 
listener is very important." 
Swanson says he also believes in print 

advertising. "It's nice to do the giveaways, 
as all the stations do, but I think it's impor-
tant to reinforce the promotion with print 
advertising showing all the winners," he 
says. When it's all said and done, people 
really like seeing the winners, how many 
people actually won and who they were." 

Price says all of his promotions have 
to be based on community involvement, 
whether it's a sales or a station promo-
tion. KMGW and KTWO recently raised 
more than $12,000 for a Casper high 
school with its "Million Dollar Hole-in-
One" contest. KTRS has found tremen-
dous success in bringing the city its 
annual Fourth of July fireworks celebra-
tion with more than 15,000 people in 
attendance this year. It has also been a 
big sponsor of the annual Great River 
Raft Race, which is now in its 16th year, 

Some kind of edge 
Selling radio in a market the size of 

Casper isn't easy.With only $3.4 million 
radio dollars available in 1996, you have 
to have some kind f edge in order to 
hold your own. liach 
station seems to ha 
own edge in Ca 
because even th 
the Arbitron ratings 
ly distinguish/sepa 
revenues do not. 
According to BIA Publications, market 

leaders KASS and KQLT billed $700,000 
and $800,000, respectively, in 1995 
while the third- and fourth-ranked sta-
tions, KTWO and KTRS, still billed 
$500,000 and $700,000, respectively. 
Obviously, the edge that KQLT and 
S have is ratings success. Price says 
success with KTWO is simply results. 
"The other stations still have sales-

people writing copy," 
Price claims. "I employ a 
full-time continuity direc-

COUNTRY 103.7 tor who writes all spots 
Casper's a3 to produce the best results 
for our clients." 
"The thing that's unfortunate in a small 

market like this," says Hart, "is when you 
get your national buys, they go to their 
computers and look at Casper and here 
are these 12 weeks that determine the 
fate of the station for 52 weeks." 
Dealing with those 12 weeks has 

become difficult since Arbitron changed 
the market from a standard book to a 
smaller, condensed book, meaning less 
diaries are sent out into the market. 
Due to the change in books and oth-

er disagreements that Price has with 
Arbitron's methodology, Price has not 
subscribed to the past few books. 

Instead, he has relied on overnight 
coincidentals compiled by TRS out of 
Tempe, Ariz. TRS places 600 to 700 
phone calls over a three-day period, in 
different dayparts, to homes in the area. 
Price says he does this several times a 
year to "trend" his own 
stations. 
Although not a promotion, public ser-
vice time enables Price's station to 
both serve the community and increase 
listenership. If a group or an organiza-
tion wants public service time on the 
station, they have to come into the 

station and record it themselves. 
"Sally comes and records her message, 

then goes home and tells her husband 
Jim that she'll be on the air for the next 
week and a half," explains Price. "Jim 
may not care for us all that much, but 
he turns us on to hear Sally. Then Sally 
tells halister, an so on. Then by the 

end of the year, your 
cu goes up just based 
on a service you're 
do' 

ALL ROCK ROLL HITS 

eee AP? 
KASS-FM KAUPER'l #1 

its 
per 
gh 
al-
e the stations, the 

says the challenges 
are what brought Jim back to Casper in 
1981 and that's hat will keep him 
there. He also says the fact that there is 
no outside, major-market penetration 
into Casper makes each station work 
hard to sound its best. 
Swanson says that even with all the 

radio competition, "It's a real hometown 
atmosphere — very laid back and 
always enjoyable." 

Brian Holmes currently is the evening 
air personality for oldies WSRZ-FM and 
OM of all-news WSPB(AM) in Sarasota, 
Fla. He's also a radio columnist for 
music Forum Magazine in Tampa. 

Casper Financial Snapshot 

Market Rank: 262 
Revenue Rank: 249 
Number of FMs: 4 
Number of AMs: 3 

Revenue 1992: $2.4 mil. 
Revenue 1993: $2.9 mil. 
Revenue 1994: $2.9 mil. 
Revenue 1995: $3.2 mil. 
Revenue 1996: $3.4 mil. (est.) 

Revenue Growth 
'88-'93: 7.7% 
'94-'98: 5.7% 

Local Revenue: 90% 
National Revenue: 10% 

1993 Population: 64,300 
Per Capita Income: $16,984 

Median Income: $36,574 
Average Household 

Income: $42,995 

Source: / y--7A 
PUBZ/C:4770/VS 

20 OCTOBER 1 996 Tuned In 



FM AIR CHAIN 

all star c PRODUCTS OP 

250 Programmable 5-band Processor 
Gated AGC, 5-band Compression and EQ. split-spectrum Limiting 
all with colorless gain control. Manually pre-program 4 processing 
presets or place entirely under RS-232 remote control. 

255 "Spectral Loading" Processor 
Triband-PWM Stereo Processor for contemporary music formats. 
Includes gated AGC and 3-band Compressor/Limiter. Our unique 
"Spectral Loading" feature gives a very aggressive sound. 

260 Multifunction "Utility" Processor 
This simple stereo AGC/Co in pressor/ Limiter is ideal for budget-FMs, 
uplinks, TV-aural and many other station chores. Split-spectrum 
processing utilizes PWM dynamic control. 

«se 

708 Digital-Synthesis FM Stereo Generator 
A basic Stereo-Gen with outstanding specifications. Built-in, adjustable 
Composite Processing, RDS/SCA combining, and accurate front-panel 
metering for easy setup. 

716 "DAVID-II" FM Processor/ Stereo-Gen 
A gated-AGC / Compressor/ Lim iter, plus clean digital synthesis of the 
multiplex baseband signal. This second-generation design features PWM 
gain control, an adjustable Composite Processor and RDS/SCA combining. 
A fantastic performer! 

630 FM "Relay" Receiver 
A tunable, single-channel re-broadcast receiver for FM translator service 
and similar, critical off-air pickups. Features both composite multiplex 
and left/right audio outputs. IF bandwidth, auto-mute and auto-blend 
functions may be remotely selected; alarm outputs for loss of carrier and 
loss of program audio. 

Call today for complete technical information on these items, plus our line of 
AM, Radio-Data and Measurement products. 

Inovonics, Inc_ 
1305 Fair Avenue E 408 458 0552 AX 408 458-0554 
Santa Cruz CA 95060 U S A E Ma novon cs@aol corn 
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T
his month the annual NAB Radio 
Show packs up its bags and trav-
els to Los Angeles. Running Oct. 
9-12, the Radio Show again joins 

forces with three other conferences - 
those of SSE, RTNDA and SMPTE - 
for World Media Expo '96. 
The show kicks off with the Radio 

Opening Reception at the Biltmore 
Hotel on Wednesday, Oct 9. 
A hot topic at this year's show will be the 

Internet and radio's ventures into cyber-
space. NAB has scheduled both a beginner's 
course ("Internet 101") and a session for 
radio stations already on-line 
("Congratulations! You've Got a Website. 
Now What?"). 
As perhaps predicted, several of the show's 

sessions will focus on deregulation, the sub-
sequent manic buying-selling-swapping 
spree and how the new radio landscape 
affects the people and companies caught 
up in the whirlwind. These sessions include 
"Restructuring the Merger-Mania Sales 
Team,"Taking Full and Lawful Advantage of 
the Revised Radio Ownership Rdles" and 
"The Future of Radio Ownership: Is There a 
Place for the Private Broadcaster?' 

The session that has sparked the most talk is 
"Group Heads Meeting the Challenge of 
Change,"a gathering of six of the most power-
ful people in the industry. Moderated by Bill 
Clark, former Chairman/CEO of Shamrock 
Broadcasting, this session features panelists 
Bob Callahan, ABC Radio; Steve Dodge, 
American Radio Systems Corp.; Scott Ginsburg 
Evergreen Media Corp.; Dan Mason, CBS 
Radio Station Group; Mark Mays, Clear 
Channel Communications; and Randy 
Michaels, Jacor Broadcasting Corp. 
These group heads will talk about the 

future of radio and field questions from 
members of the audience. NAB intentionally 
scheduled this session to be the only radio 
session running in its timeslot on Thursday, 
Oct. 10. 
Just to get an idea of how much money 

and how many stations will be represented 
onstage by these group heads, we have 
assembled a Top 10 List - the 10 largest 
radio groups in the country based on rev-
enue - beginning on this page. Combined, 
these stations amassed approximately 
$3,190,800,000 out of the total $10.5 bil-
lion for all radio stations in 1995, according 
to B1A - that's 30 percent of ail radio rev-
enues for the year. Whew! 

On the last night of the show, stick around 
for the NAB Marconi Radio Awards Dinner 
and Show at the Westin Bonaventure Hotel. 
Leeza Gibbons (see profile on page 24) will 
host this ceremony recognizing the best per-
sonalities and stations in radio. 

-"Publigb to 
Groups are ranked in order of 1995 revenues. This list assumes that pending deals 

CBS/Infinity) will be completed as planned. Source: BIA Publications 

IRÁDIO Note: The following numbers were accurate at press time. However with the face of 
the industry changing so rapidly. this information may already be outdated when it 
reaches you. 

• Q: In this era of radio mega-companies, 
. • where will the jobs be? 

A: "People who have been displaced in our 
industry or new people coming into the 
business should look at radio sales as where 
the action is. Currently at CBS, there are at 
least 100 radio sales positions open across 
the company. The supply of radio salespeo-
ple is very low for the demand. 
"If I were at a major university now and 

teaching broadcasting students, I would do 
everything I could to discourage them from 
standing in those long lines for programming 
jobs and encourage them to seek the opportu-
nity that a radio sales career could provide." 

-Dan Mason 

83 stations in 17 markets 
with estimated revenues of 

$973.5 million 

CBS Radio Division 
Dan Mason, President 
51 W. 52nd St. 
New York, NY 10019 

212-975-4321 
212-975-9886 (fax) 

Mrkt 
Rank Market Name 

Station Market % Share Local Avg. 
Revenues Revenues Market Comm. Power 

#FMs #AMs in $ Mil. In SAUL Revenues Share Ratio 

1 New York 
2 Los Angeles 
3 Chicago 
4 San Francisco 
5 Philadelphia 
6 Detroit 
7 Dallas-Ft. Worth 
8 Washington 
9 Houston-Galveston 
10 Boston 
12 Atlanta 
16 Minneapolis-St. Paul 
17 St. Louis 
18 Baltimore 
19 Pittsburgh 
21 Tampa-St.Petersburg-

Clearwater 
30 San Jose, Calif. 

Totals 

3 4 168.0 461.0 36.4% 22.3 1.63 
4 2 140.0 511.6 27.4% 21.0 1.30 
6 4 121.6 328.3 37.0% 32.4 1.14 
4 3 42.35 212.8 19.9% 16.5 1.21 
3 3 86.8 194.1 44.7% 92.2 1.44 
4 2 53.3 170.0 76.1% 56.9 1.34 
8 3 90.0 203.0 44.3% 39.1 1.13 
3 1 43.8 201.7 21.7% 18.0 1.21 
2 3 32.5 188.1 17.3% 13.3 1.30 
5 1 72.6 179.1 40.5% 33.7 1.20 
2 1 30.5 168.8 18.1% 20.4 0.89 
1 1 26.2 107.5 24.4% 22.0 1.11 
1 1 21.0 89.3 23.5% 19.2 1.22 
2 2 14.9 80.7 18.5% 20.8 0.89 
0 1 11.8 76.6 33.9% 35.9 0.94 
1 1 12.9 82.1 15.5% 10.5 1.47 

1 0 5.25 39.1 13.4% 10.8 1.24 
50 33 973.5 3,295.1 29.5% 1.22 

Evergreen Media Corp. 
Scott Ginsburg, Chairman/CEO 
433 E. Las Colinas Blvd., #1130 
Irving, TX 75039-5002 

214-869-9020 
214-869-3671 (fax) 

41 stations in 12 markets 
with estimated revenues of 

$338.5 million 

Mrkt 
Rank Market Name #FMs 

1 New York 
2 Los Angeles 
3 Chicago 

1 
1 
6 

#AMs 

o 
0 
2 

Station 
Revenues 
in $ 

12.50 
21.9 
74.3 

Market 
Revenues 
in $Mil. 

461.0 
511.6 
328.3 

% Share 
Market 

Revenues 

4.3% 
22.6% 

Local 
Comm. 
Share 

2.6 
4.5 

21.4 

Avg. 
Power 
Ratio 

1 1) 4 

,)5 

I 00 
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MUSICAM USA 
Formerly CCS Audio Products 

Now with Layer MI there's one 
more reason to love CDQPrima . 
When you need to send audio, CDQPrima gives you three or four times the 

features of any digital audio codec on the market. 

NOW CDQPrima adds the Layer III algorithm to give you increased 
compatibility and 15 kHz response on a single ISDN B channel. 

NOW your new CDQPrima is compatible with more codecs in more 
locations than any other codec, with CCS MUSICAM®, Layer III and G.722. 

NOW because of CDQPrima's incredible 92 dB dynamic range and ultra-low 
distortion, Layer III NEVER SOUNDED BETTER. 

AND, because CDQPrima works at all bit rates up to 384 kb/s in MUSICAM and 320 
kb/s Layer Ill, you can produce contribution quality audio feeds. 

PLUS you get all the terrific features that only CDQPrima offers: 

:Iet Programmable functions to do automatically what other codecs make you do 
yourself: dial-on-audio/hang-up-on-silence, and more 

:* 18-bit AID and DIA converters for the best audio quality 

e" AES/EBU with automatic rate adaptation is standard in all but the 
budget Model 110 

e Gold-plated Neutrik® XLR connectors to preserve maximum 
signal-to-noise ratio 

SMPTE Timecode, stereo audio, two ancillary data streams and up to 
eight contact closures in only 128 kb/s 

:e Downloadable software directly over ISDN—no need to take CDQPrima 
out of the rack for software upgrades 

Sophisticated but simple Speed Dial stores not only 256 addresses but all con-
figurations for fast, easy connection. You never need to change sampling or bit 
rates—just dial! 

