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KEY RECORD
EXEC MOVES

Joff Gold

Al Cafaro

It was a big week
for label executive
moves:

® Sam Kaiser to Sr.

VP/ Promotion
for Enigma

® Tom Gorman VP/
Promotion for y
Chrysalis Sam Kaiser
@ Jeff Gold VP/Creative Services
& Marketing for A&M
® Al Cafaro VP/GM at A&M
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Tom Gorman
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SWEEPING CHANGES AT AOR

Ten-in-a-row and 40-minute music
sweeps are the rage at some AOR
stations; others avoid the practice at all
costs. Programmers debate the pros
(improved image, for example) and cons
(creates commercial swamp).
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PRAGMATIC
PROGRAMMING FOR A
SOCIETY IN FLUX

Trends, fads, and profound
changes in the structure of
Amaerican society are proliferating at
a bewildering rate. John Parikhal's
“Competitive Edge” column looks
at some of the key changes with an
eye toward radio’s oplimum
programming responses.
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FCC RENEWAL
REFORMS APPLAUDED

Broadcasters are thrilled with last week’s

FCC renewal practice changes. Among

the reforms:

® Nc early cash settlements for
withdrawal of competing applications

® Settlements limited to challenger’s
costs

® FCC watch on petitions to deny to
avoid payoff agreements

® More stringent requirements for
chellengers
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Newsstand Price $5.00

RADIO & RECORDS

lenner Appointed To
Columbia PreS|dency

Arista Exec. VP/GM Don
Ienner has been named Presi-
dent of Columbia Records,
where he will oversee the day-
to-day operations of the label
and report to CBS Records Divi-
sion President Tommy Mottola.

“There is no one in this busi-
ness more capable of energizing
and leading Columbia Records
in both creative and administra-
tive capacities than Don,”
stated Mottola. “I have every
confidence that in accepting
this position and this challenge,

ri'-—:‘jng"

Appeals Court Strikes Down =
FCC Distress Sale Policy »

In a decision that casts doubt
on the future of the FCC’s mi-
nority preference programs, a
federal appeals court panel last
week declared the Commis-
sion’s minority distress sale
policy unconstitutional because
it denies non-minority appli-
cants their right to due legal
process. If that ruling survives
an expected appeal to the full
appea]s court or the Supreme

T

Distress Signals

® Court says race
should not be issue in
station sales :

& NABOR calls decision
‘important loss'

® Case has ‘Supreme
Court written all over
it appeal likely

Branker Forms Natnonal Radno

Satellite Programming Service
Sklar, O’Day, Shipp Join Team

Pat O'Day, Larry Shipp, Ivan Braiker, and Rick Skiar.

Former Olympia Broadcast-
ing President Ivan Braiker has
formed Braiker Radio Services,
a national radio satellite net-
work whose initial offerings will
include personality radio for-
mats. Radio veterans Rick
Sklar, Pat O’'Day, and Larry
Shipp will join the effort, Sklar
as VP/Programming, O’Day as
VP/Concept & Development,
and Shipp as VP/Sales.

The first formats offered,
said Braiker, will be AC, CHR,
Oldies, and an unspecified
“mega-format” that will target
30-50-year-old adults. He said
the service’s principal feature
will be a lack of network-fed
commercials.

“Some of the competing net-
works allow their affiliates to
carry as little as eight minutes
of commercials per hour,”
claimed Braiker. ‘“That’s just
not enough inventory in the
smaller markets. Our service

will allow stations to run as-

many as 14 minutes of spots per
hour, with no network commer-
cials.”

Braiker previously worked
with competitors Satellite Mu-
sic Network and Transtar.
Sklar formerly was head of pro-
gramming for ABC and pro-

KABC Vs. KFI In Slogan War

grammer at WABC/New York.
BRAIKER/See Page 38
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Court, the Commission’s other
preference policies, including
the minority tax -certificate,
could be in jeopardy.

An Unconstitutional
Burden

In the 2-1 decision in the case
of Shurberg Broadcasting v.
FCC, judges Laurence Silber-
man and George McKinnon of
the US Court of Appeals for the
District of Columbia concluded
that Alan Shurberg had been
denied his Fifth Amendment
right to equal protection be-
cause the minority preference
policy is “not narrowly tailored
to remedy past discrimination
or to promote program diversi-
ty.” In Silberman’s opinion, the
policy also inflicted an un-
constitutionally heavy burden
on Shurberg by denying him the
chance to buy a station ‘‘simply
because of his race.”

DISTRESS SALE / See Page 38

Cox Ups Trlgony, Faherty

Trigony Heads Broadcasting;

Nick Trigony

Nicholas Trigony has been
upped to Exec. VP/Broadcast-
ing Division at Cox Enterprises.
Michael Faherty, previously
VP/GM at Cox’s WSB-AM &
FM/Atlanta, succeeds Trigony
as Exec. VP/Radio Group.

Cox Broadcasting Division
President Stanley Mouse com-
mented, “Nick will be working
with me in all areas of the
broadcasting division: televi-
sion, radio, and TeleRep, a TV
sales representation and pro-

www.americanradiohistorv.com

Faherty N RadiExec. VP

Mike Faherty
gramming organization. This
promotion will prepare us for a
smooth and orderly transition of
leadership as I look toward re-
tirement down the road.”
Trigony said, “I am pleased
to have the opportunity to ex-
pand my knowledge of the en-
tire broadcasting division. I've
worked closely with Mike
Faherty, and we’re fortunate to
have his depth of knowledge
and experience for our radio
group. We’re commifted to
COX/See Page 38

Don Ienner
he will bring to Columbia the
same qualities of determina-
tion, motivation, and imagina-
tion that have marked his previ-
ous triumphs in the music busi-
ness.”

Ienner, 36, becomes the young-

est executive to head Columbia.
IENNER/See Page 38

ngston
WHTZ VP

Steve Kingston

WHTZ (Z100)/New York OM
Steve Kingston has been pro-
moted to VP/Director, Opera-
tions & Programming for the
Malrite CHR, where he has ink-
ed a new five-year deal running
through 1993.

Malrite Radio Division Presi-
dent Dean Thacker com-
mented, “Steve has made sig-
nificant contributions to the suc-
cess of Z100. It’s a pleasure to
formally recognize his tremen-
dous skills as a programmer as
well as his abilities as a manag-
er. As we approach the '90s, this
promotion and its longterm
mutual commitment further
solidifies Malrite’'s resolve
toward another decade of dom-
inance in New York.”

Z100 VP/GM Gary Fisher
added, “Working side-by-side
with the person most widely
regarded as the top program-
mer in America today is rewar-
ding and challenging. Steve’s
deft approach to the crafting of
Z100’s sound has been evident in
our presminence.”

Radio Pit Bull

“The recent ascendancy of
7100 both demographically and
qualitatively was pretty much
his doing,” Fisher continued.
“Steve’s total obsessiveness to
this station is evident in the vir-
tually flawless on-air transition
we recently accomplished with
respect to the Z-Morning Zoo.
Steve’s nickname around here

KINGSTON/See Page 36

Page 28
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ANOTHER HIT YOU CAN BELIEVE IN

" T1Ke + The MeChaNCs
“SEEING IS BELIEVING”

(7-8£921) (PRCD 2658)

the follow-up to the #1 Pop Single

“THE LIVING YEARS”

Mike + The MeChaMIC5
Living Years

AOR ALBUM CHART @

from the album

LIVING YEARS

(81923)

Produced by Christopher Neil & Mike Rutherford
Management: Tony Smith/Hit & Run Music Lid.
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WBBM Combo Sets
New VP/GM Structure

Jefferson Shifts To AM; Matheson Upped At FM

Wayne Jefferson

At WBBM-AM & FM/Chicago,
four-year FM VP/GM Wayne Jeff-
erson has moved over to the News-
formatted AM in the same ca-
pacity. He replaces Gregg Peter-
son, who exits for business oppor-
tunities in Santa Barbara. Jeffer-
son is succeeded by Tom Mathe-
son, who has been upped from the
GSM post he has held at the CHR
FM since 1985. Both appointments
are effective April 17.

CBS President/Radio Division

Tom Matheson

Nancy Widmann commented,
“Wayne is a GM who knows the
Chicago market and the operation
of WBBM. His solid managerial ex-
perience is well suited to the chal-
lenge of building on WBBM’s many
successes.

““Tom has 11 years experience in
FM radio with CBS,” she added.
“He has sold local and national
spot radio across the country and
has directed the efforts of WBBM-

WBBM/See Page 36

KIRKLAND TO KBLX

Boyd To WL PD Post

Ray Boyd

WVEE/Atlanta PD Ray Boyd
has been tapped for the PD post at
WBLS/New York. He succeeds
B.K. Kirkland, who transfers to In-
ner City sister station KBLX/Berk-
eley for PD/on-air duties. Boyd
will take over his new post within
30 days, depending on when a new
WVEE PD is named.

WLIB & WBLS VP/GM Charles
‘Warfield commented, “We’re glad
to keep B.K. in the Inner-City fami-
ly. KBLX GM Harvey Stone had
been proposing that B.K. come
back out there for quite some time

S e S e SR

Gold Cafaro
Take On New
A&M Duties

Twelve-year A&M Records ex-
ecutive Al Cafaro has been ap-
pointed VP/GM of the label. He re-
places Bob Reitman, who resigned
last week to head the marketing ef-
forts at the new MCA/Universal
Studios Florida theme park. Simul-
taneously, label exec Jeff Gold has
been upped to VP Marketing/Crea-
tive Services.

