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WASHINGTON’S POST-
ELECTION SELECTION
PROCESS BEGINS

As the new political reality takes
shape, Sen. Ernest Hollings will
no longer directly control FCC
pursestrings, while the future of
Commission Chairman Dennis
Patrick is the subject of hot and
heavy speculation.
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FOOD & DRUG ACTION
| FOR RADIO, RECORDS

New sales opportunities in the food and
drugstore businesses exist for both radio
and records. Chris Beck points out
areas ranging from in-store health testing
to upfront check-out record placement in
hypermarkets.
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LEAN BACK AND CRANK IT

Headphones are illegal for drivers, but
the new Kraco headrest speaker system
pictured may be the next best thing. Full
details on this semi-wraparound
apparatus on the Overview Technology
page.
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CLASSICAL ROCK —
AOR’S LATEST TREND?

Looking for a distinctive promotion,
KZAP/Sacramento hired the local
symphony orchestra to perform several
rock “classics” during the station’s
“Rocktoberfest.” We've got the lowdown
on a promotion that will raise eyebrows
and craze highbrows.
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MAKING A PRODUCTION OUT
OF URBAN RADIO

Two prominent Urban Contemporary
production directors emphasize the vital
importance of competitive production
effects in keeping Urban stations at
parity with other formats’ on-air sounds.
Page 61
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JACOR ADMITS ‘PRANK’

Hoker, Jacor Settle
“Trick’ Lawsuit

The lawsuit filed four weeks
ago by WCRJ/Jacksonville and
parent Hoker Broadcasting
against Jacor Communications
and Jacor Sr. VP/Program-
ming Randy Michaels (as anin-
dividual) over an alleged ‘‘dirty

trick” has been settled out of -

court. Though one of the settle-

S e

Ellis Upped
At WQHT

Now Station Manager

Judy Ellis

Emmis Broadcasting ’sWQHT
(Hot 97)/New York has promo-
ted GSM Judy Ellis to the new-
ly-created position of Station
Manager. She’ll continue to
oversee sales in her new capaci-

WQHT VP/GM Stuart Layne,
to whom Ellis will report, com-
mented, “Judy is one of the
most dynamic people in radio.
She has a terrific business sense
and has demonstrated exem-
plary people skills as well. This
is the beginning of great things
for Judy Ellis with Emmis.”

Ellis told R&R, “I’'m so pleas-
ed about this promotion. It will
allow me to learn and grow with
all of the other departments
here at Hot 97. This is truly a re-
markable station and company,
because they give everyone so
much support and recognition
for hard work and achieve-
ments.” ELLIS/See Page 34

Country Radio: Elvis Lives

ment conditions requires that
complete details not be releas-
ed, WCRJ VP/GM Lynda Bird
said the settlement included a
public letter of admission from
Jacor President/COO Frank
Wood. (The full text of that let-
ter appears on Page 34.)

In the letter, Wood admitted
Jacor’s role, saying, “a rattling
of the competition certainly was
the intention,” though ‘“we
never intended for any of your
employees to feel violated. To
the extent that this was the re-
sult, we apoiogize.” He also
made it clear that Jacor con-
siders such pranks to be “within
the parameters of our view of
radio,” but concluded that “to
continue this particular argu-
ment would only enrich the
bal‘.”

‘Shows What Jacor
Is Made Of’

Byrd told R&R, “In filing the
lawsuit, it was our intent to
show our employees that we
were not going to lie down and

JACOR/MICHAELS/See Page 34

sonality Damion, and Nash.

American Dream For Children

Graham Nash spearheaded the second annual “Children Of The
Americas” radiothon, a four-hour live broadcast for charity starring |
Crosby, Stills, Nash & Young; Jackson Browne; Randy Newman;
Fabulous Thunderbirds; Al Stewart; Pat Benatar; and Midnight Oil.
Nash cohosted from Hollywood, while Bill Ayres and Pete Fornatale |
did the honors from New York. Pictured backstage are (I-r) Browae,
J.D. Souther (who encored with CSNY), KLSX/Los Angeles air per-

j

57 R

S e et e

'{SWﬁ<v\.\p o

Stratton Heads Bahakel
Radio Division

Charlotte, NC-based Bahakel
Communications has named
broadcast veteran Ronald
Stratton Director/Radio Divi-
sion. He will supervise the com-
pany’s 15 stations in nine mar-
kets.

Stratton most recently was
VP/GM at WGHT & WWIN/
Baltimore. He had previously
managed WPXN & WPXY/Ro-
chester, and was GM of WBEC/
Pittsfield, MA for 13 years.

Stratton told R&R, “I deeply
appreciate the trust the Baha-
kel family has placed in me. I
won’t let them down. The sta-
tions are well-positioned with
good facilities in superior mar-
kets and good field people al-
ready in place. Now watch us
grow.”

The Bahakel statlons include
WPET & WKSI/Greensboro,

Ronald Stratton

NC; WXLY/Charleston, SC;
KILO/Colorado Springs;
WDOD-AM & FM/Chattanoo-
ga, TN; KXEL & WOKZ/Wa-
terloo-Cedar Rapids, IA; WKIN
& WZXY/Kingsport, TN;
WABG/Greenwood, MS; WLBJ
& WCBZ/Bowling Green, KY;
and WWOD & WKZZ/Lynch-
burg, VA.

I Houston Happening For YBPC Board

The 11th annual Young Black Programmers Coalition conference took place in Houston over last
weekend. Most of the group's officers and board of directors gathered during the meet: (I-r back) Atlan-
tic's Henry Jefferson, WYLD-FM/New Orleans’s Marcel Lee, MCA VP A.D. Washington, Tapestry Pro-
ductions President Toni Carter-Payne, YBPC Director of Information Doug Wade, Columbia's Barbara
Lewis, and Polydor’s Bill Magness; (I-r front) KMJQ/Houston’s Gloria Fitts, KMJQ PD and YBPC Presi-
dent Terri Avery, KKDA/Dallas MD and YBPC VP Lynne Haze, and KKDA-FM's Yvonne St. John.

PHOTO: Amold Tumer J
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Shulman Assumes
Atco Presndency

Two weeks after leaving the Sr.
VP/A&R slot at PolyGram Rec-
ords, Derek Shulman has been of-
ficially named President of Atlan-
tic subsidiary Atco Records. The
position had been vacant since for-
mer President Jerry Greenberg
left the label to become part of the
new WTG label in September.

Shulman had been at PolyGram
since 1982, having joined the label
as National Rock Promotion Man-
ager. He moved to the A&R depart-
ment as Director a year later, was
promoted to VP/A&R in '84, and

Dere Shulman
was upped to Sr. VP/A&R last
year. SHULMAN/See Page 34

KPWR/Los Angeles,

Casey Corrals Emmis Quintet

Emmis Broadcasting has agreed to carry Westwood One’s forthcoming
countdown “Casey’s Top 40 With Casey Kasem" on five of its stations:
KXXX/San Francisco,
WLOL/Minneapolis, and WENS/Indianapolis. Pictured for the announce-
ment are (I-r standing) KPWR VP/GM Phil Newmark, Kasem, and
Westwood One VP/GM Thom Ferro; (I-r seated) WWI VP/Affiliate Relations
Steve Jenkins and KPWR PD Jeff Wyatt.

WAVA/Washington,

Dwyer-Carpenter Promoted

To VP/GM At KDIA

Aleta Dwyer-Carpenter has been
upped to VP/GM at KDIA/Oak-
land (San Francisco). Before being
named Station Manager there six
months ago, she had served as
KDIA’s Director/News & Public
Affairs Director for five years.

KDIA owner Ragan Henry of
MediaComm, Inc. commented,
“When the previous GM (Robert
Miller) resigned, it was a natural
move to promote Aleta; we knew
she was next in line. We had plan-
ned to get her a station at the first
opportunity we had, anyway.”

“T still do news and my morning
drive shift, which is rather unusu-
al” said Dwyer-Carpenter, who has
done mornings at KDIA since 1982.
“When you maintain a presence or.
the air it gives you much more
credibility, especially with young

Dunaway PD
At KMBZ

Full-Service AC KMBZ/Kansas
City has promoted veteran AM
driver Ray Dunaway to the PD
post left vacant when Kelly Carls
left to program KTRH/Houston.
Dunaway will continue doing his
morning airshift.

Dunaway told R&R, *‘I've watch-
ed KMBZ go through a variety of
consultants who gave a variety of
right and wrong answers. We've
taken millions of dollars and thou-
sands of man-hours and managed
to get this place in pretty bad

DUNAWAY/See Page 34

Aleta Dwyer Carpenter

people. The primary thing I've al-
DWYER-CARPENTER/See Page 34

Elroy Smith

Smith PD At
KMEZ-FM

WILD/Boston PD Elroy C.
Smith has been named PD at
KMEZ-FM/Dallas, which an-
nounced last week it would be drop-
ping Easy Listening for an Urban
format in December. He starts at
the station November 28.

KMEZ-AM & FM VP/GM Jim
Stanton commented, “What im-
presses me about Elroy is that
WILD is a 5000-watt daytime-only
radio station in a city with only a
six percent black population, and
yet he was able to generate some
big ratings increases there. WILD
SMITH/See Page 34

ROKWEILER
WQUE VP/GM

Clear
Channel Ups
Matteson

WQUE-FM owner Clear Channel
Communications has elevated
WQUE/New Orleans VP/GM Dale
Matteson to Regional VP for the
company, where he will supervise
the New Orleans property and also
manage KALO & KHYS/Beau-
mont-Port Arthur, TX from its
Houston offices. WQUE GSM John
Rokweiler has been promoted to
VP/GM for the New Orleans Ur-
ban/CHR hybrid.

“Dale came in and did a marvel-
ous job of finding a good niche for
this format,” noted Rokweiler,
“and for two years we’ve been
riding the crest of some smart

MATTESON/See Page 34

Surratt Slgler Earn
New RCA AOR Posts

Hugh Surratt

In dual album promotion ap-
pointments, RCA Records has up-
ped Hugh Surratt to Director/Na-
tional Album Promotion and John
Sigler to National Album Promo-
tion Manager. Both will report to
VP/National Album Promotion
Jim McKeon.

“I can't think of two more de-
serving individuals than Hugh and

John Sigler
John,” said McKeon. “Both show
the commitment, expertise, and
spirit required to excel in the music
business.”

Surratt had been Manager/Al-
bum Promotion, West Coast for the
past 18 months, and will continue to
work in RCA’s Los Angeles office.
He was previously MD at former

RCA/See Page 34
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ELVIS WILD IN COUNTRY

“Spelling On Stone” — it's not a famous TV
producer’s viewpoint on Jann Wenner's
music publication, but a mysterious Elvis
soundalike that's got a lot of Country listeners
buzzing. A report on the phenomenon and a
look at the role of novelty records inside.
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KDZR DROPS HARD ROCK FORMAT

O’Donnell WBLZ VP/GM

David O’Donnell has been upped
from GSM to VP/GM at Dalton
Group Urban outlet WBLZ/Cincin-
nati. He replaces Peter Eden, who
exits to open an advertising firm.

O'Donnell is succeeded as GSM
by Mike Gavin, who formerly held
those duties at crosstown Easy Lis-
tening outlet WWEZ for six-and-a-
half years, prior to which he held
the sales manager post at market
AC WLW. In addition, Terry Moore
has been promoted from Promo-
tions Director/AE to OM at WBLZ.

Dalton President Bill Dalton told
R&R, “David has been with the
station 11 years and has done an
excellent job in sales. He has a
great deal of experience in Cincin-
nati; he knows the market and the
market knows him and likes him
very much.”

O’Donnell, an 11-year radio sales
vet, commented, ‘“We look forward
to making more of a positive state-
ment in this market, being a little
more aggressive than we have
been in the past. We'll be introduc-
ing this music to a whole host of
new listeners via off-air promo-
tions. We are going to remain the
number one Urban station in Cin-
cinnati and Dayton, where we also
do very well.”

Moore, who joined WBLZ in 1981
and has also served as announcer
and continuity director at the sta-

tion, commented, “I will oversee
programming with (new MD) Tom
Owens, and will also oversee pro-
motions. Tom has been with the
station since 1985 and is wired to
the streets. He’s got the best ears in
the city. I haven’t programmed be-
fore, but used to do on-air work and
will be doing a lot of fill-ins, week-
ends, and holidays. We’ve got some
strong announcers here, and will
just be doing some fine-tuning.”

LR

KADX Jettisons Jazz, Picks Up Z-Rock

Satellite Music Network'’s Z-
Rock has a new home in Denver, as
Century Broadcasting’s longtime
Mainstream Jazz outlet KADX
switches to the hard rock format on
December 10. AM daytimer KDZR
dropped Z-Rock Monday (11/14) in
favor of the Business Radio Net-
work.

“In the last year two other sta-

KXI-AM & FM/Portland GM
Ray Watson has been promoted to
VP/Radio for owner Kaye-Smith
Enterprises. He will be based in
Portland, and will oversee opera-
tions at KJRB & KEZE/Spokane
as well as the KXL combo.

Kaye-Smith Chairman Lester
Smith said, “Under Watson’'s
leadership KXI-AM & FM have
achieved and sustained a dominant
position in the Portland market.
He’'s one of the finest broadcasters
and most effective managers in the
business.”

Watson, who has managed the
KXL combo since 1971, said, “I've
been associated with Les Smith
and Kaye-Smith Enterprises for

Ray Watson

more than 25 years, and I'm hon-
ored to be able to expand my role in
the company. KJRB & KEZE are
well-run properties, and I'm look-
ing forward to carrying on the
great tradition we’'ve had in Spo-
kane and building on the fine man-
agement team we have there.”

Four reasons why radio stations
in over 50 markets
use Surrey Research

Roger Wimmer, PhD - President
Chris Porter - Vice President

tions started doing Contemporary
Jazz, and there’s a noncommercial
station doing what we’ve been do-
ing. There aren’t too many mar-
kets that can support four stations
doing some sort of Jazz,” explain-
ed KADX VP/GM Ron Jamison.

“So when Z—Rock became availa-

s =
hEss

ble, we jumped on it with both feet.
We think the world of Lee Abrams
and his powerful background, and
knew that a format under his direc-
tion would be highly successful.”

KADX becomes the second FM
to carry Z-Rock and the 12th over-
all.

i

KATD lees

KATD/San Jose PD Bob Harlow
has exited the programming chair
over ‘“philosophical differences.”
Replacing him is KSOL/San Fran-
cisco air talent Bob Roque.

KATD VP/GM Joel Schwartz
told R&R, “Bob Roque was with
KSOL for ten years, and his en-
thusiasm for this job is tremen-
dous. I believe his fresh ideas and
energies will take us forward. We
have all-new studios and equip-
ment, so this is time for a new
beginning.”

He went on to say, “Bob Harlow
did the best job he could, and it was
just time to part company. He'll
get a great recommendation from
me. He was always looking for new
ways to improve ‘the Kat,’ but we

T e
i R bk

Roque As PD

never achieved the breakthrough
or the kind of growth we needed or
wanted.”

Roque was most recently
KSOL'’s late-night air talent, and
also served as assistant to KSOL
PDMarvin Robinson and OM Ber-
nie Moody. Roque denied there
would be a wholesale format shift.

“This is my first programming
job, and while I've never done it
firsthand, I know what to do,” Ro-
que said. ‘“There will be a notice-
able change within the CHR for-
mat, but we intend to remain

CHR. My personal feeling is that
KATD is too modern in its musical
orientation, and I look for it to take
on a more mainstream CHR direc-
tion in the coming weeks.”
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PAT CLAWSON

Post-Election Musical Chairs Game
Begins Soon In Congress, FCC

Hollings To Give Up FCC Purse Strings; Patrick Waving A Long Goodbye?

In a move that Washington broadcast lobbyists be-
lieve may reduce tensions between Congress and the FCC,
Sen. Ernest Hollings (D-SC) has announced plans to step
down as Chairman of the Senate Commerce Appropria-
tions Subcommittee. The move is the latest in a game of
political jockeying being played out across the bureauc-
racy in the wake of last week’s elections. Washington polit-
ical circles are buzzing with rumors about other personnel
changes, with speculation about the future of FCC Chair-
man Dennis Patrick especially hot and heavy.

Hollings told reporters last week
that Sen. Dale Bumpers (D-AR)
will replace him as Chairman of
the subcommittee, which holds the
FCC’s purse strings.

Whether Bumpers will actually
assume the subcommittee chair re-
mains to be seen. He has made no
announcement of his intentions
and, according to an aide, probably
will not do so until after Sen. Daniel
Inouye (D-HI) officially passes on
the post. Inouye, in turn, is cam-
paigning for a new job as Senate
majority leader. The election for
the position will be held November
29, and Inouye probably won’t
make a decision about the Com-
merce Committee slot until then.

NAB Hopes
For ‘Improvement’

During the past two years, Holl-
ings has used his position as chair
of the Commerce Appropriations
Subcommittee to challenge the
FCC on such issues as the Fairness
Doctrine and the constitutionality
of minority preferences in licens-
ing. His opposition to such FCC
policies, which were generally sup-
ported by broadcasters, combined
with his push for a tax on transfers
of broadcast licenses, has earned
Hollings a less-than-sterling
reputation with broadcasters.

While Hollings will retain con-
siderable influence over the FCC
and broadcasting, both as a mem-
ber of the Commerce Appropria-
tions Subcommittee and as Chair-
man of the Commerce Committee,
those who know Bumpers say his
addition to the communications
policymakers lineup would help re-
turn civility and thoughtfulness to
the relationship between the
Senate, the FCC, and broadcasters.

“We have always found him to
be thoughtful, open, and approach-
able,” said Ted Snider, President
of KARN/Little Rock and a for-
mer Chairman of the NAB Joint
Board. “I would say he is an im-
provement over Hollings because
he is open-minded, an independent
thinker.”

Snider and others who have
worked with Bumpers describe
him as a strong advocate of First
Amendment rights but say he
would probably not opppose legis-
lation to codify the Fairness Doc-
trine. Bumpers did well in another
broadcasting litmus test by oppos-
ing Hollings’'s transfer tax pro-
posals.

Patrick, while less confronta-
tional than predecessor Mark
Fowler, has clashed frequently
with members of the House and
Senate. Washington broadcast lob-
byists and communications attor-
neys speculate that Patrick may

stay on as Chairman for the first

few months of the Bush adminis-
tration, but will ultimately be en-
couraged to leave in the interest of
building a fresh relationship be-
tween Congress and the Commis-
sion.

A source close to the Bush team
expressed doubt that the transition
staff has even thought about the
FCC at this point, however. “I
don’t think they’ve gotten any fur-
ther than the Secretaries of Com-
merce and Education,” said the
source. “I don’t think they’ve even

considered something fifth-level
like the FCC.”

If Patrick knows he is a short-
timer, he isn’t letting on. The
Chairman, whose term runs until
June 1992, said last week that he
fully intends to stay on in the Bush
administration but has not discuss-
ed his future with Bush transition
officials.

Holmes, Wing To Interim
FCC Posts?

Another topic of post-election
speculation is the fate of Bradley
Holmes and Susan Wing, whose
nominations to the FCC were held
hostage by the Senate during the
rancorous Fairness Doctrine dis-
pute between Congress and the
FCC. Various rumors have one or
both of the nominees being granted
an interim appointment to the
Commission, losing their nomina-
tions, or being renominated by
Bush sometime after Inauguration
Day.

Holmes, Chief of the FCC Mass
Media Bureau’s Policy and Rules
Division, said he doesn’t know and
could not even hazard a guess
where his nomination stands.
Wing, a communications attorney
in private practice, had no com-

ment. —Randall Bloomquist

ness Doctrine.

In a verbal wasming shot fired last
week, Patrick cautioned broadcast-
ers that aliowing the Fairmess Doc-
trine to be written into law would
suck them down Into a quicksand of
debiliteting government ragulation.
He said the industry Mest conlinue
to oppose vigorously any effors
simad at codilying the policy.

“f &5 st thiz kind of regulation
“that has put broadcasters at a dia-
advantage in. the new  electronic
marketplace,” said - Pafrick.  “f
broadcasters continue to tolerate it,
they will tolerate themselves into
oblivion. "

Patrick's comiments, made during
an  Fprompls - meeting © with re-
porters last Wedresday (11/9),
were directed primeriy at the NAB.
Last month -NAER President Eddie
Fritte said it was possibie NAB
woidd not actively opposa codifica-
tion legislation in the upcoming
Congress. because  passage of
such a hilt is almost inevitabls [R&R,
10/28).