Send audio to up to six locations with no additional hardware 

ISDN1.52 IMUX BONDING puts CDQPrima ahead of the industry curve for 
error-free connectivity 

What's Not To Love? 
Call us today and we'll help you select the CDQPrima that's just right 

for you. 

670 N. Beers St., Bldg. 4 
Holmdel, NJ 07733 USA 

Tel: 908/739-5600 
Fax: 908/739-1818 
Fax On Demand: 908/935-2777 

Internet: http://www.musicamusa.com 
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Leeza more of a televisi n star, s 
the most popular pe onaliti 
today. 

Syndicated by Premi re Radi 
her "Entertainment To ight on 
and "Blockbuster's Top 
heard on more than 130 

"I just love radio. I 
Leeza says in the warm 
such a joy to listen to. 
appreciation for the in 
appeals to me. I love 
have an idea in the m 
air) in the afternoon 
feedback." 
Leeza worked in radi 

exposure on TV, starting 
ate WLTR while attendi 
South Carolina School o 

"I was known as the Ai 
Leeza adds, obviously 
moniker. "I had my re 
breathy voice." 
She signed the station 

riding her bicycle from 
dio. But like many peo 
that shift, Leeza quickly 
she 'would oversleep. 
camp out on the sofa in 

Teenybopper and the ra 
Leeza was bitten by tI 

early in life. Growing u 
to the radio; her favorit 
in Columbia, S.C., whi 
with the Goodies." 

"There is always the 
young crowd," Leeza a 
"Woody was it! He call 
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birthday. When I turned 16, Woody 
called my house to wish me a happy 
birthday and my sister answered 
the phone. 

"It was on the weekend and I was 
sleeping late. She told Woody she 
wouldn't wake me up. Later when she 
told me about it, I was furious. 'But that 
was Woody Windom on the phone!' I 
told her." 

All worked out fine, though. Once on 
her "Leeza" show, now a staple of the 
NBC-TV daytime schedule, she 
announced that she would enjoy getting 
a call from Woody on her birthday — 
and he phoned. 

"I loved that!" Leeza excitedly says, 
sounding a bit like a teenager who has 
just met her idol. 

Career goals 
Even before she began listening to 

Woody, however, Leeza knew that she 
wanted to be a communicator. 
Legendary CBS newsman Walter 
Cronkite was a major influence. 
"He represented so much that was right. 

He had great integrity, compassion and 
tremendous credibility," says Leeza. "He 
was the most trusted man in America. 

"It was a powerful image that guided 
me. I thought that it would be great to 
be a conduit for information — to be 
the person who is trusted with other 
people's stories. 

"I've never gotten far from that, 
whether it's been as a news reporter or 
magazine show host on television or 
radio. Whatever the focus, I've always 
served as a storyteller. That's where my 
great passion is." 

No screaming! 
After college (where she graduated 

magna cum laude), Leeza followed in 
the footsteps of Cronkite, joining WSPA-
TV in Spartanburg, S.C., as a news 
anchor. She then went on to TV jobs in 
Beaumont, Texas, and Dallas before 
moving to New York as co-host "Two 
on the Town" at WCBS-TV. She joined 
the nationally syndicated and highly rat-
ed Paramount Television "Entertainment 
Tonight" in 1984, which brought her 
back to radio. 
"Entertainment Tonight on the Radio" 

airs twice each weekday; her count-
down — with soft AC and hot AC ver-
sions — is a weekly program. 
She records them in studios on the 

Paramount lot and at her home in the 
Hollywood Hills, where she lives with 
her husband and two young children. 
"No matter where I am, I can flip on 

the microphone and do my feeds," 
explains Leeza. "I had the booth built at 
home so I could do a lot of my radio 
work and not take time away from my 
family. I can record before the kids 
wake up or after they go to bed. 
"They call the booth the screaming 

room," she says with a chuckle, 
"because it's soundproof. They think I 
go in there and flip out!" 
There is a direct line from the house to 

Premiere. "I have a board and it's really 
as simple as dialing them," adds Leeza. 
"Our production team goes out and gets 
all of the elements for the show — the 
fan interaction, celebrity sound bites. I 
can hear those as I'm recording. I can 
do phoners from home as well." 
Leeza assures us that she never loses 

her cool in the "screaming room," but 
her children have to be quiet if they're 
playing in the backyard. 
"There is a window that overlooks their 

tree house," she explains. "It's very pic-
turesque, but sound seeps in. We have to 

continued on page 27 e 

No salary, no benefits, no ego. 

Isn't it everything you've always wanted 

in a medical reporter? 

The Johns Hopkins Health NewsFeed 

is a daily sixty second radio program that 

lets you bring your listeners the very latest 

medical news from the world's finest 

health care institutions. What's more, this 

first-rate programming featuring world-

renowned doctors, scientists and healthcare 

experts from the Johns Hopkins Medical 

Institutions is available every weekday 

FREE OF CHARGE. For more information, 

contact Jack Sheehan at 410-955-2877 or 

1-800-MED-RADIO. 

riHEALTH NEWSFEED 
A SERVICE OF THE JOHNS HOPKINS MEDICAL INSTITUTIONS 

Available on The USA Radio Network 

Circle 92 On Reader Service Card 
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a> List continued from page 22 

Q: What can you say to GMs who 

fear losing their jobs when a large 

company acquires their station? tal 

4 San Francisco 3 0 33.5 212.8 15.7% 13.2 1.19 
5 Philadelphia 3 0 20.5 194.1 10.6% 11.2 0.94 
6 Detroit 5 2 56.4 170.0 33.2% 31.6 1.05 
7 Dallas-Ft. Worth 0 1 0.0 203.0 0.0% 0.0 0.00 
8 Washington 2 2 36.6 201.7 18.1% 15.5 1.17 
9 Houston-Galveston 1 1 28.5 188.1 15.2% 10.1 1.50 
10 Boston 2 1 26.5 179.1 14.8% 16.1 0.92 
11 Miami-Ft. Lauderdale- 1 1 8.2 149.9 5.5% 7.1 0.77 

Hollywood 
37 Charlotte-Gastonia- 4 ? 19.55 57.3 34.1% 35.8 0.95 

Rock Hill, N.C. 
Totals 29 12 338.45 2,856.9 11.8% 1.05 

A: Our company is always looking for good managers. We have found that it's more efficient 
to keep someone already managing a station rather than to replace that person. We would 

rather trim expenses in other ways than having a manager run multiple stations. Of course, 

our stations are concentrated in larger markets. Maybe the case would be different in 

medium-size markets, but so far that hasn't been our experience. 

American Radio Systems License Corp. 
Steve Dodge, CEO 

116 Huntington Ave. 
Boston, MA 02116-5749 

617-375-7500 
617-375-7575 (fax) 

88 stations in 20 markets with estimated 
revenues of $327.5 million 

-Scott Ginsburg 

Mrkt 
Rank 

Station Market % Share Local Avg. 
Revenues Revenues Market Comm. Power 

Market Name *FMs *AMs in $ Mil. in $M11. Revenues Share Ratio 

5 Philadelphia 
10 Boston 
13 Seattle-Tacoma 
17 St. Louis 
18 Baltimore 
19 Pittsburgh 
24 Portland, Ore. 
26 Kansas City, Mo. 
29 Sacramento, Calif. 
30 San Jose, Calif. 
37 Charlotte-Gastonia-

Rock Hill, N.(' 

2 0 18.0 194.0 9.3% 11.4 0.81 
2 2 43.9 179.1 24.5% 21.6 1.13 
4 2 26.8 124.2 21.6% 18.7 1.15 
3 2 22.5 89.3 25.2% 19.4 1.30 
1 2 10.4 80.7 12.9% 8.6 1.50 
2 0 8.3 76.6 10.8% 11.4 0.95 
4 1 16.9 77.1 21.9% 21.2 1.03 
2 1 9.7 57.0 17.0% 15.9 1.07 
7 4 29.45 71.1 41.4% 45.2 0.92 
3 1 14.4 39.1 36.8% 32.8 1.12 
2 0 12.1 57.3 21.1% 18.6 1.14 
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it3mance yArr b;)i-LYAn line 
with "MatchMaker': 

Want more pure profit, sales, research and promotions? How about $100k+ per 
station in non-spot revenue with absolutely no cash outlay! Join over forty stations 
and fourteen major group owners who have committed to MatchMaker, radio's 
highly successful, totally turn-key, interactive date matching service. MatchMaker 
is a proven ncn-spot money-making program for aggressive stations in any market! 

Bob Cooper • Jim Fox • Steven Graubart 
Maynard Grossman • Jim Stanton • Donn Winther 

1-888-GO-TANGO 

"MatchMaker" from Tango Communications 
1 West Pennsylvania Avenue, Suite 510 
Towson, Maryland 21204 Fax: 410-769-8301 

Come see us at VVME in our suite at the Omni Los Angeles Hotel & Centre. 
E,P ESOP 

C, 
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Station Market % Share Local Avg. 
Mrkt Revenues Revenues Market Comm. Power 
Rank Market Name #FMs #AMs in $ Mil. In $mil. Revenues Share Ratio 

.> continued from page 22 

get the kids rolled out of there 
before I can do any recording." 

Future plans 
While many people in our bullsi-i 

ness would settle for being a major 
national personality on both radio 
and television, leaving the produc-• 
ing duties to others, the verstatile 
Leeza likes the hands-on approach.  
Leeza Gibbons Enterprises pro-
duces all of her radio shows, in 
addition to "Leeza" on TV. 

Leeza is at home 
on radio. 

She has also made an aggressive 
move into cable, developing and 
producing prime-time specials for the 
Lifetime channel's highly acclaimed 
"Intimate Portraits" series. She has 
signed on with The Nashville 
Network as well. A Christmas special 
will feature Leeza interviewing top 
country artists and their spouses. 
With all of these video projects, 

however, she has no plans to put 
radio on the back burner. 
"Because I have a continuing rela-

tionship with the entertainment 
community and a 12-year catalog of 
interviews and experiences with a 
lot of stars, I'd like to package 
those elements into (more) great 
radio shows," Leeza says. 

"Hopefully I'll be working with 
Premiere on some specials. I love 
the creative process and think-tank-
ing with my buddies there. Our 
shows are doing well and we defi-
nitely plan on getting bigger." 

Bob Rusk spent 20 years in radio. He 
is a regular contributor to Tuned In. 

40 Buffalo- 3 I 9.95 39.2 5.4% 31.4 0.81 
Niagara Falls, NY 

41 Hartford-New Britain- 3 1 22.8 45.9 49.7% 43.9 1.13 
Middletown, Conn. 

45 Rochester, N.Y. 4 3 18.6 31.7 58.7% 53.4 1.10 
47 W. Palm Beach- 4 2 20.15 40.5 49.8% 39.8 1.25 

Boca Raton, Fla. 
48 Las Vegas 4 2 11.0 38.1 28.9% 24.9 1.16 
52 Dayton, Ohio 2 1 10.2 30.8 33.1% 24.4 1.36 
65 Fresno, Calif. 5 2 11.35 26.1 43.5% 35.2 1.24 
72 Omaha- 1 1 6.7 27.8 24.1% 17.1 1.41 

Council Bluffs, Neb. 
106 Worcester, Mass. 1 1 4.3 14.3 

Totals 59 29 327.5 1,340.0 

e  
30.1% 22.1 1.36 
24.4% 1.13 
List continued on page 31 a> 

NoRTHEAST 
BROADCAST 

Practical- sorutions for your broadcasting needs... 

We can design a system 
for your changing 
operation, LMA, 
Duopoly, group or 

single station, we can 
meet your 

programming and 
budgetary 

requirements 

• Complete Project 
Management Services 

• Turnkey Systems 
Installation Available 

• Digital System Training 
• On Staff Engineering 

Consultants make sure 
your system meets 
your needs, 

THE FIRST TIME 

With over 30 years in 
broadcasting, more 

than 200 product lines, 

and the most experi-
enced staff in the 
business, we have the 
resources to provide 
you with the most 
practical solution. 

, 
STUDIO SYSTEMS 

'On Air and Production Studios 
*Stereo Television Consoles 
'Multi-Track Digital Editing Suites 

'Digital and Analog Consoles for 
every application 

'Modular and custom studio 
furniture 

'Vast array of source equipment 
*Many digital audio solutions 
'Broadcast digital telephone 
systems 

*Complete line of processing 
AM/FM/TV/Studio 

New York 
(518) 793-2181 

Fax 
(518) 793-7423 

Bait. /Wash. 
(410) 796-6710 

Fax 
(410) 796-6711 

Dallas 
(214) 612-2053 

Fax 
(214) 612-2145 

Pittsburgh 
(412) 942-4054 

Fax 
(412) 942-4839 

Circle 157 On Reader Service Card 

1=1 OCTOBER 1 996 27 



FOUR I 

products and services 

PR.11 1, „„,,, 
with Kati e Haas & Bill Cody 

Direct crom Music City, USA 

The Nashville Record Review, 

hosted by Katie Haas and Bill Cody, 

counts clown Country's Top 40 

with a four-hour weekly 

syndicated radio program 

produced on compact disc. 