“Jeff and Al both bring a great
personal love of music and a crea-
tive approach to problem-solving
to their positions,” said A&M
President Gil Friesen. ‘“Their
knowledge of where music has
been and where it’s headed pro-
vides exactly the kind of leadership
A&M needs as we look forward to

A&M/See Page 36

B.K. Kirkland

now. Fortunately, everything has

worked out and everyone will bene-

fit by the moves we’re making.
BOYD/See Page 38
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Jimmy Smith

Smith Now
Programs

WGCI

KKDA-FM/Dallas MD Jimmy
Smith has been named to succeed
Sonny Taylor as PD at Gannett Ur-
ban WGCI-FM/Chicago.

WGCI-AM & FM President/GM
Marv Dyson told R&R, “Three
names kept coming up for this job,

SMlTH/See Page 38

Gowrman VP
At Chrysalis

Capitol VP/Pop Promotion Tom
Gorman has resigned after nearly
eight years with the label to be-
come VP/Promotion at Chrysalis.
He replaces Daniel Glass, who will
become VP/Promotion at soon-to-
be-formed SBK Records.

Chrysalis President Mike Bone
told R&R, “Daniel is moving on to
new challenges after six fruitful
years here, and we all wish him a
lot of success. We're looking for
Tom to come in and accelerate our
growth process. He brings in a
knowledge of promotion from the
local, national, and VP levels. He's
done it all from the ground up,
which is the type of experience we
need.

“We have a few key positions
still open, notably the National
AOR slot and a Boston position,”
he added. “Tom and I are already

GORMAN/See Page 36
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GERONIMO PROGRAM COORDINATOR

Farber To Program WAVA

Matt Farber

Burkhart/Douglas consultant
Matt Farber has become PD at
Emmis Broadcasting’s WAVA/
Washington. He replaces Mark St

Ty S

Kaiser Helms
Enigma Promo

Radio, TV, and label veteran
Sam Kaiser has been appointed Sr.
VP/Promotion at Enigma Rec-
ords. He begins his assignment im-
mediately and will be based in Los
Angeles.

“When you want the best, you
hire the best, and in our opinion,
Sam is the best,” noted Enigma

KAISER/See Page 36

Don Geronimo

John, who became PD at KWSS/
San Jose. WAVA interim PD/morn-
ing man Den Geronimo will be-
come Prcgram Coordinator, work-
ing with the air talent but reporting
to Farber.

Emmis Regional Manager and
WAVA VF/GM Alan Goodman told
R&R, “This is going to be a killer
team. Don and Matt are both very
creative and their skills comple-
ment each other perfectly. Matt is
very into the music, promotion,
and keeping the station focused,
while Don is into working with the
talent to get the very best from
them. Don is aggressive while Matt
is more contemplative. Matt, with

FARBER/See Page 36
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TALK SHOW CALLERS
AIR GRIEVANCES

It was a mixed bag of preoccupations for the
nation’s Talk radio listeners this past month,
with the Eastern Airlines strike battling it out
with more fruitless topics (apples gone from
school lunches, Chilean fruit gone from US
stores). The full monthly Top 10 Talk Topics
chart is on the Management Overview page.
Page 15
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NEWS

Chicago Talkers Join Forces For Mayoral Election

In a city notorious for racially-
polarized municipal elections, an
AM Talk station that broadcasts to
a mostly white audience and anoth-
er which targets mostly black join-
ed forces Monday night (4/3) to si-
mulcast an election eve call-in
show featuring two mayoral can-
didates.

CBS-owned WBBM/Chicago and
Gannett’s WGCI aired two hours of
the candidates facing a studio au-
dience, and another two hours in
which the candidates fielded calls
from listeners.

The two mayoral candidates who
appeared were independent Timo-
thy Evans, who is black, and Re-
publican Edward Vrdolyak, who is
white. Democrat Richard Daley,
who at presstime was projected as
the winner, said he was too busy
campaigning to appear on the
show.

Although race was the predomi-
nant issue brought up by the guests
and listeners, the debate — moder-
ated by talk hosts Dave Baum
from WBBM and Art Cribbs of
WGCI — centered primarily on
education issues. Crime, Daley’s
campaign donations, and the me-
dia’s influence on the race also
generated discussion.

Newspaper and wire service ac-

“Like, its

counts of the show described the
candidates’ conduct toward each
other as mild.

“I feel we accomplished what we
set out to do,” said WBBM Exec.
Editor Chris Berry. “We united
two elements of our community
that do not usually have the oppor-
tunity to talk to each other.”

Berry added that he feels
Chicago radio stations are as

segregated as other elements in the
community. He said that WBBM's
audience is 80% white, while
WGCT’s audience is 80% black and
Hispanic.

The broadcast was also carried
on national TV on the C-Span net-
work. Officials at both stations pro-
mised follow-ups during which
Cribbs and Baum will host each
other’s shows.

Bongarten To Emmis Sr. VP

Emmis Broadcasting has ele-
vated Regional VP Randy Bongar-
ten to Sr. VP/Operations, where he
will work with Exec. VP/Opera-
tions Doyle Rose in overseeing the
day-to-day operations of the group.

“Randy’s background as Presi-
dent of NBC Radio afforded him
the opportunity to see the big pic-
ture on a day-to-day basis,” said
Rose. “That experience will help

KDKA Picks Dickemann

WBZ/Boston Asst. PD Chuck
Dickemann has transferred to
sister Group W Full-Service AC
KDKA/Pittsburgh as Program
Manager. He succeeds Chris
Cross, who resigned.

KDKA VP/GM Ted Jordan com-
mented, ‘“‘Chuck’s varied ex-
perience in AM and ¥M program-
ming, particularly at WBZ/Boston,
will be to KDKA'’s benefit. We're
pleased to have someone of his
caliber directing the on-air efforts
of our station.”

Dickemann told R&R, “What
can I say; this is the nation’s first
radio station, and working here is
like a dream for most radio people.

. ¢

older people saying,
what the kids want to hear.””

See the stations in your market for what they really are. Let Don Hagen
uncover what your listeners really think, what their comments mean, and

how it all fits into your stations strategic plan.
Before you plan your next focus groups, music test, or any other
strategic research project, call Don Hagen and get a quote.

Box 40542 « Washington, D.C. 20016-0542 « 703/534-3003 « FAX: 703/534-3073

o

Chuck Dickemann
I want to help KDKA become the
example of what Full-Service AM
radio will become in the 1990s.
Once I dive into the research we’ll
determine what, if any, adjust-

like a bunch of

,thisis

. A7 year-old focus
4 group respondent reveals
for Don Hagen what
‘really turns her off about
the leading CHR station
in her city.

wwWw.americanradiohistorv.com

As Progra

m Manager

ments need to be addressed. We’re
looking to add some sparkle to the
station, but I'm not coming in here
to reinvent the wheel..”

Prior to joining WBZ, Dicke-
mann was Asst. PD at WWRC/
Washington, an air personality at

WAVA/Washington, OM for
WWYZ/Hartford, and PD at
WYRE/Annapolis.

KDKA placed first 12+ in the
winter Birch (14.1) and in the fall
Arbitron (13.4).

o

Randy Bongarten
solidify Emmis even more as a
major force in broadcasting
today.”

“I’'m delighted to have the oppor-
tunity to be working more closely
with all our stations,” noted Bon-

garten. “In the time I’ve been with

Emmis, I've come to respect and
appreciate more the accomplish-
ments of this fine radio group.”

Bongarten joined Emmis last
year after four years as President
of NBC Radio. He was also VP/GM
of WNBC/New York.
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RADIO COMPUTING SERVICES
ANNOUNCES THE
PAPERWORK REDUCTION ACT

OF 1989.

If yours is like most radio stations today;, you've invested alot of money in
computers in various departments. Your traffic computer generates a
commercial log, the music computer produces a music log, continuity
produces live copy for spots, tags and promos, the news computer pro-
duces news copy, and so on. Wonderful ... right?

And, even though youd never think of hiring employees who couldn’t
talk to each other, these computers don’'t know what the one next door is
doing. The result is mounds of paper. Who has to sort it all out to get
everything on the air? Your DJ’s, of course. They have become paper-
shufflers instead of full-time performers.

Introducing Master Control, The Paperless Studio. This system can talk to

all your computers. It gathers all that information and puts it where it

belongs, on a full-color monitor in the studio. Everything is presented

chronologically—music, spots, promos, liners, traffic reports, news briefs
.. the works!

Now your DJ is free to concentrate on his board and be a full time
performer. And, because Master Control is a “smart” system, management
remains in full control over what happens and when. This system can do
a better job today and is designed to communicate with the fully digital
studio of tomorrow.

See Master Control in Booth 7337 (Hilton) at the NAB in Las Vegas along
with Selector and other innovative software products for radio from RCS.

[ |
=

The Paperless Studio.

™
P

RADIO COMPUTING SERVICES, INC.
One Chase Road * Suite 206 * Scarsdale New York 10583 +(9141 723 8567

WwwWW.americanradiohistorv. com
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You can give your listeners twin
“TWINS’’ prizes! MCA Home Video
is proud to announce the home
video release of “TWINS”. It’s
already made over $105 million
at the box office — and
you can give it

Your listeners can win

videocassettes of “TWINS’’ along
with official “TWINS”’ T-shirts
and the “Twinniest” grand prize
you can find.

Available exclusively
June 19-July 9 in these markets:

Atlanta Indianapolis  Phoenix
Baltimore Kansas City  Pittsburgh
Boston Los Angeles Portland
Chicago Miami Sacramento
Cincinnati Milwaukee St. Louis
Cleveland Minneapolis San Diego

Dallas New Orleans San Francisco
Denver New York Seattle
Detroit Norfolk Tampa

Houston Philadelphia  Washington D.C.

Call
Tina Leitz at:

MARKETING
2135534330

WWALamericanradiohistorv.com
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RADIO BUSINESS

Nader Group Fires New Fairness Salvo

Dramatic Drop In Public Affairs Programming? Radio Worse Than TV?

In a move timed to nudge the Fairness Doctrine legis-
lation currently working its way through Congress, a
group affiliated with consumer advocate Ralph Nader this
week released a study that says TV broadcasters have
shirked their public affairs responsibilities since the FCC

dropped the doctrine in 1987.

