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UNIFORM STICKER UNVEILED

FCC Targets License
Petition Abusers

Sweeping Changes Will Tighten Process,

Character Statement

The FCC is poised this week
to enact a wide-ranging series
of measures designed to protect
broadcasters from shakedown
schemes in the licensing and re-
newal processes.

At the same time, the Com-
mission is likely to toughen its
standards of behavior for ILi-
censees and applicants and
move to clean up its sluggish,
abuse-prone comparative licen-
sing procedure.

Lyrics Not A Parent Problem,
RIAA Survey Results Reveal

The RIAA, which unveiled the
new music industry standard
parental advisory sticker at a
midweek Washington, DC press
conference, also revealed re-

Parents’ Views
On Lyrics

® Lyrics far from leading
influence on
children’s values
@ By 3-1 margin, lyrics
felt to have positive
effects
® As many parents favar
no stickering as call
for mandatory
legisiation, Majority
backs voluntary
stickering.
sults of a survey on parental at-
titudes that suggest much of the
furor over rock lyrics has been
blown out of proportion.
The RIAA-commissioned sur-

vey, tabulated by the ICR Sur-
vey Research Group from 654
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LAS VEGAS
CASHES IN

Radio
Revenues
Up For Most

Radio stations hit the jackpot
in Las Vegas, as the market led
the nation in revenue growth
during a generally healthy first
quarter. Figures compiled by
George Nadel Rivin, Partner/
Broadcast Services of the ac-
counting firm Miller, Kaplan,
Arase & Co., show Las Vegas as
the only market with a growth
rate of more than 20% over the
first quarter of 1989. Rivin said
three other markets posted
growth of 15% or more: Louis-
ville, Oxnard-Ventura, and
West Palm Beach.

RADIO REVENUES/See Page 46

PARENTAL

EXPLICIT LYRICS

Pictured is the uniform lyric content
warning sticker devised by the
RIAA and NARM as the key ele-
ment in their voluntary labelling
plan. The sticker, unveiled
Wednesday (5/9), will appear be-
low the shrink wrap on permanent
packaging and on both CD long
boxes and jewel boxes, in the bot-
tom right front corner. It's black &
white, sized 1" by ¥2" for cassettes
and jewel boxes, 1%" by 1” on al-
bums and long boxes. First product
to carry the stickers is expected in
July.

phone responses from parents
nationwide, showed a substan-
tial level of parental concern
over lyrics (38% ‘‘very concern-
ed,” 32% more ‘‘somewhat con-
cerned”). Yet parents rated lyr-
ics behind TV programs and
ads, movies, and books as hav-
ing “a great deal of influence”
over children’s values, and far
behind the human elements of
teachers, peers, and parents
themselves.

Lyrics’ Positive Effects
When the specific type of in-
fluence lyrics wield was consid-
ered, over three times as many
parents cited very or somewhat
positive effects on their own
children as felt lyrlcs had very
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or somewhat negative effects
(36% to 11%). Another 40% felt
lyrics had little or no effect at
all on their offspring.

Parents also felt they should
be more active in supervising
their children’s entertainment
choices, with 96% agreeing with
this proposition strongly or
somewhat (75% strongly). Also
cropping up is the interesting
statistic that 68% of parents
whose children buy records lis-
ten to the product to determine
if it's suitable.

Voluntary Stickers
Beat Legislation

Finally, parents were asked
whether they favored govern-
ment legislation requiring stick-
ering (with the option of pros-
ecuting retail personnel for vio-
lations), voluntary stickering
(the RIAA/NARM policy
agreed upon in March which
produced the uniform label
shown above), or — phrased
as an anti-censorship stance —
no stickering at all.

Fifty-two percent felt volun-
tarily labelling best reflected
their views. Significantly, al-
though the vast bulk of media
attention has been focused on
proponents of government leg-
islation, the percentage of par-
ents advocating no stickering at
all virtually equalled the num-
ber who favored mandatory
stickering laws (24% to 22%).

RIAA SURVEY/See Page 36
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EIektra/WEA Will
Distribute Hollywood

After months of negotiations
with several suitors, Disney’s
Hollywood Records has entered
an agreement with Elektra En-
tertainment for production and
distribution by WEA through
Elektra.

Under President Peter Pater-
no, Hollywood has begun to
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staff up its own promotion, mar-
keting, and A&R departments.
Mercury VP/Promotion Bren-
da Romano will join in a few
weeks as Sr. VP/Promotion, su-
pervising all areas except R&B,
which will initially be handled
by Elektra.

HOLLYWOOD/See Page 48

Among the anti-“greenmail”’
measures the Commission is
expected to consider at its
Thursday (5/10) publiz meeting
is an order that would ban all
cash settlements to challengers
in licensing, renewal, modifica-
tion, and transfer proceedings.
In cases where a challenger
threatens to file a petition to
deny but does not, licensees
would even be prohibited from
paying the challenger’s legal
costs.

“Some broadcasters have
come to accept payoffs as a cost
of doing business,” said a Com-
mission staffer. ‘“But that
doesn’t make them right.”

The FCC is also seen as ready
to reimpose its limits on cash
settlements between new li-
cense applicants. Prior to 1983,
settlement payments were lim-
ited to the amount the payee
had spent pursuing the applica-
tion. FCC/See Page 46
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Candullo Pres /
GM At WKQI

Steve Candullo

WPLJ/New York Station
Manager Steve Candullo has
been named President/GM at
Broadcast Partners’ WKQI
(Q95)/Detroit, starting May 21.
He replaces Betty Pazdernik,
who left radio last week.

BPI Exec. VP/COO Lee Si-
monson told R&R, ‘[ BPI Presi-
dent] Barry Mayo and I worked
with Steve at RKO whil= he was
GSM and later VP/GM at
WRKS/NY. Both of us think
he’s the perfect guy to take
WKQI into the ’90s.” Mayo
noted, “Steve is a highly focus-
ed manager with a command of
all the disciplines necessary to
lead the excellent staff we have
in place at Q95.”

Candullo said, “My wife and I
are looking forward to becom-
ing part of the Detroit commun-
ity and joining what I under-
stand to be a superb group of
professionals at WKQI, not to
mention the exciting opportuni-
ty of working with a legend like
[morning man] Dick Purtan.”

CANDULLO/See Page 48
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“What Are You Doing With A Fool Like Me?"

The first single and video from the album
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Major U.S. Tour this summer.

On Capitol Cassettes, Compact Discs and Records.

Studio Recordings produced by Steve Thompson and Michael Barbiero  Live Recordings produced by Michael Lang ’ ! i .;.: \
‘Management: Michael Lang/Betier Music  Single written by Diane Warren 3 ©1990 CupiloM!lcconk. T w 1

wouvw americanradiohistorv com


www.americanradiohistory.com

Milner Back To KEX
As Sly Segues To KBPI

Great American VP/Radio Dave
Milner has returned to the com-
pany’s Full-Service AC KEX/Port-
land as VP/GM. He succeeds Clint
Sly, who segues to KBPI/Denver to
replace Kip Gilbert, who exited
when GA took over the station May
1.

Milner previously managed
KEX from 1984-88 and became
Great American’s VP/Radio two
years ago. His replacement at cor-
porate has yet to be selected.

He told R&R, ‘‘My wife and I de-
cided to get back to the Northwest
because we like the lifestyle and
our kids are here. We're well-
entrenched as the station in

Portland for news, information,
and services. We got the [NBA’s]
Trailblazers back last year.” Prior
to his first KEX stint, Milner was
VP/GM at WYNF/Tampa and was
Sales Manager at WTVN/Colum-
bus.

Sly, whom Milner first hired as
an AE at WYNF, told R&R, ‘Full-
Service AC is a lot of fun, but
there’s nothing like the rock 'n’ roll
business. We've got a war on our
hands, and I'm definitely looking
forward to the challenge.” A six-
year Great American vet, Sly join-
ed KEX in 1986 as an AE. He rose
through the sales ranks and was
eventually named GM in 1988.
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CBS Conflrms
Important Deal

Buys Half Of Indie Distributor; Relativity, Combat,

In-Effect Labels Included

In a period of unprecedented ma-
jor label interest in independent
music operations, CBS Records
has bought a 50% share of New
York-based Important Record Dis-
tributors (IRD), which includes the
metal and alternative labels Rela-
tivity, Combat, and In-Effect. The
deal marks the first time a major
label has purchased an indepen-
dent distributor since the 60s. IRD
distribution, sales, marketing, and
promotion will remain separate
from CBS.

CBS Records Division President

e

KMEZ Joins The
Big EZ Exodus

KMEZ/Dallas is the latest Top 50
market B/EZ station to become a
soft AC (5/8), and will be known as
the “New Easy 107.” The station,
which keeps its calls, will be live in
AM and PM drives and carry Spe-
cial Blend satellite programming
in the other dayparts.

Twelve-year morning man Tim
Kase has been tapped as interim
PD, as programmer Ken Loomis
exits. KMEZ/See Page 48
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Tommy Mottola said, ‘“The exper-
tise of the Important organization
in the distribution and marketing
of alternative-oriented music is un-

CBS/See Page 48
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Mark Rizzo

Arista
Advances
Rizzo

Now Sr. Director/AC;
Four Go National

Arista has elevated AC Promo-
tion Director Mark Rizzo to Sr. Di-
rector/National AC Promotion, si-
multaneously boosting four region-
al staffers — Linda Alter, Jeff
Backer, June Colbert, and Gregg
Feldman — to Associate National
Directors of Promotion.

Commenting on Rizzo, Sr. VP/
Promotion Rick Bisceglia stated,
“In the three years Mark has been
with Arista, he has pulled off some
amazing feats as a result of his
hard work and dedication. He has

ARISTA/See Page 48
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RUDOLPH PRESIDENT

Douglas Casts Third
Stone Label, Publisher

(N

President Dick Rudoiph.

Pictured at the formation of Third Stone Music are (I-r) Les Bider,
President/CEQ Wamer/Chappell Music; Stonebridge Entertainment Chair-
man Michael Douglas and President/CEQ Richard Bieber, and Third Stone

. -‘\ﬁ;‘.'fr'.f

5l vl

Actor Michael Douglas’s Stone-
bridge Entertainment film/TV
production company has formed
Third Stone Music and entered into
a joint publishing venture with
Warner/Chappell Music, with a

i
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Thompson, Jeffries Elektra Sr.VPs

| Idy/
Howard Thompson

Elektra has promoted VPs How-
ard Thompson and Nancy Jeffries
to Sr. VP/A&R positions. Based at
the company’s New York head-
quarters, they’ll both report to
Chairman Bob Krasnow.

