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ANGELS IN YOUR POCKET

As part of an expanded Radio

Business section this week, two

special features touch on

opposite ends of the financing

spectrum:

® Robert Gaston details how to
find private investor “angels” to
fund your projects

® Barry Skidelsky explains the
ins and outs of bankruptcy —

for worse . . . or better.
Page 16, 18
ANTI-ADVERTISING

IS PRO-RADIO

“Anti-advertising” is a hot retail concept
that favors traditional values of service,
courtesy, and quality over gimmicks. And
while sensational sale tactics worked well
in print, the more down-to-earth,
emotional retail pitches are tailormade for
radio.
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Moscow’s Mickey

'MOX Club

Broadcasters Split On
FCC Indecency Moves

‘Juvenile’ Humor Hit; Cable Double

Standard Decried

Radio management execu-
tives split evenly on the FCC’s
recent crackdown against “in-
decent” on-air programming,
according to a fax poll con-
ducted in last week’s issue of
R&R HOTFAX.

A number of illuminating and
forthright comments accom-
panied the faxed responses.
Representing the 50% who
agreed with the Commission’s
proposed punitive actions
against KSJO/San Jose,

WFBQ/Indianapolis, and
WLUP/Chicago were state-
ments like these:

¢ “I think it’s time for broad-
casters to assume more respon-
sibility for keeping the airwaves
clean! Maybe this will do what
it’s intended to do and wake
some people up!”

* “It’s a shame that some air
personalities have such a lack
of talent that they think they
need to sink to such juvenile
levels of humor.”
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The Anti-FCC Viewpoint

The half of the respondents
disagreeing with the FCC’s
moves covered an interesting
range of opinion, represented
by the following pair of ex-
amples:

e “If people don’t want to
hear racy radio . . . the ratings
and revenue should determine
that, not the government.”

» I disagree with the jocks’
selection of ‘taste’ in their bits,
but it is no worse than some of
the crap on cable TV. FCC:
Why are there double stand-
ards?”

On The Fence

A few respondents who back-
ed the FCC felt the fines re-
quested were excessive. And
one manager summed up, pre-
sumably, the sentimerts of a lot
of radio people by saying: “In
general I don’t want the govern-
ment interfering with freé
speech, but what dickhead lets
his people talk like that on the
air? b2}

KMOX/St. Louis and Radlo Moscow’s monthly radio cultural ex-
change enlisted Disney World's main mouse Mickey when the
Soviet service broadcast live from the radio facilties at the Disney-
MGM Studios Theme Park. Pictured in front are (I-r) Walt Disney At-
tractions President Dick Nunis and Radio Moscow’s Sergey
Goryachov, with Moscow grocery clerk Olga Vigon, the program’s
guest, getting acquainted with Mickey, and KMOX’s Mary Phelan at
center stage.

Crusham GM At WWSW

WGFX/Nashville GM Mi-
chael Crusham has been named
GM of Shamrock Gold outlets
WWSW-AM & FM/Pittsburgh
effective Monday (9/18). Sham-
rock VP and interim WWSW-
AM & FM GM Diane Sutter re-
turns to co-owned WTVQ-TV/
Lexington, KY as GM.

Brewer, Holt Upped

WHAT KLOS DID ON ITS

SOMMERS VACATION Carol Holt

Dave Brewer -
The Pollack Media Group has Operations Director Carol Holt

KLOSI/L.A. Pres./GM Bill Sommers, in a
brutally candid interview, discusses his

According to Shamrock
President Bill Clark, ‘“Diane

upped two of its key executives.
VP/Programming Dave

is now VP/Operations.
Pollack Chairman/CEO Jeff

station’s PD-less status and describes Michael Crusham CRUSHAM/See Page 63  Brewer hasbecome Sr. VP, and Pollack told R&R, “Dave’s
what happens when the “big dogs eat.” tremendous contribution to Pol-
Page 92 ; : lack Media in his six years with

g Putting Radio Formats On The Map the company has been immeas-

urable. His experience and ex-
cellent judgment are a benefit

MUEIC ey Malnst to all our clients.
RULES TO WIN BY ’"‘J ﬂﬂ'; et Clsssica | “Carol’s vast experience in
; i : ; i Fall
Measuring and predicting human behavior — S el national programming and syn-

is an endlessly complex subject, but
John Parlkhal offers four simple rules
that make it a lot easier for stations to
strategize.
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dication companies has made
her an invaluable addition to
our staff in the last year. Her
versatility in overseeing the op-
erational side of Pollack Media
Group has enabled us to con-

5 tinue to grow into the world’s
g largest media advisory firm.”
FINGERPRINT PART I: | B e poning Fonack,
ARBITRON’S PREFERENCE A Possible radi & | homa City. Holt served as Di
PROFILE ; ¢ ossible radio - rector/Operations for the syndi-
o g : i i
Arbitron’s Radio Fingerprint service L ?é jc:igi?gﬁlg?laﬁdl;’sryeﬁ l;ar?:le
gives you the radio equivalent of brand )

name awareness, according to Rhody
Bosley.
Page 72

Newsstand Price $5.00

If the welter of radio format jargon seems confusing at times, Strategic Radio Research’s format chart
can help. Color codes and location help you figure out the format relationships. For the whole story, see
Strategic President Kurt Hanson's full-color, full-sized version on Page 22.

ously she was VP/Special Pro-
gramming Division at Drake-
Chenault and GSM at ABC Wa-
termark.
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Congratulations to

KMELFM

San Francisco

This year we honor KMEL-FM,
San Francisco, as our 1988-1989
Samurai Strategist. This special award
is given to just one station each year
that has achieved outstanding success
through strategic marketing in a com-
petitive environment involving
unusually difficult challenge.

KMEL-FM has repeatedly fended
off assaults by numerous stations, to
remain the dominant contemporary
radio station in this extremely com-
petitive market. Vice President and
General Manager Paulette Williams
and Program Director Keith Naftaly
have taken KMEL-FM from one of the
lower rated stations in San Francisco to
thetop. . .and they have kept it there.

Congratulations to KMEL-FM on its
outstanding achievements, and also to
each of this year’s Master Class
Strategists, each of whom has achieved
significant success as a result of their
superior strategic marketing abilities.

Paulette Williams
Vice President/General Manager
KMEL-FM, San Francisco

Keith Naftaly
Program Director
KMEL-FM, San Francisco

MASTER CLASS
STRATEGISTS 1988-89

KITT-FM, Shreveport
KFSO-FM, Fresno
KHOP-FM, Modesto
KILT-FM, Houston
KJJY-FM, Des Moines
KKLS-AM & KKMK-FM,
Rapid City
KUUL-FM, Davenport
KYBB-FM, Stockton
KXKL-FM, Denver
WBUF-FM, Buffalo
WCKG-FM, Chicago
WHQT-FM, Miami
WIOD-AM & WGTR-FM,
Miami
WKCI-FM, New Haven
WUSA-FM, Tampa
WVAZ-FM, Chicago
WWSW-FM, Pittsburgh

In almost every field, there is a company that has earned a reputation as the leader.

The Research Group

Radio’s Strategic Research Team

METROPOLITAN PARK, SUITE 1200, 1100 OLIVE WAY « SEATTLE, WA 98101 « (206) 624-3888
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Wexler Set As President
Of Waldron Broadcasting

New Broadcast Group Seeks Stations

Longtime WPEN & WMGK/
Philadelphia VP/GM Larry Wex-
ler has been recruited as Presi-
dent/COO of the new Waldron
Broadcasting group. He will report
to Chairman H. Patrick Swygert.

Waldron currently owns no sta-
tions, but is seeking to purchase
KBFM/McAllen-Brownsville, TX;
KVKI-AM & FM/Shreveport; and
WMGR & WJAD/Albany, GA. The
company says it is hoping to ac-
quire five stations in four addi-
tional markets.
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Schweitzer
VP/GM At KCWV

Jon Schweitzer, GSM at WKTI/
Milwaukee for the past three
years, will become VP/GM at NAC
KCWV/Kansas City once the sta-
tion’s transfer to WTMJ, Inc. from
Wodlinger Broadcasting receives
final FCC approval (expected in
mid-October).

WTMJ, Inc. President Steve
Smith told R&R, ‘“Jon Schweitzer
has earned this assignment. He has
led the WKTI sales group to record
revenues in each year of his super-
vision. We anticipate Jon will con-
tinue his successes in building the
audiences and the revenues of
KCWv.”

When asked about the possibility
of a format change at KCWV,
Smith added, ‘“We’re not getting in
there until mid-October, so I can’t
speculate. We're researching ev-
ery possibility. Whatever the for-
mat, Jon will be able to execute it
and make it a winner.”

Schweitzer said, “This is a great
opportunity, not only for me and
my family but for our company.
Kansas City is a fantastic market
for us to enter and I look forward to
the challenge. There are a lot of
similarities in size and overall
makeup between Kansas City and

SCHWEITZER/See Page 64
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Shannon
Programs

KMGC

KMGC/Dallas MD Gary Shan-
non has been promoted to PD. He
replaces Bob Delancey, who is now
midday personality/Asst. PD.

KMGC VP/GM Reoss Reagan
told R&R, “‘Gary was the ideal can-
didate for this job. As the MD, he’s
been the architect of our unique
‘Light Rock, Lite Jazz’ music mix.
He’s contributed a lot to the station.
He will continue to develop and
promote the morning show. Gary
will work closely with an aggres-
sive two-person promotion depart-
ment, because it’s important for us
to increase the station’s visibility.

“It appears that our unique posi-
tioning is paying off,” Reagan add-
ed. “The trends are up and the for-
mat has met the objectives we've
set for it. There’s no question we're
staying with it. Approximately 25%
of (crosstown NAC) KOAI's audi-
ence listens to us. The stations
sound entirely different. We’re con-
temporary light jazz, compared to

SHANNON/See Page 64

“Waldron Broadcasting con-
ducted a national search for the
right person to launch and lead our
new company to becoming a suc-
cessful multistation group owner,”
said Swygert. “We’ve observed the
consistent success of WPEN &
WMGK under the leadership of
Larry, right here in Philadelphia,
for almost 20 years. We're
delighted that he is as excited as
we are about our new venture,”

Noted Wexler, “This is a career-
long dream for me, a dream that
every radio GM wishes will come
true. As President of Waldron I'll
have an opportunity to apply my
experience with two stations in one
market to as many as ten stations
in seven markets. And having a
substantial piece of the action
won’t hurt my incentive to be suc-
cess!

Regina Goodwin Henry, wife of
group owner Ragan Henry, will be
an investor in Waldron but will not
serve as an officer, director, or in
any other official capacity in the
company.

Wexler joined WPEN & WMGK
in 1970 as GSM. He was promoted
to GM six months later. He previ-
ously served in public relations
capacities at New York stations
WMCA and WCBS.

e e e e ]

Layne Director/
Sales For
R&R Nashville

Vicki Layne

Vicki Layne, Media Supervisor
for Record Bar’s in-house ad agen-
cy, AdVentures, will join R&R/
Nashville as Director/Sales Octo-
ber 1. She replaces Bob Heatherly,
who left last month to co-direct the
new Atlantic/Nashville promotion
team.

R&R Sr. VP/Sales Bill Clark
said, “We're excited about the en-
ergy and enthusiasm Vicki brings
to the job. Her past experiences in
working with all the labels and with
radio stations are extremely valua-
ble, and enable us to sustain the
momentum Nashville Bureau
Chief Lon Helton and Bob Heather-
ly have built. Vicki’s fresh perspec-
tive will certainly add a lot of ex-
citement to our Nashville opera-
tions as we continue to look for new
and better ways to serve the needs
of our advertisers and make R&R
an integral part of the Nashville
music community.”

Layne commented, “R&R is one
of the most valuable resources and
marketing tools I have used during
my years at Record Bar. I’m proud
to join the team of the most dynam-
ic and respected publication in our

LAYNE/See Page 64

é:‘,eve Huntington
Huntington Now
Wave Net's PD

Completing an unusual three-
player swap, SMN has appointed
former KIFM/San Diego PD Steve
Huntington PD of its Wave Net-
work. He succeeds Lee Roy Han-
sen, who joined NAC WNUA/Chi-
cago as PD; Hansen replaced Bob
0’Connor, who returned to KIFM
as VP/Programming.

Huntington told R&R, “I'm get-
ting a crash course in what makes
this place tick. It’s tons of fun, and
the people are great. The Wave
Network is in good shape, but I be-
lieve it’s going to get better. I'm go-

HUNTlNGTON/See Page 64

SR

Bouvard VP
At Coleman
Research

Former Arbitron Southwestern
Regional Manager Pierre Bouvard
has joired Coleman Research as
VP/GM. where he will report to
President Jon Coleman.

‘“Pierre is one of the brightest re-
search people in radio and is very
well respected by all
broadcasters,” noted Coleman.
“We are excited that he will be
joining Coleman Research and feel
confident he will add a great deal to
the company.”

Bouvard joined Arbitron in 1982
as a client service rep, and was
promoted to his current position
last year.

“I am truly excited about the op-
portunity with Coleman Re-
search,” said Bouvard. “This is
one of the two top research com-
panies in our business and is recog-
nized by broadcasters as a leader.”

BOUVARD/See Page 63

Romano Earns
Mercury VP
Stripes

Mercury Records National Di-
rector/CHR Promotion Brenda
Romano has been upped to VP/
CHR Promotion at the New York-
based label. Her responsibilities in-
clude monitoring the field promo-
tion staff and overseeing radio, tip-
sheets, and trades.

Mercury Sr. VP/Promotion Dav-
id Leach told R&R, ‘I take great
pride in annnouncing this promo-
tion, because Brenda has come so
far in such a short period of time.
She’s proven to be an aggressive
and successful promotion person in
all formats. Her number one
strength is her ability to lead and
direct our field staff; we’ve added
many young promotion people to
our company, and Brenda has
shown that she can mold them into
a strong and formidable team.

ROMANOQ/See Page 63
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DOUBLE DECKER BUST

Double-well tape decks are now owned by a
majority of active music consumers, and
many of those deck owners are duping the
tapes they buy. Mike Shalett presents a
detailed breakout on the new trends in
taping.
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EXPAND YOUR HORIZONS WITH IDB

Large or small. Domestic or international. Add impact
to any format via satellite with IDB Communications
Group. IDB's full range of transmission services are
available to satisfy the simplest or the most demanding
broadcast requirements.

A new service offering that will
provide you with a cost-effective
means of distributing radio program-
ming to increase your offerings or
even build your own network. Coupled

with downlink hardware that’s affordably priced atarcund

pand your broadcast possibilities like never before.
IDB has now added Tokyo and =

way cities for two-way Interna- it

tional Digital Audio Transmissions

dramatically reduce costs, while Rt

improving the quality and ease of international audio

$500, this C-band transmission service from |DB will ex-
Sydney to its growing list of gate-

(IDAT). I1DB’s IDAT capabilities o
transmissions. Other international gateway cities include

Moscow, London, Paris, Bern, Frankfurt, Los Angeles,
New York and Washington D.C..

As the West Coast contract earth station for Digital
Audio Transmission Service (DATS) on SATCOM 1R,
IDB offers full-time and occasional distribution to the
SATCOM 1R universe of over5,000 radio stations through-
out the US.

IDB’s Sports Satellite Interconnect (SSI) is the nation’s
largest network of transmit/receive earth stations. 1DB
currently offers complete connectivity for coverage of
most professional and college sports, news, concerts as
well as many other special events.

Coupled with the largest fleet of transportable and fly-
away earth stations, IDB’s extensive facilities make any-
place in the world accessible to US and foreign broad-
casters.

Make the connection with IDB!

A
Ldb 4 IDB COMMUNICATIONS
GROUP INC.

Visit us at Radio '89 - Booth 0831
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Jeffrey Naumann

Lori Teitler

Naumann Heads New
Virgin Rock 40 Dept.

Teitler Takes Over Coliege Promo

Virgin National Director/Album
Promotion Jeffrey Naumann has
taken on the additional responsibil-
ities of heading a new Rock 40 de-
partment at the West Coast-based
label. His new title is National Pro-
motion Director Album Radio/
Rock 40.

Concurrently, the label has ap-
pointed Lori Teitler National Col-
lege Promotion Manager, station-
ed in New York. She replaces Todd
Bisson, who joined Columbia.

In his new position Naumann will
concentrate promotional efforts on
the Rock 40 format, working close-
ly with musically aggressive rock
stations throughout the country
while continuing to oversee the al-
bum promotion department.

Virgin Sr. VP/Promotion & Mar-
keting Phil Quartararo com-
mented, “Jeffrey has been with
Virgin from the beginning and his
talent is far greater than working
exclusively with AOR radio. We
have the first fulltime national
crossover position with Iris Dillon,
and we feel we should have the first
national person with the Rock 40
format as well.”

Regarding Teitler, Quartararo
said, “Lori is someone we believe
has great potential. Her affection
for the music and Virgin will be the
springboard for breaking many
new artists in the alternative
arena.”

Naumann told R&R, ‘““The Rock
40 format is one that people don’t
quite understand yet, particularly
in regard to the most effective way
to promote Rock 40 PDs. It’s not
mainstream CHR and it’s not
AOR, but it is the most exciting
thing to happen to rock-oriented ra-
dio since the introduction of the
‘Rock of the 80s’ format. It’s going
to be a lot easier and quicker to
break rock acts with this new for-
mat.”

Teitler said, ‘“The artists on this
label are brilliant. I can’t wait to
get out on the road and deliver this
music to college radio.”

Prior to joining Virgin, Nau-
mann was National Album Manag-
er West at RCA for 11 years. This is
Teitler’s first promotion job; she
served as an intern for the label be-
fore graduating from Syracuse Un-
iversity.

Fast Hooks.
NoShags.

Introducing radio’s first 72-hour auditorium test hook service.
Our perfectly identical, quality hooks insure consistency of results
test after test. Orders faxed to us by 9 a.m. are Fed-Ex'd to you
three days later. If you aren’t totally satisfied, we’ll send your refund

even fasler.

Call 1-214-350-7249 and
ask for our introductory price of
$.90 per hook on a $400 min-
imum order. Hooks Unlimited—
because hooks should test your
music, not your patience.

See us at the Radioware Booth #3335,

5

3701 W. NW Hwy, Ste. 169B, Dallas, TX 75220. Fax (214) 350-7253
cenun2] Provides Hit Discs To Hooks Unlimited.

WXTZ Eases Over To AC Approach

WIRE Drops Country For B/EZ

Last Tuesday (9/5) at 6pm,
WXTZ/Indianapolis segued from
Easy Listening to AC, becoming
“Magic 103.3.” It's now airing hits
of the '60s, "70s, and ’80s, and play-
ing 14 current AC songs. Mean-
while, sister WIRE switched from
Country to Easy Listening. Call let-
ters for both stations remain the
same.

WIRE & WXTZ VP/GM Ken
Brown commented, ‘“Magic 103.3
will be competitive in the AC
arena, With the long heritage of
WIRE as one of the city’s oldest
AM stations and the state’s first
AM stereo station, it will be a per-
fect place to continue to serve lis-
teners looking for true Easy Listen-
ing music.”

Combo OM Randy Harris told
R&R, “We saw an opening in the
market for an oldies-based AC.
We'll go between (Gold) WKLR
and (AC) WENS. We believe
WENS is more like an old-fash-
ioned Top 40 station in its intensity
level. Our research showed a niche
for an oldies-based, music-inten-
sive station. We're being consulted
by McVay Media. We haven't
blown anybody out or added any-

body — we’ve just shuffled some of
our personalities.”

Harris continued, “The reaction
has been very good. The median
age for the format is 34, and we've
had some great comments from
people in that area. The people ob-
jecting to our switch on FM can be

According to Harris, a major tel-
evision/outdoor campaign will
start for WXTZ next Monday
(9/18).

WXTZ placed eighth 12+ in both
the spring Arbitron (6.4) and Birch
(4.4). WIRE finished 12th in Ar-
bitron (1.5) and tied for 13th in
Birch (1.2).

O LT GLEY

KOLA Drops Dance Stance For AC

KOLA/Riverside has dropped its
Dance/CHR slant in favor of Con-
cept Productions’ AC format. The
station is now using the slogan line
“Classic Soft Hits.” No on-air staf-
fers were affected by the format
change.

KOLA PD Mike Allen told R&R,
“We came up with a bad book and
wanted to figure out what the prob-
lem was. According to Arbitron,
we lost our numbers to Pirate Ra-
dio (KQLZ/Los Angeles). That
doesn’t make any sense to me, be-
cause our stations weren’t close in
terms of format.*’

Allen continued, “KPWR/Los
Angeles, KMEL/San Francisco,
and KQHT/San Jose all do well,

and we tried to model ourselves af-
ter them. We thought we could
carve out a niche. Evidently some-
where along the way we dropped
the ball, but I thought we sounded
pretty good. This AC format might
be easier for our salespeople to
sell.”

According to Allen, fallout result-
ing from the format flip came prin-
cipally from teens. “The initial
reaction was shock, but those calls
have now come to an end. We've
received some good support from
adult demos.”

KOLA tied for 13th (12+) in the
spring Birch (2.1) and placed 15th
in Arbitron (1.8).

Poughke

Madison « WFON/KFIZ Fond Du

We'd like to fl
you in touch witl
let's talk!

Program. If you see any
convention, ask them about it

WSUN/WYNF Tampa « WRXLAWENL Rfc/zmony
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Burlington-KMGC Dallas+ WMAZ Macon-WsNX: h
Musfnefon KRBE Houston+WHTQ Orlando«\WHCT—

KCX Boise « WGY Albany « WYAV Myrtle Beach - WOBA Miami «
City - KMJUKRZN Denver - KHLA/KLCL Lake Charles - WGSM Long
ste « WMXP Pitzsburgh - WHBY/WAPL Appleton « WMA
Johannesburg, SA - WGEE/WIXX Green Bay

Lac+ WSAR Fall River « WTRC Elkhart «
WPTF/WQDR Ralejgh « WKZL Winston-Salem +

Finally, a video sales development program designed for everyone
on your staff with so much flexibility that you can use it the way you
want to use it, when you want to use it

{f.you have heard or worked with Norm Goldsmith, you'll expect
the best. [f you haven't, the best is yet to come %

1t's proven. It's producing. It's profitable.

NNEE - KTLAWTR

ve you more information or a demo tape and put
broadcasters who are using the program today

Some of the best stations in the business
profit from Norm Goldsmith’s Sales Development
of their managers at the
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Colurnbus - WHEN/WRHP Syracuse « WYEZ South\, e - L e

Bend + WICC Bridgeport - WRKN / WKMO Rockford +5,—— WRQIHTL- GATWHE e TR
RCEX Kansas City - WCHV / WWWV Charlotzesville - Rx—— " ypg. - mpads - T RRRE PR
WLWI Moncgomery - K101 San Francisco - WRMX Nasifi -0 BHEE (R SV xS
KSAL / KYEZ Salina - WCKZ Charlorze + KHYL / KAHI S SR [aSLD & qag S
Sacramento - WXTU Philadelphia + WIL St. Louis « WWVA ™~ — gaon vl — S

Wheeling « KSSN Lirtle Rock - KDAY Los Angeles « KING Seam\'g\*_-\ 3 o RS-

WWLI Providence « CKLC Kingston, Ontario « KXLK Wichita+KL'] AT R t
Houston - WNAW/WMNB No. Adams « WALK Long island - WOSHERS—— — SN ==
Chartanooga « WMX] Ft. Lauderdale « WGH Nogfolk « KLUC/KRSR £+ s - cpaat
WNBF/WHWK Binghamton - KOEL Oelwein« WNBC NYC+ KLUV Dalltion  — gy T
KXTP/WAKX Duluth - WNIC Detroit - KRPM Seattle + WSS / WTQR Winstomsme - LS —
Salern « WOGL Philadelphia - WZEZ Nashville - KHAT Lincoln « WSNE Provi, lrrtce s e FL/K ZSN
Wichita - WOFX Cincinnati « WRXK FY, Myers - WWMG Charlotte - WSBA/WARM &riind Rapids

KWSS San jose - WYRK Buffa
Island « WHEB Puortsmouth « WEOK/WPDH
Y/WNNS Spri
* WCKY/WWEZ Cincinnati « KELO Siowx Falls « WCVU Fr. My
WGIR Manchester - WCR] jacksonville - KNST/KROQ Tucson » KSO/KGGO Des Moines - WSHE/WSRF Miami -
KISW Seartle - WOWW Pensacola - WZZU Ralejgh - WMFX Columbia « K
CGincinnati - WYSY Aurora - KSKS/KVLT Tulsq - WSVA/WQPO Harrisonburg - WMAG High Point « WINT
Tallahassee - WFTC/WRNS Kinston « WBBG Youngstown « KZVE San Antonio « WARM/WMGS Scranton - WTSO
WZFX Fayetteville - WWKZ Tupelo -

TpganS
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LBifialo - KFKF Kansas
eld - RADIO 702

NORM GOLDSMITH'S

SALES DEVELOPMENT PROGRAM
 Radio Marketing Concepts, Inc.
j P.0. Box 800497

S Dallas, Texas 75380-0497

214/490-3311
800/325-5657
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Root Takes Minor Hit On Gun
Charge; Firm Files Bankruptcy

Washington communications attorney Thomas Root
was fined $100 Tuesday (9/12) after pleading no contest in
a Virginia court to a charge of possessing an unregistered

machine gun.

The fine is the latest legal woe
for Root, whose involvement with
Georgia radio investment firm
Sonrise Management Services has
prompted several state and federal
investigations.

Root’s plea on the gun charge
came just days after he filed to re-
organize his law firm under Chap-
ter 11 of the federal bankruptcy
code.

Slap On The Wrist

Russell Wells, one of at least
three attorneys currently handling
Root’s legal problems, appeared in
Prince William County District
Court in Manassas, VA on Tuesday
(9/12) to enter the plea and pay the
fine on his client’s behalf, following
an agreement worked out with
prosecutors. The maximum penal-
ty on the misdemeanor charge is a
$500 fine.

Prosecutors have asked the
court to order Root to forfeit the
silencer-equipped machine gun,
which is currently in the hands of
the Virginia State Police. That
issue has not been decided.

The charge stemmed from an
April 24 raid by state and federal
agents on a hangar leased by Root
at an airport in Manassas, VA.
That raid netted 28 firearms, in-

A

““Mr. Root’s firm is in
bankruptcy to try to
reorganize its
operations and keep
its law practice going
in the face of the
Sonrise (Management)

problem.’’
—Dwight Meier

cluding the unregistered Mac-11
machine gun. Investigators said in
an affidavit that they were looking
for evidence that Root was engag-
ed in drug smuggling.
Commonwealth’s attorney Paul
Ebert said no further charges re-
lating to the hangar raid are pend-
ing or imminent. However, Ebert
declined to comment on whether
Root is still under investigation.

Mystery Deadbeat
Forces Bankruptcy
In a prepared statement, Root
said his firm’s August 29 bankrupt-
¢y filing was needed to allow the
business to “recover . . . from the

e T

FCC Calls For Crackdown
On Radio Drug Use

Remarks Made During WHYI License Challenge Arguments

In the wake of President Bush’s declaration of war on
drugs, a senior FCC staffer has issued his own call to
arms, urging the Commission to crack down on drug use

by radio station employees.

“We have a new regime here at
the Commission and I would hope
they will take a less (liberal) at-
titude towards drug use at music
stations,” said FCC Review Board
member Norman Blumenthal.

Blumenthal added that he has a
“suspicion” drug use is more wide-
spread among radio station em-
ployees than actions at the Com-
mission would indicate.

Those remarks came during oral
arguments in Southeast Florida
Broadcasting’s challenge to the li-
cense of Metroplex Communica-
tions’ WHYI/Ft. Lauderdale. The
challenge was rejected by an ad-
ministrative law judge and is now
before the Review Board.

Southeast Florida based its case,
in part, on allegations that mem-
bers of the WHYI programming
staff reported paper adds as a
favor to friends in the record indus-
try who had supplied them with co-
caine at social gatherings.

During the proceeding Blumen-
thal pointed out that the Mass Me-
dia Bureau did not seek further tes-
timony from the record promoters

‘“We have a new
regime here at the
Commission and |
would hope they will
take a less (liberal)
attitude towards drug

use at music stations.”’
—Norman Blumenthal

who admitted supplying drugs at
the parties attended by WHY]T per-
sonnel.

Matter Not Urgent

Members of the FCC and Com-
mission staffers downplayed Blu-
menthal’s remarks. Commissioner
James Quello said he does not see
drug abuse at radio stations as “an
urgent matter” for the Commis-
sion. However, he added, it’s some-
thing station owners and managers
must guard against.

failure of an entity to honor its con-
tractual obligation to pay the legal
fees of many of the FM radio appli-
cant clients.”

The statement also cited the rev-
enue lost as a result of Root’s plane
crash as a factor in the bankrupt-
cy.

Root, who could not be reached
for comment, has refused to iden-
tify the “entity”’ mentioned in the
statement. However, his bankrupt-
¢y attorney indicated that Sonrise
Management did in fact prompt
Root’s current financial difficul-
ties.

“Mr. Root’s firm is in bankrupt-
cy to try to reorganize its opera-
tions and keep its law practice go-
ing in the face of the Sonrise prob-
lem,” said Dwight Meier.

Sonrise is currently under inves-
tigation by securities officials in
North Carolina and Georgia, who
want to know if the firm misled in-
vestors who pumped an estimated
$16 million into groups formed to
pursue FCC permits to build FM
radio stations. Root represented
most of those investment groups
and has acknowledged receiving
some $1.64 million from Sonrise.

In the nearly two months since
he survived the crash into the At-
lantic of a small plane he was
piloting, Root and his firm have
been the target of at least four law-
suits, including a $584,000 malprac-
tice action filed by Sonrise. The law
firm has also been scrutinized by a
federal grand jury probing the pos-
sible forgery of a document filed at
the FICC on behalf of one of Root’s
clients.

A Look At The Books

According to the petition filed at
the US Bankruptcy Court for the
District of Columbia, Thomas L.
Root, P.C. has estimated assets of
$160,000. That figure, according to
the document, does not include an
estimated $250,000 reserve for un-
collectible receivables.

While the petition lists the firm’s
liabilities as $105,000, a review of
the attached list of 20 largest unse-
cured creditors indicates they are
owed a total of $121,844.26.

The law firm’s largest unsecured
creditor is Bexley Properties, Inc.
of the District, which is owed
$51,181.64. Among its other large
unsecured creditors are Sachs/
Freeman Associates, a Landover,
MD radio engineering firm owed
$15,000; and Root, who is owed

$8846.

The firm also owes an estimated
$30,000 to two unidentified secured
creditors. The filing also identified
some 326 contingent claimants —
parties that are either owed unde-
termined amounts or may be in a
position to make claims against the
firm. Entities that have filed or are
expected to file a lawsuit against a
party seeking bankruptcy protec-
tion are usually listed as contingent
claimants.

Among the contingent claimants
listed in the filing are Sonrise and
several of the Sonrise-created in-
vestment groups that have had
their applications dismissed.