Essential Information, a Nader-
founded public interest research
group, released the report on Tues-
day (4/4) — one day before mem-
bers of the House Telecommunica-
tions Subcommittee were sched-
uled to finalize a bill that would
write the Fairness Doctrine into
law.

“This study refutes the FCC’s
predictions that repeal of the Fair-
ness Doctrine would remove anim-
pediment to presenting issue-ori-
ented public affairs programming
on television,” said Nader. “In

S

A O R

FCC Gives Nod
To Power Hike
For Many
Class A FMs

Last Thursday (3/30) at its
monthly public meeting, the FCC
voted unanimously to allow quali-
fied Class A’s, which are limited to
3kw, to move up to a new “C3”
class, which will have a maximum
power level of 25kw. Class A’s that
make the move will increase their
protected coverage areas from ap-
proximately 15 miles to 24 miles. In
terms of power and coverage area,
Class C3’s will be midway between
the small Class A’s and the rather
powerful Class C2’s.

Zoning Requirements

In order to be eligible to make
the jump to C3 a Class A must be
located in the FCC’s Zone IT, which
covers most of the US with the ex-
ception of such densely-populated
areas as the Northeast, some East-
ern states, Puerto Rico, and much
of California. Zone II Class A’s that
meet the Commission’s mileage
separation requirements will be
permited to boost their power.
Rather than requiring qualified
Class A’s to file individual petitions
for the upgrade, the Commission
plans to issue a blanket permission
for all 157 stations it has identified
as qualified to step up to C3 status.

Class A’s
Guardedly Pleased

Perry Simon, Secretary of the
New Jersey Class A Broadcasters
Association, said the group is
pleased but is still awaiting the
Commission’s decision on whether
to allow all Class A’s to double their
power to 6kw. The NAB opposes
such an across-the-board power
hike for Class A’s.

According to FCC Mass Media
Bureau Chief Alex Felker, creation
of the C3 class has made some-
where between 100 and 200 new FM
allotments available. Parties in-
terested in applying for those fre-
quencies will have to do their own
technical research; the Bureau has
not determined the location of the
newly-available allotments.

“It is profoundly.
disturbing that so many
(stations) are not
disposed to cover
opposing viewpoints
when they do not view
themselves as subject
to the Fairness
Doctrine.” — Safe Energy

Communications Council

fact, television broadcasters are
airing fewer of these types of pro-
grams absent the FCC public inter-
est programming requirements.”
According to the report, titled
“Shortchanging The Viewer,” the
average percentage of issue-ori-
ented public affairs programming
on televison between 6am-midnight
decreased 51% between 1979-88. The
average percentage of time de-
voted to local public issues was
down 39%, according to Essential
Information. Thirty percent of
ABC, CBS, and NBC affiliates and
60% of Fox affiliates air no local
public affairs programming, the
group said. Essential Information
based its report on TV Guide list-
ings for 217 stations in 50 markets.
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Situation ‘Even Worse’
In Radio

Although the study did not in-
clude radio, report author Jim
Donahue said he believes “the
situation is ‘even worse in radio.”
He based his opinion on the results
of a recent study of broadcasters’
understanding of and compliance
with FCC rules that still require
them to cover both sides of ballot
issues. That report was prepared
by the Safe Energy Communica-
tions Council, another Nader-affil-
iated group.

According to the SECC study,
which did not deal specifically with
public affairs programming, only
56% of radio broadcasters who as-
sumed the Fairness Doctrine was
completely dead were willing to air
both sides of controversial refer-
enda issues. “It is profoundly dis-
turbing that so many (stations) are
not disposed to cover opposing
viewpoints when they do not view
themselves as subject to the Fair-
ness Doctrine,” SECC said.

Nader used a Tuesday press con-
ference unveiling the new study to
fire another volley in his long-
running feud with FCC Chairman
Dennis Patrick and his
predecessor, Mark Fowler.

“These are ideologues who
don’t want to be confronted with
data that might question their
policies,”” Nader said. “The FCC is
a rogue agency that is dangerously
transferring power from the public
to private interests in contraven-
tion of the 193¢ Communications
Act.”
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Industry Applauds FCC
Renewal Reforms

An event broadcasters have long hoped for came to
pass last week, when the FCC approved several measures
aimed at curbing abuse of its license renewal process.

On Thursday (3/30) the Commis-
sion voted to:

e ban cash settlements for the
withdrawal of competing applica-
tions prior to the initial decision
stage of the comparative hearing;

¢ limit settlement payments to
the challenger’s costs; and

¢ require FCC approval of all
citizen agreements on petitions to
deny in order to make sure they
don’t amount to payoff agree-
ments.

The Commision also abolished
the “Cameron Doctrine,”” which al-
lowed challengers to assume they
would be able to take over the li-
censee’s transmitter site if they
were awarded the license.

Tougher Financial
Requirements

In a separate but related pro-
ceeding, the Commission also im-
posed more stringent financial,
ownership, and management-own-
ership integration reporting re-
quirements on both license chal-
lengers and construction permit
applicants.

“I am absolutely delighted with
the Commission’s action,” said
Norman Wain, whose Metroplex
Communications recently prevail-
ed in a costly battle to renew the
license of WHYI/Miami. “In one
step the FCC has virtually elim-
inated an entire industry based in
greenmail. By preventing set-
tlements prior to the initial deci-
sion, they have taken away much
of the incentive for filing a sham
application.”

Wain said elimination of the
Cameron Doctrine was also crucial
because without that policy chal-
lengers “can’t just file paperwork.
They have to go out and find a site
and do the other work associated
with starting a radio station.”

The NAB, which has called for a
total ban on payoffs, offered slight-
ly less enthusiastic praise for the
Commission’s actions. “While we
are pleased with the FCC’s deci-
sions, we hope the Congress can
truly reform the renewal process
by banning payoffs altogether and
eliminating comparative renewals,
which the FCC is not empowered to
do,” it said.
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Farest Servicae Reconsrders
Tmﬂatqr Fee Hikes

here’'s good news from Washington this week for

broadcasters in Western states: the US Forest Ser-

vice is backing down on plans to charge hefty lease
fees for operating translators on federal lands. Under a new
proposal, any publicly-owned translator or relay facility can
request a waiver of fees.

Rep. Howard Neilson (R-UT) says since most translators in his state
are owned by nonprofit groups or local governments, most of the applica-
tions should be approved. Neilson added that the decision is crucial to rural
communities, because it will allow broadcast service to continue uninter-
rupted.

ﬁammah Iﬁ r.‘.‘wwn m ﬁdﬂm?‘

Americom Radio Brokers CEO Tom Gammon is on

the prowl in Cajun country to build his growing

Crown Broadcasting chain. R&R has learned the
Washington tycoon and partner Ron Strother are nego-
tiating to buy KCIL/Houma, LA. Located about 40 miles
south of New Orleans, the CHR-formatted Class C has a CP
for a stick move and antenna boost that will allow it to throw
city-grade signal over most of the Crescent City. Station VP
Ken Winstanley initially said he wants $7 million for the sta-
tion, but later said “$3 million would be fair enough.”

Michaels Wants a ‘Better’ Deal

nother media broker scouting for stations is Com-

munications Equity Associates CEO Rick Mi-

chaels. Along with seven other CEA execs, he'’s
formed a joint venture with St. Louis-based Better Com-
munications Inc. to acquire at least five TV properties and
“a number of radio stations” over the next five years.

Better Communications is controlled by former Koplar Communica-
tions TV executive Barry Baker, who recently announced plans to buy
KDNL-TV/St. Louis.

Seattle Quick-Flip

KZOK/Seattle for a juicy profit? Emerald City radio ex-

ecs are buzzing about reports that Fisher Broadcasting
— owner of KOMO-AM & TV/Seattle — is about to pick up
the Classic Rock-formatted FM for $17 million. Adams just
bought the station from Sterling Recreation Organization
for $10.2 million.

KZOK GM Mike Fowler says he’s heard the same rumblings, but so far
as he knows the station hasn't been sold. Adams CEO Stephen Adams
and radio chief Matt Mills were said to be vacationing together and couldn't
be reached for comment. Fisher VP Jay Geisa says his board has authoriz-
ed the purchase of a locai FM, but "right now, we're just looking for one to
buy.” He denies any deal has been struck with Adams.

Fisher needs an FCC waiver before it can complete any Seattle acquisi-
tion.

_ Tribune Thwarts Takeover Attempts

Is Adams Communications getting ready to quick-flip

takeover, says it's selling $350 million of new prefer-

red stock to its employee stock ownership plan. It
will use the cash to buy back about eight million shares of its
common stock.

The move boosts employee ownership of the company and gives
Tribune the margin required by the corporate charter to defeat an unwanted
suitor. Rumors have been flying around Wall Street in recent days that the
Robert M. Bass Group has purchased about three percent of the com-
pany's stock.

The Tribune Co., in an attempt to ward off a corporate
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RAIN MANIA

winner of 4 academy awards

BEST PICTURE

BEST DIRECTOR

BEST ACTOR

BEST ORIGINAL SCREENPLAY

— the original motion picture soundtrack

FROM THE UNITED ARTISTS PICTURE RAIN MAN

- sales approaching gold!

