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IN TAMPA

Power Pig’s
Marc Chase
and Q105's Mason
Dixon square

off this week about tactics,
ethics, and momentum in
Tampa’s turbulent CHR
battle.

Page 58

ROLLING OUT
THE RATINGS

Arbitron results for 24 more major
markets are in, with sizable leaps
for KPLZ/Seattle, WPCH/Atlanta,
KKFR/Phoenix, KOA/Denver,
KKRZ/Portland, KBEQ/KC,
WWEZ/Cincinnati, WBEN/Buffalo,
\ WIBC/indianapolis, WYLD-FM/New
Orleans, WSIX-FM/Nashville,
WSOC-FM/Charlotte, and more.
Page 34, 36

NAB POSTPONES
PROGRAMMING CODE

After contemplating adopting its
own programming standards to
mollify the FCC, the NAB Board put
it off this week for further study.
But it did approve digital audio,
which some say may make FM

obsolete. Page 6

[ SAVING THE
ENVIRONMENT ...
FOR SALES

If the atmosphere in your sales
department is strained, staffers’
motivation may be drained.
Environmental tips provided by
Chris Beck, plus agency tips for
selling beyond your station’s
numbers.

Page 12, 15, 16

R&R COUNTRY CHART:
THE REAL DEAL

in a time of chart confusion, Lon
{ Helton offers a timely overview of
how Country’s first, foremost, and
; freshest interactive airplay rotation
chart comes together.
j Page 72

PROMOTING FOR A
NEW DECADE

[ The trite-and-true promotions of the
'80s won't take you all the way in
the '90s. John Parikhal supplies
guidelines for modern-day
promaotions.

L

Page 38

Newsstand Price $5.00

Columbia Ups Benesch

To Sr. VP/Promotion

Marc Benesch has been ele-
vated from VP to Sr. VP/Pro-
motion at Columbia. He’ll con-
tinue to be responsible for over-
seeing all phases of CHR, AOR,
AC, and secondary market pro-
motion, as well as the supervi-
sion of the Columbia field staff.

Columbia President Don Ien-
ner observed, “In a year that
saw the label making giant
strides in the breaking of new
and developing artists at radio,

New Dimensions For
R&R Convention 90

‘Winning’ Spirit, Marketing Emphasis, Key Session Highlights

The industry’s leading con-
vention is expanding fo new
levels of presentation and wide-
ranging concerns. R&R Con-
vention '90, May 9-13 at L.A.’s
Century Plaza Hotel, will pro-
vide numerous opportunities to
prepare for the challenges of
the ’90s. All the good times past
conventions have made legen-
dary will be in place, and, as
part of the convention schedule,
you'll have the chance to help
others by participating and con-
tributing to an array of
charitable events benefitting
the T.J. Martell Foundation.
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Lake Joins
Epic As VP

Heads Pop Promotion

Charley Lake

Former A&M Records Na-
tional Director/Pop Promotion
Charley Lake has joined Epic
Records as VP/Pop Promotion.
He succeeds Polly Anthony,
who was recently named Sr.
VP/Promotion.

Relocating from Chicago to
Epic’s New York headquarters,
Lake will be responsible for co-
ordinating the activities of the
national promotion directors
and the field staff, as well as
pop radio promotion for all Epic
and Associated Labels artists.

Anthony remarked, “I’'m con-
fident Charley’s wide range of
experience in music promotion
and radio will be of invaluable
assistance in keeping Epic’s ar-
tists at the top of the charts.”

WISE/See Page 40

The convention’s overall
theme is “Winning In The ’90s.”
Four key areas of concern will
be stressed:

® Marketing

® Innovation

® Self-Improvement

® Helping Humanity.

Dynamic Super-Sessions

Sessions have been designed
specifically to present fresh
perspectives on issues you need
to be up on to triumph in the
new decade, including the re-
sults of an exclusive new nation-
wide study on marketing radio
and music. Here are some of
the key sessions:

® Profiting From Change
Through Innovation: Ways To
Succeed In The '90s: Noted
business strategist Robert
Tucker will help you learn how
to think innovatively and wel-
come changes as opportunities,
not problems.

® Scoring A Win In A Chaotic
World: Dudley Lynch shows
how his “Strategy of the Dol-
phin,” as detailed in his new
book of the same name, en-
hances your abilities to act flex-
ibly, strategize instantly, focus
your efforts, think tougher, and
dream smarter.

® The Humor Option: Change
& Stress Adaptation Skills For
Surviving & Thriving: Famed
management consultant C.W.
Metcalf relates humor’s role in
creativity, problem-solving, im-
agination, and health.

® The Wizard Of Odds: A
Multi-Media Look At The Fu-
ture Of Radio: Futurist John
Parikhal, in a unique presenta-
tion, provides practical advice
on anticipating the changes ra-
dio will constantly face over the
next decade.

® How To Thrive In The Com-
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petitive '90s: ‘“Waging Business
Warfare” author David Rogers
reveals the results of research
conducted exclusively for the
R&R Convention: the definitive
study on the principles of excel-
lence for marketing radio and
music in the ’90s.

® Multi-Dimensional Selling:
The Management Challenge Of
The '90s: Sales columnist/con-
sultant Chris Beck defines the
sales opportunities for success
in the decade ahead.

There’s much more still to
come, including lineups for the
superstar concerts and editors’
format sessions. Watch forth-
coming issues of R&R for more

“special additions’" to the
schedule.

While you're i pu - arselt
adapt to the ’90s v he con-

R&R CONVENTION/See Page 40

At EI

Mark Kargol

Mark Kargol has been named
VP/Pop Promotion, West Coast
at EMI Records. He most re-
cently was National Director/
Pop Promotion. In his new role,
he’ll oversee all EMI promo-
tional activities generated from
the West Coast.

EMI VP/Promotion Jack Sat-
ter commented, “Mark’s know}-
edge of music, experience in the
field, and dedication to the com-
pany have earned him this im-
portant new position. I'm ex-
cited for him and look forward
to his continued contributions as
a Vice President.”

KARGOL/See Page 40

Marc Benesch

revitalizing the cereers of es-
tablished acts with greater con-
sistency than ever and captur-
ing the lion’s share of chart ac-
tion in every year-end trade
poll, I can’t overemphasize the
crucial role Marc played. His
expert strategizing, tasty in-
sights into the music that flows
from Columbia every day, and
ability to handle the finest na-
tional and local staff in the busi-
ness all contribute to Marc’s
reputation as one of today’s true
professionals.”

BENESCH/See Page 40

Wise Goes
Country

WYAI & WYAY Manager

Bill Wise

Bill Wise, OM at N-T/AOR
combo WIOD & WGTR/Miami,
has been named Station Manag-
er for WYAI & WYAY/Atlanta.
Wise will join the FM Country
combo in mid-February, re-
placing OM Herb Crowe, who
announced his resignation last
month.

WYAY & WYAI VP/GM Bob
Green said, ‘“We cffered the po-
sition to Bill because we believe
he possesses the skills to have a
significant impact upon our ra-
dio station beyond just pro-
gramming. His creativity,
sense of vision, and leadership
skills will benefit not just our
product, but our productivity as
well. I welcome him as my part-
ner.”

As Station Manager, Wise
will oversee all facets of the
product, including program-
ming, promotion. production,
news, and engineering. He com-
mented, “I'm sad to leave one
of the best AORs in America
and would like to thank every-
one at Cox for three-and-a-half
great years. .

WISZ/See Page 40
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“KEEP IT TOGETHER’

The New Single

Produced by Madonna and Stephen Bray
Additional Production and Remix by Shep Pettibone

From the multi-platinum album | LIKE A PRAYER

Management: Freddy DeMann/The DeMann Entertainment Co.
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Fleischman Promoted
To New Atlantic Position

Now Sr. Director/Album Promotion

Sixteen-year Atlantic promo rep
David “Flash” Fleischman has
been elevated from Director to Sr.
Director/National Album Promo-
tion.

Atlantic VP/National Promotion
Andrea Ganis commented, “The
quality of Flash’s work, his fantas-
tic attitude, and his unbridled pas-
sion for the music have played a
key part in Atlantic’s undisputed
number one ranking in the album
radio field. A true professional and
a damn good Wilson Pickett imper-
sonator, Flash is one of the best-
liked and most respected men in
the business.”

Asked about the promotion’s sig-
nificance, Fleischman told R&R,

SOUTHWEST COO

Reeder VP
At SunGroup

Radio USA CEO/managing part-
ner James Reeder has been named
to the newly created position of VP/
Radio and COO for the Southwest
Division of Nashville-based Sun-
Group. He'll be responsible for the
operation and management of the
company’s stations in Louisiana
and Texas, including KMJJ/
Shreveport and Texas stations
KKYS/Bryan-College Station,
KKQV/Wichita Falls, KEAN-AM
& FM/Abilene, KYKX/Longview,
and WACO & KTKS/Waco.

SunGroup President Frank
Woods said, ‘“‘Jim brings an exten-
sive background in radio broad-
casting and administrative leader-
ship to SunGroup. He has had the
opportunity to do everything in a
radio station and then go forward
to ownership, multi-market re-
sponsibilities, and working with a
merchant banking investment-
oriented group targeting the com-
munications field.

“These combined backgrounds
will benefit all of the SunGroup ra-
dio stations and management with
whom Jim will work on a daily bas-

REEDER/See Page 40

Lennon PD
AT WIBC

Former WHDH/Boston PD Ed
Lennon has joined Full-Service AC
WIBC/Indianapolis as PD. He re-
places Jud Duvall, who has left the
station.

Lennon told R&R, “I'm already
in love with this city. I grew up in
Boston and it will always be home,
but Indianapolis is terrific. It has a
low cost of living, low crime rate,
and it’s clean. Seeing a great fall
book was the best welcome of all.”

He continued, “The station is
very solid and in great shape.
WIBC owns the full-service news
image in town. This station is big-
ger than life — it's a powerhouse.”

Prior to programming WHDH,
Lennon was Asst. PD at Full-
Service AC WBZ/Boston.

Among persons 124 in the fall
sweeps, WIBC ranked first in Arbi-
tron (15.8) and fourth in Birch
(9.5).

David “Flash” Fleischman
“Contrary to what you may have
heard, becoming Sr. Director does
not mean I only speak with people
over the age of 62. There was a slot
between Director and VP availa-
ble; they let me take a new picture
and they wrote something nice
about me, so I'm happy as a pig in
shit! Seriously, it’s a great honor,
and I couldn’t be more pleased.”

Fleischman, a former profes-
sional musician, joined Atlantic in
1974 as local Memphis rep. Three
years later he moved to Dallas as
Regional Director, a position he
held until moving to New York in
1983 as Associate Director/Nation-
al Album Promotion. He was up-
ped to Director in 1986.
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Phil Costello

Costello
Upped
At Virgin

National Promotion

Director Post

Phil Costello has been promoted
to National Promotion Director for
Virgin Records. He was most re-
cently based in Chicago as Mid-
west Regional Promotion Manag-
er, and has relocated to the label’s
Beverly Hills headquarters.

Virgin VP/Promotion Michael
Plen said, “I've worked with Phil
since our early promotion days at
IRS and have seen him grow and
develop into a successful promo-
tion leader the past four years.”

Costello told R&R, “The music
and overall vibe at this company is
unbelievable. I was fortunate

COSTELLO/See Page 40
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HELLER PD

WNRJ Takes EZ
Way Out Of CHR

Following WSHH/Pittsburgh'’s
recent format change from B/EZ
to Soft AC (12/26), crosstown CHR
WNRJ has flipped to B/EZ. A call-
letter change is forthcoming.

KOSI & KEZW/Denver PD Fred
Heller accepted programming re-
sponsibilities last Friday (1/12),
and was on the job in Pittsburgh
the following day. Former WNRJ
PD Dave Labrozzi remains on-
staff as an announcer, while per-
sonalities Susie Waud and Mike
Frazier have exited.

Heller told R&R, “I'm taking
this baby Easy Listening, and call-
ing it ‘Easy 104.7." I'm evaluating
the staff to determine who will re-
main. It’s about time a CHR sta-
tion goes Easy Listening. By Mon-
day, we should be using our new
calls, WEZE. [Parent company]
Salem owns WEZE (AM)/Boston,

Bill Weaver Dies

Veteran broadcaster Bill Weaver
passed away last weekend at his
Saratoga, CA home, following an
extended illness. His age was not
revealed.

Weaver’s radio career began in
the '40s at stations in Texas and
New Mexico. He became GSM at
KX0A (AM)/Sacramento and
later, GM of crosstown KROY
(AM). In 1963, he introduced what
many consider to be the nation’s
first oldies format at KWIZ/Santa.
Ana, CA.

“All-Request Radio” debuted in
1967 at Weaver’s KLOK (AM)/San
Jose. He was at the time COO/Pro-

WEAVER/See Page 40

so we'll be WEZE-FM; you
couldn’t ask for better calls.”
Heller recounted, “We went dark
midnight Sunday (1/14) and stayed
dark until 1:30pm Monday (1/15).
We were getting negative calls, but
now they're running mostly in
favor. WNRJ/See Page 40
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Heslet VP/GM
At KRTY

Calls Changed

From KYAY

Research Group VP Joe Heslet
has been named VP/GM at KRTY/
San Jose. He succeeds Jackson
Dell Weaver, who exited the station
last month.

Heslet has been a member of the
Research Group’s professional
staff for the last two-and-a-half
years. He was involved with strate-
gic planning and analysis for more
than 40 clients in various formats,
including a number of Country sta-
tions.

He told R&R, ‘I am truly excited
about the opportunity for a Country
FM in San Jose. There's a huge
hole in the market; the chance to
serve this community as a Country
outlet is going to be a lot of fun.”

Heslet joined the Research
Group from KHIH/Denver, where
he was GM for 18 months. Prior to
that he was KMJ & KNAX/Fresno
GM for two-and-a-half-years, and
GSM at KFYE/Fresno for six
years before that.

KRTY changed to Country last

HESLET/See Page 40
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RADIO, ARBITRON PREP FOR ’90s

Radio is well-positioned for growth in the
coming decade, according to Rhody Bosley.
He explains why, while also detailing some of
Arbitron’s planned innovations for the '90s.
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WRFX Names Kent PD

WAVF/Charleston, SC VP/Pro-
gramming Jeff Kent has been
named PD at AOR WRFX/Char-
lotte. He replaces Jack Daniel, who
was elevated to GM last month.

“I wanted my successor to be a
better PD than I was to help ensure
my success as a GM,” Daniel re-
marked. “‘Jeff's format knowledge
and success in Charleston — and
the fact that he’s real hungry for a
bigger market — made him the ob-
vious choice.”

Kent told R&R, ‘“Things were go-

T e s
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ing very well in Charleston, but
there comes a time when you get it-
chy to play ball in a bigger league.
I've kept in touch with Jack since
we met at the last R&R convention,
so when he called about this job I
was ready. The talent and re-
sources are already here, so it
should be pretty easy for me to
slide in and work with this group.”

Kent joined WAVF in 1985 and
was named PD three years later.
He was upped to VP/Program-
ming last fall.

R

COUNTRY ‘SUPERAGENCY’

William Morris, Halsey Merge

The William Morris Agency and
the Jim Halsey Company have an-
nounced plans to merge on Febru-
ary 1. Combined, the two booking
giants will be the world’s largest
country music agency.

Morris President/CEO Norman
Brokaw said, “This is momentous
for both the William Morris agen-
¢y, which takes the lead in another
important area as it expands its re-
sources throughout entertain-
ment’s many industries, and espe-

Elektra Appoints Jeffries To VP/A&R

Virgin VP/A&R Nancy Jeffries
has joined Elektra Records in the
same position.

Elektra Entertainment Chair-
man Bob Krasnow said, “I'm very
happy to have Nancy on our team.
Her track record shows that spe-
cial prescient understanding of
both market needs and artistic
quality. She’s got that ear for
authenticity — both mainstream
and underground — that makes
A&R such an exciting field.”