W americanradiohistorv. com
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Noble, Emmis Deals Now Officlal

Stakelin’s Big Bankroll

pollo Radio Ltd. chief Bill Stakelin will be flashing a

big wad at dealmakers attending NAB’s Radio '89

— about $25 miillion in brand-new equity money
that may allow him to leverage up to a quarter-billion dollars
worth of radio properties.

"This sends a clear message that Apollo intends to be a major radio
player,” Stakelin told R&R. "It certainly enables us to play in major market
radio, where we want to be. We now have the money to play in any
arenas.”

The source of Apollo’s new-found wealth is highly credible: MH Equity
Corp., an arm of Manufacturers Hanover Corp., and Equitable Caplital
Management Corp., an affiliate of the Equitable Life Assurance Society.
In addition to their equity stakes, Manny Hanny and Equitable will become
primary lenders to Apollo.

Apollo was formed in January by Stakelin and several former Viacom
executives including ex-Chairman Terrence Elkes. The group recently pur-
chased KJRB & KEZE/Spokane. Stakelin says to expect announcements
soon about an $8.5 million Midwestern FM deal, and the purchase of two
South Carolina combos for $10.8 million.

Olympla, Long Duke It Out

he sudden cratering of Olympia Broadcasting’'s $7
million deal to buy the Jim Long Companies is cer-
tain to be a hot topic of discussion at Radio '89.

The deal, annnounced at last April's NAB convention and scheduled to
close by September 30, crashed Monday (9/11) after Long pulled out.
Both sides are now haggling over the fate of Olympia’s $500,000 escrow
deposit.

"Jim has taken the position that nothing we can do — short of getting a
court order — will result in the deal closing,” said Olympia VP Mitchell
Hymowitz.

"All | can tell you is that | got uncomfortable,” Long responded. “We've
got a settiement agreement that's going back and forth now.” Long says he
plans to entertain new offers for his Dallas-based production company.

Neither side will publicly discuss what queered the deal, but insiders
say Long hit the roof after discovering that Commonweath Broadcasting
was demanding $1 million to settle allegations that Olympia made financial
misrepresentations when it sold KMZQ/Las Vegas. Adding to the prob-
lems, Standard & Poor’s recently issued a scathing report on Olympia'’s fi-
nancial condition.

oble Broadcast Group has now made it official:

WKCI & WAVZ/New Haven and WBAB-AM & FM/

Long Island are for sale. First Boston bankers lan
Gilchrist and Michael Connelly are fielding offers.

Nobie CEO John Lynch hasn’t returned phone calls, but a statement
issued in his name said the company recently was approached with an un-
solicited $70 million offer for the properties. The statement also said: “No-
bie's management had concluded that it was not prepared to sell the entire
company, but would instead pursue other alternatives in order to reduce
our debt and better position ourselves for future growth.”

As expected, EmmIis Broadcasting says it plans to sell KXXX/San
Francisco and WJIB/Boston while pursuing its $76 million acquisition of
the Seattle Mariners baseball team. But in a surprise move it’s also putting
its very successful WLOL/Minneapolis-St. Paul on the block.

“We feel with the Mariners acquisition the time has come to narrow the
company’s focus,” said Emmis Chairman Jeff Smulyan. He added that the
company would use the proceeds to pare down longterm debt, and may
consider overseas media investments in England, France, and Japan.

In still another deal, Burns Media Consultants inc. of Los Angeles is
up for sale, and Peter Stromquist of the Montreux Companies is broker-
ing the company. George Burns plans to return to consulting on a fulltime
basis. The company’s music research products are well-known throughout
the industry.
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NOW,

WE ARE
UNISTHAR

UNISTAR .2 new corporation formed by
the merger of the companies of United
Stations Radio Networks, The Transtar
Radio Networks, and The Research Group,
firms that have led the way in both quality
and innovation in services to radio stations
over the past decade.

UNISTAR._ s the finest in 24-hour satellite
programming, news and information pro-
gramming from UNISTAR and CNN news,
perceptual market research and strategic
guidance through The Research Group,
major specials programming, and some of
the top-rated weekly shows in the radio
industry: "DICK CLARK'S ROCK ROLL &
REMEMBER," "SUPERGOLD," "SOLID
GOLD SATURDAY NIGHT," "RADIO
KANDY" AND "THE WEEKLY COUNTRY
MUSIC COUNTDOWN." All of these—and
the new UNISTAR products to be unveiled
in future months—are designed for one
thing: to make your radio station stronger.
Top quality service to radio stations is
UNISTAR's only business.

UNISTAR. . .Now prepared to help you
and your station make the most of profit
and growth opportunities into the next
decade and beyond.

UNISTAR COMMUNICATIONS GROUP, INC.

FOR INFORMATION CALL (212) 575-6100 OR (719) 576-262¢
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Hirsch, Sillerman Cutting Side
Deal With Group W

Disgruntied Bondholders Turn Up Heat; Deal’s Future Questioned

Broadcast entrepreneurs Carl Hirsch and Robert F.X.
Sillerman are warning Metropolitan Broadcasting bond-
holders of dire consequences if their proposed $385 million
merger of Legacy Broadcasting and Metropolitan with
Group W Radio fails. At the same time, the two are mov-

ing to firm up a side deal that would limit their financial

exposure.

About two weeks ago Hirsch pre-
dicted that a formal buyout offer
would be made to bondholders
within a week. But that offer ap-
parently has been placed on hold,
and neither Hirsch nor Sillerman
could say when it will be made.

“We’ve commenced conversa-
tions with several of the largest
bondholders,’”’ Sillerman said.
“We've not commenced a cash or
any sort of official exchange offer.
We're quite optimistic that the
transaction will go forward.”

Group W May Acquire

Legacy Option

According to a new filing with
the Securities and Exchange Com-
mission, Legacy is now negotiating

i e S

““In the event that the
bondholders do not
permit this transaction
to go forward, | really
would not want to
speculate what would
happen to Metropolitan

at that point.”’
—Carl Hirsch

a sa2cond deal that would give
Group W an option to acquire all
Legacy stations and a single Met-
ropolitan station in the event Met-

ropolitan’s bondholders reject the
merger.

“While it is contemplated that
Westinghouse will pay cash con-
sideration for the option, no
amount has yet been agreed to,”
Metropolitan states in its SEC fil-
ing. The proceeds from the sale of
any Metropolitan station would be
used to pay down bank debt.

Hirsch said that he and Siller-
man would assume an equity inter-
est in Group W Radio if the option is
exercised, but he declined to dis-
close the value of the transaction.

More Bondholder Lawsuits

The latest manuevers come in
the wake of mounting bondholder
opposition to the transaction. Two
new lawsuits aimed at blocking the
deal have been filed in Manhattan
courts. Sun Life Assurance Co. al-
leges in New York County Su-
preme Court that Sillerman,
Hirsch, Command Communica-
tions CEO Carl Brazell, and their
companies have defrauded cred-
itors by stripping assets from Met-

The Line Today?’

“The |ssuss = wil be  tackled
throigh  the peneral  sessions,
where people have an opponiunity
to listen to experts and opinions
and to comment,” said RTNDA VP
Robert Vaughn. "We are doing a
lot of roundtable discussions and
small groups, a very interactive
type of thing.”

Keeping in mind the "R” in
RTNDA, according to Vaughn,
there are sessions that will hold a

T
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' Why did George Beasley call Americom
to sell three radio stations?

S
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George Beasley

President

to Pbil Marella.

BEASLEY BROADCAST GROUP

Recent seller of stations in Evansville,
IN, Myrtle Beach, SC and Coastal
Carolina for $18.6 million cash

I called several different brokers and asked
each to select 3 to 6 clients to contact about
making an offer for part of my group of radio
stations. Americom immediately said Phil
Marella was the right buyer and showed me
why. We could have held out for a higher
price and I feel we could have gotten it but
Americom showed us their buyer could close.
Our purchase of KRTH in Los Angeles
depended on this sale closing

Americom brought us a strong cash offer and
demonstrated to our satisfaction why the
buyer was financially qualified to close
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Tom Gammon
Top - 100 Markets

Bill Steding
Top - 25 Markets.

AMERICOM

Dan Gammon
Northeast and Central

Dave Burrill
Western United States

Paul Leonard
Southeast

Radio’s New Breed of Professional Brokerage and Financing Specialists

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

wwwwv-americanradiohistorv.com

Ethics To Dominate
RTNDA Meeting

While the NAB is holed up in New Orleans, the RTNDA
is calfing Kansas City, MO home this week. The issue” this
year, according to members, is ethics. With many ethical di-
lemmas headlining the news lately, members at this year's
RTNDA convention will take a close lock at the hot topic
during a session focusing on “Journalism Ethics: Where's

radio news director's attention. The
agenda includes panets such as
“The Three R's: Radio, Riting and
Reporting,” on how to write for the
ear; and “The Odd Couple: Radio/
Televizion Partnarships.” which will
probe the possiblity of radio and
television newsrooms working
together by sharing reporters and
sound bites,

The RTNDA is counting on 1100
registrants, with officials expecting
350 to register on-site.

ropolitan last year and transfer-
ring them to Legacy and Com-
mand. A suit filed in New York
Federal Court by three Massachu-
setts institutional investment trusts
makes similar allegations. In early
August, a group of institutional in-
vestors headed by Steinhardt Part-
ners of New York filed suit and
asked that last year’s transactions
be rolled back.

None of the defendants have of-
ficially responded to the suits yet,
but Hirsch and Sillerman flatly
deny the charges and call the lit-
igation “specious.”

“In the event that the bond-
holders do not permit this transac-
tion to go forward, I really would
not want to speculate what would
happen to Metropolitan at that
point,” Hirsch told R&R Tuesday
(9/12) evening. He declined to com-
ment on the possibility of a bank-
ruptcy filing by highly leveraged
Metropolitan on grounds that it
would be “premature.”

“If we can settle the lawsuits,
fine. If we can’t, we’ll do what we
have to do,” Hirsch continued.

“There are some people who are
certainly reasonable to deal with,
and there are others that may not
be. That’s their choice. Everybody
has to live with the consequences of
their decisions.”

Among Metropolitan’s other dis-
closures in its SEC filing:

» Metropolitan ‘““‘continues to be
in default of certain covenants” re-
garding debt-cash flow ratios in its
loan agreement with Security Pa-
cific National Bank. The company
has requested waivers, but nego-
tiations are proceeding with bank
attorneys instead of loan officers
because of the bondholder litiga-
tion.

« Standard & Poor’s has slashed
its rating on Metropolitan’s bonds
from CCC-plus to CC: “S&P ex-
pressed extreme doubt that the
(company) would be able to meet
the September 30, 1989 interest
payment on the Senior Deben-
tures.”” S&P also questioned
whether the company could con-
tinue to meet its debt obligations if
the Group W sale falls through.

Debt

FIRST COMMUNICATIONS
CAPITAL

Over $120 Million in Financing |
Commitments Raised in 1988.

Senior Mezzanine Equity
Financing

Communications finance specialists with
expertise in raising and structuring
private capital for refinancings,
acquisitions and expansion.

Laurie-Jo Straty, Managing Partner
Amanda P. Sullivan, Vice President
(214) 651-1007
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| AND TOUCH
| YOUR
LISTENERS

Telemarketing
The ultimate cume builder...

e Q one-to-one personal contact

e guaranteed reach within your target demo
e separates your station from “the pack”

e more cost efficient than TV or billboards

CALL FOR A QUOTE TODAY
(303) 922-5600

= = Paragon Research

5§50 S. Wadsworth Bivd., Suite 407 Denver, CO 80226 (303) 922-5600 FAX (303) 922-1589
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Age and sex is certainly valuable information. Eut
if that's wh2"e your ratr g source steps measuring,
you'd better hold it. Like the pictures here, the ages
and sexes may be the same but vive la différence!

Differences i1 income, education, lifestyle, purchasing ‘ {

habits, likes and dislikes, pros and cons, the list goes
onand thev'~2 all impotant. ’
Only Brch/Scaroorough provides you with the

differences tat your seles staff can use to show the ﬂ

quality and quantity of the audience you have invested
your programming dollars to gain.

Because Birch gets i-s information right from the
horse’'s mouth. One on one. Person tc persan.
At BirctyScarsorough, we talk directlv to the people
your clients’ clients want to @lk to. Because that's the
only way to get reliable, in-depth information.
informatior that selis beyond cost per paint.

No two people are alike. The same is true of radio
ratings services. They say people are the same. We

|

say the difference is like nighttime and drive time.

1800 62 BIRCH < B ough

A VNU Marketing Information Services Company

wWWWo americanradiohistorv.com

See us in New Orleans
at NAB RADIO '89
September 13-16

at Booth #s 837, 839
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TRANSACTIONS

Ragan Henry Gambles
$13 Million In Atlantic City

Sage Broadcasting
Cashes Five Properties

WAYV/Atlantic City

PRICE: $13 million

BUYER: Eleven Chiefs inc., an invest-
ment group headed by Philadelphia
broadcast entrepreneur Ragan Henry.
He also owns interests in WDIA &
WHRK/Memphis; WXLE/Johnstown,
OH; WKSG/Mt. Clemens (Detroit), Mi;
WXTR/Washington; WWIN-AM & FM/
Baltimore; KDIA/Oakland; WCMC &
WZXL/Wildwood, NJ; WMXB/RIch-
mond; and WQOK/South Boston, VA.
He is in the process of buying WLOE &
WWMY/Eden, NC; WRAP & WOWI/
Norfolk-Portsmouth; KJOJ/Conroe,
TX; WRXJ & WCRJ/Jacksonvlile;
WAKR & WONE/Akron; KCCV/in-
dependence-Kansas City, MO;
WRAW & WRFY/Reading, PA;
WCOS-AM & FM/Columbia, SC; and
KGLF/Freeport, TX.

SELLER: Forrest Broadcasting Co.
Inc., owned by Robert and Grace For-
rest.

FREQUENCY: 95.1 MHz

POWER: 20 kw at 300 feet
FORMAT: AC

BROKER: Robert Mahiman of the
Mahiman Co.

Sage Broadcasting Stations
PRICE: $8,175,000

SELLER: Sage Broadcasting Corp., a
Stamford-based group operator head-
ed by Leonard Fassler and Geraid
Poch. The company also owns WGNE/
Daytona Beach; WBSM & WFHN/New
Bedford-Fall River, MA; WCDL &
WSGD/Scranton-Wilkes Barre;
WACO-AM & FM/Waco; and WRFB/
Stowe, VT. The company is also in the
process of buying WFOY & WUVU/St.
Augustine.

WLVH/Manchester, CT

PRICE: $925,000 for 60%

BUYER: Ello Broadcasting Corp.,
headed by Carlos Lopez.
FREQUENCY: 1230 kHz

POWER: 5 kw

FORMAT: Spanish

WTAX & WDBR/

Springfield, IL

PRICE: $4 million

BUYER: Lakeshore Communications
Corp., headed by Chairman Thomas
Bookey. He also owns WYNE/Kimber-
ley, Wl and WROE/Meenah-Menasha,
WL

FREQUENCY: 1240 kHz; 103.7 MHz
POWER: 1 kw day/250 watts night
FORMAT: AC; CHR

BROKER: Joe Sitrick of Blackburn &
Co.

TRANSACTIONS AT A GLANCE

September 15,1989 RaR+ 15

$1,869,701,521

Deals So Far In 1989:

Total Statlons Traded This Year: 912
This Week’s Action: $28,444,000
Total anﬁﬁns Traded This Week: 11

® Deal Of The Week:
® WAYV/Atlantic City $13 million

- @ Sage Brosdcasting Statlons $8 175,000 -
SWLVHManchester, CT $9265, 000 for 60%
SWTAX & WDBR/Springfieid, IL 4 milllon:
® KMNS & KSEZ[Sloux Chly $3.25 mislion ;
S KDGO & KBBY/Oxnard-Vaniura, CA $6.7 mion =
* WWPA & WYRS/Willlamsport-Jersey Shore, PA $490,000
® KFRSSomner, WA $75,000

KMNS & KSEZ/Sioux Clty
PRICE: $3.25 million

BUYER: Legend Communications, an
investment partnership headed by
James Wallace, Lawrence Patrick,
Stuart Carwlile, and John Quale. The
group also owns WBYO/Boyertown,
PA and recently announced plans to
purchase WSOM & WQXK/Salem-
Youngstown-Canton, OH.
FREQUENCY: 620 kHz; 97.9 MHz
POWER: 1 kw; 62 kw at 260 feet
FORMAT: Country; AOR

" California

KOGO & KBBY/
Oxnard-Ventura

PRICE: $6.7 million

TERMS: Cash

BUYER: A new corporation to be or-
ganized by George Duncan. He is the
President of Encore Communications
Assoclates of West Paim Beach. En-
core owns KVKI/Shreveport, KBFM/
McAllen-Brownsville, KHFl/Austin,
and KZOU-AM & FM/LIttle Rock.
SELLER: Ventura Broadcast Assocl
ates, a New York-based limited part-
nership whose principals include WIll-
am Sliverman, Marvin Dlamond, Rich-
ard Rodin, Jonathan Rosen, Marvin
Silverman, and Jack Woods.
FREQUENCY: 1590 kHz; 95.1 MHz
POWER: 5 kw; 28 kw at 315 feet
FORMAT: AC

BROKER: Elliot Evers and Charles
Glddens of Medla Venture Partners.

WWPA & WYRS/

Williamsport-Jersey Shore
PRICE: $490,000

BUYER: S&P Broadcasting Co., own-
ed by John Piccirillo and Ronald

Swanson. They also own WALY/Bell-
wood-Altoona, PA.

SELLER: Summit Enterprises Inc.,
headed by William Ott.
FREQUENCY: 1340 kHz; 97.7 MHz
POWER: 1 kw; 3 kw at 300 feet
FORMAT: AC

BROKER: Ray Rosenblum of Pitts-
burgh

Washington

KFRS/Somner

PRICE: $79,000

TERMS: Cash

BUYER: KRIZ Broadcasting inc., own-
ed by Christopher and Gloria Bennett
of Mercer Island, WA. They aiso own
KRIZ/Renton, WA and KBMS/Van-
couver, WA.

SELLER: Mark Waldron, bankruptcy
trustee for J3 Co. Inc.

FREQUENCY: 1560 kHz

POWER: 500 watts

FORMAT: AC

COMMENT: Plans were announced in
March 1989 to sell this station for
$79,000 to another group, but the
deal was not consummated.

- For The Record
Last issue, RER incomecty isted
~he sale price of KPOSPost, TX in
the ‘deal box as $200,000. The
cor[aetm‘whraﬂ 33% of the FM
P was $20,000. Last week's
year-to-date transaction fotal
ahould: have been reported as
$1,841,257,621. This week's
rangaction totals have been ad-

justed o correct the error.
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PROVIDING

THE BROADCAST
INDUSTRY WITH
BROKERAGE SERVICES
BASED STRICTLY ON

INTEGRITY,
DISCRETION
AND RESULIS

CHARLES E. GIDDENS
BRIAN E. COBB
703-827-2727

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION BROKERAGE

FINANCING - APPRAISALS

MEDIA VENTURE

PARTNERS

WASHINGTON, DC
ORLANDO
SAN FRANCISCO

NAB Suite 1906, New Orleans Hilton

appointments requested
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A Broadcasting Bankruptcy Primer

obody knows the troubles I've seen. Poor cash
flow, soft local economies, and increased compe-
tition are just one side of the coin. The other en-
compasses matters of fraud and poor lender risk manage-

ment.

How does broadcast bankruptcy
occur? Here’s one unfortunate but
common path: a broadcaster, anx-
ious to obtain financing, might cre-
ate aggressive projections. A
lender, anxious to lend, might label
them reasonable. If actual cash
flow turns out to be less than the
debt service, both are in trouble.

It’s a given that most broadcast
financing documents practically
put the broadcaster/borrower in
default before the ink is dry; it's al-
so a given that some operators are
crooks. And it should come as no
surprise that an increasing number
of broadcasters and lenders are
slugging it out in bankruptcy.

Legal Umbrellas

Essentially, bankruptcy is a
matter of federal law. Federal
bankruptcy court judges make
their decisions considering ‘‘the
best interests of the bankruptcy
estate” pursuant to Title 11 of the

Barry Skidelsky

US Code. This contains the two
most common business bankrupt-
cy legal umbrellas: Chapter 7,
which governs liquidations, and the
more commonly invoked Chapter
11, which governs reorganizations.

Liquidations involve the selling
off of all assets, followed by a wind-
ing up and dissolution of the debtor.

By Barry Skidelsky

Reorganizations provide debtors
with a fresh start, which may in-
clude payment reduction or other
restructuring, and even a dis-
charge of some debts. Certain
debts, such as withholding taxes,
aren’t dischargeable in bankrupt-

cy.

Each case begins with the filing
of a bankruptcy petition in court,
either by the debtor (“voluntary”)
or by his creditors (“involun-
tary”). Creditors may join forces
in a committee, and an interested
party may request that the court
appoint an examiner to investigate
the debtor’s affairs or a trustee to
control them.

Relevant matters are decided in
one consolidated forum, the bank-
ruptcy court. Here a debtor may
contest claims and even propose
‘his own plan for confirmation.

Advantages

A hallmark of bankruptcy law is
the so-called ‘“automatic stay,”
which generally prohibits the com-
mencement of, and suspends the
continuance of, litigation and ad-
ministrative agency action against

66

wonder”

Fact: As one of the early lenders to the communications industry,
BayBank works with some of the most dynamic broadcasters in the field.
Our specialists support the growth and development of solo operators
and major group owners with flexible, creative financing. Today, we're
ranked in the top 25% of financial organizations lending to the broadcast
industry. And that’s just one of the extensive range of corporate financial
services we offer. Now that you know, isn't it time you found out what we
can do for you? Call our Communications Lending Group at (617) 556-6506.

BayBank*

Member FDIC

h_man’l"and fraud.
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Confesslons Of A
_x_ Bankruptcy Trustee

Upcj‘! the requaatmd rammnmmm uf & secured
.-mem 1 was appointed {and continue 1o serve as) a bank-
- ruptey trustee for a radio station in Washington, DC. In this
mm&e a federal judge found that the principal of
the licensee, whom | replaced, mm&ﬂtrdmsmanaﬁe -

.matw and pald all the bils
mmm instead of serv-

. As of this wriling, both benieupt: - suming, and expensive — over the

: lnst nickel

mmm&hmﬂmm A
closing has baen scheduled, by
which the first secured creditor will
be paid off in full; and the sscond,
who has lo date received nearty
three years of (in effect} interest-
only paymants, will ba getting: far
more than expecied. | have bean
given soma indication that the staft
The .main lesson T've leamned:
bankruptcy ought o serve as an in- -
tion among all interested parties 1o.
promptly, - ambcably, and - fairly re-

hgwaﬁgmermom timg-con:

the debtor — regardless of actual
notice.

Thus eviction, repossession, and
foreclosure are prevented, and a
debtor may even suspend payment
to pre-petition unsecured creditors.
This can obviously help short-term
cash flow, buy time for improve-
ment, and create work-out lever-
age. After all, lenders don’t want to
operate stations, and a forced sale
doesn’t yield the best price.

Contract clauses that provide for
termination upon bankruptcy are
of no effect, and the same holds
true for most clauses which pro-
hibit the assignment of such con-
tracts. Although bankruptcy law
generally permits debtors to as-
sume or reject contracts, the can-
cellation of some contracts may
only be prevented if the debtor
cures all defaults and provides the
creditor with adequate protection,
such as periodic payments.

Plans may be proposed for court
confirmation by the debtor or other

interested parties. These plans
may incorporate one or more of the
following financial work-out
mechanisms: forgiveness, the re-
duction or other restructuring of
payments, extensions of time, mor-
atoriums of principal, and defer-
rals. Some plans even propose the
substitution of equity for debt.
Disadvantages
The broadcast debtor not only
suffers the economic costs of bank-
ruptey, but also the psychological
costs to station management and
staff. Additional disruption can
come from the station’s suppliers,
who may balk at making post-
petition deliveries of their products
Continued on Page 18

Israpam 15 mhmﬁn He can
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SlX GOOD REASONS TO
GHOOSE BLAGKBURN

CREATIVE FINANCING We have our own financing
experts with Blackburn Capital Markets. We get the
top price for your station and we can help structure
the best financing package. 4

STATION VALUE EXPERTISE We have been in the
market every day for the past 40 years. Nobody knows
station values like Blackburn & Company.

RESEARCH Blackbumn & Company
has purchased the exclusive rights to
“Radio Econometrics.
A We can give you a
' complete profile on
any station in any
Arbitron rated
market in minutes.

CONFIDENTIALITY We know that
rumors can hurt your station’s
value in the marketplace. We
pride ourselves on being able to
bring you the top price quickly
and quietly. Our confidential
approach lets you maximize your
station’s value . . . not waste your
time fighting rumors.

»”

BUYER/SELLER
MATCHING
We are specialists
in putting the best

buyers and sellers
together. We know the
buyers that are motivated
and qualified to close the
deal. Given our resources, we
can virtudlly guarantee the best
price. . . quickly and quietly.

BEST
RESULTS

Paul Kagan
Associates’
exclusive 1988
survey of
independent
brokers reports
that Blackbum &
Company is #1 in
total transactions and
dollar volume. A total

BLACKBURN@@)MPAN\/

{NCORPOKAT

Of 57 deals [otalling Media Bmku\@f.‘\ppm]sux Since 1947
536,000,001 In he pas WE BROKER BROADCASTING'S BEST
one thousand days we have

exceeded ONE BILLION

DOLLARS.

Washington + New York

(202) 3319270 (212) 8329191

Atlanta ¢+  Chicago + Beverly Hills

1 (404) B92-4655 (312) 346-6460 (213) 2748151

—mwW-amerteanradiohistorv-eom


www.americanradiohistory.com

18 ® R&R September 15,1989

RADIO BUSINESS

Finding Financial Angels

Where To Go For Broadcasting Bankrolls

obert Gaston is one of America’s top experts on
finding “‘angels,” wealthy private investors who
bankroll entrepreneurs when no one else will.

Gaston is the founder and Presi-
dent of the Knoxville-based Ap-
plied Economics Group Inc. About
five years ago he started research-
ing the dynamics of the informal
venture capital markets for the US
Small Business Administration.
His conclusions were recently de-
tailed in “Finding Private Venture
Capital For Your Firm,” published
by John Wiley & Sons.

He recently created the Seed
Capital Network, a nationwide
computerized clearinghouse de-
signed to match entrepreneurs
with private investors.

Gaston recently spoke with R&R
Washington Bureau Chief Pat
Clawson about how broadcasters
can tap the private market to raise
seed capital for their radio dreams.

R&R: What are business angels,
and how influential are they?

RG: If you're seeking less than
$2 million, professional venture
capitalists won’t even look at you.
The most productive source to tap
is business angels. That’s where
the money is; that’s where to make
the deals.

Angels are informal investors,
usually other businessmen. For the
most part they are not looking to
take over the entrepreneur’s busi-
ness. Their most distinguishing
characteristic is that business
angels make investments in small
firms directly, without any brokers
or intermediaries involved. The en-
trepreneur and the investor usually
meet face to face, and the transac-
tion is then made directly between
them.

We estimate that each year in
the US a pool of about 720,000
angels makes about 490,000 invest-
ments in 87,000 entrepreneurs.
About $56 billion of risk capital
changes hands, of which $32 billion
is equity and $24 billion appears as
loans or loan guarantees. Other
angels have told us they would in-
vest more but can’t find suitable
opportunities, so the entire capital
pool may total as much as $76 bil-
lion. By contrast, professional ven-
ture capitalists supply only $3 to $8
billion per year.

R&R: What types of people are
most likely to be angels?

RG: The vast majority are local
entrepreneurs who have succeeded
at their own businesses. They often
are not millionaires, although
they’re well on their way and earn
a very good income. They are mid-
dle-aged and successful. The most
likely sources within the business
community are people already in
the industry you are proposing to
enter.

You can pretty well forget about
engineers or other scientific profes-
sionals. They don't invest much
money because they don’t have
much.

Doctors and lawyers, while they
have money, also are small in-
vestors. While people often think
this is where the money is, mem-
bers of those professions make only
one out of ten investments.

R&R: What types of deals get
bankrolled with angel financing?

Robert Gaston

RG: Business angels tell us they
have great preference for start-up
and growth situations. Investors
tell us that they look at interesting
deals almost regardiess of what in-
dustry it is. What’s most crucial is
the quality of the deal and the
amount of money involved. Angels
are economically motivated. They
go into deals expecting about 25%
per year return on investment.

On the other hand, angels often
have what we call “hot buttons,” or
non-money motivations. Often they
know the entrepreneur, or they're
simply interested in the thrill of a
start-up situation. There are all
kinds of reasons why informal in-
vestors help entrepreneurs without
looking for enormously high rates
of return.

TSNS A
“There are all kinds

of reasons why informal
investors help
entrepreneurs without
looking for enormously
high rates of return.”’

XA R e v
On average, an individual angel
invests about once every 18
months. A typical angel invest-
ment runs about $45,000 to $50,000
in direct equity cash. Most often
that’s accompanied by another
$30,000 in loans or loan guarantees.
Entrepreneurs often end up with
three to four angels backing a deal.
It’s not big money by Wall Street
standards, but then again most en-
trepreneurs in start-up situations
can'’t effectively use big bucks.

Often the experience and know-
ledge an angel brings to the com-
pany as an adviser is just as, if not
more, important than the money
he invests.

R&R: What is the geographic
scope of most angel investments?

RG: Most angel deals are cut
very, very close to home — within
ten to 50 miles of where they live,
so they can keep an eye on things.

Fortunately, angels are located
everywhere around the country.
They’re not concentrated in the
major cities such as San Francisco
or Boston; you can find them in
Peoria or Wichita. They're all over
the place.

Our research indicates a typical
ratio is one angel for every 250
adults, so in a city of 250,000 adults
there are about 1000 angels.

R&R: What'’s the most likely an-

gel source for someone trying to
acquire funds to buy a radio station
or expand a broadcasting compa-
ny?

RG: Probably another media
person: other radio station owners
or former industry executives, or
professionals from other media
such as newspaper or TV station
owners. Anyone who may already
know something about what you
are proposing is a possibility. If you
approach someone who's already
familiar with the market or the in-
dustry you’ve got a big advantage.

R&R: Is there a particular type
of deal structure angels tend to
prefer?

RG: Each deal is really custom-
tailored, but most are made with
simple common stock exchange.
When you start getting more com-
plex than that you don’t find many
deals at all.

Very few angel investments are
made using complicated instru-
ments. Angels like to keep the
paperwork simple and straightfor-
ward. That’s good advice to any en-
trepreneur: make the proposal as
simple and easily understood as
possible.

R&R: What key points do angels
consider when evaluating a ven-
ture?

RG: Probably the quickest way
to turn an angel off is by being
unable to present a sufficiently
high rate of revenue growth over
the investment term. Angels are
paid primarily through capital
gains resulting from an increase in
the venture’s value. If you can’t
justify the rate of return they’re
looking for, that will kill the deal
quicker than anything else.