DB

IKO IKO

THE BELLE STARS
ALREADY A TOP 40 CHARTED RECORD AND HEADING FOR TOP 10.
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THE SUCCESS CONTINUES. ..

the new single and video

$CATTERLINGS OF AFRICA

JOHNNY CLEGG & SAVUKA
ALSO FEATURED ON THE JOHNNY CLEGG AND SAVUKA CAPITOL LP
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Rain Man has brought the problems of autism to the attention of the world. But there are some problems that are never heard about. The Society for Children and Adults
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with Autism, in South Africa, receives no financial assistance in their efforts to help the autistic because they are multi-racial. Johnny Clegg is donating his royalties from

the sales of the American release of the soundtrack album to the society. Children from both the Johannesburg and Seweto branches of-the society are featured n the
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RADIO BUSINESS

TRANSACTIONS

Taylor Tackles Orlando
FM For $12 Million

WHLY/Leesburg-Orlando, FL
PRICE: $12 million

BUYER: J.J. Taylor Companies, prin-
cipally owned by John Taylor. The
company also owns WIVY/Jackson-
ville and WEAT-AM & FM/West Paim
Beach, FL.

SELLER: Southern Starr Broadcast-
ing Group Inc., headed by Peter Starr.
The company also owns WPLR/New
Haven, CT; WCAT/Leesburg, FL;
WPMO & WKNN/Pascagoula, MS;
and KZLR-FM/Pine Biuff, AR.
FREQUENCY: 106.7 MHz

POWER: 100 kw at 928 feet
FORMAT: CHR

BROKER: Gary Stevens of Gary
Stevens & Co.

oama

WHKW/Fayette
PRICE: $1.25 million

BUYER: Tuscaloosa Broadcasting
Corp., headed by President William
Dunnavent. The company is a subsid-
iary of Athens Broadcasting Inc.,
which owns WVNN & WZYP/Athens,
AL

SELLER: Radio WHKW Inc., owned by
Jim Mauldin.

FREQUENCY: 98.1 MHz

POWER: 100 kw at 354 feet
FORMAT: CHR

BROKER: Jay Bowles of Blackburn &
Co. Inc. )
COMMENT: Mauldin purchased this
station in May 1984 for $600,000.

KATY/San Luis Obispo

PRICE: $160,000

TERMS: Cash

BUYER: Great Electric Communica-
tions Corp., headed by Andrew What-

ley of Santa Maria, CA and Michael
Reichert of Harlingen, TX. The com-
pany also owns KUHL & KXFM/Santa
Maria, CA and KLIiT/Carpinteria, CA.
A five percent stockholder, Fred Blen-
cowe, owns WTPO/Conyers, GA.
SELLER: Wischnia Communications
Corp., owned by Abe Wischnia.
FREQUENCY: 1340 kHz

POWER: 1 kw

FORMAT: AC/Talk

BROKER: William A. Exline Co.

WAPE/Jacksonville

PRICE: $875,000

TERMS: $600,000 cash and promis-
sory note for $275,000 at nine per-
cent interest. The buyer may elect an
alternate financing option which wouid
increase the price to $925,000.

TRANSACTIONS AT A GLANCE

'Deals_' So Far In 1989:
$530,590,166

Total Stations Traded This Year: 298
This Week’s Action: $33,478,794
Total Stations Traded This Week: 25

Deal Of The Week:
©® WHLY/Leesburg-Orlando, FL
$12 million

® WHKWiFayette, AL $1.25 million
#KATYiSan Luis.Obispo, CA $160.000
& WAPE/Jacksonville $875,000
® WYCFiOcoes, FL $450,000
® KSOK & KWKSIArkansas City-Winfield, KS 5453444
® KTOPTopeka, KS $46,000
® WRENITopeka, KS $375 000
® WQS| & WZYQiFrederick-Braddock Haigrds. MD $450,000 for 15%
| ®WALEFall River, MA $650 000
® WHFE-AM & FM/Benton Harbor, Ml $4 564 350
& KVOX-AM & FM/Mocrhaad, MN 1.6 milion
S KWTO-AM & FM/Springfiaid, MO 55.2 milfion
#WCGC/Belmont, NC £330.000
S WFOB & WBVIiFostoria, OH $350.000
‘@ KRSB/Roseburg, OR $725 000 :
® WFIG & WWDM!Sumter, SC $3.7 million for 35%
. #KPHD/Conroe, TX $300,000 :

Why One-Man Shops don’t
know all the qua]]ﬁed buyers:

One-Man Shops do not have the time or resources
to analyze, package and professionally market your
stations. One-Man Shops must often resort to high
exposure publicity to produce prospective buyers. In
the end, one or two top buyers may not have been
personally called, increasing the chances that you
will leave money on the table.

Now there is a way to know you are selling
your station to a qualified buyer. AMERICOM’S
professionals are specialized by market segment
and have the capability to pool their best buyers
to assure no qualified buyer is excluded from the
opportunity to purchase your stations.
AMERICOM represents radio’s new breed of
brokerage and financing specialists.

Top Prices ® Qualified Buyers
Call Us

AMERICOM

_*_

Radio’s New Breed of Professional Brokerage and Financing Specialists

1130 Connecticut Avenue, N.W. / Suite 500 / Washington, D.C. / 202-737-9000

BUYER: Genesis Communications,
headed by Bruce Maduri and Robert
Sterling NIl. The company aiso owns
WNiV/Atlanta and WLQY/Hollywood,
FL.

SELLER: Evergreen Media, headed by
Scott Ginsburg. The company also
owns WLUP-AM & FM/Chicago; KHYl
Arlington, TX; WVCG/Coral Gables,
FL; and WAPE-FM/Jacksonville.
FREQUENCY: 690 kHz

POWER: 50 kw day/10 kw night
FORMAT: CHR

WVCF/Ocoee

PRICE: $450,000

TERMS: Escrow deposit $5000, addi-
tional $85,000 cash at closing. Prom-
issory note for $360,000 payable in

72 monthly installments of $3000, 18
quarterly interest payments at ten per-
cent of the declining balance of the
principals due, and a final balloon pay-
ment of $145,200 at the end of the
73rd month. Ailocations inciude
$150,000 for real estate; $100,000
for station property; $125,000 for
noncompete agreement; and $75,000
for goodwill.

BUYER: Efrain Archilla Roig of Tam-
pa, FL. He also owns WALO/Humac-
ao, PR and WAMA/Tampa.

SELLER: Metro Orlando Broadcast-
ors iInc., owned by William Masi. He
also owns WNSU/Sanford, FL.
FREQUENCY: 1480 kHz

POWER: 1 kw daytimer

FORMAT: Religion

Continued on Page 12
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West-Land Communicators, Inc.
has completed the acquisition of the assets of

WZFM-FM
White Plains, NY
from
Sage Broadcasting

The undersigned initiated this transaction
and assisted both parties in the negotiations

vy B,
r::'g len' __:!' '.*DQ |"" b
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Ted H
325 Garden Rd., Phlm Beach, Flonda 33480
(4
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March 10, 1989

S

Todd Hepburn, Vice-President
PO Box 42401, Cincinnati, Ohio 45242

(513) 791-8730 J
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RESEARGH
EVERY

s a radio station, your music is the heart of your -

product quality. When morning drive is over,
your music is the primary reason your listeners
listen to your station.

Great radio stations maximize the quality of their
product by testing their music on a regular basis.
Some stations test only their currents. Some sta-
tions test only their oldies. The most successful
radio stations test everything they play.

There’s a unique research program available
only from Strategic Radio Research that keeps you
in touch with your listeners every week of the year.
With our program, you'’re always playing the best
possible music— currents, recurrents, and oldies—
because your music research is always in the field.

And because we’re in the field doing research
for you every week, you can also receive a com-
prehensive program of weekly perceptual research.

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, so
it helps you win.

Exclusively from . . .

|

'STRATEGIC

M ReSEARC

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

TRANSACTIONS

Continued from Page 10

Kansas

KSOK & KWKS/Arkansas
City-Winfield

PRICE: $453,444

TERMS: Cash

BUYER: Cowley County Communica-
tions Inc., a subsidiary of the Home
National Bank of Arkansas City, KS.
Principals include James Moore, Rob-
ert Brown, Roger Brown, Mary Brown,
and Charlotte Delaney.

SELLER: Oz Communications Inc.
FREQUENCY: 1280 kHz; 105.5 MHz
POWER: 1 kw day/100 watts night: 3
kw at 183 feet

FORMAT: Country; AC

COMMENT: According to the sale con-
tract, Cowley County Communications
“was formed for the sole purpose of
acquiring the broadcast properties in

& WLLIJoliet, IL and KDVV/Topeka,
KS. It is in the process of buying KBLU
& KTTI/Yuma, AZ and KOLE & KKMY/
Port Arthur-Orange, TX.
FREQUENCY: 1490 kHz

POWER: 1 kw

FORMAT: Nostalgia

COMMENT: UNO is selling this proper-
ty to purchase the 1250 kHz frequen-
cy of WREN/Topeka, KS (see below).
UNO will retain the KTOP call letters
and transfer its entire operation to the
new frequency.

WREN/Topeka

PRICE: $375,000

TERMS: Cash sale of assets. Station
assets valued at $330,000. FCC i
cense valued at $45,000.

BUYER: UNO Broadcasting Corp.
SELLER: WREN Paton/Cramer Inc.
and Westinghouse Credit Corp.
FREQUENCY: 1250 kHz

lieu of foreclosure.” The seller has
defaulted on bank loans totalling
$433,444.

COMMENT: This combo was sold for
$749,000 in November 1985.

POWER: 5 kw

FORMAT: This station has been dark
since September 2, 1987.
COMMENT: This station was sold for
$1.25 million in June 1985.

KTOP/Topeka

PRICE: $46,000

TERMS: Promissory note

BUYER: Barr Broadcasting Corp.,
owned by George Barr of Joliet, IL.
SELLER: UNO Broadcasting Corp.,
owned by Robert Tezak of Channa-
hon, IL. The company also owns WJOL

WQSI & WZYQIFrederick-

Braddock Heights

PRICE: $450,000 for 15%

TERMS: Buyer to annually pay up to
five percent of his annual compensa-

tion in excess of $95,000 for ten
years. Stock to be held in escrow until
entire purchase price is paid. Buyer
also receives option to acquire addi-
tional 15% stock interest when cor-
poration’s annual net cash sales ex-
ceed $2 million.