Jeffries joined Virgin at its in-
ception in 1987 as head of A&R and

Nancy Jeffries

Post

was responsible for signing to the
label Keith Richards, Ziggy Mar-
ley, Lenny Kravitz, NRBQ, Syd
Straw, Colin James, the Ambitious
Lovers, and Iggy Pop. Prior to
Virgin, she spent three years as
East Coast A&R Director for A&M,
and before that served in several
A&R capacities at RCA. Jeffries
entered the music business as a
member of the Solips, followed by
a stint with the proto-psychedelic
band Insect Trust, along with New
York Times music critic Robert
Palmer.

ASCAP, BML
TEREP, KATZ.

“Big is best, really. Just sign here. Thanks, I'll get back to you.”
“This is the way we do it in all the markets like yours.”
“This is the way we've always done it.”

“This is the way you'll do it.”

Gulp.

Megareps have got a great thing going. For themselves.

Check any history book to see what happens when the big get too big.
The people they’re supposed to serve often begin to wonder who’s

serving who.

As megareps consolidate their power, they say they can flex their
muscles to get what they want. But have those muscles started twisting the
arms of radio stations? Shouldn’t your radio rep be working for you,
instead of telling you what to do?

EASTMAN

We Know Who We’re Working For.

WAAM- aRekicarkadiehistorv-com

cially for the country music busi-
ness, which has never before seen
a union of such artistic force or an
agency of such high caliber and
capacity.”

Jeffrey Beals, head of the Mor-
ris/Nashville office since 1984,
remarked, ‘“The joining of forces of
these two premier country music
agencies creates the most exper-
ienced and successful team of pro-
fessionals in the history of country
music. We welcome the chance to
work as one team.”

Jim Halsey remarked, “I'm ex-
cited to be associated with an agen-
cy with the class of William Morris.
The headlines ought to read, ‘Num-
ber one joins number one.” "

The Halsey roster includes Roy
Clark, the Oak Ridge Boys, Tam-
my Wynette, Clint Black, Waylon
Jennings, Ronnie Milsap, Dwight
Yoakam, and the Kentucky Head-
hunters, plus 20 other acts.

The Morris country roster of
over 25 acts includes Charlie
Daniels, the Desert Rose Band,
Crystal Gayle, Lee Greenwood,
Merle Haggard, K.T. Oslin, Eddie

= FA

Rabbitt, Tanya Tucker, and Don
Williams.

Other Ventures

Jim Halsey will serve as consul-
tant to the Morris Agency while al-
so operating an artist management
firm staffed by cwrent Halsey
employees. He’ll continue as per-
sonal manager to Clark, the Oak
Ridge Boys, Jennings, and Minnie
Pearl. Halsey Vice Chairman Sher-
man Halsey will remain with the
firm to develop and produce TV
packages.

Joining the Morris/Nashville
staff will be Halsey GSM Ron
Baird, VP/Corporate Sponsorship
Terry Cline, Exec. VP John Hitt,
and agent Bob Kinkead.

The Halsey company was found-
ed in 1951 in Tulsa. It opened a
Nashville office in 1983 and moved
its headquarters to Nashville in
1987.

The William Morris Agency,
founded in 1898, entered the coun-
try field in the 1950s and establish-
ed a Nashville office in 1973.
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The INNOVATOR vs. The IMITATORS

The INNOVATOR
creates.

The IMITATORS
copy.

He molds a vision of what can be into form and substance.

Because of his intimate awareness of all of the components, he
understands how each relates to the other, and how fit creates
synergy.

He is able to think beyond the apparent conclusion.
Therefore, he sees opportunities where others see obstacles.

They counterfeit the work of others.

To disguise the obvious, they often alter the form...sacrificing
substance. Often, what is lost is the essence of the brand, and
more often, the desired result, impact.

Even the presentation is a derivative of the original...mimic
without understanding. Like the input, the output is generic.

Further, the Innovator brings knowledge the others simply don't
possess, and that adds value to your station.

UNIDYNE
COMMUNICATIONSS

Universally acclaimed the Innovator and Producer of more
successful Audience Promotions, Sales Promotions, Power
Marketing, and Brand Management procedures than all other
companies of its kind, combined.

Period.

Phone 619 239-8911 o FAX 619 239-4714 * 2250 Columbia St., San Diego, CA 92101

Original «

Incredible Prize Catalog
Sweepstakes™
Original ¢

Checks in the Mail™
Original ¢
RadioTeleMail™
Original ¢

Frequent Listener Card™
Original

Winning Checkbook
Sweepstakes™
Original

The Lottery™
Original ¢
BuyerSearch™
Original ¢

Advance Advantage™
Original ¢

Bonus Pak™
Original ¢
Poly-Pack™
Original ¢
SuperSticker

Vacation Sweepstakes™
Original ¢
SuperSticker Prize
Catalog™

Original ¢
AD-Vents™

Original o

Quick Cash™
Original

Christmas Cash™
Original ¢

Country Cash™
Original
SneakPreview Guide™
Original ¢

Radio Bingo™
Original ¢
Dreamstakes™
Original »

Broadcast Golf
Outings™

Original

Last Number Lotto™

e Originals

———\MAAMAL A Mericanradiohistorv-com
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NAB Ducks Program Code Issue,
Wants To Make Up With FCC

Indecency Major Topic At Winter Board Meeting

NAB officials have avoided taking action on a propos-
ed revival of industry-wide programming standards, but
they are sending a signal to the FCC and Congress that
criticism about “indecent” programs is being taken ser-

iously.

“We're hearing you, and we're
going to do something about it.
What (we'll do), I don’t know, but
we're hearing you,” NAB Radio
Board Chairman Bill Sanders told
reporters Tuesday night (1/16).

Meeting in Rancho Mirage, CA
this week for their semiannual
Joint Board meeting, NAB direc-
tors decided, pending further
study, to defer action until June on
a proposed revival of the NAB
Code or any other programming
standards.

Last September, FCC Chairman
Al Sikes urged NAB officials to
revive the association’s old broad-
casting standards code in an effort
to clean up the airwaves. The NAB
Code was struck down several
years ago by the US Supreme
Court on grounds that it violated
federal antitrust laws, but Sikes
promised to lobby Congress for an
exemption.

FCC Watchdog Urged

Sikes’s call for programming
standards has sparked cries of cen-
sorship from some broadcasters,
but Sanders said NAB directors
are eager “to work with the FCC in
eliminating this situation.”

Sanders said he personally is
floating an “off-the-wall” proposal

that broadcasters voluntarily
adopt programming standards —
and then ask the FCC to crack the
whip on violators. “Each station or
licensee should set up a code of
practices at their station and file
those with the FCC,” he said. “If
the FCC has a complaint filed
against a station, they’d check and
see whether or not they violated
these standards. If they have, then
(the FCC) should take appropriate
action.”

When asked to define “appropri-
ate action,” Sanders replied,
“That’s up to the FCC to deter-
mine, but it should be a lot more
stiff than a $10,000 fine.”’ He did not
rule out license revocations.
Sanders said his proposal received
little support from other NAB di-
rectors, “but it did get their blood
pressure up.”

An outspoken dissenting view
was expressed by NAB director
Hal Protter, VP/GM of KPTM-
TV/Omaha, who said the industry
is not vigorously protecting its
First Amendment free-speech
rights.

“Most of these guys here would
vote for a program code in a heart-
beat, but it’s a no-win situation. If
these guys don’t stand up for the
First Amendment, who will? It's

absolutely disgusting. I'll tell you
when they’re gonna get serious
about it — when one of their legiti-
mate newscasters gets nailed by
the Christian Right. Then they’ll
wrap themselves in the First
Amendment, but it'll be too late,”
Protter commented.

Board Backs Digital Radio

In other NAB action:

¢ Directors voted unanimously
Tuesday (1/16) night to back the
US introduction of digital audio
broadcasting (more details in next
week’s R&R). NAB Exec. VP John
Abel says the DAB system, now un-
der development in Europe, threat-
ens to make FM broadcasting ob-
solete when it is introduced within
the next decade. He said the NAB
will promote local licensing of
about 16 digital stations in each
community. Abel predicted broad-
casters eventually might have to
give the FM spectrum back to the
government in order to get digital
radio channel allocations.

* Rep. Bob Carr (D-MI) urged
broadcasters to support spectrum
fees in order to financially support
an FCC that he described as in ‘‘the
Stone Age” technologically. He
said the fees could eventually allow
broadcasters to make filings elec-
tronically, but added he wasn’t op-
timistic the industry would support
the revenue-raising measures.
When KVEN/Ventura, CA owner
Robert Fox said the government
doesn’t own the airwaves, Carr re-
sponded, ‘‘Broadcasters don’t own

Continued on Page 10
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Experts See Equity Driving

1990 Station Trades

Radio stations will sell briskly in 1990, but deals will
carry more equity and less bank financing, according to
radio financing and trading experts who gathered Tues-

day (1/16) in New York City.

Speakers at the Sillerman Com-
panies’ fourth annual Radio & Tel-
evision QOutlook confereénce also
told the crowd of more than 200,
many of them bankers, that they
see a softening of station values
and cash flow multiples in the year
ahead. Such easing would occur
especially in smaller markets, they
said, and for stations with little or
no cash flow.

Blackburn & Co. Chairman Jim
Blackburn predicted about 1000
stations will change hands this
year — about the same as in 1989 —
but the overall value of deals will
be less, barring unforeseen “mega-
deals.”

Multiples have ‘‘already drop-
ped,” he said, but will “firm up in
the first quarter.” “Equity will be-
come fashionable in 1990,” he add-
ed, predicting turnaround prices
will be soft and “deep turna-
rounds” could actually drop in
price, he said.

Still Some ‘Knockouts’

Broker Gary Stevens agreed that
high cash flow stations will still br-

ing “knockout prices” this year,
while stock prices are down.
“That’s where the bargains are,”
he said.

Bank financing may also be
harder to come by because of so-
called Highly Leveraged Transac-
tion (HTL) rules the federal gov-
ernment may apply to radio deals.
Those rules require banks to have
more equity on hand as a hedge
against risky loans.

Americom’s Bill Steding said,
“Clearly, this marketplace is seek-
ing a new equilibrium.” He and
Stevens agreed that the roster of
stations currently on the market is
unusually good, but Steding be-
lieves values are being driven
down by several factors — the diffi-
culty of some 1986 buyers to make
their first principal payments now
coming due; three-year-old Sub-
chapter S corporations being able
to sell without facing a ‘‘double
tax”; hopes for a capital gains tax
cut; and the “chilling effect” of the
HTL situation. “There’s a glut on

the market as we speak today,”
said Steding.

But he said upward pressure on
values in the next few months will
come from a number of sources,
including a further decline in inter-
est rates; “plenty of equity-chasing
deals”; an end to Docket 80-90 FM
drop-ins; and radio groups seeing
now as a good time to buy.

See Your Banker

For the moment, Americom is
telling sellers to stay out of the
market unless absolutely neces-
sary. Buyers are advised to revisit
their bankers to see where they
stand under today’s new condi-
tions. Nevertheless, Steding con-
cluded, ‘“We’re bullish on values.”

Moderator Bob Sillerman also
expressed a strong belief in radio’s
future, noting that the recent re-
structuring of his empire ‘‘will ena-
ble us to redeploy some assets and
reestablish our presence in radio
and television.”

Another panel seemed to reach a
consensus that radio ad sales in the
next year will fall into the mid-to-
upper single digits, after a
stronger-than-expected finish of
10% growth for national spot sales.

WAAAaaekicatadiehistorv:com

Olympia Misses Deadline,
Promises Workout Plan

self-imposed January 15 deadline has passed with-

out Olympia Broadcasting finalizing a workout plan

with its bondholders and creditors. But company
CEO Jamie Ireland says details are still being hammered
out and the financially beleaguered company does not in-
tend to file bankruptcy.

“We're going to be submitting our proposal to them sometime next
week. We're trying to frame a realistic proposal and establish a framework
to get it done,” Ireland told R&R Tuesday {1/16) afternoon.

Ireland asked creditors last month to forestall any legal action until Jan-
uary 15 so a financial plan could be prepared. Olympia has been embroiled
in a financial crisis because it recently defaulted on junk bond payments
and was sued over some station transfers.

“There's a decent chance we'll sell some stations soon," Ireland con-
tinued. “We're getting some proposals. But we're not looking to sell at
distress sale prices.”

g

g:Wyommg Broadcaster Fights Sillerman

small Wyoming broadcaster is trying to throw a

monkey wrench into Bob Sillerman’s and Carl

Brazell's plans to sellKHOW & KSYY/Denver to Vi-
acom for $15.5 million.

KWY Inc., headed by Chicago attorney John Hough, has filed a peti-
tion to deny with the FCC, accusing Command Communications of being
“undoubtedly more interested in station trading rather than station opera-
tions in the public interest.”

KWY got its dander up last year when it sought FCC permission to sell
KUUY & KKAZ/Cheyenne, WY for $1 million after 19 years of ownership.
Command quickly blocked the deal after telling the FCC the Wyoming AM,
operating at 650 kHz, was “in gross violation” of technical standards and
causing interference with the Denver AM on 630 kHz. After a blizzard of
legal filings, the Wyoming sale hangs in limbo because the FCC has not yet
acted on Command’s complaints.

In its petition, KWY says the Denver AM has changed hands four times
in less than two years, with Sillerman and Brazell reaping at least a 36%
profitin one year if the Viacom sale is approved. The petition adds, “KHOW
certainly has raised questions of character of the persons who purportedly
control it, which should be resolved before a further transfer is allowed.”
Specifically, KWY notes Sillerman’s continuing economic involvement with
Command, which ostensibly is owned by Brazell.

Sillerman’s attorney, Martin Leader, was not available for comment on
the dispute and a response has not yet been filed with the FCC.

Emmis Looking At Europe

mmis Broadcasting is now eyeing Europe for acqui-

sitions and may move “in the next few months” to

acquire “a piece of a network” on the continent, ac-
cording to CEO Jeff Smulyan.

“(Emmis President) Steve Crane’s been over there looking around and
eventually I'll go over too,” Smulyan said while attending this week’s NAB
board meeting in Rancho Mirage, CA. He declined to identify the network
under consideration.

Smulyan said he expects to firm up a deal “in the next few days” to sell
KXXX/San Francisco to John Hayes's start-up, Alliance Broadcasting,
but would not reveal the purchase price. He added the company plans fur-
ther station sales in the wake of the recent purchase of the Seattle Mariners
baseball team.

BIA Says Radio Revenues Up

om Buono and the number-crunchers at Broadcast

Investment Analysts are projecting modest in-

creases in radio revenues during 1990, a clear warn-
ing for broadcasters to be more conservative when financ-
ing deals and estimating operating resuits.

After averaging growth rates in over 250 Arbitron-rated markets in his
new “Investing In Radio 1990" report, Buono estimates that radio
revenues increased about 7.4% in 1989 and predicts only a slight 7.5%
increase for 1990.

“The downturns in the oil-based and agricultural economies took their
toll on revenues in 1987 and we now appear to be bouncing back. We still
don't see double-digit growth over the next five years, though. We're pro-
jecting most markets will see revenue growth in the 6% to 9% range,
assuming a rather constant inflation rate,” Buono said.
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The Industry Leaders in
Direct Marketing

Present the Marketing Concept for the 1990°’s

“IT'"...Integrated n:
medium marketing program ;ﬁa lkﬁmporatesmteractlve

tested Strawgﬁésm | lorks has utilized so
successfully for ragilo stati& | D ight years are now

aaaaaaa
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combined into one all: ﬁ cti ceting approach.

Momentum ding, alleviating

“IT*" is available on ¢ /e basis. Call or fax us today
for a detailed prospectus. Don ﬁb‘f your competition
get “IT"' before you!

Call 6176392007 or fax us at 6176391057

THE - MARKETING - WORKS

112 WASHINGTON ST « MARBLEHEAD, MA 01945 « 617-639-2007
A DIVISION OF WOMEN AT WORK, INC.
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RADIO BUSINESS

TRANSACTIONS

Apollo Lights Up The Sky
With $20.1 Million Week

Stakelm Group P:cks Up KKAT and WEZL

Apollo Radio Ltd.

Acquisitions

PRICE: $20,100,000

BUYER: Apollo Radio Ltd., headed by
President Bill Stakelin. The group also
owns KLSHKansas City and KEZE &
KJRB/Spokane.