A lack of knowledge by the angel
with regard to the personality,
character, and behavior of the en-
trepreneur is the second-most
common deal-killer. Angels might
think, “I don’t know who this guy
is, and I don’t know anybody else
who does.” Getting that kind of in-
formation across is extremely dif-
ficult, and it’s not something you
can write out in a business plan.

R&R: What myths about angels
has your research shattered?

RG: One is that the very wealthy
are the ones who make the invest-
ments. Our research shows that en-
trepreneurs don’t have to look only
at Daddy Warbucks types. The real
money is with people who are not
yet millionaires.

We also found that angels aren’t
investing as much money as they’d
like. The majority want more deals
to consider. What this means to the
entrepreneur: you are doing angels
a favor by bringing deals to them.
You’re not bothering them; you
aren’t asking for a favor, you're
granting a favor.

R&R: How do entrepreneurs
connect with angels?

RG: It's almost like playing
blind man’s bluff where everybody
is blindfolded. People are really
groping around out there in the
dark, trying to bump into the right
people, whether investors or en-
trepreneurs.

Someone looking for an angel
first should look to friends and
business associates. Get the word

YoouwT americanradiohistorv . com

Private Investor
Preferences

® Start-up and growth companies
® Interesting situations, almost regardiess of

the industry

® Quality deals with adequate returns

out that you've got a deal and
you're looking for some equity
capital. The most common way an
angel learns about an investment
opportunity is through word of
mouth from mutual contacts.

If that isn’t fruitful, directly ap-
proach a well-known entrepreneur
in the local area without any in-
troduction by a third person. Send
him a letter, or call him. It doesn’t
always work, but you know what
the result is going to be if you don’t
make the contact.

There are a number of comput-
erized matchmaking services
around the country which are just
starting up. Often they are associ-
ated with a local university. Organ-
izations like my Seed Capital Net-
work are now just lighting a little
candle here and there in the dark-
ness, and hoping to turn the search-
lights on a little later.

Robert Gaston’s Seed Capitol
Network is located at 8905 Kingston
Pike, Suite 12, Knoxville, TN 37923;
(615) 573-4655.

Bankruptcy Primer

Continued from Page 16

and services. Companies that owe
the station money may balk at pay-
ing or simply not pay. And a bank-
rupt station’s competitors are
naturally inclined to paint the
bankruptcy as a death knell, in or-
der to divert advertising revenue.
Bankruptcy debtors also face
public disclosure of private finan-
cial and other confidential infor-
mation, as periodic financial and
other reports are routinely re-
quired. Moreover, the loss of con-
trol is a real possibility: advance
creditor or court consent may be
required in order to take certain
actions, or a trustee may be ap-
pointed to take over completely. In
any event, heightened scrutiny of
the station’s affairs is inevitable.
Of course, there can be fights
along the way over just about any-
thing — from the validity, secured

‘Bankruptcy:
‘The Up Side

Declaring bankruptcy isn't
‘necessarily the end of the
world — or your station, It
can sometimes help you see -
the light at the end of the
tunnel.
: Amﬂmahc stays, & hallmark of |
bankruptoy law:
s Prohiblt  commencement  of,
- ard suspend contineance of, lifiga-
= Bilow time for improvement, aid
shart-term cash flow, creste work-
out leverage
Plans proposed for court confir-
- mation may incorporate:

* Forgiveness
| ® Reduction or other restructur-
: ing of payments

* Time axiensons

= Moratoriums of principal

& Deferrais

* Substitution of equity for debt

status, or priority of claims to the
allowance of professional fees and
administrative expenses or the
confirmation of a plan. In addition,
guarantor liability may or may not
be affected by the bankruptcy of
the principal debtor.

FCC Law

Bankruptcy and FCC law work
together about as well as a fishon a
bicycle. To be fair, the law always
lags behind reality (just as ratings
do). And until recently there hasn’t
been much opportunity to develop
case law in this area, whether
judicial or administrative.

Perhaps the most well-known
FCC doctrine in the bankruptcy
context is the Second Thursday line
of cases, which dates back to 1970.
In essence, the doctrine that
emerged from these cases protects
innocent creditors of a bankrupt li-
censee by, for example, allowing
the termination of an FCC license
revocation proceeding (under cer-
tain circumstances) in order to
grant a pending assignment appli-
cation.

The 1966 FCC case Arthur A.
Cirilli upheld the proposition that in
a comparative renewal situation

(where an FCC licensee’s renewal
application is mutually exclusive
with a competing application), a
hearing is required between the
competitor and proposed assignees
(buyer) of the bankrupt station.

However, the law is unclear on
whether this gives rise to a choice
of renewal expectancy or avoid-
ance of qualifying issues. And it’s
silent regarding situations where
there’s no proposed assignee. This
is but one area of FCC practice
where a licensee can be indefinite-
ly consigned to the backburners.

Although there are a few other
relevant cases, numerous ques-
tions remain unresolved by law, in-
cluding those regarding the exclu-
sive and/or concurrent jurisdiction
between the bankruptcy court and
the FCC. It’s not clear whether a
bankruptcy court can override or
stay FCC action.
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A THREE-HOUR RADIO SPECIAL
EXCLUSIVELY FROM UNISTAR RADIO PROGRAMMING

I——>» This Fall, Paul McCartney is back in the U.S.A. and it’s sure to be one of the most exciting rock events of
the decade!

For the first time in thirteen years Paul McCartney will be touring again. And, for the first time ever, the former Beatle will
be performing music from throughout his amazing career.

o commemorate this spectacular occasion, Unistar Radio Programming will present a unique three-hour radio special.

THE PAUL McCARTNEY STORY is virtually narrated by Paul himself. Paul tells all . . . about the Beatles . . .
about Wings . . . about Linda and his family . . . with inside stories about his music.

Of course we'll be playing it all too . . . from Meet The Beatles o his latest album Flowers in the Dirt.

==

THE PAUL McCARTNEY STORY airs October 13-15th, shortly before the U.S. leg of his tour. It’s available on a
swap/ exchange basis to stations in the top 170 Arbitron rated metro markets. To reserve it for your market call 703-276-2900

UNISTAR

~rvr-arTeTicanradiohistorv-eem-— -
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Z-100 * NEW YORK
PIRATE RADIO - LOS ANGELES
Q-102 * PHILADELPHIA
98 ROCK * BALTIMORE
B-94 * PITTSBURGH
Q-104 * KANSAS CITY
WMIX * CHARLOTTE

Presenting the Rantel Cluster Analysis success stories for
Spring 1989. These stations used the most advanced perceptual
research tool in radio, Rantel Cluster Analysis, to help target their
programming strategies for maximum ratings impact.

Rantel Cluster Analysis is pure, actionable market
segmentation. For the biggest markets. The toughest markets.
Smaller Markets. Your market.

Want to join our list of successful radio stations?
Better hurry, we can do advanced research for only a few stations
at a time. If you're planning a strategic perceptual study in
the near future, call now and make a reservation for a Rantel
Cluster Analysis.

Rantel. A track record and experience in
advanced research that no one else can match.

|/

-lIll“

RANTEL
Advanced Perceptual Research

Laurel, Maryland - 301-490-8700

WV americanradiohistorv.com
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Winning The Numbers Game

Four Golden Rules For Measuring And Predicting Behavior

If you’ve scratched your head over ratings or puzzled
over a confusing research study, you have personal exper-
ience with the numbers game. And while there are lots of
complicated formulas for measuring and predicting
human behavior, most of them are fun at cocktail parties
but of little practical use. But don’t worry — four strate-
gies can help you come out on top.

The ones to remember are the
Pareto Principle (80/20 rule); the
Time Extender (2.4 rule); the Na-
tural Leader Ratio (Chinese pris-
oner of war rule); and the Good
News/Bad News ratio. Each is a
powerful tool you can use to im-
prove listening, recall, and sales.

The Pareto Principle

Pareto was a brilliant sociolo-
gist/economist who lived at the
turn of the century. He noticed that
at any given time, 80% of signifi-
cant items could be accounted for
by 20% of participants. In plain
English, this means that approxi-
mately 80% of all beer is consumed
by 20% of all people, 80% of all
books are bought by 20% of read-
ers, etc.

*“35% percent of
listeners account for
more than 60% of all
hours tuned.”’

The numbers can vary around
80/20 by quite a distance, but the
concept still provides useful guide-
lines. For example, in radio about
35% of listeners account for more
than 60% of all hours tuned.

If you’re in radio or records, find
your heavy users. Cater to them. If
you lose one of these people you
lose a disproportionate amount of
volume, so keep them happy.

The 80/20 rule even applies to
your office. If your office is slightly
messy, you'll find that approxi-

Winning
Rules

® Superserve heavy users

® Don’t make customers mad
@ Double your time estimates
@ Use leaders

mately 80% of all the items you use
most are closest to where you
work. The rest will be scattered
elsewhere. It’s almost an organic
filing system.

Time Extender

This is the rule which aggres-
sive, driving managers and pro-
gram directors violate so often
they find themselves in trouble. It
says that no matter how much time
you estimate to get a job done, it
will take 2.4 times longer.

Keep this in mind, especially
when it comes to promotion and
marketing projects. Then you'll
avoid the frantic call to design a
marketing or promotion campaign
three weeks before it’s due to hit
the air or the street.

No matter which end of the busi-
ness you're in, allow yourself 2.4
times as long to do something as
you think it will take. Then you’ll
do an excellent job.

Natural Leader Ratio
As I mentioned in an earlier col-
umn, during the Korean War the
Communist Chinese discovered
that one person in 20 is a natural
leader. That means 19 out of 20 peo-
ple are followers.

ENY
NATALIE “ALL MY CHILDR

*iN ASSOCIATION WITH ABC TELEVISION

FOR A DPEMO AND ALL THE DETAILS CALL JAMESON BROADCAST

‘‘Set your sights on the
leaders ... This is
especially important
when you’re working at
the leading edge.”’

Set your sights on the leaders.
When you do research, find out who
they are and which way they’re go-
ing What interests them? What
bores them?

This is especially important
when you're working at the leading
edge, whether it’s in new music,
fashion, trendy magazines, or art.
Leaders will point the way.

Exposing a panel of natural lead-
ers to music before the general
public hears it would make it possi-
ble to develop clearer criteria for
success and failure of new music.

Sometimes it’s easy to find lead-
ers because they run companies,
charities, or even the high school
dance. But not all leaders are
naturally visible. Find them and
follow them.

Good News/Bad News

This one is a cruncher. Simply
put, someone who has a good ex-
perience with a product, radio sta-
tion, or event will tell five people
about it. If someone has a bad ex-
perience, he’ll tell 20 people. That’s
a four-to-one ratio against you if
you generate negative reaction.

Make sure you don’t make peo-
ple mad at you. If they win prizes,
make it easy for them to pick the
prizes up. If they go to a station-
sponsored event, make sure it’s
classy and smooth. Be polite. If
you're in the record business and
someone has a quality problem
with one of your products, replace
it premptly. Give something extra.
Don’t argue.

WAAA-adReticalRtadiohistopiscom
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Spotting leaders used to be easy.

The Good

News/Bad
News Ratio

@ if someone has a good
experience with your product,
he’ll tell five people.

@ |f someone has a bad
experience with your product,
he’ll tell 20 people.

Most important of all, remember
that good news may travel fast but
bad news travels farther.

These rules can help you. Focus
on heavy users of your product,
give yourself sufficient time to get
a job done, look for leaders, and
don’t make customers mad.

No. 11 in a series.

| John Parikhal is CEO of Joint

‘ Communications meda strate-
gists, which consults 7C radio sta-
tions and 15 corporate clients. He

can be reached at (416) 593-

[ 1136.

Short Form Programming that
Gives You the Edge!

202-328-32823

Other Jameson Short-Form Features ®* HOME TIPS with Robb Weller and Jacklyn Zeman * PREVENTION HEALTH REPORT with Robert Osgood * THE MOTHER EARTH NEWS
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Charting Radio’s

ou’ve probably caught yourself doing this at least
a few times in your radio career: doodling on a
cocktail napkin, trying to figure out how many
formats exist and how they interrelate. First off, you know
Beautiful Music and Heavy Metal are the two extremes
with AC, CHR, AOR, Urban Contemporary, and Gold in

between.

So your first sketch looks some-
thing like this:

’w' AC 10

n SR

Cmm,

No, that’s not good enough. You
order another drink (because you
need another cocktail napkin) and
try again. Maybe you need two dif-
ferent axes: one for hard vs. soft
and the other for old vs. new. And
maybe a third for wide playlist vs.
tight playlist. Before you start con-
structing a decahedron out of
matchbook covers, check out the
diagram above.

The chart’s color scheme deline-
ates consumer/industry percep-
tions. The average listener per-
ceives only what’s shown in black
and white — in other words, that a
lot of different stations exist. Mean-
while, the colored ovals represent
definitions of interest only to those
of us in the-industry-

Kurt Hanson

Consider this analogy: When you
look at a rack of candy bars, you
see 50 different brands of candy.
But when a guy from the candy in-
dustry looks at it, he instantly sees
seven types of candy bars.

AC Appeal

Now back to the chart. Start in
the middle of the yellow oval with
Mainstream AC. To me, that will
always be WCLR/Chicago (circa
1980) under PDs Jack Kelly and
Dave Martin. Today it might be a
station-that ‘uses-a “Best of the

Lt A=A YETICaNradiohistory conT

Course

By Kurt Hanson

'60s-"70s-'80s’’ positioning state-
ment.

Adding more currents to that
station (and moving left on the
chart) makes it a Current-Based
AC — like KFMB-FM (B100)/San
Diego or WK@QX (Q101)/Chicago.
Bright and uptempeo, but still adult
in appeal. And if you add even

‘“The average listener
perceives only what’s
shown in black and
white — in other words,
that a lot of different
stations exist.”’

more currents, let the announcers
move a bit into the foreground, and
do more contesting, you’ll end up
as High Energy CHR (WHTZ
(Z100)/New York or KDWB/Min-
neapolis).

Note that the left movement I've
just described is a continuum, and
stations can choose their place
anywhere along that line. Many in-
dustry watchers used to contend
that B100’s Bobby Rich needed to
make up his mind: “Are you AC or
CHR?” Well, the truth is that at
certain times, depending on mar-
ket conditions, being smack-dab in
between standard industry (for-
mat) definitions is unquestionably
the right place to be.

‘“‘Depending on market
conditions, being
smack-dab in between
standard industry
(format) definitions is
unquestionably the
right place to be.”’

High-Energy To Rock CHR

Now try reversing direction.
Drop the teen records from a High-
Energy CHR (moving to the right),
and you've got an Adult CHR —
what K10I/San Francisco PD Lar-
ry Berger calls “Pop 40" and Capi-
tol Broadcasting VP/Program-
ming Bill Thomas calls “Top thir-
tysomething.” Add a few more
gold tunes, tone down the jocks a
little, and you’re back to AC again.

Move back to the High-Energy
CHR format. Add more Urban
product (move down on the chart)
and you've got a Dance-Oriented
CHR (or, if you prefer, Churban)
like KPWR/Los Angeles or
WLUM/Milwaukee. From that
point, if the air talent sounds black
or as if they’re speaking specifical-
ly to blacks, move further into the
blue oval and call the format Main-
streamn Urban. Classic examples
include WJLB/Detroit and KJLH/
Los Angeles.

Alternatively, go back to the
High Energy CHR oval and elimi-
nate the Urban product (move up
the chart). You can replace it with
British pop (i.e., Psychedelic Furs,
OMD, and Elvis Costello) for a
New Wave station like KROQ/Los
Angeles or KITS/San Francisco.

Or you can replace the Urban -

product with straight-ahead rock
'n’ roll for a Top Tracks (or Rock
40) station — a rock-based CHR
like KEGL/Dallas, KXXR/Kansas
City, or KQLZ (Pirate Radio)/Los
Angeles. These latter formats are
on the edge of the turquoise AOR
oval because both play album cuts
that would be acceptable to
listeners who consider themselves
“rockers.”

Rockin’ Into New Age

Return to Mainstream AC. This
time, add more gold to the format
(head upward on the chart). Even-
tually you’ll turn it into a Gold-
Based AC, which can play up to
100% gold if it wants. WODS
(Oldies 103) is Boston’s top AC sta-
tion in my mind, even if it doesn’t
play any songs more recent than
1974.

If all the gold songs on a station
are rock singles from the mid-'60s
through late *70s, you can call its
format Classic Hits (WKLH/Mil-
waukee, WMXJ/Miami-Ft. Lau-
derdale). If the music mix were to
include album cuts, you might
prefer to call it Classic Rock
(WXRK/New York, WCKG/Chica-
go). These two formats also fall in-
to the AOR oval, with Classic Rock
getting very close to the Main-
stream AOR designation of a
WNEW-FM/New York or WLUP/
Chicago. Both play music ranging
“from classic rock to the cutting
edge.” Continued on Page 24

Kurt Hanson is President
of Chicago-based Strategic
Radio Research. He may be
reached at (312-726-

N I R B
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Budget-minded creative genius.

Call us.

SUPEI{SPOTS@ Television Marketing for the Broadcast Industry
' ' (312) 645-9433
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Chartmg Radloﬂs

Continued from Page 22

Also note the chart presence of
Eclectic AOR (WXRT/Chicago,
KBCO/Denver). Such stations are
clearly adult in appeal, thus strad-
dling AC and AOR. Finally in the
AOR arena, you'll find the Heavy
Metal format as typified by Satel-
lite Music Network’s Z-Rock or
KNAC/Los Angeles.

Return to Mainstream AC and
soften it (move to the right). Youwll
end up with a Soft AC like Tran-
star’s Format 41 or almost any AC
that uses “lite” as an identifier.
Add Perry Como to the mix, and
you'd call it Easy Listening
(KBIG/Los Angeles, which de-
scribes itself as “Pop Vocals”).
Add instrumentals and the format
becomes Beautiful Music (WPAT/
New York, WGAY /Washington). If
you go back and introduce Patti
Page to an Easy Listening station,
it becomes MOR; add music from
a decade before that and it’s Nos-
talgia/Big Band.

There’s an interesting format at
the intersection of the pink, yellow,
and turquoise ovals (for color
chart, refer to Page 22). It’s aimed
at adults, plays nothing but album
cuts, and is used in much the same
way our parents used Beautiful
Music stations. It’s Jazz/New Age,

““Time will tell, but it
looks like older blacks
have no more desire to
listen to a loud,
current-based music
format than older
whites do.”’

found on KTWV (The Wave)/Los
Angeles, WQCD/New York,
WNUA/Chicago, and KKSF/San
Francisco.

Country, Urban Variations

Off to the right, in the Talk spec-
trum, there’s All-News, All-Sports,
All-Talk, All-Comedy, and any
combination thereof. Full-Service
stations usually combine talk
elements with either AC or MOR
music, while Classical stations can
be block-programmed fine arts
stations (WFMT/Chicago) or
classy, wall-to-wall Beautiful
Music.

The green oval indicates that
Country (WSOC/Charlotte,
WMZQ/Washington) is, in a sense,
a variation of AC that employs a
different genre. Some program-
mers I respect believe there are

Course

Possible radio
formats

© 1989, Strategic Radio Research. Al rights reserved.

several significant variations of
Country (see chart), while others
contend there really is only one for-
mat — that listeners can’t tell the
subtle distinctions apart. In that

stations?

Program Directors:
Looking for fresh ideas?

Searching for new talent?
Like to hear other major market radio

| Call toll free 1-800-234-0106

for information about new

SoundBanc"Listening Service.
More than 170 major market radio
stations recorded weekly!

MEDIA
MONITORS,
INLC.

New York * Los Angeles * Chicago * San Francisco * Detroit » Atlanta » Miami « Boston = Indianapolis * Washington, D ©

wwWww americanradiohistorv. com

case, personality-based vs. music-
intensive programming is the key
distinction, although I don’t believe
that makes for different formats.

There are clearly several varia-
tions in the Urban arena, as shown
on the chart. The next time I up-
date this diagram I'll probably
have to add Urban/AC (i.e.,
WVAZ/Chicago and WMMJ/Wash-
ington) as a viable format, posi-
tioned in place of Quiet Storm on
the chart. Time will tell, but it looks
like older blacks have no more de-
sire to listen to a loud, current-
based music format than older
whites do.

Finally, I admit that — for pur-
poses of clarity — I've left out the
whole universe of non-English
language stations, noncommercial
stations, and onetime specialties
like Todd Wallace’s Beatle Radio,
All-Elvis Radio, Home Shopping
Radio, and All-Motivational Audio
Tape Radio.

Radio Playground

So this is what I call the play-
ground of radio formats. I call it a

s T R A
e e E R e e AR e

‘‘Some programmers

believe there are
several significant
variations of Country,
while others contend
there’s only one
format.”’

e T o

playground because consumers
can jump from one format to an-
other entirely at will — at no cost to
themselves whatsoever.

But those of us making careers
for ourselves in the radio industry
can’t think of this as a playground
— we’ll get beat up by the big kids.
We have to think competitively and
concern ourselves with how to at-
tract more consumers to our par-
ticular attraction. The answer, of
course, is a combination of better
programiming and better advertis-
ing. But that’s the subject of
another column.

For
the industry’s
best buys . . .
shop the

R&R

mArkelplacE

every week.
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On
Positioning .

“The rep business has come full
circle in the last ten years. Noticeable
disparities among stations no longer exist
in many markets. The difference between
the second and sixth ranked station may
now be tenths of a rating point. In this
type of selling environment, your national
rep is more important than ever!

The salesperson enthusiastic in their
presentation and aggressive in their follow
through will win in most instances. These
qualities are what we look for and breed
in Durpetti & Associates salespeople. Our
growth has not come from quoting rates
on number one stations, but by pre-selling
and enthusiastically positioning the value
of our properties.

My belief is that a rep firm’s
responsibility is to obtain premium rates
for deserving stations. That means getting
the number six station on a three-station
buy. This feeling is shared by everyone at
Durpetti & Associates. Nothing less is
acceptable!”

Jay Kirchmaier
Regional Manager
Detroit Office

DURPETTIGASSOCIATES

A Commitment To Excellence

4 AN INTEREP COMPANY
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MANAGEMENT

ROAD-HOUSE BLUES?

Study Shows US Drive
Time Increasing

e spend more time

traveling today than we

did ten years ago, ac-
cording to data recently extracted
from a 1985 University Of Mary-
land survey of how Americans
spend their time. Longer com-
mutes to work, more driving to
restaurants, and more travel to
leisure pursuits add up to more
time on the road — and more time
listening to the car radio.

Overall, women spend almost
nine hours and men spend nearly
11 hours a week traveling. (The
study defines traveling as an ac-
tivity that takes a person from one

location to another.)

About 80% of all travel is done by
car, with the remaining 20% being
split almost evenly among walk-
ing, mass transit, and other vehic-
les.

In general, the study found that
people travel less as they get older.
Those aged 65 and older spend only
6-7 hours a week traveling, com-
pared with almost twice that much
by people aged 18-25.

Furthermore, employed people
travel more than those who don’t
work, and average travel time also
increases with education and in-
come.

Avéfage | Exec Faces
Six-Month Job Search

Women Find Work Faster, But Get Paid Less

xecutives looking for work
may have to search a little
longer this year than in
1988 — but when they finally land a

R A

Promote
Yourself Like
A Pal

ext time you have a job in-
terview, pretend you're
recommending a good
friend instead of talking about
yourself. You’ll do a better job of
promoting yourself, says Chal-
lenger, Gray & Christmas Presi-
dent James E. Challenger.
According to a recent study by
the Chicago-based company, 60%
of the people interviewing for jobs
don’t get them because they fail to
see their accomplishments.

'89 Convention sponsored by
the NAB. New Orleans Conven-
tion Center. New Orleans, LA

® September 13-16 — RTNDA
Annual Convention. Kansas Ci-
ty Convention Center. Kansas
City, MO

® September 17 _  Emmy
Awards. Pasadena Civic Audi-
torium, Pasadena, CA

® September 21-23 — Founda-
tions Forum '89. Sheraton Uni-
versal Hotel. Universal City, CA.

e s

® September 23 — Associated
Press Broadcasters annual na-
tional awards banquet. Hyatt
Regency Hotel. Denver, CO

® October 58 — Society Of
Broadcast Engineers fourth an-
nual national convention. Allis
Plaza. Kansas City, MO.

R e e R i

® Segptember 13-16 — Radio ® October 9 — CMA Awards

job, chances are they’ll be making
more money.

According to a recent Drake
Beam Morin survey of 1500 clients
looking for work, the average time
to find a new executive job rose
from 5.1 months in 1988 to 5.9 mon-
ths this year. Total compensation
also rose, however, from $75,978
last year to $82,440 in 89 — a 9% in-
crease.

Although women managers
tended to find jobs faster than men
(5.2 months vs. six months), they
were way behind in pay. Women’s
total compensation in new jobs was
26% lower than men’s — $63,339 vs.
$86,134.

Mayhbe it really is who you know
— 64% of the managers surveyed
said they got a new job through a
personal contact. Another 12%
claimed they found positions
through a search firm, while 11%
said they answered an ad.

Show. Grand Ole Opry House
Nashville, TN

® October 17-18 — Broadcast
Credit Association's 22nd Credit
& Collection Seminar. Scottsdale
Hilton. Scottsdale, AZ.

A A R S DA

® October 18 — 1989 Techni-
cal Excellence & Creativity
Awards. Manhattan Center Stu-
dios. New York, NY

® October 25 — John Bayliss
Foundation Dinner. Plaza Hotel
New York, NY

® October 26-28 — Ninth An-
nual CMJ Music Marathon Con-
vention. Vista Hotel. New York
NY,

® October 29-November 2 —
Radio In The 1990s confer-
ence. Washington Sheraton.
Washington, DC

e B e o Do L L e

Averday
W B Bereed
i s L2t

K FULLER

SIGN O’ THE TIMES

Alarm Protects
Executive
Parking Spaces

F hat do you get the ra-
dio 'n’ record mogul
who Has everything

. including unwanted tres-

passers in his executive parking
space? Try the “Executive's
Private Parking Space Guard”
— a cordless detection device
that not only unleashes up to
120 decibels of discouraging
siren, but also wamns off would-
be vickators with a prerecorded
verbal warning.

The ~alarm uses ultrasonic
sound waves to patrol a central
8§ x S-foot mrea ol any given
parking ‘space, and sounds off
the moment it defects intruders.
Tha device shuts off after two
minutes and will not detect
other cars parked naarby.

Furthermore, the battary-
driven guard comes with a lat-
tering “kit to spell out the
owner's name and 15 equipped
with 2 small remote control that
can be operated from up 1o 20

- fost away.

List pricead st 190 (345 ax-
fra for a pavemant mount kit),
the Parking Space Guard is
avallable from Chicago-based
Hammacher Schlemmer & Co.
For further info, phone the firm
at (B00) 543-3366,

Edens Plan
Makes Work
A Rewarding
Experience

adio group owners Edens
Broadcasting recently in-
troduced a customer ser-
vice recognition program designed
to periodicallv reward employees
who provide outstanding service to
listeners and advertisers at the
group’s various stations.
Everyone connected with the
company (including parttime em-

_ ployees) is eligible to win the quar-

terly and annual awards. Recip-
ients — who receive plaques, prize
money, and vacation getaways —
are nominated by fellow em-
ployees and selected by the GMs at
the respective group outlets.

Edens Broadcasting stations in-
clude WRBQ-AM & FM/St. Peters-
burg-Tampa, WRVA & WRVQ/
Richmond, WWDE/Norfolk, KOY-
AM & FM/Phoenix, and KK1.Q-AM
& FM/San Diego.

MasAMamerticartadiohistornscom

Joint Communications
ROCK 40" format creates
fresh energy for 18-34 year-
olds, blending the best of
CHR and AOR.

Over two years ago Joint
Communications Research
uncovered a format hole
that threatened CHR and
AOR. We called it ROCK

Since then we have
developed ROCK 40" by
carefully studying its
potential impact on CHR &

Meet our team at

NAB (Westin Canal, Suite 2817)
AOR/Rock 40/Classic Rock —
Steve Young, Jon Sinton
CHR/AC/Country — Bob
Elliot, Dave Charles

Research — David Oakes
Marketing — John Parikhal

Or call
(404) 971-4647

Joint Communications Corporation

",

Marietta, GA U.S.A.

September 15,1989 R&R 27

“ROCK 40
is the next
important
radio
format.”

John Parikhal

Media Strategists
P.O. Box 70128

30007-0128
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CELEBRITY EXCLUSIVES PRIZES AND PROMOTIONS ON RADIO

AMY IRVING CORBIN BERNSEN MICHELE PFEIFFER WHOOPI GOLDBERG

A Low bior L8 Siars in “Dongarous Liosons™ ond “Tequilp Sunrise™ Stars i Clowg's Bt ond “Comic Refief *

ETIME BA 15 you the stors rH w0 MOVIETIME RADIO offers listeners the change. te vinh ATIVIETINF FARID is e spurtiros ¢

PUT THE POWER OF tions... ie-ns for local sales opportunities...your  Brown, Billy Crystol, Sigourney Weaver, Tom
HOLLYWOOD TO WORK EOR  very own Hollywood CD production ibrary that  Hanks, “Wierd AI" Yankovic, ... Juckson and all
YOU...ON THE MOVIETIME grows bigger every week...and so much more.  their Hollywood friends to work exclusively for

. you, call us at (212) 581-3962.. before they
RADIO NETWORK Plus MOVIETIME gives you the most compre-  go to work for your compefition.

hensive national and local promotional support
MOVIETIME is radio with sizzle—weekly stor  ever offered by any syndicated series— your call - Alreody on greot radio stafions like:
studded music-intensive programs...celebrities on  lefters will be adverfised on cable TV ond in

your gir with your listeners and DJ's...daily trivia  national mogozines and local theaters. 195 JIWER 35,
confests that guorantee fune-in and hot . :
phones... your own Hollywood prize closet filled o find out how you con Eet Harrison Ford, Judd Chicago New York
with dynumlte prizes...major movie promo- Nelson, Bette Midler Jack Nicholson, Julie Poweir106Fm

Los Angeles

T\ME NETWORK

Covering the World of Entertainment.

BROUGHT TO YOU BY THE MOVIETIME CABLE TELEVISION NETWORK
ONLY ON CABLE TV-24 HOURS A DAY
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NOW WITH HOST JOHN SEBASTIAN

Radio’s most-listened-to artist
profile series enters its 5th seo-
son with a new host—singer/
songwriter and former leader
of the Lovin” Spoonful John
Sebastian. For the first fime,
radio captures the real inside
story of todays biggest Rock

Stars, as only an artist-to-artist
conversation among friends can.
““Rock Stars” —the original and
still the best music-and-rock-
talk-on-radio, just got better!
Coming in October, the John
Sebastian interview of Joe
Cocker—only on “Rock Stars!”