“Each has established a diver-
sified track record of unerring
quality,” Krasnow commented.
“A&R requires a rare combination
of market savvy, calculated risk-
taking, and fiery personal tastes

Nancy Jeffries

and enthusiasm. Both understand
the individualized needs of the art-
ist and the speculative and flexible
nature of the marketplace.

“Most importantly, they truly
love the music they sign and have
the ability to share the thrill of dis-
covery with a broad base of music
lovers.”

Thompson joined Elektra almost
six years ago and has signed 10,000

ELEKTRA/See Page 48

record company in association
with a major label to follow. Pro-
ducer/songwriter Dick Rudolph is
Third Stone President and a princi-
pal partner, along with Douglas
and President/CEO Rick Bieber.
Third Stone’s label will be a joint
venture rather than a distributed
label. Songwriters, artists, and
composers signed to the company
will be involved with Stonebridge
films whenever possible.
THIRD STONE/See Page 48
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PERLSTEIN GSM
Bowens Bows
As WILD GM

Monte Bowens has been upped
from GSM to GM at Urban WILD/
Boston as Kendell Nash gives up
the GM position to concentrate on
his duties as President and owner.
Concurrently, crosstown WROR
AE Neal Perlstein has returned to
become WHLD GSM in Bowen’s
wake. The changes took place May
1

Nash told R&R, ‘‘Monte’s earned
an opportunity to fill the position.
At the same time I feel, with re-
gard to the corporation, there are
some longterm developments that

BOWENS/See Page 48
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Feder Set As Private
Music VP/Promotlon

Private Music has appointed
Rhino Sr. Director/Promotion Lin-
da Feder to the newly created posi-
tion of VP/Promotion. Based at the
BMG-distributed label’s Los An-
geles headquarters, Feder will re-
port to President/CEQ Ron Gold-
stein.

“Linda’s arrival at Private coin-
cides with our commitment to de-
velop our projects beyond the Jazz,
NAC, and college formats,” Gold-
stein said. “Our new signings, as
well as some of our established art-
ists, have the potential to cross
over into alternative and main-
stream radio. Linda’s responsibil-
ity will be to lead the charge into
those areas.”

Prior to Rhino, Feder spent six
years at MCA in local, regional,
and national promotion posts in

B

Linda Feder

San Francisco, Los Angeles, and
Philadelphia. Before that, she was
East Coast Regional promotion rep
for PolyGram and Sr. Direc-
tor/Promotion at JEM.

Feder began her career in the
programming department of
KSAN/San Francisco.

Former ABC COO Elton Rule Dles

Elton Rule, who converted
ABC’s radio and television net-
works into major forces, died last
weekend of cancer. He was 72.

During his tenure as President/
COO of ABC Inc. and President of
ABC-TV between 1968-1983, Rule
was widely credited for maintain-
ing the strongest lineup of radio
stations among group operators.
Twenty years ago, ABC divided its
Radio Network into four nets; its
affiliate list has grown from 350 to
more than 1800 today with six nets.

“l began working with Elton
some 31 years ago,” recalled
KABC/Los Angeles VP/GM
George Green. ‘“He hired me as a
junior salesperson at KABC-TV in
1959. Elton was a classy man
whose presence immediately com-
manded your attention. A boar-
droom full of executives would sud-
denly go quiet when he entered. He
was so loyal to those he worked
with — it’s no wonder why all of us
have been with the company for so
long.”

Rule’s first broadcasting job was
at KROY/Sacramento as a jack-of-
all-trades. After a WWII assign-
ment in the military, he joined

Elton Rule

KLAC/Los Angeles as an AE and
subsequently joined KLAC-TV in
the same capacity.

In addition to his radio accom-
plishments, Rule moved ABC-TV
from a distant third to par among
the three networks. Between
1968-83, revenues rose from about
$600 million to $2.7 billion, while net
earnings grew from $13.5 million to
$160 million.

He retired from ABC in 1983 and
left its board a year later. He had
been involved in entertainment
production and investments until
his death.

Jerry Crutchfield

Crutchfield
Takes New
Capitol/Nashville

Exec. VP Post

Capitol/Nashville Exec. VP/GM
Jerry Crutchfield now holds the
newly created position of Exec.
VP/Artist Acquisitions/Relations
& International. In his new role,
he’ll be directly involved with man-
agement and agents as well as art-
ists.

Capitol/Nashville President
Jimmy Bowen commented, *This
is the only label in town that does
complete international servicing,
manufacturing, and distribution
for foreign territories. This enables
us to transcend the old ‘fall through
the cracks syndrome’ that has vic-
timized Nashville product.”

Crutchfield said, “With its start-
up enthusiasm and high energy

level, this label is in the enviable

position of charging to a role of im-
mediate leadership.”

He added, “As we witness the
historic democratization of East-
ern Europe, we will see a new and
exciting group of consumers. Pri-
ority territories include the UK,
Germany, France, Holland, Italy,
the Scandinavian countries, Japan,
and Australia.”

Crutchfield joined Capitol/Nash-
ville two years ago after 25 years at
MCA Music, ten of which he spent
as Sr. VP.

Williams Appointed AP
VP/Broadcast Services

Jim Williams has been named a
VP of the Associated Press and
will continue as Director of Broad-
cast Services, a post he has held
since 1987. His day-to-day duties re-
main the same, but Williams called
the added title an endorsement to
“continue things we’ve started the
last few years.” And, he told R&R,
“There’s a lot of opportunity for us
in radio.”

Looking to the future, he added,
“We're watching digital audio and
what that may mean, both in deliv-
ery and in collection of news. Tech-
nology is changing quickly and
we're exploring ways to apply
technological changes to dissemnin-
ate information as well as gather
it. AP Newsdesk [the company’s
PC-based newsroom computer ser-
vice] is step one.”

Jim Wllllams

Williams joined the AP in 1979
from WTBC & WUOA/Tuscaloosa,
AL. In his current Washington-
based position, he’s responsible for
all of AP’s broadcast and cable ser-
vices, including its radio network

(AP Network News) and broadcast
news wires.

Wood Watches His ‘Step’

Danny Wood (r) hobbled into the “Open House Party” studios recently to premiere
the new “Step By Step” single by Columbia’s New Kids On The Block. Pictured
with the singer are the show’s OM Andy McLean (i) and host John Garabedian.

Would you believe—a live talk show, broadcast from the
back seat of an on-duty police cruiser.

. from a nude

A £ ways WNWS Talk
Radlo PD Lom Sheffield puts her listeners directly in the
middle of issues they care about.

At a moment$ notice, WNWS puts its talk
show talent where the action is. How?
With cellphones and Comrex
frequency extenders. The U
celiphone gives them immediate §
connection between the studio
and the story—and the
Comrex turns the telephone
sound into broadcast quality.

[ Grah the Comrex and run...

“While other stations may do a quick 60 second bit at
station breaks, we put a whole crew of producers and
news people on the scene and cover it /ve during our talk
show,” says Sheffield. “There’s strong emotional appeal.

= bar. . . or from the
L Spok’:t:nnago? the bc?nj usel”  SCnE of a street : !
. mar Rk 4 A crime? These are And we get right to the core!
: o q%%%sm just some of the

There’s no need to depend on expensive dedicated phone
lines or overcrowded RF links. The WNWS team can just
grab the gear and go—doing the creative en route. And
transmit great sounding audio from virtually anywhere.

Call today to hear what Comrex can do for your
programming,

SAL/] D EYW
WIViREA
Specialists in Remote Broadcast Audso Transmission

1-800-237-1776 / (508) 263-1800 / Eax: (508) 635-0401

Comrex Corporation
65 Nonset Path, Acton, MA 01720
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“The Best Time To Strengthen With
Research Is When You're On Top.”

““Back in 1983, we had a 21.6 share, 12+ at
WIVK. That’s when I knew it was time to bring in
The Research Group. You see, a big share doesn’t
necessarily mean a well-defended share. . . you could
just be a sitting duck.

N A Salute ToNAB's

much to protect, we . .
decided to do a large El rst Marconi Award
program of on-going Large Market of

research to make sure we

stayed perfectly in touch the Year! ' Station =
with the market’s taste in W|VK? l(ﬂOXVi lle

music—both music
essence and individual songs—in information, in
personality/humor needs, and in contesting and
promotion so that if anybody ever came after what we
had, we’d crush them—I mean really crush them.

We’ve been strengthening WIVK with The
Research Group for six years now. In fact, we just
renewed for another four years. And a funny thing
happened when we made ourselves stronger and better
defended. The 21 share grew to a 36 share. . .and
we’re still on guard every minute.”

Bobby Denton
Vice President/General Manager
WIVK-AM & FM, Knoxville

The Research Group develops the right information, then uses a special
system of strategic planning to help you win—and stay strong—in tough, competi-
tive environments. Some managers may have the perception that using the best is
prohibitively expensive. With The Research Group, that is not true. Call today
about our availability in your marketplace and for prices which will fit your budget.

For more information, call Larry B. Campbell, President (206) 624-3888.

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

The Research Group

Radio’s Strategic Research Team

METROPOLITAN PARK, SUITE 1200, 1100 OLIVE WAY « SEATTLE, WA 98101 « (206) 624-3888
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Radio Lenders Seek
Experienced Managers

Money Is Available, But Deals Are Hard To Come By

Money is available for radio station buyers this year.
But financial industry players say the environment is
tougher and would-be borrowers had better come to the ta-
ble with more cash up front and a good business plan.

One word came up time and time
again as R&R surveyed lenders:
management. Lenders only want
to do business with buyers who al-
ready know how to run a station,
not financial wheeler-dealers look-
ing to make a quick-buck asset
play.

“There’s still money out there,”
said Blackburn Capital Markets
Managing Partner Steve Pruett.
But, he added, “it’s selective and
it’s expensive.”

Pruett said commercial credit
companies and other traditional
broadcast lenders such as insur-
ance companies are “‘very active”
in radio financing this year, but
“the difference is the banks.” His
impression is that banks generally
aren’t doing new leveraged buy-
outs and are concentrating on ex-
isting clients. “The banks may say
they’re looking at deals,” said Pru-
ett, “but are they doing?”

Gregg Johnson, VP of Washing-
ton-based American Security
Bank, claims his bank is doing. He
said when his bank considers a
deal, it looks for ‘‘by and large the
same things we’ve always looked
for [in borrowers] — first and fore-
most, good and experienced man-
agement.”