For mo e informa ion contact 

East: Ken Mullane 
(203) 965-6423 

est: Lynn Wells 
03) 771-9800 

Radio's 
Reality Check 

Is Online! 
www.arrninc.com 

_J( 
Actual Radio Measurement 

Electronic Measurement of 

AM & FM In-car Listenership 

505-828-0488 

READER SERVICE 45 

MIX IT!! 
roMixer 
PUT STEREO MIXER 

IN UT LEVELS 

OUTPUTS 

Fl 

INPUTS 

till lilt 

-;;;;;;;;;;;;;II 
ULM.« LNL.tNLE. 

See, 

HENRY ENGINEERING 
503 Key Vista DrKe 
Sierra Madre, CA '31024 USA 
TEL (818) 355-3656 FAX (818) 355-0077 
FAX-on-Demand Doc #104 (8(8) 355-4210 
http://www.henryeng.com 

gnIr 

MicroMixer is a nifty stereo utility 
mixer! 4 balanced line-level inputs 
with level controls for each. "Micro-
Assign" switches permit any input to 
be fed to the Left, Right, or both 
outputs. Great specs with lots of 
headroom. Hundreds of uses...keep 
one handy! 

READER SERVICE 125 

I-E HENRY ENGINEERING 

We Build Solutions. 



products and services 

-f 
1111114‘ e 

J.4.111. 

FUN 
EDUCATIONAL 

EASY-TO-UNDERSTAND 
ASTRONOMY RADIO 

2-MINUTE, DAILY PROGRAM 
AUDIENCE BUILDER 

IN ENGLISH & SPANISH! 

CALL: 
1-800-STAR DATE 

http.//stardate.utexas.edu 

READER SERVICE 72 

PRODUCT AND 
SERVICES SHOWCASE 
A Special Section Showcasing 
Your Products & Services 

ET YOUR 
ESSAGE 
ACROSS 
WITHOUT 
BREAKING 

youR suDGETI Call Christopher Rums 
at 415-824-3499 

imam 

PRODUCT SHOWCASE ads are specifically 
designed for advertisers who need more impact 

than a classified ad and 
want an inexpensive 
alternative to display 
advertising. Reserve 
your space now for the 
next issue of Tuned In. 

GET ACQuisodirim WITU 
TUE VoiC1ES 11111E1i1Sit 
TIlE Comirm.ilf v. 
MAW* 

Sweeper Demo at 

1-800-RADIO-ID e-mail:jingles@onramp.net 
4631 INSURANCE LANE DALLAS TX 75205 FAX 214-521-8578 

S-1 02A 
10x1 Stereo Audio Routing Switcher 

drni111111125116 
An economical 10x1 audio router with broadcast specifications 
and all the features demanded by industry professionals. 

S-102A Features: 

- Low cost 
- Balanced inputs and outputs 
- +24 dBm maximum levels 
- Local or remote control 
- RS-232/RS-422 computer interface 
- Front panel gain controls on each 
input and output 

- Two buffered outputs on each channel 

MIL IM MI I MM BEIM B. Min 

I 

111111 
RESEARCH LIMITED 

Phone: (416) 293-1042 Fax: (416) 297-4757 
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Burger Giant Gobbles 
10 Radio Groups: 
1200 Stations. 

* * * 

Impossible? Maybe. 
We've already got refrigerator makers and movie moguls. 
Who knows how far the restructuring of radio will go? 

So, how do you meet the challenge of Wall Street Radio? 
Build efficient, high value operations. 

You've got a challenge. We've got the solution. 
Over 800 radio station owners rely on Broadcast Programming for 

music programming solutions: expert consulting, researched music, 
custornzed playlists and digital systems, for barter or cash. So they can 

run highly profitable, highly competitive, highly local radio stations. 

Call Broadcast Programming now at 800.426.9082 or see us at the NAB 
Radio Show and we'll tell you how you can... 

RUN LEAN. 
SOUND RICH. 

Abe 
BROADCAST PROGRAMMING 

MUSIC PROGRAMMING SOLUTIONS FOR THE NEW RADIO 

Booth #2134, Radio-Audio Hall, WME/NAB Radio Show or our suite at the Biltmore. 

©1996 Broadcast Programming, Seattle / voice: 1.800.426.9082 / fax: 206.441.6582 email: experts@bpradio.com / website: http://www.bpradio.com 
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le List continued from page 27 
Mrkt 
Rank Market Name #FMs #AMs 

Station 
Revenues 
in $ MIL 

Market 
Revenues 
in $MIL 

% Share Local Avg. 
Market Comm. Power 

Revenues Share Ratio 

Jacor Communications Inc. 
Randy Michaels, President 

201 E. 5th St., Suite 1300 
Cincinnati, OH 45202-4115 

513-621-1300 
513-621-0090 (fax) 

60 stations in 15 markets with estimated 
revenues of $273.7 million 

ABC Radio 
Robert Callahan, President/Radio 

77 W. 66 St. 
New York, NY 10023-6201 ' 

212-456-7777 
212-456-3666 (fax) 

21 stations in 9 markets with estimated , 
revenues of $269.8 million 

Chancellor Broadcasting Co. 
Steve Dinetz, President/CEO 

12655 N. Central Expy, Suite 321 
Dallas, TX 75243-1717, 

214-239-6220 , 
214-239-0220 (fax) 

53 stations in 15 markets with estimated , 
revenues of $262 million 

Clear Channel Communications 
L Lowry Mays, President/CEO 
200 Concord Plaza, Suite 600 

San Antonio, TX 78216 
210-822-2828 

210-822-2299 (fax) 

89 stations in 25 markets with estimated 
revenues of $253.2 million 

12 Atlanta 2 1 
15 San Diego 2 1 
17 St. Louis 2 1 
20 Phoenix 1 1 
21 Tampa-St. Petersburg- 4 1 

Clearwater, Fla. 
23 Denver-Boulder 4 4 
24 Portland, Ore. 2 1 
25 Cincinnati 4 2 
26 Kansas City, Mo. 1 1 
29 Sacramento, Calif. 2 0 
32 Columbus, Ohio 3 2 
53 Jacksonville, Fla. 3 2 
75 Toledo, Ohio 3 2 
79 Sarasota-Bradenton, Fla. 3 2 
105 Lexington-Fayette, Ky. 2 1 

Totals 38 22 

41.8 
14.9 
8.4 
6.20 

21.8 

49.6 
18.7 
46.2 
8.5 

11.1 
20.8 
8.8 
9.0 
3.75 
4.1 

273.65 

168.8 
107.7 
89.3 
96.2 
83.4 

108.6 
77.1 
82.75 
57.0 
71.1 
62.5 
35.6 
21.2 
6.9 

17.7 
1,085.85 

24.8% 
13.8% 
9.4% 
6.4% 
26.1% 

45.7% 
24.3% 
55.8% 
14.9% 
15.6% 
33.3% 
24.7% 
42.5% 
54.3% 
23.2% 
25.2% 

16.2 
7.8 

11.1 
4.7 

30.5 

36.5 
19.8 
44.6 
14.0 
10.5 
26.2 
28.4 
42.5 
30.7 
20.1 

N1rkt 
Rank Market Name #FMs #AMs 

1 New York 1 1 
2 Los Angeles 1 2 
3 Chicago 1 1 
4 San Francisco 0 2 
6 Detroit 1 1 
7 Dallas-Ft. Worth 1 1 
8 Washington 1 1 
12 Atlanta 2 1 
16 Minneapolis-St. Paul 2 1 

Totals 10 11 

Station 
Revenues 
in $ Mil. 

42.0 
61.4 
7.5 

31.8 
23.9 
29.4 
24.2 
25.0 
24.6 

269.8 

Market 
Revenues 
in $Mil. 

461.0 
511.6 
328.3 
212.8 
170.0 
203.0 
201.7 
168.8 
107.5 

2,364.7 

% Share 
Market 

Revenues 

9.1% 
12.0% 
2.3% 

14.90/0 
14.1% 
14.5% 
12.0% 
14.8% 
22.9% 
11.4% 

1.53 
1.77 
0.85 
1.37 
0.86 

1.25 
1.22 
1.25 
1.07 
1.49 
1.27 
0.87 
1.00 
1.77 
1.15 
1.21 

Local Avg. 
Comm. Power 
Share Ratio 

8.9 
7.6 
4.5 
9.9 
12.4 
12.5 
10.7 
16.1 
22.2 

Mrkt 
Rank Market Name #FMs #AMs 

1 New York 1 
Los Angeles 1 1 

4 San Francisco 2 2 
8 Washington 2 
12 Atlanta 1 
14 Nassau-Suffolk, N.Y. 4 2 
16 Minneapolis-St. Paul 5 2 
19 Pittsburgh 1 1 
20 Phoenix 4 2 
23 Denver-Boulder 4 1 
25 Cincinnati 2 2 
27 Riverside- 1 

San Bernardino, Calif. 
28 Milwaukee-Racine 1 1 
29 Sacramento, Calif. 2 2 
39 Orlando, Fla. 4 0 

Totals 35 18 

Station Market % Share 
Revenues Revenues Market 
in $ Mil. in $MiL Revenues 

18.4 
18.8 
16.2 
19.7 
9.0 

23.8 
36.65 
6.5 

22.4 
16.95 
12.2 
5.0 

461.0 
511.6 
212.8 
201.7 
168.8 
41.0 
107.5 
76.6 
96.2 
108.6 
82.75 
25.7 

9.4 63.5 
24.0 71.1 
23.1 64.2 

262.15 2,293.05 

4.0% 
3.7% 
7.6% 
9.8% 
5.3% 

58.0% 
34.1% 
8.5% 
23.3% 
15.6% 
14.7% 
19.5% 

14.8% 
33.8% 
36.0% 
11.4% 

1.02 
1.58 
0.51 
1.51 
1.14 
1.16 
1.12 
0.92 
1.03 
1.11 

Local Avg. 
Comm. Power 
Share Ratio 

4.9 
4.8 
8.0 
9.5 
4.8 

44.9 
34.2 
7.1 

25.7 
17.1 
15.9 
19.0 

16.6 
32.7 
30.5 

Mrkt 
Rank Market Name #FMs 

9 Houston-Galveston 3 
11 Miami-Ft. Lauderdale- 2 

Hollywood 
21 Tampa-St. Petersburg- 2 

Clearwater, Fla. 
22 Cleveland 2 
28 Milwaukee-Racine 1 
31 Providence-Warwick-. 2 

Pawtucket, R.1 
33 Norfolk-Virginia Beach- 4 

Newport News, Va. 
34 San Antonio 2 
38 New Orleans 4 
42 Greensboro-Winston- 2 

Salem-High Point, N.C. 
43 Memphis 3 
49 Louisville, Ky. 2 
50 Raleigh-Durham, N.C. 2 
51 Oklahoma City 4 
54 Austin, Texas 3 
56 Richmond, Va. 3 

Station Market % Share 
Revenues Revenues Market 

#AMs in $ Mil. in $Mll. Revenues 

3 26.2 188.1 
• 13.0 149.9 

2 15.0 83.4 

1 9.65 
• 2.3 
• 6.55 

8.0 

2 16.35 
2 15.0 
1 12.1 

2 16.8 
3 17.2 

5.0 
2 15.6 
1 8.45 
3 15.35 

79.0 
63.5 
36.0 

46.3 

59.5 
42.4 
33.1 

45.6 
35.8 
40.5 
32.9 
43.1 
38.3 

Local 
Comm. 
Share 

13.9% 18.6 
8.7% 7.2 

18.0% 16.0 

12.2% 10.8 
3.6% 8.1 
18.2% 13.6 

17.3% 23.1 

27.5% 
35.4% 
36.6% 

36.8% 
48.0% 
12.3% 
47.4% 
19.6% 
40.1% 

19.2 
43.1 
29.9 

36.1 
39.2 
13.3 
44.4 
22.4 
38.5 

0.81 
0.77 
0.95 
1.03 
1.11 
1.29 
1.00 
1.20 
0.91 
0.91 
0.93 
1.02 

0.89 
1.03 
1.18 
1.05 

Avg. 
Power 
Ratio 

0.75 
1.20 

1.12 

1.13 
0.45 
1.34 

0.75 

1.43 
0.82 
1.22 

1.02 
1.23 
0.93 
1.07 
0.88 
1.04 
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Q: When consider-
ing a person for 
a management 
position at your 
company, what 
qualities or char-
acteristics do you 
look for? 

A: "We always 

look for an 

aggressive-com-

petitive quality in 

people, people who like to win. 
"Besides that, we look for entrepre-

neurial types of people. We expect 
entrepreneurial-type returns at our 
stations, and we give people the 
authority to make decisions. 
Therefore, we look for those types of 
people who can make decisions. 
Usually those people don't come out of 
the corporate environment. They 
come out of a more entrepreneurial 
environment." 

- Mark Mays 
Sr. VP/Operations, Clear Cbannel 

SFX Broadcasting Inc. 
Mike Ferrel, President/CEO 

600 Congress Ave, Suite 1270 
Austin, TIC 78701-3234 

512-477-7338 
512-477-7388 (fax) 

69 stations with in 22 markets estimated 
revenues of $200 million 

Cox Enterprises 
Robert Neil, VP Broadcasting Div. 

1400 Lake Hearn Dr. NE 
Atlanta, GA 30319-1464 

404-843-5000 
404-843-5586 (fax) 

38 stations in 12 markets with estimated 
revenues of $179 million 

Bonneville International Corp. 
Bruce Reese, President/CEO 

P.O. Box 1160 
Salt Lake City, UT 84110-1160 

801-575-7500 
801-575-7544 (fax) 

20 stations in 11 markets with estimated 
revenues of $123.9 million 

Mrkt 
Rank Market Name #FMs #AMs 

60 Tulsa, Okla. 
66 Grand Rapids, Mich. 
70 El Paso, Texas 
76 Springfield, Mass. 
77 Ft. Myers-Naples-

Marco Island, Fla. 
82 Little Rock, Ark. 
88 Columbia, S.C. 
95 New Haven, Conn. 
129 Reading, Pa. 