BUYER: Thomas Boock of Frederick,
MD. He is the combo’'s GM.

SELLER: Leo Shank and Howard
Fisher are selling 15% of their current
100% stock ownership of Musical
Heights Inc.

FREQUENCY: 1370 kHz; 103.9 MHz
POWER: 5 kw daytimer; 350 watts at
910 feet

FORMAT: CHR

WALE/Fall River
PRICE: $650,000
BUYER: SNE Broadcasting Co. Inc.,
owned by brothers Robert and James
Karam of Fall River, MA. The Karams
are real estate developers.

SELLER: North America Broadcast-
ing Inc., owned by computer program-
ming executive Frank Battaglia
Merrick, NY. He is purchasing
Providence.
FREQUENCY: 1({00 kHz

WHFB-AM & FM/

Benton Harbor

PRICE: $4,564,350

TERMS: Asset sale, with $3,964,350
allocated for assets and $600,000 al-
located for noncompete agreement.
Buyer to pay $3.25 million cash at
closing, and provide $939,500 pur-
chase money mortgage note.

BUYER: Independence Broadcasting
Michigan L.P., headed by Peter
Sulick, John Goodwill, Osborne Mills
Jr., and Michael Topell Sr. In-
dependence owns KEBC/Oklahoma
City; KSAL & KYEZ/Salina, KS; KOEL-
AM & FM/Oelwein, KS; KFIZ &
WFON/Fond du Lac, WI: and WLIP &
WJzQ/Kenosha, WI.

SELLER: WHFB Broadcast Associ-
ates L.P., headed by Donn Winther
and G. Woodward Stover Il. They also
own interests in WNFL & WKFX/

Green Bay-Kaukauna, WL Winther
also owns an interest in WMLI/Sauk Ci-
ty, WL

FREQUENCY: 1060 kHz; 99.9 MHa
P i agay/2.5 kw nig

kw at 500 fee

ENT: This-eombo was sold fo

POWER: 1 kw
FORMAT: News/Talk

KEZY

Anaheim, CA Syracuse, NY
KSSN  WNUA
Little Rock, AR Chicago, IL
WYNK  KROY
Baton Rouge, LA Sacramento, CA
WUPE WDSD
Pittsfield, MA Dover, DE
WERZ
Portsmouth, NH Cape Cod, MA
WXLC  KKDJ
Waukegan, IL Fresno, CA
KCYY KOWN
San Antonio, TX San Diego, CA

Our letters of

across the country.

Fleet National Bank, 111 Westminster Street, Providence, RI 02903.

Stayoutin front
with Fleet

KRLB
WZzZ0

Allentown, PA

KMPZ
VWRKA
VWNNK
KDKS

Shreveport, LA

KZSN

At Fleet’s Communications Group, we've developed a reputation built on responsiveness, crea-
tivity, and a thorough understanding of radio broadcasting. Whether it's providing financial services
for established group owners or helping operators become first-time owners. Across the dial and

For more information, call Daniel P Williams, Senior Vice-President, at 401-278-6211. Or write

Lubbock, TX r

Memphis, TN

$1.5 million in June 1985.

KVOX-AM & FM/Moorhead
PRICE: $1.6 million

TERMS: $1.2 million cash; $400,000
noncompete payable over six years.
BUYER: KVOX Inc., principally owned
by David Nelson of Appleton, WI. He
also owns KFJB & KXIA/Marshall-
town, IA; KIRX & KRXL/Kirksville,
MO; and WAYY & WAXX/Eau Claire,
Wi

SELLER: KVOX Radio Inc., a sub-
sidiary of Ogden Newspapers Inc.
FREQUENCY: 1280 kHz; 99.8 MHz
POWER: 5 kw day/1 kw night; 100 kw
at 400 feet

FORMAT: Country

BROKER: Gordon Rice of R.A. Mar-
shall & Co. and Brydon Media Ser-
vices.

Louisville, KY

Harrisburg, PA

Wichtta, KS

rence.

WWWamericanradinohistornz com

TERMS: Cash
BUYER: Cole Media Inc., owned by
New Jersey insurance executive Rich-
ard Cole.

SELLER: Summit Communications
Group, headed by James Wesley Jr.
The company also owns WAKR &
WONE/Akron; WAOK & WVEE/Atlan-
ta; WCAO & WXYV/Baltimore; KJMZ/
Dallas; WONE & WTUE/Dayton; KLZ
& KAZY/Denver; and KFOR & KFRX/
Lincoln, NE. The company has an-
nounced plans to buy WRKS/New York
and WFYR/Chicago from RKO Radio.
FREQUENCY: 560 kHz; 98.7 MHz
POWER: 5 kw; 100 kw at 600 feet
FORMAT: Country; CHR

BROKER: Bob Biernacki of the Mahl-
man Co.

WCGC/Belmont

PRICE: $330,000

TERMS: Stock transaction

BUYER: James Mintzer of Concord,
NC.

SELLER: Hilker Broadcasting Inc.,
owned by Robert Hilker of Belmont,
NC. He also owns interests in WJJJ &

WVVV/Blacksburg, VA; WDIX &
WORG/Orangeburg, SC; WSTX-AM &
FM/Christiansted, VI; WYNR &
WPIQ/Brunswick, NC; WABZ/Albe-
marle, NC; WJOT & WGFG/Lake City,
SC; and WEGO/Concord, NC.
FREQUENCY: 1270 kHz

POWER: 5 kw daytimer

FORMAT: Country

COMMENT: This station was sold for
$300,000 in November 1986.

WFOB & WBVI/Fostoria
PRICE: $350,000

TERMS: Cash

BUYER: Tri-County Broadcasting
Inc., headed by Donald Miller, Eu-
gene Kinn, and Gregory Peiffer.
SELLER: Northwest Radio L.P., head-
ed by General Partner David Smith.
They also own WFCBI/Chillicothe, OH.
FREQUENCY: 1430 kHz; 96.7 MHz
POWER: 3 kw at 330 feet

FORMAT: AC

SB/Roseburg
PRICE: $725,000
BUYER: Brooke Communications
Inc., owned by Patrick Markham. He
also owns KQEN/Roseburg, OR.
SELLER: Broadcast Management
Bervices Inc., owned by Michael
yatt and Harold Rehm.
KREQUENCY: 103.1 MHz

ROWER: 25 kw at 310 feet
FORMAT: AC

BROKER: William A. Exline Inc.
COMMENT: This station was sold for
P4,ooo in May 1986.

FIG & WWDM/Sumter
HRICE: $3.7 million for 35%
MS: Stock purchase for $1 million
and $1.7 million promissory note
.9% interest. Consulting agree-
valued at $750,000 and five-
oncompete agreement valued at
,000.
R\ John Marshall of Columbia,
e \currently owns 50% of the

“ Robert Marshall is reducing
0% stock ownership of Game-
cock City Broadcasting Inc. to 15%.
Marshall is a Hilton Head, SC-based ra-
dio broker.

FREQUENCY: 1290 kHz: 101.3 MHz
POWER: 1 kw; 100 kw at 1322 feet
FORMAT: Country; Urban

BROKER: R.A. Marshall

COMMENT: This station was sold in
October 1987 for $3 million.

s

KPHD/Conroe
PRICE: $300,000

TERMS: Asset purchase. Cash pay-
ment of $40,000 and a $260,000
promissory note with an interest rate
2.5% over the prime rate of Texas
Commerce Bank-Houston. The note
calls for monthly principal and interest
payments based on a ten-year amorti-
zation schedule with a balloon payoff in
five years.

BUYER: Baldemar Benavides of Cor-
pus Christi, TX. He also owns KTLK/
Lubbock, TX.

SELLER: Sweeney Broadcasting Co.,
owned by George Sweeney.
FREQUENCY: 1140 kHz

POWER: 5 kw daytimer

FORMAT: AC
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Get double the

for the same dollars.

Compared to the competition, FirstCom gives

~ you twice as many (Ds for the same price.

————— e

' Over 40 writers for
real variety.
Lots of writers mean the
biggest diversity of produc-
| tion styles. The selection is
| enormous—broad as well as
deep. Because these are
Hollywood’s top talents: Clio,
Grammy and Oscar winners!
[ DIGITAL CHECKLIST |

Most Compact Discs Initially
Most 60 second Tracks

Most 30 second Tracks
Most Production Elements

Most Alternate Versions

Most Music Tracks Initially
Most Supplemental Tracks
Digitally Recorded SFX on CD
Most Tracks

I Most Composers

Most Variety v
Newest Music
Most Complete [
Best Value

[orHERs |

Get a demo today.
Call 800-858-8880 (or collect
214-934-2222) and hear for

All new music.

This is not an existing collec-

tion that’s been merely

dumped over from analog.
| DIGITAL features over 3,500
tracks of all-new music
= and FX, all recorded
and mastered exclu-
sively for compact
digital discs.

No wonder the DIGITAL
Production System gives you
the biggest diversity of pro-
duction styles! The selection
is enormous, because you
start off with 49
compact discs,
more than twice as
many as the nearest
competitor.

yourself. Because the proof is
in the demo.

=

FirstCom...First Again.
13747 Montfort Drive
Suite 220

Dallas, Texas 75240

FirstCom, A division of Jim Long Companies, Inc.

www.americanradiohistorv.com
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WESTWOOD ONE

RADIO NETWORKS

IN SIMULCAST WITH

S A T U R D £ Y

APRIL 22 10 : 00 PMm

EASTERN AND PACIFIC TIME

NI\ WESTWOOD ONE
VN RADIO NETWORKS

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

WWW.americanradiohiston/z.com
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OVERVIEW

April7,1989 R&Re 15

THE TAMING OF THE RUDE

~ MANAGEMEN"

How To Handle Explosive Employees

he occasional confrontation
with a LOUD, upset em-
ployee is one of the most

unpleasant situations that any
manager must face.