“I have seen statements by mem-
bers of Congress to the effect that
Fairness Doctrine codification will
be a top priority, and | taka them at
their word,” commented Patrick.
"But to the NAB and members of
Congress | would say the Faimess
Doctrine should not be codified for
a number of reasons, the first of
which is that it is unconstitutional.”

Patrick Warns Broadcasters Not
To Abandon Fairness Fight

FCC ChairmanDennis Patrick is warning broadcasters
not to knuckle under to Capitol Hili lawmakers over the Fair-

" [on & Faimess Doctrine strategy] in

A Shortsighted Strategy

Giving up on Fairness codifica-
tion in exchange for promises of
progress on other legislatve in-
itiatives of interest to broedcasters,
such as license renewsl reform,
would be a shortsighted strategy
for the broadcast industry; Patrick
added.

The NAB declined to comment
on Patrick’s remarks, calling them
“nothing new.”

“Eddle Fritts has spoken on this
issue and we realty don't have any
further comment,” said NAB WP/
Media Relatons  Susan  Kraus.
“Oar board will make Its dacision

Janary. But let me relterate our
position, which has not changed:
we remain opposad to the Farness
Doctrine, but we befieve it wilt be
on a fast track [for passage] in the
new Congress."”

Patrick’'s remarks plaased die-
hard Fairness Doctrine foes, who
have expressed dismay at the idea
NAB might choose to sit out a battle
over codifying the policy.

“I'd be disappointed if NAB ran up
the white flag on this one,” said
Bob Priddy, ND of the Missourinet
radio network. “If NAB is willing to
aflow government to control what is
said on the air, it is overlooking an
integrity isaue of great importance
to both broadcasters and the gen-
eral public.” {See related letter,
Page 25.)

Black Groups File Petitions To Deny
Against 32 NC, SC Stations

A coalition of black civil rights groups is challenging
the license renewals of 32 radio stations located in North
and South Carolina. The group, which includes the Caro-
lina branches of the NAACP as well as the Washington-
based National Black Media Coalition, filed petitions last
week to deny the renewals on the grounds the stations
have not lived up to their obligations under the FCC’s
equal employment opportunity rules.

The North Carolina stations
named in the petition to deny were:
WKRR/Asheboro, WBTB & WZYC/
Beaufort, WZZU/Burlington,
WCHL/Chapel Hill, WLOE &
WWMY/Eden, WGBR & WEQR/
Goldsboro, WRCM/Jacksonville,
WNNC/Newton, WTRG/Rocky
Mount, WLVK/Statesville, and
WRRF & WDLX/Washington.

South Carolina stations included
WTMA & WSSX/Charleston,
WNOK-AM & FM/Columbia,
WELP & WLWZ/Easley, WEAC &
WAGI/Gaffney, WESC-AM & FM/
Greenville, WAVF/Hanahan,
WKZQ-AM & FM/Myrtle Beach,
WGSN & WNMB/North Myrtle
Beach, andWSPA-AM & FM/Spar-
tanburg.

Inspired By NBMC Survey

The groups decided to take ac-
tion against those 32 stations based
on the results of an NBMC survey
of minority hiring and employment
practices at every radio station in

the Carolinas during the period
1982-88.

“We checked every state as its
stations come up for renewal,”
said NBMC Exec. Director Pluria
Marshall. “If we see there aren’t
any black folks, or not enough
black folks, working at these sta-
tions, we go after them.”

In their petition, the NAACP and
NBMC charge the targeted sta-
tions with variously failing to hire
any minorities, not hiring minor-
ities in numbers appropriate to the
makeup of the local workforce, op-
erating unacceptable EEO recruit-
ment programs, and making lame
excuses to the FCC for low levels of
minority employment.

The groups opted not to file peti-
tions against an additional 19 sta-
tions that it felt were in violation of
the EEO rules. Some of those sta-
tions were let off the hook because
they had maintained good relations
with the ‘minority community, ac-

wwWW.americanradiohistorv.com

cording to Dennis Schatzman, ex-
ec. director of the North Carolina
Branch of the NAACP. Other sta-
tions had hired an appropriate
number of blacks but failed to re-
port their employment on the pro-
per FCC forms.

Station owners and managers
contacted by R&R said they were
currently formulating their re-
sponses to the petitions.

Schatzman On
‘Shakedowns’

Schatzman said at least one sta-
tion, which he refused to identify,
has approached him about making
adeal that would result in the coali-
tion dropping its petition in ex-
change for the station’s agreement
to start a minority training pro-
gram, hire a black salesperson,
and pay a portion of the legal fees
the group incurred in filing the
petition.

“Because we sit between license
renewal and license revocation for
these stations, it would be in their
best interest to try to come to
agreement,” said Schatzman.
“People who think we’re being bad
guys can kiss my ass. Whenever
black people speak up like this,
[white] people immediately think
‘shakedown.” We didn’t make up
the rules.”

NEWS
BRIEFS

Synchronous AM

Transmitters Nixed

A highly-touted technical method of
cleaning up the AM band has run into a
lot of static at the FCC.

Commissioners have turned thumbs
down on proposals to allow AM sta-
tions to use multiple synchronous
transmitters on grounds the current
technology is unproven and could ac-
tually increase interference problems.
The Commission said new technologic-
al advances could take three to five
years to test, and would probably
render obsolete much of the informa-
tion it has already collected.

While synchronous transmitters will
not go into widespread use right
away, the FCC said it will entertain fur-
ther applications for experimental use
of the technology and may reconsider
the issue as technological develop-
ments warrant.

Synchronous broadcasting uses two
or more transmitters to broadcast iden-
tical program material simultaneously
on the same frequency. The transmit-
ters are located in a manner to en-
hance and extend the coverage of an
AM station. Since the service areas of
the transmitters overlap, the carrier fre-
quencies or phase between stations
must be precisely synchronized to
avoid interference.
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The Strategic advantage:

PERLEPTUAL

Radio is not a typical consumer product like
cigarettes or spaghetti sauce. Tastes and attitudes
change very quickly in our field. If you're only
researching your listeners once a year, you're
missing a genuine competitive advantage.

Strategic Radio Research offers a unique,
customized research program that could keep
you in touch with your listeners every week of
the year. Weekly perceptual research to monitcr
the changing attitudes of your target audience.
Weekly tracking on your current music. Plus
weekly research on your oldies. All in one com-
prehensive system that we've been fine-tuning
and improving for over eight years.

Great programmers and managers like KMEL/
San Francisco’s Paulette Williams & Keith Naftaly,
WODS/Boston’s John Gehron & Dave Van Dyke,
WJLB7Detroit's Verna Green & James Alexander,
KRXY/Denver’s Joe Parish & Mark Bolke, and
WGCI/Chicago’s Marv Dyson, Sonny Taylor, &

Barbara Prieto have all learned that the closer
you get to your listeners, the more successful
you'll be.

To request a research proposal for your station,
call Sue Bell, Director of National Sales, or Kurt
Hanson, President, today at (312) 280-8300.

In our industry, gimmicks and “quick fixes”
abound. But keeping in touch with your listeners
on a weekly basis gives you an inarguably real,
long-term advantage. It improves your product.
It will help you win.

Exclusively from . .

e

STRATEGIC

- RADIO

7 RESEARCH

| | | | ! ] | | | | | !

211 E. Ontario
Chicago, IL 60611
(312) 280-8300

www americanradiohistorv.com o
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TRANSACTIONS

Universal Spins Off L.A. &
SF Stations For $23 Million

Wagontrain Rolling Out Of Albuquerque Combo For $8.1 Million;
Stromquist Debuts New Brokerage With $3.35 Million Hawaii Deal

Douglas Broadcasting

Acquisitions

PRICE: $23 million

TERMS: Cash plus a minority tax cer-
tificate

BUYER: Douglas Broadcasting Inc.,
headed by N. John Douglas. He is the
former owner of KSTS-TV/San Jose.
SELLER: Universal Broadcasting
Corp., owned by Marvin Kosofsky,
Howard Warshaw, and Mirlam War-
shaw. The éompany also owns WTHE/
New York, KPPC/Los Angeles, WNDZ
& WVVXiChicago, WCBW/St. Louis,
WWCS/Pittsburgh, and WSYWI/Indi-
anapolls.

BROKER: W. John Grandy acted as
broker. David Cherhonliak of National
Broadcast Finance Corp. acted as fi-
nancial adviser to Douglas Broadcast-
ing.

KMAX/Los Angeles
FREQUENCY: 107.1 MHz
POWER: 3 kw at minus 240 feet
FORMAT: Ethnic

KEST/San Francisco
FREQUENCY: 1450 kHz
POWER: 1 kw

FORMAT: Ethnic

KYOS & KMYT/Merced

PRICE: $1,775,000

BUYER: Merced Radlo Partners, alim-
ited partnership headed by Edward
Hoyt Jr. The company aiso owns
KCLQ-AM & FM/Hanford-Fresno, CA
and KMGG/Monte Rio-Santa Rosa,
CA.

SELLER: Radio One Inc., owned by
Maurice ‘‘Doc’’ Hill.

FREQUENCY: 1480 kHz; 97.5 MHz
POWER: 5 kw; 50 kw at 493 feet
FORMAT: AC

BROKER: Willlam Exline Inc. repre-
sented the seller. American Radlo
Brokers of San Francisco represented
the buyer.

KIKI & KMAl/Honolulu

PRICE: $3.35 million

TERMS: Escrow deposit $150,000.
Cash payment of $2.6 milion cash.
Noncompete valued at $750,000,
payable in 20 quarterly installments.
BUYER: Henry Hawall Broadcasting
Co., owned by Charlton Buckley and
B. Casey Stangl. Buckley also owns
KYTE-AM & FM/Portland; KVOD/Den-

ver; KFXM & KDUO/San Bernardino-
Riverside, CA; KDON-AM & FM/Salin-
as, CA; KFAB & KGOR/Omaha; and
KMJ & KFYE/Fresno, CA.

SELLER: Island Communications
Corp., a division of Parker Communi-
cations Inc., which is owned by John
Parker. The company also ownsKTCJ
& KTCZ/Minneapolls, KXTZ/Las Veg-
as, KLZE/San Jose, and KHYL &
KAHI/Sacramento, CA.

FREQUENCY: 830 kHz; 93.9 MHz
POWER: 10 kw; 100 kw at 421 feet
FORMAT: Gold; CHR

BROKER: Peter Stromquist. This is
the first deal he has brokered since
leaving Chapman Assoclates in
August.

COMMENT: Parker acquired this com-
bo in April 1980 for $1.2 million.

KXIX/Dyersville

PRICE: $22,100

TERMS: Cash payment of $20,000.
Buyer assumes liabilities totalling ap-
proximately $2100.

BUYER: Design Homes Inc., owned
by Franklin Weeks. The company also
owns KADR/Elkader, IA and KCTN/
Gamavllio, IA.

CLASSICAL ACQUISITION PARTNERSHIP
(VerStandig Family, Mitchell & Steve Rales)

RKO GENERAL, INC.

We are pleased to have served as
advisor to John VerStandig.

BLACKBURN@@MPAN\/

| N C O R P

has acquired

WGMS AM/IM
Washington, D.C.

for
$33,885,000

from

O R A

T

Media Brokers & Appraisers Since 1947

WASHINGTON, DC. 20036
1100 Connecticut Ave., NW
(202) 3319270

ATLANTA, GA 30361
400 Colony Square
(404) 892-4655

(312) 346-6460

CHICAGO, IL 60601
333 N. Michigan Ave.

BEVERLY HILLS, CA 90212
9465 Wilshire Blvd.
(213) 274-8151
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TRANSACTIONS AT A GLANCE

Deals So Far In 1988:
$3,548,030,087

Total Stations Traded This Year: 1233
This Week’s Action: $53,472,310
Total Stations Traded This Week: 39

Deal Of The Week:
® Douglas Broadcasting Acquisitions
$23 million
® KMAX/Los Angeles
® KEST/San Francisco

‘@KYOS & KMYT/Merced, CA $1,775,000
oKIKI & KMAl/Honolulu, HI $3.35 million
oKXiX/Dyersville, JA $22,100
OWRMA/ML. Morrls, IL (FM CP) $3000
®KZBL/Natchitoches, LA $488,750

OWWCK-AM & FM/Flint, Ml $2.4 million

O®WSTR-AM & FM/Sturgls, MI $390,000

OWKRA-AM & FM/Holly Springs, MS $330,000
OKRZY & KRST/Albuquerque, NM $8.1 million
OWYLF/Penn Yann, NY $15,000 for 25%
®WCNC/Elizabeth City, NC No cash consideration
®WRQN/Bowling Green, OH $2,685,000

OWMPO-AM & FM/Middieport-Pomeroy, OH $600,000
OoKKNG/Oklahoma City $3.4 million

®KNND/Cottage Grove, OR $62,823

OFM CP/Oskridge, OR No cash consideration

O®WCED & WQWQ/DuBois, PA $1.45 million

OWDAR & WMWQ@Q/Darlington, SC $1.3 million
OWKMG/Newberry, SC $42,000

O®WAJN/Ashland City, TN Repossession
O®WIZO/Franklin, TN Repossession

OKVOL-AM & FM CP/Big Lake, TX $18,637 liabilities assumption
OKIKN/Pharr, TX $25,000 for 49%

OWTTX-AM & FM/Appomattox, VA $350,000

O®WRJN & WHKQ/Racine, Wl $3,665,000

SELLER: Donald Raymond Fortune
FREQUENCY: 99.3 MHz
POWER: 3 kw at 370 feet

FORMAT: Country

WRMA/Mt. Morris (FM CP)
PRICE: $3000

TERMS: Cash

BUYER: Mount Morris Group, owned
by Walter Ada, William Alen, Calvin
Bak, and June Bowes.

SELLER: Mason Broadcasting Co.,
owned by Robert Mason.
FREQUENCY: 100.5 MHz

POWER: 3 kw at 100 feet

KZBL/Natchitoches

PRICE: $488,750

TERMS: Cash

BUYER: Barron Communications
Inc., owned by Ben Barron.

SELLER: Bundrick Communications
Inc., owned by Hal Bundrick.
FREQUENCY: 95.9 MHz

POWER: 3 kw at 320 feet

FORMAT: AC

WWCK-AM & FM/Flint

PRICE: $2.4 milion

TERMS: Cash

BUYER: Majac Cormp., owned by Mark
and Jack Steenbarger of Danville, IL.

The company also owns WDAN &
WODNUDanville, IL.

SELLER: Reams Broadcasting Corp.,
principally owned by Frazier Reams
Jr. The company also owns WCWA &
WIOT/Toledo, OH and WBVE/Cincin-
nati.

FREQUENCY: 1570 kHz; 105.5 MHz
POWER: 1 kw; 3 kw at 364 feet
FORMAT: AOR

BROKER: R.C. Crisler & Co.

WSTR-AM & FM/Sturgis
PRICE: $390,000

TERMS: Cash

BUYER: Forum Communications Inc.,
owned by Robert Brink, Berten Elzin-
ga, James Higgs, andMarc Rosseels.
The company also owns WQXC-AM &
FM/Otsego, Ml and WBNZ/Frankfort,
MI.

SELLER: Water Wonderiand Broad-
casting Co. Inc., headed by Willlam
Matheson andJames Miller. The com-
pany is a division of Michigan Energy
Resources Corp., which also owns
WPMI-TVIMobile.

FREQUENCY: 1230 kHz; 99.3 MHz
POWER: 1 kw; 1.4 kw at 390 feet
FORMAT: Gold

WKRA-AM & FM/
Holly Springs
PRICE: $330,000
TERMS: Cash

Continued on Page 12
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A PLAN THAT WORKS

Coleman Research
is One of Radios
Top Two Research
Companies because
We Develop
Plans that Work

Jon Coleman, President

For research to be meaningful it must be more than
gathering data — it must lead to an action plan.
Coleman Research is recognized as a research leader
because it offers action plans that work.

Coleman Research develops a strategy and lays out
a series of steps that turn research into action. The
Plan encompasses both marketing and programming
— developing a position for the station as well as
specific programming elements.

The Plan has worked for stations like KZZP-
Phoenix; WNSR- New York; WMIX-Baltimore;
WCXR-Washington, D.C., and KBIG-Los Angeles.
And, The Plan can work for you. Call us for more
information.

COIQman ReseafCh .. . a recognized leader

PO. Box 13829 e Research Triangle Park, NC 27709 ¢ (919) 790-0000

www.americanradiohistornv.com -
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ROCK,
BE ROCKED,
OR STEP ASIDE

Z-Rock, the 24-hour morning show, teamed up with the people who’ve been
explodes with energy reminiscent perfecting national live radio formats
of 60’s Top 40, with riveting for over seven years, to create
excitement and insanity. an irresistable hard
It’s literally a 24-hour rock format for the
morning show for the rock-starved 16-to-
new generation of 16- 34’s. It’s the goods... the
34 rock ’n’ rollers! new Z-Rock!

Z-Rock explodes The new Z-Rock is

with today’s chart- aimed dead
busting platinum center at the
artists like Van new main-
Halen, Aerosmith and stream of rock
Def Leppard! We ’n’ rollers...

aggressive and
numbers-oriented.
From Led Zeppelin
to Guns ’'n’ Roses,
the new Z-Rock is all
hard rock...the most durable
and consistent rock ’n’ roll
mode for the last 25 years. And Z-
Rock combines this music with super-

play more molten
platinum than
any mortal
format...
artists
that top
today’s charts and sell

out stadiums around the world!

The new Z-Rock is a hand-crafted and per- charged presentation and electrifying pro-
sonally executed mission from Lee Abrams, duction to give the format a unique sound
developer and consultant of over 125 18-34 and feel. It’s tomorrow’s heritage station
success stories. Lee brought you AOR in today...it’s Z-Rock!

1971 and 25+ AOR in 1980. Now he’s

Own the hard rock franchise with Lee Abrams’ new Z-Rock.
Call 1-800-527-4892 now for the goods.
Z-Rock is one of 8 successful live radio formats from SMN.

Z-Rock® is a registered trademark of Satellite Music Network.

www.americanradiohistorv.com
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Z-ROCK

NOW SOLD IN

v DENVER v ALBUQUERQUE
/ HOUSTON ¢ JACKSONVILLE
v TUCSON v GRAND RAPIDS
 BILLINGS v SALT LAKE CITY
+ PORTLAND ¢ SAN ANTONIO
/ DALLAS / MINNEAPOLIS

RESERVE YOUR MARKET NOW

TO: Lee Abrams’ Z-Rock World Headquarters
12655 North Central Expressway, Suite 600
Dallas, Texas 75243

Hey, Lee! I want the goods FAST on what’s happening with your new Z-Rock!

NAME
CALL LETTERS
ADDRESS
CITY-STATE-ZIP
TELEPHONE
With Lee Abrams’ new Z-Rock, you’ll OWN the hard rock franchise.

Call Lee RIGHT NOW at 1-800-527-4892 , or send him this coupon today.
Z-Rock is one of 8 successful live radio formats from SMN.
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TRANSACTIONS

Continued from Page 8

BUYER: A partnership of former Missis-
sippi state representative Ralph Doxey
and John Robert Greer.

SELLER: Mike and Susan Davis.
FREQUENCY: 1110 kHz; 92.7 MHz
POWER: 1 kw; 3 kw at 357 feet
FORMAT: Country; Urban

BROKER: Thorburn Co.

COMMENT: This combo sold for
$250,000 in December 1986.

KRZY & KRST/Albuquerque
PRICE: $8.1 million

TERMS: Cash

BUYER: Commonwealth Broadcast-
ing of Northern California, headed by
Dex Allen. The company recently an-
nounced plans to sell KROY/Sacra-
mento and acquire KMZQ/Las Vegas.
The company also owns KYXI/Yuma,
AZ.

SELLER: Wagontrain Broadcasting
Corp., owned by Bill and Patricia
Sanders. The company also owns
KIEZ/Ventura, CA and Drake-Chen-
ault Enterprises.

FREQUENCY: 1450 kHz; 92.3 MHz
POWER: 1 kw; 23 kw at 4110 feet
FORMAT: Country

BROKER: Elliot Evers of Media Ven-
ture Partners.

COMMENT: This combo sold for $5.2
million in May 1987.