7, e&( -
b/

=——=RADIO TODAY

E N T ERT A I N MENT

FOR STATION SALES:
(212) 581-3962

FOR ADVERTISER SALES:
(212) 418-307¢6

winrirr-amesearradiohistorr-eam
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At Radio '89
we'll show you how
knowmg your

from iour

can make all the
ference 1 the

Stop by the Arbitron booth
Jor free demonstrations
of Radio FasTra@),
CrossTra@) and Arbitrends.
Plus important
imformation
for program directors
on understanding
and using the mz‘z’ngs.

w
New Orleans _’

Convention Center
September 14-16

ARBITRGIN
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Retail Advertising And
Marketing In The ’90s

Taking Advantage Of The Trend Toward ‘Anti-Advertising’

R

etailers all over the country are facing a multi-
tude of challenges in the next decade. As a sales-
person, your understanding of these challenges

and tomorrow’s marketing/advertising cultures is critical
to positioning radio as retailers’ medium of choice. If you
know your clients’ needs, you can translate that know-

ledge into dollars.

The most widespread change in
the world of retail is increasing
fragmentation in virtually every
category. In addition to this frag-
mentation, nearly every major re-
tail category is flat: there are no
new trends, technologies, or pro-
ducts on the horizon to serve as the
catalysts that traditionally spark
consumer interest.

As a result of these changes, re-
tailers are going to be forced into
one of two options in order to boost
sales: either promote to new, po-
tentially profitable groups of con-
sumers (see this week’s second
Sales Strategy column, Page 32),
or steal business from competitors.
To do the latter in a world of in-
creasingly sophisticated con-
sumers requires far more than
lower price points and gimmicks.

Companies with very different
consumer bases using a similar
nontraditional advertising/mar-

e
‘““Nearly every major
retail category is flat:
there are no new
trends, technologies, or
products on the horizon
to serve as the
catalysts that
traditionally spark
consumer interest.’’

keting approach are Wal-Mart and
Nordstrom. These respected
retailers have opted to provide
more service than their competi-
tion in the hopes of creating con-
sumer loyalty and encouraging
more frequent visits — hallmarks
of a new phenomenon called ‘““anti-
advertising.”
Anti-Advertising

Retailers at all levels are buzzing
with the word anti-advertising — it
promises to be the main ingredient
in much of early '90s advertising
strategy. The name itself aptly dif-
ferentiates this new approach from
traditional advertising, which con-
sistently relies on loss leaders,
bait-and-switch tactics, and other

The three primary components
of anti-advertising are:

* Recruitment: The upgrading
of retail sales staff quality, train-
ing, and sophistication.

¢ Quality/Economy: Quality
products consistently sold at com-
petitive prices.

e Service: Consistently friendly
service and unique customer ser-
vice hooks.

If these components remind you
of Sears’s recent moves, you’re on
target. The retail giant’s reorgan-
ization to better compete with Wal-
Mart’s success and expansion is a
microcosm of the retail evolution.

By Chris Beck

‘“‘Retailers are going to
be forced into one of
two options in order to
boost sales: either
promote to new,
potentially profitable
groups of consumers,
or steal business from
competitors.”’

Wal-Mart's own utilization of quali-
ty products at everyday low prices,
people-greeters at the door, and a
friendly, helpful service staff also
epitomizes the trend.

Anti-advertising isn’t limited to
mass merchandisers. It's becom-
ing widespread among a multitude
of categories.

The automotive industry, fed up
with limited-time pricing, carnival-
atmosphere remotes, and test-
drive giveaways that don’t work, is
exploring new options. Other cate-
gories include the banking and fi-
nance industries, which are like re-
tail stores in that they have a varie-

ty of departments and products to
sell.
Capitalizing On
Anti-Advertising

Now that you’re hip to anti-ad-
vertising, the first step to capi-
talizing on that knowledge is en-
gaging in discussions with clients
to explore how you can make it
work for them. Such discussions
are natural and logical at the start
of a new decade, when businesses
traditionally reevaluate their
priorities and strategies.

Because anti-advertising is going

Cultivating Consumer Loyalty

J nstead of advertising via traditional approaches, many
retailers are cultivating consumer loyalty and incremental
M sales through a heightened emphasis on services. The
following successful retail promotion options can serve as a
catalyst in discussions with your accounts and help you

generate revenue.

¢ Personal shoppers. Many re-
tallers are offering this service,
available either by appointmeént or
by visiting a special area of the
store. Personal shoppers help con-
sumers coordinate an entire war-
drobe, guiding them from depart-
ment to department so they don't
have to approach a new salesper-
son for each item.

* Home delivery. This is a great
way to reinforce consumer loyaity.
Dry cleaners, grocery stores, and
drug stores are offering this ser-
vice, and some will deliver to a
customer’s office as well.

¢ Extended hours. Banks, mass
rsrchandising retailers, and phar-
macies are just a few of the cate-
gories that have extended their
hours to stay open when their com-
petitors aren't, attracting nontradi-
tional customers.

* Extensive returr privileges.
More and more retailers have ex-
panded these privileges to include
products that were actually pur-
chased at competling stores. Some
outlets will even accept items they
don't sell, and take them as trade-
ins on their products. Extending re-
turn privileges to encompass twice
that offered by the manufacturer —
or for the life of the product — is
also not unusual. A petstore chain
has taken this idea to the ultimate
degree, giving customers a return
privilege on pets that die.

e Valet parking/parking lot
shutties. Stores are caltivating im-
pulse purchases using ®his method.
Consumers are delivered directly to
retailers’ doors, either via valet
parking or a parking lot shuttle that
picks up people at their cars.

* Gifts with purchase. Cosmet-
ics companies pioneerad this ap-
proach, and many retailers are pick-
ing up on it, offering a variety of
gifts with purchases.

to play an important role in your
accounts’ strategies, you must be
able to position radio as the key
anti-advertising tool. Radio is a
natural for anti-advertising, par-
ticularly when it comes to recruit-
ment, an area in which radio has
been proven effective again and
again.

The aforementioned traditional
advertising approaches — loss
leaders, bait-and-switch tactics,
and gimmicky sales — are news-
papers’ primary province.

As anti-advertising ascends,
such old-style approaches will be

deemphasized in favor of creating
a franchise with consumers. In
other words, retailers will want to
be known for offering brand name,
quality products every day. Radio
boasts an exceptional ability to
help create this franchise, as well
as to promote a variety of spe-
cialized services and consumer
guarantees/endorsements.

Need some ideas to propose to
your clients? Check out the accom-
panying sidebar for a look at
leading anti-advertising tactics
that are already being employed
effectively by aggressive retailers.

At only $796 for lifetime usage of over 700 fresh new cuts on
7 CDs, The Production Garden is certainly one of the most
cost-effective production llibraries on the market today.

With lots of real acoustic sounds, rich contemporary
orchestrations, explosive current effects, and tons of
variety, it's also one of the freshest sounding!

Get our free CD demo and listen to the sparkle. Feel

the energy. Compare the quality. Check out the value,

Read what stations are saying about getting the most sound
for their money in an extremely usable production library that
delivers a "big" library sound without the big library price tag.

Great sounding buy-out production music that's not just synthesizer cuts!

Guaranteed to be the freshest sounding buy-out production
library you've heard . . . or your money back!

Call For Your Free Demoe

1-800-247-5317

720 total cuts on 7 CDs - $796 lifetime blanket license

(discs available individually at $150-175 ea.)

Special Limited Offer: order by 9/30/89, get our newest
release: Vol. 8, Holiday Tracks, as a bonus automatic update

WA americanradiohistorvycom

T_he Production Garden « 2411 NE Loop 410, Suite 132 « San Antonio, TX 78217
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Leading Advertisers To
Nontraditional Waters

New Business Strategies For The Next Decade

By Chris Beck

ith a new decade just a few months away, re-

tailers are reevaluating their advertising and

marketing strategies. For some businesses, that
may mean a few minor adjustments. For others, it can
mean a reorganization — which includes taking a close
look at industry trends, targeting fresh markets, and ex-
perimenting with new advertising mediums.

You can win new accounts by
learning how successful, forward-
thinking companies are venturing
into nontraditional target markets.
You'll be better able to discuss spe-
cific options with potential adver-
tisers if you present them with suc-
cess stories about how other com-
panies have tapped new markets
— especially if you show them how
your station can help them do just
that.

The targeted nature of radio and
its relatively cost-effective adver-
tising rates make the medium a
perfect way for clients to test the
nontraditional waters.

Another positioning benefit is

that advertisers won’t have to
worry about confusing their tradi-
tional customers, and can conduct
an “experiment” without affecting
that market.

Discovering The Trends

You don’t need an MBA in demo-
graphic research or an extensive
library of trade publications to
keep abreast of the trends in new
business cultivation. You'll find
good sources readily available at
your station: USA Today, the Wall
Street Journal’'s marketing col-
umn, Business Week’s marketing
section, and ahem, R&R’s own

Some people still
reach for the newspaper
when they’re looking

for a job...

N,

Z100 expands and reaches
your job-prospect-pool
efficiently, with

greater frequency...

® Z100 reaches over 2.5 million people
weekly.

® ZI00 covers the employment spectrum

. . reaching 25-44 executive, admini-

strative and managerial candidates within
the prime 25-54 year old demographic...
and also the 16-24 year old searching for
fast food, clerical, clerk or cashier

Fishing For New Markets

Hwe;ﬁmwmm“hmmngmcustomers by tapping nontradi
tional demos and consumer bases:

o Aulo Manulachurers: Car makers and dealers are targeting women,
wha sceount for neary half of car purchases and represent a potentially
profitable market that has eluded service departments. College students
are snother target market for this industry — many manufacturers offér new
car incentives to those who have racently received a college degree.

+ Mpss Mnmm mariket retailers are leaning toward men
for clothing and accedsony purchases, and difrecting their attention awey
Iromm wormarn:

+ Hardware Manufacturers: This indusiry i counting on the 18-34 »
markat - one that-has become extremely profitabde thanks to the scaring
number of first-time home  buyers and aparfment dwallers — as a8 new

' revenie source, One reason for this switch to a younger dema s fhatmany

older adults have enough discretionary mcome to pay subcontractors to do

positions.

CLASSIFIED INFORMATION — Z100
(WHTZ)/NY’s sophisticated direct mail
campaigns ensure that word of the sta-
tion’s accomplishments and opportuni-
ties crosses buyers’ desks every two
weeks, keeping Z100 high in top-of-
the-mind awareness. Pictured above
is an excerpt from a recent recruit-
ment mailer.

RADIO EXPENDITURE REPORTS INC.

740 West Boston Post Road * Mamaroneck, N.Y. 10543

» (914) 381-6277

WHAT YOU NEED TO KNOW

MARKET BY MARKET
ACCOUNT BY ACCOUNT

RADIO EXPENDITURE REPORTS

IS

THE SOLE INDUSTRY SOURCE

FOR NATIONAL & REGIONAL SPOT DATA

For information as to how we can serve your needs,
call account executive Jane Zack at 914-381-6277

WWW.americanradiohistorv.com

thelr work for them.

* Convenlence Stores: Women between the ages of 18 and 49 —
representing -a high percentage of outside salespeople — i the latest
target market for convenience ouliets, which are catering to thiz attractive
demo by adding mini-delis and fems such as pantyhose.

¢ Grocery Stores: Chaing are finding men to be a profifable market,
owing to the large number of singlé and divorced makes as well as tha in-
creasing parcentage of married guys who do mast of the cooking in their

househoids,

* Cradit Card Companies: Stations with traditional older adutt skews
have cultivated new card rmembors from those older adults with high levels
of discrefionary Income. Mow, virtually all credit card companies heve pro-

grama targeting college stiudents.

LIMA'S LITE HET
LIMA MALL/FEB. 19,20,21

Ty oy ,%;@ _
f Tyl

LITE WEIGHT CHAMP — Among the
items in the arsenal of Lite 105
(WLSR)/Lima, OH is a videotape docu-
menting the station’'s promotions, in-
cluding its “Lite Diet” campaign. Partic-
ipants receive an in-store point-of-pur-
chase brochure (pictured) containing
diet tips, menus, and a listing of area
restaurants that serve light meals.

Overview section are good places
to start.

The most effective research,
however, comes from existing or
potential clients. One question —
“Has your industry recently iden-
tified any potentially profitable
new consumer markets?”’ — may
be all your salespeople need to
gather valuable info. It may even
land some valuable advertisers,
too.

Chris Beck is President of
Chris Beck Communications, a
sales consuiting firm. If you have a
question you'd like this column to
address, he can be reached either
by fax machine at (818) 594-
5030, or by phone at (818) 594-
0851, or write him at 22900 Ven-
tura Blvd., Suite #340, Woodland
Hills, CA 91364.

price of $.90 per hook

hooks should test your
music, not your patience.

on a $400 minimum order.
Hooks Unlimited-because

See us at the Radioware Booth #3335.

Perfect Hooks.
NoSong&Dance.

Introducing radio’s first 72-hour auditorium test
hook service. Our perfectly identical, quality hooks insure
consistency of results test after test. Orders faxed to
us by 9 a.m. are Fed-Ex'd to you three days later. If you
aren’t totally satisfied, we’'ll send your refund even faster.

Call 1-214-350-7249 and ask for our introductory

HFks

M1 TED

3701 W. NW Hwy, Ste. 169B, Dallas,TX 75220. Fax (214) 3560-7253
cennany2] Provides Hit Discs To Hooks Unlimited.
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WHAT PEOPLE
LIKE AND
WHAT THEY LIKE
TOGETHER CAN

Conventional auditorium music tests
don't tell you which songs play well together.
Which is why the wrong mix of your listeners’
tested “favorites” can strike the wrong chord.
Even send those same listeners packing,

Fortunately there is now EAC.T" Short
for Fit Acceptance and Compatibility Test. De-
veloped by Coleman Research, one of the two
top research companies in our business.

EACT tests fit. Sure it's a popular song,
but is it what your audience expects to hear
when they dial you in?

EA CTtests compatibility Which songs

are strategically compatible with your core
artists and songs?

A EA CT-based music playlist tells you
the son?s that belong. Not just what's popular.
What plays well together. What sits well with
your listeners.

And that translates toa 15%-20% edge
over the mixed bag that other stations play.

For more information on EACT, just

call 919 790-0000 or m

write PO.Box 13829
North Carolina 27709, COLEMAN RESEARCH

Research Triangle Park,

FACT is a Service Mark of Coleman Research. Patent pending on FACT Methodology.

wywvreamericanradiohistory-com
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Tina Pitches Plymouths B

umping 14-year veteran
pitchman Ricardo Montal-
ban and relative newcomer
James Earl Jones, Tina Turner is
about to become the latest on-cam-
era spokesperson for Chrysler Mo-
tors’ Plymouth-brand automobiles.

The Capitol recording artist has
inked a deal to promote the auto-
maker’s 1990 Acclaim, Laser, Sun-
dance, and Voyager models in na-
tional TV commercials set to debut
early next month.

The leggy singer/dancer/actress
— who appeared in some Califor-
nia-only automobile spots earlier
this year — will introduce
Plymouth’s new theme: “From
Plymouth. That’s right, Ply-
mouth.” Incidentally, company
Chairman Lee Iacocca will retain
his role as the company’s other on-
camera pitchperson.

AUTO EROTICISM — Tina Turner,
Plymouth’s latest movin’ pitcher.
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NEW THIS WEEK : |

® RED HOT SKATE ROCK (Twin Tower Enterprises) :

Top skateboarders do their dudical thang to the funk/punk phi slamma
jamma of EMI recording artists the Red Hot Chili Peppers in this half-hour
video, in which the Pep boys perform nine of their most-beloved tunes, in- |
cluding “Fight Like A Brave,” “Mommy, Where's Daddy,” and "“Catholic -
School Girls Rule.” (Street date: 9/15.)
® DEF LEPPARD LIVE: IN THE ROUND — IN YOUR FACE (PolyGram LE
Home Video)

This latest video effort from the rockin’ Mercury quintet was shot live at
Denver and Atianta concerts last year. It's 90 minutes long and contains 14
tunes — including such mega-hits as “Hysteria,” “Bringin’ On The Heart-
break,” “Armageddon It,” "Animal,” “Pour Some Sugar On Me,” “Rock Of
Ages,"” and “Photograph.” (9/19.)
® ROSANNE CASH: RETROSPECTIVE (CMV Enterprises)

Cashing in on Rosanne’s “Hits” LP, this houriong videoclip compilation
opens with a never-before-seen live performance of “Seven-Year Ache.”
The other eight songs — interspersed with visuals and voiceovers of the
Columbia recording artist's personal mementoes — range from “Blue
Moon With Heartache,” “l Wonder,"” “| Don’t Know Why You Don’t Want
Me,” and "“Second To No One" to “The Way We Make A Broken Heart,”
“Tennessee Flat Top Box,” "Runaway Train,” and “It's Such A Small
World" — the last of which, of course, is performed as a duet with her hus-
band and fellow Columbia recording artist, Rodney Crowell. (8/19.)

"
5

R

L

TWEETER & WOOFER — Rosanne Cash (l) and Luther Vandross avoid
the birdie.

®LUTHER VANDROSS LIVE AT WEMBLEY (CMV Enterprises)

The release of this 90-minute concert video, shot at London’s Wembley
Arena, is timed to coincide with next month's release of the Epic recording
arhist's "Greatest Hits” LP. The video collection’s 11 selections span the
length of the former session singer's solo career, and include such
substantial crossover hits as “Never Too Much,” “Any Love,” “Come

. Back,” “Love Won't Let Me Wait,” “Give Me The Reason,” “Searching,”
"For You To Love,” "“Superstar,” "A House Is Not A Home," "She Won't
i Talk To Me,” and “Stop To Love.” (9/19.)

A

Available Now!

. 4 »S‘I e
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TOP TEN SHOWS
SEPTEMBER 4-10

1 Cheers
2 The Cosby Show
3 Roseanne
4 Golden Girls
5 Dear John
6 Empty Nest
7 A Ditferent World
8 Wonder Years
9 CBS Sunday Movie
(“Paradise”)
10 60 Minutes
All show times are EDT/PDT unless oth-
erwise noted, subtract one hour for COT.

Check listings for showings in the Mountain
Time Zone. All listings subject to change.

Totally Tubular

* NBC's wildly eclectic,
weekly 60-minute musical
showcase, “Sunday Night,” re-
turns for its second season this
week (Monday, 9/18,
12:15am). Joining host/sax
fiend David Sanborn for the
premiere will be singin’ siblings
the Roches, Zoo York punk/
jazz crambo the Lounge Liz-
ards, and veteran blues/soul-
man Little Milton Campbell.

Friday, 9/15

® “Don Williams Live From
Tucson,” (TNN, 8pm EDT/
11pm PDT). Along with many
classic hits by the country artist,
this hourlong special also fea-
tures Baillie & The Boys and
Doc Watson.

e Warrant, “The Arsenio Hall
Show” (syndicated; check local
listings for station and alr time).

Saturday, 9/16
e Lyle Lovett, "Late Night
With David Letterman” (NBC,
12:30am)

e Stephanie Mills and
Stacey Q, “Byron Allen” (ABC,
11:30pm).

Monday, 9/18

* Joni Mitchell, “The Ghost
Of Faffner Hall” (HBO, 8pm).

e Jefferson Alrplane, “Ar-
senio Hall.”

¢ Kevin Paige, “The Pat Sa-
jak Show" (CBS, 11:30pm).

e George Benson, “The
Tonight Show Starring Johnny
Carson” (NBC, 11:30pm).

Tuesday, 9/19

* Barbara Mandrell, "‘Pat Sa-
jak."”

¢ Tom Jones, “Johnny Car-
son.”

Wednesday, 9/20

e Graces, "Arsenio Hall.”

* Fabulous Thunderbirds,
"“Pat Sajak.”

* Michael Bolton,
Carson.”

Thursday, 9/21

» Wayne Newton, “Pat Sa-
jak.”

"Johnny

e The Sound Effects
We All Love

Tt
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It's like an orangutan in a bottle!
This week’s Star reports that “in-
spired by the success of Liz Tay-
lor’s 'Passion’ perfume,” animal-lov-
ing superstar Michael Jackson re-
cently invited a French fragrance
expert to his ranch and comission-
ed a special scent for Bubbles, his
pet chimp!

if the eau de chimp works out,
Michael may market the primate
perfume as a pet cologne. (Gee,
and we thought Bubbles already
had his own special scent . . )

LaToya’s Tattle-Tale
On Hold

Meanwhile, LaToya Jackson's
$500,000 tell-all autobiography
apparently tells so little that its pub-
lisher has put the deal on hold,
pending a rewrite.

The lovely 'n’ talented Jackson’s
manager is quoted in People as
saying, “LaToya's going to spill the
beans on everything from Michael's
having his nose fixed seven times,
not two, to the mother's facelift!"

Boss Wants
Julianne Back!

Streetwise rocker Bruce Spring-
steen is so heartbroken over his re-
cent divorce from model-slash-ac-
tress Julianne Phillips that he
went to see her with roses in hand
on what would've been their fourth
anniversary!

Unfortunately, the Globe reports
that the former Mrs. Boss had other
plans for the evening, so the reu-
nion was short-lived. The Globe
quotes “an old pal of Julianne” as
saying, “l don't think Bruce has a
chance in hell of getting her back.”

Cher: Corrupter Of Youth?

Is playing rhythm guitar in your
half-naked mom’s video harmful to
your mental health?

According to Beverly Hills psy-
chiatrist Dr. Carole Lieberman,
quoted in the same issue of the Star
that pictures 13-year-old Elijah

Michael’s Monkey Business
Makes Scents!

SWEET SMELL EAU SUCCESS —
Michael Jackson wakes up and
smells the monkey.

Blue (Allman) swigging Evian water
backstage in all his ripped-jean
glory, “it could affect the way he re-
lates to women.”

Madonnawatch

* Warren Beatty breaks up a
catfight between current flame Ma-
donna and a woman who threw a
drink in La Bella Donna’s face when
the Prima Madonna supposedly
pushed the “celebrity hairdresser”
out of the way on the dance floor of
a Beverly Hills nitespot. (National
Examiner).

® Madonna's 31st birthday bash
was ruined when she caught War-
ren Beatty flirting with a bevy of
young beauties. "How could you
do this to me in front of al my
friends,” she's said to have
screamed.

Later, when bachelor Beatty told
her that he was thinking of making a
sequel to “Heaven Can Wait" —
which would reunite him with old
flame Julie Christie — Madonna's
response was to dump a plate of
spaghetti in his lap and storm out of
the posh Beverly Hills restaurant.
(Globe).

e Apparently the two lovebirds
have patched everything up, as
52-year-old Beatty goes jogging
with his galpal every day. According
to the National Enquirer, Warren
rides alongside Lady Madonna in
his Mercedes!

Parton, Van Shelton Slated
To Sing At CMA Awards

he Country Music Associa-

tion has announced that

Dolly Parton and Ricky Van
Shelton will perform on the 23rd
annual “CMA Awards Show,” set
to air October 9.

Parton and Van Shelton will join
hosts Anne Murray and Kenny

Hanna-Barbera wooscos..

For more information, call Joanne Miller, (213) 969-1275

LIBRARY OF SOUNDS

WYUW. americanradiohistorv.com

ALBUMS ONLY $150 s osicavr win s

To order . .. send a check made payable to Interlock Mfg. Corp. to. Hanna-Barbera Productions, ATTN: MUSIC DEPT., 3400 Cahuenga Blvd., Hollywood, CA

Rogers for the two-hour event,
broadcast live from Nashville’s
Grand Ole Opry House on CBS-TV
(9pm EDT/6pm PDT).

The radio version of the event
will be simulcast in stereo via
satellite by the Mutual Broad-
casting System.

90068
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'Once you push this button,

the

1

Introducing Radio Track:

The computerized airplay monitoring system
that takes the guesswork out of critical
programming decisions.

Let’s face it, it’s a war out there. It’s an ongoing struggle to
capture listeners’ hearts, so you can loosen advertisers’
purse strings.

Now, Broadcast Data Systems brings you a powerful new
weapon in the battle for market share. It’s called Radio Track.
And it’s the first-ever airplay monitoring system that gives you
completely accurate information on which songs your

competitors and format leaders across the country are playing,
how frequently, and at what times of day.

i T oo

to hide.

At last...reliable airplay information
at the push of a button.

Only Radio Track continually monitors airplay at stations
nationwide. It gives you easy, online access to in-depth
competitive airplay information within hours of actual
broadcast. And it lets you see at a glance what the top stations
in your format are doing to keep ahead of the pack.

So forget about manual airplay monitoring. Or waiting for
the charts to come out. Or wasting time and money gathering
information that's suspect at best. Instead, say hello to Radio
Track. It's ready to help you out-program the competition.

For more information, or a free demonstration of this
remarkable online system, call today.

RADIOIRACK

You won't get fooled again

Broadcast Data Systems
1515 Broadway, New York, NY 10036 [] Tel: 212-536-5305 [] Fax: 212-536-5310

aanany amaricanradiohistarnz.com.
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THE FIVE

W H @ o Jack Anderson, Bob Fuss, Andy
Pollin, Jay Sapir, Barbara Campbell, Pye
Chamberlayne, Bill Small, Bob Brill, John
Tautges, Kate Murphy, Rob Navias, Ed
Kerins, Tom Rivers, Helen Thomas, Diane
Burr, Sharon Gotkin

WH A TS Newsfeeds, Hourly newscasts,

Daily features, Sportsfeeds, Business
reports, Public Affairs, Sportscasts,
Headlines, Specials, Religion Package,
Spanish Language Service

WVH E R E ¢ From the UPI RADIO

NETWORKS-with bureaus in
Washington, New York, Chicago, Miami,
Los Angeles and London, plus the
resources of UPI wire service bureaus
worldwide.

WHEN: NOW!
W H YS No commercials-just money-

making avails for you!

Com{)etitive pricing designed for your
bottom line!

Two-year contracts with no annual
rate assessments!

Perfect as a primary network or cut
service!

Used by premier radio stations and
networks, including: 1010 WINS, WGN,
WJR, KMPC, KSFO, WINZ, WCNN,
WFLA, KRLD, WWL, KIRO, WOMC,
United Stations Radio Networks,
National Public Radio, Satellite Music
Network, Financial Broadcasting Net-
work, Sun Radio Network, plus the
Florida, Virginia and Georgia News
Networks . . . and many, many, more!

and
H @ W ° Call Mike Freedman,

VP News
1-800-777-5336 RADIO NETWORKS

- e e ———————————eemeemrmre S F N radiohisStorvy. com T
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Say It Aint So, Brando

arlon Brando wrapped production on the Cana-
M dian comedy ‘“The Freshman” with an an-
nouncement of his retirement. The unconven-
tional living legend called the movie “‘a stinker”’ in Toron-
to’s Globe & Mail, and said the Tri-Star release will be “a

flop, but after this I'm retiring.”

The announcement came as a
surprise to his publicists and (no
doubt) to David Lean — who's
scheduled to begin shooting Joseph
Conrad’s “Nostromo’ with Brando
in Mexico this January. (Brando
has since issued an official apology
for his remarks/retirement an-
nouncement, crediting “trying per-
sonal times” for his impertinence. )

Monster Man Vs.

Man-Made Monsters

Speaking of larger-than-lifesize
characters, Arnold Schwarzeneg-
ger and director Paul Verhoeven
have returned to L.A. from a trou-
bled and protracted shoot at Mex-
ico City’s Churabusco Studios to
complete special effects for their
science-fiction epic, ‘‘Total
Recall.”

The movie has been in ‘“‘active
development” for ten years — in-
cluding an earlier two-and-a-half-
year stint with producer Dino
DiLaurentiis and director David
Cronenberg.

Overbudgeted at a rumored $60
million, the futuristic saga pits Mr.
Maria Shriver against a slew of bi-
zarre creatures created by FX
whiz Rob Bottin, who designed
such masterful monsters as Ver-
hoeven’s RoboCop and John
Carpenter’s version of the Thing.

Inherent FX foul-ups combined
with Mexico’s notorious electrical
current inconsistencies may have
contributed to the delay, however
— seems the sophisticated crea-
tures constantly went spastic at the
most inopportune moments.

RoboCop Redeaux
Speaking of “RoboCop,” the se-
quel reuniting cast members Peter
Weller and Nancy Allen and pro-
ducer Jon Davison is currently in
production down in Texas.

Although the ubiquitous Rob Bot-
tin is doing much of the F/X work,
Chris Walas — who created the
gremlins in the movie of the same
name and turned Jeff Goldblum in-
to “The Fly” — has been brought
in to provide a heapin’ helpin’ of
the gooshy stuff.

Director is New Sequel King Irv
(“Empire Strikes Back,” “Return
Of A Man Called Horse,” and the
born-again Sean Connery/James
Bond caper, “Never Say Never
Again”) Kershner.

Batwatch

Despite the rumors, no deals
have been firmed yet for anybody
on the “Batman” sequel. Warner
Bros. sources have admitted they’d
love to get everybody responsible
for the first flick. Gee, wonder
why . ..

By the way, if you’ve been living
in your own personal Batcave for
the last several months, the biggest
box office movie of the year now
has a home video street date: No-
vember 15.

It’'s A Family Affair

Producer/director Richard Don-
ner — currently chilling out in Al-
aska to recover from “Lethal
Weapon I’ and his “Tales From
The Crypt” series for HBO — will
follow up with “‘Shifter”” at Warner
Bros. The comedy thriller about an
evil shape-shifter and his crack-
brained nemesis was penned by
Richard Matheson (‘“The Incredi-
ble Shrinking Man,” “Twilight
Zone”’) and his son Richard Chris-
tian Matheson (“Three O’ Clock
High”).

The father/son team also wrote
Tri-Star’s major fall release for di-
rector Bob Clark, ‘‘Loose
Cannons,” starring Dan Aykroyd
and Gene Hackman. Richard’s
other son, Chris, wrote “Bill And
Ted’s Excellent Adventure” with
his partner, Ed Solomon, and is
working on a sequel to that
Costello-and-Costello movie for
Orion.

Postcards From Paradise

Production is under way on Car-
rie Fisher’s screenplay of her hit
book, Postcards From The Edge.
Meryl Streep, Shirley MacLaine,
and Dennis Quaid will star for di-
rector Mike Nicheols.

Mick Garris's screenwriting
credits include “*batteries not in-
cluded” and “The Fly I.” As a
writer/director, his resume lists
episodes of “Amazing Stories,”
“The Disney Sunday Movie,” and
that timeless clasaic, “Critters II.”

START DATE: 1990

“MEDIA

Nintendo Sets National Computer Games Network

omputer games titan Nin-
tendo Of America Inc. is
planning to introduce a na-
tionwide network system capable
of linking electronic games players
from various cities via telephone
by the middle of next year.
Although initially centered
around computer games, the sys-
tem — which uses modems to con-
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o
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vert information into transmittable
data — could be developed to pro-

vide users with financial services .

and other information, according
to reports in the Wall Street Jour-
nal. Nintendo Co., the company’s
Japanese parent, already has a
similar system of diversified ser-
vices in Japan.