VP Dale Arfman of Bank One In-
dianapolis said, “Right now it
seems we're just doing deals with
existing customers.”” But he noted
he’d consider taking on new bor-
rowers if they’re buying properties
in his area, the Midwestern states.
Like Johnson, Arfman said man-
agement experience is the key ele-
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““There’s still money
out there ... but it’s
selective and it’s

expensive.’’
—Steve Pruett
Managing Partner,
Blackburn Capital Markets

ment he’s looking for: ‘‘Somebody
who’s done it. Somebody who
knows how to do it.”

Bargain Hunting

Tighter money may make it
harder for some deals to find finan-
cing, but it also means the sellers’
market is turning into a buyers’
market.

“This is a great time right now
for the right operator,” said Media
Finance Group VP/GM Steve Tur-
pin of AT&T Commercial Credit.
“Yes, we’'ll go bargain hunting.”
Even so, he balked at the likelihood
of financing a strict turnaround.
“That’s going to be something hard
to support.”

Echoing others, he said, ‘“The
buyer has to have proven suc-
cesses in similar markets. The
first-time buyer doesn’t turn me
off,” he added, as long as that
buyer has sufficient capitalization
and a strong background operating
stations.

Other commercial credit com-
panies are also gung-ho on radio
owing to less competition from
banks, which in recent years had

FCC have Just begun.

The: Cornmission this week leun-
ched a licensa revocation hearing
sgainst  Knop's  Willlameburg

(WCB], charging thet his feiony
driag distribution corviction and his
failure to fully discloss that convic
tion in an application for a new FM
station in Kingstree make the com-
pany unfit to hold a broadcast #-
cense

Knop could not be reached for
comment. His lawyer, Jerrold
Miller, was “not surprised” by the
FCC’s action, but would not com-
ment further. Word of the revoca-
tion mowe came two days before
the FCC was scheduled to consid-
er toughening its current Character
Statement.  which = outfines  the
behavior expectad of icensees.

FCC Moves To Strip
Felon’s Radio License

WKSPfK_Ingatru, 5C licensee Grﬂﬂﬂr!fﬁnnp_ is out of
prison. But the convicted drug dealer's problems with the

" onvicticn was wrelevant and did
Gouniy Brosdcesting Corp.

Kriop previolisly argued that bis

not have to be reported to the FCC
under the existing Chamcter State-
ment because drug dedding is not a
broadcast-related offenze and does
not demonstrate a tack of truthful-
nese or proclivity to viokte the
Commission’s rules.  Knop also
maintained the FCC must weigh
WCH's record Bs a licensee against
his wrongdoing when considering
whether licenss revocation ia in the
putlic nterast.

But the FCC countered that drug
dedling falls into & category of
“pgregious non-FOC offenses” that
cast doubt on alicensee's qualifica-
tions arid must be reported o the
agency.

gobbled up many of the choice
deals. Chrysler Capital Corpora-
tion National Manager/Broadcast
Investments Michael Butterly said
he’s looking at a lot more deals this
year, but warns there’s ‘‘a lot more
reliance on trailing cash flow ver-
sus projected cash flow.”

Allied Capital Corporation re-
turned to the radio lending arena
recently (R&R, 5/4). Sr. VP Cabell
Williams said he’s offering both
senior and mezzanine financing.

Most of the lenders won’t release
specifics regarding interest rates
for publication. However, sources
indicate that senior debt for 60-65%
of the purchase price is still availa-
ble for one to three points above the
prime rate. When it comes to mez-
zanine financing, though, the
money is both hard to find and very
expensive — often at a rate above
30%.

Blackburn’s Pruett noted that
seller paper is replacing some or
all of the mezzanine financing in
many deals, although ““that doesn’t
fill the gap entirely.” He explained
that having the seller hold some
subordinated debt is cheaper than
borrowing from mezzanine lenders
and “effectively reduces the price
for the buyer,” who will be suppor-
ting a lighter debt service load.

s

Weiner Tells
FCC ‘’m Sorry’

Former pirate radio operator
Allan Weiner has been ordered to
face the music by the FCC on his
long-pending application to put a
shortwave station on the air in
Monticello, ME. A hearing order
released Monday (5/7) spells out
eight issues to be resolved regard-
ing Weiner’s fitness to be a licen-
see, one dating back as far as Janu-
ary 31, 1982.

The allegations include operation
of shipboard pirate station Radio
New York International in 1987;
broadcasting to the public on 1622
kHz from a remote pickup base
station in Yonkers, NY, in 1984;
and refusal to allow FCC inspec-
tors into WOZW/Monticello, ME in
1984. Weiner was allowed to sell
WOZW and WOZI1/Presque Isle,
ME to a minority buyer under the
FCC’s distress sale policy.

“There are some things I've
done in the past that were bad,”
Weiner told R&R. “They were
wrong and I've repented. I'm will-
ing to do anything at this point to
become a public trustee again.”
Weiner said he hopes the FCC will
take into account that he built the
two Maine stations he formerly
owned, and that both are still on the
air. Weiner is currently working as
an engineer for ABC-TV in New
York. He said his renewal applica-
tion for a general radiotelephone li-
cense is also on hold, pending the
outcome of the hearing.

WWW. americanradiohistorv.com
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Cable Merger Speeds
Digital Music Express

enver media mogul Glenn Jones has made millions

by building Jones International into a cable TV

powerhouse. Now he's focusing on a new pot of
gold — high-quality digital cable radio.

On Tuesday (5/8), he announced an aggressive campaign to dominate
the new media by merging the nation's two major cable audio services.
Financial terms of the deal were not disclosed, but Jones's Galactic Radio
Partners Inc. is merging with the Tempo Sound subsidiary of Interna-
tional Cablecasting Technologies. Jones International executive Jeff
Hansen — who has spearheaded Galactic Radio since its 1987 debut —
was named GM of the company.

The new firm, Galactic/Tempo Sound, will offer nine channels of
'round-the-clock commercial-free stereo to more than ten million basic
cable subscribers nationwide at no charge. Dubbed the Digital Music Ex-
press, formats will include CHR, Jazz, and AC.

Cable audio services are already available in five million homes and,
with the advent of digital broadcasting, promise to pose a threat to over-
the-air broadcasters who can't deliver digital-quality programming.

NPR Presses For Digital Radio

ational Public Radio is calling for the U.S. to move

ahead on frequency allocations for digital radio.

NPR’s statements came in reply comments to the
National Telecommunications and Information Adminis-
tration’s inquiry on spectrum allocation (R&R, 3/2).

NPR warned of consumers continuing a “preference flight” from AM
and FM broadcasting to CDs, DATs, cassettes, and digital cable radio.
Some services are preparing to offer digital radio via cable TV hookups be-
fore year's end, a development NPR predicts will “begin the transition to
digital audio broadcasting by the end of this decade.”

Radio New Jersey, licensee of WRNJ/Hackettstown, NJ, said AM
radio improvement “should be a higher priority for both the FCC and NTIA."
It also argued that “the unwarranted trend of moving spectrum away from
broadcasting to other uses must be reversed.”

NAB reiterated its opposition to any auctioning of spectrum space,
noting that “such a system would only diminish the socially desirable use of
the spectrum and, in the end, the public could only lose.”

First Quarter Network Revenues Up

hot March gave radio network revenues a first quar-

ter gain of nearly four percent over the same three

months in 1989, according to Ernst & Young fig-
ures reported by the Radio Network Association. March
revenues were up 7.5% to $35 million, bringing first quarter
network revenues to $94.1 milion — a gain of 3.9% over
the same period in '89.

“No one's saying it's a great year,” said RNA President Peter Moore.
Nevertheless, he told R&R, network radio advertising is not suffering the
“tremendous attrition experienced by other media.”

Looking ahead, Moore projected a fiat April, but said May and June
“look to be eight to nine percent ahead.” He expects to see the second
quarter finish 6.5%-7% ahead of the same period last year.

he FCC upheld its February reversal of a previously

approved “outsider” settlement agreement in which

Rowland Gulf Radio would have acquired a Marco,
FL FM CP without ever having been a party to the licensing
proceeding (R&R, 2/16).

In seeking reconsideration, Rowland had argued that the reversal was
arbitrary, capricious, and procedurally defective because it came 13 mon-
ths after the Dennis Patrick-led FCC had approved the unprecedented ar-
rangement.

But the FCC decided it acted properly in reversing the deal. Allowing
such arrangements, the agency said, would encourage others to file sham
applications designed only to lead to profitable outside settiement deals.
Besides, the FCC maintained, Rowland knew it was taking a chance when
it entered into this type of previously taboo settlement. Rowland attorney
Peter Gutmann declined comment, saying he had not yet seen the text of
the FCC ruling.
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Strategic Advantage #3

The Bes
Recrurting

If your recruiting’s “farmed out,” you can get bad research
& not know 1t. We do the recruiting ourselves, & honestly.

MOST FIRMS STILL “FARM OUT” THE RECRUITING for your vital
project to a subcontractor in your market — who may use dishonest
recruiting methods. You may never know if your sample contains fake
mtervrews friends of frrends of friends, or research regulars

all from our own phone center with our own professronal staff SO..
You get the control you need for research you can trust.

Call toll-free today for more information. And ask for Sue Bell,
National Sales Manager, or Kurt Hanson, President, at
1-800-726-8742 (1-800-“72MUSIC”).

I | | | I | | | |
180 N. Wabash
Chicago, IL 60601
1-800-726-8742
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Casting for a new idea that'll make your station a star? ScreenTest with Leeza Gibbons is the new daily movie trivia promotion
that comes complete with its own Hollywood treasure chest. ScreenTest packs production punch with questions designed to
intrigue and entertain today's movie-goer. Plus every ScreenTest affiliate gets a year's worth of the latest in videos and
soundtracks, movie posters, memorabilia and more. That's just the opening credits! We can help to position you as the movie
station in your market. For more information, call us right now.

Win a trip to LA and Lunch with Leeza.
Think you know the answers to today's ScreenTest? Call Phil Roberts or Barbara Weinhaus at 212-581-3962. The first 100 callers
with the right answers will win a video or movie prize! And everyone who calls is eligible for a trip for 2 to Hollywood including a VIP

tour of Paramount Studios, tickets to the Arsenio Hall Show and lunch on the Paramount ot with Leeza Gibbons. And please,
no headshots!