Transaction 1

KKAT/Salt Lake City

PRICE: $12 million

TERMS: Cash

SELLER: Brown Broadcasting Co.,
owned by Willett Brown and his son
Michael. They also own KYNO-AM &
FMIFresno, KPOP & KGB/San Diego,
KXAO-AM & FM/Sacramento, and
KKSF/San Francisco.

FREQUENCY: 101.9 MHz

POWER: 26 kw at 3740 feet
FORMAT: Country

BROKER: Paul Leonard of Americom
Radio Brokers

Transaction 2

WEZL/Charleston, SC

PRICE: $8.1 million

TERMS: Cash

SELLER: Price Broadcasting Co.,
headed by John Price. Price also owns
KCPX-AM & FM/Salt Lake City; KGA
& KDRK/Spokane; KHYV & KBEE/Mo-
desto, CA; KROW & KNEV/Reno;

KQMS & KSHA/Redding, CA; and
WOIC & WMMC/Columbus, SC.
FREQUENCY: 103.5 MHz

POWER: 100 kw at 700 feet
FORMAT: Country

BROKER: Gary Stevens of Gary Ste-
vens & Co.

H&DIBenchmarkISage
Comment: In the first step of this three-
part transaction, Sage Broadcasting is
spinning off its New Bedford, MA com-
bo to Benchmark Communications
for $5.5 milion. In the next step,
Benchmark will transfer the New Bed-
ford stations to H&D Broadcast Group
in a tax-free asset swap for H&D's
Dover, DE combo. Swap engineered
by Dan Gammon of Americom Radio
Brokers and Stewart Cahn.

Transaction 1
WBSM & WFHM/

New Bedford, MA

PRICE: $5.5 miliion

TERMS: Cash

BUYER: Benchmark Communica-
tions, which owns cable television sys-
tems in the Washington and Ridge-
crest, CA areas.

SELLER: Sage Broadcasting Corp.
Sage also owns WLVH/Hartford;
WKHT/Manchester, CT; WFLK/Nau-
gatuck, CT; WTAX & WDBR/Spring-

field, IL; KMNS & KSEXISioux City,
I1A; WSGD-AM & WKOL/Amsterdam,
NY; WCDL & WSGD-FM/Carbondale,
PA; WACO-AM & FM/Waco, TX;
WRFB/Stowe, VT; and WAMT &
WGNE/Titusville, FL.

Transaction 2
WBSM & WFHM/

New Bedford, MA

PRICE: $4,750,000

TERMS: Tax-free asset swap

BUYER: H&D Broadcast Group, head-
ed by Joel Hartstone and Barry Dick-
stein. They also own WSUB &
WQGN/Groton, CT; WRG/Naples, FL;
WKRS & WXLC/Waukegan, IL;
WFPG-AM & FM/Atlantic City; WTLB
& WRCK/Utica, NY; WBBW & WBBG/
Youngstown, OH; and WSYB &
WRUT/Rutland, VT.

SELLER: Benchmark Communica-
tions

Transaction 3

WDOV & WDSD/Dover, DE
PRICE: $4,750,000

TERMS: Tax-free asset swap

BUYER: Benchmark Communica-
tions

SELLER: Hartstone & Dickstein
FREQUENCY: 1410 kHz; 94.7 MHz
POWER: 5 kw; 50 kw at 380 feet
FORMAT: MOR; Country

ABS GREENVILLE PARTNERS

(Kenneth A. Brown and Jon Sinton, Principals)

has acquired

WAIM/WCKN-FM

Anderson (Greenville/Spartanburg), South Carolina

for
$6,000,000

from

CAROLINA BROADCASTING, INC.
(John C. Ellenberg, Chairman and Blake Shewmaker, President)

We are pleased to have served
as exclusive broker in this transaction.

BLACKBURN @@MPANV

I N C O R

O R A

T

Washington

New York

Media Brokers & Appraisers Since 1947

WE BROKER BROADGASTING'S BEST

Atlanta «

Chicago «

Beverly Hills
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TRANSACTIONS AT A GLANCE

This Week’s Action: $42,395,000

Total 1990 Stations Traded This Week: 12
Total 1990 Stations Traded So Far: 14
Deals So Far In 1990: $66,395,000

$20.1 million

® Deal Of The Week:
® Apollo Radio Ltd. Acquisitions

@ KKAT/Salt Lake City $12 million
® WEZL/Charleston, SC $8.1 million

$9,770,000

| 1989 Action Wrap-Up

$295,000
® KRTX/Galveston $850,000
® KJAS/Jasper, TX $235,000
® KJKC/Portland, TX $525,000

® WBSM & WFHM/New Bedford, MA $5.5 million

® WBSM & WFHM/New Bedford, MA $4.75 milion

® WDOV & WDSD/Dover, DE $4.75 million

® WLMX-AM & FM/Rossville, GA (Chattanooga) $7 million

® WBZA/Glens Falls, NY & WAY1/Hudson Falls, NY $2.8 miltion

Late 1989 Action Reported This Week:

Late 1989 Stations Traded This Week: 12

Total 1989 Transactions: $2,762,418,165
Total Stations Traded In 1989: 1338

® KZAO/Dardanelle, AR $89,600

® KAIO/Russellville, AR $485,400

® WMLO/Havana, FL $2.2 million

® WGRG/Greensboro, GA $300,000

® KFXZ/Maurice, LA $1.2 million

® KSRZ/North Platte, NE $85,000

® KBOM/Los Alamos, NM $1 million

® KZAM (AM)/Springfield, OR & KZAM-FM/Creswell (Eugene), OR

S, o -
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KZAO/Dardanelle

PRICE: $89,600

TERMS: Cash

BUYER: Michael Wayne Miller and
Johnson Communications Inc., own-
ed by Dewey Johnson of Springdale,
AR.

SELLER: Master Sound, Inc.
FREQUENCY: 1490 kHz

POWER: 1 kw

KAIO/Russellville

PRICE: $485,400

TERMS: Cash

BUYER: Johnson Communications
Inc., owned by Dewey Johnson of
Springdale, AR.

SELLER: KAIO-FM Inc., owned by Ju-
dy Purtle. She also has an interest in
Master Sound Inc., current licensee of
KZAOQO/Dardanelle, AR.

FREQUENCY: 100.9 MHz

POWER: 3 kw at 160.72 feet
FORMAT: Religious
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WMLO/Havana

PRICE: $2,200,000

TERMS: $1 million cash at closing;
three-year $1.2 million promissory
note at 11% interest, with no interest
charged during the first year. Buyer al-
so has the option, subject to seller's
approval, to pay a total price of $2 mil-
lion cash at closing.

BUYER: Nitrameel Inc., owned by
Willie J. Martin and Dr. John Robert
E. Lee. Martin has interests in WBZS/
Eatonsville, FL; WTWF/Woodsville, FL;
and WBZR/Destin, FL. Lee owns
WJYZ/Albany, GA.

SELLER: Ed Winton
FREQUENCY: 104.9 MHz

POWER: 2.1 kw at 400 feet
FORMAT: Beautiful

COMMENT: The FCC Review Board
last year revoked Lee’s licenses for
WMJM & WFABI/Cordele, GA on the
grounds Lee had abused the minority
distress sale policy.

WGRG/Greensboro
PRICE: $300,000
TERMS: $10,700 escrow payment
with total cash at closing of $100,000;
ten-year promissory note for
$200,000 at 12.5%.

BUYER: Briarpatch Radio Inc., owned
by Sandra Gwyn of Watkinsville, GA
and Hugh Christian of Athens, GA.
SELLER: Andrew Boswell
FREQUENCY: 103.9 MHz

POWER: 3 kw at 320 feet

FORMAT: AC

WLMX-AM & FM/

Rossville (Chattanooga)
PRICE: $7,000,000

TERMS: Cash

BUYER: Baum Broadcast Group Inc.,
headed by President Theodore Baum
and VP Dick Rakovan. The group also
owns WOMP-AM & FM/Wheeling, WV
and WMFX/Columbia, SC.

SELLER: Chattanooga Radio L.P.,
with general partner the Zitelman
Group and major limited partners, in-
cluding Paul Fink and an investment
partnership managed by Media Capi-
tal, whose principals are Tom Buono,
Michael Hesser, and Richard Zitel-

Continued on Page 10
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The Strategic advantage:
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As a radio station, your music is the heart of your

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

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

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

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

To request a research proposal for your station,
call Sue Bell, Director of National Sales, or Kurt
Hanson, President, today, at (312) 726-8300.

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

Exclusively from . . .

'STRATEGIC
“AL:\/ / RADIO

180 North Wabash
Chicago, IL 60601
(312) 726-8300
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'RADIO BUSINESS

TRANSACTIONS

Continued from Page 8

man. Media Capital has interests in
WWQM-AM & FM/Madison; WLSY-
AM & FM/Louisville; WJQY/Charles-
ton, SC; WAKS & WNND/Raleigh; and
KKCB & KSLY/San Luis Obispo, CA.
FREQUENCY: 980 kHz; 105.5 MHz
POWER: 500 watt daytimer; 3 kw at
270 feet

FORMAT: Religious;, AC

BROKER: Jay Bowles of Blackburn &
Co.

KFXZ/Maurice
PRICE: $1,200,000
TERMS: Escrow deposit of $100,000

with total cash at closing of
$1,000,000. Three-year, 10% prom-
issory note for $200,000.

BUYER: Citywide Broadcasting of La-
fayette Inc., owned by Peter Mon-
crieffe and Willie Tucker of Baton
Rouge. They also own KQXL/New
Roads, LA.

SELLER: Foxco Acquisition Corp.,
headed by Cyril Vetter. Principals of
Foxco also own Vetter Communica-
tions, owner of WTGE/Baton Rouge
and WVLA-TV/Baton Rouge.
FREQUENCY: 106.3 MHz

POWER: 3 kw at 500 feet

FORMAT: Urban

R ——
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KSRZ/North Platte
PRICE: $85,000

TERMS: Escrow payment of $5000;
$37,500 cash at close; three-year
promissory note for $42,500 —
10.5% interest first year, Chase
Manhattan prime rate for remaining two
years.

BUYER: Tri-State Broadcasting Asso-
ciates, a nonprofit group headed by
John Townsend of North Platte. Tri-
State owns KJLT/North Platte, NE.
SELLER: North Platte Broadcasting,
Inc.

FREQUENCY: 94.9 MHz

POWER: 63 kw at 200 feet
FORMAT: AC

bt

KBOM/Los Alamos

PRICE: $1,000,000

TERMS: Cash

BUYER: Telco Entertainment Inc.,
owned by Rudy Tellez of Santa Fe and
Anthony Maisel of Albuquerque. Mai-
sel has a majority stake in KALY/Los
Ranchos de Albuquerque, NM.
SELLER: KBOM L.P.

FREQUENCY: 97.7 MHz

POWER: 15.5 kw at 1948 feet
FORMAT: Spanish

- New Y¢

WBZAI/Glens Falls &
WAYi{/Hudson Falls

PRICE: $2,800,000

TERMS: Cash

BUYER: Alpine Media, Inc., owned by
Michael and Norma Nigris of River
Vale, NJ; Dean Landsman of Lincoln-
dale, NY; and Kathleen McCarthy of
North Plainfield, NJ.

SELLER: Northway Broadcasting
Inc., headed by David Mitchell and Jo-
seph Reilly. Northway owns WKMC/-
Roaring Spring, PA and WHPA/Holi-
dayburg, PA. Mitchell is the permittee
of WMXW/Vestal, NY and Reilly has a
stake in WIZR & WSRD/Johnstown,
NY.

FREQUENCY: 1230 kHz; 107.1 MHz
POWER: 1 kw days/250 watts night; 3
kw at 844 feet

FORMAT: MOR; AC

- —

WMBL & WRHT/

Morehead City

PRICE: $1,325,000

TERMS: Cash

BUYER: Macripine Cable Inc., owned
by L. Gene Gray of Greenville, NC and
Frank Styers of Farmville, NC. They
own the cable TV franchise for Pine-
tops, NC, which they are in the pro-
cess of selling.

SELLER: Curtis Radio Group, Inc.,
owned by Donald W. Curtis. He owns
WTAB & WYNA/Tabor City, NC and
WCPS/Tarboro, NC and has an in-
terest in WGBR & WEQR/Goldsboro,
NC. Curtis owns 2.5% of Durham
Corp., which owns five radio and TV

¥ ¥ K K K K K K K K K K K KK K KKK KK ¥

L I S S Sk S S S S S S Sl Sl S Sl S S S S

American Radio
Networks

Invites you to a

Happy and Prosperous

New Year
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stations in North Carolina, and is 2 2%
stockholder in Osborn Communica-
tions Corp.

FREQUENCY: 740 kHz; 95.9 MHz
POWER: 1 kw daytimer; 3 kw at 300
feet

FORMAT: MOR; AC

BROKER: Whittle Agency
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KZAM (AM)/Springfield &
KZAM-FM/Creswell (Eugene)
PRICE: $295,000

TERMS: Cash

BUYER: An Oregon corporation to be
formed by Eric Alterman and David
Miller.

SELLER: KEFFCO Inc., which is prin-
cipally owned by James Kefford. He
also owns KWTR & KXBX/Lake Port,
CA; KOZT/Fort Bragg, CA; and KRRS
& KXFK/Santa Rosa, CA.
FREQUENCY: 1320 kHz; 95.3 MHz
POWER: 1 kw day/250 watts night;
1.6 kw at 390 feet.

FORMAT: News; AOR

BROKER: William A. Exline Inc. and
the Miller Co.

KRTX/Galveston
PRICE: $850,000
TERMS: Cash
BUYER: Sonoma Media Corp., owned
by Roy Henderson of Seabrook, TX.
He owns -KGLF/Freeport, TX and
KFRD-AM & FM/Rosenberg, TX. He
also holds FM CPs for South Padre Is-
land, TX; Caldwell, TX; and Mason, TX.
in addition, Henderson has a LPTV CP
for Clear Lake City, TX.

SELLER: Irvin Davis, who also owns
KTUF/Kirksville, MO.

FREQUENCY: 104.9 MHz

POWER: 3 kw at 328 feet

FORMAT: NAC

KJAS/Jasper

PRICE: $235,000

TERMS: Cash

BUYER: Roy Henderson of Seabrook,
TX. He owns KGLF/Freeport, TX and
KFRD-AM & FM/Rosenberg, TX. He
also holds FM CPs for South Padre Is-
land, TX; Caldwell, TX; and Mason, TX.
In addition, Henderson has a LPTV CP
for Clear Lake City, TX.

SELLER: Jasper County Broadcast-
ing Co. Inc.

FREQUENCY: 100.7 MHz

POWER: 5.7 kw at 299 feet
FORMAT: AC and Country

KJKC/Portiand

PRICE: $525,000

TERMS: Cash

BUYER: Chitex Communications Inc.,
owned by Daniel Donovan and
Cathleen Kramer of Chicago.
SELLER: JKC Communications Inc.,
owned by Jonathan Cohen. He also
owns WJKC/St. Croix, VI.
FREQUENCY: 105.5 MHz

POWER: 3 kw at 353 feet

FORMAT: CHR

For The Record: In last week’s
Deal Of The Week (R&R 1/12),
KZFX/Houston was inadvertently
omitted from the list of stations
Shamrock Broadcasting Inc. still
owns.

NAB Ducks Program Code

Continued from Page 6

them either, but you ever try to
take a banana away from a goril-
la?”

* NAB President Eddie Fritts
warned that Congressional propos-
als to restrict beer and wine adver-
tising ‘‘can threaten the economic
structure of our industry’’ through
the possible elimination of sponsors
for sports programming. He add-
ed, “If you were a member of Con-
gress and had the opportunity —
during an election year — to do
‘something’ about a motherhood is-

sue like drunk driving, how would
you vote?”’

» NAB directors voted to honor
West Coast broadcast pioneer Bill
Smullin with the association’s Dis-
tinguished Service Award at the
group’s annual convention in April.
Smullin, the founder of California
Oregon Broadcasting Inc., started
his career in 1933 with KIEM/Eu-
reka, CA and has a long string of
industry accomplishments. He cur-
rently owns KLFI & KEKA/Eure-
ka, CA and KAGI/Grants Pass,
OR, along with four TV stations
and cable interests in Oregon.

|
1‘ Radio’s Blue-chip Broker

| THE COMPLETE MARKET STRATEGISTS
] One Stone Place « Bronxville NY 10708 « (914) 779-7003

We are pleased to have represented

Nationwide Communications Inc

in selling WGAR-AM Cleveland to
Douglas Broadcasting Corporation for

$2 million
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Creative
Selling..