WYLF/Penn Yann

PRICE: $15,000 for 25%

TERMS: Cash

BUYER: Russell and Monica Kimble,
who currently own 75% of licensee
M.B. Communications Inc.

SELLER: Kimberley and Larry Ben-
nett.

FREQUENCY: 850 kHz

POWER: 500 watt daytimer
FORMAT: AC

WCNC/Elizabeth City
PRICE: No cash consideration — debt
cancellation

TERMS: Buyer agrees to forgive
seller's $250,000 indebtedness.
BUYER: Albemarle Broadcasting Co.,
owned by Joseph Lamb, Desmond
Barclay, Meade Lamb, and William
Lamb.

SELLER: Northeastern Carolina Com-
munications Inc., owned by H. Hunt
Thomas.

FREQUENCY: 1240 kHz

POWER: 1 kw

FORMAT: Gold

WRQN/Bowling Green

PRICE: $2,685,000

TERMS: Cash

BUYER: ABS Communications Inc.,
owned by Kenneth Brown and Jon
Sinton. They recently announced
plans to sell KROD & KLAQ/EI Paso,
TX and buy WPVA & WKHK/Rich-
mond, VA.

SELLER: WRQN Inc., owned by John
Linn. He also owns WKAZ & WKLC/
St. Albans, WV and WABQ/Cleve-
land.

FREQUENCY: 93.5 MHz

POWER: 2 kw at 400 feet

FORMAT: AC

BROKER: George Otwell and Tony
Rizzo of Blackburn & Co.

WMPO-AM & FM/

Middleport-Pomeroy

PRICE: $600,000

TERMS: Cash payment of $200,000.
Ten-year promissory note for
$400,000 at ten percent interest for
first two years and eight percent in-
terest thereafter, to be paid in monthly
instaliments of $5283.

BUYER: E.T. Broadcasting Inc., own-
ed by Leonard Eliason and Robert
Tatone.

SELLER: Radio Mid-Pom Inc., owned
by John Kerr.

FREQUENCY: 1390 kHz; 82.1 MHz
POWER: 5 kw daytimer; 3 kw at 370
feet

FORMAT: AC; Country

KKNG/Oklahoma City

PRICE: $3.4 million

TERMS: Cash

BUYER: Wilks/Schwartz Broadcast-
ing, owned by Donald Wilks and Mi-
chael Scwartz. They also own WKFM
& WFBL/Syracuse, NY; WHYN-AM &

AWARD WINNING*

Public Service
With Heart

Health is a hot topic. The Heart of the Matter is a

hot radio series that deals with heart, heaith, and
quality of life issues. And it’s free.
The Heart of the Matter brings your listeners

credible professionals from sources such as Johns
Hopkins, NIH, and the National Cancer Institute. They
talk about everything from heart attack prevention, to
AIDS, to nutrition and sports medicine.

You can choose the daily 4'% minute program, or
the 29 minute weekly magazine version.

Call us for more information and a free demo.
at (301) 486-4624

DIAMOND COMMUNICATIONS, INC.

2835 SMITH AVENUE, SUITE 205, BALTIMORE. MD 21209

*Gold Medal Winner
1988 Intemational Radio Festival

FM/Springfield, MA; WEEX &
wQaQQ/Allentown, PA; WSRZ &
WSPB/Sarasota, FL; and WLKW/Prov-
idence.

SELLER: NewCity Communications,
headed by Dick Ferguson. The com-
pany also owns WYAY/Atlanta-
Gainesvllle, FL; WZZK-AM & FM/
Birmingham; WDBO & WWKA/Orlan-
do; WSYR & WYYY/Syracuse, NY;
WEZN/Bridgeport, CT; WFTQ &
WAAF/Worcester, MA; KRMG &
KWEN/Tulsa, andKKYX & KCYY/San
Antonio.

FREQUENCY: 92.5 MHz

POWER: 98 kw at 900 feet
FORMAT: Beautiful

BROKER: Blackburn & Co.

KNND/Cottage Grove

PRICE: $62,823

TERMS: Stock sale for $5000 cash.
Buyer assumes liabilities in excess of
$57,823.

BUYER: Robert and Diane O’Renick.
Diane is employed as the station's man-
ager.

SELLER: David and Mary Pfleger are
selling their interests in Thornton
Pfleger Inc.

FREQUENCY: 1400 kHz

POWER: 1 kw

FORMAT: Country

FM CP/Oakridge

PRICE: Donation — no cash considera-
tion

BUYER: Lane County, OR School Dis-
trict 4J, headed by Chalrman Steve
Robinson. The school district also
owns KRVM/Eugene, OR.

SELLER: Nanette Markunas of Mon-
tauk, NY. She owns interests in KLZK/
Farwell, TX and CPs for new FM sta-
tions at Ridgebury, PA; Tulia, TX; Yak-
ima, WA; Montauk, NY; and Milton-
Freewater, OR. She recently donated
the FM CP forKSYD/Reedsport, OR to
the school district.

FREQUENCY: 92.1 MHz

POWER: 3 kw at 300 feet

WCED & WQWQ/DuBois
PRICE: $1.45 million

TERMS: Stock merger. Cash payment
of $1.25 million, with $200,000 prom-
issory note valued at eight percent in-
terest. Additional “excess working cap-
ital” payment to be determined at clos-
ing.

BUYER: Tri-County Broadcasting Ac-
quisition Corp., headed byE. Michael
Boyle and Patrick Boyle. They also
own WKSN & WHUG/Jamestown, NY.
SELLER: Tri-County Broadcasting
Co. Inc., principally owned by Jason
Gray Jr.

FREQUENCY: 1420 kHz; 102.1 MHz
POWER: 5 kw daytimer; 11.5 kw at
640 feet

FORMAT: AC; CHR

£

WDAR & WMWG/Darlington
PRICE: $1.3 million

TERMS: $675,000 cash at closing;
$625,000 seller note.

BUYER: Radio Carolina L.P., headed
by General Partner Capitol Radio
Holdings Inc¢., principally owned by
Carl Hurlebaus Illl. He aiso owns
WGRQ/Colonial Beach, VA and
WJIMA & WJVZ/Orange, VA.
SELLER: MEG Associates L.P., head-
ed by General Partner Taylor Monfort.
He is also the general partner of ERM
Associates, the licensee of KWBE &
KTGL/Beatrice, NE.

FREQUENCY: 1350 kHz; 105.5 MHz

wWWWeamericantadiohistorvy com

POWER: 1 kw daytimer; 3 kw at 282
feet

FORMAT: Beautiful, AC

BROKER: Gordon Rice of R.A. Mar-
shall & Co.

WKMG/Newberry

PRICE: $42,000

TERMS: Buyer is assuming a lease to
operate the station for five years at
$700 per month. During the last two
years, the buyer may exercise an op-
tion to buy the station for $70,000.
BUYER: Durst Broadcasting Co. Inc.,
owned by William Durst and Samuel
Durst. They own WJRQ/Saluda, SC.
SELLER: Service Radio Co. Inc.,
headed by James Kelly.
FREQUENCY: 1520 kHz

POWER: 1 kw daytimer

FORMAT: Country

WAJN/Ashland City

PRICE: Repossession — no cash con-
sideration

BUYER: Josef Roberts, trustee for
Cheatham Broadcasting Corp.
SELLER: Reese Broadcasting Co.
Inc., owned by Kerry McCarver, Clara
Bell, and H.A. Bartlett.

FREQUENCY: 790 kHz

POWER: 500-watt daytimer

FORMAT: Country

COMMENT: Reese has defaulted on
loans valued at $165,447 incurred as
a result of the station’s purchase in De-
cember 1986. Cheatham has repos-
sessed the station and intends to sell it.

WIZO/Franklin

PRICE: Foreclosure — no cash con-
sideration

BUYER: Southwest National Bank of
Wichita, KS. Station will be supervised
by VP Jerry Pierson.

SELLER: H&L Broadcasting
headed by Sam Littleton.
FREQUENCY: 1380 kHz
POWER: 5 kw day/500 watts night
FORMAT: Country

COMMENT: This transaction is the re-
sult of a court order resolving compii-
cated litigation. H&L, which acquired
the station in 1986, contested the
bank’s allegations that it had agreed to
assume certain outstanding debts
when it purchased the station. The
court has issued a judgment against
H&L for $816,000 and ordered the
station surrendered to Southwest. The
bank plans to sell the property to a
qualified broadcaster.

Inc.,

KVOL-AM & FM CP/

Big Lake

PRICE: $18,637 liabilities assumption
BUYER: WMO Broadcasting Co. Inc.,
owned by Henry Wood.
SELLER: Marvin Schwartz,
Dithot Broadcasting.
FREQUENCY: 1290 kHz; 103.9 MHz
POWER: 1 kw daytimer; 3 kw at 300
feet

FORMAT: Station is dark

COMMENT: This transaction settles an
outstanding debt owed by Schwartz to
WMO.

KIKN/Pharr

PRICE: $25,000 for 49%

TERMS: Cash

BUYER: Harvey Tate

SELLER: John Parry of Harlingen, TX
is selling a 49% stock interest in Partat
Inc. and will retain 51%.
FREQUENCY: 840 kHz

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

d/b/a

WTTX-AM & FM/Appomattox
PRICE: $350,000

TERMS: Escrow deposit $25,000.
Promissory note for $325,000 at 12%
interest, payable in 180 monthly install-
ments of $3901.

BUYER: CLL Inc., a non-profit corpora-
tion headed by Terry Cook of Eving-
ton, VA

SELLER: HTB Inc., owned by Phyllis
Giles.

FREQUENCY: 1280 kHz; 107.1 MHz
POWER: 1 kw daytimer; 3 kw at 300
feet

FORMAT: Religion; Country

WRJN & WHKQ/Racine

PRICE: $3,665,00

TERMS: Asset purchase for cash
BUYER: Vision Broadcasting Inc.,
owned by Anthony Gazzana. The
company aiso owns KEZA/Fayette-
ville, AR and KBSR-AM & FM/Billings,
MT.

SELLER: S.E. Wisconsin Radio Inc.,
headed by Dexter Card. He also owns
WROE/Neenah, WI and WYNE/Kim-
berley, WI.

FREQUENCY: 1400 kHz; 92.1 MHz
POWER: 1 kw; 3 kw at 275 feet
FORMAT: AC

New from BRI E

=l

The CDC-006 Compact Disc Controller
® 256 selections stored in memory ® Arms Disc/Track—
cues to audio ® Stores 120 CD's in two—Sony CDK-006

players ® Designed for live-assist operations
®m | ocked storage of CD library ® Continuous play mode

SONO-MAG CORPORATION
1833 WEST HOVEY AVE.. NORMAL IL 61761
PHONE 309-452-5313

FAX 309-452-2521
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If he’s coaching more
than one team, who does
he realy watfo win?
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If your coach is advising more than one team,
you have every right to wonder, “Who’s getting the
best advice?”

That’s why, at Emmis Research, we only coach
one radio station per market.

Other research companies play the field - they’ll
root for a station in every format. That way, no
matter who wins, their bases are covered.

At Emmis, we believe in forming partnerships.
Lasting partnerships. Exclusive partnerships. So
that way, there’s only one way that we can win —
if you win.

EMMIS RESEARCH

To put the Emmis Success Formula to work for you, call Emmis Research, 317-630-2828.
Or write to: Emmis Research, 1099 N. Meridian, Suite 250, Indianapolis, IN 46204, Attn: Jon Horton

www.americanradiohistorv.com
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US Business Gift Practices Polled

Total To Increase 3%, Top $1.6 Million In '88

s the holidays approach,

people’s thoughts naturally

turn towards the purchase
and giving of gifts. We’ve always
heard that it’s better to give than to
receive — and this must be espe-
cially true in the world of sales and
marketing executives.

According to a recent survey of
444 such executives by Edward S.
Hoffman & Associates, nearly 87%
work for companies or divisions of
companies that practice regular
gift-giving. However, only 66% of
these same executives said they re-
ceive business gifts from clients or
other companies.

Annual Average: $7500

Nonetheless, whether they re-
ceive gifts or not, the executives
appear to get very involved in the
gift-giving process. Almost 70% of
those polled said they take person-
al responsibility for the selection
and giving of gifts, spending an av-
erage $7500 annually on the pres-
ents.

Furthermore, it’s predicted that
totals for business gift-giving na-
tionwide will increase 3% to more
than $1.6 million this year, down
from a 7% increase in 1987.

What We Give

Breaking the process down into
categories, most gifts were given
for personal use (78% ), followed by
gifts for the office (59%), and
home/family gifts (45%).

Such traditional items as calen-
dars, pen sets, clothing, liquor, and
food remain popular, although ap-
pliances and electronic items are
frequently given by those with a
big budget.

However, personalized gifts
have apparently fallen by the way-
side, with only 26% of the re-
spondents giving gifts with the re-
cipient’s name or monogram — al-
though approximately 75% of those
polled give gifts with their own
company’s logo or slogan im-

What We Sp

end

On Business Gifts

While tha average sales or marketing executive spends $7500 per
‘yaar on business gifts, there is a wide variety in the price of these gifts, as

notad in the chart below,

Incidentally, the totals here are based on 444 responses; percentages
exceed 100% due to rounding and multiple answers.

Price Range

Less than $10
$10-$24
$25-$49
$50-874
$75-$99
$100-$200
More than $200

% Of Respondents

37%
52%
54%
19%
13%
16%
10%

: Edward 8. F

A ot

printed on them.

The majority of the firms (32%)
polled issue gifts to between 100
and 499 people. Another 18% said

B

24 % Of Radio
News Directors
Are Women

early one in every four ra-

dio news directors is a

woman, according to a re-
cent survey conducted on behalf of
the Washington, DC-based Radio-
Television News Directors Associa-
tion (RTNDA).

Of the 355 radio news directors
responding to the 1987 survey, 24%
were women, compared to 18% in
the 1982 survey — and a mere4% in
1972!

If the growth rate of the past five
years continues, it’s estimated that
by the year 2000 at least 40% of
America’s radio news directors
will be women. By 2010, women
may even hold the majority of ra-
dio news director jobs.

their gift list was between ten and
24 people, with 16% giving to be-
tween 25 and 49 people, and 13%
carrying a gift list of between 50
and 74 names.

Clients Vs. Employees

Interestingly, the shorter the gift
list, the more likely a company is to
give gifts — not counting holiday
bonuses — to its employees. More
than a fourth (28%) of those polled
said they gave gifts to between ten
and 24 employees, followed closely
by the 21% who reported giving
gifts to between 100 and 499 em-
ployees, and the 17% who said they
gave gifts to nine or less em-
ployees.

The great majority (65%) of
business gifts are given around
Christmas time, but slightly less
than half of the sales and market-
ing execs surveyed said they gave
business gifts on a year-round bas-
is. Birthdays and anniversaries are
among the most popular occasions,
and almost two-thirds of the execs
polled keep those gold watches on
hand for clients and/or employees
that retire.

NEW SURVEY

You Saw Me Crying
In The ... Office

ociety has conditioned most

people to view crying as a

sign of weakness — an atti-
tude that’s reflected in popular
songs, ranging from the Four Sea-
sons’ “‘Big Girls Don’t Cry”’ to the
Cure’s “Boys Don't Cry.” How-
ever, a recent study reports that
crying has become more accepted
in the workplace.

In a survey of 550 US workers,
Vanderbilt University psychologist
Kathleen Hoover-Dempsey and her
colleague Jeanne Plas found that
80% of the female and 50% of the
male respondents said they had
cried at work.

Other key findings of the survey,
said to be the first of its kind, were:

*45% of the men and 33% of

®November 17-20 — Society
of Professional Journalists, Sig-
ma Deita Chi, National Conven-
tion. Convention Center. Cin-

i cinnati, OH.

® November 30 - December 3

= — RTNDA Annual International
Convention. Las Vegas Con-
vention Center. Las Vegas, NV.

® January 9-10, 1989 — 14th
Annual Investing In Broadcast
: Stations Seminar. Park Hyatt,
% Washington, DC.

® January 13-19, 1989 — NAB
Winter Board Meeting. Scotts-
dale Princess. Scottsdale, AZ,
@ January 14-15, 1989 — Dan
O'Day's Air Personality-Plus
Seminar. Los Angeles, CA.
@ January 22, 1989 — NFL Su-
perbowl. Joe Robbie Stadium.
3 Miami, FL.
® January 27-28, 1989 —
North American National Broad-
casters Association Annual
Meeting. Televisa. Mexico City,
Mexico

R R S T

women polled said that they’ve
cried at work because they were
“emotionally moved” by some-
thing.

*50% of the women and 20% of
men claimed to have wept out of
anger. The difference, according to
the psychologists, is that females
are traditionally taught that it's
wrong to express anger directly.

* Women under 50 years of age
feel better about crying than older,
more male-imitating females.
What’s more, younger men are
more likely to accept tears than
their older colleagues.

¢ About 30% of the men and
women surveyed said they cried
because they were just “worn
down.”

® January 28 - February 1,
1989 — National Religious
Broadcasters 46th Annual Con-
vention. Sheraton-Washington
and Omni Shoreham Hotels.
Washington, DC.

® February 2-5, 1989 — RAB
Ninth Annual Managing Sales
Conference. Loews Anatole
Hotel. Dallas, TX.

©® February 6-7, 1989 — NAB
Managers Roundtabie. Ramada
Renaissance Hotel. Atlanta,
GA.

®February 8-9, 1989 — NAB
Managers Roundtable. Shera-
ton Plaza La Reina Hotel. Los
Angeles, CA.

® February 8-11, 1989 — 6th
Annual Programming/Manage-
ment Conference '89. Registry
Hotel. Universal City, CA.

® February 8-12, 1989 — Inter-
national Radio & Television So-
ciety Facuity/Industry Seminar,
Roosevelt Hotel. New York,

NY !
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Decorate Your Airwavoves

...& Production Music for

Jingles...

Add sizzle to your station with 7 cus-
tom jingles with your slogan, call letters
&dial position. Vocals also include
Merry Christmas, Seasons Greetings,
Happy Thanksgiving & New Year. In-
strumentals are Do You Hear What I
Hear, 12 Days of Christmas & Auld
Lang Syne. Allow 7-10 days at $ 1,000

century 2]

14444 Beltwood Parkway, Dallas, Texas 75244
(214) 934-2121 or toll-free (800) 582-2100

Singles...

Get the Christmas classics—old &
new—without surface noise and with
no cue-burn. Century 21 has radio CDs
with consistent audio levels, tight starts,
the best quality and 100% holiday hits.
With Century 21’s three double-length
CDs, you’ll get 3.5 hours of great
Christmas music without repeats. $225

Wrap it All Up!
Jingles, singles & instrumentals $+720
Delivered via Federal Express

wWAWALamericanradiohistorv.com

$1,450

Kris Kringle
These money-making instrumentals

change your seasonal commercials
from naughty to nice! You'll get 100 cuts

including 19 effects at . . . Only $495.
B
N, .
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BARRY CLAYMAN Congratulates

HAEL JAGKSON

on RECORD U.K. ADMISSION FIGURES

*"';.' AN ER WORLD
7 SHOWS A V‘ES'T’W RECORD

1 SHOW CARDIFF ARMS PARK

1 SHOW ROUNDHAY PARK LEEDS 90,000
1 SHOW MILTON KEYNES BOWL .......... 60,000
1 SHOW - AINTREE LIVERPOOL 125,000

lifj BARRY CLAYMAN CONCERTS LTD o s oron sl oFF trglond. e
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New Sales Opportunities
At Food & Drug Outlets

For Radio & Records

ot only do the food and drug industries contribute
a significant percentage of current revenue to our
industry, their growth and strength as marketers
also make them one of the best catagories for new and in-

cremental revenues.

In recognition of these two factors, this week’s column
contains an overview of the various trends and new profit
centers that are either currently being offered — or exper-
imented with — by grocery and drug retailers across the

country.

Takeout

One of the fastest and most-
consistently increasing trends in
supermarket retailing is takeout
food. According to a recent study
conducted by the Food Marketing
Association and Campbell’s Soup,
eight in ten US households pur-
chase takeout food from supermar-
kets at least once a month.

Furthermore, while consumer
spending on food staples at food
marketers has only grown by a
couple of percentage points, the
percentage of increase in revenues
generated by delis located in gro-
cery stores has been close to double
digits for many retailers across the
country. In fact, actual US sales of
takeout food now stand at more
than $14 billion per year.