However, you can furn that
angst and anger into a productive
“interview”’ by heeding the follow-
ing advice of management special-
ist Rick Moore of the Ontario,
Canada-based Drake Business
Review:

* Stay calm. By remaining emo-
tionally moderate, you can assess
the situation, soothe the employ-
ee’s raw nerve, and probe for an
answer or solution.

* Be serious. Avoid making flip-
pant remarks and smiling when an

i

® April 5-9 — NABOB's 13th
Annual Spring Broadcast Man-
agement Conference. Saddle-
brook Resort. Tampa, FL.

® April 812 — Broadcast Fi-
nancial Management Associa-
tion 29th Annual Meeting,
Loews Anatole. Dallas, TX.

® April 10 — 24th Annual ACM
Awards. Walt Disney Studios,
Burbank, CA

® April 10-11 — Soundata Mu-
sic Trend Seminar & Confer-
ence. Arrowwood Conference
Center. New York City, NY,

® April 19-23 — National
Broadcasting Society, Alpha
Epsilon Rho, 47th National Con-
vention. Riviera Hotel. Las Veg-
as, NV.

S S e e S

i

® April 29 - May 2 — NAB 67th
Annual Convention. Las Vegas
Convention Center. Las Vegas,
NV.

®May 3-4 — CMA Board Meet-
ing. Amsterdam Hilton. Amster-
dam, Holland.

S R e e e

irate employee is explaining why
he is upset. You should also main-
tain lots of eye contact, avoid inter-
ruptions, and remain seated to cre-
ate a constructive (and calming)
mood.

¢ Ask questions tactfully. Keep
the employee talking so that you
can get to the root of the problem
(taking care to separate the facts
from emotional interpretation).

* Pause before answering. Avoid
hasty responses. Instead, give
feedback calmly — indicating that
you've evaluated the situation
slowly and deliberately. Also, sum-
marize the employee’s complaints
in your explanations.

® May 10-14 — National Asso-
ciation Of independent Record
Distributers & Manufacturers.
Wyndham-Franklin Plaza Hotel
Philadelphia, PA.

®May 1820 — T.J. Martell
Foundation’s Charity Weekend
Los Angeles, CA.

®May 11-15 — American
Women In Radio & Television
38th Annual Convention. Wal-
dorf-Astoria. New York, NY.

® June 5-11 — 18th Interna-
tional Country Music Fan Fair.
Tennessee State Fairgrounds.
Nashville, TN,

® June 12-13 — 24th Burns

Media Radio Studies Seminar.
Westin Hotel, Atlanta, GA,

® June 17-23 — 1989 NAB Ex-
ecutive Management Develop-
ment Seminar. University Of
Notre Dame. Notre Dame, IN,

® June 20-23 — NAB Summer
Board Meeting. Washington,

DC.
B

R G e

¢ Enlist the employee’s help, i1
courage the angry employte tp
verbally explore why she isfupséf.
By listening to her own exflas
tions and solutions, she gar\ s
face from the embarr#
deal.

By using certain key p
like ‘‘most people in yo

..” and “I knew a gy
similar problem . ..”

either agree with his reaction or
fer your own solution.

e

3

THREE TIPS
Sharpening
Your Phone
Skills

easoned salespeople, pro-

grammers, and promotion

directors can always stand to
improve their telephone effective-
ness. To help make your phone
calls more efficient, the Syracuse,
NY-based Creative Selling newslet-
ter offers the following sugges-
tions:

+ Don’t begin conversations with
the question “How are you today?”’
Although innocuous, the greeting
sounds amateurish and can be in-
terpreted as a waste of time.

¢ Never answer a question with
the phrase ‘I don’t know.” Instead,
respond with, “That’s a great ques-
tion. Let me find out for you.”

+ Don’t begin sentences with the
word “no.” Start thoughts with
positive terms — even if the an-
swer will eventually be ‘‘no” any-
way.

e
e i

d) Alaskan Oil Spill
4} Abortion

7] Gun Control

Ga piing-rele

: Cromeans over air travel (Easter 2
¢ the biggest buzz drihg Fatiom's airwaves this month, a o
: geng taste for bad frui
¢ schools and grapes from Chilean orchards). The Alaskan oil spill kept en-
vironmental issues on the air, with abortion and gun control proving to be
of continued interest as well. Finally, many felt the urge to carp and com-
ment on the personality traits of some of our beloved media figures

: of callers reported a tongiiews

; (Bryant Gumbel and Pete Rose).
Reporting Stations: KCBS/San Fr

=~ Each month R&R surveys leading ta

8) Chilean Fruit Ban
6} Bryant Gumbel Memo

B) Airline Safety (Terrorist Threats)
9) Salman Rushdie Death Threat

Andrew Fir

amount of listener phone responses over the past weeks

1) Eastern Airlines Strike
2) Removal Of Apples from School Lunches

AR

et

1

by s 10 s L ah-fj.
a number
lapples in US

yson;, WMCA/New York, Charlie

Alzamora; KLIF/Dallas, Dan Bennett; WMAQ/Chicago, Scott Herman; KMOX/St. Louis, Dave Dugan.
WTAE/Pittsburgh, Tom Clendening; KIRO/Seattle, Andy Ludlum; KABC/Los Angeles, Bemard
Pendergrass; KING/Seattle, Brian Jennings; WRC/Washington, Ken Meiigren

NO MORE MR. NICE GUY

R

R 3&.&&%&\%;%%@@&%%:. i

Toughening Your Managerial Style

eek managers shall in-
: herit the earth — a
mouthful at a time — as

employees take advantage of their
amiable style.

According to Sangamon State
University business professor
Gareth Gardiner, ‘“nice guy”
managers (who prefer to pray that
employee problems go away) not
only get pushed around by employ-
ees, but also fail to become suc-
cessful “tough guys” when events
call for harsh decisions (such as
firing a troublesome worker).

Gardiner suggests that manag-
ers strive to be tough from the

beginning, solving problems before
they escalate into crises. To help
strengthen your managerial ar-
mor, he offers the following tips:

* The moment you detect a prob-
lem with one of your employees,
pull that person aside — immediat-
ely and privately — for a meeting.

« In no uncertain terms, tell the
employee what the problem is, and
that action must be taken ...
NOW.

« Listen to the employee’s view
of the problem, but don’t fall prey
to evasions or arguments.

¢ Document — on paper — every
aspect of a developing problem.

We had over 100 mini
promotional

9575,
Tﬂ?%' W

Who’s next?

CONGRATULATIONS TO THE RUNNERS-UP:

-This time.

The

market monsters locked
combat.

WINS.

WFRD-FM, Hanover, NH
WIAL-FM, Eau Claire, WI
WZZP-FM, South Bend, IN

YOU ROCK.....

In 1989, the ETS Concert Caravan Network will transport fans to every major show across America.
To jump on board, contact Andrew Levy,

WRXR-FM, Augusta, GA

WYSS-FM, S. Ste Marie, Ml
KEEZ-FM, Mankato, MN
WRXK-FM, Fort Myers, FL

WE ROLL .

ETS. (416)274-1429

in

www americanradiohistorv.com
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TAKING ADVANTAGE OF TRENDS

Programming For A
Changing America

When you read about megatrends, mini-
trends, food trends, and fashion trends, you
might be wondering how these apply to radio.
Let’s look at seven major trends which do affect
radio and how you can capitalize on them.

Aging

The average age in
America is going up. Ad-
vertisers are chasing the
aging Big Generation, get-
ting ready for a “Grayby”’
boom.

As people grow older,
they have less interest in
new music and a stronger
interest in the music they
grew up with. They also
have less time to keep up
with new material even if
they want to because of in-
creased job and family re-
sponsibilities.

If your station is aging
with the population, play
more oldies. Or counter-
program and play all new
music. Most importantly,
make sure you pre-sell new
music. Create excitement;
let listeners know what’s

‘“To capture the button-
pushing, techno-literate
public, strive for
minute-by-minute
excellence.”’

new. If you're program-
ming News/Talk, immedia-
cy and frequent updates are
key; topicality wins.

Whatever your format,
remember that nearly one-
quarter of all Americans
live alone. To those people,
radio can be a friend — so
pump up the “personality.”

Technological
Acceleration

Technology continues to
enhance miniaturization,
portability, programmabil-
ity, and time-shifting. In
other words, people can
hear whatever they want,
whenever they want, wher-
ever they want.

So make it easy for peo-
ple to find you on the dial.
Make sure your signal is
strong and clear. Identify

yourself by dial position
and call letters as often as
possible. Most of all, to cap-
ture the button-pushing,

choices, they’ll always find
time to try something new.
They like to make sure
they’re not missing any-
thing.

If you have no hope of
winning with a conventional
format, break the rules and
try something new. What-
ever you choose to do, mar-
ket it as something differ-

Programming
Applications

® More pre-promotion

® Events/specials

® Pumped-up
personality

@ Experimentation

® More varied music formats

® Quicker changes

techno-literate public,
strive for minute-by-minute
excellence.

Too Many Choices

People have so many
choices they don’t know
where to start choosing.
They get confused and
overwhelmed by having to
make too many decisions.

Take a hint from McDon-
ald’s: aim for format pre-
dictability. Introduce “‘sur-
prises” carefully. Create
clear differences between
your station and others, and
develop slogans which high-
light those differences.

‘‘Research and instinct
will collide more than
ever in the future.”’

ST

One way to cut through
the overabundance of op-
tions is to ‘“‘up the ante” —
take things to the outer
limits. That’s what shock
radio and heavy metal do.

Experimentation
Americans under the age
of 45 like to experiment.
Even while they’re trying to
reduce the stress brought
on by having too many

ent and new. You can even
experiment with one day-
part where you won’t be
hurt in the ratings to see
what works. For some sta-
tions it’s jazz; for others,
it’s love songs or hard rock.
The bottom line: if you see
an opportunity, act fast.