“In today’s competitive business
environment you've got to be different
to gain the edge.

Selling a station by numbers alone
doesnt tell the whole story. Presenting
the qualities that separate our client from
the competition is often more important
than the ratings information, which is
available anywhere. Personalities, specialty
programming, and the relationship
between a station and the community all
contribute to a station’s appeal to
advertisers.

At Durpetti & Associates, we
feel that positioning our client radio
stations from a conceptual standpoint is
what makes us unique, and allows us
to sell above the competition.”

Michael Weiss
Regional Manager
New York Office

DURPETTIGASSOCIATES

A Commitment To Excellence

& AN INTEREP COMPANY
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SIX TIPS FROM AN AGENCY VP

uying spot radio is more

than the myopic mechanic-

al process of searching for
stations with the highest average
quarter-hour ratings.

Writing in a recent issue of Me-
dia & Marketing Decisions, Roddy
Freeman, VP/Associate Media Di-
rector at the Baltimore-based W.B.
Doner & Company ad agency (!),
suggests that media buyers be
mindful of the following maxims,
all of which can be used as ammu-
nition by savvy radio salespeople
as well:

* Your money buys more than
just ratings. Although spot costs for
successful morning shows (or oth-
er programming that garners ex-
ceptional ratings) are usually well
above average market price, buy-
ing these hits will gain you access
to an attentive and involved aud-
ience.

* Cumes are numbers, too. Don’t
base your buying decision solely on
quarter-hour figures. For example,
stations with low cumes — in com-
parison to AQH — can deliver
greater frequency (albeit to a

smaller audience), while stations
with high cumes provide greater
reach and lower frequency.

e The best buys are well-
balanced. Make sure all compon-
ents of the buy complement each
other in terms of demography and
format. Furthermore, don’t simply
evaluate a station against a broad
demo. Instead, analyze that sta-
tion’s ability to deliver all seg-
ments of your target audience.

e Timing is important. Don’t ad-
vertise muffins and orange juice in

Selling Beyond Your Station’s Numbers

middays, and keep those nightclub
spots out of morning drive!

* Small numbers add up. Once
you have your base of group sta-
tions set, adding a station with a
small AQH (but with a large exclu-
sive cume) can deliver more diver-
sified prospects than a station with
a large AQH.

¢ Get involved with contests.
Getting involved with station pro-
motions can add greatly to the ef-
fectiveness of your campaign. Re-
member that you and the radio sta-
tion benefit from promotions!

Goin’ For The Goals

etting specific goals for your

salespeople can be difficult

— but rewarding. Maximum
Performance Management auth-
ors Joseph H. Boyett and Henry P.
Conn suggest setting sales perfor-
mance goals at three levels:

* Long-term goals should be at-
tainable in either one or two years.
For example, tell your salespeo-
ple: “We’re shooting for $1 million
in revenue by 1992.”

¢ Short-term goals should be
achieved in three months to a year.
Example: “Atleast 10% of our new
business should come from recruit-
ment advertising by Easter.”

* Minimum goals should set the
lowest acceptable standard for per-
formance. Example: “Each sales-
person must make at least three
new contacts a week.”

TCD-D10 PRO

® Light weight: 4 Ib., 7 0z.

® Index during recording

® Measures only 10" X 212" X 7%"
® Continuous operation of 1.5 hours
on one rechargeable battery

® Day, date and time recorded and displayed

® Easy-to-read large back-lit LCD multi-function display
® Supplied with wired remote/handgrip control

SONY.

GREAT NEWS.

Getting the story accurately is the top priority of
every news person. Sony's professional portable DAT
recorder gets the story digitally—no hiss, no noise.
Just pure sound—to get more on the story call
1-800-635-SONY.

Sony Communications Products Company.
1600 Queen Anne Rd . Teaneck. NJ 07666 r

© 1989 Sony Corporation of America
Sony 1s a registered trademark of Sony

PROFESSIONAL AUDIO

wiww-americantradiohistorv.com

pounds.

the firm at (201) 354-9625.

lunches. Now, thanks to the “BAlLanced Meal Executive Lunch

Box,"” you can enjoy lunch in style without even leaving your desk.
Designed by Elizabeth, NJ-based container manufacturer William Bal
Corp., the high-tech lunch box is crafted of a composite material that re-
portedly looks and feels like brushed aluminum, but weighs less than four

Hey, you — with the power tie — forget those ugly brown bag

The 14 x 18 x 4-inch case not only contains cushioned spaces for a
thermos, sandwich, and piece of fruit, but also features a place to store
business materials. Suggested retail price: $49.95. For more info, phone

Milestones To Mark In 1990

lanning your station’s 1990
calendar? Here — ranging
from the sublime to the ri-
diculous — are some anniversaries
that may provide your operation
with unusual promotional oppor-
tunities:
¢ Bugs Bunny: Warner Bros’
wascally wabbit turns 50 on July
27. Although the celebration has al-
ready begun (R&R, 11/24), look for
a CBS-TV special to air round-
about Bugs’s birthday.

* Boy Scouts: The organization
turns 80 on February 8. Each coun-
cil will commemorate the date in-
dependently, making for strong lo-
cal promotional possibilities.

e McDonald’s: How many bil-
lions will have been served by the
Golden Arches when it turns 35 on
April 15?

¢ Kent State: May 4 marks the
anniversary of the Kent State kill-
ings. A memorial and vigil are
planned.

¢ Club Med: The preplanned-
paradise chain turns 40 in May,
and will kick off its celebration
February 10 with the maiden voy-
age of the 610-foot, 425-passenger
ship Club Med L.

e Birth control pill: “The Pill” of
pills was approved by the FDA 30
years ago May 9.

e Idaho: Tater territory is gear-
ing up for its 100th birthday July 3.

* Wyoming: Cheyenne will host
a four-day party with artists and
historical exhibits to commemor-
ate Wyoming’s 100th birthday July
10.

» “Fantasia’: The Walt Disney
animated film that helped pioneer
stereo sound will be 50 on Novem-
ber 13. A restored version is slated
for rerelease this fall.

* John Lennon: Fans will mourn
the tenth anniversary of the former
Beatle’s death December 8.

e Jerry Lewis Labor Day Tele-
thon: Once again, the US will wait
with bated breath for the host to
sing his trademarked tearful ver-
sion of *“You'll Never Walk Alone”
at the conclusion of the 25th annual
Muscular Dystrophy Association

ot

® January 18-21 — RAB Man-
aging Sales Conference. Loews
Anatole. Dallas, TX.

. ®January 20-21 — Dan

. ODay's Air Personality Plus
seminar. Ramada Inn — South

i Airport. Orlando, FL.

® January 21-25 — MIDEM
'90. Palais des Festivals. Can-
nes, France.

® January 22 — American Mu-
sic Awards. Shrine Auditorium.
Los Angeles, CA.

® February 7-11 — Urban Net-
work PowerJam Programming
Conference. Stouffer Con-
course Hotel at Los Angeles In-
ternational Airport. Los Ange-
les, CA.

® February 8-10 — Internation-
al New Age Music Conference.
Roosevelt Hotel. Los Angeles,
CA.

® February 11-12 — NAB Ra-
dio Group Head Fly-In. Embas-
sy Suites Hotel, Chicago
O'Hare Airport. Chicago, IL.

® February 12 — Dance Music
Awards. Universal Amphi-
theatre. Los Angeles, CA.

® February 13-14 — Broadcast
Credit Association’s 23rd Credit
& Collection Seminar. Westin
Lenox Hotel. Atlanta, GA.
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THE CLOSER YOU LOOK

Metro Audience Trends /
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Auditorium Format Analysis
The definitive format hole study...

test format options with taped examples

test talent, slogans, logos and call letters

in-person interactive research with your target demo
determine programming and marketing strategies in one step
inCludes a complete market study

CALL FOR A QUOTE TODAY
(303) 922-5600

= = Paragon Research

550 5. Wadsworth Blvd., Suite 401 Denver, CO 80226 (303) 922-5600 FAX (303) 922-1589

——MAAAAL AR LIc antadichistiopns.com
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BULLET-PROOF GHR

WITH THE GHARAGTER AND MOKIE

THAT'S GEARED TO WIN

WiT...

Streetwise DJ’s with Attitude
Top Gun Creative Suppor; :g:m

THE

NOW Slllll IN .

Fairbanks, AK Lynchburg, VA
Stillwater, OK Yuma, AZ
Waco, TX San Angelo X
Poplar Bluff, MO Kingsport, TN
Selmer, TN Presque Isle,
DeRidder, LA Bluefield, WV
Clearfield, PA Twentynine Palms, CA
Lebanon, MO Milledgeville, GA
Oxford, MS Clarion, PA
Anderson, SC Fairmont, WV
Rock Spring, WY Sommerset, KY

Albuquerque, NM
Lawrence, KS
Modesto, CA

Great Falls, MT

Walla Walla, WA
Tortola, Virgin Islands
Lawton, OK

Tupelo, MS
Sheridan, WY
Alliance, NE

Leading-edge SMN PRIZM Research

i : . Techni :
Killer Specials and National Promotions with Hot I;:\:r:co'l‘::':ir:: 3o

Wheehngy LAJ
Clovis, NM
Monroe City, M
Sweetwater, TX
Colonial Beach, VA
Cortez, CO
Wellsboro, PA
Humboldt, TN
Waynesville, NC
Galliano, LA
pipestone, MN

Waupun, W
Lyons, KS
Kalispell, MT
Lordsburg, NM
Wenatchee, WA
Harrison, AR
Jenkins, KY
Lumbenonv MS
Kenai, AK
Sparta, GA

RATINGS. REVENUES. TURN UP THE HEAT WITH 90°S GHR.
1-800-027-4892

A Premium Format from
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~  SALES STRATEGY

Creéting The Best Environment
For Your Sales Staff

Chances are the first thing people notice about your
sales offices isn’t the fine artwork, but the atmosphere.
This week, I'll focus on one of today’s greatest manage-
ment challenges — creating the proper sales environ-

ment for your employees.

Every sales manager should try
to create an environment that not
only enables each salesperson to
achieve his (or her) maximum, but
also attracts new salespeople while
minimizing the amount of em-
ployee turnover.

Easier said than done, of course,
but the right environment can lit-
erally make or break a station, or
at least cause the dramatic decel-
eration of a rising sales manager’s
career.

The top stations are those that
have cultivated the best sales staff.
Similarly, the best sales staff will
expect (and tolerate) only the best
environment.

Atmospheric Pressure

Below are some questions to help
you determine the state of your of-
fice’s atmosphere:

When your top performers de-
part, do they leave due to circum-
stances outside the job (childbirth,
relocation, etc.) or to pursue a sim-
ilar career in the same market?

What percentage of your staff
consists of high-performing sales-
people? Less than 20%? Or some-
where between 75% and 90% ?

Does your station get a consis-
tent flow of sales job referrals, or
are you constantly searching for
applicants?

Does your personal interaction
with salespeople occur on a day-to-
day basis — with sporadic one-on-
one discussions on topics besides
business — or is it limited to crisis
situations?

The more you chose the second
option, the greater the chance your
department’s environment could
be improved.

By Chris Beck

i

‘‘One day you’re a
successful salesperson
— the next day you’re
a sales manager who’s
supposed to have all
the answers.’’

Steps To Win

First of all, don’t be too hard on
yourself. Ours is primarily a busi-
ness of trial and error — skiliful
training and coaching is almost
nonexistent. One day you're a suc-
cessful salesperson, and the next
day you're a sales manager who's
supposed to have all the answers.

Second, be aware of the things
you can (and can’t) change. If you
work for an unenlightened and
highly feared corporation or GM,
mest situations probably are out-
side your realm of influence. In

Why is Norm Goldsmith's
Sales Development Program
such a profitable investment?
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Top Ten

ated by employers.

4) Job security
5) Good wages

Employee Motivators

Along with reviewing the accompanying column, give
some thought to these ten employee mativators — inrank-
ing order — culled by Kenneth A. Kovach for Fairax, VA-
based George Mason University. His results paralial those
of virtually every other survey conducted on cultu-es cre-

1) Interesting work _
2) Management’s appreciation of work
3) Feeling of being well-informed

6) Promotion and growth opportunities
7) Good working conditions
8) Company loyalty to employees
9) Tactful use of discipline
10) Sympathy, help, and guidance on
personal problems

those cases, the best you can do is
try to isolate your sales team from
as much poison as possible.

Third, read through the re-
mainder of this column with an eye
to which of these suggestions you
believe would most improve your
situation. Then, progressively im-

““The right environment
can literally make or
break a station, or at
the least cause the
dramatic deceleration
of a rising sales
manager’s career.”’

plement those which would be the
most valuable and positively per-
ceived by your staff.

Although it’s impossible to iso-
late every component that contrib-
utes to an improved sales environ-
ment, I've prepared a list of prac-
tices I believe will make the most
impact.

Nurture The Individual

Don'’t fool yourself into believing
it’s OK to manage the group rather
than the individual. Many manag-
ers make this mistake simply be-
cause a group requires less time
than an individual.

One-on-one training takes in-
credible discipline and constant
mental prioritizing, but it’s a criti-
cal step to take. In addition to
coaching individuals, try to ad-
dress them periodically during
group meetings.

A word about meetings: Many
successful sales managers hold
two training meetings per week.
This practice allows plenty of time
for addressing specific needs (e.g.,
new salespeople), rather than pre-
senting specialized material to the
entire staff.

The amount of one-on-one inter-
action need not be an enormous
time commitment. Two mini-meet-
ings a week with each staffer, each
meeting lasting between 2040 min-
utes, should get it.

Swap Meets

In these meetings, you'll begin to
discover each person’s needs.
Some will discuss their areas of
growth, some will air their day-to-
day gripes, and some will want to
exchange ideas. For others, a gen-
eral “How’s it going?”’ talk will suf-
fice.

Consider this: Who gets (or de-
mands) the most one on-one time
with you? It should be your highest
performers. One of the reasons
they’re at the top might be this ex-
tra amount of interaction. There-
fore, you can theoretically acceler-
ate the growth of other salespeople
by making similar commitments.

Salespeople also would appreci-
ate an itemized, cohesive overview
of the achievements you expect.
Such a list should note whether an
account is at the agency or the ac-
tive retail level as well as the num-
ber of such accounts, the amount of
new business expected, and the
average unit rates. R.ules govern-
ing account lists and working
clients direct, and benchmarks of
progress should also be included.

‘““Don’t fool yourself
into believing it’s OK to
manage the group
rather than the
individual.”’
This overview not only can serve
as a definitive job description for
your staff, but also a szorecard by
which they can be judged. It should
put an end to any discrepancies
that may have previously existed.

Controlling Crises

It's impossible to remove the
feeling of immediacy from our
business — but I doubt any of us
would want to. Although it’s slight-
ly masochistic, the rush of adrena-
line is precisely what attracts us to
sales.

While crises often are impossible
to overcome, they can be controll-
ed. The most effective way is to es-
tablish simple, logical systems that

Continued on Page 16
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Creating The Best Environment
For Your Sales Staff

Continued from Page 15

have built-in controls and priorities
— and to which your salespeople
will adhere.

Try this exercise: Keep track of
the “crises” that occur in a one-
week period. Upon examining the
list, you'll find many of these dis-
tractions and disruptions could
have been controlled before they
reached crisis proportions.

When such crises dominate a
manager’s interaction with a sales-
person, it often may be the only
way the staff member can hold a
manager’s attention and make
him spend some time with him or
her.

Some quite simple solutions ex-
ist. You could establish a “buddy
system,” in which a problem can
be handled despite the absence of
the salesperson that’s responsible
for the account. You could also
maintain well-defined, up-to-date
account lists to further reduce con-
fusion.

‘‘Often, salespeople
tend to virtually
worship the ‘Big Hit,’
with little
acknowledgment to
those who generate
smaller orders.”’