Totals 

3 
3 
2 
1 
2 

2 
2 
1 
1 
o 

Station Market % Share 
Revenues Revenues Market 
in $ MIL in $Mil. Revenues 

5.1 
13.35 
4.2 
3.7 
4.1 

30.1 
31.7 
16.8 
15.9 
20.5 

2 0 3.75 19.9 
2 0 4.3 19.9 
1 2 6.1 15.3 
1 1 6.05 7.6 
58 31 253.2 1,175.2 

16.9% 
42.1% 
25.0% 
23.3% 
20.0% 

18.8% 
21.6% 
39.9% 
79.6% 
21.5% 

Local 
Comm. 
Share 

15.8 
37.9 
27.7 
22.3 
20.7 

15.1 
27.1 
36.7 
46.3 

Mrkt 
Rank Market Name 

Station Market % Share Local 
Revenues Revenues Market Comm. 

#FMs #AMs in $ MU. in $MiL Revenues Share 

8 Washington 1 0 
9 Houston-Galveston 3 1 
15 San Diego 2 0 
31 Providence-Warwick- 2 1 

Pawtucket, R.I. 
37 Charlotte-Gastonia- 2 

Rock Hill, N.C. 
I Hartford-New Britain- 3 

Middletown, Conn. 
42 Greensboro-Winston- 2 

Salem-High Point, N.C. 
44 Nashville 2 
50 Raleigh-Durham, N.C. 4 
53 Jacksonville, Fla. 4 
56 Richmond, Va. 5 
57 Albany-Schenectady- 2 

Troy, N.Y. 
59 Greenville- 3 

Spartanburg,S.C. 
62 Tucson, Ariz. 2 
76 Springfield, Mass. 2 
91 Wichita, Kan. 2 
93 Daytona Beach, Fla. 1 
95 New Haven, Conn. 1 
107 Augusta, Ga. 2 
118 Jackson, Miss. 4 
134 Biloxi-Gulfport-. 2 

Pascagoula, Miss 
185 Myrtle Beach, S.C. 2 0 

Totals 53 

7.2 
29.7 
10.9 
10.2 

7.8 

1 12.3 

2 4.55 

13.2 
14.5 

2 15.95 
• 14.65 
2 8.7 

1 13.5 

2 6.4 
1 4.6 
1 4.35 
• 2.0 
• 6.8 
• 0.9 
2 8.45 
• 2.35 

1.0 

201.7 
188.1 
107.7 
36.0 

57.3 

45.9 

33.1 

48.4 
40.5 
35.6 
38.3 
28.9 

3.6% 
15.8% 
10.1% 
28.3% 

4.7 
16.9 
10.8 
24.6 

Avg. 
Power 
Ratio 

1.07 
1.11 
0.90 
1.04 
0.97 

1.25 
0.80 
1.09 
1.72 
1.08 

Avg. 
Power 
Ratio 

0.76 
0.93 
0.94 
1.15 

13.6% 14.2 0.96 

26.8% 21.5 1.25 

13.7% 

27.3% 
35.8% 
44.8% 
38.3% 
30.1% 

11.7 1.17 

25.1 
29.4 
40.1 
30.7 
24.3 

1.09 
1.22 
1.12 
1.25 
1.24 

31.1 43.4% 40.2 1.08 

24.4 
15.9 
20.7 
6.0 

15.3 
12.7 
15.1 
6.8 

8.4 

26.2% 
28.9% 
21.0% 
33.3% 
44.4% 
7.1% 
56.0% 
34.6% 

11.9% 
16 200.0 1,002.6 19.9% 

26.4 
19.4 
21.5 
9.3 

23.5 
6.1 

41.0 
32.6 

0.99 
1.49 
0.98 
3.58 
1.89 
1.16 
1.37 
1.06 

5.9 2.02 
- 1.24 

Station Market % Share Local 
Mrkt Revenues Revenues Market Comm. 
Rank Market Name #FMs #AMs in $ Mil. In $Mil. Revenues Share 

2 Los Angeles 
11 Miami -Ft. Lauderdale- 2 

Hollywood 
12 Atlanta 2 
21 Tampa-St. Petersburg- 2 

Clearwater, Fla. 
34 San Antonio 
39 Orlando, Fla. 
49 Louisville, Ky. 
52 Dayton, Ohio 
55 Birmingham, Ala. 
60 Tulsa, Okla. 
(18 Syracuse, N.Y. 
112 Bridgeport, Conn. 

Totals 

2 
4 
3 
1 
2 
2 
3 
1 
26 

Avg. 
Power 
Ratio 

2 1 53.0 511.6 10.4% 9.9 1.05 
• 14.4 149.9 9.6% 9.5 1.01 

1 25.5 
1 9.8 

1 
3 

o 
1 
1 
2 
o 
12 

8.5 
20.3 
3.1 
8.0 
9.5 
9.75 
10.9 
5.9 

178.65 

168.8 15.1% 17.1 0.88 
83.4 11.8% 14.2 0.83 

59.5 
64.2 
35.8 
30.8 
33.1 
30.1 
20.8 
15.6 

1,203.6 

14.3% 
31.6% 
8.7% 
26.0% 
28.7% 
32.4% 
52.4% 
37.8% 
14.8% 

14.1 
32.6 
8.0 

23.6 
22.1 
29.1 
44.5 
25.4 

Mrkt 
Rank Market Name #FMs #AMs 

1 New York 
2 Los Angeles 
3 Chicago 
4 San Francisco 
7 Dallas-Ft. Worth 
8 Washington 
13 Seattle-Tacoma 
20 Phoenix 
26 Kansas City, Mo. 
35 Salt Lake City-Ogden 
199 Frederick, Md. 

Totals 

1 
1 
1 
1 
2 
1 
1 
1 
2 

o 
12 

Station Market 
Revenues Revenues 
in $ Mil. in SMIL 

• 19.0 
• 23.8 
• 9.9 
1 11.9 

13.0 
4.0 

2 19.9 
1 4.0 
2 12.0 
1 5.9 
1 0.5 
8 123.9 

461.0 
511.6 
328.3 
212.8 
203.0 
201.7 
124.2 
96.2 
57.0 
48.2 
4.4 

2,248.4 

% Share 
Market 

Revenues 

4.1% 
4.7% 
3.0% 
5.6% 
6.4% 
2.0% 
16.0% 
4.2% 
21.1% 
12.2% 
11.4% 
5.5% 

Local 
Comm. 
Share 

3.3 
3.7 
2.6 
4.7 
7.0 
1.6 
9.9 
3.1 

20.7 
6.6 

10.0 

1.01 
0.97 
1.09 
1.10 
1.30 
1.11 
1.18 
1.49 
1.11 

Avg. 
Power 
Ratio 

1.24 
1.27 
1.15 
1.19 
0.91 
1.25 
1.62 
1.35 
1.02 
1.85 
1.14 
1.24 
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Sharing programming? We have just enough 

IMF 
space. 

How would you like to share programming coast to coast at a lower cost than 

ever before? Now you can — with a little more space. With our satellite services 

you can create your own network, increase programming quality at local levels, 

utilize state-of-the-art digital technology, and keep overhead low. Plus, it's all 

brought to you by people who understand your needs — the radio-only experts at 

NPR. Call us today at (202) 414-2626. Our satellite will increase your space. 

/; 

\ , NPR Satellite Services 
Link up with use , 

635 Massachusetts Ave., NW, Washington, DC 20001-3753 • (202) 414-2626 

Circle 56 On Reader Service Card 



ove Up from Carts to 
Tmay oul)4hUingACt A Th  Digital Audio ouchscreen  
The best way to improve your radio station is to 
put all your spots, sounders and sweepers on-
line and ready to play instantly from hard 
disk. Creative talent sounds better than ever with 
Scott Studios' new touchscreen digital audio 
system. 
Here's how it works: Six buttons on the left of 
the large computer touchscreen play what's on 
your log. Scheduled spots, songs, promos, PSAs 
and live scripts come in automatically from your 
production studios, traffic, music and copy 
computers. Jocks can revise sweeps at a touch 
(with the arrows at mid-screen), or work with the 
full day's log and add or rearrange anything. 

On the right, 17 "hot keys" start unscheduled 
jingles, sounders, effects, comedy or promos on 
the spur of the moment. Your morning show 
will benefit from 26 sets of 17 user-defined 
instant audio "hot keys". 
You can preview anything in a cue speaker at a 
touch. The Scott hard drive even lets you listen 
to endings while that song is playing on the air. 

And nothing beats the Scott System for easy 
levels. Touch the label on the screen, moving 
right to left to fade as desired. If you'd rather 
adjust levels on the console, channel numbers 
show clearly on each start button. 
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Phone Recorder On Screen 

Touch one button and you're recording calls to 
hard disk. Another button and you've got the 
world's easiest editor. When it's ready, one touch 
and your call's on the air. The phone recorder 
only adds $1,000 to the system. 

The Best Digital Audio 

When spots, promos, PSAs, or any other digital 
audio events are recorded, they're immediately 
playable in all your Scott System air studios. 
Nobody wastes time carrying carts down the hall 
or redubbing spots for additional stations. 

One question you don't have to worry about is 
"What if it breaks?" The Scott System comes 
complete with every spot and jingle stored 
redundantly on two hard disks. It's a snap to 
switch to the "hot standby" system! You get 
touchscreen convenience, digital quality, and 
backup redundancy for no more money than cart 
machines and commercial tapes. 
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The Scott Studio System is your best way to make the move to digital audio and eliminate troublesomi 
carts. The touchscreen instantly plays whatever you want. All scheduled spots, jingles, promos, script 
and songs come in from your traffic, copy and music computers. 
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The World's Fastest Requests! 

Touch either of the two buttons at the top right of 
the main screen to see our "Wall of Carts" with all 
your audio on-line! Touch the spot, song, jingle, 
sounder, promo, PSA or comedy you want and it 
plays instantly. Or, you can put it anywhere you 
want in the day's schedule. 

During play, all Scott screens include large digital 
timers that automatically count down intro times, 
and flash warnings 60-, 45-, and 30-seconds 
before the end. You also get clear countdowns 
the last 15 seconds of each event. 

Instant Songs on Hard Disk 

Scott Studios is radio's premier source of high 
quality music on hard drive. All your songs will 
be pre-dubbed free. 
Nothing could be faster than requests from the 
Scott System! You also get five "Wall of Carts" 
with music that plays at a touch! Songs are shown 
by title, artist, year, length or category. 
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The Full Day's Log 

Scott Studios lets you see the whole day an 
make any changes you want. 

Large & Small Have Made the Move! 

The Scott System leads the industry with majo 
broadcasters like Disney-Capitol Cities-ABC 
Westinghouse-CBS, Shamrock, Alliance, Salem 
Liberty, Saga, Liggett, Regent, Tichenor, Bench 
mark, Max, Atlantic, and Ralco in Canada. Scoi 
Systems are in Detroit, D.C., Dallas, Houston 
Philadelphia, San Diego, Denver, San Antonio, Fi 
Lauderdale, and smaller markets coast-to-coa5 
from Ban or to Bakersfield. ed 

Caa S eerididd 
13375 Stemmons Freeway, Suite 301 

Dallas, Texas 75234 
8 0 0 7 2 6 - 8 8 7 

(800) SCOTT-77 
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Cash Flow 
Multiples .4w a 
Soar UP 

by Lynn Meadows 
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R
adio station prices are going up, up and away. 
To the casual observer, this might mean cash flow 

multiples are increasing at an amazing rate. But the 
truth within the industry is that cash flow multiples are 
not what buying a station is all about anymore. 

Three monumental changes have converged this year in the 
radio industry to make station and group owners more comfort-
able paying higher prices to acquire new properties. 

Out the window 
First and foremost, of course, was the Telecommunications Act 

passed in February that lifted national ownership caps and 
increased the number of stations an owner could own in one mar-
ket. 
An owner who buys an in-market competitor gains more than a 

station: he gets rid of a competitor and grabs more market share. 
He will therefore be willing to pay more than the typical eight to 
10 times cash flow for an in-market property. 
Second, access to capital is becoming relatively inexpensive for 

an ever-growing number of publicly traded radio groups. 
And a group with cheap access to capital will be able to pay 

more for a station than someone who has to answer directly to a 
lender. 
Third, there is a sense that this is the last time stations will be so 

freely traded. New York-based radio broker Gary Stevens says he 
does not believe the industry will see as many stations traded in 
the future as in the past. 
Many purchases are predicated on the buyer's idea that "I've got 

to have that piece of property," says Richard A. Foreman, presi-
dent of media broker Richard A. Foreman Associates. "It's not real-
ly a multiple world." 
In many sales, the station is not making any money so there is 

no multiple. 
Foreman, for instance, asked how to calculate a multiple when a 

buyer pays $7 million for a station that is not making any money. 
Foreman says that buyers are looking beyond multiples these 

days to station performance, potential, tower condition, sales 
staffing and other factors. 

"I'm not saying people are blind to multiples," Foreman says 
The multiples that do exist, he adds, are "all over the place." 
In the top 25 markets, Foreman says the average multiples have 

been 16 times cash flow or higher. In markets 25-50, they have 
been about 13 times cash flow. In markets 50-100, Foreman esti-
mated multiples average about 11 times cash flow. 

It is also true that the multiple is a relative figure. 
"The sellers multiple is not necessarily the buyers multiple," 

Foreman says. Adds Stevens, a seller's multiple of 15 based on 
1996 cash flow might be a buyer's multiple of 12 based on 1997 
cash flow. 

le> 
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"Cash flow multiples don't 
even seem to be a factor any-
more," says John Casciani, 
owner of standalone station 
WNUC(FM) in Buffalo, N.Y. 
"Those of us who work them 
wonder how they are ever 
going to pay for these 
stations." 