To capitalize on this trend, you
should consider approaching gro-
cery stores in your market and
suggest that they turn such tradi-
tional restaurant/fast-food promo-
tions as happy hours, singles
nights, and fashion shows into take-
out/deli promotions. Many times
you'll find that there’s a separate
takeout/deli decision-maker who
is charged with marketing and in-
creasing takeout revenues.

Home Delivery

Home delivery, which primarily
began as a service for elderly and
homebound shoppers, has proved
to be a profitable niche for several
food marketers around the coun-
try, particularly in areas heavy
with busy, two-paycheck house-
holds. In addition to food product
deliveries, many grocers have
found tremendous popularity in
such traditional holiday favorites
as flowers and deli party platters.

If you want to serve as the cata-
lyst for a local grocer to begin of-
fering a home delivery service,
here are the details as to how one
successful Dallas-based chain op-
erates: If a customer resides with-
in a seven-mile radius of one of
the company’s stores, all he has to
do is phone in his order between
8am and 7pm. If the order is placed
prior to noon, the store will guaran-
tee same-day delivery. Minimum
order is $25; customers are assess-
ed a delivery fee as well.

Dry Cleaning
Many food retailers, particularly
on the West Coast, are starting to
provide dry cleaning services. In-
terestingly, this new profit center
requires no capital investment, be-

For the Best in a TRAVELING BILLBOARD® (Bumper Strip or
Window Label) call Byron Crecelius, person to person, COLLECT
314-423-4411.

By Chris Beck

cause the grocery stores are form-
ing partnerships with existing dry
cleaners. One major benefit of of-
fering this service is that it in-
creases the frequency of grocery
store visits and thereby drives up
incremental revenues. If you're
currently working with a multi-
location dry cleaner, you might
suggest testing this concept at new
store openings in your market.

Cosmetics Counters
One major Southern California
supermarket chain recently added
5000-square feet, full-service
cosmetic departments to its new
superstores. Once a customer

crosses the red line, she exits the
traditional grocery store and
enters a cosmetics department
that features midline fragrances
and makeup, sold at prices that
are several percentage points

e e o O e o o

R

below the normal cosmetic retail-
ers’.

Keep in mind that not only do
cosmetics and fragrances carry a
significant profit margin, but also
that cosmetics companies are
among the most aggressive cate-
gories when it comes to using
“street money” (MDF) locally in
return for additional in-store pro-
motions and displays.

Home Health Care

In medicine chests all across the
country, that houshold staple — the
thermometer — is now resting
comfortably next to blood pres-
sure, cancer, pregnancy, and
diabetes self-test kits. Two years
ago, sales of these home health
care test kits stood at $2 million —
a figure that’s predicted to soar to
$2billion by 19%. The retail outlets
fueling this growth? Supermar-
kets, drug stores, and hypermar-
kets.

If you work directly with manu-
facturers, this home health care
boom gives you the opportunity to
generate additional revenue by of-
fering in-store health screening
services during the holiday shopp-
ing season — a move that’s design-
ed to stimulate additional product
sales. Note that this category is
perfectly suited to in-stores, as

wWWWeamericanradiohistornv-—com

Heal & Exercise Clubs
For Women Size 16 +

Iithough the growth rate for traditional health and exercise club

growths has been stagnant in most markets around the country,
A there is one niche that’s experiencing tremendous growth simply by
targeting women who need to lose weight but have traditionally shied
away from the yuppie singles bar/beautiful peopile clubs. One Washing-
ton state-based chain that focuses only on overweight women has
already established 18 locations in 12 states.

If no club is offering this service to overweight men and women in
your market — and with the traditional pre-and post-holiday weight loss
periods soon upon us — now’s the time to convince a local club to take
advantage of the season by offering this new, “size 16+ only” concept.

New Handle On Old Concept

KLIF/Dallas has a new handle on that old advertising standby, the coffee
cup. The Talk-formatted station is offering advertisers the above-pictured
mug, featuring a handle that's shaped like a telephone.

health testing isn’t a holiday shopp-
ing staple, but when promoted ag-
gressively can spur tons of impulse
purchases.
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Health Marketing & P-O-P

Many food marketers are begin-
ning to offer health and nutrition
information at the Point-Of-Pur-
chase. This information varies
from telling consumers which
foods are low in sodium or high in
vitamin content to giving out reci-
pes that use the manufacturer’s
products.

This trend also gives you an ex-
ceptional opportunity to develop
and implement a program with a
grocery store that isn’t currently
providing this service by convinc-
ing the retailer to offer participat-
ing manufacturers POPs that high-
light those brands that carry a
particular health benefit such as
being low in sodium, calories, fat,
or cholesterol.

After all, a number of manufac-
turers such as Kellogg’s have
already instituted static promo-
tions such as cholesterol screen
ings at malls across the country. In
the case of Kellogg’s, participants
receive a cholesterol test, informa-
tion on controlling cholesterol, and
a packet of — what else — cents-off
coupons for four different Kellogg’s
cereals.

Another way to capitalize on this
trend is to hammer out a promo-
tional arrangement with a private
association. For example, a radio

station could offer this type of ser-
vice to an advertiser rather than
the traditional on-premise events
conducted by other stations in the
market.

In-Store Health Testing

Several firms have begun to take
advantage of the American pub-
lic’s general reluctance to visit the
doctor’s office. One Denver-based
company recently secured 24-
square foot kiosks in five local
drugstores at which it offers walk-
up, instant medical tests for preg-
nancy, blood pressure, and blood
as well as diabetes and cholesterol
screenings.

Marketing Implications

For Record Labels

While traditional drugstore ac-
counts have been serviced by rack
jobbers for many years, the growth
of hypermarkets and the diver-
sification at food accounts presents
record labels with a tremendous
opportunity to increase new sell-ins
as well as incremental sales.

Upfront, check-out placement at
a single hypermarket represents
one such incremental opportunity,
as evidenced by the following up-
coming promotion that several la-
bels are participating in at a
Dallas-based hypermart: In one
store alone, 40 upfront, check-out
displays featuring the record-of-
the-week were made available.

Meanwhile in Seattle, one record
label secured sampler product in
upfront displays at a major gro-
cery chain. This not only served to
increase incremental revenues,
but also provided a means to ex-
pose consumers to artists as well
as to potentially recycle these con-
sumers to traditional trade ac-
counts to purchase additional artist
product.

Chiris Beck is President of
Chris Beck Communications,
a sales consulting firm, B you
have a queshon you'd fike this
column fo address, he can be
reached sither by fax machine -
at {818) 594-5030, by phone
at (818) 594-0851, or write
him at 22647 Ventura Bivd.,
Suite #2185, Los Angeles, CA
91364.
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TALKMAN"
WITH YOUR AUDIENCE! PRt

ON-SITE AUDIENCE INTERACTION!

1. Record your message . . .

2. Push the interactive P.A.LD™ button . . .
3. Message plays back . . .

4. Tape cues for next message.

PUT YOUR STATION IN “TOUCH” WITH
YOUR AUDIENCE!

call today

219-293-4700

for more information and market availability.

Broadcast Products, Inc.
P.O. Box 2500
Elkhart, Indiana 46515

www.americanradiohistorv.com
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David Crosby: A

Wayward Son Carries On B y 1

hen David Crosby was

going through his series

of drug and gun busts
several years ago — complete with
a People magazine cover story in
which the singer-songwriter said
he’d be fine if everyone would just
leave him alone to do his cocaine —
it looked like the dream of the
Woodstock Nation had turned into
one horrible nightmare. Along with
his companions in Crosby, Stills,
Nash & Young, Crosby was one of
the symbols of that era of supposed
love, freedom, and change. To see
him an obese, paranoid, psychotic
addict in a Texas prison was noth-
ing short of pathetic.

“Long Time Gone,” Crosby’s
new autobiography — written with
his screenwriter friend Carl Gott-
lieb — is one of the best-ever indict-
ments of how unglamorous the
whole sex 'n’ drugs lifestyle of a
rock 'n’ roll star can really be. It
graphically captures the artist’s
descent from L.A. golden boy as a
member of the seminal Byrds and
CSN&Y to the near-death experi-
ences that resulted once he and
girlfriend Jan Dance (now his
wife) discovered the false ecstasy
that comes from freebasing.

CURRENT

® /RON EAGLE 1l

Singles: | Got A Line On You/Alice Cooper (Epic)
Enemies Like You And MeRuth Pointer & Billy Vera (Epic)

® U2: RATTLE & HUM (Island)
Single: DesireJ2

® COCKTAIL (Elektra)
Singles: Kokomo/Beach Boys

Hippy Hippy Shake/Georgia Satellites

Wild Again/Starship

Other Featured Artists: Fabulous Thunderbirds, Bobby McFerrin

® COMING TO AMERICA (Atco)

Single: | Like It Like ThatMichael Rodgers (WTG)
Other Featured Artists: System, Cover Girls, Levert

® BIRD (Columbia)
Featured Artist: Chariie Parker
® IMAGINE (Capitol)

Single: Jealous GuyAdohn Lennon

Other Featured Artists: Beatles
® TAPEHEADS (Island)

® 1969 (Polydor)

® THE LAND BEFORE TIME

Featured Artists: Devo, Fishbone, Swanky Modes

UPCOMING

Single: Windows Of The WorldPretenders
Other Featured Artists: Jimi Hendrix, Blind Faith, Cream

Single: If We Hold On TogetherDiana Ross (MCA)

Post-Prison Resurgence

There is little, if any, whitewash-
ing — and Crosby is presented with
all his warts on display. Best of all,
however, the book also traces him
picking up the pieces after his
prison stint (complete with guards
who taunted him with “Hey, rock
star!”) and putting his life back
together. Many critics have cited
his contributions to the new

CSN&Y LP, “American Dream,” *

as being the best of the bunch.

Stylistically, the book (Double-
day, $18.95 hardcover) has its pro-
blems. Gottlieb intersperses his
own objective narrative with Cros-
by’s remembrances, fleshing it out
with comments from the singer’s
family, friends, lovers, and associ-
ates. It’s not always chronological
and often redundant, sometimes
reading more like an unfinished
manuscript.

Nonetheless, this look into more
than 20 years of the California rock
scene is a fascinating document.
And considering the anecdotes
about the Beatles, Doors, and Jef-
ferson Airplane, among others —
not to mention the first-person
recollections from the likes of
Jackson Browne, Gene Clark, Joni
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&

THE AUTOBIO
D AV LD
ry

Mitchell, Graham Nash, Jerry
Garcia, Joe Walsh, Grace Slick,
Elliot Roberts, David Geffen, and
Ahmet Ertegun — it's all but ob-
vious that “Long Time Gone” is es-
sential reading for fans of rock mu-
sic and American popular culture.

WEEKEND BOX OFFICE
NOVEMBER 11-13

1 Child’s Play $6.5
(MGM/UA)

2 Ernest Saves $5.7
Christmas (Buena Vista) *

3 Iron Eagle Il $3.5
(Tri-Star) *

4 They Live 2.7
(Universal)

5 Everybody’s All $2.6
American (Warner Bros.)

6 The Accused $2.4
(Paramount)

7U2: Rattle And Hum  $1.7
(Paramount)

8 A Cry In The Dark
(Wamer Bros.)*

$1.5

9 Mystic Pizza $1.38
(Goldwyn)
10 Without A Clue $1.34

“First week i refease
All figures in millions
Source: Exhibitor Reiations Co.

COMING ATTRACTIONS:
This week's openers include
“1969," a coming-of-age story
set in the pivotal year reflected in
. the film's title. Along with strong
. period music from the likes of
Jimi Hendrix, the Zombies,
Cream (and many more), the
Polydor soundtrack features the
Pretenders performing “Win-
dows Of The World” — the sin-
% gle of which sports Chrissie
< Hynde and company's version of
the fim's title tune (originally
made famous by the Iggy & the
Stooges) not found on the LP.

Also opening this week: “Qli- |
ver & Company,” an animated
feature-length film inspired by
Charles Dickens's “Oliver |
Twist” with voices provided by

such recording luminaries as
? Bette Midler, Huey Lewis, Billy
5 Joel, and Cheech Marin, all of

TELEVISION

TOP TEN SHOWS
NOVEMBER 7 - 13
1 The Cosby Show
2 Cheers
3 Golden Girls
4 War And Remembrance,
Pt. 1 (Sunday)
5 60 Minutes
6 Growing Pains
7 Empty Nest
8 L.A. Law
9 Head Of The Class
10 Dear John
Source: Nieisen Media Research

Al show times are EDT/PDT uniess other-
wise noted; subtract one hour for CDT.
Check listings for showings in the Mountain
Time Zone. All listings subject to change.

e EXPERIENCE OF A LIFE-
TIME: Papa John Phillips (of
The Mamas & The Papas) nar-
rates Cinemax's “Vintage Per-
formance” look at rock’s ground-
breaking guitarist Jimi Hendrix
(Saturday, 11/19, 8pm). The
houriong show features never-
before-seen footage of the Jimi
Hendrix Experience’'s legen-
dary 1967 Monterey Pop Festi-
val performance. (Check local
radio listings for a simulcast in
your area.)

e TALKIN’ BOUT SNL: Folk-
singer/songwriter Tracy Chap-
man climbs the backstage stairs
to appear as a musical guest on
NBC's “Saturday Night Live”
(Saturday, 11/19, 11:30pm).

e NITE OWLS: Virtual un-
known musician-turned-actor
Phil Collins pays a visit to the
set of NBC’s “Late Night With
David Letterman’’ (Wednesday,
11/23, 12:30am) to sing the
praises of his new film “Buster.”

Meanwhile, wee Scot Sheena
Easton slides by the “Tonight
Show Starring Johnny Carson”’
(Friday, 11/18, 11:30pm). Also
spending time on Johnny's
couch: Willie Nelson (Thursday,
11/24, 11:30pm).

* A SUNDAY KIND OF LOVE:
Former Phil Spector session
starDarlene Love croons with Al

Jarreau on NBC’s “Sunday
Night”” (Monday, 11/21,
12:15am). South African world-

beaters Johnny Clegg & Savu-
ka aso make the swangn’
scene.

THE REVOLUTION WILL BE
TELEVISED — Tracy Chapman
brings her patented brand of
polemics and poetics to “Satur-
day Night Live.”

e YOUNG GUNS: MTV ven-
tures south of the Smith & Wes-
son line to pull high-caliber per-
formances from the Godfathers,
the Sugarcubes, and Living
Colour. The up-and-coming acts
were taped live for the vid-clip
network’s “New Music Tour”
{Monday, 1am) at a recent Uni-
versity of South Carolina appear-
ance.

e MTV INTO DIRE STRAITS:
The video channel was so
knocked out by the set Mark
Knopfler's 'lil old band played at
this summer's Freedomfest hon-
oring Nelson Mandela’'s 70th
birthday that it decided to pre-
sent the performance in its en-
tirety this Wednesday (11/23,
10pm) under the title “'Dire
Straits From Wembley.”

e THE JAZZ VIBE: Jazz vibra-
phonist/drummer Lionel Hamp-
ton heads PBS's “Newport Jazz
'88" — an hourlong special that
also features saxophonist Grover
Washington, Jr., vocalist Car-
men McRae, pianist Herbie
Hancock and vocal trio Mont-
gomery, Plant & Stritch.
(Wednesday, 11/23, 10pm;
Check local listings for air date
and time in your area.)

¢ K.D. MEETS SUPER DAVE:
Showtime's ‘“‘Super Dave"”

series is off to its second sea-
son, with new-country singsation
K.D. Lang sharing the spotiight
this week
11pm).

(Friday, 11/18,

THAT’S OK, I’VE STILL
GOT MY GUITAR —
Mr. James Marshall
Hendrix, showing

why you'll never hear
surf music again.

@ BUSTER (Atlantic)
Singles: A Groovy Kind Of LovePhil Collins
Two HeartsPhil Collins
Other Featured Artists: Four Tops, Hollies, Dusty Springfield
® SCROOGED (A&M)
Singles: Put A Little Love In Your Heart/Annie Lennox & Al Green
Sweetest ThingNew Voices Of Freedom
Other Featured Artists: Buster Poindexter, Robbie Robertson
@ BEACHES (Atlantic)
Single: Under The Boardwalk/Bette Midler

NEW THIS WEEK

® THE LYNYRD SKYNYRD TRIBUTE TOUR (Cabin Fever Entertainment)

This video version of one of this year's biggest tours features most of the
band members who survived the tragic 1977 plane crash that claimed the
lives of Ronnie Van Zandt, Steve Gaines, and the latter's sister, Cassie.
Charlie Daniels narrates this 90-minute documentary, which sports live con-
cert footage, behind-the-scenes action, and interview with members,
family. and friends of the legendary band. Selections include “Sweet Home
Alabama,” “Free Bird,” and the rest of Skynyrd's live staples. Cabin Fever, a
new company. has no distributor at the moment, but the video can be
ordered directly by phoning {800) 555-FEVER. (Street date: 11/18)

whom contribute singing per-
formances to the upcoming Walt
Disney Records soundtrack as
well.

Finally, there's “The Land Be-
fore Time,” which is also a full-
_length animated film. The movie's

MCA soundtrack is primarily a
score, but contains Diana

Ross’s current single, “If We
Hold On Together.”

—
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his is the best record

Il

of its kind ever made.

T

Then again, it's also the

on/y record of its kind

ever made. A low-key
masterpiece, Traveling Wf/burys
marks the auspicious debut...of
one of the few rock supergroups
actua“y deserving to be called

. h LR
either super or a group.

—Ro//ing Stone

TRACK @
ALBUM ©

BILLBOARD TOP LP CHART 23- {

© 1988 Ganga Distributors B.V.
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Americans Rate Consumer

Items By Price

Survey Says LPs, CDs Cost Too Much

usic industry staples such

as record albums and

compact discs join toilet

paper, magazines, lipstick, and a

whole smorgasbord of food prod-

ucts on a list of things that Ameri-

cans feel are “high or outrageous-
ly” priced.

According to the Shopper Report

consumer newsletter, cereal, fresh

working woman’s place is

unlikely to be in the Kkit-

chen. According to a recent
survey conducted by the NYC-
based Working Woman magazine,
61% of career women buy fancy
and expensive takeout food for din-
ner, while only one-third prefer to
cut costs by cooking at home.

While half of the women sur-
veyed said they often feel guilty
about bringing costly but time-
saving meals home with them,
they also feel that convenience is
more important than the pocket-
book when time is scarce.

So what have these working
women been buying instead of
cooking? Following are some of the
most popular items that profes-
sional/managerial women have
eaten and would indulge in again:
fresh pasta (89%), extra-virgin
olive oil (88%), raspberry vinegar

Marriages:

Gilobal Satellite Network air
personality George Taylor Mor-
ris, to Gail Ellen Markens, Oc-
tober 30.

Born To:

KXXR/Kansas City PD Brian
Burns, wife Karen, daughter
Carly Ann, November 3.

What Working

fish, frozen entrees, chicken
breasts, soft drinks, and fast-food
hamburgers are far too pricy.

On the other hand, whole chick-
ens, yogurt, bottled water, canned
tuna, ground beef, and bread —
along with videocassette rentals —
were judged to be among the most
fairly priced consumer goods.

sy -

Women Eat

(78% ), premium ice cream (72%),
sun-dried tomatoes (72%), goat
cheese (52%), and sushi (51%).

Nutrition Top Priority

Nevertheless, good nutrition is
still the first priority when a work-
ing woman decides what to eat,
with 75% of those surveyed saying
that they plan to cut down on the
cholesterol by eating less red meat
and fewer eggs in the future. Near-
ly as many (71%) claim they’re
cutting down on sugar, and another
65% report that they're eating
more high-fiber foods than ever
before.

However, cutting calories is also
a major priority, and 40% of career
women say they skip lunch alto-
gether — not only to help their fig-
ures, but also to save that all-too-
precious time.

HEINEKEN STILL #1

Foreign Beers Tap 4.5% Of US Market
Top 20 Imported Beer Brands

e following chart ranks the Top 20 forsign. beer brands by
. W - -gelons mported to America — and how they fared in the US
marketplace from 19848 10 1987,

hen it comes to the heady

subject of drinking beer,

Americans overwhelm-
ingly choose domestic brands.
However, according to recent re-
ports in Brewery Age, foreign
beers account for more than 4.5%
of the $39 billion annual US beer
market.

Although suffering a 14% drop,
Holland’s Heineken was the na-
tion’s top non-native brew — repre-
senting nearly one out of every four
import beers sold last year. Other
trendy favorites were the barrels
that roll in from our border-sharing
neighbors (Mexico’s Corona and
Canada’s Molson). Combined,
these top three brands accounted
for more than half of all 1987 im-
port beer sales.