What’s more, you can establish a
consistent policy on rates and mer-
chandising, under which your
salespeople know their options by
referring to past decisions, subject
to your final approval. Skip the in-
itial input — you’d probably be re-
peating the same decision most of
the time, anyway.

Consistency Is Key

Sales training and development
is mandatory at many stations.
You should spend at least one
meeting a week on improving and
refining such skills. I recommend
Tuesday mornings for these meet-

ings — anything later in the week
doesn’t allow salespeople to imme-
diately utilize their newfound
skills.

Furthermore, morning meetings
provide a much better atmosphere
for material absorption and reten-
tion than those at the end of the
day.

Recognize Small Orders

Often — unfortunately — sales-
people tend to virtually worship the
“Big Hit,” with little acknowledge-
ment given to those who generate
smaller orders. In reality, it’s those
small new business orders that ac-
count for most of your revenue.

Astute managers should make it
a habit to send memos to GMs,
VPs, and PDs detailing salespeo-
ple’s smaller (but significant) ac-
complishments, often asking sta-
tion execs to acknowledge the per-
son responsible for the orders.

A simple, ‘“Nice job on the Brake
account, John” in the sales office
or hallway can have a remarkable
effect, as can a brief congratula-
tory letter. I've even seen such let-
ters from Group VPs framed and
hung at salespeople’s desks!

Think Before You Act

Time-consuming ‘“‘crunch” pro-
jects, reports, and analyses can
really detract from a salesperson’s
performance. These activities —
which some salespeople fondly re-
fer to as “acts of God” — often are
purported to be of immediate rele-
vance to the station, but historical-
ly generate little in the way of ac-
tual revenues.

Another time-robber that crops
up is the “fire sale,” that non-
planned item such as a quickly
thrown-together package or an ex-
piring co-op.

It’s important for these types of
rush projects — especially pack-
ages — to be well thought out.
Make sure your salespeople have
enough time to act on them, and
see that your station provides such
packages to its clients on a consis-
tent basis.

All too often packages are
thrown together that contain high
prices and short decision-making
periods. These are the killer pro-
jects — the ones that will quickly
bring down your staff.

The more you study a project, its
time frame, and its impact on your
staff, the more positive the out-
come. The material will be more
cohesive, in better order, and of
much greater use.

Update Your Arsenal

Salespeople’s performance can
be improved if they’re provided
with a controlled and consistent
flow of new support materials,
such as station packages, events,
analyses, recent success letters
(not ones dating back to 1988), and
case studies.

% 2 B 3 ;

‘‘Salespeople’s
performance can be
improved if they’re
provided with a
controlled and
consistent flow of new
support materials.”’

g : : R

I'm not saying you should toss
out all your rankers — but you
should get rid of the oldér, out-of-
date materials. As a general rule,
try to add one or two solid new sup-
port pieces every month.

Present each new piece at a
sales training meeting, and offer
suggestions on when and how to
use them. If you just casually men-
tion them or simply set them in
with the rest of the old sales mater-
ials, you'’re bound to be disap-
pointed.

Another “secret weapon” is a
proposal outline system. Of course,
you'll need to make some revisions
to customize each presentation, but
a library of successful outlines will
give you a solid base from which to
work.

| Best Sales Motivators

The ever-popular trip to Hawaii is great motivation for
your top salespeople who revel in acknowledgment — but
you are the best motivator. Below are the results of a study
on what motivates salespeople by the University of
Missouri-Columbia.

Entry-level salespeople:
1) Consistent coaching
2) Consistent counseling

Veteran salespeople:
1) Promotion requirements
2) Greater responsibility
3) Job security J

Rather than put together propos-
als from scratch, establish a data
base of your station’s (or your per-
sonal) best. Keep in mind that not
everyone on your sales staff writes
with the same impact.

The objective is to effectively
manage all of the steps and options
in each project, rather than just the
initial stages. By doing so, you're
putting yourself in an even greater
position to influence business.

This data base system will be-
come one of your best support
tools, increasing the efficiency of
your salespeople as well as your
administrative assistants — and all
it takes is a computer and a word-
processing program.

Manage ’Til The End

Historically, a manager’s job
has been to oversee the beginning
of a project rather than the middle
or the end. Therefore, most of our
interaction with salespeople re-
volves around handing out new
leads, reviewing monitors, and dis-
cussing non-active clients.

This tends to emphasize activi-
ties that haven’t begun, rather than
pending projects. If some salespeo-
ple need leads, train them to re-
search their own — but don’t dedi-
cate all your time to leads.

For example, discuss pending
and problem accounts as often as
possible, and regularly compare
the number of active accounts with
established performance norms.
Also, review proposals prior to
presentations and talk about the
components of closing ratios with
your salespeople.

Chris Beck is the President
of Chris Beck Communica-
tions, a sales consulting firm. If
you have a question about a col-
umn or a topic you’d like to see
addressed, he can be reached
by phone at (818) 594-0851;
by fax at (818) 594-5030; by
Prodigy electronic mail at ID#
SRTN15A; or by Compuserve
at ID# 76066,3334. Write to
him at 22900 Ventura Bivd.,
Suite 340, Woodiand Hills, CA
91364.
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| Compete
‘@ Dub Centers
require only 5 sg. fl.
of floor space.

KEEP THE PRODUCTION RO

-

= FAST TRAC =
@ 400 HZ INPUT SELECT
S .
1W0KHZ  OSC  TIMIC €D A
D INPUT

- @ O]

LINE GAN

\_ — ouTPUT PROC
STEREO out LINE  TAPE1 STEREQ ©
O @ I D ) B
TAPE  TAPEZ MOND

OM OPEN FOR BUSINESS |

0

MONITOR

HEAD
START MONITOR L MONO R IN PHONES

O

HENRY ENGINEERING - Sierra Madre. CA

Tying up the production studio for routine cart dubbing is a waste of time and resources! That's why we designed our compact
Dub Center, utilizing the FAST TRAC™ Automatic Dubbing System. The FAST TRAC is essentially a four-input, one-pot console.
It does everything your console does for about 1/10th the cost and a fraction of the space! Dub CDs or records to cart, dub
agency spots, news bits, or just about anything. The FAST TRAC was designed specifically for dubbing, and it does it with
one-button simplicity! Whether your carts are dubbed by the PD or by the ‘nighttime college kid’, they’ll alf be tight, consistent,
and flawless.

FEATURES BENEFITS

Built-in oscillator, 1TkHz/10kHz . ... ........... Check levels, bias, EQ, head alignment ONLY FROM

3 inputs, plus EXTinput. ... ........... . ... Dub from CD, R-R, R-DAT, TT, or MIC

3 adjustable time delays . ... ............. ... Tightly cued carts from any source A -]
Balance contro! with defeat ................. Correct stereo imbalance of any source A I—I—I E D_
2 tape-monitor inputs . ... ... Monitor off-tape of two machines BROADCAST EQUIPMENT
Monitor-mono switch . ............... ... ... Check for out-of-phase material A HARRIS GOMPANY——————
Process-insert capability . ................... instant insertion of outboard processing gear

WWAN-amercanradiohstorycom
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Thank You ¥

Over the past year, under the leadership of Gary Brobst,

VP, EZ Communications, the sacrifice and untiring dedi-
cation of the Major Market Radio Advisory Board has

raised our performance levels to new heights.

Our heartfelt thanks to Gary and all the Board members
for their outstanding contributions towards making us a

stronger rep firm as we enter the exciting 90's.

——e———AAAM S Aericanradiohistorv.com

Chairman

Gary Brobst
Eastern Regional VP
EZ Communications

Jim deCastro
Executive VP
Evergreen Media Corp.

Phil Zachary
Group VP
Voyager Communications

Bill Holmberg
National Sales Manager
KBAY/KEEN Radio

Gerald Hroblak
President/Chairman
United Broadcasting Co.

Paulette Cohen
Station Manager
WMYG-FM Radio

Jeff Behan
General Sales Manager
KCEE/KWFM Radio

Mickie Mulvey
National Sales Managzer
KGW/KINK Radio

Norman Feuer
Executive VB/CDO
Noble Broadcast Group
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MJ Has Beast Friend Stuffed!

hattered by the sudden,
Smysterious death of Bubbles
(his pet chimp), Michael
Jackson has had his furry friend se-

cretly stuffed!
According to the National En-

quirer, the superstar’s beast friend

will now "live forever” in MJ’s pri-
vate quarters. (Incidentally, this par-
ticular mounted monkey is the orig-
inal Bubbles — not the lookalike
chimps that've been filling in for
public appearances of late.)

The Prince & The Popper

In continuing Jackson action, the
Star reports that Michael has talked
his “archrival” (Prince) into co-
writing two songs — and even sing-
ing a duet on one of 'em — for MJ's
next LP!

Calling the Purpie One out of the
blue was reportedly Michael's idea.
Prince, incidentally, thought the
message was a phony — until he
dialed the number and got MJ's
private line!

Dial 555-LVIS

The National Enquirer reports that
pop pianist Elton John is pumping
BIG bucks into a Broadway musical
that's based around sick people be-
ing cured by miraculous phone
calls from Elvis Presley in Heaven!

Working title for the show?
"Please Hold For Elvis!”

Fun Couples

e According to the Star, pop
singer Martika “has it bad” for blue-
eyed soulman Michael Bolton!

* Addressing those lurid tabloid
tales of Motley Crue drummer
Tommy Lee being caught in a hotel
room with a “model” by his wife

THE PEOPLE’S PRINCESS —
Nestled between Pages 27-28 of a
special Grammys advertising sup-
plement found in this week’s “Peo-
ple” is a flexidisc copy of “Dressed
To Kill" by Polydor recording artist
Princess (pictured above). If the
disc found in YOUR copy contains
the special message — you have to
play it to find out — you win a trip to
see the 1990 Grammy Awards
show, to be held in Los Angeles on
February 21!

(actress Heather Locklear) in this
week's People, the little woman
sez: “Tommy was bummed that he
wasn't matched up with someone
better-looking!” Me-ow!!!

Tinkle, Tinkle, Little Star

Those potty animals at the Week-
ly World News scooped the com-
petition with news of an amazing
gadget that — when hooked up to
your common household toilet —
reacts to the receptacle’s being
flushed by playing “Twinkle, Twin-
kie, Little Star” until you close the
lid, guys!

Sold by the Huntington Beach,
CA-based Kaleidosphere com-
pany, the male-order item retails for
$19.95!

Our Best Advertisement

is our CLIENTS’ word . ..

NOT OURS!

Our Client list is the ‘“Best’ in

the Industry . . . Because WE are

the “Best” in the Industry.
Don’t be misled into paying more!

For information call Collect, Person to Person

Byron J. Crecelius 314-423-4411
Home of the “TRAVELING BILLBOARD,’
Bumper Strips & Window Labels

TS Tape X' Label

Saint Louis. VIissouri

TOP TEN SHOWS
JANUARY 8-14

gI 1 Roseanne
2 The Cosby Show
3 Cheers
4 A Different World
i 5 Golden Girls
' 6 60 Minutes
7 CBS NFC Championship
Post-Game
Empty Nest (tie)
9 Dear John
10 Wonder Years

p Source: Nieisen Media Research

W E

g Al 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.

Tube Tops

e Paula Abdul, Bobby
Brown, Great White, Janet
Jackson, Tone Loc, Richard
Marx, New Kids On The Block,
Prince, Rod Stewart, Randy
Travis, and Warrant will per-
form on ABC's 17th annual
“American Music Awards”
{Monday, 1/22, 8pm). Hosts
Anita Baker, Alice Cooper,
Gloria Estefan, and the Judds
also are scheduled to perform
during the three-hour special.

Friday, 119

¢ Olivia Newton-John, “Late
Night With David Letterman”
(NBC, 12:30am)

® Elton John, “The Arsenio
Hall Show" (syndicated; check
local listings for station and air
time).

¢ Gloria Estefan, “The To-
night Show Starring Johnny
Carson” (NBC, 11:30pm).

Saturday, 1/20

e Graham Parker, "“David
Letterman.”

e Bonnle Raitt, “Saturday
Night Live” (NBC, 11:30pmj.

Sunday, 1/21

¢ Spinners and Michael Bol-
ton, ""Dionne & Friends” {syndi-
cated; check local listings).

Monday, 1/22

o Calloway, “Arsenio Hall.”
* Poco, “Johnny Carson.”

* Residents, Kronos Quar-
tet, Conway Twitty, and Aster
Aweki, “Night Music” (NBC,
12:15am}.

Tuesday, 1/23

e Peabo Bryson and the
Charlle Daniels Band, “Arsen-
io Hall.”

* Queen Ida & Bon Temps
Zydeco Band, “The Pat Sajak
Show” (CBS, 11:30pm).

Wednesday, 1/24

* Grover Washington Jr.,
“Arsenio Hall.”

Thursday, 1/25

e Paul McCartney is the sub-
ject of an expanded edition of
48 Hours” (CBS, 8pm). Dan
Rather follows the ex-Beatle on
the Chicago leg of his world
tour, and gets a sampling of
tunes old and new.

* The Doobie Brothers and
Southern Pacific team up for a
pay-per-view special (Event TV,
8pm EST/5pm PST) from Pear!
Harbor benefiting the Vietnam
Veterans Aid Foundation.

e Bill Medley appears as
himself on "Cheers” (NBC,
9pm).

* Belinda Carlisle, “Arsenio
Hall.”

worwamericantadiohistory com

Soul Train TV Awards Show
To Honor Quincy, Arsenio

roducer/composer/Qwest/
P WB recording artist Quincy

Jones will receive the Her-
itage Award for outstanding career
achievements during the fourth an-
nual “Soul Train Music Awards,”
set to air via syndicated TV on
March 14.

Also honored will be talk show
host Arsenio Hall (aka MCA re-
cording artist Chunky A), who’s
slated to receive the Sammy Davis
Jr. Award for entertainer of the

Quincy Jones

— during prime time from L.A.’s
Shrine Auditorium. Performers
are to be announced.

year.
The special will be broadcast live
— onJones's birthday, incidentally

Coke’s Super Bowl Spot
To Sport 3-Dimensional Sound

during last year’s game when it
aired the first visual 3-D commer-
cial. This year, Coke will use 3-D
sound in its remake of the com-
pany’s vintage commercial that
featured the song, ‘“I'd Like To
Teach The World To Sing.”

However, only people with stereo
TV — about 19% of US households
— will be able to hear the high-tech
sound effects.

n January 28, millions of
Americans will watch the
Super Bowl, and adver-
tisers will pay ever more millions
of dollars to reach them. In hopes
of making its Super Bowl XXIV
commercial the most memorable
of all, Coca-Cola is planning to
debut a spot that features three-
dimensional sound.
The soft-drink giant made waves

 VIDEO

NEW THIS WEEK

® THE KARATE KID PART Il (RCA/Columbia Pictures Home Video)

Along with the return of the original’s cast, the third instaliment of this
student-teacher saga is chiefly notable for its MCA soundtrack LP,
spotlighting selections from the likes of Winger, Little River Band, Boys
Club, the Pointer Sisters, the Jets, Glenn Medeiros, and more. (Street
date: 1/24.)

@ UHF (Orion Home Video)

““Weird Al’’ Yankovic becoming GM of a TV station and airing programs
such as “Wheel Of Fish?” Only in his movie. Along with playing the starring
role and co-writing the script, the prancing prince of parcditties contributes
to the film's Scotti Bros./CBS soundtrack, which sports songs 'n’ sound
bites such as "Attack Of The Radioactive Hamsters From A Planet Near
Mars” and “The Biggest Ball Of Twine In Minnesota.” Look sharp for
cameos by longtime radio air personalities Dr. Demento, M.G. Kelly, and
Jay Gardner, as well. (1/25.)

DE FACE ’N’ DE MUSIC — “Weird Al” Yankovic (right) shows Kip Winger
why he’s not just another pretty face.
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HOt M’X is 4 hours of ! = = For further information about
today's hottest music mixed _ ___——— Hot Mix' please contact Barbara
beat-to—beat and back-to—back. __:'] Silber at ABC Radio Network
Each week Hot Mix will come Entertainment Programming at
to your radio station unhosted and ready for (212) 887-5379 « FAX (212)887-5449. For outside
you to localize. Picture your air personality the U.S. contact Radio Express at 1-213-850-1003.
as the maSter—mixer |Ight|ng the flre under Hot Mix is a trademarked logo for the exclusive use of the Hot Mix affiliates.
your listeners. Hot Mix'is sure to leave the Nm'(s
competition badly burned. ®ABC RADIO

Mixed By: Dave Rajput Produced By: Andrew Starr

BURN THE COMPETITIONI

e ————————AAMAL 2 M ricantadighistory. com -
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INTHE1990’S
YOU WILL
PROBABLY ONLY
SEE FIVE REAL
BREAKTHROUGHS
IN RESEARCH...