"They've gone out the win-
dow," Stevens says of multi-
ples. While observers can fig-
ure what the multiple was 
after the fact, Stevens says he does not 
think it necessarily entered the buyer's 
mind. 

Strategy, strategy 
"Things aren't always 

seem," says Steven Pruett, 
president of the New 
investment bankers Co 
Equity Associates. He s 
stand why buyers pay s 
have to look beyond surf 

Pruett agrees that there are certain 
cases where multiples are not a factor. 
In those cases, he says, the acquisition 
will either solidify a station's position 
or take a competitor out of the 
market. 

In Today's 
Media Jungle, 

You Can't Afford 
Not To Change. 

what they 
senior vice 
ork-based 
unications 
to under-
uch, you 

In the fast-paced world of media, you have 
o keep improving just to keep up. 

You ought to expect the same from your 
collection service. 

At Szabo Associates, we're improving as you 
improve. As the first and largest media collection 
firm, were providing more specialized service 
han ever. We've created separate divisions 
cludicated to each individual medium. No one 
cl ,c focuses so sharply on your individual needs. 

This know-how helps us offer value-added 
sen ices you won't find anywhere else. Szabo 
clients have free use of the woes best database 

He uses the example of an owner 
with an AC and a rock station and a 
cross-town AC competitor. Buying the 
cross-town AC will give the owner a 
lock on that demographic, an ability 
to tweak the format if need be and 
more selling power. 
"Multiples never just go away," says 

Pruett. But there are cases when strat-
egy outweighs the importance of the 
multiple. 
Pruett says that the reason multiples 

have worked historically is that radio 
has been a fairly predictable business. 
In the past, according to Pruett, buy-

ers bought stations based on their his-
torical performance. Now, they look 
at what can be done with that station 

on advertisers and agencies, an unequaled library 
of media information, proprietary management 
reports, international collection services, and 
much more. 

Since 1971, Szabo has helped more than 
3,600 clients achieve faster, more substantial 
settlements in every medium imaginable. Let us 
help you. Send us details of a co 
past-due account, or call us for 
more information. Because in e 

a business as tough as yours, 
you need a different breed of 
collection service. 

Szabo Associates, Inc. 3355 Lenox Road, N.E. 9th Floor Atlanta, Georgia 30326 Phone: 404-266-2464 Fax: 404-266-2165 
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and how it can improve 
their position in the market. 

ruett says, if an owner 
has ree stations in a mar-
ket and wants a fourth, he 
or she is absolutely willing 
to disregard multiples if it 
means taking a competitor 
out of that market. 
What this means for the 

outsider, however, is that it 
is increasingly difficult to 
buy into a new market if 

local owners are willing to pay more. 
Typically an outsider is not going to 

be able to buy a station or duopoly 
where there are aggressive in-market 
competitors, says Pruett. 

Multiples are still relevant when 
groups are acquired. In a city like 
Rochester, N.Y., Pruett explains, where 
two owners control nearly 80 percent 
of the market, a buyer buying one of 
those owners out has to be conscious 
of what the multiples are because he 
is buying a maxed-out market 
position. 

And more strategy 
The danger with station prices is that 

people who are not savvy may over-
pay simply to own a media property 
instead of for truly strategic reasons, 
Pruett says. 
Pruett shares his advice for both buy-

ers and sellers. For the seller, Pruett 
recommends getting professional help. 

"It's easy to sell, yes. It's also easy to 
leave money on the table," he says. 
His do's and don'ts: Do not be 
ambushed by people who say 'this is 
the deal of a lifetime' and do test the 
market. 
"Nobody makes their best offer on 

the first go round," he says. "Nobody." 
Hire an intermediary to get you the 

most money. Pruett says you will get 
back whatever you wind up paying 
that professional. 
For owners ready to buy, Pruett says 

to form a strategic plan. If you have a 
couple stations in five different mar-
kets, he says it may be wise to divest 
in some markets and to become a big-
ger player in the rest. 
Without a plan, however, Pruett say s. 

"It's the fifth inning and you are just 
pulling into the parking lot." 

Lynn Meadows is a staff writer for 
Radio World newspaper, Tuned In 's 
sister publication. 
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by Vincent M. Ditingo 

adio Industry Surfaces 

As Case Study in 

Strategic Planning 

allowing owners to more closely follow a strategic plan by 
exiting markets where their holdings are not profitable and 
entering specifically targeted cities where they might already 
have a significant operation. 

It appears a large segment of corporate America is redis- Intra-competitive 
covering what the radio industry has been practicing all According to financial data from Broadcast Industry 
along: the implementation of multifac-   Analysts (BIA), there have been some 50 
eted business strategies including 
those that involve future positioning. 

In a recent survey conducted by the 
Association of Management Consulting 
Firms, the general consensus among 
U.S. executives, consultants and educa-
tors is that setting business strategies, 
not restructuring or downsizing, has 
become the single most important 
management issue of the mid- to late 
1990s. 
For the most part, radio station owners have never 

wavered from their strategic practice of dominating key 
demographics in select areas of the country to successfully 
compete with other commercial media. 
And by expanding their existing business structures — the 

number of owned stations and therefore formats — today's 
radio owners continue to build upon their main competitive 
strength of establishing large consumer demographic bases 
for attracting new business dollars. 

Trends in Business 

Applications, 

Information 

Systems and 

Strategic Planning 

station-swapping deals initiated by a 
variety of radio owners during the first 
half of 1996. 

1p ower Portfolios 
Through Swapping 

Strategic planners from all industries can also see how 
radio owners are capitalizing on all the benefits of increased 
deregulation of local station ownership for establishing a 
major media foothold in key markets. 

Indeed, radio owners are now creating new "power" 
portfolios of station holdings in select markets around the 
country, not only by buying and selling, but also by 
embracing a once little 
used practice of station 
swapping — two pwn-
ers exchanging the 
entire assets of their 
station properties for 
the same agreed upon 
value. 
This practice, akin to 

what can best be 
described as a large 
board game, has picked 
up rapid momentum in 
the wake of the deregu-
latory telecommunications bill passed in early February. 
The big advantage here is that this exchange of stations is 

tax-friendly (no tax is paid on the value of the exchange), 

The big advantage here 

is that exchanging 

stations is tax-friendly. 

-,1111111,""" 

There is, however, arguably one com-
petitive advantage to the U.S. radio (and 
television) industry that separates it from 
other large U.S. industries: the absence, 
by law, of foreign ownership. 
Based upon developments in other 

businesses, when large foreign concerns enter the U.S. mar-
ketplace — in the case of radio, it would be majority owner-
ship of local stations and/or national networks that could be 
leveraged against its other business interests — the industry 
begins to experience greater pressures on ad pricing and val-
ues. 

racking the Impact 

Of Consolidation 

Among the long-time goals of government officials and 
industry lobbying groups for deregulating radio ownership 
constraints are that the new leaders of the medium will 
become more proficient media competitors that would foster 
an improved level of service in which revenues are chan-
neled into quality talent and programming. This would also 
include acquiring more popular or proven daily, syndicated 
shows, a trend that has become commonplace during the 
past year. 

The hope for group, network and rep executives is to 
keep radio a financially viable medium (for both adver-
tisers and investors), especially after the economic dol-
drums most broadcasters experienced in the early 1990s, 
by increasing market share and, in so doing, the industry 
share of the overall advertising revenue pie, which has 
hovered around 7 percent for years. 
There is, however, the perennial issue of how or to 

what degree the continuing consolidation of radio, and 
media ownership in general, will impact the communica-
tions world as well as society at large. 
The latter has been the subject of ongoing discussion 

and debate among Congressional leaders, community 
leaders, academic leaders and media executives since the 

U.S. government began to first deregulate the radio industry 
some 15 years ago. 
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However, many of the concerns about radio consolida-
tion and program diversity have more recently been 
allayed as today's radio executives repeatedly demonstrate 
a strong desire for servicing the communities in which 
they have chosen to operate. In return, they attract loyal 
listeners. 
At the same time, the boon in news/talk radio and further 

fragmentation of contemporary music formats are now pro-
viding listeners with a variety of information and entertain-
ment choices, even though some of these formats are satel-
lite-delivered from an outside source. 

Fueling long-range growth 
The expected key benefit to the consolidation process in 

radio is to fuel long-range revenue growth. 
As addressed in the last installment of "Management 

Journal," when operating more stations in a given market, 
regardless of its size, an owner can build what I call "demo-
graphic equity" for local and national advertisers. By domi-
nating select formats and/or audience groups, new kinds of 
consumer marketing opportunities and efficiencies arise (see 
the "brand marketing" story below). 
The potential advertising efficiencies that are inherent with 

consolidation, such as packaging complementary stations 
together, has caused at least one New York investment bank-
ing firm, Veronis, Suhler & Associates, to project total radio 
advertising (among all measured media) to grow at a steady, 
albeit single-digit, 7 percent compound annual rate through 
the year 2000. 

The big picture 
The topic of media mergers/consolidation in the '90s was 

also the subject of a panel meeting this past summer in New 
York City, sponsored by The Media Studies Center and The 
Freedom Forum. 
As with any discussion on such a major issue, there were a 

variety of opinions on the potential effects of large corporate 
media mergers. But a number of panel participants do not 
foresee a major, negative impact. 
Here are a couple of excerpts from the meeting: 

"Today, there is actually less media concentration in the 
United States than there was 10 years ago. ... Ten to 15 years 
ago, there was AT&T, IBM, CBS, NBC and ABC. That was the 
center of the media, and it was much more concentrated 
than it is today. It is true that the fish are getting bigger all 
the time, but the pond is getting much bigger too." 

— Eli Noam, director, Columbia Institute for 
Tele-Information, and professor of Finance & Economics, 

Columbia Univenity Graduate School of Business 

"There isn't any question that the economies of the media 
business are closing the door on a large number of small 
voices. But there are more (small voices) than you think. 
There are many more weekly newspapers around the 
country than there were in the 1960s—'80s. A lot of small 
radio stations are doing well. And the 'Net is, in fact, mak-
ing an editor and publisher out of millions of people daily." 

— Allen Neuharth, chairman of The Freedom Forum 

rand Marketing in Local 

Radio's New Competitive 

Environment 

If we consider radio formats analogous to 
product brands, then when it comes to multiple station mar-
keting on the local level, more industry executives should 
turn their attention to the automotive world for its emphasis 
on product line selling — that is, customized marketing to a 
specific clientele — for an example of marketing brands 
within a changing industry. 
For clarity in this analogy, brand marketing of automobiles 

target consumers while brand marketing of radio formats tar-
get advertisers, both users of these respective products. 
As General Motors experiences a major transformation this 

fall in re-marketing several redesigned car models and vans 
as well as new models, it has ensured that virtually every 
product line has its own brand manager charged with mar-
keting the unique or enhanced features of its automobile to 
a defined consumer base. 

In essence, they are charged with successfully marketing 
the competitive advantages of their automotive product. And 
they already have been supplying local dealers around the 
country with literature touting the features and target audi-
ences of these product lines. 
While many radio groups employ one sales manager to 

oversee the marketing of their owned stations within the 
same city (in some cases, the same region), the General 
Motors brand management model suggests that this might be 
an opportune time for radio owners to appoint a specific 
sales/brand manager to oversee the marketing of similar or 
identical formats in a given market. As every station operator 
knows, each format genre has its own unique consumer 
composition and characteristics for attracting certain advertis-
er products and services. 
Even for radio, brand marketing of formats is not a new 

concept. But with many of today's station groups already 
skilled at achieving overall strategic goals (i.e., in which 
markets to operate), it becomes even more relevant to cus-
tomize the selling process by building brand awareness of 
individual formats. 

Notable Quote 

"This is a wonderful time to be alive. There have never been 
so many opportunities to do things that were impossible 
before." 

— Microsoft Chairman/CEO Bill Gates. 
"The Road Ahead," Viking Penguin, 1995. 

Vincent M. Ditingo is a business writer, media consultant 
and educator. He is also president of Ditingo Media 
Enterprises, a New York City-based corporate communica-
tions and strategic marketing company. 
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THE ONLY TALK SHOW DELAY THAT 
CAN MAKE THESE STATEMENTS. 

Bad words, # @eiSr * %!I like bad news, often come in threes. The new Eventide 

BD500 is the only obscenity delay in the world that can eliminate them. Now, when you hit the 

Dump button, you don't lose the whole delay and the obscenity 

protection that goes with it. You can divide the total available delay time into not one, or even two, 

but several discrete segments. You still have protection even after dumping two consecutive 

6r *$%@#! no-no's. 

You also get the cleanest, quickest delay catch-up you can buy. Because there's only one way to 

maximize audio quality and still catch-up rapidly after a delay dump... and Eventide owns the patent. 

Over the years, several other brands of delay have come and gone. But the simple fact is that 

the catch-up methods others use must be painfully S-L-0-W to avoid serious audio problems. 

DELAY AMOUNT And, because you 

may not be using 

that analog con-

sole forever, the 

BD500 is also the 

only broadcast 

delay that's digi-

tal-ready with optional AES/EBU digital audio inputs and outputs. It's stereo, of course. A 

convenient new "sneeze" button allows the talent to sneeze, cough, etc. without being heard on air, 

and without dead air. All front panel switches (except configure) and all status indicators can be 

remoted (both RS-232 and dry contacts are provided.) Plus, only the BD500 gives talent both a 

digital readout of delay time and a "quick read" LED bar graph that shows "you're safe" at a glance. 

For all these features and quality, you'd expect top-of-the-line pricing. But surprise! The BD500 

costs thousands less. It's the best value ever in a broadcast talk show delay. Exactly what 

you'd expect from the people who invented digital broadcast delays in the first place. 