T SICIRIEEINITIELS]T

FOR STATION SALES:

= RADIO TOD AY (212) 584-3962

FOR ACVERTISER SALES:
(212) 418-3076
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RADIO BUSINESS

TRANSACTIONS

Joyner Visits Capitol, Pays
$13.1 Million For FM Tour

Viacom Victorious With $5.75 Million Silicon Valley FM Deal

Joyner Broadcasting

Acquisitions

PRICE: $13.1 million

BUYER: Joyner Broadcasting Com-
pany, headed by President A. Thomas
Joyner. He owns WZFX/Fayetteville-

Whhtevllle, NC; WROV-AM & FMRo-  FORMAT: AC ::slresigg'oK\)IOK & KJJZiKodiak, AK ® WTRG/Rocky Mount-Raleigh, NC
. w). .
anoke, VA; and WTFXiMadison-We- o1 ny o o I A —— ® KQFX/Georgetown-Austin, TX

tertown, WI.
SELLER: Capitol Broadcasting Corp.,

headed by President Kenneth John- "\ o/t "Lalue to be determined at  and KVAK/Valdez, AK. . wncm Minstts, AL $150,000
son. The company also owns WMJJ/ time of closing .m_bm AL mmm

: WKSJ-AM & FM/Mobile;
Blrmingham; IMODYe:  BUYER: Alford Pearce of Lannett, AL KLAMICordova ® TCT Acquisitions $715,000

WRKA/Louisville; WGFX/Nashville;
and WCAW & WVAFI/Charleston,
LA

BROKER: George Otwell of Black-
burn & Co. Inc.

WTRG/Rocky Mount-
Raleigh, NC
FREQUENCY: 100.7 MHz
POWER: 100kw at 1968 feet
FORMAT: AC

COMMENT: In a series of four acquisi- KRXA/Seward _ ®WPSLIPort 5. Lucle, FL $389,000
KQFX/Georgetown- tions, TCT Communications Inc. is  ppi~e. 5500 000 & WEMAK rawford, GA Undiscinsed for 49%
Austin, TX acquiring five radio stations from two FREQl:lENCY; 950 kHz  OWCTW & WMDHMNew Castle, IN $2.8 milion
FREQUENCY: 96.5 MHz different sellers in a series of two trans- POWER: 1kw & KGZFEmporia (FM CP), KS 37500
POWER: 100kw at 930 feet actions. FORMAT: Variety - BWOKS & WZZFiHopkinsville, KY $756.000
FORMAT: Classic Rock WL & WKYO/Caro, Mi $425 000 - -

WBCA/Bay Minette

PRICE: $150,000

TERMS: Asset sale for $20,000 cash
and assumption of debts

BUYER: Lake Area Radio Inc., owned
by James Faulkner.

SELLER: Faulkner-Phillips Medla
Inc., owned by William Phillips and
James Faulkner. The company also
owns WMMV/Mobile.

FREQUENCY: 1110 kHz

POWER: 10kw daytimer

PRICE: Undisclosed
TERMS: Stock purchase for assump-

SELLER: Roy Matthews is selling his
entire 100% stock interest in Royal
Broadcasting Co. Inc.

FREQUENCY: 1490 kHz

POWER: 1kw

FORMAT: Gold

TCT Acquisitions
PRICE: 715,000

Transaction 1

PRICE: $450,000

TERMS: Asset sale. Escrow deposit
$5000, with additional $69,000 cash
at closing. Buyer to provide advertising
and TV production credits, valued at
$97,500. Five-year promissory note

for $292,500 at 10% interest, based
on ten-year amortization schedule but
caliable within five years. Interest-only
payments for first six months.

BUYER: TCT Communications Inc.,
owned by Thomas and Patricia Tler-
ney. They own KENI & KBFX/An-
chorage and are in the process of pur-

pany Inc., owned by John Lindauer.
The company also owns KAJD/Juneau

PRICE: $100,000
FREQUENCY: 1450 kHz
POWER: 250 watts
FORMAT: Country

KENY/Kenai

PRICE: $150,000
FREQUENCY: 980 kHz
POWER: 1kw
FORMAT: Country

Transaction 2

KVOK & KJJZIKodiak

PRICE: $265,000

TERMS: Asset sale. Promissory note
for entire amount, with interest-only
payments during first year at 10%,

TRANSACTIONS AT A GLANCE

$503,354,786

Deals So Far In 1990:

Total Stations Traded This Year: 481
This Week's Action: $33,355,301
Total Stations Traded This Week: 46

$13.1 Million

® Deal Of The Week:
® Joyner Broadcasting Acquisitions

®KLAM/Cordovs, AK $100, uoo
& KENYKenal, AK 5200, 000
# KRXAISeward, AK $150,000 .
& KVOK & KJJZIKodiak, AK $265.000
® KLAS-FMiSents CruzSan Jose, CA $5.75 milion
SKRKY & KREKMGranby-Krammiing, GO $110,000
& WFNWINaugutuck, CT $350,000
& WAPR/Avon Park, FL 5100000
- @ WNUE/FL. Walton Beach, FL $10,000
® WHGS/Halnas City, FL No cash consideration’
® WMTD{Port 51 Jos, FL $25 500

® WKQZMidland, Mi $2,011,000

8 KARL/Tracy. MN (FM CP} No cash consideration

& WRQOMonticalio, MS (FM CP) Mo cash considaration
® KOLT/Scottsbiuff, NE $37.500

® KYNFISouth Sloux CHy, NE (FM CP) Undisclosed

® WLGENles, NJ $175,000

& WPSC/Wayne Township, NJ $1

® KMIO/Espanola, NM 400,000

©® WHNNR/Sodus, NY (FM CP) $10.000

& WKLMMillersburg, OH $500,000

® KTRTICIaremore, OK 570,000

# KVAS & KKEE/Astoria, OR-Long Beach, WA $72,000
® WCDL & WEGDICarbondale [{Scranton), PA $2 milion
® KWSKDaingerfield, TX $1800 for 47%

®EVOZ & KOYEfLaredo, TX $3 million

& WCEFiRipley, WY $420.000

& WLKDWaupun, Wi $170,000

APOLLO RADIO LTD.
(William L. Stakelin, President & CEO)

has acquired

KLSI-EM

Kansas City, Kansas

\D%?’D $8,250,000

SANDUSKY RADIO

(Norman D. Rau, President)

We are pleased to have served

N C O R P O R A

as exclusive broker in this transaction.

BLACKBURN @5@)MPANV

T

Media Brokers & Appraisers Since 1947

New York ¢ Atlanta o

Washington ¢

WE BROKER BROADGASTING'S BEST

Chicago

Beverly Hills

wiv-americanradiohistorvcom

thereafter at prime plus 2%. Principal
payments to commence in third year,
with final balloon payment due in fifth
year.

BUYER: TCT Communications Inc.,
owned by Thomas and Patricia Tier-
ney of Anchorage (see above).
SELLER: Pacific Rim Broadcasters
Inc., a debtor-in-possession headed by
President Howard Trickey.
FREQUENCY: 560 kHz; 101.1 Mhz
POWER: 1kw; 3.1kw at 46 feet
FORMAT AC

KLRSISanta Cruz-San Jose
PRICE: $5.75 million

BUYER: Viacom Inc. radio division,
headed by BIll Figenshu. Viacom
owns KHOW & KSYY/Denver, KXEZ/
Los Angeles, WLTW/New York, WLIT/
Chicago, KIKK-AM & FM/Houston,
WMZQ-AM & FM/Washington, WLTI/
Detroit, and KBSG-AM & FM/Seattle.
SELLER: Fuller-Jeffrey Broadcasting
Corp., headed by President Bob
Fuller. The company owns WBLM/
Portland, ME; WOKQ/Portsmouth,
NH; KJJY-AM & FM/Des Moines;
KRCX & KRXQ/Sacramento; KFMF/
Chico, CA; KHOP/Modesto, CA; and
KHTT & KSRO/Santa Rosa, CA.

FREQUENCY: 99.1 MHz

POWER: 1.1kw at 2618 feet
FORMAT: NAC

BROKER: H.B. LaRue Medla Brokers

KRKY & KRKM/

Granby-Kremmling

PRICE: $110,000

TERMS: Release of indebtedness
BUYER: Colt Drapery Cleaners Inc.,
owned by Louis, Robert, Janet, and
Shirley Kearn of Hilisborough, CA.
The company is the licensee of
WOCD-TV/Amsterdam, NY.

SELLER: William Kitchen of Louisville,
CO is selling his 100% stake in Grand
Lake Broadcasting Inc. Kitchen owns
KBQN/Pago Pago, American Samoa.
FREQUENCY: 930 kHz; 106.3 MHz
POWER: 4.5kw daytimer; 152 watts at
1096 feet

FORMAT: Gold; AC

bbb b

WFNW/Naugatuck
PRICE: $350,000
TERMS: Asset sale. Escrow deposit
$35,000, with balance due cash at
closing.

Continued on Page 12
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GO WITH THE WINNERS. D CTR100 SERIES

“ Winning is everything.
And hard-hitting DYNAMAX |
CTR100 cart machines are on
the front line at WLUM-FM
guarding our #1 position
in the Milwaukee market.”

Willie Davis

President
All Pro Broadcasting

Fidelipac Corporation
(JP.O. Box 808

(] Moorestown, NJ 08057
[JU.S.A.

(] 609-235-3900

(] TELEX: 710-897-0254
[J FAX: 609-235-7779

wwwan americanradiohistorn.com
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RADIO BUSINESS

TRANSACWONS

Continued from Page 10

BUYER: Candido Dias Carrelo of
Naugatuck, CT

SELLER: Sage Broadcasting Corp.,
headed by Leonard Fassler and Ger-
ald Poch. The company also owns
WBSM/New Bedford, MA; WFHN/
Fairhaven, MA; WKOL/Amsterdam,
NY; KMNS & KSEZ/Sioux City, IA;
WLVH/Hartford; and WRFB/Stowe,
VT. The company also owns 51% in-
terests in WACO-AM & FM/Waco and
WGNE[Titusville, FL. Sage is in the
process of buying WFOY & WUVUISt.
Augustine and of seling WCDL &
WSGD/Carbondale, PA (see below).
FREQUENCY: 1380 kHz

POWER: S5kw day/500 watts night
FORMAT: Spanish & Portuguese

25 if& x?r-» oh-.a:ww. 127

WAPRIAvon Park

PRICE: $100,000

TERMS: Asset sale for $10,000 cash
and ten-year $90,000 promissory note
at 10% interest

BUYER: Andrew Banas of Plymouth,
IN. He owns WRQT/Bear Lake, Ml.
SELLER: Fiorida Broadcasting Inc.
FREQUENCY: 1390 kHz

POWER: 1kw daytimer

FORMAT: The station is dark.
BROKER: Hadden & Associates is to
receive a $10,000 brokerage fee.