Nintendo claims to control 80%

of the estimated $2.4 billion annual
US videogame market, and is pre-
dicting industrywide sales to climb
to $3.4 billion by year’s end. (The
company estimates its own profits
will rise from $1.7 billicn in 1988 to
$2.6 billion in 1989.) Ironically, an-
alysts say that industrywide video
game sales will drop anywhere
from 5% to 15% in 1990

4
S

‘Grand Slam ’Baseball Vldeo Belts.Out.Soundtrack LP
Big League Parks Provided Promo Clips

he soundtrack to VidAmeri-

ca’s “Grand Slam” home

video — a rapidly edited
package of historic baseball clips
featuring some of the game’s
greats — has been released on
Grudge Records with an added
In addition to servicing radio
with the lead-off single (Little
Richard’s rockin’ rendition of title
track), the label has supplied three

WEEKEND BOX OFFICE
SEPTEMBER 8-10
1 Uncle Buck
{Universal)
2 Parenthood
(Universal)
3 Kickboxer
(Cannon) *
4 When Harry Met
Sally... (Columbia)
5 The Abyss
(20th Century Fox)
6 Lethal Weapon Ij
(Warner Bros.)
7 Sex, Lles, $2.13 |
And Videotape (Miramax)
8 Turner & Hooch $2.12 §
(Buena Vista) ::
9 Batman
{Warner Bros.)
10 Relentless
{New Line)

$4.5
$4.4
$3.1
2o |

$2.6 |

$1.8

$1.3 |

Al figures in millions
*First Week In Release

Source: Exhibitor Relations Co.

COMING ATTRACTIONS:
This week’s openers mclude
“Sea Of Love,” starring
Pacino as a NYC undercover %
cop investigating a string of [
serial kilings in which the §
murderer leaves behind a ;=::
45rpm copy of the old Phil §
Phillips & The Twilights tune §
that provides the title. No &
soundtrack scheduled, but Tom &
Waits contributes a remake of
the vintage smoocher over the #
film’s end credits 5

AWOPBOPALOOBOPALOPGRAND
SLAM! — Little Richard, rock 'n’ roll,
baseball, and Mom's apple pie.

different music video clips of the
complete tune — as well as a 60-
second and a “seventh inning
stretch” version — to all the major
league ball parks across the nation
for showing on “diamond vision’
screens during actual baseball
games.

Along with the aforementioned
Little Richard song, the video’s
newly released soundtrack LP
sports contributions from Roberta
Flack, Isaac Hayes, Linda Willi-
ams, Bill Conti, and Ashford &
Simpson.

® PARENTHOOD (Reprise)

®LETHAL WEAPON Ii (WB)

® BATMAN (WB)
Single: Partyman/Prince

® GHOSTBUSTERS Il (MCA)
Spirit/Doug E. Fresh

® DO THE RIGHT THING (Motown)
Feels So Good/Perri

® RUDE AWAKENING (Elektra)

® LICENCE TO KILL (MCA)

® TRUE LOVE (RCA)
® HOMEBOY (Virgin)

CURRENT
Single: | Love To See You Smile/Randy Newman

® WHEN HARRY MET SALLY... (Columbla)
Single: It Had To Be You/Harry Connick Jr.

Singles: Still Cruisin’/Beach Boys (Capitol)

Cheer Down/George Harrison
Knockin’ On Heaven’s Door/Randy Crawford

® A NIGHTMARE ON ELM STREET 5: THE DREAM CHILD (Jive/RCA)

Singles: Any Way | Gotta Swing It/Whodini

Heaven In The Back Seat/Romeo’s Daughter
Featured Artists: Bruce Dickinson, Samantha Fox, Doctor Ice
Singles: On Qur Own/Bobby Brown
Other Featured Artists: New Edition, Elton John, Glenn Frey
Singles: My Fantasy/Teddy Rlley f/Guy
Other Featured Artists: Public Enemy, Take 6, Al Jarreau
Singles: Rude Awakening/Bill Medley

Revolution/Mike + Mechanics
Other Featured Artists: Kim Carnes, Georgia Satellites

Single: If You Asked Me To/Patti LaBelle
Other Featured Artists: Gladys Knight, Ivory, Michael Kamen

UPCOMING

Featured Artists: Grayson Hugh & Betty Wright, Eurythmics

Featured Artists: Eric Clapton, Brakes, Magic Sam

B T

I:CHSONICS‘?

“The Other libraries have no solid focus on what CHR radio really needs. The TECHSONICS
packages definitely have the CORRECT PERCEPTION! Incredible stuff guys!!”

TECHSONICS

Rick Stacy, PD, Power 99, Atlan'a

Production Library THE MUSIC LIBRARY

FOR A DEMO ON THESE GREAT PACKAGES CALL 804-547-4000
Now on: Pirate Radio/LA, WAVA/Washington, D.C., Power 99/Atlanta, WQUE/New Orleans. NAB tune in to 93.3!!

——— ARG ARk acH e ks ta L e _ .
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Corasact Dise Plaver SL-P 1300

fonc B8ar
8 Tinws ©
SamplesHoid Mise Supgresion

ag Dightal Fliter

FOR THE PROFESSIONAL CD PLAYER.

Like all professional CD players,
the new Technics SL-P1300 is tech-
nologically advanced.

But you don't have to be a techni-
cal genius to operate it.

In fact, even if you haven't spent
years in the studio,
it will only take
you a few minutes
to figure it out.

You see, the SL- @&

P1300 is ergonom- &4

ically designed to

give you greater -
control over playback than you've
ever had before.

Perhaps that's because it's built
like a recording console. Which
means the disc well and all the other
controls are right at your fingertips.

First, the control panel features a
long stroke sliding pitch control. It’s
continuously variable with a range of
+8%. In addition, it lets you restore
quartz lock accuracy at the touch of
a button.

There's also our
two-speed search
dial with audible

B pause. Which
B makes finding
I8 your in point
Ml cxtremely easy.
. Our profes-
sional CD player has other features
professionals enjoy working with.
Like one-touch memorization by time
code, A-B repeat, and our exclusive
rocker control search buttons. It's the
digital equivalent of dragging your

finger on the edge of a record.

A great deal of thinking also went
into things like our balanced outputs
(10 dBm nominal into 600 ohms).
There’s even a port for a wired
remote. And separate power supplies
for digital and analog circuits. Given
this, it's not surprising that its S/N
ratio is 112 dB.

If you're a professional CD
player, chances are you're ready to
hear what our professional CD player
can do.

Call your Technics representative.
You'll find that our pro CD player isn't
the only thing from Technics that's a
pleasure to work with.

Technics

The science of sound
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Stereo
Earbuds Hit

Musical_f-_[ighs

anna get your hands
on some buds that
really smoke? Try

“Phones 2 Go" — earbud-
shaped stereophonds that offer
America’s active music lovers a
new hook.

Unlike conventional earplug
phones {which are held tightly in
place by prassire and friction)
these sparty buds rely on hooks
to position thelr larger and
higher quality speakers snugly
over the ear.

Available from Stow, OH-
based Audio Technica US inc.,
Phones 2 Go are list priced at
$25. For more info, phone the
firm at (216) 686-2600.

Electronic
Products
Catalog

ooking for that perfect-
fitting meter case? How
IJ about push-button, toggle,
and rocker switches? You can find
the complete dimensions, specifi-
cations, and descriptions for these
— and more than 100,000 other
products from some 240 electronics
manufacturers — in the 1989 edi-
tion of the Newark Electronics
catalog.
To get your free copy, call the
Chicago-based company at (312)
784-5100.

TECHNOLOGY

Laserless Laser-Printer On Horizon

be next laser printer you

buy for your computer may

actually be laserless. The
Pittsburgh, PA-based Westing-
house Electric Corp. is currently
developing a printer that uses a
“thin-film electroluminescent edge
emitter.”

While that phrase might not slide
off the tongue as easily as “laser

printer,” this new unit is capable of
printing at much higher resolu-
tians. It’s also smaller and less
trouble-prone than lasers because
it has no mirrors or other moving

parts.

The “laserless” laser printer,
which uses a solid-state device
made of zinc sulfide, is expected to
be available next year.

Software Stops Junk Fax

cluttering your station’s fax

machine, help could be on the
way. Pitney Bowes Inc. is working
on a software option that will let
one of its models ignore unwanted
callers — only senders whose num-
bers have been punched in will be

If you're tired of ‘“junk fax”

abie to get through.

The feature will cost $150 with
the purchase of the firm’s $2500 fax
machine, $250 if it’s added later.
Sharp Corp. is exploring a similar
option for its machines. Could
these “electronic padlocks” make
legal bans on junk fax moot?

Broadcast Disc Cartﬂ

Player-Recorder Arrives

cartridges of old, the “Series 9 Ferrograph Model 9£00” digital

C laiming to improve upon the standard (but often fragile; audiotape

broadcast recording and playback system enables radio program-

mers to store their on-air libraries on magnetic discs.
Available from the NYC-based Gotham Audio Corp., the high-tech
machines use a patented CSX audio technique to record direci-to-disc via

analog balanced inputs.

Each disc holds up to 7.5 minutes of broadcast-quality audio (in
stereo), and can even accommodate up to 18 minutes of recorded music

or spots on a limited bandwidth.

5000 Plays Possible

individual discs can be played — at an 88 dB signal-to-naise ratio —
more than 5000 times each with no loss in sound quality.
The Model 9500, which features the “Model 9200 Reprocucer,” can

be controlied from push-buttons on the front panel or via remcte controi.
Titles are displayed on LCD screens. For more info on the $1 1,000 unit,
call the company at (212) 765-3410.

Delta Debuts Stereo
Noise Generator

he above-pictured “Stereo Noise Generator,” recently introduced by
Delta Electronics, offers radio engineers a new way to test studio
equipment, audio processors, or stareo exciters.

The “SNG-1" model utilizes two indepandent noise generators. An ex-
ternal gate feature permits control of left and right channsi noise, and the
unit's front-panel jacks allow for easy patch bay connection.

Suggested retail price of the SNG-1 &8 $495. For more info, call the
Alexandria, VA-based company at (703) 354-3350,

650 GUNSHOT SOUNDS

First Volume Of Effects

Library Available
€€ Dynamic Range,” the drama.

first volume of the Ranging from gunshots to rico-
“Sonic Boom” sound- chets, this first volurae has been

effects collection by Anaheim, CA-
based Dorsey Productions Inc., is
cocked and loaded with more than
650 gun and weapon sounds to give

issued on DAT and -ptical disc,
and should be available on com-
pact disc shortly. For jurther infor-
mation, call the company at (714)

your airshift that extra shot of 535-3344.

Processor.

Introducing FM ModMinder” Now get more modulation, use less process-
from Modulation Sciences

The

ing, and stay within FCC limits. Another
“miracle processor?” No: FM ModMinder, The
UnProcessor, doesn’t alter your signal in any
way. It gives you a new, more correct measure

of modulation.

By current FCC standards, your modula-
tion monitor is making you set RMS modula-
tion lower than need be, because it registers
overmodulation on brief overshoots that it
should ignore. FM ModMinder tracks only the
longer “events” that the FCC really cares
about. So you can boost modulation by up to
3 dB with moderate processing. Or back off
on “nail-it-to-the-wall” processing without
losing max loudness. You'll be proud of your
signal, and you'll still be legal —we’ve got

proof. And you won’t have to junk your mod-
ulation monitor to use the right measurirg
method—FM ModMinder works with any
stereo-capable demodulator.

FM ModMinder will change the rules of
the 1990’s “processing wars.” But there is
one catch: Demand for ModMinder will scon
exceed supply. So if you want to get a jurip
on the competition, jump on this revolution-
ary product now. Call 800-826-2603 toll-free
for full info and specs on The UnProcessor—
FM ModMinder from Modulation Sciences.

modulation sciences, inc.

115 Myrtle Avenue * Brooklyn, NY 11201
Tel 718-625-7333 * Fax 718-260-8286
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Portable Fax Machine Arrives

anufactured by Woodside, NY-based Madbar, the Irtemationsl
Transportable Facsimile System — also known as the “PortaFax
gE" ~ enables on-the-go redio and record execs to send and
receive important documents anywhere in the worlkd
Features inciude auto-answer, copy mode, and an internal 110/220
volt switchable power supply and telephone jack so the unit can be usedin
8 variety of countries putside the LS. The Porlafax 98 weighs ten pounds,
measures 12 x 11 x 3.5 inches, and uses thermal paper.
Suggested retall price: $1485. For more information. call the company
et {718) 335-0404,

Latest Record

Biz Software
Available

he latest version of the

“Record Mogul,” a person-

al computer software pro-
gram, is designed to estimate the
costs involved in producing, manu-
facturing, and marketing audio
media.

The program also determines
the income changes of the artist,
producer, and others involved in a
project based upon variables input
by the user.

Now available from Arlington,
VA-based Macaluso Music Com-
pany, the new Record Mogul is
compatible with memory resident
programs, has an operating sys-
tem shell, and contains a user-
defined help file.

The 3.0 version runs on IBM
computers and compatibles, and is
priced at $795. A demonstration
disk is available for $10. For more
info, call (703) 671-4551.

Broadcast One
with a Bullef®

Win the ratings war with Broadcast One, APM’s
radio production music arsenal.
We've got the music to keep 'em listening to your spots,
promo’s stingers, and drop-ins week after week.

That means more listeners and a stronger Arbitron.
So get on target with Broadcast One ...the hottest music on CD
for CHR, AOR, NAC, G/CR & CTRY formats ...and more!

Call us and give Broadcast One a shot.
“Index now available on IBM and Macintosh floppy!

e See us at NAB Radio, Booth #936 ¢

Associated Production Music

A
///

6255 Sunset Blvd., Suite 820 ® Hollywood, California 90028
213/461-3211 @ 800/543-4276 ® FAX: 213/461-9102

CRL Unveils AM Stereo
Sound Processor

scognizing the differences between AM and FM stereo technology,

Tempe, AZ-based Circult Ressarch Labs Inc. has designed the

“SMP-950 Tri-Band AM Stereo Matrix Processor” to provide AM
broadcasters with the loudest and cleanest stereo signal possible.

The SMP-950 establishes a consistent audio level prior to limiting the
signal, thereby eliminating “pumping” and other negative side-effects of ex-
cessive timiting. The unit also features a special circuit fo enhance the
listener's perception of stereo separation and a gated wideband com-

wWwWwW-americanradiohistorv.com

pressor that accepts more than 20 dB of input range.

In addition, the SMP-950 is equipped to filter excessive clipping har-
monics for maximum joudness. The unit is list-priced at $2285. For more
info, phone the firm at {800) 535-7648.

New Interfaces Make Taping
Cellular Phone Calls Easy

ruly mobile executives who
depend on cellular phones
for business can turn to any

P

Link Fax With
Laser Printer

ringing the fax-computer

relationship one step

closer, the Dallas-based
Hybrid Fax Inc. firm has recently
developed a device that allows a
laser printer to receive faxes.

Laser printers use regular pa-
per, which produces much better
copies than the thermal paper used
in most fax machines. The two-
inch-wide device can’t send faxes,
however — it can only receive
them.

Hybrid’s hookup is a relative
bargain at $1195, compared with
the customary $5000 (or more)
price tag on a fax machine that fea-
tures laser printer power.

one of five new “Woodbury Cellu-
lar Interface” systems to help rec-
ord conversations while keeping
their eyes on the road and their
hands upon the wheel.

The interfaces — which link mic-
rocassette recorders to your car’s
cellular phone — work on voice-
activated and manual recorders.
Furthermore, the gadgets balance
the sound of captured conversa-
tions by boosting the audio levels of
incoming calls and lowering the in-
terviewer’s volume.

Available from the Woodbury,
NY-based Olympus Corp., the de-
vices electronically block out ex-
traneous car noises and do not in-
terfere with normal operation of
cellular phones. Plus, the inter-
faces are easy to install and are
compatible with most models of in-
car phones.

These electronic liaisons range
in price from $100 to $119. For more
info, phone the firm at (516)
364-3000.

Mark the date ... lock it
in your budget . . .

This is the Big One!

MAY 10-12

Rj ) Century Plaza & JW Marriott Hotels

- & Century City/Los Angeles
RACKD & RECORDS
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GO WITH THE WINNERS. DYNAMAX CTR30 SERIES

See Us At
RADIO ’89
Booth 509

“At 700WLW, we use the new
DYNAMAX CTR30 Series
S-deck recorders in the News
Booth of the Nation’s Station.
In just a year, these machines
have almost overcome my
fifteen year prejudice
against all 3-decks.”

Jim Wagner

Vice President
Technical & Engineering Operations
Jacor Communications

o
,_ | BROADCAST PRODUCTS BY FIDELIPAC ®

Fidelipac Corporation

O P.O. Box 808

O Moorestown, NJ 08057
O U.SA

J 609-235-3900

0O TELEX: 710-897-0254

0 FAX: 609-235-7779

wavweamerieanradiohisteor-com
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Black & Hispanic Radio Listening Habits

More Adults Tune In Mornings; More Teens Tune In On Weekends

ore than 95% of blacks
and Hispanics listen to
radio each week. Within

the two groups, black women aged
18 and over listen the most during
the “work week” (nearly four
hours daily) followed by black men
(three hours, 52 minutes) and
black teens (nearly three hours),
according to the latest information
available from the RAB.

The amounts of time-spent-
listening are similar for Hispanics,
with women tuning in three hours,
49 minutes; men listening just ten
minutes less than that, and His-

panic teens listening nearly three
hours.

Who’s Listening When

Black and Hispanic adults (age
18 and over) are more likely to
listen during morning drive hours.
Each day 88% of black females and
87% of Hispanic women tune in
between 6am and 10am, compared
to the 73% of blacks and 77% of
Hispanics who listen in the after-
noon.

Similarly, 84% of black men and
83% of Hispanic men listen during
morning hours, compared to the
76% of blacks and 70% of Hispanics
who are afternoon drive listeners.

Confess Yourself

Do you know your “sin-dex?” Here's a list of activities and their sin
ratings (a “10" is considered to be the most sinful).

Activity Rating
Murder 9.94
Sex abuse of children 9.92
Rape 9.70
Lying about sexual diseasé 9.68
Cheating a customer 8.41
Lylng about birth control 8.24
Shoplifting 7.43
Lying to spouse 7.08
Lying to your children 7.04
Lying to Congress 6.48
Buying a stoien TV 5.80
Spouse swapping 5.49
Lying to your boss 5.23
Cheating on taxes 4.92
Abortion 4.21
Lying on a resume 4.17
Cutting into lines 413
Giving condoms to teens 3.44
Not belleving In God 3.21
Divorce 3.12
Nudity in the movies 2.1
Nude sunbathing 2.87

Source: The Paragon Project, Scandal Annual, 1988

Interestingly, black teens are
more likely than Hispanic teens to
listen to radio in the mornings (83%
compared to 79% ). The opposite is
true during afternoon drive,
however, with 84% of Hispanic
teens listening, compared to 77% of
blacks.

Weekend Listeners

More minority teens listen to-

radio during the weekend than at
any other time (88% of blacks, 87%
of Hispanics). Among adults, black
women aged 18 and over are the
largest group of weekend listeners
(at 85%) followed by Hispanic
women (84%), black men (82%),
and Hispanic men (74%).

Iguanaburgers:
Food For
Thought?

hrow another lizard on the
barbie. Although it may
seem unappetizing, the
tasty white meat of the green
iguana is a cheap food source that’s
high in protein — and eaten (and en-
joyed!) by many Latin Americans.

West German zoologist Dagmar
Werner estimates that a farmer
raising 100 six-and-a-half-pound ig-
uanas a year can produce 480
pounds of meat — a better yield
than many Latin American cattle
ranchers achieve.

Another benefit: Unlike cattle,
iguanas can be raised in the jungle,
so instead of clearing away trees in
order to raise cattle, all iguana
farmers would have to do is set out
feeding stations. Therefore, you’ll
be doing your bit to save the rain
forests when you bite into this rep-
tilian delicacy.

Exit Travgl_er

hat? You don't carry a
portable emergency
escape system when

you travel? Well, now you can.
The “Exit Traveler,” developed
by Ambler, PA-based Rescue
Associates Worldwide, is
guaranteed to safely lower any-
one weighing between 40 and
300 pounds from a high-rise
building.

Here's how it works: Connect
the steel cable and hook to a
stationary object, slip on the
harness beilt, and exit through a
window or baicony. A disc
brake slows your descent. Each
unit comes in a leather travel
case, and measures 9%” X
6%" x 2.

The Exit Traveler is availabie
in three lengths — four-story
($369), seven-story ($424),
and 12-story {$438). Since the
unit is designed for one-time
use, the company will replace
the gizmo for free — if it's used
in a life-threatening situation.
For more info, phone the firm at
(215) 643-1007.

Larry King, Media’s “Renaissance Man,” To Get His Just Desserts!

The stage is set for an evening of revelry when radio andtelevision interviewer extraordinaire Larry
King is served as the final course of the Fourth Annual Bayliss Media Roast. More than 500 of the
industry’s most active and influential financiers, brokers and operating executives will be in atten-
dance as celebrity roasters line up to “Tell It To The King.”

THE
JOHN
BAYLISS

BROADCAST
FOUNDATION

The John Bayliss Broadcast Foundation offers scholarships to deserving
radio broadcasting students throughout the U.S. The well-rounded, versatile

Myr. King will endure the barbs of his peers to raise funds for this program,

which has awarded 36 scholarships since 1985.

Join Us for a Feast Fit for a King!

Wednesday, October 25, 1989 ¥ The Plaza Hotel ¥ New York City
Cocktails at 6:30 p.m. ¥ Dinner at 8:00 p.m." ¥ Black Tie
Seats $300 ¥ Corporate Table (Seats 10) $3000

v armericanradiohistorv . com

Cars Now
Designed With

Women In Mind

uto manufacturers are add-

ing details to appeal to

women — such as lowering
the outside lip of the trunk and in-
stalling seats that rise as they
come forward.

Women bought 47% of the new
cars sold last year, up from 36% in
1980, and they influenced selection
for most of the others, according to
Ford.

Picking up on this trend, auto
makers have designed larger con-
trol buttons and reach-through
door handles, and improved the
view for shorter drivers.

Fax Paper
Shortage ?

he fax-machine boom may

be a giant step for technolo-

gy and businesses, but it’s
not without its shortcomings. Con-
sumption of thermal-coated fax pa-
per is growing faster than the
available coating-plant capacity,
and New Canaan, CT-based Inter-
national Resource Development
predicts sharp price rises and spot
shortages of the paper within the
next two years.

While the thermal paper will re-
main in great demand over the
course of the next decade, increas-
ed use of plain paper for faxes will
send the demand for the toner
that’s also used in laser printers
and copiers skyrocketing.

WXCY/Havre de Grace, MD
. GM Bob Bloom, wife Sharon,
. daughter Valerie Lauren, Aug-

Crystal Lake, August 19.

i

I-nvt in Radio Futu

Reserve your seats today!
RS.V.P. by October 13, 1989
to Kit Hunter Franke,

The John Bayliss Broadcast

Foundation (408) 624-1536.
Make checks payable to:

The John Bayliss Broadcast
Foundation, P.O. Box 221070,

Carmel, CA 93922
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Free Trial Offer:

Hits-of-the-Week CDs
via Federal Express

Get the quality improyement you've dreamed about: the clean, clear and punchy sound of digital Compact Discs.
Century 21’s HitDiscs  also give you tight starts, uniform audio levels, trip cues, and the most sparkling sound ever!
Save time and studio space because you'll have all the hits at your fingertips on Compact Discs. :

Use HitDiscs' free for our 3 week trial. You'll get all (é)f Radio & Records™® new hits-of-the-week for CHR, AC, Urbap,
Country an%AOR. Every Tuesday, Federal Express™ will bring you two full CDs with the new chart adds, Breakers",
Most Active™, and Most Added. You'll also get new songs likely to make the charts in following weeks.

Find out for yourself why nearly all the countdown shows and over 750 major stations use Century 21’s Compact
Discs. Mail the coupon at the bottom of the page for your free sample HitDiscs .

And Other Networks...

3M®,
ABC/Australia,
Audio Environments®,
BBC Radio 1/England,
Braiker Radio Network,
» 4 __ f o Broadcast Programming, Inc.,
“Century 21, I “We're proudto “HitDiscs™ give “Century 21 “Century 21 Canadian Radio Network/Canada,
love those Hit- use Century American Compact Discs CDs deliver the CD/18,
Discs. They 21's Compact Country not only have audio perfection Ron Cutler Productions,
hv%lp . Tmy Riscs on Countdown a been a time- our affiliates Digital Cable Radio,

"Weekly Top merican Top clean, crisp saver, but have want. Hit- Digital Radio :
40’ have CD 40. I love the sound. Century significantly in- Discs® save M. G Keﬂyll?rt;ftc:nﬁ ’
quality, and all quality & clarity 21’s Compact creased the studio time & T ) o
of us at KIIS- of HitDiscs." Discs are truly fidelity of our keep our writers Mood Music/France,
FM appreciate They save us flawless.” on-air sound!” weeks ahead of Muzak®,
their CD con- time.” Bob ngﬁnqriley Robert G. Hall the charts!” PPM Top 40/England,
venience.” Shadoe oducer  Vice President—Prog. Rod West ICT-Tempo,

Rick Dees Stevens “American Satellite  Operations Manager Transtar/United Statio
Host/Producer  w A harican Coun Music ABC/ M ns;
'}Veei‘(l)}: Top 40" Countdown” Network  Watermark --and More!

op

Over 750 Century 21
CD Users Worldwide

Fill in and mail the Coupon below, or Call (800) 937-2100

Yes!

We want all our hits from premium quality
Compact Discs. Send me 3 weeks of free HitDiscs.™ If
we like the convenience and improved quality, we'll sub-
scribe to HitDiscs™ by paying $50 per week after the free
trial (payable monthly in advance).
continue, we’ll write “cancel” on the invoice when it ar-
rives, owe nothing, be under no obligation, and keep three

radio

If we don’t wish to

weeks of HitDiscs™ with Century 21’s compliments.
Mail to: Century 21 Programming, 14444 Beltwood Parkway, Dallas, TX 75244-3228

century’ ) ]

PROGRAMMING, INC. Signed Title
14444 Beltwood Parkway | Station Phone ()
HitDisc™ and GoldDisc™ are Dallas, Texas 75244 FedEx Address
TradeMarks for Compact Discs of City State Zip

Century 21 Programming, Inc.

Toll-free: (800) 937-2100
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~ RCA Descends On Music City

' Gold Castle artist Joan Baez (second from right) celebrated the com-
pletion of her “Speaking Of Dreams” album with (I-r} Gold Castle’s
Jeff Heiman, President Paula Jeffries, Triad Artists’ Peter Grosslight,
{ and Gold Castle CEO Dannv Goldberg.

Daddy-O Lands At Island

Celebrating Island Music’s signing of producer, writer, and Stetsasonic
member Daddy-Q are (I-r) Island Records VP Rick Dutka, Island Music'’s
Lisa Jackson, Daddy-O, Rush Management's Lisa Cortez, and Island
Music President Lionel Conway.

—__WEATHER SCAN

T -367
) (800) 448-3675 . ‘
*

{/ = ~ r 1 . P : .
b 4 _ RN A
WEATHER SCAN utilizes Weatherology, . C QL 4 e j" o F
a redefined and more precise study of weather forecasting. ‘ 2 Y B «

WEATHER SCAN is currently servicing satisfied clients \ v Al | . K i 7
in Radio, Television, and Newspaper. 4 . P
*Personalities for All Formats From News to Classic ROCK/J

*Forecasts Updated Through The Day

*Br Quality Audio
patGask ty Staffers and artists from all formats convened in Nashville for the third annual RCA Records Labei Con-

_ \/_\ LLV/EVgﬂgbllneSin all markets — Large, ( ) vention. Enfoying the outdoor activities during the five-day event were (top photo, I-r) label President 8ob
/ Medium and Small 0a) Buziak, Alabama’s Randy Owen, and RCA Nashville VP/GM Joe Galante. indoor revelers included (cen-
| - D O ter photo, I-r) Hoodoo Gurus' manager Mike McMartin, RCA VP Jim McKeon, Guru Brad Shepherd, Fos-
2= N ~ ter & Lioyd's Bill Lioyd, Buziak, the label’s Jim Powers, Gurus Dave Faulkner, Mark Kinsmill, and Rick
— Grossman, and RCA Exec. VP/GM Rick Dobbis. An all-star Country gathering weighed down the General

/ Jackson Riverboat, with (bottom photo, kneeling third from left} BMG International President/CEO Rudi

) Gassner, {behind him) Galante, (second row, from right) Buziak, and BMG Distribution President Pete

For the difference in weather, the difference is Weatherology. Jones, surrounded by artists Ronnie Milsap, Alabama, K.T. Oslin, J.C. Crowley, the Judds, Paul Over-

Call WEATHER SCAN street, Restiess Heart, and Foster & Lioyd.
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Casey’s Top 40 Wlth Casey Kasem

Dick Bartley’s Orlgmal Rock & Rol | Oldies Show

The Countdown Wlth Walt L ove

1 Once again these great Westwood One

, radio programs have been honored by
Billboard Magazine as the best national
¢ radio programs in CHR, Adult Contemporary
! and Black/Urban, respectively.

{#}?{#} WESTWOOD ONE RADIO NETWORKS
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All In The (SBK) Family

' 3 Beards ’N’ Long Balls

) . |
In the midst of a party-strewn introductory tour for some of the newer members of SBK's musical family, i D 3 i
label Chairman/CEQ Charles Koppelman (r) rallies the troops for this photo. Seen at the familial scene (-r) { f,",f,':asf,cigs: zﬁﬁﬁﬁgigfi’: fgs;;ng)nfgg%g%g glg\tms st;gl:;e
are smooth-singin’ Darryl Tookes, Carnie Wilson (Beach Boy Brian's daughter and member of the iabel’s “In The Name Of Love.” The tune was lifted from the artist’s recent to;;
Wilson-Phillips group), Andros Georiou {Boogle Box High leader and cousin of singer George Michael), five New AC album, “Take To The Skies.” Pictured watching imaginary
Wilson-Phillips members Chynna Philllips (daughter of “Papa” John and Michelle Phlllips) and Wendy Wilson long balls In the /ab’e/’s field of dreams are singer Bobby Caldwell {who
(another former swimmer in Brian Wilson’s gene pool), and Koppelman. lends vocal support to the single), Kaiser, and Elfiot.

| Hot-Headed Girl’s Talk Friends Help Liza Play Mind Games

Isfand’s West Coast Promo Coordinator Howle Mulra (i) joins the label’s

self-proclaimed “Jewish lesblan folk singer” Phranc (r) for a round of Epic’s Broadway-tested belter Liza Minnelli wraps up production of the music video for her current Pet Shop
idle gossip beneath the hair dryers at a noted L.A. beauty parior, site of Boys-produced single, “Losing My Mind,"” with a little behind-the-camera camaraderie. Snapped at the ses-
the diskery’s record-release party. The up-n-coming label exec looks sion are (I-r) Liza's fire-breathin’, blood-spittin’ manager Gene Simmons, the label’s VP/Product Develop-
on in amazement as Phranc sits ready to clarify any questions arising ment Dan Beck, Minnelli, and video director Bryan Grant.

from the finer notes on her latest *| Enjoy Being A Girl” LP.