While Corona continued to be the
fastest-growing foreign beer in the
US market (up 74%), other brands
posting significant sales increases
were Australia’s Foster’s (up
59%), Mexico's Dos Equis (up
35%), China’s Tsingtao (up 21%),
and England’s Bass Ale (up 20%).

Brand 1987 Gallons imported % of Change

fin millions) '86-°87
Heineken £9.90 -14.0
Corona 52.87 741
Molson 30.65 27
Beck’s 23.62 2.0
Moosehead -14.40 0.0
Labatt 13.50 111
Amstel 8.72 14.0
Dos Equis 6.97 35.2
Foster’s 6.97 (tis) 59.2
St. Pauli Girl 6.91 -28.0
Tecate 6.30 11.9
Guinness Stout 4.41 9.0
Old Vienna 3.00 2.0
Bass Ale 2.70 20.0
Sapporo 2.61 140
Tsingtao 2.58 21.1
Grolsch 2.42 14.0
Kirin 2.00 -1.5
Moussy 1.91 5.8
DAB 1.60 0.0

CARD USE UP 58% FROM 87

Source: Brewery Age

Shopping With Your Bank Teller Cards

he American economy con-
tinues to grow even more

T “cashless” now that Auto-

matic Teller Machine (ATM)

Skin Care Products:
A $1.7 Billion Market

rom the pimples of puberty
F to the wrinkles of old age,

skin care is a growing con-
cern for most people throughout
life. According to a recent study
conducted by NYC-based Packag-
ed Facts Inc, the US annual retail
market for such products not only
currently stands at $1.7 billion, but

also is growing at an annual rate of
4%.

What's more, the annual growth
rate for skin care products is ex-
pected to increase to 7% by 1992, at
which time the total US annual
market for skin care products is
predicted to top $2.1 billion.

cards are increasingly being used
to purchase products. That’s right.
Those same plastic cards that al-
low us to draw money out of the
bank any hour of the day now also
permit us to buy groceries, gaso-
line, and fast food in many places.
To pay with an ATM card, a cus-
tomer simply slides it into a ma-
chine, punching in the same iden-
tical code number that’s used at
the bank. The customer or cashier
then punches in the amount of pur-
chase, and it’s subtracted from the
appropriate bank account.

7.7 Million ATM Purchases
Per Month
According to the POS News in-

dustry newsletter, 7.7 million pur-
chases were made with these cards
this past August — up from 54,000
per month in 1984, and up 58% from
August of 1987. There are presently
43,500 American cash registers
that accept the ATM cards — up
from 600 in 1984 — and 17,000 more
machines are expected to be in-
stalled by January '89.

Although ATM cash registers
are relatively expensive at approx-
imately $600 apiece, they do save
retailers money in the long run.
For instance, when customers pay
for merchandise by check, it costs
the store one minute in time and 45
cents. With ATM cards, the aver-
age is 20 seconds and 15 cents.

~ | HAVE YOU RECEIVED YOURS YET?

IDB Communications Group, Inc. has sent an important
piece of mail to program directors across the country.

® THIS IS NOT JUNK MAIL ¢

It's an opportunity for you to gain valuable information
\ on how radio stations package and promote remote broadcasts.

If you have not received this important industry survey, call

SUZIE at 213-870-9000

\dbg

IDB COMMUNICATIONS

GROUR INC.
10525 West Washington Boulevard
Culver City, CA 90232-3380

www.americanradiohistorv.com


www.americanradiohistory.com

HITLINE USA powers into its third year as Hit Radio’s first and
only weekly LIVE music, interview and call-in show! And we've
still got the hottest line-up of top names this side of the Grammy
Awards! Week after week, HITLINE USA brings your listeners
ear-to-ear with the artists they want to hear. When they want to
hear them—and that’s when they’re HOT!

HITLINE USA is uniquely targeted to the CHR format. Lots of
the latest music and plenty of opportunities for your listeners
to talk with the biggest names in the music business. Plus, excit-
ing promotions and listener contests. All in a fast-moving hour
that attracts.and maintains a loyal listenership. Every week.

Put some extra sock in your Sunday night programming.
Make HITLINE USA a part of your line-up. Contact Steve Scharch at;

% | 8
j : J-'?Jx.»ﬁ;—;«z:*da‘zfz?wa__.,- Brought To You By
Executive Producer 1011 N T8 .. 5 e gy
DANA MILLER ENTERTAINMENT =l

1-800-345-2354 e

© 1988 James Paul Birowm Enterisininend
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25 BRANDS TESTED

TECHNOLOGY

Some Floppy Discs Are Flops

ue to the recent growth in
D home computers, sales of
floppy discs are booming,
with worldwide unit shipments ex-

pected to top 500 million this year.

However, not all floppy discs are
created equal.

Memory Control Technology
Inc.,, an Omaha-based manufac-
turer of disc-testing equipment,

Harrison lptros Latest Console

ville-based Harrison Systems Inc. has created a new, on-air

F olfowing an extensive survey of radio station GMs and PDs, Nash-

broadcast console, the “AP-100."
Specifically designed to meet the features, quality needs, and
budget limitations expressed by the survey’s respondents, the AP-100 is
a basic, 12-input, stereo configuration. For more info, call the company

at (615) 834-1184,

recently evaluated a random sam-
ple of 100 discs from 25 leading
companies, concluding that quality
between discs varies greatly. In
fact, even though all hundred discs
were labeled as meeting govern-
ment magnetic recording stan-
dards, only four brands — C. Itoh,
IBM, Sony, and TDK — actually
made the grade.

Still, the discs all scored highly
when it came to longevity. Only
two brands — SKC and Wabash —
showed significant wear after
three million revolutions, which
equals about two years of normal
use. The study also looked at the
varying price ranges of the discs,
concluding that JVC is the least-
expensive at an average list price
of $1.37, with IBM standing on the
top of the price heap at an average
cost of $3.55.

All things considered, Memcon
advises that the top four buys are
C. Itoh, TDK, Kao, and IBM. As for
which floppy discs are flops, the
company recommends that con-
sumers avoid Xidex, Wabash, Dy-
san, and SKC.

.. .you listen.

Stereophone.

So in response to mounting static from deejays
across the country, Koss reintroduces the PRO/MAA

Designed specifically for broadcast use, the
PRO/4AA uses an efficient, fully enclosed magnet
structure and strong polyester diaphragm for a uniform,
extended high frequency range. An oversized cdia-
phragm compliance ring allows wider diaphragm ex-

0SS stereophones

SOME FE
PAYS

When hundreds of radio deejays and recording en-
gineers insist you give them the only headphone that
stands up to the vigorous demands of studio use

demand.

welcomed.

cursions to deliver deep bass tones clearly without
a trace of interference. The result? The kind of out-
standing sound reproduction that sound professionals

Best of all, when you purchase the PRO/4AA Stereo-
phone direct from our Factory Outlet Store you
receive an extra year of warranty service. That’s 24
months of service repair at no additional charge

So eliminate unnecessary feedback from your per-
formance and call us today at 1-800-USA-KOSS to
place your PRO/4AA order. MasterCard and Visa

800-USA-KOSS

SR e RO e T

Stereo Car HeadreSts Arrive

the confines of your automobile — and every good driver knows that

I t's often logistically impossible to experience true stereo sound within

headphones are iftegal on the road. The Compton, CA-based Kraco
_ Enterprises may have solved this problem, however, when the firm re-
" cently introduced the headrest speaker system pictured above.

Retailing for less than $70, the “FX-80” is the closest thing to a

stereo headset for car use thus far, as its unique mounting system fits vir-

tually any headrest or high-backed seat. The new speakers will be

available this month at leading auto supply chains, discount, and depart-
ment stores throughout the US. For more info, call (213)630-0666.

Low-Power FM ‘“‘Stations’’
Pad Promo Dollar$

adio has found a way to

capitalize on radio, but not

through the conventional
sales strategies you might suspect.
Instead, some radio stations are
buying low-power FM broadcast-
ing systems and giving them to
their valued customers.

FMX Stereo

Expands Your

Coverage Area
here comes “FMX Ster-

M e0” — a broadcast sys-

tem that allows a radio station to
increase its stereo coverage area
without boosting its transmitter
power.

Originally developed by the CBS
Technology Center, and currently
available from the Greenwich, CT-
based Broadcast Technology Part-
ners, FMX stereo not only de-
creases multipath noise, but also
provides a quieter signal that en-
hances the sound of CD program-
ming.

ove over FM Stereo . . .

In order to for the system to
work at peak efficiency, the radio
station and the consumer’s stereo
components must be equipped with
FMX stereo devices. At least 50 ra-
dio stations across the nation have
signed on to use the system’s spe-
cial generator (currently list pric-
ed at $1800).

However, listeners will have to
wait until early 1989 before they
can buy home and car receivers
that contain FMX stereo decoder
chips. For more information, call
the company at (313) 540-4380.

— www.americanradiohistorv.com ee e e oo -
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Dubbed “Drive-Buy Radio,” the
systems — which consist of a small
FM transmitter, an antenna, and a
cassette player — were developed
by Northridge, CA-based INR
Technologies Inc. about a year ago
(R&R, 8/21/87), and combine radio
advertising’s impact with point-of-
purchase promotion.

As a supplement to standard ad-
vertising, several radio stations
have begun to provide customers
with Drive-Buy transmitters. The
stations then produce customized
spots for the client, and the client
returns the favor by promoting the
station. Listeners can hear this
cross-promotion by tuning in to the
designated frequency when they
pull into the client’s parking lot.

New Caméras
Double Number
Of Shots Per Roll

ameras that double the

number of shots available

on a roll of film are the lat-
est development in photography.
Currently available in Japan and
soon coming to America, Canon
Inc.’s “Sure Shot Multi Tele” and
Yashica Inc.’s ““Samurai” record
pictures on a half-frame of film —
turning a roll of 36 snapshots into a
roll of 72.

Although half-frame cameras
were on the market before, previ-
ous manufacturers dropped them
because the half-frame images
were too fuzzy. Improvements in
35mm film, however, have elimi-
nated that problem. Now, if it could
only be as easy to get America’s
photo developers to adapt their au-
tomated machines to handle half-
frame photography . . .

—ng
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Off The Record
With MaryTurner:

Listeners have come to rely on it
for the kind of candid and revealing interviews
that bring rock’s biggest stars to life.

But don’t expect miracles.

No program brings more rock stars to more behind the image. And that same relaxed, open
listeners around the world than Off The Record feeling comes across for one hour, every week,
With Mary Turner But Mary doesn’t in Mary’s exclusive interviews with the

just deliver the stars, she brings out the hottest names in music. Superstars includ- !
personal side of rock’s top performers. ing Rod Stewart, INXS, Pat Benatar, |
The personal side that other Jimmy Page, Aerosmith, David Lee Roth,
interviewers miss. Keith Richards and Robert Plant.
So when Mary chats with Sting or Let Mary introduce your target listeners
George Harrison, Off The Record lis- to the royalty of rock each week on

teners get a real look into the person I Off The Record With Mary Turner.
MARY
WA wesTwoop one TURNER

\//\V RADIO NETWORKS

For complete details contact your Westwood One representative. In Los Angeles call (213) 204-5000, FAX (213) 204-4375 or Telex 4996015 WWONE.

wwweamericanradiohistorv com
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We're Getting
Involved With
some Really
Hot Numbers!

KPWR-FM LOS ANGELES

KXXX-FM SAN FRANCISGO

WAVA-FM WASHINGTON D.C.

97.1 WENS-FM

INDIANAPOLIS

CASEY'S <

With Gasey Kasem

#;;:(:} WESTWOOD ONE RADIO NETWORKS
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For The Love Of Money

Following h{'s show at Los Angeles’s Wiltem Theater, Eddie Money posed with assorted Columbia execs. Shown are (standing,
I-r) Columbia’s Greg Phifer, VP/A&R Ron Oberman, Money, Columbia’s Peter Fletcher, Columbia VP/Business Affairs David
Cohen, Columbia’s George Chaltas, CBS Records’ Al Masocco, Columbia’s Kris Puszkiewicz, and Columbia VP/Marketing Bob
Wilcox; (kneeling, I-r) Columbia’s Bob Garland, Jamie Cohen, and Alan Oreman.

Harper Back To Birch As Sr. VP

Craig Harper, who left Sr. VP/
NSM duties at Birch/Scarborough
Research last year to become VP/
GM at WHOM/Portland, ME, has
returned to the research firm as Sr.
VP/Local Sales.

Birch/Scarborough President/
COO Bill Livek commented, “We
are delighted to have Craig return.

R i e At
A :

He made a significant contribution
to the company during our forma-
tive years. By having each of our
regional sales offices report direct-
ly to him, we will be able to im-
prove our focus of increased agen-
¢y and station usage in the local
markets.”

Harper said. ‘Returning to

o
A

WCBM Returns To N/T

Remains In Receivership, Hires Lombardo As PD

WCBM/Baltimore, which has
gone through three ownerships and
four formats in the last three
years, has once again switched for-
mats — to News/Talk — and will
change owners soon as well.

WCBM GMBob Bloom told R&R
that new PD Joe Lombardo and
other personalities were recruited
from crosstown WFBR, which con-
verted from N/T to Gold two
months ago. “Many of them are
well-known from their WFBR
days.” said Bloom. “We have
recycled, yet enhanced that for-
mat; improved it and made some
additions that both advertisers and
listeners have responded to
positively.”

WCBM had been N/T when it
was owned by Metromedia. The

company then switched it to Tran-
star’s “Format 41 and sold it to
Magic 680 Broadcasting two years
ago. The station then switched to a
Sports Talk format last year, but
went dark in March ’88. After con-
trol of the station was transferred
to court-appointed receiver Ben-
nett Gilbert Gaines, the station
reappeared with a Gold format last
August. The station will soon be
taken over by a group known as
WCBM Of Maryland, Inc., subject
to FCC approval.

WCBM is an ABC-Information
and Talkradio affiliate. Because it
was on the air for only a month
during the summer ’88 ratings
sweeps, it did not appear in the Ar-
bitron or Birch results.

Birch at this time of tremendous
growth and expansion is extremely
exciting to me, and I look forward
to being a part of the new organiza-
tion and expanding and increasing
the local markets across the coun-

try.”

CBS Sets Reeve
In New VP Post

CBS Radio Networks has named
Thomas Reeve to the new VP/Re-
gional Sales & Corporate Develop-
ment post, where he will report to
VP/Sales Stephen Youlios.

“The creation of this position un-
derscores the commitment to new
business development long practic-
ed by us,” said CBS Radio Division
President Nancy Widmann. “We
view this as a critical area in an
evolving marketplace, and are de-
lighted to be able to place someone
of Tom’s caliber and experience
right into this new position.”

Reeve had been Eastern Sales
Manager and Director/Youth Sales
for CBS for the past year. He also
served as Midwest Sales Manager,
after joining the networks as an AE
in 1983. He began his career in the
sales departments at Chicago’s
WGN and, later, WBBM.

LETTER

Forcing Fairness Isn't Fair

I read, with increasing dismay,
the column on broadcasters’ ““in-
difference” to the prospect of the
Fairness Doctrine becoming law
(R&R Washington Report, 11/4).
Chris Maddy is quoted as saying, in
effect, that since he intends to be
fair he has no reason to oppose the
government enforcing a fairness
standard on everybody. That
wouldn’t be nearly so sad if he
wasn’t the ND. NDs are supposed
to have some sense of what the
First Amendment is all about.

You see, this is not a ‘‘fairness”
issue; it’s not even a broadcast is-
sue. It is a Constitutional issue, and
since this Congress has chosen to
assault the First Amendment using
broadcasting as the battleground it
becomes incumbent upon the
broadcast industry to defend those
principles. So far we have failed,
with one or two notable exceptions,
to even take the field.

The fact is you cannot force peo-
ple to be fair and proclaim that
they are free. Walter Cronkite,
Eric Sevareid, Bev Brown, Robert
Fox, and theRTNDA all know that.
The Justice Department knows
that, and so does the American
Newspaper Publishers Associa-
tion. On the other hand, Eddie
Fritts seems to believe that it's
okay to bargain away the First
Amendment so long as you get
something you want in return.
KMOX/St. Louis ND John Angel-
ides takes the elitist attitude that
his station is okay, but others need
to be forced to be responsible. The
men who labored mightily to give
us what most thinking people re-
gard as the very cornerstone of in-
dividual liberty, as well as the gen-
erations since who have struggled
to keep it, would be appalled. I cer-
tainly am.

There is nothing wrong with fair-
ness. Fairness is a goal that all of
us would do well to try and achieve.
It is also subject to individual def-
inition.

The reality is we have been and
are still being threatened with the
codification of the Fairness Doc-
trine because there are political

ideologues who are terrified that if
they lose their hold on our throat
they may have to let go of all the
precious perks they have built into
the system to perpetuate their pow-
er. They will gleefully sacrifice the
First Amendment on the altar of
“fairness.” Will we hand them the
knife?

Think about it. There is absohute-
ly nothing in the First Amendment
that prevents us from being {air.
The Fairness Doctrine absolely
prohibits us from being free.

—Joe Meier

President, Insight Services, Inc.

Siebert
Selected As
KHIH GSM

Two-year KTOK/Oklahoma City
GSM Dave Siebert has left to taeke
on similar duties at NAC KHIH/
Denver, where he will lead a 12-
member sales staff. He replaces
Ross Allie, who was promoted to
GM in August.

Siebert told R&R, “KHIH is a
format-exclusive station in the
market and is on a real upswing.
It's an upscale sales pitch for
KHIH, and the station is making
some genuine inroads in the mar-
ket. We've created a few new sys-
tems and have become more of a
contact-oriented station. We pro-
mote KHIH heavily — our biil-
board and bus campaigns have just
been started — and we're trying to
establish the ‘Soundtrack of the Ci-
ty’ image in the market. Ross is
giving me a free hand to operate
the sales department in any way 1
see fit.”

Prior to joining KTOK, Siebert
spent six years as GM at WQSA/
Sarasota.

In the summer ’'88 Arbitron,
KHIH ranked 16th 12+ (1.8); in the
corresponding Birch, the station
posted a 1 share 12+ to tie for 23rd.

-

BY POPULAR DEMAND

¥ Hear over 500 original :60, :30 & :15 tracks!

TRENDSETTER Il, THE CD

¥ Sensational collection of contemporary music!

* Three years in the making! Sequels in production!
* Special appearance by more than 600 Power Parts!

Be a Trendsetter Il!
For Info or Demo
Call 1-800-527-2514

(In TN or outside USA: 901-320-4340)

\

J
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NEWSBREAKERS

e S e

Radio

® LAURENCE ADAMS has been ap-
pointed VP/GM at WRAL/Raleigh. He
most recently served as Chairman/
CEO of Emerald Broadcasting, Inc.

® SANDY BEACH, who was known as
BUCK WADE during the seven years
he spent as a KMPS/Seattle personali-
ty, has been named PD/morning talent
at Country combo KDEO-AM & FM/
Honolulu.

® JIM WORTHINGTON has been nam-
ed GM at Southern Skies Corp.'s
KLEO & KZSN/Wichita. He formerly
served as Manager/Radio Division at
the consulting firm Frank N. Magid
Associates.

® MARY ANN JENNINGS has been
tapped as WBZ/Boston's ND. She for-
merly heid the ND post at the Virginia
News Network.

® JOHN CHICHESTER has been nam-
ed Sales Manager/Detroit for the CBS
Radio Networks. He has been an AE in
the Detroit office since 1986.

® MAGGIE DUGAN has joined the
American Comedy Network as GM/
Commercialworks (formerly Park City
Productions). She formerly managed
her own consulting firm.

Jay Reynolds

Maggie Dugan
® JAY REYNOLDS has been upped to
VP/Sales for Somerset Broadcasting,
Inc. He was formerly LSM at Somer-
set's WTPl/Indianapolis, and will con-
tinue to direct sales at the station.