WNUE/Fort Walton Beach
PRICE: $10,000

TERMS: Asset sale for cash. Buyer
agrees to lease transmitter site for
$200 per month.

BUYER: Jerry Braswell, H.C. VanBus-
kirk, and Carolyn VanBuskirk
SELLER: Smith Radio Inc., owned by
M.D. Smith IV. The company owns
WAAY-TV/Huntsville, AL. Smith also
owns an interest in WKXJ/South Pitts-
burg, TN.

FREQUENCY: 1400 kHz

POWER: 1kw day/250 watts night
FORMAT: Station is dark.

WHGS/Haines City

PRICE: No cash consideration
TERMS: Transfer between two non-
profit organizations

BUYER: Landmark Baptist Church
Inc., headed by Dr. Mickey Carter.
The church also owns WLVF/Haines
City, FL.

SELLER: Haines City Public Radio
Inc., headed by Jack Moseman.
FREQUENCY: 90.3 MHz

POWER: 800 watts at 265 feet
FORMAT: Religious

WMTO/Port St. Joe

PRICE: $25,500

TERMS: Cash

BUYER: Capital Radio Services, own-
ed by Carl Hurlebaus and Eugene
Mark Jr. The company also owns inter-
ests in WAPQICrestline, OH and
WMJB/Evansville, WI. Hurlebaus also
owns WGRQ/Colonial Beach, VA;
WJMA & WVJZIOrange, VA; and
WDAR-AM & FM/Darlington, SC. Mark

owns WLET & WZLIIToccoa, GA.
SELLER: Maryann Wetmore-Kodish
and H. Scott Wetmore are selling a
51% stake in Florida Radionet L.P.
FREQUENCY: 93.5 MHz

POWER: 2kw at 393 feet

FORMAT: AC

WPSL/Port St. Lucie

PRICE: $389,000

TERMS: Asset sale for $325,000
cash; additional $64,000 cash for non-
compete.

BUYER: Belmont Street Broadcasting
Inc., owned by media/political consult-
ant Roger Ailes and Robert Gordon.
SELLER: St. Lucie Radio Corp., own-
ed by Ray Sherwood.

FREQUENCY: 1590 kHz

POWER: Skw daytimer

FORMAT: Gold
Bg oM V>< 8 :“'}": o @1‘?—%
WGMGICrawford

PRICE: Undisclosed for 49%

TERMS: Assumption of debt

BUYER: Broadcast Investment Prop-
erties Inc., owned by Frank Stainback
and Charles Giddens of McLean, VA.
Giddens is a media broker with Media
Venture Partners in Tysons Corner,
VA. He has interests in WTSH/Rome,
GA; WZOT & WTSH/Rockmart, GA;
WLOR-AM & FM/Thomasville, GA;
and WSNW & WBFM/Seneca, SC.
SELLER: Georgia Family Radio L.P.,
headed by Frank Stainback.
FREQUENCY: 102.1 MHz

POWER: 6kw at 303 feet

Middle market com-
munication companies
often find that when
it comes to borrowing
money for acquisition
or recapitalization,
financial institutions
simply aren’tin tune
with their special
situation. But at
Greyhound Financial,
you're assured of
serious consideration
from specialists who
know your business
and can approve the
financing you need
to succeed. Backed
by the multi-billion

YOURSUCCESS
ISOUR
BUSINESS.

SOLLTIONS THROUGH oERVICE

Greyhound Corporation,

rates and flexible lending

dollar resources of The
we offer competitive

guidelines which allow
us to structure loans to
accommodate your
special situation. If
your financial institu-
tion says “no” when
you need to hear “yes,’

call MATT BREYNE
(602) 248-2808

CHRIS WEBSTER
(602) 248-6955

or JEFF KILREA
(312) 855-1900
Chicago Office.

A Greyhound Company — @

Greyhound Tower—1160 Phoenix, Arizona 85077
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FORMAT: AC
COMMENT: Sale was filed as CP, but
station has recently begun broad-

casting

i T e

. indiana
WCTW & WMDH/New Castle
PRICE: $2.6 million
TERMS: Asset sale. Escrow deposit
$100,000. Additional $2.25 million
cash at closing. Seven-year promis-
sory note for $350,000 at 10% inter-
est, payable interest-only for first two
years.
BUYER: WTL Inc., owned by Stephen
Taylor of Marietta, GA; Donald Wig-
gins of Flint, MI; and Edward and Suz-
anne Taylor. The company also owns
WTLZ/Saginaw, MI. The Taylors own
WIKS/New Bern, NC and WACT-AM &
FM/Tuscaloosa and are in the process
of buying WQBZ/Ft. Valley, GA and
WWGS & WSGY/Tifton, GA.
SELLER: Mohr-Engledow Broadcast-
Ing Inc., headed by K. Stephen Mohr.
FREQUENCY: 1550 kHz; 102.5 MHz
POWER: 250 watts; 50kw at 500 feet
FORMAT: AC; Country
BROKER: Thoben-Van Huss & Asso-
ciates

KGZFIEmporla (FM CP)

PRICE: $7500

TERMS: Cash for assets

BUYER: Twin Rivers Communica-
tions Inc., owned by Ken Russell and
Mike Law. Russell owns WUXA-TV/
Portsmouth, OH and is the prospec-
tive assignee of a new FM at Manhat-
tan, KS. Law is an employee at KXXR/
Kansas City and part-owner of the pro-
posed buyer of an FM CP at Manhat-
tan, KS.

SELLER: Charles Coffelt of Emporia,
KS

FREQUENCY: 99.5 MHz

POWER: 6kw at 300 feet

S
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WQKS & WZZF/Hopkinsville
PRICE: $756,000

TERMS: Asset sale for $556,000 cash
and noncompete agreement for
$200,000 cash

BUYER: Regional Broadcasting Inc.,
owned by programming consultant
James Darwin (AKA Rusty Walker) of
luka, MS; Gerald Hunt of Savannah,
TN; and Jerdan Bullard, GM of WZZK-
AM & FM/Birmingham. Hunt owns
WORM-AM & FMiSavannah, TN and
KAHR/Poplar Bluff, MO.

—

YEARS
" Radio’s Blue-chip Broker

THE COMPLETE MARKET STRATEGISTS

SELLER: Tommy King, court-ap-
pointed receiver for the assets of Pen-
nyrile Broadcasting Co. Inc.
FREQUENCY: 1480 kHz; 100.3 MHz
POWER: 1kw day/24 watts night;
100kw at 602 feet

FORMAT' Gold; CHR
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WIDL & WKYOICaro
PRICE: $425,000 plus 80% of re-
ceivables at closing
TERMS: Asset sale for $325,000 cash
at closing and two-year promissory
note for $100,000 at one point over
prime.
BUYER: Jackson Communications
Ltd., owned by William Jackson of
Caro, Ml and James Jackson of Sun
City, FL. William Jackson is a news
producer at WNEM-TV/Saginaw, MI.
SELLER: Prime Time Radio Inc.,
headed by Robert Benkelman.
FREQUENCY: 1360 kHz; 104.9 MHz
POWER: 1kw; 3kw at 298 feet
FORMAT: MOR; Beautiful

o wwmwii i SO

WKQZ/Midiand
PRICE: $2,011,000
TERMS: Asset sale for $2,011,000
Escrow deposit $75,000, with addi-
tional $1,325,000 cash due at clos-
ing. Five-year promissory note for
$611,000. Additional noncompete
agreement valued at $166,000 cash
BUYER: Windward Communications
Il Inc., owned by East Lansing, Ml in
vestors R. Charles McLravy, George
Arbaugh Jr.,, and G. Woodward
Stover. They also own interests in
WGORI/St. Johns, MI; WKF X/Kaukau-
na, WI; and WHFB-AM & FM/Benton
Harbor, MI. McLravy is the 70% owner
of WLAJ-TViLansing.

SELLER: JOSI Broadcasting Corp.,
owned by Thomas Beauvais and
Gregory Theokas. They also own
WLFS/Pinconning, MI.

FREQUENCY: 93.3 MHz

POWER: 39.2kw at 554 feet
FORMAT: AOR

" Minneso

LAY §.M i
KARLITracy (FM CP)
PRICE: No cash consideration
TERMS: Asset sale for acquisition of
stock

BUYER: Pium Creek Broadcasting
Co., owned by John Linder, who owns
interests in KRIT/Clarion, 1A; KTOE/
Mankato, MN; KMHL & KKCK/Mar-
shall, MN; and KDOG/North Mankato,
MN.

Continued on Page 14

Proud of our ten-year association
with the Blue Chips

One Stone Place » Bronxvilie NY 10708 » {914) 773-7003
34856 Stage Drive » Thousand Palms CA 92276 - {619) 343-0083
1641 East Osborn Road * Phoenix AZ 85016 -

(602) 241-1618
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IN MEMORIAM.

It has taken over ten years, but
now, everyone in radio finally
agrees: Lifegroups are dead.
Even the research companies
who do Lifegroups are now
quietly burying them. Why?
Because Rantel Research in-
troduced radio to multivariate

research techniques. Rantel
Cluster Analysis was behind
most of the biggest radio suc-
cess stories of 1989. And now,
we’ve enhanced our technique

even more. Because of our
methodological upgrades,
Rantel clusters are even more
powerful, more actionable
than last year. So, don’t let
obsolete research bury you in
the ratings. Call Rantel before
your situation gets grave.

RANTEL

i

iy

o

CLUSTER ANALYSIS FROM THE EXPERTS.

wwway americanradiohistorv.com
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TRANSACTIONS

Continued from Page 12

SELLER: Karon Lundeen of Balaton,
MN

FREQUENCY: 105.1 MHz

POWER: 3kw at 325 feet

WRQO/Monticello (FM CP)
PRICE: No cash consideration
TERMS: This property is being trans-
ferred pursuant to a divorce settie-
ment.

BUYER: Marcus Rusty O’Neal, who
currentty owns 50% of the station
SELLER: Ruth Laws O’Neal is trans-
ferring her 50% stake in Monticello
Radio Co.

FREQUENCY: 102.1 MHz

KOLT/Scottsbluff

PRICE: $37,500

TERMS: Asset sale for cash

BUYER: Tracy Corp. V, owned by Mi-
chael Tracy. He also owns KMOR/
Scottsbluff, NE and KOAQ/Terry-
town, NE.

SELLER: Gary Hessler, court-ap-
pointed receiver for the Hilliard Com-
pany.