Stars Blossom 'Round ‘Tokyo Rose’ Release

To celebrate his recent induction to the Hollywood Walk Of Fame, Jive
Warner Bros. composer/arranger Van Dyke Parks recently received a heartfeit pat on the back from a Records singer 'n’ song writher Tom Jones (r} slipped Into an ex-
predictably eclectic band of fellow recording artists at a recent Los Angeles listening party-cum-sushi buffet clusive soiree held for him at the purple-crowned Frederick's Of
honoring the release of Parks’s new LP, “Tokyo Rose.” Seen at the ginger and soy-laced scene are (I-1) Hollywood boutique. Standing alongside Zomba Group/Jive's VF/West
Sire/Reprise recording artist and reunited Beach Boy member Brian Wilson, noted singer/songwriter Harry Coast Operations Neil Portnow, Jones mused, “So THIS is where all
Nilsson, Parks, Reprise rocker Chris Isaak, and Virgin songstress Syd Straw. those chicks in the front row must shop!”

www-americanradiohistorv.com = g
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OLYMPIA NET WORKS

Proudly Announce

+Coming in Janudg
Live Via Satellite & -
‘Featuring the Biggest Ne Nar
in Cumedy & Entertamm

Uffermg Listeners the Uppnrtumty tn Talk: Vit
Hottest Stars |

BY BOOTH

For More Information,Call
OLYMPIA BROADCASTING NETWORKS 727 &
314-361-2000 ]29
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WE'RE NOT MAlKé:N' LOVE ANYMORE.

"THE NEW SINGLE PRODUCED BY
NARADA MICHAEL WALDEN
FROM THE UPCOMING ALBUM,

ACOLLECTION GREATEST HITS...AND MORE.

®

OnColsmhbio Cassettes, Compoct Discs and Rezords.
'We’ra No Makin' Love Anymore " bDipduced by Nerada Mechaot Waiden tarPe-fectsor teght Producticns )

““Columbra,’ " g are ‘radema bs ot CB8S tane © 1989 CES Racords ine
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Global Warfare At ABC

cold war between Global Satellite

Network and ABC Radlo could heat

up over ABC's recent acquisition of
broadcast rights to the Rolling Stones’ “Steel
Wheels” concert tour.

Tensions came to light when the two
companies called an end to their four-year
relationship, effective the end of this year.
ABC had been acting as the sales rep for
Global's “Rockiine,” “Powercuts,” and “Reelin’
In The Years.” Global President Howard
Glllman said that even though he was offered
“several million dollars” to stay with ABC, he
elected not to renew the agreement.

Back in New York, however, ABC Radio
VP/Entertainment Programming Tom Cuddy
told ST that it was ABC's decision to end the
relationship, “primarily because ‘Rockline”’s
ratings are down 20% over the last year.”

Meanwhile, Gillman is protesting ABC's
affiliation with the Stones’ tour, claiming he has
the exclusive right to produce entertainment
programming for ABC’'s AOR affiliate stations.
Gillman is promising legal action, if necessary,
to stop the broadcasts.

Cuddy says no such exclusive agreement
exists between ABC and Global, and the
broadcasts will go on. He pointed to several
AOR specials that ABC had broadcast earlier
this year, including a David Bowie program.

Replied Gillman, “On occasion, ABC has
asked me to ‘look the other way’ when they've
done an AOR special. They've even made it
worth my while to look the other way, but not
this time.” Gillman confirmed that he is
shopping for another network to rep his
shows, but kept open the possibility of
creating an in-house sales team.

" Universal On The Loose?

Unliversal Records President Jimmy
Bowen recently told a Nashville paper, “It's no
secret (new MCA Muslc Entertainment
Group Chairman) Al Teller and | haven’t been
famous together,” further fueling speculation
that the partnership between Universal and
MCA Records is not long for this world.

Hot on the heels of rumors that MCA has
stopped distribution of Universal product
comes word from Bowen that the label has
suspended plans for the fall release of five
LPs.

Bowen is said to be shopping the label
around Music Row, as Teller is said to have
given him 60 days to find a buyer. (Universal
is a joint venture between MCA and Bowen,
who denies he’s got a distribution deal set
with PolyGram.)

| PolyGram/A&M(Disney Update

HOW DA YA LIKE THEM APPLES? — WWCK)Flint
recently decided to give away a car to the listener
who could stuff the most apples inside his or her
clothes. Pictured is the lucky winner, who managed
to pack her pants 'n’ shirt with 538 — or roughly five
bushels — of apples. Talk about your core listeners!

ST has learned. that Malrite VP/Radio
Programming Jim Wood will be leaving the
company before the end of the month to open
his own consultancy. (Don’t be surprised if
Malrite is his first client.)

Minutes prior to presstime, ST learned that
the legendary Terrell Metheny had been
named VP/GM at WXGT (92X)/Columbus,
OH, marking a return to Great Tralls. He
replaces Randy Rahe, who became VP/GM at
KTHT/Fresno.

And . . . just before the ink hit the
presses, ST heard that KFSD/San Diego
VP/GM Nancy Reynolds had been offered —
and was close to accepting — the VP/GM slot
at KOY-AM & FM/Phoenix. She'd replace
Mlke Horne, who transferred to Edens’
WRBQ-AM & FM /Tampa.

Although some sources insist the
PolyGram/A&M deal could be signed as early

Continued on Page 50

INNOVATION

for stations that realize its importance

GARY GUTHRIE
Programming consulting that makes stations money

Call collect — (502) 459-1176

— \WWW-aeticantadiohistonv.com
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' ' ' ' NEW & ACTIVE
Farly Adds:
KUBE add
Sl e *:;m e KRl [
TOm €I INeW K a
© 1989 WEA Records Ltd. KCAQ add
#1 Most Added WOQID add
At New Rock! 95XIL add
KZZU add
WHTO add
KTMT add
OK 95 add

NIKKI
'IF YOU WANNA'

The First Single
From The debut Album NIKKI

Just Shipped
On Your Desk Now!

Already Active At:
B96
HOT102

#]1 12" Sales In Milwaukee!

(9

©1989 The David Geffen Compmy GEFFEN
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THE PLACE TO BE.
THE NEW SINGLE FROM

THE B-52’S

PRODUCED BY DON WAS

FROM THE ALBUM
COSMIC THING

CHR DEBUT €
ONE OF THE “MOST ADDED”

WXKS 19-14
WZ0U add
KRBE deb 35
WNCI 23-20
Q95 add 25
WHYT 13-10
WLOL 28-25
KS104 deb 24
Y108 19-15
KKRZ 31-23
KWOD 34-22
KCPX 33-27
KKLQ 23-20

X100 add
KPLZ 29-25
KUBE 29-25
WDFX 16-13
KXXR 36-32
HOT102 34-27
K106 10-8
WHHY 21-16
WWCK 15-9
299 21-11
KNIN 12-8
KMOK 9-7

STREET TALK .

Continued from Page 49

as this midweek, others indicate it could be in
trouble. Things were supposedly going along
swimmingly until PG wanted to include A&M’s
publishing arm, Almo-lrving, as part of the
deal. That ain't for sale, according to
knowledgeable A&M sources. However, a
well-placed PG insider told ST not to count
PolyGram out of this one yet.

Meanwhile, word around L.A. is that
Disney has put a lot of m-o-n-e-y on the table
— reportedly $600 million — and this deal
doesn’t include publishing or A&M'’s valuable
real estate

Even though new KROQ/L.A. PD Andy
Schuon’s arrival is still two weeks away,
noticeable musical changes are already taking
place at the New Rock legend, which added
the Stones, Tom Petty, and Melissa
Etheridge this week. New GM Trip Reeb is
leaning less synth/dance — those extended
dance mixes have been turfed — and more
toward the guitar-based approach he endorsed
at 91X/San Dlego. ST expects the changes to
continue, but rumors of a format switch are
groundless.

Meanwhile, Schuon’s replacement at
Summit's KAZY/Denver is still undecided.
One of the top candidates has to be Brian
Taylor, PD of sister AOR WONE/Akron, who
was just named Summit PD of the year.
(WONE is about to change ownership to
Ragan Henry.)

And crosstown at PD-less KLOS,
veteran midday man Bob Coburn confirmed
that he’s begun working with MD Stephanie
Mondello on. the AOR’s weekly musical
selections. Coburn told ST he expects the
station to sound a “little fresher and more
current.”

Y107/Nashville began airing on-air
apologies last week after major advertisers
reportedly yanked thousands of dollars’ worth
of spots and the FCC logged nearly two dozen
complaints thanks to the morning team’s
recently broadcasting what they said was a
call from a 15-year-old girl who engaged in
sexual intercourse with her mother’s dog!

The recorded messages feature station
VP/GM Mike Kenney admitting the station
“crossed the line of good taste,” and noting
that “we know we will maintain our position as
Nashville's Number One station only if we
reflect the standards of our community.”

“A Current Affair” TV reporter Gordon
Elliott has been named to replace Michael
Jackson on the ABC Talk Radjo network from
2-4pm (ET). Also on the net, Freddy Mertz
will replace Ray Briem from 3-6am. (Jackson
and Briem, incidentally, will each continue their
local KABCI/L.A. shows.)

And . . . over at crosstown Talk rival KFl,

Dr. Barbara De Angelis will fill the 11am-1pm
slot vacated by the retiring Dr. Toni Grant,
and Dr. Dean Edell steps into the 1-2pm
opening.

ST hears that 17-year Capitol veteran Ray
Tusken is leaving at the end of the month to
start his own business. Tusken — who was
formerly VP/A&R and is currently the label's
VP/AOR — will call on his wide-ranging
experience to help guide the careers of rock
artists. More details shortly.

WMCA/NY said “goodbye” to Talk on
Friday (9/15), as Salem Broadcasting
switched to a Religious format. The entire staff
is out — including 39-year station vet Barry
Gray, who was a talk host at WMCA when it
was playing “Top 40" hits in the '60s!

Barring something unforeseen happening
at the NAB in New Orleans, look for a B94/
Pittsburgh PD to be named no earlier than
September 25, because VP/GM Tex Meyer
will be in Singapore on a client trip with the

“Lights On/Drugs Out" campaign, asking
listeners to turn on their headlights to support
a drug-free community.

Kenny would like to organize this into a
nationwide radio effort. Contact him at (816)
531-2535.

Atco VP/Promotion Craig Lambert has
elevated Atlanta-based Southeast Regional
Promo Rep Valerie Delong to National
Singles Director, replacing Barbara Seitzer,
who jumped to Epic.

At the same time, Lambert brings Mercury
Atlanta rep Steve Smith aboard to replace
DelLong, and ups his assistant, Laurey
Kawalek, to National AC/Video Promo
Manager.

WXOK/Baton Rouge has upped sales rep
Daryl Moore to PD/MD, as Dennis Lee gets
elevated to GM. Lee replaces Matt Morton,
who's now pushin’ platters for WB.
Filmhouse has won an out-of-court
settiement against WBIZ-FM/Eau Claire for
copyright infringment of FH's “Monks”
campaign, featuring funnymen Mack & Jamie.

Meanwhile, Robert Michelson Inc. has
sued WQFM/Milwaukee, charging the
Shamrock Communications AOR “blatantly
ripped off” the “pirate” TV campaign
pioneered by WEBNI/Cincy last fall. 'EBN
granted Michelson exclusive marketing rights
to the campaign, which was purchased by
'QFM direct competitor WLZR.

The unique concept involves interrupting

the TV commercials of well-known local
Continued on Page 52

Protect Yourself. Call the Industry’s Lawyer.

BARRY SKIDELSKY

Aflforney
655 Third Avenue e Site 1100 \
New York, NY 10017 e (212) 818-0990

at Law

At NAB Radio 89. Contact via New Orleans Hilton
or call ahead to schedule free and confidential consultation. [
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tlektra © 1989 Elektra Entertainment, a Division of Warner Communications inc., ©°

On Elektra Cassettes, Compact Discs and Records.
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“NEW THING”

(7-99207) (PRCD 2731)

FROM THE DEBUT ALBUM
ENUFF Z'NUFF

{91262)

Early CHR Believers:

WMMS deb 24 KLQ 99KG deb 40
KXXR KZZU add KHTY add
K106 add KNIN 38-32 OK95 28

K92 add WKFR add

AOR Track &
AOR New Artist 72
AOR Album )

(o)

ATCO!
On Atco Compact Discs, Cassettes and Records

Division of Atlantic Recording Corporation
1989 Atlantic Recording Corp.@* A Warner Communicafions Co.

STREET TALK.

Continued from Page 50

advertisers. 'QFM began running a similar
campaign last month, and Michelson’s request
for a TRO has been denied. A trial is set for
November 13.

Diane Gentile has been named Manager/
East Coast Rock Promotion for Arista, coming
from MCA, where she handled National Metal
Radio Promotion.

After only six months, Larry Berger has
resigned the PD post at K101/SF over
philosophical differences {(and we really mean
it). Berger can be reached at (415)
441-3950.

While KFACI/L.A. PD Liz Kiley was
traveling around the country last week in
search of air talent, ST learned she’d hired
Ferari away from the late-night shift at
Y100/Miami.

WPLJINY late-nighter Wendy Williams —
who had joined the station after leaving
crosstown Hot 97 just a few weeks back — is
o-u-t. A permanent replacement is being
sought. T&Rs to PD Gary Bryan.

After nearly four years at WKRL/Tampa,
PD Beau Raines is quitting to look for another
programming challenge, effective November 1.
Reach him either at the station or at home at
(813) 578-2239.

#r*{ » ;'.'f;‘,.-gj"'g P w‘uw Sy AGus:
S e ]
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WYNY/NY morning man Scott Carpenter
hasn’t been able to come to contractual terms
with VP/GM Peg Kelly and is looking
elsewhere. Carpenter will stay on until either
he or the station find a new situation. Call him
at (201) 895-7260.

Naturally, Carpenter’s departure fuels
those continuing rumors that the station is
going to leave the Country format. Westwood
One denies it.

Meanwhile, ST's pals of the saddle club
may remember that the Magic Christian from
WHBQ/Memphis was moving to mornings at
WWYZ/Hartford on a trial basis. Well,
pardners, the trial’s over, and WWYZ is again
in the market for a morning star. T&Rs to
Johnny Michaels.

Long as we're talkin’ 'bout Country
morning openings, KEEY/Minneapolis is also
in the hunt. T&Rs to David Malmberg.

KJ103/Oklahoma City PD Curt Spain
exits, and Mike McCoy from KNMQ/
Albuquerque is in. Reach Spain at (405)
787-3103.

Ann Carlos will join Capitol to cover
Cincinnati, replacing Phil Fox, who becomes
Sales Manager for the Capitol-EMI Cleveland
Branch. Carlos comes from Capitol Atlanta,
where she was a service rep.

'TIL DEATH (OR A DOWN BOOK) DO US PART —
Here is the ONLY existing photo of KLOS/L.A. morn-
ing maniacs Mark & Brian's recent wedding vows in
Vegas.

The dynamic duo were wedded at the Wee Kirk O’
The Heather chapel on Las Vegas Bivd.,and on-the-
scene reports say 'twas a simple ceremony — they
were pronounced “husband and . . . husband,” and
each declined to kiss the groom, saying they’'d “con-
summate the marriage in private.”

Seen at the 25-minute ceremony, which was carried
live on KLOS via microphones hidden in the pair's
baseball caps, are (I-r) KLOS switchboarder and best
man Robert “Lucky Butt,” groom Brian Phelps, groom
Mark Thompson, and show producer and maid of
honor “Beastmaster Ann” Cerussi.

KZEW/Dallas has-apparently decided not
to replace former PD Dale Kelly. Instead, his
duties have been absorbed by OM Mike
Wade and Asst. PD Bruce Carey. Kelly exited
in June, and has since landed a gig at the
Hard Report.

After being told a change in station
direction was coming, MD Joe Marino is out at
WCCC/Hartford. Marino suspects Classic
Rock. ST's “fun-fone” is still waiting to hear
from station management.

RCA Northeast Promo Rep Dave Ross is
joining Relativity Records, where he'll share
National Promo Director duties with John
Schoenberger.

Basing out of NYC, Ross will replace Ron
‘‘Jetson’’ Poore, who recently took the

P RER RN Ay s ) Sy LR
Former CHR KCPWI/KC (now Gold KCMO-
FM) has been slapped with a $250,000
lawsuit by the National Drug Free Council
over the events surrounding a recent benefit
Bangles concert. Seems the station had
committed to promote the show, then
switched formats right before the concert date
— an action that allegedly caused only 1500
folks to show up, leaving the all-girl rock group
playing to about 15,500 empty seats!

Deciding she “just needed a break,”
seven-year WAQX/Syracuse staffer Lorraine

Continued on Page 55

Which consultant guarantees personal
attention to a limited client roster?

[y

(805) 528-0888

L-A-R:RY B-R-U-C-£ COMMUNICATIONS
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BAD ENGLISH

“When | See You Smile”

BREAKERS. 0% a2 KUBE add

WZPL add 30 KEGL 12-9 (HOT)
MOST ADDED KBEQ add WMMS add
WKTI add WDFX add
NOW ON 165 WLOL add KXXR add
CHR REPORTERS  y108 add PIRATE deb 20
Including: WXKS add KZZP add WZ0U deb 27
WPLJ add KKRZ add B94 deb 30
PRO-FM add KCPX add KKBQ deb 22
Y100 add KPLZ add KRBE deb 31
WGH add 26 KISN deb 37

WNVZ add  Apg This Is Just The Beginning!
AOR TRACKS: [DEBUT €D

4LIVING COLOUR

: Ve 4 rrs
Glamour Boys
NOW ON 141 CHR REPORTERS  AOR TRACKS: {B)

P-1 Power Play At:

WZ0U deb 30 WMMS deb 23 WKTI KWOD KUBE
KKBQ deb 23 WXKS WKBQ KCPX KEGL
KRBE deb 34 WEGX KKRZ KISN WDFX
Q105 add WZPL KXYQ KPLZ KXXR

PIRATE
CHR CHART
[oesuT » &

ALICE COOPER

“Poison’’ News&AacTIVE
NOW ON 54 CHR REPORTERS!

u.f‘ . .'_' ...-_:.
""5.:"". LT i

} HOT ACTION AT:
PIRATE 18-14 (HOT) mﬁded At\:NBBO 2106  KSND
;{,ﬁ";’dﬁ"" ‘gmgl S add 99WGY K106 WKZL  KRZR
WZPL add  KXYQ JET-FM  WZYP WWCK FM104

WPST WABB KKRD  KOY-FM
KPLZ add KXXR 12-9 (HOT) wnRck Y106 WHOT  Kzzu

KATM 22-10 (HOT) ...And many more! 0
i@
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“DON’T ASK ME WH?’ »

The debut Arista

single from the two

most innovative
artists of the decade.

From “their strongest

album ever”*

We Too Are One.

*The New York Times
September 3,1989
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m T 169 BMG Revond (LK) Lad.. Representation: Ketns Smith “HipetKinenes' James W21l Produced by David A. Stewart and Jimmy Jovine-
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STREET TALK

Continued from Page 52

Rapp resigned her PD post last week. Rapp
plans to remain at the AOR for several weeks
to help with the transition to a new PD.

Former KOZZ/Reno PD Steve Funk —
who stepped down last week — has exited
after ten years, and will sign on a new AOR
shortly. No word yet on calls or location.

Elektra Entertainment has a new address
and phone number for its Left Coast office:
345 Maple St. Beverly Hills, CA 90210,
(213) 288-3800.
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KKGOIL.A. has officially announced that it
will partially fill the classical music void when
KFAC switches formats on 9/20.

KKGO will continue to devote the bulk of
its schedule to Jazz, but will play Classical in
morning and afternoon drive. It's positioning
itself as a “fine arts music station.”

AC KMJi/Denver isn’t changing formats,
but it /s changing its calls to KXLT (XL-100),
and reimaging itself as playing more than soft
AC music. PD J.D. Adams and the on-air staff
remain in place.

KKDJ/Fresno has replaced ten-year
MD/night rocker Jetf Riedel with former
KEDGI/L.A. personality Harlan Winslow. PD
Art Farkas is now handling music.

Gary N. Kirk is the new OM at WIRC &
WXRC/Hickory-Charlotte. He was half of the
morning duo of Kirk & Simon at
WXO0Q/Memphis.

ﬂ@m >.-m e .zu e
' To Diver
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After 17 years, WAVA/Washington
afternoon driver Shadow Smith is hangin’ up
his headphones to pursue his lifelong dream to
be a professional deep-sea diver. T&Rs to PD
Matt Farber.

KXOA (K108)/Sacramento morning man
R.J. Harris is leaving after two years to open
his own radio & TV production firm. PD Brian
Casey is looking for a hot replacement and will
consider morning teams. Call him at (916)
923-6800.

Yes, it's true that KZZB/Beaumont, TX
has been sold, but PD J.J. Jackson denies
rumors that the station is dropping dance-
oriented CHR for AC.

The management team of Doc McGhee
and Doug Thaler has split up. Together they
guided the multiplatinum careers of Bon Jovi,
Motley Crue, the Scorpions, and Skid Row.

McGhee will continue to manage Bon
Jovi, Skid Row, and a new CBS act called the
Front. Thaler will retain Motley Crue and,
possibly, the Scorpions.

After three years of litigation in Federal
Court, Cyndi Lauper has assigned her interest
as publisher of “Change of Heart” to Waliter
Kahn and his L.A.-based Orange Bear Music,
a subsidiary of Sunshine Entertainment.

Countdown king Casey Kasém has called
for radio’s help in his efforts to generate
affordable housing for the homeless. Kasem
and Westwood One have set up a special

number (900-226-7000) that listeners can call
to get more information about the Housing
Now! national march. The October 7
demonstration is expected to attract hundreds
of thousands of supporters in Washington, DC.

The call costs $1.50. A dollar of those
proceeds will be used to defray the cost of
sending marchers to Washington. The other
50 cents goes to the phone company. For
more info, FAX your request to Casey at
213-274-2851.
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Last week’s ST item concerning Tommy
Lewis’s exit from KZTR/Ventura, CA for
erasing the station’s cart library was, like the
fabled news of Mark Twain's death, “greatly
exaggerated.”

Lewis had explained his exit by faxing ST
the following note: ““The management here
wasn’t too pleased when | accidentally moved
our bulk eraser too close to our album rack
and inadvertently bulk erased our entire record
collection.”

ST regrets any real or imagined harm our
inadvertent misinterpretation of Lewis's attempt
at levity may have incurred, and suggests you
contact the budding yukster at (815)
964-6569.

Capitol/EMI Music Chairman, author, and
L.A. Lakers superfan Joe Smith will receive
the Lakers’ first-ever “Spectator of the Yegr”
award Tuesday (9/26) at the Equestrian
Center Press Club.

Sad to report that 33-year-old KNRJ
(Energy 96.5)/Houston Business Manager
Brenda Hudson was shot and killed at close
range in front of her two children while coming
out of a grocery store late last Sunday evening
(9/10).

According to KNRJ VP/GM Susan
Hoffman, Hudson had been with the same
facility, through its many call-letter and
ownership changes, for nearly 15 years.

Police are investigating, but have no
suspects. The motive was apparently a purse-
snatching. Hudson was to have launched her
own business, a children’s day-care facility,
the following morning.

Congrats to MCA VP/Promo Frank Turner
on his recent engagement to Susie Gardner.
Look for a wedding after the first of the year.

Ditto to Chrysalis Nat'l Dir./Pop Promotion
Michael Van Orsdale, aka Van-0, on his
engagement to Lynn Wells, National AE for
Monday Morning Replay. An April 1990
wedding’s in the works.

Also congrats to former Westwood One
West Coast sales exec Nan Heller, who will
marry ABC “American Country Countdown”
host Bob Kingsiey, sometime next month.

Finally, hats off to Emmis Executive
VP/Operations Doyle Rose and his wife, Kim,
on the birth of their first, Maxwell Doyle,
(9/10).

WXKS/Boston PD Sunny Joe White has
just seen his long-awaited, John Luongo-
produced single (“Jackie Lucky”) released on
Atlantic Records. Look for Sunny to visit your
station in the near future to promote his debut
record. And, yes, he's gonna do phoners!
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CHR CHART DERUT €Y
NOW ON 151 CHR REPORTERS

» CHECK THIS: WLOL 29-24
WXKS 28-18 (HOT) Y108 29-26
WBLI deb 30 KXYQ

CKOI deb 35 KPLZ 24-19
Q95 deb 23 KUBE 25-22
KISN 29-23 (HOT}  KTFM

KEGL deb 19 Q105
WZOU 30-22 B96

PRO-FM 32-29 KDWB8

99WGY 40-30
WERZ 31-24
WNNK 28-22 (HOT)
98PXY add 28
WROQ 32-22
WZYP 35-26

WOKI 19-13

KF95 31-23

AND MUCH MORE!

ey
COVER GIRLS

NEW & ACTIVE

"My
Heart
Skips
A
Beat”

NOW ON 53
WXKS deb 32
KKBQ add
KITY 35-24
KTFM 24-21
B96 16
WHYT add
KKLQ add
X100 24-21
KUBE add
HOT97 9-6
WIOQ

KIMZ

CHR REPORTERS—
PWR96 28-24
HOT102 18-15
PWR106 23-19
FM102

KMEL 17-11

HOT977 20-16 (HOT)
WFMF 19-15

WCKZ add

KPRR 18-14 KNMQ add
WANS add  KF?5 add
WRQN add KIKI 17-13

WHOT add KTRS add
KKSS deb 24

.$
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NEWSBREAKERS

Romano Upped
To GM At
WEZO & WRMM

WEZO & WRMM/Rochester
GSM Kim Romano has been pro-
moted to GM.

Atlantic Ventures President Eric
Schultz said, “Kim has been with
the stations for nine years and has
done a fantastic job as GSM for the
past two. Her credibility in the
marketplace and respect within
the stations make her a natural for
the GM spot.”

Romano added, “It’s very grati-
fying to be managing these sta-
tions. I'm devoted to seeing us suc-
ceed in Rochester.”

In the spring Arbitron, soft rock
WRMM ranked eighth with a 5.5
12+; Transtar AM Only-formatted
WEZO ranked tenth with a 2.9. In
Birch, WRMM ranked seventh
with a 4.7 and WEZO was 11th with

a l1.5.

iy

Etzkin Moves Up
To KMGL GM

s

Patricia Etzkin

KMGL/Oklahoma City GSM Pa-
tricia Etzkin has been upped to GM
of the AC station. She succeeds
Cliff Walton, who joined crosstown
KOKH-TV.

KMGL owner Anthony Renda
commented, “I'm extremely hap-
py to promote a truly qualified pro-
fessional like Pat to lead KMGL in-
to the *90s. With her experience and
knowledge of the Oklahoma City
market, she brings a wealth of
background and knowledge in
sales and training to the table.”

Etzkin joined KMGL in January
as NSM and was promoted to GSM
in May. She was previously NSM at
crosstown KXXY-AM & FM.

KJYO Names McCoy PD

Mike McCoy, PD at KNMQ/Al-
buquerque for a year, has been
named PD at Clear Channel CHR
KJYO (KJ103)/Oklahoma City.
McCoy, who signed a two-year con-
tract, replaces Curt Spain, who left
after a year to pursue other pro-
gramming opportunities.

KTOK & KJYO VP/GM Jim
Smith told R&R, “We wish Curt
lots of success. He has a lot of ex-
perience but it was all in this mar-
ket, and for KJ103 to reach its po-
tential we needed some fresh, out-
of-market ideas. When I began ex-
ploring the situation the name that
kept coming up was Mike McCoy's.
He’s an exciting PD who can take
us into the '90s. As a programmer
he’s worked with our consultant
Jerry Clifton before, so it was a
natural marriage.”

McCoy has also programmed
WMGZ/Youngstown and been an
air talent at WBZZ/Pittsburgh and
WNCI/Columbus. “I think the first

BEnEma

Mike McCoy

order of business is to get KJ103
back on top again,” he said. “It's
just a bit off track right now, but
the growth potential here is better
than anywhere I've ever worked.”

A T A

WQMG Taps
Weaver As OM

WQMG/Greensboro has named
former WAMO/Pittsburgh PD
Sam Weaver OM, and he will also
do the station’s morning show with
Jasmine James.

WQMG VP/GM Nancy Cooper
told R&R, ‘“Sam will oversee the
programming of the station and
hiring and firing, and he will work
closely with the person he hires as
MD and the promotions director.
He brings very strong leadership
qualities to the role and a good pro-
gramming background.”

Weaver, an 18-year radio vet,
commented, ‘“WQMG has the
same aggressive feelings that I do
about some things in the market-
place: playing the hits, being big
on promotion, and reinforcing our
strengths. We'll be playing radio
warfare.”

Weaver’s background also in-
cludes progratnming WDIA/Mem-
phis. He has done on-air work at
WUSN/Chicago, WDRQ/Detroit,
and KSLQ/St. Louis.

Cold
Sounding
Studios?

Chickini
In Charge
At WTIX

Nine-year WTIX/New Orleans
Chief Engineer Barry Chickini has
added GM/PD duties at the Talk
station.

Chickini told R&R, “It’s a great
opportunity for me to become more
diversified. The majority of engi-
neers hide themselves away too
much. They try to be too isolated,
and don't get this kind of chance. I
can see a better future in manage-
ment ahead. Companies are now
looking for more multifaceted indi-
viduals.”

He added, “I've always consid-
ered the engineer to be on equal
terms with the PD, OD, and sales
manager. I was always involved in
the entire operation of the station.
Our company doesn't like one-di-
mensional employees.”

Chickini will also continue his
role as CE for Public station
WRKF/Baton Rouge. This is his
first programming or manage-
ment opportunity.

WTIX finished in a tie for 17th
(12+) in the spring Arbitron (1.7)
and placed 18th (1.5) in Birch.

Claire West

West Directs

Enigma AC,
Jazz, NAC,
Urban Promotion

Enigma Records has appointed
Claire West National Director/AC,
Jazz, NAC, and Urban Promotion.
She most recently was Director/
Sales & Marketing for Burns Media
Consultants, where she sold re-
search and consulting services to a
variety of radio formats.

Enigma Sr. VP/Promotion Sam
Kaiser remarked, “Claire brings
what I feel are two of the most im-
portant ingredients to promotion:
detailed knowledge of radio and
strong music integrity. Her experi-
ence with AC, Urban, NAC, and
Jazz radio establish her as an out-
standing national promotion ex-
ecutive and a welcome addition to
the Enigma team.”

West told R&R, “My program-
ming and research background
gives me added insight into pro-
grammers’ music needs. This is a
fantastic time to be with Enigma,
because it is entering these for-
mats aggressively and charting
new territory. Honestly, I never
thought I could work these kinds of
hours or this many formats, but I
love it.”

West has previously served as a
concert sound engineer for artists
including Stanley Turrentine, Jeff
Lorber, Cameo, and the late Jaco
Pastorius.

Holter GM
For Sun Radio

Broadcast executive Thomas
Holter has been named GM of the
Sun Radio Network, which is being
reorganized under Chapter 11
bankruptcy proceedings. The net-
work is being operated by the Kay-
la Satellite Broadcasting Network,
and the appointment was made by
Kayla CEO Larry Wyman.