PROS ON THE
LOOSE

Steve Coffman — MD/aftemoons
KZEP/San Antonio (512) 829-8522

Michael Davis — Assistant PD/MD
KFMG/Albuguerque (505) 256-3046

Bob Lewis — Afternoons WWMG/
Charlotte, NC (803) 768-2338

Kevin Vargas — Promotion Director
KKLZ/Las Vegas (702) 734-6835

Heavy Metal For ‘Heavy

Jon Van Hoogenstyn Art Weiner

® JON VAN HOOGENSTYN has add-
ed VP duties to his role as GM at
WGAN & WMGX/Portland, ME. He has
been with Sunshine Group Broadcast-
ing for four years, previously serving at
the company's WFEA & WZID/Man-
chester, NH.

Records

® ART WEINER has been promoted to
VP/Business Affairs and General Coun-
sel at GRP Records. He joined the
company in 1986 as Director/Legal
and Business Affalrs.

Paul Vitagliano

Sandy Jones

® SANDY JONES has been named to
the newly-created position of Direc-
tor/Artist Development & Publicity for
Motown Records. She previously heid
the position of Associate Director/R&B
Artist Development & Publicity for
Arista Records.

® PAUL VITAGLIANO has been nam-
ed National Promotion Manager, Mod-
ern Music/College Radio at Warner
Bros. Records. He was previously a
Boston-area dance club DJ.

®CHRIS WEMCKEN has been ap-
pointed VP/Marketing at BMG Class-
ics. He joins the label from a 17-year
stint at PolyGram Records, and will be
based in New York.

Also at the organization, RICK
COHEN has been named VP/Sales for
BMG Distribution. He is a 14-year in-
dustry vet, most recently serving as
Regional Branch Manager/Philadelphia
for WEA Distribution.

Nova’

Robert Paimer’'s EMI label debut albumn “Heavy Nova” just passed the million mark in

sales, and EMI President/CEO Sal Licata {l) presented the artist with golkd and
platinum record awards after his show at Los Angeles’s Universal Amphitheater.

www-americantadiohistorv-com

® NIKKI PURVIS and ALLAN WILSON
have joined Virgin Records as Regional
Promotion Managers. Purvis, who will
be based in Miami, formerly served as
a promoter at JFL Distributors. Wilson
previously worked for Tower Records,
and will be based in San Francisco.

® TONI SALLIE has been appointed
Black Music Promotion Manager/Mid-
South for Warner Bros. Records. Prior
to her appointment she wrote a music
column for Black Radio Exclusive, and
served as a Promotion Representative
at Sugar Hill Records.

® LYNDA WUELFING has been named
Director/Video at Chrysalis Records.
She previously spent four years as Di-
rector/Video & New Age Promotion at
Passport/Jem Records.

®MICHELE GRANDE-GIORDANO
has been upped from Manager/Branch
Funds to Associate Director/Divisional
Marketing Services at CBS Records.
She has been with the label for a year,
and was formerly Manager/Production
Billing for the CBS Television Network.

® JENNIFER MARWOOD has been
upped to VP/Administration at Atlantic
Records. She has been with the label
for over ten years, most recently serv-
ing as Director/Administration.

® SHELLEY SELOVER has been ap-
pointed Director/National Press and
Public Information at Columbia Rec-
ords. Selover has been the label's Di-
rector/Press and Public Information,
West Coast, since 1979.

Industry

Shelley Selover

@ CINDY JOHNSON has been se-
lected as Director/National Music & Re-
search for the Pollack Media Group, re-
placing ROB LIPSHUTZ, who exits for
PD duties at KXFX/Santa Rosa, CA.
Johnson has ten years broadcasting
experience, most recently serving at
KLOS/Los Angeles.

Cindy Johnson

® RICHARD ZILTZ has been upped to
VP/Director of Sales, Midwest Region
at Westwood One. He had been ‘the
company’s Midwest Director/Sales
since September 1987.

Also at Westwood One, KATIE GAR-
BER has been named Manager/Public
Relations. A former Account Manager
at Tucson’s Godwin Sarlat Public Rela-
tions, she will be based in Los Angeles.

®PAMELA COHEN has been se-
lected as Exec. VP/NARM and VSDA,
to fill the vacancy that will be created in
June 1989 by the retiring MICKEY
GRANBERG. Cohen has served as Ex-
ec. Director of both associations for
the past four years.

®DEL BRYANT has been appointed
VP/Performing Rights at BMI. The
18-year company vet formerly held
writer relations and performing rights
posts. Also at BMI, RICK RICCOBONO
has been promoted to VP/Writer-
Publisher Relations, Los Angeles, and
RICK SANJEK has been upped to
VP/Writer-Publisher Relations, New
York. Riccobono most recently served
as Asst. VP/GM, Los Angeles; Sanjek
has been Asst. VP/Writer Publisher
Relations, New York, since February
1988.

Concurrently, BMI senior Licensing
executives THOMAS ANNASTAS and
MARVIN BERENSON have added VP
stripes. Annastas becomes VP/Gener-
al Licensing, and Berenson has been
named VP and Counsel/Licensing.

® ROGER OSTERMAN has been nam-
ed Director/Financial Plans & Controls

Bill Wise was doing MD/PM drive
duties at WDAT/Daytona Beach,
FL in 1978. His first PD gig was
with WIZYIMacon, GA in '79. After
PD stops in Jacksonville at WQIK
and WVOJ, Wise was named
WFBQ/Indianapolis Asst. PD five
years ago today. He was later up-
ped to PD status, became WKLS/
Atlanta’s PD in 1985, and WGTR/
Miami PD in 1986. Wise was
made OM for 'GTR & WIOD/Miami

this past May.
Bill Wise

1 YEAR AGO TODAY

® Dick Appleton named Price Communications Exec.

VPIBroadcasting

® Bill Yeager named KFWBILos Angeles Exec. Editor

® Stan Campbell named WBVE/Cincinnati PD

@ Brian Burns named KLTY/Kansas City PD

® Mark Christian named WHRK/Memphis PD

@ #1 CHR: “(I've Had) The Time Of My Life”” — Bill Mediey

& Jennifer Warnes (RCA)

® #1 AC: “Valerie” — Steve Winwood (Island/WB)

for Arbitron's Radio TV Reports, Inc.
He most recently served as Manager/
Sales Administration for the ratings
company.

CHANGES

Annette Evans has joined Arbitron
Ratings/Dallas as a Client Service Rep.

Jayne Sosland has joined the RAB
as a staff writer.

Sheila Oliver has joined Hillier, New-
mark, Wechsler & Howard/Atlanta as
an AE.

Ray Friedman and Karen Bacon
have been named AEs at KHIH/Den-

ver,

Laura Hino, Edward Lain, Sharon
Roth, Kristin Whitcomb, andBarbara
White have been named AEs at KYW/
Philadelphia.

@ #1 UC: “Skeletons” — Stevie Wonder (Motown) (2 wks)

® #1 Country: “Somewhere Tonight” — Highway 101 (WB)
® #1 AOR Track: “Tunnel Of Love™ — Bruce Springsteen (Columbia)

® #1 AOR Album: “Cloud Nine" — George Harrison (Dark Horse/WB})
® #1 Jazz: “Dianne Reeves” — Dianne Reeves (Blue Note) (2 wks)

5 YEARS AGO TODAY

© CBS selects St. Louls station managers: Tim Dorsey for KMOX,

Bob Fulstone for KHTR

® Joff Kelly named WDMT/Cleveland PD

® Tim Fox named KPKE/Denver PD

® #1 CHR: “Say Say Say” — Paul McCartney & Michael Jackson

(Columbia)

®#1 AC: “Uptown Girl” — Billy Joel (Columbia)
® #1 UC: “Time Will Reveal” — DeBarge (Gordy/Motown)
® #1 Country: “Holding Her And Loving You" —

Earl Thomas Conley (RCA)

® #1 AOR Track: “Owner Of A Lonely Heart" — Yes (Atco)
®#1 AOR Album: “Undercover” — Rolling Stones (Rolling Stones/Atco)
® #1 Jazz: “Foxie” — Bob James (Columbia) (6 wks)

©® KIIS-FM/Los Angeles goes Disco
® Clint Weyrauch named KSPO/Spokane GM

10 YEARS AGO TODAY

® Dick Edwards named WROR/Boston PD
@ #1 CHR: “"MacArthur Park” — Donna Summer (Casablanca) (3 wks)
®#1 AC: “You Don't Bring Me Flowers” — Barbra Streisand

& Neil Diamond (Columbia)

®#1 Country: “l Just Want To Love You" — Eddie Rabbitt (Elektra)
®#1 AOR Album: “52nd Street” — Billy Joel (Columbia) (3 wks)
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“GIRLS AIN'T NOTHING BUT TROUBLE” THE NEW
HIT SINGLE FROM D.J. JAZZY JEFF & THE FRESH PRINCE.

MTV -+ PHONES + SALES = RADIO SMASH! &

.J. JAZZY JEFF & THE TV—REQUEST LINES

FRESH PRINCE-THE RINGING OFF THE HOOKS! |

CROSS-OVER PHENOMENON _Sivis Ain't Nething But Trouble”

SMASH OR TRASH-83% positive!l!
OETHEYEAR, | vpperr. Vil shoste e £37 1 131 o0
triple platinums! “Reci the House” 1he MTV Request Lines in just

. o = twe weeks!!! “GIRLS” poised to
featuring “Girls Ain"t Nothing But L
Trouble”—SHIPPING GOLD! eater MTV Top 20 Countsown

this weeld!!!
IAL 1-900-909-JEFF-THE
MOST SUCCESSFUL MUSIC

TELEPHONE LINE IN HISTORY.
Supported by TV adveriising
running NOW.

— Already On 58 CHIR Reporfers |

B9S 21-17 (HOT) KWOD 34-30
WAVA 23 KMEL 24-19
Y95 27 KWSS add
KKBQ 29-26 WPGC 24-19
Sl  XRBE deb 40 793 12-6 (MOT)
NR Y00 deb 29 PWESE
S  WHVZ deb 26 HOT977 I8
A KITY 15-13 Q100 34-26
R TFM KXX106 32-25
WHYT 22-19 WKQB 32-27
KBEQ add KSAQ add
FM102 27-23 Z102 12-9 (HOT)
NMGX 28-16

Explasive retail activity at:
#9 chainwide — Sound
Warehouse #26 to #6 —
Starship Records Top 25
sales — Camelot, Harmony
House and National Record
Mart.

S
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STREET TALK
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MCA Denies Staff/Budget Cuts

T hears that Al Teller is bringing a bit

more business sense to MCA Records’

heavy spending pattern of the past few
years. Reports of budget and staff cutbacks
have been denied by senior MCA execs;
however, MCA Entertainment Group topper
Irving Azoff told ST that Teller will do
whatever is needed to “make his numbers.”
Seems Teller has Azoff's full support in this
area.

Meanwhile back at the ranch, reports are
that MCA’s soon-to-be announced country
label, Universal, will be hiring its own regional
field staff. Also, look for MCA/Nashville Exec.
Sr.VP Bruce Hinton to be upped to President,
when current MCA/Nashville prez Jimmy
Bowen moves over to Universal 'round about
the first week in December.

Emmis Chairman/CEOQO Jeff Smulyan has
joined the RAB Search Committee — which
includes R.C. Crisler broker Dick Chapin,
Buckley Broadcasting President Rick
Buckley, Nationwide’s soon-to-be President
Steve Berger, UA/IMGM Communications
President Michael Lareau, and Sorenson
Broadcasting President Dean Sorenson — to
find a replacement for exiting RAB topper Bill
Stakelin. Word is they hope to pick a
successor before the RAB’s Managing Sales
Conference (2/2).

Namedroppers Anonymous provided ST
with the following list of folks under
consideration for the gig: RAB Sr.
VP/Marketing & Communications Danny
Flamberg, Mounty Communications
President Bob Mounty, Dorton Broadcasting
President Joe Dorton, KTAR-AM &

November 18, 1988 R&R ® 29

When you

PLAY IT, |

SAY IT!

WHEN YOU PLAY IT AGAIN, SAM; SAY IT AGAIN,
SAM — The RIAA has unveiled a new slogan/logo
(pictured above) that's designed to encourage radio
to back-announce titles and artists. You'll be seeing it
in a lotta trade ads in forthcoming weeks.

exiting Suzanne Adana. Grossman was 'VMX
PD before taking the 'SHE job a couple of
weeks ago.

And . . . as we go to press, ST has just
learned that — barring any last-minute snags
— the new PD at *'SHE sister WHTQ/Orlando
will be Martin Communications
VP/Programming Brian Krysz.

Don't look for many changes at Atco until
after the first of the year. Then look for a
“royal rollout” of a full staff.

SMN “Z-Rock” head honcho Lee Abrams

COUNT
THE

WAYSs!

IHA NAY VY

FM/Phoenix VP/GM Jim Taszarek, Radio has been in Buffalo pitching WWKB on the NEW & AGHVE
Marketing Concepts President Norm format. Imagine 50kw of industrial strength
Goldsmith, Radio Network Assoc. President rock, rollin’ up and down the Eastern 69/17
Peter Moore, former WYNY/NY VP/GM Paul Seaboard, blanketing 17 states! WXKS 25-21 PWRI106 8-5
:\ntonovic, RKOc Ratdlo P\;gsident .éehrr.yt. WKSE add 30 HOT977 6-5
yman, former Century ynn Christian, . . . r
Eastman Radio Chairman Emeritus Bill Capitol/Nashville SE Regional rep Steve Q107 add 29 WFLY 1-1
Burton, and Arbitron VP/Radio Sales & Powell has been named to the newly-created WAVA add WTIC 9-8
Market,ing Rhody Bosley. post of National Promotion Manager for | KKBQ add WRCK add
MCAI/Nashville. He'll relocate from Hotlanta to [ KRBE add B93 add 34
Music City by month’s end. | Y100 add K106 add
) Ch-ch-changes at B96/Chicago. MD/night KITY 6-5 WBCY 15-11
WGTR/Miami Asst. PD/PM driver the rocker Joe Bohannon is now paired with ! B96 16-11 WZYP add
Colonel is crossmg,the street for mornings at morning man Ed Volkman. Pat Reynolds, ; 92X 25-19 WAPE add
WZTA. Last week, 'ZTA AM driver Neil formerly PD at Y97/Santa Barbara, is now | 4
Rogers jumped to '‘GTR AM sister WIOD for  going nights. New to overnights is Chris ~ WHYT 13-11  KKYK 26-19
middays. o Randolph, coming in from afternoons at | KCPW add Y106 14-11
morr"ri\ngthersz-raa;:ke\gtsév\zmxmi?hmogd WD JX/Louisville. KIIS 30-27 7102 28-20
ma as rejoined new i o
WSHE/Miami PD David Grossman as the g;,g;g f: fg WSG Tg 292
'SHE Asst. PD/midday dude, replacing the Continued on Page 30 ' KWOD 1(; 8 EMN('}Xa{l(ll
KKLQ 26-22 KYNO 9-8
KMEL 3-2 KKFR add
We Do More Than Stuff Envelopes ﬁgg; 2?1'33 333’1‘8}314
a
AT DIRECT MAIL EXPRESS WE OFFER: HOT9Y7 14-8 QV103 12-10
R ‘| e Custom Promotion Design WPGC 1-3 KPHR add
d | rQCt mQII e Copy Writing 793 7-5 KMOK add
gfg ;3'3 e Experience in Radio Direct Mail
g e Exclusive Envomailer Promotion
L4 FUHY staffed Gl'aphic Art Studio PrODUCED By L.A. AND BABYFACE
- For LA'FACE Inc. o
we prOVIde The creut.ve Edge FRgM THE ALBUM © 1988 WarnERr Bros RECORDS INC
2441 Bellevue Avenue, Daytona Beach, FL 32014 Contact Robbie Tuttle 904/257-2500 KARYN WHITE
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A GOOD
EXCUSE

PROGRAM
THE MUSIC
YOU PLAY

AG'I988

Light up your station’s switchboard
throughout the Holidays with the music
you play at home — Fresh Aire!
Grammy-nominated and near-Platinum,
“Mannheim Steamroller Christmas” grows
stronger every year. All-new and destined to
become another Christmas tradition,

“A Fresh Aire Christmas” went
Gold immediately upon release this year.
For station service, call (402) 457-4341.
This year, American Gramaphone wishes
America a Merry Christmas — twice!

AMERICRN QRAMAPHCID

AMERICAN GRAMAPHONE RECORDS

9130 MORMON BRIDGE ROAD

R

Continued from Page 29

in the wake of last Tuesday’s elections,
the sovereign state of Montana has voted to
be ruled by a pair of ex-broadcasters. Conrad
Burns, former owner of the Northern Agrinet
Farm Network and KOYN/Billings, has been
elected to one of the Big Sky State’s US
Senate seats. He's a Republican. Meanwhile,
Stan Stephens, former owner of KOJM &
KPQX/Haver, MT, is the voters’ choice to be
the first GOP governor of the state since
1946.

Still no PD named at KRBE/Houston.
However, ST hears that a couple of
candidates — Hot 97.7/San Jose PD Steve
Smith and FM102/Sacramento PD Brian
White — came out with sweeter deals to stay
put as a resuit of having been considered.

Last Friday (11/11), KRNQ/Des Moines
held the “First Annual Geraldo Rivera Chair-
Throwing Contest.” The Q-Morning Zoo had
listeners come to the radio station and toss
chairs at a cardboard cutout of the intrepid
Geraldo, with the person who came closest to
hitting the target on the nose winning not only
the very chair tossed, but also a first aid kit.

KFAC-AM & FMI/L.A. Chairman/COO Ed
Argow has resigned to join former KFAC
owner George Fritzinger’s Group il
Management on a project basis.

it's 3-D Programming at KCPW/Kansas
City, as Director of Programming/Operations
Dene Hallam hires WRQN/Toledo PD Dave
Elliott as Asst. PD and 95XXX/Burlington MD
Dena Yasner comes in to do some weekend
fills and the MD gig.

Rhino loses Dave Darus to Island
Records’ newly-expanded presence on the
West Coast. No titles yet, but look for Darus
to start December 1, with still another name to
be added to the L.A. staff.

Denise Lutz has left Mainstreet
Promotions — where she’d worked for years
with indie Tom Kay — to join RCA as its

Midwest regional rep. Her replacement is Jane
Dyson, who was Promotion Director at
KJJO/Minneapolis.

In a strange twist, former WLIR-FM/Long
istand Asst. PD Larry ‘‘The Duck’’ Dunn —
who chose to remain with 'LIR when the
station lost its frequency to WDRE last
December — has now joined 'DRE for
middays. The move reunites Dunn with former
'LIR PDDenis McNamara, who has
programmed 'DRE since its inception.

Matt Morton has been upped from
PD to GM at WXOK/Baton Rouge, replacing
Letitia Jackson.

The Rev. Al Green — yes, the A&M
recording artist — was recently summoned to
perform a wedding on a billboard that stood
50 feet in the air.

Seems WABB/Mobile, which sponsored a
contest for the sky-high hitching, had trouble
finding a pastor who’d do the “I dos” from
such a precarious position. The winning bride
and groom also received free wedding bands,
tux 'n’ limo service, a honeymoon in Las
Vegas, and $500.

Best of all, instead of the “Wedding
March,” Rev. Green sang the lucky couple a
special rendition of his classic “Let's Stay
Together.”

Geffen National AC Director/Trade Liaison
Dede Whiteside has resigned to form her own
company, Media One Marketing, specializing
in NAC and Jazz promotion as well as radio
syndication. Contact her at (213) 276-3333.

A year after joining WPGC-AM &
FM/Washington, OM Jeff Young has left the
station. Look for the combo to hire two
separate News Directors — one for the all-
Business-formatted AM; the other for the
Dance-CHR FM.

%'?EE & o %f
b ShaEmaEs

Congratuiations! ToQ105/Tampa, for
raising $220,000 to benefit the March Of
Dimes “1988 Walk America.” 'Twas more
moola than any other radio — or TV — station

raised.
Continued on Page 32
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WCZY UNVEILS LATEST IN BUSBOARDS — For the freshest thing in travelling billboards, feast your orbs on one of
the WCZY-FM/Detroit buses — there are two — pictured above. Both are painted to resemble gigantic radios, com-
plete with on-off switches, and both will carry passengers along regular Detroit Department of Transportation routes,
the resuit of an exclusive two-year agreement between Gannett Transit and D-Dot. Where else but in the Motor City?