Call your distributor, Eventide direct, or check it out on the Web at http://www.eventide.com 

BD500 

Eventide 
the next step 

Eventide Inc. 1 Alsan Way, Little Ferry, NJ 07643 • Tel (201) 641-1200 • Fax (201) 641-1640 • http://www.eventide.com 
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On the Move 
Chris Claus has been promoted by 

CBS Radio to the position of vice presi-
dent/general manager of WOGL-FM, 
Philadelphia. 

Claus served as VP of station opera-
tions for CBS Television and Radio prior 
to his promotion. 

Greater Media Inc. recently 
announced the appointment of Dennis 
J. Begley as vice president/general 
manager of WPEN(AM) and 
WMGK(FM), Philadelphia. 

Sue Bell was promoted by EXCL from 
station manager to general manager of 
KLOK-FM/KBRG(FM), San Francisco/ 
San Jose, Calif. 

David Yadgaroff was recently pro-
moted by ICYW(AM), Philadelphia, from 
retail sales manager to local sales man-
ager. Yadgaroff joined the station in 
June 1992. 

Colonial Broadcasting Co. 
announced two promotions for stations 

With BURK, you know you've got things under controL 

This ISNT a features war. 
Counting buttons doesn't reveal much about an FAS unit. 
It's the company behind the system that counts. 

Rather than racing to he first, Burk has been quietly perfecting 
an FAS system you'll be happy with, day after day. 

Buy the company, not the box. 
You've said it yourself. Customer service is top priority, and no other 
company in the industry can match Burk's responsive tech support. 

We've been supplying innovative, well-designed equipment to this 
industry for over a decade. Our systems are more than user-friendly; 
they're broadcast-friendly, because we understand what you do. 

Our reputation for on-time delivery means you'll have your FAS unit 
when you need it. So relax.., you've got things under control. 

CHOOSE BURK. 

TECHNOLOGY 
Toll Free 1-800-255-8090 • email: control@burk.com 

This detiet has not been 'wpm.' In the F Metal l'onnounications 'onion...ion. It his det ire is not. and 
man not ht. OITCIA for sale or lease. or sold or letned until the ammo al or the FCC has been attained. 

The BURK LAS • Available Fall 1996 

Christy Patrick 

WLWM-FM/WMSP(AM) and WMXS 
(FM)/WNZZ(AM) in Montgomery, Ala.: 
Christy Patrick has been named gener-
al manager and Joy Smithson has been 
promoted to general sales manager. 

Joy Smithson 

SFX promoted Terry Swaim from 
sales manager of WRDU to director of 
SFX Marketing Services for the Mid-
Atlantic Region. 
His new territory will include Raleigh, 

N.C.; Richmond, Va.; and Washington. 
Mike Hartel joined SFX as the national 
sales manager for the company's four 
Raleigh FM stations. 
Steve McCall was named director of 

sales for these SFX Raleigh properties, 
adding supervision of sales at 
WRDU(FM) and WTRG(FM) to his 
sales repsponsibilities for WDCG(FM) 
and former WZZU(FM) (now WRSN). 

40 
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Bob Reich has been named COO for 
Cromwell Group's Nashville stations. 
He will assume responsibility for four 
radio properties in Nashville. 

Bonneville Internationl transferred 
and promoted Buddy Lee from local 
sales manager at Chicago station 
WTMX(FM) to general sales manager at 
Dallas stations KZPS(FM) and 
ICDGE(FM). 

SW Networks named Joyce 
MacDonald vice president of affiliate 
marketing and Ron Rivlin senior direc-
tor, affiliate marketing. Both MacDonald 
and Rivlin have been with SW Networks 
since 1994, having previously worked 
for Capital Cities/ABC Radio Networks. 

U. Smith has been named program-
ming manager for Broadcast 
Programming. He will continue to per-
form his current duties as country pro-
grammer-consultant while assuming his 
new responsibilities. 

With Alan Fuller leaving SBI 
Broadcasting, Dr. Laura Schlessinger 
takes over as president of the comban) 
that syndicates her talk show. Paul 
Douglas, former programmer of 
WT1C(AM), Hartford, Conn., was pro-
moted to executive vice president/gen-
eral manager. 

Tribune Radio hired Mary June Rose 
as programming director for WGN(AM), 
Chicago. Rose was most recently PD at 
Jefferson-Pilot station WBT(AM) in 
Charlotte, N.C. 

Dennis Best was named director ol 
sales for Chancellor Broadcasting in 
Orlando, Fla. Best spent the past 15 
years as general manager of WLTF(FM) 
and WTAM(AM) (formerly WWWE) in 
Cleveland. 

Barbara Dean Brill was named gen-
eral sales manager of three Patterson 
Broadcasting Honolulu stations: 
KIKI-FM, KKLV(FM) and KHVH(AM). 

Brill has been with Bonneville man-
agement in three markets; she served as 
a GM in Phoenix and as a sales execu-
tive in Los Angeles and Chicago. 

Are you on the move? Mail, fax 
or e-mail job changes to Tuned 
In, P.O.Box 1214, Falls Church, 
VA 22041; fax: (703) 820-3245; 
or e-mail: 
74103.2435@compuserve.com 

SATELLITE SYSTEMS 

le" 
11.."1111.1r 

Satellite Equipment for Radio 

Off the air ? 
Not sure what direction to take? 

Call us first. 
We'll be the last call you make. 

Repairs 
Satellite Systems repairs all major brands of satellite equipment, including 

the Fairchild Dart 384 and Scientific Atlanta. 

Upgrade 
Upgrade your Fairchild Dart 384 and Scientific Atlanta 7300/7325 to LNB 

receivers. 

Zephyrus 
Call us about Zephyrus SCPC equipment, along with other Zephyrus 

products. 

Service 
Satellite Systems has made a name for itself by providing consistent, 

excellent service to radio stations & networks. Call the professionals with 

the proven track record in sales and repair for all of your satellite needs. 

The Ariel 
• 5 card slots for up to 10 audio channels 

• compatible with Fairchild Dart 384 

• adapts easily to current equipment 

• next-day shipment of replacement boards 

• 1-year warranty 

• exclusively from Satellite Systems 

There is only one direction. 

SATELLITE SYSTEMS 
615 East Brookside Colorado Springs, Colorado 80906 
Phone: (719) 634-6319 Fax: (719) 635-8151 
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Switch between live assist and 
automation with the touch of a 
button' For news, link text and audio 
so your reader will always play the 
right actuality after reading a script 
To make your overnights sound live, 
create segues and drop voice tracks 
on the fly . You've never had this 
much control over your program! 

Simply drag drag and drop audio into any 
one of the up to 48 hotkey buttons, 
and fire off a cut from Dalet s 
custom control panel, your console, 
or the mouse. If you want to daisy 
chain spots, just click several 
buttons in a row. You can modify 
the layout of the cart wall to suit 
your work habits 

Editing 

Dalet's non-destructive editors 
— up to 8 stereo tracks — are fast, 
intuitive and networkable Drag and 
drop the audio to be edited, then 
scrub, cut, paste, set levels, fades, 
and save made a mistake' Simply 
undo! Your production audio is 
immediately available to everybody 
else on the network for 
simultaneous access 

FURTHER SYSTEM FEATURES 
NEWS EDITING AND BROADCASTING CUSTOMIZABLE . • BLE CONTROL PANELS • ISDN TRANSFER TO SEND FILES BETWEEN REMOTE LOCATIONS (  • • CALL & RECORD APPLICATION FOR JOURNALISTS IN THE FIELD • MASS ARCHIVING • CD COPY. RECORD AUDIO VIA CD ROM DRIVE. 

KLZ, Denver - Crawford Broadcastin 

WPPA, Pennsytvani 
Pottsville Broadcasting Co 

KKND, Tucson • Journal Communication 

ADVANCED NETWORK ARCHITECTURE 
Standard Equipment 

Protect your investment: with st3ndard PC hardware and 
networks, you're not buying into a proprietary black box... 

V Grow with new technologies: Dalet's use of oren platforms 
means you'll always be connected to the outside world and 
future developments. 

V Windows'' familiar work environment has been enhanced by 
Dalet's unique pre-emptive multitasking mechanism: this 
means audio playback always h& priority over other activities 
on the workstation. 

Experienced Support Telim 
Our support team includes Certified Novell Engineers who can 
provide: 
V remote diagnostics 
V download software enhancements via Internet 
V on-site support 

Adapt Dalet to Each User 
With modular software and modular control panels, you can 
design each user's work space to suit nis or her work habits. 

V Protect your data with multiple levels of access rights 

Security 
Choose from a wide range of fault tolerance solutions, ranging 
from tape backup to RAID array and mirrored servers: we're not 
taking any risks with your operation. 

Over 1000 Users World-Wide 
Find out why broadcasters all over the world rely on Dalet, 
from stand-alones to 100-workstation networks: the Dalet 
system was designed from day one as a network, not as 
a stand-alone made to run on one. dalet 

Steve Kelley 
285 West Broadway, Suite 605 
New York, NY 10013, USA 
2 +1 212 226 2424 
Fax: +1 212 226 1673 

Astrid Carver 
251 rue du Faubourg Saint 
Martin,75010 Paris, France 

+33 1 40 38 01 39 
Fax: +33 1 42 05 18 66 

Phillippa Junes 
FBC (S) Pte Ltd, 89 Neil Road 
Singapore 088849 
2 +65 252 5627 
Fax: +65 251 8174 

This makes all the difference in the world in ternis of reliability. DIGITAL MEDIA SYSTEMS Compuserve: 100437, 1536 
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Rep Firms ... 

R
adio stations aren't the only 
cntities feeling the ground shift 
under them as a result of 
deregulation and continued 
ownership consolidation. 

Companies providing services to sta-
tions, like national rep firms, are feeling 
the effects of the big changes as well. 
Until all the aftershocks subside, though, 
it is tough to say exactly how the rep 
business will shake out. 
Mostly, the nature of the business has 

not changed so far. Katz Radio Group 
and Interep Radio Store still dominate 
the nearly $1.5 billion in national spot 
radio that will be placed through the 
national rep firms in 1996. And CBS 
Radio Reps, handling the powerful CBS 
owned-and-operated properties and a 
handful of other accounts, continues in 
its role as the "other" rep firm that agen-
cies cannot afford to ignore. 
Gary Fries, president of the Radio 

Advertising Bureau (RAB), says "a game 
of musical chairs is being played out in the 
rep business, as acquired station groups 
align with their new entities' rep firms." 
But probably the most significant conse-
quence of consolidation, according to 
Fries, has been an accelerated continua-
tion of the trend for stations to do business 
with one of the major national rep firms. 

Katz may be slightly ahead 
of Interep in year-to-date share of rep 
firm business. Stu Olds, president of 
Katz Radio Group, says his firm (includ-
ing all its various divisions) is responsi-
ble for 54 percent of this year's total rep 
firm billing through July 1996, up 6 per-
cent from Katz's 48 percent share for 
January—July 1995. 

Ralph Guild, president of Interep, 
counters that he does not know how 
the Katz numbers are possible, but he 
can't examine them and neither can the 
general public. Rep firm numbers have 
always been secret. After all, the rep 

firms are not regulated; why should they 
show their hand? 
Each rep firm reports to the RER divi-

sion of Competitive Media Analysis and 
gets back only a tally of total rep firm 
dollars, along with its own firm's 
amount and share of the total. Guild 
was the only rep firm head forthcoming 

II 

enough to 
offer to share a copy 
of his most recent RER 
report, which assigns Interep 
a 41.2 percent share of rep firm-
handled national radio dollars so far 
this year (through July 1996). The figure 
includes all divisions except Caballero, 
Interep's Hispanic division, while Katz's 

by Amy Bellinger 

64 percent does include Katz Hispanic 
division figures on top of the RER num-
bers. Only English-language station dol-
lars in the United States are reported to 
RER. 
But anything can happen, and there 

are dozens of ways to view the closely 
held numbers The irony is that hearing 

LJLJLJ 

Illustration kv Baron 

you 
absence of numerical supremacy, you 

the rep firm heads 
position themselves 
sounds very much 
like two stations in 
a market selling to 

an advertiser. When 
you have the numbers, 
talk numbers. In the 

... after Deregulation 
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products and servi 

LONG AFTER THE POLAR ICE 
CAPS MELT AND MAN HATEEN 

VANISHES BENEATH THE 
WAVES AND 
MINNEAPOLIS 
GETS WARM 
ENOUGH TO 
GROW ORANGES 
AND THE LAST 
TREE 15 MADE 

INTO A POSTAGE STAMP TO 
CELEBRATE EARTH DAY, 
YOUR U.S. TAPE & LABEL 
BUMPER STICKERS WILL STILL 
LOOK GOOD. 

1561 Fairview \ienue 
St. Louis, MO 63132 
1.800.569.1906 
Fax: 314.423.2964 SEE US AT WME BOOTH #2743 

READER SERVICE 234 

PflDI 
(011aPT 

Focus on your 
talk show, 

not the equipment 

Gentner's TS612 multi-line telephone system is 
so easy to use, your talent can concentrate on the 
callers without worrying about how to handle the 
calls. Plus, it's expandable to cover multi-studio 

applications. Call today for a free brochure! 

Getttner 
toll free 1-800-945-7730 

fax 801-977-0087 http://www.gentner.com 

We make sales managers look great! 
We make radio advertisers sound great! 
We make them both money! 