“We are funding the day-to-day
operations of the network in the
hope that the bankruptcy judge will
allow us to become the new own-
ers,” said Wyman. ‘I brought Tom
in because of his exemplary record
in the industry. He’s a knowledgea-
ble, sincere, and respected individ-

Holter was most recently GM at
WQID & WVMI/Biloxi, MS. He
previously owned WILV/Madison,
WI and has served in virtually all
radio station capacities over the
last 35 years.

The Sun Network provides talk
programming to about 140 affil-
iates. Holter said the network will
begin sending a West Coast feed in
order to better serve affiliates in
the Mountain and Pacific time
zones.

SO e R

Dee Rivers Sets
Blackwell As
National PD

WEAS-FM/Savannah PD Floyd
Blackwell has been promoted to
the newly created National PD
post for the Dee Rivers Group. His
duties will include programiming
WEAS-AM & FM/Savannah;
KRNB/Memphis; WGOV/Valdos-
ta, GA; and WSWM/Belle Glades,
FL. Blackwell will continue to be
based in Savannah.

Blackwell told R&R, “I feel
great about this. I programmed
WEAS-FM from 1975-80 and then
put KRNB on the air. KRNB had a
couple of good books but started
going downhill later, and I have to
return it to number one. It will be a
challenge, but I love it.”

Floyd B., as Blackwell is known
in Urban circles, left radio in 1983
when he exited KRNB. He return-
ed to WEAS-FM as PD last year.
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7012 27th Street W » Tacoma, WA 98466 ¢ FAX 206-565-8114 « 1-800-426-8434

America's Full-Time Broadcast Supplier

Warm Sounding Solution. ..

Profoam is the cost effective way to warm up your studios.
Available in two or three inch thicknesses, Profoam soaks-up stray
audio reflections and allows for better microphone sound. Your
studios will sound more solid and less hollow.

Profoam is UPS shippable and available in 4’ by 6" sheets.
Charcoal grey color blends with all decor.

Warm up your studios with Profoam. Priced at only $49.95 per
sheet for the 27, $56.95 per sheet for 8” thickness. Quantity discounts
available. To order, or for more information call us toll free.

Wassae s ricanradiohistery com
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ONE client station is all it takes to be in the music Scheduling business.

And. at RCS, even though we now have over a thousand client stations

world wide, we never forget that when youe in a bind, you require the

kind of attention you would get if you were our only client. We understand

the importance of service. In fact, we built our business on it. When we

say we won't leave you hanging ... we mean it/ TEN years in the racio

industry s a very long time. SELECTOR has the distinction of having been

a Stable force in programming since its refease in 1979 Thats a full

decade of innovation and improvement packed into a music scheduing

system that has been on the front lines of music programming right frem

the beginning. We've dedicated ourselves to offering a System that

reflects the needs of our clients. And, were looking forward to our secand

decade of growth, innovation and service. ONE THOUSAND radio

stations world-wide are now using SELECTOR, making 1t the standare by

which all other music Systems are judged. When the time comes for you to

evaluate your music scheduling System, consider the fact that more radio

stations have chosen SELECTOR then any other system, anywhere at any

price. Call us for a free SELECTOR demo disk and see for yourself what

over 1000 radio stations around the world already know... SELECTOR

means success!
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™

RADIO COMPUTING SERVICES, INC.

Suite 206 Scarsdale, New York 10583 (513) 941-0829  (914) 723-8567 FAX (314) 723-6651
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NEWSBREAKERS

Radio

® CHARLES COHN is now GM at
WYBB/Charleston, SC. He had oc-
cupied the same post at KLAQ/EI
Paso.

®DANA KOTT, GSM at WCIB/Fal-
mouth, MA, is promoted to GM. Con-
currently, KAREN RISHAR joins as
Business Manager after holding various
positions in advertising, education, and
other fields.

® JEFF FOSTER, GSM AT KPLY &
KRO\/Sparks-Reno, NV, has been up-
ped to Station Manager. Marketing
Consuitant DAVID PLOWDEN re-
places him as GSM.

® CARL WHITE has been tapped as
Sales Manager at WPHR/Cleveland.
He was formerly GSM at WRKU/
Youngstown.

Records

® BOB MOERING, WEA National Di-
rector/Creative Services, adds VP
stripes. Also moving up to VP is Na-
tional Director/Advertising CLARE
KOROLY. Concurrently, former VP/
Planning JERRY FALSTROM takes on
VP/Management Information Systems
duties. Director/Personnel and Payroll
HELEN ZEILBERGER is named VP/Hu-
man Resources.

® TED GREEN has been tapped as Ex-
ec. VP/Administration & Operations at
Atco Records. He was formerly Sr. VP/
Business Affairs & Music Publishing at
PolyGram Records.

©® SAM HARRELL and JIM WEST have
been named Atlantic/Nashville Region-
al Promotion Managers for the West
and Southwest, respectively. Harrell
was most recently head of promotion
for CBS/Nashville's West Region.
West, formerly KEBC/Oklahoma City
MD, previously worked at KCUB/Tuc-
son, WQDR/Raleigh, and Oklahoma Ci-
ty Country outlets KOMA and KXXY.

O KIM FREEMAN moves to Atlantic
Records as Assoc. Director/National
Singles Promotion. She had been Di-
rector/National Pop Promotion at Pro-
file Records.

Industry

® SUSAN CLARY has been appointed
President of Vis-Ability, a music video
marketing and promotion company.
She was formerly West Coast Direc-
tor/Publicity at EM| Records.

® LARRY JOHNSON, broadcast re-
search analyst, joins Research Con-
cepts as VP/Custom Research.

® FRANK HIGNEY moves up from VP/
Valuations to COO at Broadcast invest-
ment Analysts/Frazier, Gross & Kadiec.
Also at the company, WILLIAM RED-
PATH is elevated from Manager/Tax
Appraisals to VP/Financial Analysis,
and Financial Analyst PETER BOW-
MAN becomes Sr. Financial Analyst.
In addition, Sr. Analyst MARK CUN-
NINGHAM is upped to Manager/Pub-
lications, and Financial Analyst DONNA
GRIGSBY steps up to Research Direc-
tor. Joining the firm are Financial Anal-
yst MARK McBRIDE and Sr. Financial
Analyst ROBERT WAIT.
® VICKI MANN, Exec. VP/Marketing
Director at Chicago AV, has been pro-
moted to Sr. VP and joins the firm's
Board of Directors. Concurrently,
KATIE GALANTE has been tapped as
the company's CFO, replacing AN-
NETTE SUMMERS, who retired.
Galante had been Asst. Controller at
the Atlanta Falcons Football Club.
Finally, MARK ZURAWIEC joins as
Studio Manager. He previously worked
at Chicago Cable 13.

Susan Clarv

Meg Whitcomb

across the country.

KEZY

WERZ WKPE  WNNK

Our letters of

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

Stay out in front

with Fleet

KRLB

rence.

ariiieaae Icanradiohistorv.com—s

® TED PINE has been promoted to
Marketing Manager at New England
Digital after two years with the com-
pany.

® CHRISTI TAYLOR, former Exec. VP
of Radio West/Seattle, announces the
formation of multimedia representative
company H.O.T. Reps (Hobson/Oh-

mer/Taylor Representatives). Taylor
will serve as Managing Partner and ma-
jonrity owner.

® MICHELLE YULES is upped from
Creative Consuitant to Creative Manag-
er at Famous Music Publishing Com-
panies, a unit of Paramount Pictures.

® JEFF LaROCCA is now an Exec.
Producer for SuperSpots and Joe Kelly
Creative Services. He was formerly on
the marketing and sales staff of KWTO-
FM/Springfield, MO. Concurrently, fel-
low KWTO staffer MIKE DePRIEST
joins Joe Kelly Creative Services as a

copywriter.
—Holly Sklar

Networks

©® TALKNET debuted the "“Meg Whit-
comb Show" this week. A nationally-
renowned advice columnist appearing
in 150 newspapers and in the Star
magazine, Whitcomb will air from
1-4am (ET) weeknights. She formerly
hosted a local talk show on WMCA/
New York; (202) 685-2550.

® ABC RADIO NETWORK has dubbed
November “The Official History Of
Rock ‘N’ Roll Month,” and will market a
50-hour special spanning four decades
of rock music. The show, which will be
distributed via CD, is produced in one-
hour modules for program flexibility.
Produced by Infinity Broadcasting, ra-
dio personality Mike Harrison is the
host; (212) 887-5365.

®DBA has signed comedian-satirist
Stan Freberg for the daily commentary
“Stan Freberg Here.” The 90-second
feature will be offered via barter; (201)
385-6566.

©® PREMIERE RADIO has debuted
“This Week In Music,” a top-ten week-
ly countdown for AC stations that also
incorporates movie, TV, flashback, and
other features. The program uses the
local station's host, much like Pre-
miere’s CHR “Plain Rap Countdown”;
(213) 467-2346.

® FINANCIAL BROADCASTING NET-
WORK has added WYOR/Nashville,
WQBK/Jacksonville, and WWiIi/Harris-
burg as affiliates; (212) 725-8080.

POINT

® RADIO TODAY's “Rock Stars” has
named singer/songwriter and former
Lovin' Spoonful leader John Sebastian
as host of the monthly program; (212)
581-3962.

PROS ON
THE LOOSE

Keeve Berman — ND WMCA/New
York {(201) 746-1037

Doug Daniels — PD/MD/mornings
WZMM/Wheeling, WV (304)
233-2432

Christina Gorton — MD KKZX/Spo-
kane {509) 747-7921

Susan Landers — MD KVVQ/Hes-
peria, CA (619) 244-4008

Joe Marino — MD WCCC/Hartford
(413) 732-4244

Mike McAdam — Nights WQMR/

Mechanicsville-Waldorf, MD (301)
862-9602
Don Nelson — Weekends/traffic

WLS/Chicago (219) 931-4226

Michael St. John — Late-nights
WBJW-FM/Orlando (619) 263-4485

John Sebastian (George Brown) —
OM WABJ/Adrian, Ml (517) 265-7635

Willy Sancho — Mornings KJKC/
Corpus Christi (512) 854-8473

Shelli Sonstein — ND WPLJ/New
York (201) 746-1037

Curt Spain — PD KJYO/Oklahoma
City (405) 787-3103

Blake Thunder — Evenings WAPW/
Atlanta (404) 993-1959

Diana Vincent — Air talent KWIZ-
FM/Santa Ana, CA (714) 681-4801

Dirk (Jeff Donavan) Whitehead —
Nights WBAM-FM/Montgomery (205)
279-7907

CHANGES

Mariann Morris has been named
Sales Manager at McGavren Guild Ra-
dio/Houston. Concurrently, Emily
Drenis steps up from Sales Associate
to AE at the company’'s New York of-
fice, and Greg Martin becomes an AE
at McGavren Guild/Boston.

Kent Deatherage joins the sales
staff of KEBC/Oklahoma City.

Nicky Ferreira is appointed an AE at
HNWH)/Dallas.

Alison Frink and Phillip Johnson
are the newest members of the WCIB/
Falmouth, MA sales staff.

Caroline Davis takes on Publicity
Coordinator duties at BMI.

To better serve the broadcast industry, our
new Broadcast Commercial Division has been
formed to help you design, create and produce your
next winning television campaign,

You can get a copy of our Fall '89 demo reel
by contacting Steve Merrill at

@ IMAGE POINT PRODUCTIONS, INC
312:943-6705

A Division of The Cannell Studios
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If it has to do with
entertainment,
It's news to us.
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From a sound stage in Hol!ywood to a recording studio in New York. . .from sold-out
stadiums to the budgets and backers of the next box office blockbuster. . .entertainment
is what the BPI| Entertainment News Wire is all about.

Get a complete package of late-breaking news and features
%ORTER covering fim, music, TV and theater—all from the biggest

G pmeed W Rie | namMes in the business:
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With Entertainment News Wire, there's no need to worry about

fact checking, repackaging from a grab bag of yesterday’s
news, or missing the story altogether. You get the inside story,
ready for release, from the biggest names in the business. And,
since it's a dalily service, you get the inside story first.

The Premium Service includes full-length feature stories, briefs
and shorts, the famous Billboard charts, celebrity spotlights, film,
TV and record reviews and more covering the domestic and
international entertainment scenes. It's timely 24 hours a day.

The Broadcast Briefs and Charts Service is perfect for drive
time. It includes a dalily briefs summary delivered overnight,
plus ADVANCE versions of the charts.

Send for a free hard-copy sample

FW @GPy Find out just how comprehensive, fresh and fascinating the
S BPI Entertainment News Wire is. For details and a free hard-
copy sample package, call John Morgan at 508-283-1709,
or write to the address below.

B PI Entertainment
News Wire

A Service of BPI Communications, Inc.
1515 Broadway [J New York, NY 10036 [J 508-283-1709
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Two-and-a-half months after its
charter gathering, the National As-
sociation of Radio Talk Show Hosts
(NARTH) is off and running, ac-
cording to its founder. WRKO/Bos-
ton talker Jerry Williams, who
masterminded the June confer-
ence that led to the formation of
NARTH and was subsequently tap-
ped to lead the organization, said
last week that the group has set
membership dues, narrowed to
three its list of possible sites for a
1990 meeting, and is working on its
first newsletter.

The dues schedule agreed upon
by the advisory panel established
at the Boston meet is based on the
wattage of the station where the
NARTH member is employed.
Talkers who are heard on stations
with power of 25-50kw are being as-
sessed $100 a year. Personalities
whose stations have 10-24kw pay
$75, and hosts at stations with pow-
er of 10kw or less are being asked

CBS Records execs were on hand for the official opening night of the Rolling Stones’ North American tour. Gathering to ante up $50.

backstage at Philly's Veterans Stadium are (I-r) Columbia Records President Don lenner, Stones Ron Wood, Mick Jagger,
Charlie Watts, Keith Richards, and Bill Wyman, and CBS Records Division President Tommy Mottola.

Talk stations and producers may
join NARTH as nonvoting mem-
bers for $100 and $25, respectively.
While the group has not yet settled
on a rate for network talkers, an

Talk Group Ready To Roll

Sets Dues, Plans Newsletter, 1990 Meeting

assistant to Williams said they
“probably” will be charged the
$100 rate.

Membership Drive Coming

Williams said NARTH currently
has some 60 dues-paying members
and plans to launch a direct mail
membership drive in the near fu-
ture.

The two main benefits of
NARTH membership, an annual
convention and a newsletter, are
also taking shape, according to
Williams. The group’s next gather-
ing, he said, will tentatively be held
early next June in oae of three lo-
cations: New York City, Walt Dis-
ney World in Orlando, or Seattle.
The final decision on a location is

supposed to be made by the end of
this month. The group’s first
meeting was held in Boston.

Development of the NARTH
newsletter, Vox Populi, is being
spearheaded by KTKK/Salt Lake
City afternoon host Mills Cren-
shaw. According to Williams, the
first issue of Vox Populi should be
on its way to members by the end
of the year.

FOUNDER & PUBLISHER Bob Wilson

EXECUTIVE VP/GENERAL MANAGER: Dick Krizman
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FAX: (213) 203-9763
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CHR EOITOR: Joel Denver ® ADVERTISING
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ASSISTANT EOITORS: Paul Colbert, Robin Dixon, Hurricane Heeran, Lynn McDonnell,
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BUREAU CHIEF/ WASHINGTON EOTOR: Pat Clawson

ASSOCIATE EOITOR: Randall Bloomquist

ASSISTANT EDITOR: Vickie Ocheltree

OFFICE MANAGER: Deborah White

LEGAL COUNSEL: Jason Shrinsky

MASHVILLE: (615) 244-8822, 1106 16th Avenue South, Nashviile, TN 37212;
FAX: (615) 248-6655

BUREAU CHIEF: Lon Helton

ASSOCIATE EOITOR: Debe Fennell

OFFIGE MANAGER: Phvilis Tavlor-Sneddon

LOS ANGELES: (213) 553-4330; FAX: (213) 203-8450
VICE PRESIDENT/SALES, WESTERN REGION Michael Atkinson
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SALES REPRESENTATIVE: Paul Curtin

WASHVILE: (615) 244-8822
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CONGRATULATIONS
CONGRATULATIONS

We had to say it twice
because these 2 guys
won twice in a row.
CURT HANSEN - P/D,
Operations Manager of the year*
BILLBOARD Magazine
1988, 1989

CURT HANSEN
WEBE108 AC

Station of the year*
BILLBOARD Magazine
1988, 1989

STORM N. NORMAN
WEBE 108 Music Director of the Year*

BILLBOARD Magazine
1988, 1989

STORM N. NORMAN

Air Personality of the Year*
BILLBOARD Magazine 1989

WEBEC 108 FM

Fairfield County Connecticut *Smoll Market AC (1.2 Million - Small Market?)
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LENNON

His last interview, his greatest music, an all-new radio special.

John Lennon was one of rock’s
most endearing, influential and con-
troversial figures. America’s fascination
with “the infellectual Beatle,”—his life,
and his music—continues fo rage nearly
a decade after his death.

Last December, when we first
broadcast the long-rumored last Lennon
interview, it made radio history. Now,
history repeats itself with an all-new,
expanded commemorative special we'e
calling simply, LENNON.

LENNON is simply the most
honest and revealing porirait of rock’s
working dass hero ever presented. Based
upon John's lengthy, in-depth last
interview, conducted just hours before
his tragic death on December 8th, 1980,

LENNON is a four-hour radio special
written and produced by Ed Salamon,
in which the music speaks for itself . . .
and so does John.

Demand will be great—last year's
show was broadcast in every one of
the top 100 markets—so reserve this
special for your station early. LENNON
will be available for broadcast this
December 1st through 8th on a swap/
exchange basis to radio stations in the
top 170 Arbitron-rated metro markets.

For station clearance information call
703-276-2900.
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et ricA N adiONiSTOTY com



www.americanradiohistory.com

NEWS

WTMX Elevates Caffey To GSM

WTMX/Chicago LSM Rick Caf-
fey has been elevated to GSM. He
succeeds Sheila O’Connor, who
was recently promoted to VP/Sales
& Assistant Station Manager at the
Bonneville AC. Caffey directs a 14-
member sales staff.

WTMX President/GM Chet Red-
path commented, ‘“Through his
unique qualities and talents, Rick
Caffey has brought a lot of luster to
both the product and people at this
station. Sheila O’Connor and I are
proud to have developed a partner-
ship with such an outstanding in-
dividual as Rick.”

Caffey observed, “I'm delighted
that Bonneville has afforded me
this opportunity. My years here
have been gratifying on every
level. This new position marks the
beginning of an exciting challenge
as we head into the ’90s.”

Rick Caffey

Caffey joined the station seven
years ago when it was known as
WCLR. He formerly was an AE
and LSM for WYLL/Des Plaines,
IL.

Crusham
Continued from Page 1

and her staff have done a tremen-
dous job in taking 3WS to the
number one position in its target
demographic in a very competitive
marketplace. With his record of
achievement, Mike is the ideal per-
son to give us the kind of leadership
that will be required to keep us in
that position.”

Noted Crusham, ‘I can’t tell you
how excited I am to join Shamrock
Broadcasting and to manage
3WS.”

Prior to joining WGFX one year
ago Crusham served as VP/GM of
KRMG & KQMJ/Tulsa and WHAS
& WAMZ/Louisville.

Among persons 12+, 3WS rank-
ed fourth in the spring Arbitron
(7.3) and seventh in Birch (4.8). In
the same sweeps, WWSW (AM)
registered a 0.9 (Arbitron), and 0.5
(Birch).

Romano
Continued from Page 3

She’s an invaluable asset to Mer-
cury Records.”

Romano added, ‘“I’'m very proud
to have the opportunity to grow
within a wonderful organization
such as PolyGram, and work with
as dedicated and hard-working a
promotion staff as we have at Mer-
cury.))

Romano started at Mercury four
years ago, and has served in the
AC, AOR, and CHR promotion de-
partments. Prior to that she was
Chicago Regional Rep for Island,
and RCA Local Promotion Manag-
er in San Francisco.

Bouvard
Continued from Page 3
Bouvard will be based at Cole-
man headquarters in Research
Triangle Park, NC.

Mychaels Now
PD At WP2z

Eric Mychaels has been upped
from MD to PD at WPZZ (Hot 96)/
Indianapolis, and will retain MD
duties and the afternoon airshift.
He succeeds Eric Blakely, who re-
mains at the station in an on-air
position.

Willis Broadcasting National PD
Steve Crumbley told R&R, “Eric
Mychaels, who’s been working
with the company and growing
each day, was ready for the promo-
tion and had learned the systems.
He’ll be a great broadcaster in his
time as he matures.”

Mychaels, who has been at
WPZZ for a year, commented,
“With some of the new ideas I
have, we can make some things
happen in this city. The station, up
to this point, hasn’t even really
been on the map, but will steadily
increase.”

5\?\;‘@:)1‘1() X m % G i i :,.

Tuttle GS
At WWJ & WJOI

WWJ & WJOI/Detroit AE Val-
erie Tuttle, who joined the station
earlier this year from VP/Sales
duties at broadcast advertising
agency FirstNet Detroit, has been
upped to GSM.

“Detroit radio is booming and
our stations are working on all
fronts to become an extremely
strong presence in the market-
place,” commented WWJ & WJOI
VP/GM Rod Zimmerman. “As
GSM, Valerie will manage and
package our inventory and enable
us to reach our new goals.”

Tuttle previously served as Man-
ager/Detroit Region at McGavren
Guild and VP/Detroit Manager for
HNWH. She has held sales posts at
Detroit’'s WDIV-TV and WXYZ,
and at ABC Radio Spot Sales.

Belle Of The Columbia Ball

Columbia execs congratulate Regina Belle on the release of her latest album “Stay With Me” after a show at NYC's Indigo
Blues. Sharing the moment are (I-r} Columbia Records President Don lenner, the label’s Cynthia Badie-Rivers, Belle, and Co-
lumbia’s Sr. VP Ruben Rodriguez, Joe McEwen, Sr. VP Bob Sherwood, and Sandra Trim-DaCosta.
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“PICTURES
OF MATCHSTICK MEN"'

CAMPER VAN BEETHOVEN have a new

pro c¢d/12" out, and we have a chance to tell you
about it through the incredibly good graces

of R&R. "PICTURES OF MATCHSTICK MEN" is an
auspicious entry in the ‘60
cover sweepstakes, and boy
does it rock! You are duly
informed it should be added to -
your play list post haste. i

NEw RocK - ®

Already On:

WDRE WRAS
WBRU KTCL
WHFS KUKQ
KDGE KUSF
KROQ WBNY
KJON WBER
XTRA KACV
KITS WFIT
WHTG KUNV
WXVX KOTR

Early AOR Action At:

WXRT WCCC
KRXQ WHCN
KRQR WROV
KOME KZRR
WHFS KRZQ
WDHA WPXC
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NEWS

Shannon
Continued from Page 3

a background New Age. Bob has
done a terrific job in putting
together a positive attitude at the
station. Much of his time was spent
doing outside station activities, and
he’ll continue with that.”

Shannon was unavailable for
comment at presstime.

Among persons 12+ this spring,
KMGC tied for 17th in Birch (1.7)
and ranked 19th in Arbitron (2.3).

Lonnie Gronek kicked off his radio
sales career at WMCR/Cleveland
. in 1972. He left to join crosstown
§ Malrite outlet WHK in '78, becom-
. ing its GSM ten years ago today. In
"84, Gronek was appointed WHTZ
(2100)/New York LSM, returned to
Cleveland in ‘86 as WHK & WMMS
GM, and earned VP stripes in '87.
One year ago today, he was nam-
ed Malrite’s VP/Sales Develop-
ment, and in January of this year
became Z100 GSM.

Lonnie Gronek

Jeff Wyatt, and Tom Gowan

Steve Winwood (Virgin) (2 wks)

(Columbia) (2 wks)

#1 AC: “Drive" — Cars (Elektra)
& Jeffrey Osborne (A&M)

(WB)

(10 wks)

$600,000 contract

1 YEAR AGO TODAY

®RIAA survey reveals listeners want more back-announcing
@ Emmis bestows VP stripes on Phil Newmark, Alan Goodman,

@ Chuck Bortnick named WHK & WMMS/Cleveland VP/GM

®Moon Mullins tapped to head Pollack Communications/Nashville
@ Bob Linden lands KNUA/Seattle PD post

@ #1 CHR: "Don’t Worry, Be Happy" — Bobby McFerrin (EMI)

@ #1 AC: “It Would Take A Strong Strong Man” — Rick Astley (RCA)
@ #1 UC: “She's On The Left” — Jeffrey Osborne (A&M) (3 wks)

® #1 Country: “Honky Tonk Man” — Randy Travis (WB)

@ #1 AOR Track: “Don’t You Know What The Night Can Do" —

®#1 AOR Album: "Roll With Iit" — Steve Winwood (Virgin) (4 wks)
@ #1 NAC: “Close-Up" — David Sanborn (Reprise) (3 wks)
@ #1 Contemporary Jazz: “Then And Now” — Grover Washington Jr.

B YEARS AGO TODAY

@ Jim O’'Nelll appointed Blalr/RAR President/CEO

@ Michael Ellls becomes WAPP/New York PD

® Smokey Rlvers hired as WAVA/Washington PD

@ Bob Church chosen as WLOQ!Orlando PD

® New Dallas CHRs: KEGL (Eagle 97) and KTKS (106 Kiss-FM)
@ #1 CHR: "“Let's Go Crazy" — Prince (WB)

@ #1 UC: "The Last Time | Made Love” — Joyce Kennedy
@ #1 Country: | Don’t Know A Thing About Love” — Conway Twitty

@ #1 AOR Track: “Cover Me" — Bruce Springsteen (Columbia) (3 wks)
@ #1 AOR Album: “Born In The USA™ — Bruce Springsteen (Columbia)

® #1 Jazz: "Rendezvous’’ — Sadao Watanabe (Elektra)

10 YEARS AGO TODAY

@ Gary Berkowitz tapped as WROR/Boston PD
. @Jim White returns to KNUS/Dallas as PD
. @ WAPE/Jacksonville signs the Greaseman to a five-year,

. @ Alison Steele resigns from WNEW-FM/NY after 13 years

Huntington
Continued from Page 3

ing to stress the melodic, bright,
jazzy pieces because they seem to
work best. We won’t turn our back
on New Age.”

He continued, “I have to learn
how to deal with the affiliates and
hit the right buttons at the right
time. I won’t — pardon the pun —
make waves. We’ll have more fun
on the air. We evolved out of no

‘DJs,’ and will be mindful of that.”
Huntington will do PM drive on
the network. Prior to joining
KIFM, he programmed WHVE/
Sarasota-Tampa.

MCA artist Elton John takes a break with label execs after a concert at L.A.’s Forum. Pictured are (I-r, front) MCA Sr. VP

Layne
Continued from Page 3

industry.”

Layne has been with Record
Bar, a prominent and widespread
music and video retail operation,
for 12 years in a variety of sales,
promotion, and marketing posi-
tions. She was named Media Su-
pervisor in 1985.

Schweitzer
Continued from Page 3

Milwaukee, which will be to my
benefit, but I know I’ve got a lot to
learn about that market.”
Schweitzer was an AE at Mil-
waukee outlets WLPX and WBCS
before joining WKTI as an AE five
years ago. No replacement has
been named for him at WKTIL.

Elto ’s Enthusiastic Entourage

N
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Steve Meyer and VP Liz Heller, MCA Recards President Al Teller, John, and MCA Exec. VP/GM Richard Palmese and
VPs Harold Sulman, Glen Lajeski, and Luke Lewis; (I-r, back) MCA VPs Jeff Jones, John Hey, and Geoff Bywater.

King Of The ‘City Streets’

Capitol’s Carole King took her tour to the- streets of L.A., where she performed classic tunes as well as songs from her
new album “City Streets.” Shown backstage at the Universal Amphitheatre are {I-r, front) manager Peter Asher, King, Cap-
itol Records President David Berman, and label VP John Fagot; (I-r, back) Capitol's Ritch Bloom, VP Tom Whalley, and Jeff

Shane.

p———

Virgin’s Happy Campers
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@ #1 CHR: “Lonesome Loser” — Little River Band (Capitol) (3 wks)
. @ #1 AC: “After The Love Is Gone” — Earth, Wwind & Fire (ARC/Columbia)
. @#1 UC: “Don’t Stop ‘Til You Get Enough™ — Michael Jackson (Epic)
(4 wks)
@ #1 Country: “You're My Jamaica’ — Charley Pride (RCA)
@ #1 AOR Album: “In Through The Out Door” — Led Zeppelin
(Swan Song) (2 wks)

15 YEARS AGO TODAY

@ Joel Denver named WFIL/Philadelphia MD

@ Billy Pearl exits KIQQIL.A. for neighboring KHJ

@ #1 CHR: "I Honestly Love You" — Olivia Newton-John (MCA)

@ #1 AC: “Then Came You" — Dionne Warwick & Spinners (Atlantic)

@ #1 Country: “Please Don't Tell Me” — Ronnie Milsap (RCA) (2 wks)

@ #1 AOR Album: “Fulfilingness’ First Finale” — Stevie Wonder (Tamla)
(3 wks)

! i

Virgin execs ham it up with Camper Van Beethoven backstage after a concert promoting their latest album, “Key Lime
Pie.” Posing backstage at L.A.'s Greek Theater are (I-r, back row) Camper member Greg Lisher, the label’s Lydia Sarno
and VP Jacquie Perryman, band members David Lowery and Morgan Fichter, Virgin Sr. VP Jim Swindel, and the label’s
Mark Williams; (front, I-r) Virgin VP Michael Plen and Camper members Victor Kremmenacher and Chris Pedersen.

R R e

— Hurricane Heeran
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IMAGINE

YOUR STATION
GOING NATIONWI

WE'VE CONVINCED LISTENERS IN THESE MARKETS:

iy | oy | s
Atlanta/WAPW-FM 9.4 11.8 +26%
Boston/WXKS-FM 7.7 8.7 +13%
Cleveland/WPHR-FM 3.4 6.3 +85%
Denver/KQKS-FM 4.9 8.4 +71%
Houston/KRBE-FM 55 7.6 +38%
Indianapolis/'WZPL-FM 9.7 16.5 +70%

Arbitron, Spring '89, AQH Metro Share, 6AM-Mid, Mon.-Sun vs. 7P-Mid OHP weekend average.

? WHY IS THIS HAPPENING ?

An AMAZING BREAKTHROUGH in audience response is occurring
every weekend to programmers airing OPEN HOUSE PARTY™:

LISTENERS THINK IT'S LOCAL

Suddenly, your station is hosting the biggest party on the planet...
with programming beaming across North America. Open House
Party™makes it sound like your station is broadcasting nationally,
which boosts your image in the eyes of your listeners.

135 MILLION!

Now airing on over 70 great stations, Open House Party™reaches
a potential audience of 135 million! It has changed the sound of
weekend radio forever. Your station is connected with cities from
coast-to-coast, now definitely the most listened to live contem-
porary radio program on the air.