I
OMAHA, NEBRASKA 68152 '
|
|
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OnThe Ennfish

Nﬂ.lﬁhﬂ"ﬁ For3 Weeks I

ThePerieciTimstar
- 1ng PeriectDebutSingle

o o

Produced by Nicky Ryan
From the forthcoming Getfen atbum Watsrmark
Management: Rigle Music

®
GEFFEN

RECORDS
© 1980 T B Seifen Company

STREET TALK

Continued from Page 30

Meanwhiie, let's not forget WMMR/Philly,
which raised $150,000 as the flagship station
for the Leukemia Society’s “Louie Louie”
parade, an event that was duplicated in more
than 40 radio markets.

KWTO-FM/Springfield, MO made good on
its promise to deliver the (Thunder)bird to Rod
Stewart at his Phoenix date (11/12). As
constant readers doubtless will remember
(ST 11/4), it all started when Stewart
cancelled a 10/27 Springfield performance,
owing to illness, and never rescheduled. Rod
The Mod accepted the bashed-up
Thunderbird, then called KWTO-FM and not
only personally apologized on-air, but also
promised to reschedule as soon as possible.

No confirmation, but ST's ear-to-the-
razorblade heard that Don Johnson went Wig
City when he learned that Z100/NY 's Scott
Shannon had electronically edited DJ’s vocals
out of the current Streisand/Johnson duet.
This alleged stunt even made headlines in the
National Enquirer.

When '50s Top 40 pioneer KFWBI/L.A.
gave up music for all-News back in the
mid-'60s, the station still kept its famous
“Color Radio”" musical logo signature, which
opened all newscasts. Now the last vestige of
the old KFWB is finally a thing of the past. It's
been replaced by a new electronic effect.

P arts (.

All of the L.A. heavyweights (including ST)
turned out for the WTG Records kickoff party
(11/9). Word has it that WTG’s plush new digs
were seriously upstaged by label recording
artists Eighth Wonder's blonde 'n’ beautiful
lead songstress Patsy Kensit. (ST knew her
back when she made her screen-stealing film
debut in “Absolute Beginners.”)

Meanwhile, ST's ear-to-the-Core reports
that the Big Apple is still feeling a little saucy
after that elegant bash that Chrysalis prexy
Mike Bone tossed on behalf of newly-
appointed Exec VP Joe Kiener. (By the way,

for those Kiener wits monitoring the ongoing
controversy over his surname’s spelling, the
official story is that the first Chrysalis release
{as “K-I-E-N-E-R") was right, but a second
press release inadvertently came out as “K-E-
I-N-E-R,” was thought to be a corrected
version,and prompted a “For The Record”
notice last week that turned out to be
needless. It's Kiener, and that's enough on the
subject.)

if you've been following the Lou Simon
saga (ST 11/4), you already know that former
employer KCPX/Salt Lake City has enjoined
him from working elsewhere in the market —
even though he was fired. Would you believe
that he’s now being sued by KCPX for doing
mornings at 2.5 million-watt shortwave station
KUSW, which is licensed to Toronto, Ontario?

Why? Because KRSP/SLC owner Ralph
Carlson also owns the shortwave outlet.

Your broadcast buds at the Armed Forces
Net would love to receive “Radio Xmas Cards”
(holiday greetings on cassettes) from your
listeners. Deadline is December 8. Send to
HQ, AFN Europe, Attn: Radio Ops (RCC),
APO NY 09757.

AOR powerhouse WCMF/Rochester is
seeking former staffers to participate in the
station's upcoming 20th birthday festivities.
Call PD Stan Main at (716) 262-4333.

From the L.A. Herald Examiner comes
word that a new contest is heating up the halls
of MCA. Namely, the ‘‘Shelli Goes Shopping,
Tour '89.” Shelli is the wife of head honcho
Irving Azoff, and she's off to London with
what amounts to a blank check.

For a $1 wager, employees are taking a
guess at how much Shelii will run up on her
shopping bill. Closest guess wins the pool. ST
wonders if the lucky winner also gets to keep
his (or her) job?

Heard on a late-night DX across the AM
dial, a PSA for the American Obstetrics
Association: “We are people pulling people
out of people.”

KKBQ PROMOTION CLEANS UP — As soon as the Houston polls closed last Tuesday night (11/8), KKBQ announc-
ed it would pay listeners 25 cents for every political sign they collected. (There was a 200-sign-per-car limit.) Par-
ticipants were instructed to meet at the Astrodome parking lot, and by 6:45 Wednesday moming the resultant traffic
jam gamered news coverage on all three network TV affiliates. By 10am, when the stunt was declared over, KKBQ
had collected more than 75,000 signs! Seen at the scene of the signs is PD Bill Richards.
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What Do Ivan Neville,
Art Of Noise
with Tom Jones,

Dan Aykrovd

and Kim Basinger
All Have In Common? .~

Yes, theyre all in the new
comedy of the Lightyear . .

“My Stepmother Is An Allen

ring Dan Aykroyd and Kim Bas
\X/hm f mI n Neville, Art Of Noi thm]
Animot d] ckie Jackso f om the POLYDORS d k.

Weintrau b Entertainment Group presents F Y
A Richard Benjamin Film released through Columbia Pictures polydor

OPENING DECEMBER 9 TH
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Jacor/Michaels

Continued from Page 1

take this kind of thing. We took a
stand, and the main thing we
wanted was a letter of admission to
show our employees and the indus-
try what Jacor is made of. We ac-
complished what we set out to do,
and are happy with the way things
turned out.”

The station and Hoker sued after
someone obtained a confidential
memo sent to Hoker’s WOFX/Cin-
cinnati and altered it, making it ap-
pear that WCRJ would be switch-
ing formats and firing key people.
That altered memo was sent to two
WCRJ staffers.

Ellis

Continued from Page 1

Ellis was previously an AE for
New York outlets WKTU and
WNEW-FM and Sales Manager at
WXLO (99X) (now WRKS). She
joined WFAN & WQHT in 1984,
when the combo was Doubleday’s
WHN & WAPP, as LSM, and was
made GSM when Emmis took over
the combo and changed the sta-
tions’ calls in 1986.

Dunaway
Continued from Page 3

shape. Kelly took it back in the
right direction — strong informa-
tion, lots of personality, and music.
I'll continue doing that because I
think Kelly was on the right track.

“As the morning guy here, I fig-
ured I could screw things up as
well as anybody,” he continued.
“All of my needs were met, so
basically this has been a dream
come true. The good thing is
there’s still a fairly good share on
the AM dial in this market. AM is
in the position FM was in 20 years
ago: we have to give listeners
something different, or we’ll die. I
have no choice but to take
chances.”

Prior to joining KMBZ in 1977
Dunaway worked as an air talent
at KHJ/Los Angeles, WWWW /De-
troit, and WFAA/Dallas.

Summer ’88 Arbitron figures
placed KMBZ fourth in the market
12+ (6.6), while Birch 12+ stats
(4.9) put it in ninth place.

Matteson
Continued from Page 3

ratings. I really enjoy being back
in the management scheme of
things, and back in the main-
stream of radio.”

Matteson joined WQUE as GSM
before being promoted to GM two
years ago. Prior to that he worked
in sales capacities at several Hous-
ton stations, most recently with
KMJQ.

A New Orleans broadcasting vet-
eran, Rokweiler served as VP/GM
atWEZB between 1974-79, and also
worked at WWL-FM.

In the summer ’88 ratings,
WQUE-FM earned a 12.4 in Arbi-
tron and a 16.0 in Birch, ranking
first in both services. In the Beau-
mont book, KHYS scored a 16.6 in
the spring '88 Arbitron (the market
has no summer ARB survey) and
an 18.0 in the summer ’'88 Birch,
ranking first in both; KALO regis-
tered a 4.0 in the Arbitron and a 2.6
in the Birch, ranking tenth in both.

Jacor's “dirty trick.”
Dear Jay:

! find myself in the position of
wanting to say, “I didnt do it. |
never did it. And | promise never to
do it again.” But it turns out that a lit-
tle sleuthing through our company
uncovered evidence that a loyal
and typically zealous Jacor em-
ployee did, in fact, alter the WOFX
memo and cause it to show up in
the possession of some of your
Jacksonville employees.

Radio is a colorful business,
characterized by aggressive hyper-
bole, public theatrics, and above
all, asense of humor. The memo in-
cident is clearly within the
parameters of our view of radio.

Jacor Fesses Up
& Apologizes

Following is the complete text of the letter sent by Jacor Presi-
dent/COOFrank Wood to Hoker Broadcasting PresidentJay Hoker over

Nonetheless, sometimes the
things we do have an unintended
result. While a rattling of the com-
petition certainly was the intention,
we never intended for any of your
employees to feel violated. To the
extent that this was the result, we
apologize. | would appreciate your
conveying these sentiments to
those employees who were hurt or
offended.

! might add that perhaps we
should play more pranks on each
other since the press coverage was
priceless. But to continue this par-
ticular argument would only enrich
the bar.

Smith

Continued from Page 3

recently hit a three share, its
highest ever. Our station will
reflect Elroy’s personality, which
is fun, bright, and innovative.”

New calls for the station have not
yet been announced, and Stanton
said the decision as to whether
Smith would hold down an airshift
had not been finalized.

Smith, who has done mornings
and programmed WILD since 1983,
told R&R, ‘“My primary purpose is
to get the new station rolling, and
to make it as competitive as possi-
ble. I won’t be doing the morning
shift, and I’'ll need a morning man
to go up against the incredible Tom
Joyner (at crosstown KKDA-AM &
FM). I may do middays or after-
noons.

“At my interview I brought in
tapes of prospective jocks and in-
formation about how to count-
erprogram KKDA,” Smith added.
“I came there equipped, because I
know the competition is stiff. I'm
ready to go in there and make
some noise.”

Smith began his radio career do-
ing middays at WILD in 1981. He
moved to mornings and assumed-
the PD post in 1983, and was upped
to VP/Programming in 1985. A
new programmer at WILD is being
sought.

Shulman
Continued from Page 3

Shulman told R&R, “The Atco
name has been associated with in-
novative artists for the past three
decades. I want to continue in that
direction, and look forward to es-
tablishing a fertile environment for
groundbreaking talent and crea-
tive executives.”

“It gives me much pleasure to
welcome Derek to the Atlantic
team,” noted Atlantic Chairman
Ahmet Ertegun. “One of the most
respected executives in the indus-
try and a true music man, Mr.
Shulman comes to us with an ex-
traordinary track record. We look
forward to a long and fruitful rela-
tionship with him.”

Before joining PolyGram, the
UK-born Shulman was lead singer
and manager of Gentle Giant. He
began his musical career in the
British pop quintet Simon Dupree
& The Big Sound.

Dwyer-Carpenter

Continued from Page 3
ways enjoyed about my job is the
commifment to the community,
and being on the air allows me that
credibility. My goal is to reestab-
lish KDIA as a dominant force in
media with strong community-
based commitment and support.”

On the subject of Dwyer-Carpen-
ter retaining on-air duties, Henry
said, “‘An airshift is not in her long-
range plans. I think when she
comes to recognize what she has to
do as GM, she’ll be happy not to be
on the air. She does understand
that.”

Dwyer-Carpenter joined KDIA
doing weekends in 1981, and took
over morning drive duties the fol-
lowing year.

RCA

Continued from Page 3

AORKMET/Los Angeles.

Sigler spent the last four years
handling promotion for the label’s
alternative and college product. He
will remain in RCA’s New York of-
fice.

The label also announced the ad-
dition of Bruce Flohr as its Nation-
al College Promotion rep.

Stryper’s ‘God’ Goes Gold

4

When Stryper’s “In God We Trust” album hit gold, Enigma, CEMA distribution, and members of the group got together to mark

A&M’s Denise Lopez, whose debut A&M/Vendstta Records album is “Truth In
Disguise,” was the guest of honor at a listening reception thrown in New York by
A&M and Broadbeard Productions. Pictured are (I-r) Broadbeard’s Tom Willits, A&M
Sr. VP Michael Leon, Broadbeard’s Doug Breitbart, Lopez, A&M’s Rick Stone, and
Vendetta's Larry Yasgur.

Fordham Looking Happy

Virgin’s Julia Fordham, whose current single “Happy Ever After” is from her
eponymous debut album, celebrated the success of her six-city North American tour
after her show at the Roxy in Los Angeles. All smiles areTl-r) Virgin Sr. VP/Promotion
Phil Quartararo, the label's Jordan Harris, Fordham, and Virgin's Jeff Ayeroff.

‘Joy’ Is A Thing Of Beauty

Teddy Pendergrass was presented with a gold record award for his Elektra album
“Joy.” Sharing the spotlight are (I-r) managers Shep Gordon and Daniel Markus,
Pendergrass, and Elektra Chairman Bob Krasnow.

o

the occasion. Pictured are (I-r) CEMA President Dennis White, Enigma’s Laura Hughes, CEMA VP/Distributed Labels Dan David,
Enigma Chairman Wifliam Hein, the group’s Robert Sweet and Tim Gaines, and CEMA VP/National Accounts Joe McFadden.

% - :
.0 :

b

d

London/PolyGram’s Hothouse Flowers stopped by PolyGram’s New York headquarters during their first US tou}, in suppor't'of
their debut album “People.” Occupying the lineup are (I-r) PolyGram Exec. VP/Marketing & Sales Bob Jamieson, the group’s
Leo Bames, Jerry Fehily, Peter O'Toole, and Liam O’Maonlai, PolyGram President/CEQ Dick Asher, and the group’s Fiachna

O'Braonain.
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New from Birch/Scarborough Research

The most important
sales tool in 20 years.

The Multi-Media Consumer Profile will change forever |
the way you market locally. Here'’s bow it can give your station
The Winning Edge.

A quiet revolution began in
1975, the year Scarborough
Research introduced a bold new
concept in media research:

® Measure all local media usage -
reading, listening, viewing —
of each survey participant so
that true cross-media com-
parisons could be made

@ Obtain extended individual
and household demographics
from these same people to
further sharpen targeting
accuracy

@ Capture a detailed record of
product purchase and retail
shopping activity from each
respondent — specific to the
brand and store level

@ Provide instant access to the
respondent-level data, allow-
ing users to retrieve exactly
the reports they need, when
they need them

The first Scarborough Multi-
Media Reports raised eyebrows
in the Top 10 markets.

Then they began opening
eyes — and doors.

Retailers began asking about
the demographic and geographic
profiles of their shoppers, and
their competitor’s shoppers.

Newspapers began equipping
their sales teams with average
issue and cume readership
information on the 400+
audience segments provided by
Scarborough.

Radio and TV stations began
using Scarborough Multi-Media
data to help clients and prospects
discover the demographics and
lifestyles of their customers and
their competitors’s customers.

And everyone began marketing
more smartly. For the first time,
advertisers were able to determine
which media, media mix and
specific media vehicles would
best reach their specific targets:
Not just “Women 25-54"...but
“Women 25-54 with Household
Incomes over $50,000 who've
recently shopped Neiman-
Marcus’”

Local media sellers made out
well, too. The Scarborough

Reports quickly became the only 2 You'll know where your How to find out more
media research report used * client’s competition is most Before you put your 1989
universally by all local media — vulnerable. The demographics budgets to bed, leave room for an
radio, TV and news- of prospective customers within investment that will INCREASE
paper. profits. .. the Birch/

Beginning Fall The Major-Market Success of @ Scarborough Multi-
’88: Expansion to Scarborough Multi-Media Research Media Consumer
markets 11+ Since 1975, Scarborough Research bas sustatned a renewal rate of Profile.

Now, the marriage over 9P with America’s best-run and biggest-billing media sellers: There’s not enough
of Birch and Scarbor- @ht ﬁosmn @lohf room here to get into
ough makes possible @ flos A W|NS the hundreds of possi-
the expansion of 05 ngeles Jimes ble sales applications,
Multi-Media research “ 0:'1 (t)(l).r:ilescnplz)e theof
t markets and a‘ € ous power
e rhl[nluﬂ tibune the Birch/Scarborough
before. @ N rk Direct Access

The new Multi- @bc AU Lo ) Research Targeting
Media Consumer cs System that lCt§ y((;u
Profiles are similar to i | ﬂ create customize
the top 10 Scarbor- %e uaﬁh ingmn Oﬁt analyses and presenta-

The marriage of Birch and Scarborough brings this tions on your micro-
0ugh ans t.)m arc same research quality and integrity 10 markets 11+ omputer.
specifically designed _ ¢ pu’ ¢ .
for media sellers in We'd also like to tell
markets 11+. The new Proﬁles you about the Charter

database will be loaded with
marketing data on more than
400+ localized retail shopping,
product and service usage
categories.

Comprehensive Scarborough
Reports are available now in all
Top 10 markets and Miami/Ft.
Lauderdale. The Multi-Media
Consumer Profiles start in
markets 11-30 this Fall, and we'll
be surveying continuously through
May 1989. Ouwir first Profile Reports
will release in Summer 1989,
with annual reports thereafter.

A Strategic marketing
tool that gives you The
Winning Edge

Gaining The Winning Edge

- means adding more value to each

sale than your competitors.

The Multi-Media Consumer
Profile arms your sales force
with vital information your clients
want to see, opening doors for
appointments with top-level
decision-makers:

1' For the first time, you'll be able
* to consult your clients on where

to find audience targets with the
biggest and fastest payoffs.

the trading radius of each store
location. How target audiences

are shared across media and indi-

vidual media vehicles.
The Multi-Media Consumer

Subscriber discount and how you
can save even more by adding
the Multi-Media Consumer
Profile to your existing Birch
Radio ratings subscription.

scarborough

o So clip and return the
. Profile helps.you hc?lp your coupon, or call us at

Cl{:;‘s x;?hzh;f:p‘;‘f;‘; ggﬂm 1-800-62-BIRCH to be the first

WISCHY- to secure The Winning Edge

w111 be reﬂected in your share of for your station. .

their media budgets.

I—C—I;L a n;_ Birch/Scarborough Research 1

| , 12350 N:W 39 Street |

| mailtoday! (o) Springs, Florida 33065 |

Please send:
| ( ) More information on the Multi-Media Consumer Profile |
| ( ) Information on the Top 10 Market Scarborough Reports |
( ) Information on Birch Radio Monthly, Quarterly and

| Qualitative Radio reports I

| Name |

| Title |

| Company |

| Address |

| e |

| State/Zip Phone |
1

l Radio - Newspaper - Multi-Media Audience Measurement

ww\w.americanradiohistorv.com
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CHR:

One Of The
“Most Added”’
42/42

AOR:

#2 “Most Added”

Debut @

AC:

#1 "Most Added”’

ODVIN daoom Laga

A I oI As You FOLLOW”

Propuern By GREG LaD ANy aNb FLLETWOOD Mac

" £ 1988 Warner Bros RECORDS INC.