FREQUENCY: 1320 kHz

POWER: Skw day/1kw night
FORMAT: Station is dark.
COMMENT: Tracy is requesting the
FCC waive duopoly rules to permit this
transaction. According to his FCC fil-

ing, the receiver has interviewed 16
other potential buyers but has been un-
able to seli the economically distressed
station. Tracy contends that joint oper-
ation with KOAQ, located only three
miles from Scottsbiuff, would be in the
public interest; otherwise, he con-
tends, the station may be dismantied
and sold for scrap.

KYNF/South Sloux Clty

(FM CP)

PRICE: Undisclosed
TERMS: Asset sale. The purchase
price will be limited to the seller’s actual
costs, which have yet to be determin-
ed.

BUYER: Media Investment Partners,
owned by Michaei Ventura of Tampa.
SELLER: Larry Magnuson of Sioux Ci-
ty, IA, who's the former licensee of
KSCJiSioux CRy, IA.
FREQUENCY: 107.1 MHz
POWER: 3kw at 328 feet

k4

WLQE/Viilas

PRICE: $175,000

TERMS: Asset sale; entire price to be
paid via a series of promissory notes.
BUYER: Marc Scott Communlcations
Inc., owned by Marc Scott of Long-
port, NJ. Scott owns a 4.25% limited
partnership stake in the seller.
SELLER: Great Scott Broadcasting,
limited partnership headed by Faye
Scott. The company owns WKST-AM
& FM/New Castle, PA; WTTM &

WCHR/Trenton, NJ; WSEA & WZBH/
Georgetown, DE; WMBO & WPCX/
Auburn, NY; and a new FM at Merced,
CA.

FREQUENCY: 98.7 MHz

POWER: 3kw at 292 feet

WPSC/Wayne Township
PRICE: $1

TERMS: Cash and assumption of tower
lease

BUYER: Willlam Paterson Coliege of
New Jersey, headed by Chairman Rus-
sell Hawkins.

SELLER: Willlam Paterson College
Foundatlon, headed by Sol Goldberg.
FREQUENCY: 88.7 MHz

POWER: 200 watts at 299 feet
FORMAT: CHR & Educational

KMIO/Espanola

PRICE: $400,000

TERMS: Asset sale for cash. Escrow
deposit $20,000, with an additional
$100,000 cash due if the FCC author-
izes an upgrade to Class C3 status.
BUYER: Enchantment Media Inc.,
owned by William Sims. He also owns
KMIK/Santa Fe.

SELLER: The Holt Corporation, head-
ed by Arthur Holt. He also owns
WUSQ-AM & FM/Winchester, VA;
WKAP/Allentown; WZZ0O/Bethlehem,
PA; WBNE/Benton, PA; KMXQ/Socor-
ro, NM; WBOP & WTKX/Pensacola;
and WOAD & WJMi/Jackson, MS.
FREQUENCY: 102.3 MHz

Large or small. Domestic or interna-
tional. No one can reach your audi-
ence like IDB Broadcast. IDB's full
range of transmission services are
available to satisfy the simplest or
the most demanding broadcast re-
quirements

Radio Remotes - Add impact to
your format via Satellite. Radio re-
motes are exciting for listeners.. and
good business for advertisers

FM? - A new, low-cost service for
distributing radio programming to
increase your offerings or even build
your own network affordably.

IDAT - (International Digital Audio
Transmissions) Dramatically re-

IDB BROADGAST...
CREATING NEW POSSIBILITIES
IN THE WORLD OF RADIO

duce costs, while improving the
quality and ease of international of
audio transmissions. Tokyo and
Sydney have been added to the
growing list of gateway cities world-
wide

DATS (Digital Audio Transmission
Service) - IDB offers fult-time and
occasional distribution to the SAT-
COM 1R universe of over 5,000
radio stations throughout the US

$SI (Sports Satellite Interconnect)
The nation’s largest network of
transmit/receive earth stations offer-
ing complete connectivity for cover-
age of sports, news, concerts as well
as many other special events.

Transportables - The largest fleet

stations makes anyplace in the world
accessible to US and foreign broad-
casters

Make the connection with IDB!

o
gDBB_lamncasI

10525 W. Washington Blvd
Culver City, CA 90232
(213) 870-9000

TELEX: 277458 IDB UR
FAX: (213) 838-6374

transportable and fly-away earth

v americanradiohistorv com

POWER: 820 watts at 636 feet
FORMAT: Country

WNNR/Sodus (FM CP)

PRICE: $10,000

TERMS: Cash for assets

BUYER: Waynco Radio Inc., owned by
Robert Pfuntner of Elmira, NY and
John Tlckner of Newark, NY. Pfuntner
owns WELM & WLVY/Eimira, NY and
is the proposed licensee of WVIN-AM
& FM/Bath, NY. Tickner is GM of
WACK/Newark, NY.

SELLER: Cralg Fox, the owner of
WOLF/Syracuse. He also owne inter-
ests in WNHA/Concord, NY; WNYS/
Canton, NY; and five TV stations.
FREQUENCY: 103.5 MHz

POWER: 3kw at 328 feet

WKLM/Millersburg

PRICE: $500,000

TERMS: Asset sale. Escrow deposit
$15,000, with balance due cash at
closing. Additional noncompete agree-
ments valued at $75,000; three-year
consulting agreement valued at
$125,000, payable in 36 consecutive
monthly installments of $3472.
BUYER: Coshocton Broadcasting
Company, owned by Bruce Wallace.
The company owns WTNS-AM & FM/
Coshocton, OH. Wallace is a director
of Banc One Coshocton N.A., a bank
holding company.

SELLER: Graphic Publications Inc.,
owned by Abe and Frances Mast.
FREQUENCY: 95.3 MHz

POWER: 3kw at 328 feet

FORMAT: CHR

KTRT/Claremore

PRICE: $70,000

TERMS: Asset sale. The buyer is to
pay $500 per month until $70,000 is
fully paid. if the FCC has not approved
the sale by then, buyer has an option to
purchase all broadcasting airtime for
$10 per month for a period not to ex-
ceed 50 years.

BUYER: Oklahoma Sports Propertles
Inc., owned by Fred Welnberg, who
publishes the Penny Press, a weekly
newspaper in Tulsa.

SELLER: Harmon Kiefer Curlee
FREQUENCY: 1270 kHz

POWER: 1kw day/26 watts night
FORMAT: Country

COMMENT: Tuisa media tycoon Ed-
ward Taylor is assisting with the finan-
cing of this transaction.

KVAS & KKEE/

Astoria, OR-Long Beach, WA
PRICE: $72,000 (approximate)
TERMS: Asset sale. Buyer to assume
outstanding liabilities, totalling approxi-
mately $72,000, and negotiate settie-
ment to other claims.

BUYER: Lower Columbia Broadcast-
Ing Company, owned by Charles
Farmer of Astoria, OR. He owns
KTDO-AM & FM/Toledo, OR and
KCST/Florence, OR.

SELLER: Kay Broadcasting Co. Inc.,
owned by Robert Loucks and Lawr-
ence Helnrich.

FREQUENCY: 1230 kHz; 94.3 MHz
POWER: 1kw; 3kw at 233 feet
FORMAT: Country; Gold

WCDL & WSGD/

Carbondale (Scranton)

PRICE: $2 million

TERMS: $1.5 million cash and
$500,000 promissory note

BUYER: S & P Broadcasting Inc.,
owned by John Piccirliilo and Ron
Swanson. They also own WALY/Altoo-
na, PA and WWPA & WRKA/WIiliams-
port, PA.

SELLER: Sage Broadcasting Corp.,
headed by Leonard Fassler and Ger-
ald Poch (see WFNW/Naugatuck, CT
above).

FREQUENCY: 1440 kHz; 94.3 MHz

POWER: 5kw; 330 watts at 770 feet
FORMAT: Nostalgia; Gold

BROKER: Robert A. Chaisson

KWSK/Dalngerfleld

PRICE: $1800 for 47%

TERMS: Stock sale for cash

BUYER: Kenneth Shultice of Dainger-
field, TX

SELLER: Stacy Roberts is selling his
47% interest in Robworthton Broad-
casting Co.

FREQUENCY: 106.9 MHz

POWER: 1.1kw at 511 feet
FORMAT: AC

KVOZ & KOYE/Laredo

PRICE: $3 million (approximate)
TERMS: Station assets are being sold
for $2 million, with additional consulting
and noncompete agreements valued at
approximately $1 million.

BUYER: Broad Based Communica-
tions Inc., headed by Vincent Henry
and Art Camiolo. The company owns
WWDD & WIQl/Tallahassee and is the
proposed buyer of KYEA/Monroe, LA;
KEBE & KOOl/Jacksonvilie-Tyler, TX;
KDAE & KLTG/Corpus Christl; and
WPFM/Panama City, FL. Henry is the
son of Philadelphia radio broadcaster
Ragan Henry.

SELLER: Border Broadcasting Inc.,
owned by W.J. Harpole. He also owns
interests in KEPS & KINL/Eagle Pass,
TX; KSPL/San Marcos, TX; and KVOU
& KYUF/Uvalde, TX.

FREQUENCY: 890 kHz; 94.9 MHz
POWER: 10kw day/1kw night; 100kw
at 1000 feet

FORMAT: Spanish; AOR

BROKER: Don Sallors of Sailors and
Assoclates

WCEF/Ripley

PRICE: $420,000

TERMS: Asset sale for cash

BUYER: McWhorter Communications
Corp., owned by Robert McWhorter,
Ronald Hill, and Roger Morgan.
SELLER: Thomas Communications
Corp., owned by Wayne A. Thomas.
The company also owns WBES/Char-
leston, WV; WATQ & WETZ/New Mar-
tinsville, WV; and WKKW/Clarksburg,
LA

FREQUENCY: 98.3 MHz

POWER: 3kw at 300 feet

FORMAT: CHR

WLKD/Waupun

PRICE: $170,000

TERMS: Asset sale. Escrow deposit
$32,000; the sale is contingent on the
buyer obtaining financing in the amount
of $124,000 at 12% interest.
BUYER: BBK Broadcasting Inc., own-
ed by Chris Bernier, George Bau-
mann, and Mark Kastelin.

SELLER: Midwest Dimensions inc.,
owned by James Courselle. The com-
pany also owns WGGQ/Waupun, Wi
and WLKE/Oshkosh, WI.
FREQUENCY: 1170 kHz

POWER: 1kw daytimer

FORMAT: AC/Contemporary Christian
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Until now, when you wanted a production
library, you had to buy the whole ball of wax,
complete with all the discs you didn’t need. It
was a package deal —you had to take it or leave
it. But not any more. Now, FirstCom —with
the biggest and best production libraries in the
industry —lets you create a library that’s
customized for your station. And you'll love
what you buy or get your money back.