Marketing More
Important

In a world running on
communication-overload,
the best marketer/promot-
er gets the attention. When-
ever possible, hire the best
marketing/promotion di-
rector available. Ideally,
this person should be on a
par with the program direc-
tor and general manager.

When you market, use a
two-by-four and hit listen-
ers between the eyes. Push
the benefits of your station:
what you do best (morning
show, more music, etc.).
Stress differentiation. And
don’t slack off; conduct
year-round promotion and
marketing.

Research Vs, Instinct

Research and instinct
will collide more than ever
in the future. Research is
great for snapshots of the
present. But if it’s not con-
stantly renewed, it can lead

WWW.americanradiohistorv.com

Does he want oldies or new music?

to chance-wary, stale radio.

To guard against this,
learn more about research.
Ask researchers how they
practically apply their find-
ings. Use research to pre-
test and post-test market-
ing campaigns. More mon-
ey is wasted on poorly
targeted marketing than on
all programming, engineer-
ing, and sales mistakes
combined. Don’t test con-
cept alone; test impact and
recall.

Population
Changes

® More older
Americans

® Greater ethnic
percentages

® 24% of Americans
live alone

® Most women work

® 12-24s gaining
more disposable
income

Networks More
Powerful

Networking has a tre-
mendous future. Witness
the success of, among oth-
ers, the ABC/Satellite Mu-
sic Network merger.

Sometimes networks can
make it cost efficient for
radio stations that might
otherwise go under to stay
on the air. They also pro-
vide special, exclusive pro-
gramming regularly un-

‘‘If you have no hope of
winning with a
conventional format,
break the rules and try
something new.”’

available to even the larg-
est stations.

If you need a network,
shop carefully. Make sure it
fits your station’s — and
your market’s — needs. Be-
fore you add a format, be
certain your market’s dem-
ographics can support it.

Finally, if you’re compet-
ing against a network,
stress localization. Attack
the things the network can’t
do, such as local weather
and traffic. Develop solid,
real personalities who do a
great deal of community
service.

John Parikhal is CEO of
Joint Communications me-
dia strategists, which con-
sults 68 radio stations plus
over a dozen corporate cli-
ents. He can be reached at
(416) 593-1136.
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INFORMATION SOCIETY

o ““Repetition’

: Tue NEw SINGLE
*  From THe ALsum INFORMATION SOCIETY

NEW & ACTIVE

WXKS deb 35 WYCR add KCAQ add
KITY 33-31 K98 deb 30 KZZU 34-30
KROY 23-21 K106 30-20 G98 deb 40
KWOD 34-29  BJ105 35-32 QV103 add 31
KCPX deb 39  KJ103 deb 40  WBNQ 37-33
KPLZ on WRQN add KCMQ 31-27
KUBE on KKMG deb 33 KPAT 31-29
HOT97 add KSND deb 40 KTRS 38-27
WKRZ deb 30 KYRK deb 38 KTMT 33-27
Y97 23-15

s !’V*
5 m is a registered trademark of Tommy Boy Music, Inc. © 1989 Tommy Boy Music, Inc
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THE REPLACEMENTS
“I’ll Be You " o e

Tne NEw SINGLE :
From Tue ALsum DON’T TELL A SOUL .

PRODUCED BY MATT WaLLACE AND THE REPLACEMENTS  ©

NEW & ACTIVE

WGH add K104 deb 30 WFXX add .
WNVZ add 29 WKEE add WPFM add -
PRO-FM on WSPK add WVBS deb 40 °
795 add WPST deb 39 KLYV deb 39 -
KEGL on WROQ 30-27 WKFR deb 40
WMMS on WZYP add 99KG 35-31
WDFX add  WLRS 28-22  KPAT deb 37
KXXR add KTUX add 39 KFMW 40-33
WLOL 24-20 WKDD add 30 KFBQ add
KXYQ 29-22 KZIO 3832  KOZE 27-23
KWOD add  WIXX add 39 SLY96 add
KPLZ add KJ103 add Y97 deb 32
JET-FM add KATM deb 28 OK95 38-35

WA mericanradiohisterns-com
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OVERVIEW

$55 BILLION MARKET

Teens: Radio Most Effective Ad Medium

merica’s teenagers — who
A spent a record $55 billion on
everyday, personal items
in 1988 (up from $53.7 billion in ’87)
— named radio as the top media

for advertising effectiveness.

MARCH 27 - APRIL 2

1 Academy Awards
2 The Cosby Show
3 Roseanne
4 A Different World
5 Cheers
6 NBC Sunday Night Movie
(“Case Of The Hillside
Stranglers”)
7 Murder, She Wrote
8 Golden Girls
9 Wonder Years
10 60 Minutes
Source: Nielsen Media Research

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

*COUNTRY KUDOS: Vocal-
ists George Strait and K.T.
Oslin join actor Patrick Duffy
to co-host NBC's presen-
tation of the "“24th Annual
Academy of Country Music
Awards” (Monday, 4/10, Spm).
Strait and Oslin will each per-
form during the two-hour cere-
mony, as will Highway 101, the
Judds, Reba McEntire, Willie
Nelson, Randy Travis, Hank
Williams Jr.,, and the entire
crop of nominees for this year’'s
male and female “Top New
Vocalist” honors.

e ALL SOULED OUT: Anita
Baker, Bobby Brown, Sheena
Easton, New Edition, Salt-N-
Pepa, Levert, and the Winans
(the last joined by Thelma
Houston) will perform at this
year’s third annual “Soul Train”
awards program (Wednesday,
4/12, 8pm). Vocalists Dionne
Warwick and Patti Labelle, and
jock-turned-sportscaster Ah-
mad Rashad will host the two-
hour show. (The syndicated
program airs live in some mar-
kets;, tape-delayed in others.
Please check local listings.)

* BRYAN IN BELGIUM: The
MTV cablenet and the West-
wood One radio network will si-
muicast the hourlong ‘‘Bryan
Adams: Live In Belgium” spe-
cial (Wednesday, 4/12, 10pm).
The show was filmed last July,
and includes some of the per-
former’s biggest hits. (Check lo-
cal radio listings for a partici-
pating radio station in your
area).

o A TALE O’ TWIN CITIES:

PBS examines "“The Minneapo-
lis Sound” in an hourlong spe-

According to the latest (1988) an-
nual report on the economic power
of teens conducted by the NYC-
based Rand Youth Poll, 88% of the
25655 randomly-surveyed 13 to
19-year-olds said radio was an “ex-

OH! CAROLE — Erstwhile
mellow mama Carole King lets
her hair up on her way back to
her urban roots.

cial (Wednesday, 4/12, 10pm).
The program traces such Twin
City celebrities as Prince, Jim-
my Jam and Terry Lewis, Mor-
ris Day, Alexander O’Neal,
Husker Du, the Replacements,
the Jets, Ipso Facto, and the
Wallets through interviews with
fans, critics, and performers, as
well as through music video
clips. (PBS air dates and times
may vary; please check local
listings).

® LATE NIGHT RAITT-INGS:
Singer/guitarist Bonnie Raitt
joins NBC's “Late Night With
David Letterman’’ for a little
talk and a lot of playin’ (Satur-
day, 4/8, 12:30am).

* KING FOR A NIGHT: Leg-
endary singer/songwriter Car-
ole King joins guest host Jay
Leno on the ‘“‘Tonight Show
Starring Johnny Carson’’
(NBC, Monday, 4/10,
11:30pm).

e COHEN DOWN TO AUS-
TIN: Poet, novelist, composer,
and vocalist Leonard Cohen
makes a rare television ap-
pearance among the country
trappings of PBS's "Austin City
Limits” (Saturday, 4/8, 9pm).
Times may vary; check local
listings.

* MUSIC-WISE GUISE:
CBS’s “Wiseguy” cop show
series continues to unravel its
fictionalized version of the
seedy side of showbiz, with
real-life musicians Debbie
Harry, Glenn Frey, and Mick
Fleetwood adopting small-
screen roles (Wednesday,
4/12, 10pm).

* PAT'S ACTS: Scheduled
guests to “The Pat Sajak
Show"” include jazz pianist
Harry Connick Jr. (CBS, Mon-
day, 4/10, 11:30pm); country
quartet Alabama (Tuesday,
4/11); and Reba McEntire
{Thursday, 4/13).

cellent” source for conveying an
advertiser’s message.

Trailing radio in the area of “‘ex-
cellent” advertising effectiveness
were magazines (64%), television
(60%), direct mail (40%), cabl
television (36%), handout fly
(24% ), newspapers (14% ), and
boards (7%). Percentages tqtal
more than 100 because more than
one medium could be chosen
“excellent.”

While the above-mentioned $5!
billion accounts for everyday teen:
age expenditures, teens’ tota
economic impact is estimated to
$248.9 billion. Included in that
figure is $11.2 billion in savings for
“costly acquisitions” (computers,
cars, etc.), $33.5 billion that’s pro-
vided by parents for food pur-
chases, and the $149.2 billion that
teens are estimated to prod their
parents into spending for house-
hold products.

WEEKEND BOX OFFICE
MARCH 31 - APRIL 2

1 Rain Man $5.5
(MGM-UA)

2 Fletch Lives
(Universal)

3 The Rescuers
(Buena Vista)

4 Lean On Me
(Warner Bros.)

5 Bill & Ted’s
Excellent Adventure

84.2
$2.8
$2.2

$1.97

" (Qrion)

6 Leviathan $1.93
(MGM-UA)

7 Dead Bang $1.78
(Warner Bros.)

8 Troop Beverly $1.76
Hills (Weintraub)

9 Chances Are $1.75
(Tri-Star)

10 Dangerous $1.6

Liaisons (Warner Bros)
All figures in millions
Source: Exhibitor Relations Co.