* 5 to 8 annual contracts on your desk per day 

* National quality, celebrity voiced jingles for your advertisers 

* Cash incentives for your sales staff 

* We pay our own way - NO SEMINAR COSTS 

* Takes only 14 days to put the entire program together 

* New billing from Non-Traditional business categories 

Call 1-800-950-5787 for your Instant Sales Success Kit 
READER SERVICE 153 



products and services 

1\ 1J I> I 0 CO I Ft E C, Ft 

The NEW 5th edition of The Tapeless Audio 
Directory is the only international buyers guide to 
over 200 digital audio workstations. Products 
included are: 

• stereo and multitrack editors; 
• news/speech editors; 
• cart replacement units; 
• broadcast automation systems. 

The information is provided in an easily 
comparable format covering operational and 
technical specifications, future development plans, 
typical configurations, costs and suppliers details 
r USA, Europe and Far East. 

Priced at US$24.95 (plus shipping), The Tapeless 
Audio Directory is available in the USA from NAB 
Services on 800 368-5644 Fax 202 775-3515. 

SYPHA 
Ted +44 181 761 1042 FEIX +44181 244 
Email 100256.8770comptisprve.co 
216 e • • • LosidonS7• U 

READER SERVICE 50 

¡alit} 
FOR ALL YOUR 
RODUCTION EEDS 

Special production for your special clients 

• Radio commercials that grab attention 

• Professional jingles custom made 
for the client 

Various services for your station 

• Radio liners and jingles custom made 
for your station 

• CD services to archive valuable material 

We harness the power of advanced digital tech-
nology and a very deep talent pool to get you the 
exact sound and professional quality you've been 
looking for. 

http://members/aol.com/empire01 

phone: 501-582-9767 

Empire Sound Productions 

2863 Old Missouri Rd, Suite 10213, Fayetteville, AR 72701 

Affordable Custom 
Broadcast Furniture 

2 Pennsylvania Avenue, Malvern, PA 19355 

READER SERVICE 77 

Delivered and 
installed by 

E[11110LOGY 

TEL: 800-676-0216 

FAX: 610-296-3402 
email: Studiotec@aol.com 

READER SERVICE 180 



station services 

Doing business 

without advertising 

is like winking in the 

dark... You know what 

you are doing but no 

one else does. 

=MN 

z,OLD STA 

Come into the 90s 
If your station sounds BAD, it's harder to sell! 

No need to spend mor ey on new euipment 

Just call STUDIO DESIGN. 
-Pull current equipment & rewire & install 

- Overhaul current eqJipment & rewire studio 

OR 
- New construction & installations 
- Studio & transmitter sites 

-Solve grounding hums or RF problems 
-FINANCING AVAILABLE - 

910-627-9259 

READER 

AC PLAYL STS All Adult 
ontemporary 
Formats 

Daily Music Programming 

Customized For Your Station & Market 

Affordable Prices For All IV arkets 

Monthly Billing • N.a Lengthy Ccntracts 

LA PAL 
131=10AOCAS 
(71 4) 77E1-63 

JINGLES! 
Á Country! Á CHR! 
Á News/Talk! Á 70's/AC! 

CD LIBRARIES! 
Premium quality, BUYOUT 

production libraries. Affordable! 

Hear all of our other packages too, 
including voice, liner & promo services. 

Gmi CAll FOR A CD DEMO! 
MEDIA GROUP (208) 839-9414 
http://www.gmimedia.com/net 

READER SERVICE 53 

BUY-OUT MUSIC - $77 
82 :30 & :60 music beds for  $77 

328 :30 & :60 music beds for $19b 
120 production effects "Zings, Zaps 

and Zoodads for  $99 
122 New Lasers & Sweepers for  $99 

For FREE DETAILS on 
production music, sound 

effects, call 

Ghostwriters (612) 522-6256 

READER SERVICE 30 

HOT 
NEW 

JINGLES! 
If you thought you 

couldn't afford new jingles, 
we have a surprise for you! 

Call for our new 

FREE CD demo today! 

800-451-KENR 
(5367) 

Incorporated 

READER SERVICE 90 

AVTENTION PROVIDERS! 
Promote your sery ces to Tun ca InS 14,000+ readers. Reach group owners, statio 
owners, GMs, sales managers, program directors and engineers with your message 

For information on affordable advertising call Simone at 1-800-336-3045, extention 154. 

Olds 

talk quality, specific demos, growth, 
loyalty, psychographics, the future — 
anything. And rightly so. A little brava-
do is not only expected from rep firms, 
but desirable from a station manage-
ment point of view. 

Year in review 
The presidents of Katz and Interep both 

assert that the continued station ownership 
consolidation has affected them positively. 
Katz's Stu Olds points to his numbers, and 
Interep's Guild sells beyond the numbers, 
pointing to some specific examples of new 
territory conquered. 

"We have been 
successful in pick-
ing up new client 
groups in the 
deregulated envi-
ronment," Olds 
says of the year's 
highlights. 
Another change at 
Katz this year has 

been the addition of Sentry Radio Sales, 
a new rep firm division headed by Katz 
veteran Bob McCurdy. 

In the Interep camp, Ralph Guild 
sums up the year. "We converted 
Shamrock Radio Sales (an Interep 
Division) into the rep company for 
Clear Channel Communications, 
increasing billing in that division from 
$30 million to $70 million," Guild says. 
He points out 
that Interep has 
picked up 
Classical Music 
Broadcasting 
Service (CMBS). 
"There might 
now be one or Guild 
two commercial classical stations we 
don't represent," he says. Late last year 
Interep also acquired Caballero, former-
ly an independent Hispanic rep firm, 
which competes with the Katz Hispanic 
Radio division. 
Lotus Hispanic Reps remains the lone 

independent Hispanic rep firm going 
for ever more Spanish-language radio 
dollars, an annual market now estimat-
ed at $65 million and, according to 
Interep's Guild, the fastest-growing seg-
ment of radio. Guild and Lotus CEO 
Rick Kraushaar disagree, however, 
about where the new Hispanic radio 
dollars are coming from. Guild claims 
the revenue is being drained off 
Hispanic TV and print, while Kraushaar 
contends that the new dollars are 
coming from English-language radio. "A 

i; 
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few agencies and advertisers still don't 
understand the need for Spanish-lan-

guage advertis-
ing, but now 
most see it is 
essential, espe-
cially in certain 
markets," says 
Kraushaar, 
whose firm 
claims represen-
tation of 80 sta-
tions in about 

50 markets. 
CBS Radio Reps President Raif D'Amico 

reports in too, while being careful to point 
out, "We're not a rep firm." What? "We're a 
broadcast company with the unique advan-
tage of having our own national sales aim." 
Down to 43 stations in 22 markets at 

press time, CBS Reps lost a number of 
sold-off Brown Group stations, and 
made a decision to part company with 
the remainder of the group, as well as 
two standalone stations in non-top 50 
markets. "We would like to be in all top 
50 markets again," D'Amico says. 
Though the RAB stays out of ranking rep 

firm shares, the bureau does keep track of 
total national radio dollars, which will 
amount to nearly $2 billion in 1996. RAB 
uses merged data from both Miller, Kaplan, 

Arase & Co. and 
Hunger-ford, 
Aldrin, Nichols & 
Carter, the two 
mainstay research 
firms to which 
stations report. 

For the year to 
date (through 
July 1996). 
national radio 
dollars amount to 

some $1.16 billion according to the RAB 
numbers, while January—June dollars 
handled by rep firms amount to "only" 
$664.9 million, according to the RER 
division of Competitive Media Analysis. 
The enticing balance represents buys 

that do not go through the rep firms — 
the beer distributors, soft drink bottlers 
and fast food companies and other 
national advertisers that have traditional-
ly skirted the rep firm channel. 

Fries says that, in looking at national 
radio figures, is it also important to 
remember that not all national advertis-
ing gets reported by stations as national 
radio dollars. "There is no standard for 
how stations report national dollars to 
Miller Kaplan or Hungerford," Fries 
decries. "Some stations think of their 
national money as only the buys that 

Kraushaar 

D'Amico 

come through the rep firms. On the oth-
er hand, what one station might catego-
rize as national, another might say is 
local or regional." 
Total radio dollars — national, regional 

and local — came to $11.47 billion in 
1995, according to the RAB. 
"When it all shakes down, the share 

between Katz and Interep is going to be 
what it was before deregulation," 
Interep's Guild predicts. 
But that's if everything remains orderly. 
A non-partisan industry watcher reminds 
us that nobody dares speculate about the 

pending sale of Infinity to Westinghouse 
announced in June. Westinghouse, of 
course, also owns Group W and 
acquired the CBS networks in 1995. 
Group W and Infinity stations have 
heretofore remained with Interep. Stay 
tuned. Anything could happen. 

Amy Bellinger is a freelance journalist 
and survey researcher in Bloomington, 
Ind., who used to sell radio. These days 
she writes about computer and technolo-
gy issues, including radio stations on the 
World Wide Web. 

With BURK, you know you've got things under controL 

This ISNY a features war. 
Counting buttons doesn't reveal much about an LAS unit. 
It's the company behind the system that counts. 

Rather than racing to be first, Burk has been quietly perfecting 
an EAS system you'll be happy with, day after day. 

Buy the company, not the box. 
You've said it yourself. Customer service is top priority, and no other 
company in the industry can match Burks responsive tech support. 

We've been supplying innovative, well-designed equipment to this 
industry for over a decade. Our .systems are more than user-friendly; 
they're broadcast-friendly, because we understand what you do. 

Our reputation for on-time delivery means you'll have your EAS unit 
when you need it. So relax.., you've got things under control. 

CHOOSE BURK. 

URK 
TECHNOLOGY 

Toll Free 1-800-255-8090 • email: controleburk.com 

V his de, ire has not teen apprmed 1,, the Federal Communications Ciumnission. This de, ire is not. and 
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Format Focus 

CHR Rides the 

T
op 40 has come a long way, 
baby, since its anything-but-
humble beginnings on the 
AM band in the late 1950s. 
And it hasn't all been one 

big joyride. 
As originally conceived by formula 

programming pioneers Gordon 
McLendon and Todd Storz, the format 
was a sort of broadcast jukebox 
that featured a rigidly limit-
ed playlist of the day's 
40 biggest mass-
appeal 
hits, . 

birth 

that aired over and over again in a tight 
rotation and were introduced by glib, 
hyped-up DJs: fast talkers with big voic-
es and brash, identifiable personalities. 

In the '70s, Top 40 moved to the FM 
band and, by fiat of the trade journal 
Radio & Records, began to be known — 
in some circles, at least — as 
Contemporary Hit Radio (CHR). The 
playlist expanded to include recurrents 
and "gold" records, and the presentation 
softened up considerably. 
By the late '80s, though, Top 40 was in 

trouble. Many of its younger demos had 
begun heading for the greener pastures 
of so-called "alternative" and urban 
dance music, and station owners were 
understandably gun-shy about staking 
their fortunes on a format that targeted 
18- to 34-year-olds when advertisers had 
decreed that the "money demo" was 
25-54. 
"Stand-alones that could only achieve 

ratings in 18-34 couldn't compete up to 
owners' expectations in the 25-54 are-
na," says consultant Dave Shakes, vice 
president of Virginia-based Alan Burns 
& Associates and a former program 
director at two major-market CHRs — 
Chicago's WBBM-FM and San 
Francisco's KMEL(FM). 
But the good news, many in the indus-

try say, is that Top 40 is back. And back 

with a vengeance, in two 
main variants: mainstream pop and 
"rhythmic," or dance. 
"CHR is coming back in droves 

because people want more than just 
one genre of music," says Lisa Rodman-
Rose, PD at Zebra Broadcasting's 
WZJM(FM) in Cleveland, a mainstreamer 

extremes 

that posted its highest 12+ share in 
recent years — a 4.7 — in the Spring 
1996 Arbitrons to finish 10th in a market 
dominated by country, urban and AC. 
And owners are no longer running 
scared. Now that many of them operate 
multiple stations in a single market, 
they're anxious to be in a position to 
offer what Shakes calls "an 18-34 solu-
tion for an advertiser's needs." 

Top 40 is back 

and back with a 

vengeance. 

Indeed, CHR currently enjoys the high-
est average audience share per station 
— 7 percent — of any format, according 
to recent research conducted by BIA 
Publications. With some 78.9 percent of 
its listeners under the age of 35, by 

by David Sovvd 

estimate, the format does 
particularly well in the weekday 
evening hours of 7 p.m.-midnight. It's 
the highest-rated music format during 
that daypart, pulling 13.5 percent of the 
total 12+ audience (second only to 
news/talk). And as for revenues, BIA 
ranks it sixth among all formats, with a 
7 percent share. 

rebírt. 

Texas-based consultant Guy Zapoleon 
believes that the problems and success-
es of Top 40 are cyclical, and more so 
than most formats. "Contemporary 
music runs in three stages, and the cycle 
repeats every 10 years or so," he 
explains. 
Zapoleon, a former national PD for 

Nationwide Communications, calls the 
first of these stages the Birth (or 
Rebirth) cycle. In this cycle a balance 
exists between the three basic mass-
appeal music styles of pop, rock and 
R&B. At the dawn of Top 40 in 1958, 
for example, the format featured Elvis 
Presley, Chuck Berry and The Drifters; 
in 1964, The Beatles, Rolling Stones and 
various Motown artists; in 1974, 
Fleetwood Mac, The Eagles and Stevie 
Wonder; and in 1982, the Eurhythmics, 
Bruce Springsteen and Michael 
Jackson/Madonna. 