SUMMER ‘88 RESULTS
e e e
Portland, OR : Milwaukee- : Dayton
: Racine
LI : : ARBITRON
: ARBITRON :
Spring'88  Su'88 % §
KKRZ (CHR) 8.1 9.3 § Spring '88  Su'88 % Spring ‘88 Su ‘88
KUPLFM (Ctry) 57 81 3 wrMJ (AC) 13.2 140 i WTUE (AOR) 2.8 14.1
KXYQ (CHR) 57 80 3§ wKTI(CHR) 99 9.4 ! WGTZ(CHR) 10.2 10.5
KXL (N/T) 69 73 I WKLH (GICR) 86 90 ¢ WHOFM (BEZ) 128 10.0
KINK (AOR) 65 7.2 : wezw (B/EZ) 6.3 7.0 i WHIO (Tak) 9.7 92
KKCW (AC) 7.2 60 % wMmIL (Ctry) 80 7.0 & WVUD (AC) 37 63
KEX (AC) 63 57 % WLZR-AM&FM {  WONE (Ctry) 59 6.0
KXL-FM (B/EZ) 4.9 57 %  (AOR) 71 6.5 : WWSN (AC) 5.4 6.0
KMJK (G/CR) 52 52 % woKY (BBnd) 58 6.4 i WLW (AC) 57 50
KGON (AOR) 50 50 % wLum (ug) 6.7 48 i WBLZ (UC) 42 48
KKSN-FM (Gold) 47 39 1 wita (AC) 55 47 ¢ WBVE (Ctry) 26 4.4
KYTE-FM (Clas) 31 38 1 wMmyx (AC) 25 39 i WYMJ(AC) 44 31
KYTE (BBnd) 4.1 3.7 : WISN (News) 27 3.3 ¢ WDAO (UC) 3.2 2.4
KWJJ-FM (Ctry) 3.4 23 ¢ warm (AOR) 3.7 3.0 : WING (Gold) 2.4 2.3
KGW * (G/CR) 3.1 1.8 ' WEMP (Gold) 2.2 2.4 : WPTW-FM (BEZ) 1.1 1.3
KPDQ-FM (Rel) 1.8 1.5 : WFMR (Clas) 1.6 1.9 : WKSW (AC) 5 1.2
KSGO (Gold) 11 1.3 1 wNov (Uo) 1.2 15 : WPFBFM (Ctry) 9 14
KUPL (Ctry) 1.0 13 i wzTR (AQ) 16 15 ¢
KKEY (Talk) 6 1.0 ¢ WBZN-AM & FM .
P (NAO) 1.3 1.3}
P WTKM-AM & FM : BIRCH
:  (Miso) 711
BIRCH : :
: : Spring ‘88 Su '88
oo 55 5088 : BIRCH : WTUE (AOR) 17.5  17.9
ST 51 100 ! WGTZ (CHR) 12.7 127
g = * WHIO-FM (B/EZ) 9.5 84
KKRZ (CHR) 131107 & Song 88 Suss 3 WBLZ (UC) 65 77
KINK (AOR) 7.0 72 7 wTMmy (AC) 109 120 * ‘ .
: : 0 ¢ WHIO (Tak) 7.1 5.8
KEX (AC) 6.1 6.2 ' WKLH (G/CR) 7.7 105 i wyMmJ (AC) 5.0 57
KGON (AOR) 6.8 5.9 ¢ WKTI (CHR) 11.3 9.9 I WWSN (AC) 4.0 56
KUPL-FM (Ctry) 5.0 5.4 $  WMIL (Ctry) 6.3 94 ! WONE (Ctry) 7.4 4.8
KKCW (AC) 6.6 48 : WLZR-FM (AOR) 88 88 ' WBVE (Ctry) 46 44
KXL (N/T) 6.3 48 : WLUM-FM (UC) 9.3 81 i wvuD (AC) 27 36
KXL-FM (B/EZ) 3.4 4.8 ¢ WOKY (BBnd) 6.7 5.2 ¢ wLW (AQ) 46 3.2
KGW (G/CR) 4.2 44 : WGFM (AOR) 3.7 3.4 I WING (Gold) 1.6 2.1
KMJK (G/CR) 57 41§ WMYX (AC) 4.5 3.1 % WFCJ (Rel) 1.6 1.3
KKSN (Gold) 3.7 4.0 § WLTQ (AC) 2.8 3.0 ¢ WPFB-FM (Ctry) .3 1.3
KWJJ-FM (Ctry) 2.5 3.1 ¢ WBZN-AM&FM ¢ WDAO (UC) 1.1 1.2
KYTE-FM (Clas) 2.7 29 3 (NAC) 1.6 2.8 3 WAZU (AC) 1.0 1.1
KYTE (BBnd) 1.8 22 i WEZW (B/EZ) 3.6 24 I WPTW-FM (B/EZ) 7 1.0
KOAP (Misc) 11 2.0 § WEMP (Gold) 22 21 %
KMHD (Jazz) 3 15  WISN (News) 36 16
KPDQ-FM (Rel) 13 1.5 i WZTR (AQ) L e ————————
KWJJ (Ctry} 18 1.4 i WNOV (UC) 9 14 3
: WGN (Talk) 1.2 1.0 ¢
*Formerly (AC) s WRJN (AC) 1.1 1.0 $ © 1988 Arbiron Ratings Co. May not be
E ¢ quoted or reproduced without Arbitron’s prior
E written permission.
| e e | TR S Al |
M em p h ’ s E © 1988 Birch/Scarborough Research Co. May
, E not be quoted or reproduced without prior writ-
. H ten permission.
ARBITRON BIRCH :
: | T T TS
Spring ‘88  Su'88 9 ) H
. Spring '88 Su'8s8 ¢
WHRK (UC) 118139 ¢ WwHRK (UC) 129 166 :
KRNB (UC) 94 109 % WMCEM (CHR) 147 121 3 Format Legend
w"é&”{'c:c)”m 15-2 g'f ! WGKX (Ctry) 11.0 120 § AC-Adult Contemporary, AOR-
| weaR (AOr)i;) 4‘9 8.1 : KRNB (UC) 11.5 111 ¢ Abum Oriented Rock, BBnd-Big
WRVR-EM (AC) 7'1 7‘1 : WDIA (UC) 3.9 8.8 i Band, B/EZ-Beautiful/Easy Listen-
WDIA (UC) 5'2 6.1 ¢ WRVR-FM (AC) 55 7.4 3 ing, CC-Contemporary Christian,
’ ’ ¢ WEGR (AOR) 59 7.0 ¢ CHR-Contemporary Hit Radic,
WLOK (UC) &3 55 % kmpz: (CHR) 40 46 } Clas-Classical, Ctry-Country,
WEZI (B/EZ) 44 45 % wHBa (NT) 50 32 ! G/CR-Classic Rock, Gold-Oldies,
WMC (Ctry) 2.8 3.7 $ WLOK (UC) 53 31 3 Jazz-Jazz, Misc-Miscellaneous,
WHBQ (N'T) 32 32 % KFTH (Rel) 23 27 i MORMidde Of the Road, NAC-
KMPZ* (CHR) 24 24 % WEZLFM (BEZ) 5.3 2.2 3 New AC, NewsNews, N/T-News/
WREC (BBnd) 27 21 % wMme (Ctry) 20 21 % Tak, RelReligious, Span-Spanish,
KFTH (Rel) 1420 & wRec (BBnd) 18 1.3 & Tak-Talk, UC-Urban Contem-
WRVR (Gold) 2115 1 \WAM (Rel) 7 11 % porary.
WCRV (Rel) 1.5 (BN * Formerly KWLN (AOR) :
L2Seiel) Ueth Ll R
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MIKE SHALETT

Music Consumers:
The Inside Scoop

Buying Decisions Can Rest On Service,
Ambience, And Other Factors

Once music consumers enter a record store, they’re
immediately bombarded by the countless sights and
sounds that make up the “music shopping experience.”
Nonetheless, consumers are very much aware of the sur-
rounding environment when they shop for prerecorded

music.

As pointed out in past columns,
selection and convenience are the
primary criteria that help a con-
sumer decide where to shop. This
was recently confirmed in a
NARM study of more than 8000
shoppers. Service, ambience, dis-
plays, and in-store play then serve
as crucial influences in the pur-

chase decision once the consumer
has made the commitment to walk
in.
Service

Of the four areas, service scores
the highest among the polled con-
sumers (84% ). Better than four out
of five music shoppers say service
is an important determinant. Near-
ly half of the female consumers

Stimull

In-Store Stimuli % of Importance

Environment

Display
Service

In-St,ore Play

71% Total

86%

. Source: Soundata

surveyed say service is very cru-
cial. And nine out of ten music con-
sumers 35+ want in-store service.

West Coast customers are the
most discerning when it comes to
service, while black consumers at-
tach more value to service than
their white counterparts.

Do music consumers think rec-
ord store clerks are helpful? Two
out of three say yes. West Coast
respondents are the least satisfied
with the service they’re getting

Who Is Service Most Important To?

60 56% =
S
g 40
€
[}
(8]
8
20
10
0

Under 18

Source: Soundata

18-20

21-24 25-34
Age Segments

- \/ery Important Response

35-44 45+

20 40 60

Very Important DSomewhat Important

80 100

from clerks. This places them six
percentage points below our na-
tional satisfaction index and 13
points below Southern consumers,
who are most satisfied.

Ambience

According to the findings of a re-
cent Street Pulse Group survey, a
store’s ambience or environment is
important to seven out of ten shop-
pers; it’s very important to one out
of five. The look and feel of the
store is more significant to female
shoppers than it is to males. Wom-
en’s stores differentiate them-
selves through environment, so it
makes sense that women would ex-
pect the same thing when shopping
for music.

Black consumers are twice as
likely as whites to indicate that am-
bience is a very important factor.
Geographically, consumers in the
West and South are more conscious
of their shopping environs. Histori-
cally, stores in those two regions
have paid greater attention to their
look and feel.

Displays

Record companies spend signifi-
cant dollars producing display ma-
terial. Some retailers even charge
labels for prime positions in heavi-
ly trafficked and visually attrac-
tive areas. This is a tradition that’s
used in almost every retail in-
dustry.

Available Now!

Hanna-Barbera

Six out of ten consumers indicat-
ed that displays were not impor-
tant in helping them decide what
music to buy. A majority of con-
sumers 20 and under say displays
are either very important or an im-
portant element in their music buy-
ing decisions. Among consumers
20+, the importance is cut in half.
And men are far less likely than
women to indicate displays are
significant purchase factors.

A majority of both black and
white consumers say that seeing a
record store display is not at all im-
portant. On the West Coast, two of
three consumers (67%) feel in-
store displays aren’t important.
That’s 10% higher than the entire
sample.

In-Store Play

Half of those surveyed say in-
store play is not important to them.
Seven out of ten consumers in the
12-15 age group feel it’s important.
By comparison, that percentage
drops until we reach the 45+ shop-
pers — only four out of ten indicate
in-store play matters.

Black consumers (three out of
ten) most often cite in-sstore play
as very important. Another four
among the same ten label it as
somewhat important. White con-
sumers (20%) are more likely to
say in-store play is not at all impor-
tant.

LIBRARY OF SOUNDS

e The Sound Effects
We All Love

To order

NOW AVAILABLE ON CD’S!
CD LIBRARY PRICE: $200 PLUS TAX

ALBUMS ONLY $150

(plus tax where applicable) with this ad

vy americanradiohistory com e

.. send a check made payabte to Interlock Mfg. Corp. to: Hanna-Barbera Productions, ATTN: MUSIC DEPT., 3400 Cahuenga Bivd., Hollywood, CA 90068
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Every so often music seems to phase into a timewarp.
Summer 1976, when the Beatles and Beach Boys each had
a Top 10 hit, was one instance — you had to blink a few
times to realize it wasn’t 1964. The tail end of October looks

woraa

like another one.

For starters, the Beach Boys are
back again, first time in the Top 10
since that summer of 1976, first
chart-topper since “Good Vibra-
tions” in 1966, and first one ever
without Brian Wilson's participa-
tion. It’s an amazing story, proba-
bly second only to the UB40 revival
in the out-of-the-blue standings,
and another testament to the AC
format as a newly potent mass
market hit-launcher.

And then the current cover mad-
ness is hitting new heights. I did a
rundown on cover versions a few
months ago, but already a vast new
generation has emerged, many
quite successful. It’s bizarre, for in-
stance, having “The Loco-Motion”
and “Groovy Kind Of Love” in the
Top 5 at the same time (see below)

Then there’s the first Peter
Frampton cover ever to hit the Top
10, courtesy of Will To Power and
the hit-sensing devices of WPOW/
Miami’s Bill Tanner. A couple of
rock covers of Gap Band songs
have been essayed (I recall “Party
Train” by Love Tractor), but one
of rock’s most astute coverologists,
Robert Palmer, has made one a
hit.

Robert Palmer is, in a way, the
Rolling Stones of his day. When the
Stones first hit, they had a knack
for covering very contemporary
R&B hits. Their version of “It’s All
Over Now”’ came only a few weeks
after the Valentinos original, and
they jumped right on Irma
Thomas’s “Time Is On My Side”
and Sam Cooke’s “Good Times” as
well. Palmer’s covered Cherelle’s
“I Didn’t Mean To Turn You On”
and Kool & The Gang’s “Take My
Heart” prior to unearthing “Early
In The Morning,” and the gambit’s
paying off.

Groovy Kinds
Of Locomotion

“Groovy Kind Of Love” seemed
to me to be one of those songs so
linked to an era that it couldn’t
come back. Phil Collins knew bet-
ter, of course, but it is something of
a surprise. The song launched the
Mindbenders’ postWayne Fontana
career in 1966, hitting the top, but a
number of follow-ups, some quite
excellent, failed to bend minds.
Group leader Eric Stewart did go
on to success with 10ce and later
wrote with Paul McCartney.

But the song, written by Carole
Bayer (Sager, Bacharach) and
Toni Wine, was not a big-time

catalog item, with artists probably
figuring it had been nailed defini-
tively first time out. Covers includ-
ed one by cowriter Wine, album
tracks by Gene Pitney andSonny &
Cher, and a flip side version by
Patti Labelle with the Bluebelles.
In England it was cut by female vo-
calist Friday Brown and later by
exMud lead singer Les Gray,
neither with any remote sort of
success.

“Locomotion,” as it was origin-
ally spelled, has been a hit twice,
as all fans of Little Eva and Grand
Funk know. Little Eva, in fact, had
a hit with the song twice in Britain,
once in its year of origin, 1962, and
also ten years later. She is forever
tied to the track in public memory,
despite several other fine records,
notably “Keep Your Hands Off My
Baby.”

“Locomotion” was not one of
Carole King & Gerry Goffin’s most-
covered songs. Contemporary al-

[
hind
of

bum track versions included per-
formances by Dee Dee Sharp and
the Chiffons. Later, L.A. band
Christopher Milk essayed a rendi-
tion, as did the Traveling Wilburys
of *70s folk-rock, the Bunch (Sandy
Denny, Richard & Linda Thomp-
son, etfc.), on their album of ’50s/
'60s favorites. There was a disco
version by theRitz and a synth-pop
treatment by Dave Stewart (not
the Eurythmies principal) & Bar-
bara Gaskin, following up their
semi-famous mournful recasting of
“It’s My Party.” And recently the
song appeared as an LP track on

Two generations of performers ride the
groove train.

the sole solo album of Mike Love,
which brings us back to the Beach
Boys and ‘“Kokomo”’ and makes a
rather artificial full circle out of
this column.

More On Kokomo

Just to extend the artificial neat-
ness of this column, here’s a bit
more on the mythical tropical lo-
cale of “Kokomo.” The record
spawned three rather considerable
comebacks besides that of the
Beach Boys themselves.

One’s by producer/cowriter Ter-
ry Melcher. The son of Doris Day,

Cover Subjects

Below is a list of covers getting airplay action at the start

of November. Songs are listed by present performer, fol-
lowed by title and then, in parentheses, original artist/former
hitmakers. Songs prominently mentioned in previous col-
umns or elsewhere in this one (“Groovy Kind Of Love,”
Loco-Motion,” “Red Red Wine,” “Baby | Love Your Way,”
etc.) have been omitted.

GREGG ALLMAN/“Slip Away” {Clarence Carter)

ASLEEP AT THE WHEEL/"Hot Rod Lincoln” {Charlie Ryan/Johnny
Bond/Commander Cody)

ANGELA BOFILL/ "l Just Wanna Stop” (Gino Vanneli)

CALIFORNIA RAISINS/ “Signed Sealed Delivered” (Stevie Wonder,
Peter Frampton)

CALIFORNIA RAISINS/“What Does It Take” {Jr. Walker)

KiM CARNES/ " ‘Crazy In Love” (Hillary Kanter)

DEAN DILLON/“l Go To Pieces” (Peter & Gordon})

WILL DOWNING/“A Love Supreme™ (John Coltrane)

FORESTER SISTERS/"Sincerely” {(Moonglows, McGuire
Sisters)

GEORGIA SATELLITES/ “Hippy Hippy Shake™ {Chan Romero, originator;
Swinging Blue Jeans)

ANNIE LENNOX & AL GREEN/“Put A Little Love In Your Heart”
(Jackie DeShannon)

DENISE LOPEZ/"if You Feel It” {I've been told she had this song out on
another label previously)

WILLIE NELSON & JULIO IGLESIAS/ “Spanish Eyes” (Al Martino)

BUCK OWENS/ “Hot Dog” (Corky Jones, who was actually Buck Owens in
rockabilly disguise in the late '50s)

MAX! PRIEST/“Wild World” {(Cat Stevens)

BILLY JOE ROYAL/"It Keeps Right On A-Hurtin™ (Johnny Tillotson)

SOUTHSIDE JOHNNY/"Ain't That Peculiar” {Marvin Gaye)

AL B. SUREY/ "Killing Me Softly" (Lori Lieberman, originator; Roberta Flack)

2 LIVE CREW/”Doo Wah Diddy Diddy"” (Exciters, originators; Manfred
Mann. Tremendously falthful cover)
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he recorded in the early ’60s as Ter-
ry Day, then became part of the
L.A. surf mafia as half of Bruce &
Terry (with Beach Boy Bruce
Johnston). They also were the stu-
dio masterminds behind the Rip-
chords of ‘““Hey Little Cobra” fame,
and Melcher produced a long str-
ing of hits by Paul Revere & The
Raiders (and a few by the early
Byrds).

Melcher was a fairly active pro-
ducer and writer, working with art-
ists ranging from Frankie Laine to
Ry Cooder’s first group, the Rising
Sons. Other performers he worked
with included Wayne Newton, Bar-
ry McGuire, Pat Boone, theSurfar-
is, Eddie Hodges, and the Osmonds
— a walking definition of eclec-
ticism.

Apart from a handful of solo re-
cordings, a short-lived label named
Equinox, and some work with a
loose group called California Mu-
sic, not much has been heard from
Melcher for a long time. He pro-
duced a couple of recent Beach
Boys singles — “Happy Endings”
(with Little Richard) and “Califor-
nia Dreamin’.”

In yet another implausibly neat
twist, that last song, the Mamas &
Papas classic, was written by John
Phillips, the head Papa who also
cowrote “Kokomo.” Reformed (in
both senses of the word) Mamas &
Papas and confessional autobiog-
raphies aside, Phillips has been
away from the pop hub for dec-
ades.

Same goes for another “Koko-
mo” cowriter, Scott McKenzie.
McKenzie was a groupmate of
Phillips in the Journeymen folk
act, and Phillips wrote and produc-
ed his solo hit, the timeless “San
Francisco (Wear Some Flowers In
Your Hair).” McKenzie wrote
Anne Murray’s “What About Me”
and an obscure Everly Bros. sin-
gle, but has otherwise been spared
the limelight.

Yet these three surf 'n’ flower
power ’60s veterans are suddenly
back with a No. 1 hit, tropical.if not
topical. It just goes to show a come-
back can strike at any moment.
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KMEL KEITH NAFTALY
STRAIGHT UP s the first song I've ever seen research #1 in every demo we test week after
week. After achieving a #1 position and 12 weeks of power rotation, what was once a secret
weapon for us is now on every station up & down the west coast. It's a legitimate TOP 40 mass
appeal smash!!!!

KZZP GUY ZAPOLEON
“The last thing | did as program director of KZZP was to add STRAIGHT UP! It's a smash!!!

KIS KEVIN WETHERLY
STRAIGHT UP is definitely a hit for us!! | recognized its potential while at KMEL and now KIIS is
experiencing the same results!!! TOP 10 phones after 2 weeks, power rotation, and top 10 call out!!

WQHT JOEL SALKOWITZ :
We added STRAIGHT UP because of the STRENGTH of the song and it has performed like a
smash within our chain of stations!

KWOD JEFF HUNTER
Believe this...As soon as we started playing STRAIGHT UP it became our #1 phone record.

KROY TOM CHASE
STRAIGHT UP was an album track our listerers demanded we play like a hit single. A sure
fire hit.

HOT 97.7 STEVE SMITH/MICHAEL NEWMAN
STRAIGHT UP has been a TOP 3 call out record for us for some time now... HUGE FEMALE
RESPONSE.

KWSS MIKE PRESTON/RICH ANHORN
STRAIGHT UP is at the top of our call out research. Major response from 12-34 yr. olds. We've
only been on it for a few weeks, but by the results, its potential is TREMENDOUS!

THE NEW SINGLE

THE FOLLOW-UP TO TH=
SMASH HITS “KNOCKED OUT”
AND “(IT'S JUST) THE WAY THAT
YOU LOVE ME”

FrRom THE LP FOREVER YouRr GiRrl.
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Son Of A Starr: No ‘Valotte’ Here

n a week that had RINGO STARR ’s alcohol problem

blazed across the tabloid papers, his son ZAK

STARKEY has not been able to escape the negative
publicity. Starkey claims to maintain a close relationship
when Ringo is in England. “We see each other a couple of
times a week, as we live about eight miles from each oth-
er,” says Zak, who is now having difficulty promoting his
own musical project as the press hounds him for the inside
story on his famous dad. Zak’s band, ICE, is currently
looking for a record deal, but being the son of Starr is no
guaranteed passport to success. “It doesn’t really help you
get a deal,” he says. “I’ve been in a lot of bands, and it
hasn’t happened. I th