We guarantee it. J

CHOOSE EXACTLY WHAT
YOU NEED FOR A CUSTOM
LIBRARY

=¥ Imagine a menu with three main courses,
# all digitally recorded, mixed and mastered:

¢ FIRSTCOM DIGITAL PRODUCTION
LIBRARY

e MAXIMUM IMPACT

e DIGIFFECTS

Depending on your production load and the
sound of your station, you may need these

libraries in their entirety—or go a la carte —
pick the discs you want. The choice is yours.
FirstCom Digital Production Library is
the “workhorse” industry standard with over
2000 cuts of pure production power. It
provides a full spectrum of music to satisfy
virtually every conceivable production need.
Our hot contemporary library, Maximum
Impact, adds technicolor to your production.
It lets you push the limits with cutting edge
sweepers and explosive promos and
commercials. And Digiffects, a digital SFX
library with over 2000 cuts, gives you sounds

’ . with startling presence.

. ENHANCE THE PRODUCTION
VALUE OF YOUR STATION

With more discs, more cuts and superior
variety, FirstCom does more than
~ Improve your production capacity—
. we tnspire creativity. Your station
sounds better; production goes
faster. Best of all, you can lease,
or own your custom library
outright, for one low monthly
payment.

U YES, I want to hear demos of your DIGITAL libraries.

U YES, I'm interested in learning more about a Custom Production Library
and a two-week unconditional money- back guarantee.

CALL THE FIRSTCOM
PRODUCTION TEAM FOR
A FREE ANALYSIS

Tell us about your particular production
requirements and the “attitude” of your station.
After analyzing your needs, we'll use your
input and our experience to assemble the best
library you've ever heard — custom-tailored to
your specifications and budget. Sample it for
two weeks. There’s no risk and absolutely no
obligation. If, for any reason you don't think it
will significantly improve your production, just
send it back for a complete refund. You love it
or we eat it...either way you can't lose. We
guarantee it.

It vrsy Corr»

FirstCom...First Choice
for Library music.

FOR A DEMO OR FREE ANALYSIS
CALL 800/858-8880

(collect at 214/934-2222) or simply fill out the
information form and mail to:
FIRSTCOM - 13747 Montfort Drive, Suite 220
Dallas, TX 75240 ¢ or FAX to: 214/404-9656

Name

Title

Company

Address

/

State Zip

/

Telephone

T T TTTTTTTTT T
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FAX #

M Service Mark 1990 FirstCom Broadcast Services, A division of Jim Long Companies, Inc.
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pareqaegon (parsgan’) n. 1. A model of
excellence or perfection; peerless example.

Roger Wimmer, PhD . Chris Porter
President Executive Vice President
Mike Henry Paul Ernst
Vice President Director of Research
Annie Reid Fran Judd
Director of Research Services Research Analyst
John Fischer Trish Kilby
Computer Operations Manager Office Manager
Vicki Mann

Director of Marketing/National Sales

= = Paragon Research

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

NEW MARKETING OPTIONS

Things Aren’t Changing —
They’ve Already Changed

his year has begun as an incredible chal-

lenge in many markets around the coun-

try, and the forward-thinking members
of our industry have responded aggressively. As
a result, they’re achieving disproportionately
high shares — even in depressed markets or
those in which revenue is flat.

Many salespeople have
been discussing the way
things are changing. Fact
is, things aren’t changing —
they’ve already changed!
The old saying, ‘“The more
things change, the more
they remain the same,”
just isn’t applicable to the
marketing business. Today,
the only certainties are debt
service, lower CPPs, more
competition, fragmenta-
tion, and change itself.

The Battle
Of The Bored

One critical issue is bore-
dom. Not only are adver-
tisers and marketers bored
— consumers are bored as
well. Those of us in the ra-
dio or record industries who
cater to these consumers
should respond accord-
ingly.

To win this battle of the
bored, marketers are look-
ing for new options and op-
portunities — and they’re
finding them in record
numbers. In addition to the

‘“‘Virtually every major
retail account has some
sort of advertising/
display program
mandated in which
manufacturers can
participate.’’

traditional commissionable
media advertising options
— radio, television, print,
etc. — there are now four
new ones:

e Third party point-of-
purchase

* Retail specific/display

* Media ‘‘esoterica”

* Direct marketing.

It’s essential to be attun-
ed to these options. First,
they represent incredible
new revenue opportunities
for stations — such as non-
spot revenues and alternate
budget areas — while pro-
viding leverage to drive
greater shares and average
unit rates when used in con-
junction with traditional ad-
vertising.

By Chris Beck

Second, they represent
exceptional opportunities
for ourselves. Third, they
allow us to become aware
of the competition and re-
align our thinking — the ul-
timate power in the '90s.

Third Party POP

Point-of-purchase adver-
tising through a third party
is quite possibly the fastest
growing segment available
today. Companies working
in this arena are amassing
tremendous clout with this
option.

Marketers considering
POP have many alterna-
tives. such as buying shelf
talkers, in-store billboards,
shopping cart advertise-
ments in drug or grocery
stores, or sponsoring in-
store POP radio broad-
casts,

25% -

Media
Trade
Coupons

S

Manufacturer Budget Breakdown

31%

\
44%

Source: Donnelly Marketing
]

Retail Advertising/
Display

Virtually every major re-
tail account has some sort
of advertising/display pro-
gram mandated in which
manufacturers can partici-
pate. These opportunities
combine advertising with
retail display to create im-
pulse purchases and incre-
mental sales over and
above normal sales levels.

jor market —

Budweiser: A Case Study

fter several summers of its traditional “Pick A Pair*
promotion, Budweiser beer has reallocated its tra-
ditional advertising dollars. The phrase had just be-
gun to stick in consumers’ minds — so why the redirection?

The company found that beer sales would rise if it used
a high percentage of the reappropriated budget as leverage
for additional in-store consideration.

Budweiser hired a promotional agency and invested in
100 above-ground swimming pools — two or three per ma-
- for marketwide consumer promotions to influ-
ence point-of-purchase brand decisions.

Manufacturers now allo-
cate the largest segment of
their marketing budgets —
4% — to retail specific
campaigns, according to
Donnelly Marketing. This
compares with 31% for me-
dia and 25% for coupons
(see accompanying graph).

‘“‘Generic image
advertising is becoming
less effective.”’

Media Esoterica

This phrase refers to the
new — and, in many cases,
unproven — marketing and
media options available to-
day. Channel One, the na-
tional in-school TV service
that’s receiving wide sup-
port from a variety of na-
tional advertisers, is a pop-
ular option in this category.

Other topical examples of

media esoterica include
Continued on Page 19

VIP
ACCESS

PLUS, MORE SUPERSTAR ACTS TO BE ANNOUNCED SOON!

MAKE SURE YOUR WINNERS ARE AT KNEBWORTH 1990 WITH MUSIC AWARENESS PROMOTION'S FULL TRAVEL PACKAGES --

WITH GENERAL SEATING OR EXCLUSIVE VIP ACCESS!

CALL JON SCOTT FOR COMPLETE DETAILS: (800) 634-5043 OR (818) 883-ROCK
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Things Aren’t Changing — They’ve Already Changed

Continued from Page 17

commercials on videocas-
settes, on-line information
brokers, and Healthlink TV
(broadcast in doctors’ of-
fices).
Direct Marketing

This category has seen a
significant amount of
growth during the past dec-
ade, moving from simple
couponing to complex data-
bases. In fact, there’s even
a service called ‘“Check
Robot,” which distributes
coupons at the cash register
depending on the items a
consumer purchases.

‘“To have an impact on
today’s consumers, you
must offer them
incentives that ‘catch
them in the act’ — not
those that try to
change their habits.”’

For example, if Acme
charcoal fluid had purchas-
ed the service and I bought
another brand, the compu-
ter would give me — a
proven charcoal fluid buyer
— a cents-off coupon good
for Acme’s brand.

Other options (albeit less
high-tech) include two long-
time standbys: instant re-
demption couponing and re-
tail catalogs. Incidentally,
catalog sales have more
than doubled from 1980 to
1988.

Ogilvy On Advertising

The byproduct of these
advances, however, is pan-
demonium among those
who practice and extol the
virtues of traditional adver-
tising, including the god-
father of our industry —
David Ogilvy.

In his book, “Ogilvy On
Advertising,” Ogilvy builds
cases for the ability of ‘“im-
age” and “‘brand” advertis-
ing to move products for
manufacturer clients. He
believes ‘‘sales promotion”
cheapens a brand, and the
only longterm cure is a
“mental franchise” with
consumers.

While there certainly is
value to that point of view,
the reality is that generic
image advertising is be-
coming less effective. (In-
terestingly, 40% of the rev-
enues of the agency he
founded — Ogilvy & Mather
— comes from non-adver-
tising services, according to
Advertising Age.)

Those excelling in today’s
competitive environment
are adopting forward-think-
ing ideas for generating
sales, whether for
manufacturer or retail cli-
ents. The newest marketing
tools are nothing like those
that were successful even
two or three years ago.

Successful Strategies

To have an impact on to-
day’s consumers, you must
offer them incentives that
“catch them in the act” —

I PHONE:

8%

Could You Use

AWARD-WINNING
COPYWRITERS

On Staff for Only $5/Script?*

E. Get UNLIMITED Copy-
Spots, Specs, Promo's

. Get Custom Copy Written
||! Especially for Your Client-
No Fill-in-the-Blanks!

II. Get “I| Needed it Yesterday"
Service. Copy Delivered in as

little as 1 HOUR!

A A
BENMARadie™

/4

. 301 -340-0829

We're changing
the way radio
stations write

=5
==
==
===
Friis
.
=
p=ay
(==
=
=il
[
R
R
-~
e atare]
==
]
=
fE s o]
.
<=1
—_——
o
=
=
=)
==
==
==
=
R
f- 4
copy! I
-y
=

= 30'1 "'g?‘ '0202 ‘Restrictions apply

not those that try to change
their habits. Making some-
thing too difficult for con-
sumers or trying to alter
their already stressed-'n’-
pressed schedules will al-
most surely result in
disaster.

One such example in-
cludes promotions and
events tied to automated
teller machines (ATMs).

““The most effective
incentives are gifts or
products with
purchase, in which
everyone wins.”’

They're already in many
supermarkets, and are a
simple way for consumers
to receive instant gratifica-
tion. :

Promotions also must be
logical to the shoppers.
Many have had less-than-
desirable results from pro-
motions that involved in-
centives or cross-promo-
tions that didn’t make
sense. The most effective
incentives are gifts or pro-
ducts with purchase, in
which everyone wins.