SUPER HOT GUESTS

The biggest stars are available exclusively to your listeners
through your station. The hottest stars in America beg to get on
mike with John Garabedian, who makes your competition’s
weekend talent sound like feeble wimps., Banks of toll-free 800
lines provide direct, interactive listener input. Our studio is wired
directly for live satellite transmission assuring stellar digital
quality! Your call letters are always first talk out of music.

KICK IN THE ASS

Take advantage of this festive, high-tech programming to give
your weekends a kick in the ass (your competitor too). We target
mainstream available audience, updating constantly, using fresh
research from independent firms. Imagine extending your
weekend time-spent-listening during this show, and adding it to
your Monday through Sunday total audience. Wow!

CATCH THE FALL BOOK NOW

Connect your listeners, with the fastest growing weekend
audience in North America. Call Superadio now to lock it up
before your competition locks you out. (508) 485-3500.

_ _____wway americanradiohistorvy com
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RATINGS

i i =L e e =
Minneapolis-St. Paul
fre TS e e R e e | Wi Spring Wi Spring Wi Spring
18-34 g9 's9 | 18-49 g9 89 | 25-54 '89 89
KQRS-AF (AOR) 18.2 189 | KQRS-AM&FM 139 140 | WCCO 122 149
WLOL (CHR) 8.9 104 | KSTP-FM 9.8 98 | KSTP-FM 106 10.1
KDWB-FM (CHR) 10.7 9.3 | WCCO 83 96 | KORS-AM&FM 112 98
KEEY (Ctry) 50 89 | wLOL 6.6 85 | KEEY 6.4 7.6
KSTP-FM (AC) 88 7.6 | KEEY 55 8.1 WLTE 54 6.9
KJJO (AOR) 8.1 7.3 | KDWB-FM 76 69 | Kool 77 66
KQQL (Gold) 36 59 | koaL 66 58 | WLOL 47 66
KTCZ (AOR) 87 58 | KICZ 76 57 | KTCZ 78 65
KLXK (CR) 55 52 | WLTE (AC) 48 55 | KDWB-FM 47 44
WCCO (AC) 50 4.5 | KWO 52 4.8 | KSJIN-FM (Clas) 33 42
Phoenix
Wi Spring Wi Spring Wi Sprin
18-34 g9 ‘a9 | 18-49 g9 '89 | 25-54 '89 'ag
KUPD (AOR) 140 18.1 KZZP-AM&FM  13.3 14.3 | KNIX-AM & FM 19.3 . 17.8
KZZP-AF (CHR) 16.6 159 | KUPD 109 124 | KZZP-AM&FM 96 11.1
KDKB (AOR) 78 99 | KNIX-AM &FM 156 121 KUPD 6.6 84
KSLX (CR) 97 9.7 | KSLX 79 88 | KSLX 72 78
KNIX-A/F (Ctry) 12.1 82 | KDKB 52 7.3 | KTAR 49 58
KOY-FM (CHR) 45 60 | KOY-FM 29 50 | KOOLFM 54 5.1
KKFR (CHR) 62 49 | KOOLFM 44 47 KDKB 33 50
KOOL-FM (Gold) 3.1 3.4 | KTAR 31 38 | KMEO-AM & FM 6.0 48
KKLT (AC) 38 33 | KKLT 6.6 35 | KKLT 80 4.1
KTAR (N/T) 1.7 28 | KMEO-AF (BEZ) 30 35 | KOY-FM 19 39
Denver-Boulder

Wi Spring wi Spring Wi Spring
18-34 g9 g9 | 18-49 g9 's9 | 25-54 89 ‘89
KRXY-AF (CHR) 10.0 13.4 | KRXY-AM & FM 75 98 | KBCO-AM&FM 119 109
KAZY (AOR) 85 128 | KBCO-AM&FM 110 97 | KXKL-AM&FM 113 86
KBPI (AOR) 94 11.3 | KAZY 59 89 | KYGO-FM 63 7.4
KBCO-AF (AOR) 139 9.6 | KBPI 7.1 8.4 | KRXY-AM & FM 52 6.2
| kaks (CHR) 50 6.0 | KXKLAM&FM 103 7.4 | KBPI 46 6.1
KMJ! (AC) 54 59 | KMJ 58 6.2 | KMJ 6.0 55
5 g i J KYGO-FM (Ctry) 59 58 | KYGO-FM 54 6.1 KHIH 39 52
; i = KDKO (UC) 29 41 KQKS 35 4.9 | KOA (Tak) 40 47
: 3 e KXKL-A/F (Gold) 72 40 | KHH 37 40 | KAzY 31 48
- —d KHIH (NAC) 31 3.2 | Kwal 43 36 | Kwal 30 38

“ S U N S ” KWBI (Rel) 53 3.2

NEW & ACTIVE Portland-Vancouver

Wi Spring Wi Spring Wi Spring

NATIONALLY 18-34 89 ‘g9 | 18-49 89 g9 | 25-54 89 89
MOST ADDED! ! KGON (AOR) 192 176 | KGON 136 133 | KKCw 11.0 1241
KXYQ (CHR) 147 124 | KKCW 111 117 | KGON 106 108

NOW ON 99 CHR KKRZ (CHR) 145 11.7 KKRZ 10.8 9.3 KINK 11.7 8.0
KKCW (AC) 105 11.3 | KxvQ 100 9.2 | KMUKK 53 7.8

R EPOR TER S KMJK (CR) 7.5 104 | KMJK 56 85 | KUPL-FM 35 7.3

] KUPL-FM (Ctry) 30 83 | KUPLFM 36 7.1 KXYQ 48 58
Including: HOT977 31-28 KINK (NAC) 85 62 | KINK 100 6.8 | KKRZ 63 55
WXKS add WWCK 28-17 (HOT) KKCY (NAC) 6 30 | KKSN-FM 38 4.3 | KKSN-FM 48 5.1
KWJJ-FM (Ctry) 16 30 | KXL(NT) 22 34 | KWL 35 48

WZOU deb 33  KKBQ KKSN-FM (Gold) 1.4 2.5 | KKCY 1.1 3.3 | KEX(AC) 65 3.9

PRO-FM deb 34 KITY
KRBE 3530  WKBQ
KTFM 25-22 Y108

bt A e S R s

L Milwaukee-Racine
2 Wi Spring wi Spring wi Spring
KISN deb 39 WIOQ 18-34 89 'gs | 18-49 29 9 | 25-54 89 89
KWSS 29-26 PWR106 WLUM (CHR) 139 17.0 | WLUM 100 129 | WKTI 102 106
KJMZ add FM102 WLZR-AF (AOR) 19.3 151 | WKTI 1 1.2 13.2 vwwr\(nlﬁ'_-' os g.g 10.3
; ND WKT! (CHR) 15.3 140 | WLZR-AM&FM 122 10. 8:9.
KMEL 30-27 = MUCH MORE WKLH (CR) 10.3  13.1 | WKLH 9.7 104 | WLUM 68 80
] ] WMIL (Ctry) 44 56 | WML 74 7.8 | wrm 83 7.2
See Dfno on tour with I’Vew WQFM (AOR) 98 50 | WIMJ 51 51 | wzTR 63 55
Kids On The Block! WMYX (AC) 30 41 | wziR 53 50 | WLZR-AM &FM 59 53
- WZTR (Gold) 35 3.6 | WMYX 40 46 | WMYX 40 49
| H WLTQ (AC) 56 35 | WQFM 63 4.2 | wLTQ 49 386
WAl WTMJ (AC) 16 30 | wBZN-AF(NAC) 2.4 3.0 | WBZN-AM&FM 3.1 35
i WLTQ 52 30
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It takes time to accomplish
perfection.

You do the research. And prepare.

And research some more. Over. And
over. And over again. Then you wait.
And wait. And wait some more.
Everything is based on anticipating
that one magical moment. You can’t
be too early. You can’t be too late. The
switch is flipped. You're on the air.
Braiker Radio Services have

taken their time to bring you the best.

It’s what you've asked for, it’s what
you deserve. After all, Braiker has
taken that time to ask all the right
questions, to solve the obvious prob-

lems that others have overlooked. Wait-

ing hasn’t been always easy. But it
has it’s rewards. It’s true with great
wines and it’s just as true in launching
innovative satellite programming.
Everything must be perfect. When
you're dealing with time, space and
state-of-the-art technology, you either
do it right or you shouldn’t do it at all.

On September 1st Braiker Radio
Services hit the airwaves, with the
most innovative satellite programming
in radio today. A one-stop radio satel-
lite service featuring five outstanding
“personality driven” formats that pro-
vide 24 hour-a-day “walkaway free-
dom” while delivering a winning share
of the market.

What makes Braiker so good?
Simple. Braiker is the blueprint of
Ivan Braiker himself, a pioneer in
establishing some of America’s most
successful satellite networks. Braiker’s
team of programming, promotion,
sales and support professionals brings
legendary credentials and experience
to a long awaited industry.

Now the wait is over. Braiker
delivers topflight, competitive pro-
gramming at monthly rates designed
for high profitability. Your profitability

based in part on giving you more com-

mercial options than any other satel-
lite programming company in Amer-
ica. (No network commercials means
the inventory to sell is yours and yours
alone.) And isn’t that what it’s all
about. Braiker Radio Services. Radio
will never be the same. So what are

/ RADIO
SERVICES

'”/ COMPANY

1-800-562-3005

BRAIKER

Radio will never be the same.

SEE US AT RADIO ‘89, NEW ORLEANS, SEPTEMBER 13-16.
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RATINGS

BIRCH DEMOGRAPHIC RANKINGS

Kansas City

Wi Spring Wi Spring Wi
18-34 g9 ‘g9 | 18-49 89 ‘89 | 25-54 89
KKXR (CHR) 109 16.1 KXXR 76 105 | WDAF 12.8
KPRS (UC) 101 138 | KPRs 90 103 | KFKF-AM&FM  10.3
KBEQ (CHR) 85 100 | KFKF-AM&FM  10.2 10.0 | KPRS 8.4
KFKF-A/F (Ctry) 83 98 | WDAF 77 9.8 | KCFX 8.2
KYYS (AOR) 17.3 9.3 | KBEQ 78 75 | KubL 5.2
KCFX (CR) 121 91 KCFX 9.1 7.4 | KXXR 35
KCPW (CHR) 58 5.1 KYYS 11.8 6.8 | KYYS 7.2
KLSI (AC) 29 47 | KuDL 46 53 | KBEQ 5.2
WDAF (Ctry) 46 44 | KL 49 51 KLS! 52
KCMO (N/T) 20 23 | kcpw 46 46 | KCMO 6.4
KUDL (AC) 39 23 KMBR 27

Providence

Wi Spring Wi Spring wi
18-34 g9 g9 | 18-49 89 ‘89 | 25-54 '89
WHJY (AOR) 182 226 | WPRO-FM 213 17.2 | wPRO-FM 19.2
WPRO-FM (CHR) 21.3 19.2 | WHJY 135 158 | WHJY 8.2
WSNE (AC) 89 7.4 | WSNE 81 6.2 | wwu 6.1
WWKX (UC) 57 60 | wwu 59 51 | WSNE 7.9
WWRX (CR) 55 55 | WODS 22 46 | wobps 29
WBRU (NR) 54 50 | WBRU 45 43 | wBRU 45
WWLI (AC) 35 45 | WWKX 41 43 | WLKw 5.1
WZLX (CR) 27 41 | WWRX 45 36 | WMYS 33
WAAF (AOR) 11 23 | WMYS (AQ) 29 30 | WPRO (Tak) 34
WODS (Gold) 16 2.3 | WLKW (B/EZ) 30 29 | WHM(NT 47

Sacramento

Wi Spring Wi Spring wi
18-34 ‘89 ‘g9 | 18-49 '89 g9 | 25-54 '89
KRXQ (AOR) 141 203 | KRxa 98 141 KZAP 6.0
KZAP (AOR) 111 115 | KzAP 76 97 | KFBK 10.5
KROY (CHR) 51 90 | KXOA-FM 74 7.3 | KRAK-FM 9.5
KSFM (CHR) 105 8.4 | KHYL 66 68 | KHYL 7.9
KQPT (NAC) 56 80 | KQPT 64 6.8 | KRXQ 5.5
KXOA-FM (AC) 77 61 | KSFM 82 67 | KXOAFM 6.5
KRAK-FM (Ctry) 81 48 | KROY 60 6.4 | KQPT 7.3
KHYL (Gold) 41 37 | KRAK-FM 90 6.3 | «cTC 3.8
KRAK (Ctry) 32 29 | kFBK(NT) 68 54 | KSFM 5.2
KAER (AC) 48 2.8 | KCTC(B/EZ) 24 40 | KAER 57

Norfolk-Virginia Beach-Newport News

Wi Spring Wi Spring wi
18-34 ‘89 ‘g9 | 18-49 's9 ‘g9 | 25-54 '89
WOWI (UC) 147 185 | wow 112 157 | WAFX 1.9
WAFX (CR) 16 158 | WAFX 15 127 | WCMS-AM&FM 9.3
WNOR-AF (AOR) 265 14.4 | WNOR-AM&FM 19.6 11.6 | wow 8.4
WNVZ (CHR) 100 9.0 | WNvz 86 80 | WNORAM&FM 13.5
WMYK (UC) 65 78 | wMmYk 52 71 | WMYK 30
WWDE (AC) 22 56 | wocMsaM&FM 78 68 | wnvz 6.3
WGH-A/F (CHR) 41 52 | WWDE 43 55 | WLTY 8.9
WCMS-AF (Ctry) 6.0 4.8 | WLTY 76 45 | WWDE 5.5
WLTY (AC) 56 37 | WGH-AM&FM 37 40 | WFOG 7.4
WJQI-A/F (AC) 47 32 | WFOG (BEZ) 46 37 | WJQ-AM & FM 57

Columbus

Wi Spring Wi Spring wi
18-34 ‘g9 89 | 18-49 ‘89 89 | 25-54 '89
WNCI (CHR) 155 234 | WNCI 139 186 | WNCI 12.2
WLVQ (AOR) 121195 | wLvQ 9.9 155 | wLvQ 7.6
WMGG (CR) 13.0 14.4 | WSNY 139 112 | WSNY 14.4
WSNY (AC) 141 96 | WMGG 98 104 | WMGG 7.9
WXGT (CHR) 85 82 | WXGT 67 62 | WIWN 8.9
WVKO (UC) 69 66 | WVKO 54 55 | WVKO 46
WCKX (UC) 40 24 | wrw (AQ) 63 43 | weBY 6.2
WHOK (Ctry) 78 2.3 | wsBY 52 37 | WBNSFM(BEZ) 4.3
WRFD (CC) 4 20 | wHok 65 32 | WHOK 6.4
WBBY (Jazz) 33 1.8 | WCKX 28 26 | wxar 4.4

Spring
‘89
14.2
11.0
8.6
7.0
6.0
55
5.2
4.7
4.7
4.6
4.6

Spring
‘89
13.5
9.6
6.8
5.6
55
4.5
3.8
3.7
3.5
2.9

Spring
'89
8.8
8.7
8.7
8.4
8.3
7.7
6.4
6.1
5.9
3.8

Spring
‘89
13.6
9.9
9.5
7.6
6.9
8.7
55
54
5.1
4.9

Spring
‘89
15.2
12.2
1.9
7.8
6.0
59
4.7
4.3
4.0
3.8
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THE
CULT

“EDIE

[ciao BABY]

-~

93

W SINGLE

HE ALB

-

SON C TEMP

M

E

KEGL 20-18
KXXR 25-21
WPST deb 39
WROQ deb 24
KTUX 35-32’
KRZR 29-26
KZZU deb 38
95XXX add
G98 add
KNIN 36-30
WPFR add
KHTY deb 29
OK95 39-30

Plus...
WXKS
KXYQ
KZ106
WZYP
KATM
KSND
WJIMX
WPFM
KIXY
KPAT
wiBwW
KFMW
KTMT
ZFUN

AOR TRACK &

L1989 BEGGARS BANQUET RECORDS LTD,
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“BUST
A MOVE”

CHR CHART [0t50T pED
HOTS: 31%!1!

CHECK THIS ACTION:

WHYT 7-6 (HOT)
WLOL add

KIS 7-4 (HOT)
KZZP 9-8

KKLQ 6-4 (HOT)
X100 3-2 (HOT)
KWSS 7-6
KUBE 19-17
HOT97 deb 30
PWR96 deb 35
HOT102 19-14
PWR106 9-8
KGGI 15-12
FM102 3-3

KMEL 1-3
HOT977 7-6
WXKS 26-23
PRO-FM 25-21
PWR99 18 (HOT)
KITY 12

KTMF 15-13

WIOQ 20 (HOT)
KJMZ 18 (HOT)
WMJQ 8-5 (HOT)
Z102 8-4 (HOT)
KF95 deb 27 (HOT)
KIKI 1-1 (HOT)
KLUC 5-3 (HOT)

..AND MUCH, MUCH MORE!

SINGLE NOW GOLD!
URBAN CONTEMPORARY CHART

(OB > @

,426,,\

VINYl

RATINGS

BIRCH DEMOGRAPHIC RANKINGS

18-34
WQUE-A/F (UC)
WYLD-FM (UC)
WEZB (CHR)
WLTS (AC)
WRNO (AOR)
WCKW-FM (CR)
WLMG (AC)
WBOK (Rel)
WQXY (Ctry)
KHOM (Gold)

18-34
WHRK (UC)
WEGR (AOR)
WGKX (Ctry)
KRNB (UC)
WDIA (UC)
WMC-FM (CHR)
KMPZ (CHR)
WRVR-FM (AC)
WLOK (UC)
WSMS (Jazz)

18-34

WKDF (AOR)
WYHY (CHR)
WLAC-FM (AC)
WQQK (UC)
WSIX-FM (Ctry)
WSM-FM (Ctry)
WGFX (CR)
WRMX (AC)
WPLN (Clas)
WZEZ (B/EZ)

18-34
WTIC-FM (CHR)
WHCN (AOR)
WCCC-A/F (AOR)
WKSS (CHR)
WDRC-FM (Gold)
WWYZ (Ctry)
WIOF (AC)

WTIC (AC)
WQTQ (UC)
WPLR (AOR)

18-34
KATT (AOR)
KJYO (CHR)
KXXY-A/F (Ctry)
KZBS (CHR)
KPRW (UC)
KRXO (CR)
KEBC (Ctry)
KMGL (AC)
KLTE (AC)
KOMA (Gold)

Wi Spring
'89 '89
16.9 197
168 171
16.1 16.7
7.7 6.8
6.9 6.6
10.3 6.5
3.9 4.4
1.3 2.9
2.0 2.9
1.0 g

wi Spring
‘89 ‘89
282 19.9
18.2 15.6
6.9 11.9
9.6 11.2
6.0 10.5
101 8.9
4.5 53
57 53
1.9 1.8
4 15

5
Wi Spring
’89 ‘89
156.3 225
17.7 15.9
13.0 10.8
14.7 10.6
10.2 9.2
6.5 7.9
6.9 7.0
2.9 3.8
1.7 1.9
8 1.7

New Orleans

Wi Spring
18-49 89 '89
WQUE-AM&FM 159 157
WYLD-FM 142 150
WEZB 13.4 135
WLTS 7.7 6.4
WBOK 2.4 5.2
WRNO 52 4.9
WCKW-FM 8.1 48
WLMG 4.1 4.1
KHOM 1.3 35

WNOE-A/F (Ctry) 3.5 3.4

Memphis

Wi Spring
18-49 89 '89
WHRK 223 155
WGKX 10.4 138
WEGR 13.4 133
WDIA 70 1.7
WMC-FM 9.4 91
KRNB 78 88
WRVR-FM 77 57
KMPZ 41 4.3
WLOK 26 33
WRVR (Gold) 15 23

Nashville

Wi Spring
18-49 '89 89
WKDF 12.2  16.3
WYHY 136 15.0
WSIX-FM 109 11.0
WLAC-FM 13.2 105
WSM-FM 8.0 100
WQQK 12.2 9.3
WGFX 6.8 57
WRMX 4.2 47
WZEZ 35 3.2
WSM (Ctry) 2.4 2.3

Wi Spring

25-54 89  '89
WYLD-FM 98 137
WQUE-AM &FM 149 116
WEZB 92 107
WLTS 7.5 6.5
WBOK 35 6.4
WNOE-AM & FM 6.2 49
WWL (N/T) 5.6 4.4
KHOM 1.4 43
WCKW-FM 71 4.0
. WLMG 4.9 4.0
WYAT (Gold) 4.4 4.0

Hartford-New Britain-Middletown

Wi Spring
‘89 ’'89
18.7 19.1
12.8 14.7
14.9 14.4
6.9 8.8
10.1 7.2
3.6 6.5
7.9 3.9
.8 3.4
2.1 3.3
2.1 2.9
wi Spring
’89 ’89
22.8 151
15.7 14.9
11.8 140
6.6 13.2
9.5 8.6
8.6 7.5
2.4 4.7
3.6 3.6
5.3 3.3
4.4 2.2

Wi Spring
18-49 ‘89 ’89
WTIC-FM 16.6 17.3
WCCC-AM&FM  11.0 106
WHCN 101 10.4
WDRC-FM 11.1 8.1
WTIC 5.1 7.8
WWYZ 59 7.8
WKSS 50 7.0
WIOF 6.8 49
WRCH (B/EZ) 44 36
wartQ 13 22
Oklahoma City

Wi Spring
18-49 '89 ‘89
KXXY-AM & FM 123 1311
KJYO 112 113
KATT 17.8 102
KZBS 47 87
KPRW 75 7.3
KRXO 79 65
KOMA 95 58
KMGL 45 50
KLTE 57 47
KKNG (B/EZ) 27 46

wi Spring
25-54 ‘89  '89
WGKX 1356 150
WHRK 17.8 133
WDIA 76 129
WEGR 10.8 107
WMC-FM 84 84
WRVR-FM 9.6 7.3
KRNB 47 66
WLOK 37 42
WEZI-FM (B/EZ) 3.1 2.4
WRVR 20 24

Wi Spring
25-54 ’89 '89
WSIX-FM 121 12.4
WZEZ 6.2 123
WSM-FM 111 12.2
WKDF 89 109
WLAC-FM 13.5 107
WQQK 92 84
WRMX 5.1 6.3
WGFX 66 53
WZEZ 6.2 41
WSM 45 2.9

Wi Spring
25-54 '89  ’89
WTIC-FM 150 13.8
WTIC 74 129
WwWYZ 6.3 10.1
WDRC-FM 119 9.0
WHCN 95 85
WCCC-AM & FM 7.2 7.3
WRCH 6.1 5.8
WIOF 73 57
WKSS 32 42
WPKT (Clas) 6 23

Wi Spring
25-54 '89 '89
KXXY-AM & FM 153 136
KJIYO 50 9.2
KPRW 7.1 7.2
KOMA 12.2 7.
KATT 11.1 6.6
KKNG 53 6.5
KMGL 49 6.4
KRXO 84 6.2
KLTE 58 59
KOCC (Jazz) 3 43
KZBS 34 43

oo americanradiohistorv com
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GIVE YOUR STATION OVER 50 YEARS
OF BROADCAST EXPERIENCE WITH THE

DENON CD CART PLAYER.

Experience. over 50 years of
broadcast audio experience went into
designing Denon’s DN-950FA CD
Cart Player.™ Denon has been
making broadcast equipment and
breakthroughs since 1935. Our trail-
blazing research in digital recording
paved the way for us to build the
world’s first digital recorder good
enough for commercial record
production in 1972. Denon is
uniquely qualified to put CD On Air.
And we stand behind that — our
Professional Products staff is always just a phone call away.

EaSy. That's the best way to describe the
control panel and functions of Denon’s Broadcast
CD Player. You already know how to use this
machine. CD in tape cart format means today’s
quality sound built to broadcast standards.
Standard XLR outputs make for easy connec-
tions, while a fully dedicated remote control
port allows this machine to talk to your con-
sole. And its small footprint takes up half
the space of other players.

Reliable. the strong chassis and heavy
duty transport ensure reliability while the cartridge protects your CD
investment. Cartridges extend the life of CDs by shielding them from fingerprints,
dust and scratches. They cut down on the steps from loading to play. And they're
shatterproof if dropped. Just ask one of the 400 stations using our CD Cart Player.™

Denon, the choice of professionals.

The first name in digital audio.

DENON AMERICA, INC., 222 New Road. Parsippany, NJ 07054 (201)575-7810
DENON CANADA, INC., 17 Denison Street, Markham, Ont. L3R 185 (416)475-4085
NiPPON COLUMBIA CO.. LTD.. 14-14, Akasaka 4-Chome. Minato-Ku, Tokyo 107-11 Japan

DISTRIBUTED BY: Allied Broadcast Equipment (1-800-622-0022); Martin Audio Corporation (212-541-5900); LPB, Inc. (215-644-1123)

_waanacamericanradiohistory.com
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Make Your Station A Brand Name What’s In A Name?

The three generally accepted levels of brand
familiarity in the product industry also relate to

Listeners are the radio station’s customer. And — as
in any other business — the customer is king.

In today’s incredibly competitive
local market radio environment,
the PD’s role is similar to that of
the product or brand manager in
the package goods industry. He is
responsible for producing a prod-
uct/program designed to satisfy
the customer/listener; he wants to
build a brand. Whether it is a soft
drink or a radio station, a brand-
name product has certain advan-
tages.

Brand names attract repeat pur-
chases/listeners and develop a
market niche. Brand loyalty pro-
tects the product/station from
competitive activity and allows
customers to know what quality to
expect. To be successful, stations
must invest heavily in promoting
brand awareness to attain listener
loyalty.

When it comes to brand prefer-
ence, there are three levels of
familiarity: brand insistence,

‘‘Listeners are the
radio station’s
customer. And — as
in any other business
— the customer is
king.”’

which is comparable to exclusive
cume; preferred brand, which
means the listener most often
selects the brand by choice or habit
from past experience; and brand
recognition, which comes into play
when the customer remembers
having seen, heard of, or sampled
the brand.

Until recently there was no way
to gauge the station loyalty of
anyone but the exclusive listener.
To help PDs get a fix on their sta-

Rhody Bosley

tions’ brand familiarity, Arbitron
has introduced Radio Fingerprint.
Developed by independent consul-
tant Gary Donohue, Fingerprint
delivers a computerized version of
an Arbitron diary review.

It’s designed to enable stations to
anaylze their marketing strategies
by using a series of reports show-
ing audience behavior for individu-
al stations, radio formats, and all
radio in the metro. Based on a pro-
ven consumer marketing tool call-
ed Preference Profile, Fingerprint
associates radio stations with
brands and formats with brand
categories.

Each Fingerprint Is Unique
Since no two markets, formats,
or stations have the same listening
patterns, a Preference Profile is
unique to a radio station just as a
fingerprint is unique to a person.
Each Fingerprint analysis is
based on raw listening data ex-
tracted from an Arbitron mechani-
cal diary. (This is a computer
printout of listening entries in each
diary of a specified geography.)
Using this raw data, Fingerprint

‘lN ASSOCIATION WITH FOX TELEVISION

By Rhody Bosley

delivers more than 30 reports in 11
sections.

Fingerprint is divided into three
areas: Executive Summary, Sta-
tion Reports & Tables, and Diary
Review Analyst. The Executive
Summary provides an overview of
radio usage in the metro, along
with exact age/sex analyses, and
supplies in-depth information on
the client station, six other selected
stations, and five preselected for-
mats. The third area, Diary Re-
view Analyst, provides a descrip-
tion of how to sort and review raw
diaries at an Arbitron diary review
and contains diary-by-diary de-
scriptions of listening for seven
selected stations.

Fingerprint is tailored specifical-
ly to a station’s needs and indicates
the station(s) individual listeners
prefer most, their second choice,
and their third choice. The report
also indicates how many quarter-
hours of listening were attributed
to each station.

Once you know the preference
levels for your station, your for-
mat, and your competitors, you
can define your station’s target
market by zip code, age, and sex.
You can determine where your for-
mat’s listeners live and how this
compares with where your sta-
tion's audience lives. You can also
see which stations share your
listeners and in what combination
of preferences.

Consultant Jeff Pollack, who has
used Fingerprint in advising his
clients, suggests that Fingerprint
users take a large zip code map
and plot their stations’ listeners
versus those of their competitors.
This can be done by assigning dif-
ferent color map pins to signify dif-
ferent competing stations. You can
take this concept a step further by
plotting your second-preference
listeners versus those of your com-
petitors on a separate map, and
then making a map showing listen-
ers for whom your station is the
third choice.

radio:

® Brand Insistence — comparable to

exclusive cume

® Preferred Brand — listener most often
selects brand by choice or habit

® Brand Recognition — listener/customer
remembers having seen, heard, or sampled

the brand

A Case History

Donohue offers the following
case history to show how Finger-
print can work:

Gold-formatted WZZZ has limit-
ed signal penetration in a major
metro market. Its signal pene-
trates clearly into the southern-
most counties of the metro area.
Over the years, WZZZ had been liv-
ing with 12+ shares in the ones and
twos, thinking this was all it could
achieve with a weak signal.

Using Fingerprint, the station
first identified the format potential
for Gold in the market by deter-
mining its Preference 1 (P1), Pre-
ference 2 (P2), and Preference 3
(P3) usage. This provided WZZZ
with a realistic goal for growth, in-

‘‘Once you know the
preference levels for
your station, your
format, and your
competitors, you can
define your station’s
target market by zip
code, age, and sex.”’

stead of arbitrarily assigning a
share goal of, say, 6.0 for 12+. In
this case, the P1, P2, and P3 (core)
share of Gold was 6.5 in the mar-
ket. To be the winning station in the

format, WZZZ wanted to capture
51% of that share or a 3.3.

Next, the station identified the
top 40 zip codes where Gold receiv-
ed the highest amount of quarter-
hour listening for P1, P2, and P3
usage. Cross-referencing these zip
codes with a signal penetration
map, it identified 20 zip codes with-
in its coverage area with high
quarter-hour usage for the format.

Instead of blanketing the south-
ernmost metro counties in a
marketing campaign, WZZZ used
these zip codes as its target for a
cost-efficient direct mail cam-
paign. Over the next six months, all
promotional efforts were directed
at this zip code nest. Within three
surveys, WZZZ grew froma2.3toa
3.4 share in the metro.

Your listeners are special. Your
station is special. Apply brand
management techniques to find out
how special — and how effective
you are at making your station a
brand name.

Rhaody Bosley is VP/Ra-
dio Sales & Marketing for Ar-
bitron (212-887-1300),
which  uses a seven-day
personal diary to collect
radio listening data for 260
markets. He contributes to
this section on a regular
basis.

Hard-hitting, audience-grabbing :90 radio features based on the highly-rated, award-winning Fox
Television series. Programs feature John Walsh and make use of the AMERICA'S MOST WANTED
toll-free 800-CRIME 89 telephone number.

Market exclusivity. Local sponsor tie-in opportunities. Extensive promotional support.

“There are 280,000 “AMERICA’S MOST “Rest Public Service”
wanted felons out there, WANTEDisahitasa —TV GUIDE

and this program gives  erime-buster-and a hit

the audience the sense for Fox”

that they can do —USA ToDAY

something about it” AL SO
—JOHN WALSH ;

Short Farm Programming
That Gives Yau The Edge
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