COLEMAN RESEARCH’S

AUDITORIUM MUSIC TEST

HAS TH

BREAKTHROUGH #1: FIT

In the 1980's, auditorium music tests
told you only about son, g popularity. Cole-
man Research’s EA.CT.™ (Fit, Acceptance,
and Compatibility Test) st111 tells you which
songs are popular, but goes far beyond mere
song acceptance to offer a major research
breakthrough with “Fit” “Fit” tells you
whether listeners perceive each and every
song to be appropriate to your station.

Coleman Research has found that
music image fulfillment, or “Fit; is critically
important in determmmg the strength of
your stations listening levels.If a listener’s
expectation is fulfilled, he will tune in time
and time again, for long listening spans. If
the expectation is not fulfilled, a listener
will decrease the number of occasions of
listening and time spent per occasion.With
“Fit, Coleman Research identifies if each
song meets the expectations of your
audience, or if it “breaks your promise’

BREAKTHROUGH #2: COMPATIBILITY
Smart program directors know intui-

tively which songs belong orare”compatible”

with their station’s core “quintessential”
sound. Playing compatible songs maximizes
listening, whi?e non-compatible songs will
damage cume and quarter-hours. Until now,
other than “gut feeling’ there has been no
way to identify which songs are most com-
patible and which are “outside the format”
Using cluster analysis techniques,

Coleman Research can determine the

“quintessential” sound of your station. Then,
every song in your auditorium music test
will be measured against this core sound to
produce a Compati ility score. Now, com-
pare each song’s Compatibility to your sta-
tion and format! Compatibility determines
how far you can broaden your station’s
sound without alienating your core.

OF THEM:

BREAKTHROUGH #3: DISC
Only Coleman Research delivers the

results of your music test on computer soft-
ware: Data Implementation Selection Com-
puter—we call it DISC for short.

Instead of searching manually through
reams of paper, save hours—pop in your DISC
and whiz through your EA.CT* data on
your PC.DISC helps you analyze FA.CT.™
then allows you to create an inventory and
individual categories with farmore precision
and ease than you ever thought possible.

Think about it; an entire auditorium
music testona smgle floppy disc. DISC~
Coleman Research’s music management
system-—so easy, it’s incredible!

F.A.C.T.! MAKE EVERY SONG BELONG

To learn more about EACT.* call 919/
790-0000 or write Coleman Research and
experience the first three research break-
throughs of the 19905.

COLEMAN RESEARCH

Box 13829 Research Triangle Park, NC 27709 (919) 790-0000

wywearrertcarradiohistory. com
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BOOK BEAT

Boss, Beatles, Rebels’ Bios Top Current Releases

ant to witness the Beatles

and Bruce Springsteen

rise from humble begin-
nings to capture the imagination of
the music world ... again? Or
maybe you’d prefer to peek into the
personal lives of a couple of rock
'n’ roll rebels?

Either way, you’re bound to find
some pleasin’ readin’ within the
pages of the following recently re-
leased music-related books:

ADeﬁane History of
the Early Years
1960-1964

Have Mersey, Baby

In “How They Became The Bea-
tles: A Definitive History Of The
Early Years 1960-1964” ($24.95/
Dutton), author Gareth Pawlowski
uses original programs, tickets,
local newspaper ads, and contracts
from his personal collection to con-
struct an extremely detailed pic-

E Sa, Distols, By ( eorge

Adenc e, ’/f/lllrr//q i
Boro Moo Wk, Begtas
Guly, T Fut fo.Lipe.
Tow '7%1/1/1(/ Io"Die

by Orasy 73/'(1//1/)”1/

of his recently released Epic LP,
“Waltz Darling.”

The 320-page softbound mass
marketing lesson — which doubles
as an excellent mini-bio of the Sex
Pistols themselves — also looks at
the indelible stamp McLaren plac-

Essay It Out Loud
“Facing The Music” ($9.95/Pan-
theon) is a collection of critical
essays (from assorted music in-
dustry pundits, including R&R Sr.
VP/Editor Ken Barnes) offering
an overview of the music business
— from the philosophy behind pro-
gramming CHR radio to the way
pop music is packaged and ‘‘sold

like toothpaste or T-shirts.”
Edited by British author Simon
Firth, the 229-page thought-pro-
voker also covers such topics as the
phenomenon of “crossover’ hits,
how pop music shapes teenage
identity (and sexuality), and how
video is changing the face of pop

WEEKEND BOX OFFICE
JANUARY 12-14

1Born On The Fcurth  $8.0
Of July (Universal)
2 War Of The Roses
(20th Century Fox)
3 Tango & Cash
(Warner Bros.)
4 Internal Affairs
(Paramount) *
5 Always
(Universal)
6 The Little Mermaid
(Buena Vista)
7 Steel Magnolias
(Tri-Star)
8 Glory
(Tri-Star)
9 Back To The Future $2.74
Part Il (Universal)
10 Driving Miss Deisy $2.72
(Warner Bros.)
All figures in millions
*First week in release
Source: Exhititor Relations Co.

$5.7
$5.4
$5.0
$4.2
$3.8
$3.7

$3.0

i

1§ HAN AND IS MUSIC

ture of the band’s formative
period.

The 208-page reader is loaded
with photos (many never before
published), and features reproduc-

ed on punk culture, and examines  Music.

his role in the interconnecting ca-
reers of Adam & The Ants, Bow
Wow Wow, and Boy George.

e et

SPRINGSTEEN: 11

Charles R. Crowrand the editurs of Backstreets dlagazine

SH-SH-SH-SHAKIN' ALL OVER
— Reba McEntire fulfills her sil-

Reﬁcordin g Artists

Bruuuuuuuuuuce!

If pictures are truly worth a
thousand words, then there’s a life-
time of talk to be found within the
pages of Charles R. Cross’s coffee
table-sized ‘‘Backstreets,” subtitl-
ed “Springsteen: The Man And His
Music” ($24.95/Harmony). This
bio ’'n’ career retrospective
features 150 photos (many in
color), rare interviews with the
Boss and members of the
currently-in-limbo E Street Band,
and a Springsteen ‘‘sessiono-
graphy” that’s rife with details of
unreleased and alternative tracks.

Co-written by the editors of
Backstreets, a Springsteen fanzine,
the 225-page tome also packs an ex-
haustive listing of every Springs-
teen concert, and even includes
complete set lists from some of the
singer/guitarist’s ‘‘landmark”
shows.

tions of dozens of period-piece pos-
ters, news clippings, and original
record sleeves and labels, in-
cluding the Fab Four’s first Parlo-
phone single (“Love Me Do’”) — on
which McCartney’s name is mis-
spelled as “McArtney!”

Pistol Dawn

How wicked can the dude who
dreamed up the Sex Pistols be?
Plenty, according to the evidence
assembled in Craig Bromberg’s
“The Wicked Ways Of Malcolm
McLaren” ($10.95)/Harper &
Row).

Bromberg relies on interviews
with nearly 200 of MecLaren’s
friends (and enemies) to lay bare
the manager/artist/clothing store
proprietor’s life story from the cir-
cumstances of McLaren’s birth to
the height of his celebrity as the

CURRENT

©® BORN ON THE FOURTH OF JULY (MCA)
Single: A Hard Rain's Gonna FalliE. Brickell & The New Bohemians
Other Featured Artists: Broken Homes, Van Morrison, Don McLean

® ALL DOGS GO TO HEAVEN (MCA/Curb)
Single: Love Survives/lrene Cara & Freddie Jackson
Other Featured Artists: Melba Moore f/Burt Reynolds, Lana Beeson

® SHE-DEVIL (Mercury)
Single: | Will Survive/Sa-Fire

Other Featured Artists: Fat Boys, D Mob, Jermaine Stewart

©® TRUE LOVE (RCA)

Single: Whole Wide World/A’me Lorain
Other Featured Artists: Graham Parker, Eurythmics, Jim Capaldi

® SHOCKER (SBK)
Single: Timeless Love/Saraya

Other Featured Artists: Megadeth, Bonfire, Dudes Of Wrath

There But For Fortune

’60s folk star Phil Ochs left this
world on his own accord nearly 14
years ago, hanging himself in his
sister’s house. Since then, much
has been written about his rockin’
role in the civil rights movement,
including the first printing of Mare
Eliot’s “Death Of A Rebel: A Biog-
raphy Of Phil Ochs” ($19.95/
Franklin Watts) in 1979. However,
thanks to the Freedom Of Informa-
tion Act, a more complete story
can now be told.

The revised page-turner features
a partial account of the FBI's
surveillance of the ‘“‘singing jour-
nalist” (taken from a ‘“‘phone book-
thick file”’), and examines what
role the Feds may have played in
Ochs’s suicide. New interviews
with family and friends, and a
completely revised discography
are also included in the 334-page
tome. Thirty-two pages of photos
(many never before published)
complete the package.

WAddd-adekicantadiehistornscom

Set For Earth
Day TV Special

uincy Jones, Barbra Strei-

sand, Bruce Willis, and

Bette Midler (the last of
whom will play Mother Earth) are
among the recording stars slated to
appear in a two-hour TV special
that will focus on environmental
problems.

Scheduled to air via ABC-TV on
April 22 at 9pm, the show will com-
bine music, comedy, and drama to
celebrate Earth Day. Other cast
members include Ted Danson,
Kevin Costner, Michael Keaton,
Meryl Streep, Geena Davis, and
Robin Williams.

ver screen scream queen
dream in “Tremors.”

COMING ATTRACTIONS:
This week's openers include
“Tremors,” a hor-or film about
giant underground snakes that
co-stars country crooner Reba
McEntire, who can be heard
singing “Why Not Tonight" over
the closing credits.

Also opening this week, albeit
in limited release: “Everybody
Wins,” starring Debra Winger
as a schizophrenic prostitute
and Nick Nolte as the private
dick in love with her (them?).
Mark Isham pgrovides the
movie's musical score, with

- three songs by Leon Redbone.

This is the Big One!
MAY 9-12

Look for schedule & registraﬁoﬁ
details soon.

Century Plaza & JW Marriott Hotels
Century City/Los Angeles
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LIFESTYLES

Top Ten Tippers

. Bartenders

. Waiters/waitresses

. Tavern owners

. Beauticians

. Smali-business owners
. Liquor salesmen

. Restaurant owners
Mafioso

. Barfiies

. Car salespeople

CO®ND GO L WN

-

Top Ten Best & Worst Tippers

hen it comes to tipping, bartenders rated their peers as the best
Wof the bunch, while doctors and lawyers were at the bottom of
the barrel. according to a recent survey published in Bartender
magazine. Here's the results, Tipper Gore jokes added at your discretion.

Bottom Ten Tippers

10. Yuppies

. Insurance salespeople
. Pipe smokers

. College students

. Musicians

. AT&T employees

. Teachers

. Bankers

. Lawyers

. Doctors

©w

- Wb ~N®
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Bill-Paying Becoming Impersonal

Ithough half of all Ameri-

cans have a joint checking

account and 39% have one
of their own (up from 30% in 1983),
fewer are paying bills by mail or in
person.

A recent survey by the NYC-
based Roper Organization found
that 48% of consumers pay at least
one bill by mail in a typical week —
down from 55% in 1985. Nearly a

quarter (23%) of Americans pay
bills in person each week, down
from 31%.

Roper says the decline may be
linked to the increased use of credit
card accounts. Consumers may be
combining many small bills into a
few large ones, or paying their bills
over the phone. They also may be
allowing businesses to collect pay-
ment directly from bank accounts.

Cellular Phone
Guide Available

o you cinch most of your

business deals on the high-

way? If so, you’re not
alone. About 2.7 million people
owned cellular phones as of last
June — up from 100,000 in ’85.

According to the Washington, DC-
based Cellular Telecommunica-
tions Industry Association, cellular
phone subscriptions are expected
to reach 10 million by 1995.

If you or your salespeople belong
to this elite demo, here’s something
that might prove useful during
cross-country travels — the Cellu-
lar One Roaming Guide, published
by the Memphis, TN-based
American Roamer Company.

The quarterly publication —
which has nearly 50,000 sub-
scribers — contains info on how to
use a cellular phone outside its cov-
erage area, as well as maps, area
codes, and costs for making calls in
different cities.

Most individuals can subscribe
to the guide through their cellular
phone companies, but the new ser-
vice isn’t available in all areas. For
more info, call your local cellular
phone carrier or American Roamer
at (901) 767-6677.

fit

has to do
wi

music.

MIKE SHALETT
DONNA KEANE

Connecticut
203+355+0902

California
213658+ 8806

Street Puise Group

Market Research for Today's Music Industry

wwwww-americanradiohistorv.com

Fan Fare

hese fans won’t buy any
Trecords, but they will

keep you cool. Accord-
ing to a recent survey by the
NYC-based Roper Organiza-
tion, ceiling fan ownership sky-
rocketed from 15% of US
househoids in 1981 to 46%
last year.

What's more, the study found
that another 7% of Americans
said they planed to buy a ceiling
fan within the next 12 months —
only microwave ovens and tele-
phone answering machines {at
8% each) made more shopping
lists.

Geographic location has a
significant impact on celling fan
ownership. More than half
(54%) of Southermers now own
one, compared with 4% in the
Midwest, 39% in the Northeast,
and 38% in the West.

its those Northeasterners,
however, who have their eyes
on the skies — one in ten plan
to purchase a ceiling fan this
year, compared to 5% in the
South and 7% in the other two
regions.

. cember 26.

. GM Dave Wilson, wife Cindy,

é WBNQ/Bloomington, IL PD/

Teen Tastes
Turn To CDs

hile the number of teens

who bought LPs last year

has plummeted nearly
50% from 1988, CD sales have risen
more than 17%, according to a re-
cent survey conducted by North-
brook, IL-based Teenage Research
Unlimited.

In the study of 2110 people aged
12-19, 13% reported buying an LP
during the past three months —
down from 25% the year before. In
the same period, nearly 15% of the
respondents said they had bought a
compact disc, up from 12.6% in ’88.

Almost half (48%) of the teens
surveyed said they had purchased
a prerecorded audiocassette last
year, and 42% had bought a blank
cassette. Purchases of both types
of audio tapes have remained sta-
ble over the past year.

Marriages:

Westwood One AE Monique
Ohriker to Wayne Hartunian,
October 21.

Born To:

Best Performances Presi-
dent/CEO Richard Weinman
and wife, company VP/CFO Ar-
leen Weinstein Weinman,
daughter Shaine Nicole, De-

WCMJ & WILE/Cambridge,
MA and WWCKI/Caldwell, MA

. son Stephen David, January 5.

air talent Mike Justin, wife
Cathy, son Bryan, January 5.
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Median Household Incomes Flat
Black Married Couples’ Earnings Up 7%

dian household incomes for other
age groups during the one-year

fter five consecutive years

of increases, US median

household incomes held
steady from 1987 to 1988 (the last
period for which such figures are
available), leveling out at $27,230
per household.

The median household incomes
for whites ($28,780), blacks
($16,410), and Hispanics ($20,360)
also showed little change between
’87 and ’88, according to the US
Census Bureau.

Despite the overall sluggishness,
the average income of US black
married couples climbed 7% dur-
ing the one-year period, topping out
at $30,385. The median income of
US Hispanic couples inched up 1%
(t0 $25,667), while US white couples
remained flat at $36,840. Inciden-
tally, the median income for all US
families in 1988 was $32,191.

Who Earns The Most?

As in previous years, US house-
holders aged 45-54 netted the
highest median income ($42,192) in
’88. Ironically, that figure repre-
sents a 2% decline from ’87 totals
(after adjusting for inflation).