Chris Beck is the Pres-
ident of Chris Beck Com-

munications, a sales
consulting firm. If you
have a question about a
column 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, Wood-
land Hills, CA 91364.
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Cross-Marketing Catalysts

ross-marketing is a great way to attract consumers
and obtain maximum media leverage. Following are

some ideas to get you started on this added edge:

Woeight Loss Centers & Clothing Stores

This type of promotion works extremely well, since a
primary objective of those trying to lose weight is to buy
new clothes — at a smaller size.

This incentive builds traffic at clothing stores by offering
diet center patrons a price-point reduction as well as pro-
moting the store’s alteration services.

The weight loss center also wins by reaching new po-
tential customers at the time they're the most cognizant
(and perhaps most depressed) about their clothing size.

Florists & Chocolate Manufacturers

This pairing represents another highly successful
cross-marketing opportunity. Florists receive a large
amount of additional signage and consideration at the candy
maker's retail displays or (sometimes) actual in-pack/on-
pack incentives.

Chocolate manufacturers not only receive orders from
new accounts, but also get a tremendous sampling oppor-
tunity that's likely to translate into additional brand pur-
chases.

This system has been effective in supermarkets, drug-
stores, and some full-line department stores that have their
own floral departments — it represents new nontraditional
department sales for the candy manufacturer and brings
customers who are aiready in the store over to the floral
area, where they make additional impulse purchases.

Hotels & Child Care Facilitles

It's no secret that local weekend packages are one of
the most crucial profit centers that a hotel can offer your
station. With a second “baby boom” under way, this part-
nership gives hotels an edge by offering child care to cou-
ples while they enjoy a romantic getaway.

It's also a good way to expose parents to the child care
operation'’s facilities, which they'll then be motivated to use
on a fulltime basis. The execution is quite simple — hotels
simply convert one of their conference rooms into a nursery
during certain weekend hours.
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urnout — the condition of

emotional or physical col-

lapse brought on by in-
creased job pressure — is no
stranger to the radio and record in-
dustries.

Although most people can pro-
tect themselves against job burn-
out, some folks have trouble detect-
ing the symptoms. Below are the
six stages of burnout, according to
Chapel Hill, NC-based psychiatrist
and business consultant Martin G.
Groder.

* Stage 1: Overenthusiasm is the
first sign of burnout. Those in this
stage are prone to telling long and
nervous tales about their wonder-
ful jobs.

» Stage 2: Physical symptoms
such as ulcers, rashes, back and/or
neck pain, colds, or flu emerge.
Those in this stage become antag-
onistic and begin to miss work and
drop friends, relatives, and col-
leagues who aren’t supportive.

e Stage 3: Deprivation symp-
toms begin to appear. Those in this
stage feel secretly hollow, less im-
portant, and don’t enjoy their work
as much as they used to. They may
sense something is wrong and take
a vacation or sabbatical, but the
remedy will be only temporary.

MANAGEMENT

Six Stages Of Burnout — And How To Fight Back

e Stage 4: The sense of emp-
tiness and impending defeat in-
creases. This is the stage of desper-
ate moves and big risks taken
(with careers, finances, and rela-
tionships) in an attempt to avoid
failure — even at the expense of
other important aspects of the af-
flicted person’s life.

e Stage 5: The lies and decep-

BPME Names
Conference
Speakers

nterep Radio Store Chairman
Ralph C. Guild will be the key-
note speaker at the 35th annual
BPME & BDA Conference, June
10-13 at Bally’s Hotel in Las Vegas.
Kicking off the event will be
CBS/Broadcast Group President
Howard Stringer. Other partici-
pants include Davis*Glick Produc-
tions Co-President Sam Glick,
“American Top 40" host Shadoe
Stevens, Interep Exec. VP/Radio
Development Director Erica Far-
ber Viola, and WROR/Boston Di-
rector/Marketing & Promotion
Lou Bortone Jr.

tions grow, and those in this stage
become cut off from people be-
cause they can’t disclose their true
feelings. Other symptoms include
insomnia or oversleeping, nervous-
ness, forgetfulness, and distraction
— similar to symptoms of depres-
sion.

e Stage 6: In this final stage,
burnouts get fired, go bankrupt,
have a breakdown, become suicid-
al, or end up with a serious physic-
al illness.

Battling Back

Burnout can be interrupted at
any of these stages, but the earlier
it’s caught, the easier it is to treat.
Here are some suggestions on how
to combat burnout:

* Seek help. Ask your friends and
family for support, and — first and
foremost — take good care of
yourself.

o Cut your workload. But before
you do, be careful. Since victims of
burnout are extremely success-
oriented, make sure you have
things to do during your free time.

¢ Enjoy relaxing activities.
Make a list of things you once
found rejuvenating, and figure out
a way to put them back into your
life.

Historically, the business of war is short-lived. However, the war
of business is on-going and never-ending.

To be prepared for the competitive onslaught of the 1990’s,
progressive broadcast marketers must take the offensive. They
must employ winning strategies. They must attack first and
often..with the best weapons at their disposal.

Broadcast Direct Marketing can outfit your station’s general
staff with the best weaponry available..potent ordnance such as
market research, database management, direct mail promotion,
telemarketing, audiotex, Radio/TV Contest Directs, and custom-
designed integrated campaigns. And our team of broadcast market-
ing professionals provides a strategic approach to your battle plan
that is second to none.

War is Hell and always will be. But there are winners and
there are losers. And the time for you to act is now.

BROADCAST
DIRECT

BROADCAST DIRECT MARKETING, INC.

305/662-9524

BLUE SKY FIND

Adaptor Keeps Airborne
Execs Movin’ In Stereo

et boys and girls, prick up your ears: Chicago-based Just Imagine
J Inc.'s Executive Travelware division has recently introduced the "Jet-

man Airdaptor” (pictured) for traveling execs who are tired of the
“broadcasting from Mars" quality of standard airline headsets.

The Jetman is a self-contained, pocket-sized headphone system that
features a set of stereo earbuds and the company's patented “airdaptor” —
a state-of-the-art processing module that converts an airline’s “riped”
sound into ampiified stereo signals. How? By processing the audio th-ough
a pair of sensitive condenser microphones and filtering out excess niss.

To use the battery-powered Jetman, simply insert its “‘sound pickup
plug” into an airplane’s audio seat jack, then slip on the system’s earouds.
The natural on-air giveaway is list priced at $29.95. For more info, phone
(800) 397-7477.

® June 10-13 — BPME/BDA
Conference. Bally's Hotel. Las
Vegas, NV.

® May 9-13 — R&R Convention
'90. Century Plaza Hotel. Los
Angeles, CA.

® May 16-20 — American Wom-
en In Radio & Television’s Na-
tional Convention. Capital Hilton
Hotel. Washington, DC.

® May 19 — NAB Small & Me-
dium-Market Managers Round-
table. Crescent Hotel. Phoe-
nix, AZ.

® June 9-15 — NAB Executive
Management Development
Seminar. University Of Notre
Dame. Notre Dame, IN.

® June 22-23 — Bobby Poe
Convention. Sheraton Fre-
miere. Tysons Corner, VA.

® July 12-15 — Upper Midwest
Communications Conclave.
Radisson Hotel South. Minne-
apolis-St. Paul, MN.

® July 14-18 — New Music
Seminar 11. Marriott Marquis
Hotel. New York, NY.
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Columbia
grads:
please
contact
mission
control...

In the 25 years since 1964, Columbia School of Broad
casting has helped send thousands ot careers into orbit.

Now we d like our graduates to touch down with us. Sc
we're giving a reunion party to help launch us into our nex:
guarter century.

Contact Columbia’s Mission Control about our 25 year
reunion biast off. at 1 (800) 325-5785 for more details.

COLUMBIASCHOOL OF BROADCASTING
5858 Hollywood Blvd.. Hollywood. Ca. 90028

@
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acky comic Roseanne
Barr says the ghost of
'80s rocker Janis Joplin

is urging her to become a rock 'n’
roll star! According to this week's
National Examiner, the rotund sit-
com queen recently confessed that
Janis's “wild-eyed spirit” had awak-
ened her in the middle of the night,
begging Barr to “carry on my mu-
sic!”

Roseanne is allegedly putting to-
gether a band with herself as vocal-
ist and hubby Tom Arnold on gui-
tar. No label deal has yet been an-
nounced

Speaking of specters, the Nation-
al Enquirer reports that John Len-
non’s spirit recently told Yoko Ono
to purchase a 50-diamond, $2 mil-
lion necklace to celebrate the ex-
Beatle’s upcoming half-century
birthday!

Wonderful World,
Beautiful People

Kudos to New Kids On The
Block member Jordan Knight, Jo-
dy Watley, Fine Young Canni-
bals lead singer Roland Gift, Cow-
boy Junkies songstress Margo
Timmins, George Strait, and Chris
Isaak. They were all named to Peo-
ple's list of “The 50 Most Beautiful
People In The World.”

Congrats also to Janet Jackson,
picked by the current US magazine
as one of “The World's Ten Most
Beautiful Women.”

And . . . atip o' the rubber chick-
en to Howard Stern's foul-mouthed
pal Jackie ‘‘The Jokeman’’ Martl-
ing for landing a fulltime job at Pent-
house. The comic's “Joke Book”
page wilt appear regularly in the
monthly, beginning with the current
June issue.

Duelin’ Divas

According to the Star, Cher and
Madonna are locked in a “no-
bitchy-remarks-barred battle” for
bragging rights to the summer’s
best concert tour. “This is no
game,” warns the 'zine's record in-

Joplin’s Ghost Begs
Roseanne To Sing!

1.D. ILLOGICAL DIFFERENCES —
This week’s Star says Linda Ron-
stadt was none too pleased when a
fan at a New Orleans health food
store mistook the singer for TV ac-
tress Delta Burke!

dustry insider. “These ladies would
sooner choke than say something
nice about each other.”

Cher reportedly laid the ground
rules by announcing: “Madonna’s
got nothing on me. She can't sing.
She can't dance. She can't act.
And, she's not very attractive
either!” As for the Material Girl's re-
sponse, the insider simply says
"bring up Cher's name and she
goes CRAZY!”

Tennessee Flat Top

Doctors are warning Dolly Parton
that the pint-sized breast enlarge-
ments she recently had surgically
implanted (R&R, 4/30) could “turn
hard, lose their shape, or even go
as flat as pancakes!”

An unnamed Beverly Hills medic
tells this week's National Examiner:
“If | were Dolly, I'd worry when |
went to bed at night whether my
breasts were still going to be there
in the morning!”

R&R doesn't run com