COMING ATTRACTIONS
This week's openers inciude
“The Dream Team,” a comedy
in which four mental patients are
accidentally let loose in Zoo
York City — as if anyone would
notice. Buster Poindexter's
current RCA single, a remake of
Ray Charles’s classic “Hit The
Road Jack,” provides the
movie's only musical moments.

Also opening this week: “Ma-
jor League,” a baseball-themed
film — set in Cleveland, so you
know it's a comedy — that
sports a Curb/MCA soundtrack
from the likes of Bill Medley, X,
Randy Newman, Lyle Lovett,
the Beat Farmers, the Snakes,
Beckett, and the Lonesome
Romeos.

"ZINE SCENE

A heartbroken Robert Wagner is
begging his beautiful 24-year-old
daughter Katie to end a destructive
romance she’s having with former
Sex Pistols member-turned-MCA
solo artist Steve Jones.

The National Enquirer quotes Mr.
Wagner as saying, "“This disgusting
character is like a disease that's in-
fected Katie down to her very soul.
She doesn’'t see that he’'s one of
the lower forms of human life.”

Jones's comment on the situa
5w

is a girl whom she intends to name
Presley, after the King. The irre-
essible Ms. Tucker is quoted in
People as saying, “l| hope Elvis
would’'ve been happy with this
name, it's just too bad it couldn't
have been some of his sperm also.” 1

What’s In A Nam

Tanya Tucker has learned that
her love child, due in early August,

® ANTHRAX: N.F.V. OIDIVNIKUFESIN (Island Visual)

The Megaforcellsland thrasers are featured in this 11-song in-concert
performance taped at London's Hammersmith Odeon last November.
Featuring raw 'n’ alive versions of the band's *Among The Living,” ‘Metal
Thrashing Mad,” “Armed And Dangerous,” “Gung Ho," "Madhouse,” and
“Il Am The Law,” the long-form package is being rushed into stores to
coincide with the group’s headlining stand on MTV's “Headbangers Ball”
nationwide tour. (Street date: 4/7).

® TON! CHILDS: THE VIDEOS (A&M)

This 20-minute compilation of mostly conceptual clips features the A&M
artist's recent recordings, “Walk And Talk Like Angels,” “Stop Your
Fussin',” and “Dont Walk Away.” Interview ‘footage completes the
package. (4/7).

® TUCKER: THE MAN AND HIS DREAM (Paramount)

Directed by Francis Ford Coppola, this feature-length release
documents the real-life story of Preston Tucker, an independent auto-
maker who challenged Detroit’s "big three.” The film — which earned Mar-
tin Landau a “Best Supporting Actor” Academy Award nomination — %

3

sports an A&M soundtrack that's primarily a period score by Joe Jackson,
but also includes the Jackson-sung single “(He's A) Shape In A Drape.”

HAIRANOIA — Lemmy and Joe Jackson display the long and short of it.

S

This 70-minute mixture of videos, exclusive interviews, concert clips,
and ephemera marks the debut of MPI's bi-monthly heavy metal/hard rock

video magazine. Highlights of this first “issue” include uncensored shots of |
Ozzy Osbourne tantalizing pigs, Motorhead bassist Lemmy Caution com- é
menting on flavored condoms and Tennessee Wiskey, a chat with =
Mammoth (a group whose members are all incredibly obese skinheads),
and interviews with such idiom icons as Alice Cooper, Ronnie James Dio,
and Motley Crue’s Vince Neal. (4/12).

® HARD 'N’ HEAVY, VOLUME 1 (MPI) é

Air the onl

WZLX/Boston,
KZPS/Dallas,
WCSX/Detroit,

summer packages you need. But don’t take
our word for it. Ask any of the stations
listed in this ad already on the shows.

WZFX/Houston,
WXTR/Washington DC,
KLXK/Minneapolis,

] y shows hosted by the
Artists that made the Records!

raham Nash hosts “The British Invasion”
GA 12 hour retrospective of 1964-1970
for Memorial Day weekend. The Beach Boys,
Al Jardine hosts “‘Born in the USA”? An All-
American 12 hour retrospective of 1964-1976
for the July 4th weekend. These are the hot

WIFM/Grand

WKLH/Milwaukee,
WCBS-FM/NewYork, WMGG/Columbus,
KODJ/Los Angeles, KZAP/Sacramento,

WGRX/Baltimore,
WRXL/Richmond, WCKN/Greenvile, and

WZGC/Atlanta, already over 200 other stations!

Call or FAX for more information and demo.

(213) 306-8009 FAX (213) 305-1467

Rapids, KGMG/San Diego. 7

KMJK/Portland, Dr
@
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ere's your ticket to premiere Memorial
Day Weekend programming!

Rockin' At The Movies is the yearly United
Stations special that features Hollywood's lat-
gst and greatest hits. In the all-new, 4-hour
1989 edition we'll be throwing our spotlight
on blockbuster soundtracks like Phil Collins’
Buster, including “A Groovy Kind Of Love” and
“Two Hearts.” We'll also serve up a double
Cocktail . . . with two of the year’s biggest
hits, the Beach Boys' “Kokomo”, and Bobby
McFerrin's new national anthem, “Don't Worry,
Be Happy.”

The big screen smashes keep comin’! From
Scrooged, Annie Lennox and Al Green “Put
A Little Love In Your Heart.” From U2: Rattle
& Hum, we'll mest “Angel Of Harlem.” We'll
take a spin with Billy Ocean and his hit from
License To Drive, “Get Outta My Dreams and
Into My Car.”

And as always we'll be talking to the hitmakers,
finding out what's behind the music . . .
behind-the-scenes!

Rockin' At The Movies is available on a
swap/exchange basis on disc to stations in
the top 170 Arbitron rated metro markets. To
reserve it for your market call 703-276-2900.

WWAAM-americanradiohisterv-com
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OVERVIEW

Targeting America’s 5.4 Million Divorced Men

ecause of their tendency to

reinvent themselves and

upgrade their image, the
nation’s divorced men have be-
come prime targets for many ad-
vertisers — especially those who
specialize in food and clothing
products.

According to the National Center
for Health Statistics, there are 5.4
million divorced men in America
— and 40% of first-time divorced
males are under 30 years old. (This
latter statistic comes from 1985, the
last year for which figures are
available).

Furthermore, not only has the
annual number of divorced US
males climbed (from 400,000 per

year in 1962 to 1.2 million per year
in 1981, a figure that’s remained
relatively level since), but also
divorced men are waiting longer to
remarry — from an average of 2.2
years in 1970 to an average of 3.2
years of swingin’ single time in
1985.

Newly-Single

Male Needs

Marketers — seeing the separa-
tion of one home as the creation of
two new households — are catering
to the newly-single male’s needs.
After all, the Bureau of Labor
Statistics reports that between
1984-85 single men spent an
average of $15,000 on consumer

goods and services, compared to
the average $11,000 spent by single
women. Marketers also claim that
40% of all supermarket shoppers
are men, and that 80% of men do
some grocery shopping at least
once a month.

Once returning to the dating
game, divorced males want to trim
down and update their wardrobes.
Not surprisingly, these guys are
targeted for health club member-
ships and clothing purchases. Oth-
er popular items marketed with
newly-single males in mind include
credit cards, non-joint bank ac-
counts, single apartments, in-
surance, and, of course, legal ser-
vices.

Business Of Being Beautiful Booming

Skin-Care, Color Cosmetics, Hair-Care, Fragrance Sales Up

ew products designed to

aid Americans in their

search for eternal youth
and customized coloring helped to
increase sales of the nation’s mea-
sured ‘‘beauty business’’ categor-
ies to $15 billion last year — a 6.4%
average rate of growth over 1987
totals, according to the Goldman
Sachs research firm.

As for which name-brand prod-
ucts were top players within the
four major divisions of the pretty
profession, consult the charts
below:

Facial-Care Top Sellers *

Department Store
« Clinique

* Estee Lauder

¢ Lancome

Wide Distribution
« Oil Of Olay

¢ Vaseline

¢ Pond’s

» Noxema

Color Cosmetic
Top Sellers *
¢ Maybelline
o Cover Girl
o Clinique
¢ Lancome
* Estee Lauder

Hair-Care Top Sellers *

¢ Head & Shoulders
¢ Suave

¢ Finesse

¢ Flex

¢ Vidal Sassoon

*

Fragrance Top Sellers *

¢ Avon Products
* Revlon Group
¢ Estee Lauder Inc.

*Source: Allan Mottus, Mottus & Associates
**Source: Kline & Co

What Price Beauty?

1988 — up nearly a billion doliars from 1987 figures. Sales of col-

T he overall US retail sales of beauty products reached $15 billion in

or cosmetics brought in the most money last year ($4.9 billion),
while the sales of skin-care products enjoyed the greatest percentage of

growth.

Check the chart below for a two-year ook at how much was spent in
the various product categories. (Figures for '87 and '88 are In billions).

Category 1987
Skin-care $2.4
Color cosmetics - $4.6
Halrcare $3.4
Fragrance $3.7
Totals: $14.1

1988 % Of Change
$2.6  +8.3%

. $4.9 +6.5%

$3.6 +5.9%

$3.9 +5.4%

$15.0 +6.4%

Source; Goldman Sacnsx

SWINGIN’ IN CLUBLAND

Golf Becomes A
$20 Billion Industry

ith 22 million people
Wcrowding America’s
golf courses (a 25%

increase over the last two
years), the swingin’ sport has
become a $20 billion US indus-
try. Furthermore, the National
Golf Foundation estimates that
US golf-related spending will
double to $40 billion within the
next ten years.

According to a combination of
recently published reports,

N

several hours at a time.

For a closer look at how the

golfing dollar gets spent, con-
sult the chart below:

there are at least two reasons How Spent (,n :,’;,'f;‘;‘;;
for golif's rising popularity: not Travel & Resort Lodging $7.8
only is it a sporting aiternative Equipment $5.7
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