Similarly, the real incomes of US
householders under the age of 25
dropped by 2% in '88, adding to an
overall 7% dip in the demo’s house-
hold income since 1980. (There
were no major changes in the me-

¥
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?7 ow that the new year %
: N has started, you're no
‘g doubt already planning {
for some very important events
. such as your next family |
getaway! Regardiess of what
you do or where you go, don't
forget to pack your bags —
money bags, that is.
According to NYC-based
g American Express Travel Re-
38
&
.

. lated Services Company Inc.,
the average US family spends a
hefty $3900 each year on trav- %
el expenses. Interestingly, more |
than a third (34 %) of the cashis |

. spent on entertainment, etc.

For a complete look at how

travel dollars are divided, please 0
consult the chart below: E
Expense Percent |
Entertainment, etc. 34%
Housling 20
Food 14
Health 14
Transportation 12

Clothing
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THE FUNNIEST THING

JUST HAPPENED

As networks go, Premiere has been on the cutting edge of
comedy for quite awhile.

Over 1500 affiliates have grazed in our rich comedic pas-
tures. Shows like The Claence Update of CBS's Young and the
Restless, National Lampoon's True Facts, Fraze at the Flicks, and
The Original Premiere Comedy Network, make us the nation’s larg-
est and most successful syndicator of funny business in radio today.
So, with that in mind, we thought it was high time to bring our magic
to America’s biggest format. Friends and neighbors, we'e proud to
present The Premiere Country Comedy Network. The best thing
to happen to Country radio since the Grand Ole Opry!

Here's how it works. WeVe gathered together the hottest
group of certified loonies in and out of radio and set them to the
task of creating comedy specifically for the Country music format.
Whether you're in Los Angeles or Los Alamos, this stuff works for
Country... guaranteed!

Every week you'll receive 15-20 of the funniest bits you've
ever heard, targeted to reach the broad range of tastes reflected
by Country listeners today. You get parody songs, parody com-
mercials, serial bits, impressions, and a group of inter-active char-
acters that will make your morning show stand tall and leave
your competition talking to themselves.
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So what are you waiting for, the next Hank Williams album?
Lock up our newest comedy nugget for the 90's. The Premiere
Country Comedy Network is available on a barter basis.

Call us today at {213) 46-RADIO, that's {213) 467-2346.

PRt M-I b R f

A PREMIERE RADIO NETWORKS PRESENTATION
Premiere Radio Networks « 6255 Sunset Blvd. « Penthouse Suite « Hollywood, CA 90028

——\AAAALa e kicantadichiston.com
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"Today's Birch/Scarborough is

more than just a ratings service. . . "

Today you need to know more than
the size of your audience. You need
quality radio ratings and retail infor-
mation at a price you can afford.

The joining of Birch Radio and
Scarborough Retail makes possible
the expansion of qualitative research
to more markets than ever before.

Our subscribers can prove to adver-
tisers not just how many people listen
to their stations, but how much they
earn . . . their occupation . . . educa-
tion . . . and household size.

Millions of dollars in radio sales
are being transacted because we say
not just "Women 25-54" . . . but

"Women 25-54 with household
incomes over $50,000 who've re-
cently shopped Neiman Marcus."

We at Birch/Scarborough take great
pride in providing quality information
that will turn your sales calls into
sales dollars.

Call me today. Learn how Birch/
Scarborough can help you show value
beyond your average quarter hour
rating.

Bill Livek
President ICEQO

Scibaggc])rough

1-800-62-BIRCH

A VNU BUSINESS INFORMATION SERVICES COMPANY

wyvwamericanradiohistorv.com
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Pictured celebrating the CEMA-ITS pact are (I-r) ITS Vice Chairman John Collins,
ITS President Dan Davis, CEMA Distribution President Russ Bach, CEMA VP/Busi-
ness Affairs David Kronemyer, and ITS CFO/Secretary Steven Kay.

CEMA Distributes
New Indie Cartel ITS

CEMA Distribution has entered
into a manufacturing and distribu-
tion agreement with ITS Records &
Distribution, Inc. Concurrently,
John Collins has been named Vice
Chairman and Dan Davis Presi-
dent of the new label. National and
regional promotion and sales staffs
are being established.

Los Angeles-based ITS (which
stands for “In The Streets”) will
serve as an umbrella for a small
number of record companies that
demonstrate an ability to select
and develop artists. It will allow
CEMA to expand its product line
via independent labels, without es-
tablishing individual label rela-
tions.

CEMA President Russ Bach
stated, “Our agreements with ITS
are an important step in the evolu-

Motley Crue felt no pain after they were presented with double-platinum plaques for their Elektra release “Dr. Feelgood.”

tion of our relationship with the in-
dependent label community, which
historically has been a fertile
source of developing talent. The
combination of independent label
A&R with major distribution
should result in some great acts
coming to the marketplace.”

Vice Chairman Collins added,
“ITS and its family of labels are
proud to be associated with one of
the country’s premier branch dis-
tribution systems.”

In addition to being Vice Chair-
man for ITS, Collins is also owner/
President of New Image Public
Relations. Davis is a 24-year veter-
an at Capitol/CEMA, and most re-
cently served as CEMA VP/Dis-
tributed Labels. ITS expects to de-
liver product in four to six weeks.

ot

he Feel-Good Crew

WRLT Establishes New
Management Team

Horton GM, Stevens PD

Three-year WRLT-AM & FM/
Nashville GSM Ned Horton has
been upped to GM at the GMX
Communications AC combo, re-
placing Nick Martin.

Horton immediately named Pro-
duction Director Lee Stevens PD.
WRLT had been without a PD since
Rick Allen left to program GMX’s
WWKZ/Tupelo, MS. Morning man
Jim Eskew takes on Production
Director duties. The stations,
which had been simulcasting about
85% of the time with Transtar’s
Format 41, will soon have separate
programming.

Horton told R&R, “We’ll be do-
ing some adjustments to the FM
format and something separate on
AM — all of this should happen in
the next two weeks. The FM will
probably stay in the AC play-
ground.

“Our obvious limitaticn here is
our signal. We’re a Class A, while
nearly everyone else is 100,000
watts. Even with that problem,
there’s definitely a place for us.
Format 41 hasn’t created the ex-
citement we need to create. It’s too
safe, too vanilla — we need to
change to peppermint.”’

Regarding Stevens, Horton told
R&R, “Lee’s been in the market
for 16 years. He’s well-connected to
the music industry here, is very

Celebrating in the label’s NYC offices were (front, I-r) Elektra’s Sr. VP Rick Alden and VP Ray Gmeiner; (middle, I-r) the label's
Lisa Frank, Ed Simpson, Linda Ingrisano and Maureen Guinan; (back, I-r} band members Vince Neil, Tommy Lee, Nikki Sixx

and Mick Mars.

IRS Practices Nettwerking

IRS Records and Vancouver-based Nettwerk Productions have agreed to an exclusive longterm deal calling for six releases a

year, with a likelihood of ten to 12, according to IRS. Finalizing the pacting are Nettwerk President Terry McBride (I} and IRS

President Jay Boberg.

AL S aricanradighictary com

creative, detail-oriented, and will
get the job done.”

Stevens remarked, “I've worked
with Ned before, and we’re on the
same wavelength about radio’s di-
rection in the '90s.”

Horton previously helped launch
WTNZ/Knoxville and WNYZ/Uti-
ca, NY, and was GSM at WIGY/
Portland, ME.

Stevens once programmed
WRLT (AM) in the mid 1980s when
it was Country, and worked cross-
town at WLAC (AM).

KCBS Taps
Younker
As GSM

News/Talk KCBS (AM)/San
Francisco has named WGFX/
Nashville VP/GM Erle Younker
GSM. Younker succeeds Junior
Winokur, who left radio two
months ago.

KCBS VP/GM Frank Oxarart
noted, “Erle brings the mix of
sales, marketing, and manage-
ment skills we were looking for to
this position. His track record at
stations across the country is ex-
emplary and we look forward to
having him join our winning
team.”

Younker, who was unavailable
for comment, previously worked
with Oxarart at KFWB/Los An-
geles, serving as Station Manager
and GSM. He also spent time at
Westinghouse’s Radio Advertising
Reps as Midwest Sales Manager
and AE, and at WOWO/Ft. Wayne,
IN as AE.

RS

Adduci Heads
WODS Sales

Gold WODS/Boston has promo-
ted LSM Joann Adduci to GSM
over a ten-member staff. She suc-
ceeds Andy Mars, who left the CBS
outlet to hecome VP/Station Man-
ager for KWIZ/Santa Ana, CA.

WODS VP/GM Dave Van Dyke
told R&R, “We were very fortun-
ate to have the best person for the
job right in our own backyard. Jo-
ann is a sharp, detail-oriented indi-
vidual with about eight years of ex-
perience at this station. She’s Xer-
ox-trained — and that alone means
she has a lot going for her in the
area of sales knowhow and train-
ing.

Adduci, who was unavailable for
comment at presstime, joined
WODS (then WEELFM) in Janu-
ary, 1982 as an AE and moved up to
national sales. She also worked as
an AE for Xerox and Banner Ra-
dio.

Y
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Frank Vulpi

Vulpi GSM
At WYNY

WYNY/New York LSM Frank
Vulpi has been promoted to the
newly created position of GSM for
the Westwood One Country outlet.

WYNY Station Manager Peg
Kelly said, “Frank’s record as
WYNY Sales Manager, together
with his experience in the market,
more than qualifies him for this po-
sition.”

Vulpi commented, “I’'m looking
forward to this new position. With
our exceptional sales staff, I see
nothing but a bright future ahead.”

He joined WYNY as an AE in
1984 and was promoted to LSM in
1987. He began his brcadcast sales
career in 1980 with CBS-TV net-
work sales.

DiMatteo

Becomes
295 GSM

Cap Cities/ABC-owned WYTZ
(795)/Chicago has found its GSM
in AM sister WLS LSM Frank
DiMatteo. He fills the longstanding
vacancy created when WLS and
WYTZ separated their sales staffs
in June 1988.

Z95 President/GM Kevin
0’Grady commented, “We are
pleased to welcome Frank as the
new General Sales Manager. His
background in radio broadcast
sales is extensive, as is his famil-
iarity with the station, iwo qualities
that will ensure Z95’s dominance in
the Chicago market.”

DiMatteo told R&R, “With my
experience in the retail/direct
sales arena and my years in an ad
agency, I’'m looking to give 795 a
more dynamic presence in the
market. Having spent six years
with these folks, it’s a natural pro-
gression for me up through the
ranks, and I'm grateful for every-
one’s confidence.”

Since his 1983 arrival at the com-
bo, DiMatteo has also served the
stations as an AE. He was previ-
ously Retail Sales Manager at
crosstown WJEZ & WJJD, and an
AE at WIMK & WBCS/Milwaukee.
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THE REAL REASON
COUNTRY LISTENERS STAY TUNED:

Current Country Traditional Country & Western
Programming Programming

Modern
Country
L b L - |
Traditional  Patsy Cline to George Strait
\ Country /

T
1 Format Cagf'l'lcs
Pure Country CE

PURE COUNTRY MUSICI
R

Traditional
Country & Western
Music

4 Fragmented Formats

There's only Produced by
one radio format the award-winning
that's Buck Owens
pure country Production Co.
all the time at KNIX, Phoenix

Be the exclusive outlet in your market for
real country music, live 24 hours-a-day

214-991-9200

Another Premium Format from
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Radio

® ANDREW URIS is elevated to LSM
at KIIS-AM & FM/Los Angeles after two
years as an AE. He succeeds BAR-
BARA LARSON, who is named VP/
GSM of another Gannett combo,
KSDO-AM & FM/San Diego.

Andrew Uris Sue Prister

® SUE PRISTER is upped from Sales
Manager to GM at WVIC/Lansing. She
replaces JEFF SCARPELLI, who re-
mains GM of WSNX/Muskegon, Ml and
WXLP/Davenport, I1A and VP of Good-
rich Broadcasting.

® PETE THOMSON is now LSM at
KLTY/Dallas. The former air personality
has worked at Dallas stations KHY! and
KAFM, among others.

® TERRY PETERS joins WOLX/Madi-
son as LSM. He was previously Sales
Manager at WMLI/Sauk City, WI.

St

Murray The K's New York-based
radio career started in 1951 at
WMGM and included stints at
WABC, WMCA, WNBC. He was
best known for his work at WINS,
which he joined in '568; it was there
he picked up his “Fifth Beatle’’
nickname. In '66, Murray tried a
form of “Progressive Radio” on
WOR-FM, and was heard briefly on
CHUM/Toronto. 15 years ago to-
day, Murray was hired at
WLIR/Long Island. Murray died in
‘82 at age 60.
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TODAY

©® Gary Fisher elevated to WHTZ/New York VPIGM

©® Emmis ups Joel Salkowitz to VP/Programming and WQHT/New York
OM; Steve Ellis to WQHT PD and Kevin McCabe to WQHT MD

® Rich Piombino promoted to WMMS/Cleveland OM

® Dave London named WQFM/Milwaukee PD

® Tony Fields tapped as WBLZ/Cincinnati PD

® Stan Bly named Mercury VP/Promotion
® Robert Walker steps into WHYI (Y100)/Miami MD gig

]
g
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® RANDY BAILEY joins KTID-AM &
FM/San Rafael as GM. He previously
served in the same capacity at KOFY-
AM & FM/San Francisco.

® LISA RITCHIE moves to WDRE/Gar-
den City, NY as News/Public Affairs Di-
rector. She was most recently ND at
Multi-Local Media in Rockville Centre,
NY.

® GARY COLEMAN has been chosen
as Director/Sports Sales at KCFX/Kan-
sas City. He was previously President
of Kansas City’'s Media Design.

® HAL FRANK, President of KCAQ/
Oxnard and KTRO/Port Hueneme, CA,
has been elected to serve on the 1990
Board of Directors of the Southern Cali-
fornia Broadcasters Association
(SCBA) from District #1 (Ventura/Ox-
nard/Santa Maria). Other new board
members from that district are KVEN &
KHAY/Ventura President/GM ROBERT
FOX, and KMDY & KNJO/Thousand
Oaks GM PETE TURPEL.

District #2 (Bakersfield) board mem-
bers are: KWAC President/GM ED
HOPPLE, KIWI VP/GM KEN RAMSEY,
and KLLY-AM & FM GM RANDY WAR-
WICK.

District #3 (Riverside/San Bernar-
dino) board members are: KCAL/Red-
lands President/GM ANDY JAMES,
KRSO & KDUO/San Bernardino-River-
side GM BOB RIDZAK, and KVXR &
KRXV/Yermo President/GM HOWARD
ANDERSON.
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Murray The K goes on Record

® Clarke Brown becomes KSON-AM & FM/San Diego VP/GM

©® WRFM/New York sets Chris Edwards as OM and Bob Dunphy as PD
©® Michael Mayer made WRIF/Detroit PD
® AOR WMET/Chicago goes AC; Reid Reker named PD

Y
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® John Bayliss resigns from Combined Communications Presidency;
buys KSMA-AM & FM/Santa Maria, CA

® Lee Simonson appointed WXLO (99X)/New York GM

® Bruce Holberg chosen to be WMET/Chicago GM

® Rick Balis promoted to KSHE/St. Louis MD

® Marc Coppola selected as WBAB/Babylon, NY MD

—Hurricane Heeran

)
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District #4 (Orange County) board
members are: KIK-FM/Orange GM
MIKE MEANS, KOCN/Newport VP/GM
DICK LYONS, and KWIZ-AM & FM/
Santa Ana VP/GM LENARD LIBER-
MAN.

District #5 (San Diego) board mem-
bers are: KJQY VP/GM BERT WAHL-
EN, KSDO-AM & FM President/GM
MIKE SHIELDS, and KMLO/Fallbrook
PresidentGM BOB JACOBSON.

"

Terry Peters

Records

® MIKE OMANSKY is President of
Worldwide Entertainment Marketing, a
new company formed by Omansky and
BMG Music to market artists and ex-
pose new product. Omansky was for-
merly VP/Marketing Management at
RCA Records.

Sue Sawyer

® SUE SAWYER is now VP/Publicity at
Virgin Records. She joins from Poly-
Gram Records, where she was Direc-
tor/Publicity, West Coast.