"But then what happens," he says, "is 
that after about three or four years, Top 
40 goes into what I call the Extremes 
period, where it programs to the active 
core of its audience. In 1969, it was acid 
rock (Jimi Hendrix, Led Zeppelin); in 
1978, disco (Donna Summer); and in 
1989, rap/funk (Hammer, Public 
Enemy). The format actually picks up a 
little bit, but it's no longer cumeable, 
because it only appeals to a very 

48 OCTOBER 1996 Tuned In 



m.% 

of Renewed Popularity 
narrow group of people 
who listen a lot." 
And finally, the pendulum 

swings into what Zapoleon 
characterizes as the Doldrums period, 
where Top 40 plays only the safest and 
most "adult"-sounding of artists: Bobby 
Vinton and country crossover acts in 
1961, James Taylor and John Denver in 
1971, Barbra Streisand and Kenny 

Rogers in 1981 and Billy Joel and 
Garth Brooks in 1991. "The pro-
grammers wake up and go, 
'Oh my God, what've I 
done? I've blown 

off all my adults!' So they go to the oth-
er extreme," he says, "and lose their 
'active' listeners." 
Now, though, the format is emerging 

from its early '90s doldrums and experi-
encing another rebirth, Zapoleon main-
tains, thanks in part to the recent infu-
sion of alternative artists like Alanis 
Morissette, Hootie & the Blowfish and 
Smashing Pumpkins. But the key, as 

always, is for CHR programmers to 
achieve compatability among all of the 
genres by playing the most pop-sound-
ing hit songs. 
"People turn to Top 40 because they 

want to hear the biggest hits of the 
day," he says. "But it's hard to make 
them all playable on one station when 
you have a Public Enemy or a Cyprus 
Hill being the top-selling artists on one 
end, or a Metallica on the other." 
WZJM's Rodman-Rose agrees that the 

format has been blessed with 

*route/der rev) LAKE; ITO OWN 
A beldtt,e141MC siPeau 
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better product of late. 
"The thing that's been so bad for CHR radio for so long is 

that there was a really major drought of pop product and 
good straightforward happy music," she says. "We were get-
ting bombarded left and right by the alternative stuff, because 
the record companies saw how viable a money-making 
opportunity it was." 

It was about a year ago, Rodman-Rose says, that the music 
really started to improve — shortly after Zebra (a spinoff of 
Zapis Communications, which owns Cleveland's urban giant 
WZAK(FM)) bought the long-floundering Top 40 station. 
"Jammin '92" had been a heavily urban-leaning CHR, says 
Zebra Vice President Lee Zapis, "and it was cannibalizing 
WZAK." So, with the help of Rodman-Rose, Zapis and Zebra 
principals Lynn Tolliver, Jr. and Bobby Rush have moved the 
station out of the urban arena altogether and turned it into the 
market's sole, straight-ahead pop CHR. 
Rodman-Rose increased the station's visibility through cre-

ative contesting and other promotions, reduced the number of 
commercial stopsets from four-per-hour to two, and hired 
some younger jocks. 

The right mix 
"Mornings are the focal point," 

she says. "A lot of CHRs are pro-
grammed from the top — that is, 
nights — down, but we've built 
from the morning show up. And 
we've put the personality back in 
the station's presentation." 
But the biggest challenge, Rodman-Rose admits, was getting 

the music mix right. 
"1 had to take the station out of a 'dark' zone, which was 

very down-tempo, very urban-oriented, and focus it towards 
being more upbeat and pop." WZJM's current catalog is "right 
at 40," she says, and the overall playlist includes about 25 per-
cent recurrents and 20 percent gold (The Cure's "Just Like 
Heaven," A-ha's "Take On Me"). 
Selling the format to advertisers, though, hasn't exactly been 
a piece of cake. "Part of the reason is that there's been this 
perception that nobody wanted teens," argues Zapis, whose 
station — like most Top 40s — carries spots for youth-target-
ed products and services such as soft drinks, beer, movies, 
jeans, colleges, video stores and amusement parks. "And most 
of that — the notion that teens and twentysomethings are 
'slackers' and don't have any money — comes out of just 
plain ignorance. But it's going to improve in the next few 
years, because it's the 18- to 34-year-olds who are moving 
into apartments or buying homes for the first time." 
One station that certainly hasn't had any trouble selling CHR 

is Evergreen's WKTU(FM) in New York, the rhythmic 

Brighten the 
Mornings for 
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and Your 
Bottom 

e! 
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18-34 (a whopping 13.0), 18-49 (9.3), and 
And it had the largest cume of any sta-
tion in the nation: 2,600,000. 
"We researched the market and discov-

ered this huge hole for a 'feel-good' sta-
tion," explains Zapoleon, who worked 
with Evergreen President/C00 Jim de 
Castro and Vice President/Programmer 
Steve Rivers in laying the groundwork 
for the WKTU assault. 

"A lot of people in the industry said 
you couldn't play this music on a Top 40 
radio station, that it had to be niched. So 
WHTZ(FM) (previously the country's 
highest-rated CHR cumer) was very alter-
native and WQHT(FM) was very urban. 
Everybody was playing to a niche 
instead of playing this pop rhythmic 
music that all the people we talked to in 
the street told us they wanted. 

Mass appeal 
"So this station is unique," Rivers says 

"It's mass-appeal in that the music 
appeals equally to whites and blacks and 
Hispanics." 
What ties it all together is the beat, says 

Program Director Frankie Blue, who 
worked at crosstown rival WHTZ (Z-100) 
when that station went from worst to 
first, 12+, in 1983. "We play upbeat 
dance music (LaBouche's "Be My Lover." 
for example)," he explains, "but we also 
play artists like Tony Rich, Mariah Carey. 
Celine Dion, Robert Miles, Color Me 
Badd, Toni Braxton and R. Kelly, so it 
really is mass-appeal." 
No small part of the station's entertain-

ment value is provided by the flamboy-
ant RuPaul, who was installed as the sta-
tion morning-drive DJ. 
"Who would've ever thought that Ne\\ 

York would wake up one day and hear a 
cross-dresser on the radio?" says Blue 
Indeed. 

Other factors 
While WKTU is clearly in a class 

itself, other stations have managed to 
weather the ups-and-downs of Top 40 
over the years and maintain a 

powerhouse that may well be the 
biggest success story in the history 
of radio: worst to first in one ratings 
book — across the board. 
Advertisers are knocking down the 
doors to get in on the action. 
The station had been country 

WYNY — No. 25 in the market 
with a 1.9 share — when Evergreen 

purchased it, resurrected the call letters from a legendary Big 
Apple dance station that had signed off in the early '80s, and 
took to the air on Feb. 10 of this year. By the end of the 
spring quarter, the new WKTU had shot to No. 1 in 12+ (6.7), 

even 25-54 (7.0). 

consistently high level of performance. 
Point Communications' WZEE(FM), a 

sole CHR — in Madison, Wis., was No. 
Arbitron's Winter '96 book with healthy 

mainstreamer — and 
1 across the board in 
shares of 10.0 (12+). 
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15.1 (18-34) and 9.2 (25-54). And a 
lot of that success is attributable to 
the astute ears of Program Director 
Joe Larson and Assistant PD/Music 
Director Dana Lundon, who make 
use of both call-out research and 
semiannual auditorium testing to 
determine exactly what residents 

of this Midwestern college town want to hear. 
"We try not to be ̀ too hip for the room,- says Lundon. If it's 
a rap record or a really hard alternative record, it's got to be a 
hit before we'll play it." 

Like most mainstream CHR program-
mers, the 31-year-old Lundon, who is 
also the market's top-rated afternoon-dri-
ve DJ, is careful to steer clear of 
extremes while fashioning a mass-appeal 
mix for Z-104 that includes the best of 
all genres: dance (La Bouche, Real 
McCoy), urban (Brandy, Fugees) and 
alternative (Garbage, Goo Goo Dolls). 

In Youngstown-Warren, Ohio, the 
nation's No. 87 market, Connoisseur 
Communications station WHOT-FM con-
sistently ranks among the Top 10 AQHs 
in the country. The mainstream pop 
CHR posted a 10.9 share (12+) in last 
fall's Arbitron book, and its slice of the 
whopping 16.7. 
What accounts for those high numbers, 

The key is balance. 

CHR programmers need 

to be watchful 

of repeating the mistakes 

of previous cycles. 

18-34 pie was a 

Program Director 

Tom Pappas thinks, is the fact that WHOT has been broadcast-
ing the same Top 40 format since 1958. "Because 'Hot 101' is a 
heritage radio station in this market, everybody who grows up 

with it stays with it," he explains. 
Pappas programs several specialty fea-

tures into the mix, like a "Lost '80s 
Lunch" that resurrects such artists as 
Tony Basil, Duran Duran and Flock of 
Seagulls. And the station doesn't skimp 
on promotion, he says, "getting the jocks 
on the street, doing nights out at clubs, 
kissing babies — just like a politician." 
But Pappas keeps coming back to her-

itage as the key to the station's success. 
"No matter what kind of valley we find 
ourselves in from time to time," he says, 
"people always know 'Hot 101.-

The future 
Industry observers seem to agree that Top 40 is, at long last, 

emerging from the valley. But most astute consultants are 
careful to urge caution. 

"Part of the rebound of CHR is that 

The NAB RADIO SHOW 
is almost here! 

...and the publishers of 

RADIO WORLD'S MANAGE  WENT RIAIIAZINE 

For the third year running, we've 
been awarded the contract for 

the Official NAB Show Daily. The 
same editorial staff that brings 
you Tuned In and Radio World 

will be in Los Angeles, providing 
you with the coverage you need. 

For advertising call: 
1-800-336-3045 x154 

Stop by our booth! #2664 in 
the Radio/Audio Hall. 

will be there 
for you! 

October 9-12, 1996 
Los Angeles 

Convention Center, 
Los Angeles, California 

eh* 7 WORLD MEDIA 
' - EXPO NEWS 
Nowlins nélmme, 

_ ;Valid Media Expo 

na$tilh 0 t "j" 

are the tops 

r.V.. 

some of the pop alternative acts have 
pushed the rebirth of the music," says 
Zapoleon. "But what will probably hap-
pen — and has already happened, to a 
point — is that a lot of CHR stations have 
gone too far into the alternative side. 
The key is balance. Programmers need 

to be watchful of repeating the mistakes 
of previous cycles, which is going to 
extremes." 
Dave Shakes agrees, more or less. "It 

does seem like the cycles repeat," he 
says. "And it seems like product cycles in 
radio are speeding up — that formats are 
having to grow and live and die in an 
ever-increasing rapidity. I don't know it 
that's because we're just doing a much 
better job of researching people and play-
ing exactly what they want, and thus 
burning it out, or what. "But one thing's 
for sure: There will no doubt be some big 
artists who'll have some disappointing 
albums in the next year, and there will be 
some unknown, brand new artists who'll 
have smash debut albums. And that's part 
of the fun of the format: You just don't 
know, and you have to stay on top of it." 

David Sowd, a former DJ who covers 
Cleveland radio for the suburban Sun 
Newspapers chain, recently wrote the 
Format Focus on Adult Contemporary for 
Tuned In. 
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Facility Spotlight 

Owner: Heftel Broadcasting Corp. 
General Manager: Richard Heftel 
Director of Engineering: Kevin Scott 
Program Director: Pío Ferro 
Music Director: Maria Nava 
VP/Programming, Heftel: Bill Tanner 
Format: Spanish Soft AC 

Ithough KLVE was already "a fine facility," 

A
when Bill Tanner took over as 
VP/Programming for all Heftel 
Broadcasting stations, it was, as he puts 

it, "his privilege to implement upgrades 
in both programming and engineering 

that enabled KLVE to rise to the top in Los Angeles." 
Accompanying Tanner in his move to KLVE were 

Doug Holland, director of engineering for Heftel, and 
Scott Tanner, former chief engineer of WOW in VCc•,1 
Palm Beach, Fla., who took charge of audio processing. 
KLVE saw upgrades in nearly every aspect of its 

operation. The engineering team replaced cart machines with 
the BE AudioVault digital storage/ playback system. Denon CD 
players were installed to play music directly from CD rather 
than carts. They implemented a new Telos Delta hybrid phone 
system, and added a VoxPro digital system to record studio tele-
phone calls. Digital studio recorders/editors, including the 

Roland, SAW and Pro Tools 
programs, were installed in 
production studios. 
Neumann microphones 
were installed everywhere. 
The analog microwave 

link from the studios to the 

KLV'E(FM   
Below: KLVE studio; on-air is 

Maria Nava, KLVE music director, 

VE 

transmitter site was converted to digital. Also, a new digital 
exciter and two new Harris HT35 transmitters were installed. 
After the upgrades, the DJs were trained extensively on new 

board operation techniques. Once these technical changes 
were made, says Tanner, he and the rest of the programming 
staff were able "to focus on the music and our listeners." 

Facility Spotlight offers a look at innovative radio facilities. 
Share your cutting edge with us. Contact Whitney Pinion at 
703-998- 7600, x /29. 
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Scroll Bars and other enhancements to make MusicMaster fully compatible with Windows 3.x, 95 and 
NT. Other new features include Linked Songs, Extended History Storage, a new Traffic and Billing 
interface, and much more. Also, be sure to see the new MusicMaster Nexus Server, which provides an 
automatic multiuser interface between MusicMaster, your Automation System, and other compatible 
software products. 

If you won't be attending the show, give us a call and we'll be happy to fill you in on all the exciting new 
products and enhancements you'll be missing! 
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For more information 
call today 

800-326-2609 AWARE 
Circle 84 On Reader Service Card Intelligent Software Unparalleled Support 

22600 Arcadian Avenue • Waukesha • WI 53186 • 414-521-2890 • fax: 414-521-2892 • e-mail: info@a-ware.com • web: www.a-ware.com 
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Circle 105 On Reader Service Card 

See us at VVME Booth - 2311 

The D-500 Digital Audio Console * 

7305 Performance 
(tel 315-452-5000/fa 

rive, Syr cuse, NY. 13212 
315-45 -0160) SWheatitone Corporation 