CHANGES

Steven Viehmeyer joins KOGO &
KBBY/Ventura, CA as an AE.

Richard Capossela is appointed VP/
Video Club Advertising at Columbia
House. Concurrently, Director/Video
Sales and Programming Despina Gur-
lides adds VP stripes.

Mike Omansky Rich Aznavoorian
®RICH AZNAVOORIAN is upped
from Manager/Marketing Services to
Assoc. Director/Marketing Services at
Columbia Records.

® RON SHAPIRO is tapped as National
Publicity Director at MCA Records. He
was most recently Sr. Director/Media &
Writer/Publisher Relations at BMI.

Ron Shapiro John Ach

Industry

® RICHARD HARKER announces the
formation of Harker Research, a com-
pany specializing in market research
for radio stations. Harker has spent 20
years in broadcasting, most recently as
GM of WAQX/Syracuse.

® KRISTY LOVEMAN steps up from
Sr. Publicist/VH-1 to Manager/Corpor-
ate Communications at MTV Networks.

® JOHN ACH joins SunStar Radio Net-
work as GSM. He was most recently
with the National Association of State
Radio Networks (NASRN).

® RICH DePAOLI has b=en appointed
Project Coordinator at MUM Research.
He was formerly MD at KLZS (now
KRBB)/Wichita.

® DENISE DOW is now Asst. Direc-
tor/Administration at the Radio-Tele-
vision News Directors Association
(RTNDA). She was previously Ac-
counting Services Manager at the
Greater Washington Society of
Association Executives.

Concurrently, MICHELE FITZGER-
ALD is named Membership Services
Coordinator; she had bez=n in adminis-
tration at RTNDA since 1987. Also,
LESLIE JOHNSON's duties as Asst. to
the President have been reorganized
to enable her to devote more time to
the association's student affiliate pro-
gram and other special projects.
® GREG BENNETT and MARK MAR-
GULIES, founders of Just The Fax, a
radio copy-by-fax service, announce
they are changing the firm’s name to
Benmaradio. The name change reflects
expanded capabilities, including an
idea-generation service, deabank.

—Holly Sklar

PROS ON
THE LOOSE

Beck — Mornings WZFK/Berlin, NH
(603) 447-8403

Tom Daniels — OM/PD WLEV/Allen-
town (215) 435-9931

Mike Frazer — Afternoons WNRJ/
Pittsburgh (412) 372-0278

Bill Hergonson — Mornings WVAE/
Detroit (313) 351-0667

Sea Jaye — Mornings WPXC/Hyan-
nis, MA (508) 747-6659

Killian — Afternoons WPYX/Albany,
NY (518) 783-9173

Bob Linden — PD KNUA/Seattle
(206) 242-6755

Bill Lozon — Afternoons KKMJ/Aus-
tin (512) 335-7880

Larry Martin — MD/air talent WKBV/
Richmond, IN (317) 935-0689

Mike Schmidt — OM/PD KXUS/
Springfield, MO (417) 882-8399

Robin Tower — Middays WOVV/
West Palm Beach (407) 466-8850

Suzy Waud — Nights WNRJ/Pitts-
burgh (412) 327-2910

Joel Takes Centrum By Storm

On the opening night of his North American tour, Billy Joel was presented with a plaque commemorating doulkle platinum
sales of “Storm Front.” Gathered for the festivities at the Centrum in Worcester, MA were (I-r) CBS’s John Doyle, Columbia’s
Amy Strauss, CBS Records Division President Tommy Mottola, Columbia’s VP Rich Kudolla, VP Kid Leo and President Don
lenner, CBS VP Craig Applequist, Joel, Columbia VP Jack Rovner, Maritime Music's Jeff Schock, and CBS’s Sr VP Danny
Yarbrough, Sandie Minasian, President/CEQ Walter Yetnikoff and label Distribution President Paul Smith.

Wy americanradiohistorv.com
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Shore Leave In Store For Island’s Catania

We've Got To Take A Stand Now That We're In Demand.

A Million Sirifés Strong On Pump Up The Jam

The Fresh New Single And Video From

Technofronic’s Instant — Gold Debut Album!

Pump Up The Jam.

; :
Technotromc Is: Jo Bogadrt, Ya Kid K., Felly, and MC Eric

Produced By Jo Bogaert
U.S. Representation — SBK Management [T 1T

PWRS9 KNRJ
B97 PWR96
KOY-FM -~ Y95 WWCK
‘KKLQ PWR106  KJ103
HOT97 KKFR KKMG
"-Telo . HOT949,  KMEL

WFMF
KPRR

Also Playfiig Bn:

WXKS Z100
WCKZ B96
KRBE KKBQ
WPLJ Q102
X106

wzOou
WHYT
KIIS-FM
PWR PIG

*Before The Night fsover

__-— [ SBK Records

© 1990 SBK Records, Inc.

e —
«ON TOUR WITH«
MADONNA.
+«THIS SPRING| -

wanted man, what with several major labels
expressing an interest in his services /F he
can be released from his current contract.

ST hears that among those interested
parties, Charisma’s Phil Quartararo is the one
dangling the BIG carrot. Look for Catania to
request a release from Island this week.

Meanwhile, ST has learned that Island
National Promo Director Steve Leavitt has
resigned to join Asylum as National Promo
Director under promo domo Marko Babineau.
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David Geffen says those rumors about his
selling the Geffen empire to Paramount are
“completely untrue,” and he's extremely
unhappy about published reports speculating
about the fate of his company. “Somebody is
spreading these ridiculous rumors,” he told
ST. “The company is not being sold to
Paramount, and the company is not for sale.”

Prior to his denial, speculation had
centered on Geffen's ten-year distribution deal
with WEA expiring next year. Since Paramount
had tried to block the merger of WCI (WEA's
parent) and Time Inc. last year, the idea
arose that the movie studio might want to make
its long-rumored entrance into the record
business by snagging a valuable segment of
WEA's operation.

Rumors of KNRJ (Energy 96.5)/Houston
PD Steve Smith’s exiting are untrue — no
matter what you've read in the funny papers.
Although it is true that he’s talked to Album
Network's new CHR tip Network 40 (which
has hired former KHS/L.A. MD and MCA A&R
exec Gene Sandbloom and former WZOU/
Boston PD Tom Jeffries), Smith tells ST he’s
staying at KNRJ at least until the sale to
Nationwide is complete, at which time his fate
is in their hands.

However, Smith has inked a one-year
consultancy deal with Nationwide competitor
Hot 97.7/San Jose — a station he used to
program. Consultant Don Kelly also will remain
active with the station, and Hot 97.7 PD Ken
Richards will stay on board.

I sland Sr. VP/Promo Bob Catania is a

As we went to press, ST heard that WB
Sr. VP/Black Mktg. & Promo Ernie Singleton
was being courted for a return to Universal
City as President of MCA’s Black Music
Division.

Is EMI President Sal Licata about to bring
Arista Sr. VP/Sales Jim Cawley aboard as his
Sr. VP/Sales & Marketing?

Forget that rap about Pirate/L.A.’s Scott
Shannon heading back to Z100/NY to join the
morning zoo. Z100 cohost Brian Wilson has
inked a new deal to continue doing wakeups
with Ross Brittain, details of which were
hammered out just prior to that large ad you all
doubtless saw last week in R&R’s
“Opportunities” section.

Scott Faye has replaced Ken Schubatt as
GM at KSOLISF.

ST hears that former Uni President David
Simone recently had a top-level meeting with
Motown President/CEO Jheryl Busby about a
high-ranking post at the fabel.

Is WDJX/Louisville PD Chris Shebel
close to landing the WKTI/Milwaukee PD
post?

WBLS/NY has a new morning team —
Sergio & Vy Higginson — moving Lawrence
Gregory Jones to middays.

Q105/Tampa morning zoo master
Cieveland Wheeler won't be back this week
(1/17) as originally planned, seeing as how
he’s asked for some “extra time” away
(without pay). VP/OM Mason Dixon continues
to sub.

Last Tuesday — the day the Arbitron
showing WFLZ (Power Pig) jumping 2.6-11.6
and Q105 falling 13.9-8.8 came out — Dixon
talked about all the money his station had
raised for charity and how “maybe the
community didn't really care.” He wondered
aloud if his station had to “stoop to the antics
of Power Pig” to become recognized by the
papers, then suddenly signed the station and
the Q-Morning Zoo Tube off the air for ten
minutes. The phones went predictably bonkers
and Q105 returned to the airwaves with an
announcement of a listener appreciation party.

Meanwhile, ST has learned that Power Pig
is preparing to countersue Q105 over the
alleged New Kids On The Block ticket scam
and several other matters, including the
infamous “Screw Q105" T-shirt.

And . . . Power Pig has named Jeff
‘‘Booger’’ Kapugi MD. Midday man B.J.
Harris becomes APD, and PD Marc Chase
teams with morning men Jack Harris & Dr.
Don Carpenter.

Continued on Page 30
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A Girl Like You”

-l
NEW & ACTIVE
NOW ON 59 CHR REPORTERS INCLUDING:
WXKS 33-30 999KH! add WQID add
¥ KRBE add WSSX 20-10 (HOT) B98 add
WPHR WZYP deb 40 WYKS add
KXYQ 99WAYS deb 29  KSMB add
KUBE WZZU add 34 KNIN 7-5 &
WKDD deb 19 KQHT 30-23 (HOT)
KSAQ 26-23 WWCK add 40 WKFR 30-15 (HOT)
f 92X 8-7 KMYZ 27-19 (HOT) KFRX deb 39
' KXXR 10-7 (HOT) KATM 13-8 99KG 17-13
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KTFM 7-5 (HOT) PWR106 32-26 (HOT) MORE HOT
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Z95 20-16

A BONNIE RAITT

“Have A Heart”

AC BREAKER!
#1 AC MOST ADDED!
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Former KMEL/SF morning cohost Ron
Engleman has inked a deal to do wakeups at
WZOU/Boston. PD Steve Rivers is still looking
for a cohost. T&Rs ASAP.

Nationwide VP/Radio Mickey Franko
denies those persistent rumors that CHR
KWSS/San Jose is on the biock . . . at this
point.
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Using a national rep, CHR Y106/Orlando
bought 30-second spots on six market
competitors that stated “The evolution is
coming! Look for details in Sunday's (1/14)
Orlando Sentinel.” Crosstown CHR WOMX
detected the ruse, but the spots ran on
WJHM, WLOQ, WSTF, WDIZ, and WHTQ
before they were promptly jerked.

What was the spot all about? Y106 has
evolved into WXXL (XL106.7) under OM/
Group PD Russ Morley and APD ‘‘Big’’ Steve
Kelly. Format will remain mainstream CHR.

In other Orlando news, WJYO President/
GM Barbara Peckett called the ST “fun fone”
to deny those rumors about the station
dropping AC for CHR.

— et

NAC KNUA/Seattle and PD Bob Linden
have parted ways. APD Ralph Stewart is
acting PD, and is working with consultant Alan
Mason until a programmer is named. (Look for
a decision no later than mid-February.) Linden
drew considerable attention last year by
programming KIFM/San Diego, WQXI/Atlanta,
and WQCD/New York within the span of a few
months.

Look for Capitol L.A.-based VP/Sales Joe
Mansfield to segue into a top slot with
Capitol/Nashville by month’s end.
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In reaction to WKSE/Buffalo’s going off-air
for a short time during middays last week,
crosstown WMJQ night rocker Mike Steele
climbed into the Magic 102 “Wimp Busters*
van and did a charity remote in the WKSE
parking lot, asking for money to help 'KSE pay
its power bill.

The next day, 'KSE sent its van to
WMJQ's parking lot and offered listeners
money to moon 'MJQ.

KWOD/Sacramento filed suit last week to
prevent former air personality Pat Garrett from
joining crosstown KROY as its night rocker.
Garrett hit the air for two days while still under
a one-year noncompete, but has since come
off-air pending resolution of the matter.
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Rick Winward will ieave Champion
Entertainment to become VP/Promo for the
Private Music iabel, basing out of L.A.

KKBTI/L.A. morning sidekick Patty Lotz
has resigned to pursue her TV career. PD Liz
Kiley is actively looking for a replacement, and
— incidentally — denies rumored format
changes to Urban or AOR.

KOY-FM/Phoenix’s new morning man
Bruce Kelly bid a tearful goodbye to ex-KZZP
partner Maggie Brock, who exits to join Steve
Dahl & Gary Meier for afternoons at WLUP
(AM)/Chicago.

“Radio’s Best Friend,” Art Vuolo, is
assembling a new video aircheck to be
showcased at R&R's “Convention 1990"
(May 9-13 at the Century Plaza in Los
Angeles). Send your footage to R&R
Video Blitz c/o the Radioguide Peopie,
16155 W. 12 Mile Rd, Southfield, Mi
480786, or call (313) 559-0022.
Deadline is March 31.

KROQIL.A. has shed longtime air
personality Freddie Snakeskin, who’'d been
doing early evenings of late. Former 91X/San
Diego morning cohost Katy Manor replaces
the ol’ snake charmer.

Urban KIPR/Little Rock has named
morning man Broadway Joe PD.

Motown Sr. VP/Promo Frank Turner has
all but soiidified his staff. Former Geffen rep
Mark Neiderhauser will base in Dallas,
handiing the South as Field Director/Nat’l
Promo, while Island’s Lee Durham wili cover
the SE as Assoc. Dir./Nat’'| Promo.

Meanwhile, Arthur Field from Grudge
Records will become Assoc. Dir./Nat’'l Promo,
working the East out of NY, and L.A.-based
Michael Williams becomes Dir./Nat’l Promo.
Still to come: a Midwest rep.

Ex-KISN/SLC MD Bob LaBorde is now
APD/MD at crosstown KCPX, replacing Ray
Kalusa, who becomes PD at KWNZ/Reno.

WTG NY local rep Pat Rascona segues to
MCA for the same duties in the Big Apple,
leaving the WTG gig wide open.

Terry Anzaldo is the new L.A. local rep
for RCA. He replaces Sharon White, who
recently joined Asylum.

Continued on Page 32
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introducing

“all around the world”

the #1 worldwide
smash from

ing of something
very special...

from her forthcoming debut
album, affection.
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The Diabolical
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“JUST A FRIEND"
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ONE OF THE "MOST ADDED"
* 44/31 |

B104 16-11 (HOT)
WHYT deb 22 (HOT)
KKLQ 16-8 (HOT)
WIOQ 6-4 (HOT)
PWR96 13-9 (HOT)
KGGI 4-1 (HOT)
KMEL 15-11 (HOT)
B95 39-35 (HOT)
HOT96 add 26 (HOT)

WwZOU acd 30 HOT977 add Y107 add
WEGX add 25 “WVSR add 35 WRVQ add 25
KKBQ add WKEE add K92 add
KRBE add 25 WPST deb 36 7102 add
B97 add WYCR &dd 35 WOV add
KITY add 30 WCKZ azd WGTZ add
896 add 30 WCGQ acc KXRD add
KBEQ add KKYK add KXSS add
kKQY-FM deb 23 KZOU acid KEZB add
WPGC 19-13 WDJX add - Z103 add
KKFR add 26 KBFM deb 40 WCIL add

from The Album THE EIZ NEVER SLEEPS
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WOL & WMMJ/Washington PD Paul
Porter is out. No replacement named.

Bob Cole, who exited the OM gig at AC
KKMJ/Austin in early December, has surfaced
as General Operations Manager at crosstown
Country KVET & KASE.

Don't look for KRSP/SLC to bring in
someone to replace recently exited PD Ron
Bowen. OM Steve Carlson has assumed
Bowen's duties.

The library-intensive heritage AOR, which
plummeted to 2.0 in the just-released fall ARB,
reacted by dramatically upping its new music
posture (as many as ten currents/recurrents an
hour) and rockin’ hard.

Carlson had “no comment” about rumors
that former KRSP consultant Frank Felix is
calling the musical shots.

Longtime KITS/SF morning cohost Lori
Thompson goes solo in AM drive as the
search for Perry Stone’s replacement
continues.

Meanwhile, Alex Bennett, whom Stone
replaced, is now doing afternoons at N/T
WIOD/Miami.

In the spirit of glasnost, Westwood One
has announced an agreement with Gosteleradio
(the official Soviet broadcasting system) to
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