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RISING FROM PD TO GM

Former WPGC/Washington PD Ben Hill
is now the station’s President/GM,
overseeing Infinity’s Detroit, Chicago,
Atlanta, and Houston properties, too.
How did he make the change?

D E

Page 27

GET THE MOST FROM
YOUR MORNING SHOW!

What are ACs doing to brighten up
their weekend programming?
KGBY/Sacramento solved the problem
by plugging highlights of its Paul & Phil
morning show into a Saturday
8-10am block.

Page 44

BUILD A BETTER
MARKETING PLAN

Strategic goals. Product definition.
Competition. Audience profiles. Research.
Primary and secondary promotions.
Advertising. Attracting new cume. Tactical
promotional planning. Consultant John
Lund details how all these elements should
be part of your station’s marketing plan.
Page 14

ROCK RADIO RESPONDS
TO COMMERCIAL BABBLE

Seven members of the Rock radio
community voice their concerns about the
proliferation of poorly conceived, cliche-
ridden commericals.

Page 68

Angie Handa becomes PD
at new NAC KOAZ/Phoenix

* Norbert Nix now VP/Nat’l Promo;
Pat Surnegie named VP/West
Coast Promo for Mercury/Nashville

* Lisa Stephen Farmer now
Tapscan President/CO0
Page 3

CHR/POP
* CELINE DION Because You Loved Me (550 Music)
CHR/RHYTHMIC

* FUGEES Killing Me Softly (Ruffhouse/Columbia/CRG)

URBAN
® SWV You're The One (RCA)

URBAN AC
o {SLEY BROTHERS Let’s Lay Together (/siand)

COUNTRY
o GEORGE STRAIT Biue Clear Sky (MCA)

NAC
e HERBIE HANCOCK Thieves In The Tempie (Verve)

HOT AC

o CELINE DION Because You Loved Me (550 Music)
AC

© CELINE DION Because You Loved Me (550 Music)

ACTIVE ROCK
o DISHWALLA Courting Blue Cars (A&M)

ROCK
® VAN HALEN Humans Being (Warner Sunset/W8)

ALTERNATIVE
« CRANBERRIES Salvation (/sland)

ADULT ALTERNATI\
« HODTIE & THE BLOWFISH Old Man & Me (Atiantic)

-

NEWSSTAND PRICE $6.50
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Orlando Transformed Into
Consolidation City, USA

W Two weeks of deals put nearly 75% of market's
stations in the hands of three companies

By Roy Furcucort
R&R WASHINGTON BUREAU

Orlando has suddenly become
“Consolidation City, USA” as
station sales and trades last week

Orlando station from Chancellor
President Steve Dinetz. Two
weeks and $178 million later,
Dinetz bought OmniAmerica’s
radio group, which consists of

put nearly 75% of Orlando’s ra-  eight Florida stations.

dio stations in the hands of three Chancellor bought WAPE-FM

companies: Chancellor Broad- & WFYV-FM/Jacksonville;

casting, Cox Broadcasting,and WJHM-FM, WOMX-FM &

Paxson Communications. WXXL-FM/Orlando; and
Why Orlando? WEAT-AM &
Happenstance, . FM & WOLL-

say efperts. “The Sta(:klng Sharﬁs FM/West Palm

deals are not con-
nected; one did
not cause the oth-
er,” said Bill Ste-
ding, Managing
Director of Star

Based on the Winter '96
Arbitron ratings, Orfando’s
three dominant radio
groups control the following
12+ shares of the market:

Beach for $163
million cash and
$15 million in
Chancellor stock.
The deal was
sealed in a mara-

# Statio %
Media Group, = 2 thon negotiation
which handled CoX 7 293  that concluded at
the Chancellor - Chancellor 4 265  3amonMay I5.
transaction. Paxson 4 147 Chancellor al-

Steding said
the market had
looked resistant
to consolidation.
Although there were a lot of dif-
ferent owners, “everyone was
making money,” he said. But stra-
tegic opportunities drove consol-
idation.

Omni Cashes Out

Last week’s first deal was put
in motion about a month ago
when OmniAmerica Chairman/
CEO Carl Hirsch tried to buy an

Fugh Becomes PD
For WMVP/Chicago

All-Sports WMVP-AM/Chi-
cagohas tapped Bill Pugh as PD,
effective May 27. The former
WSHE-FM/Miami PD suc-
ceeds Greg Solk, who now has
corporate duties for 'MVP own-
er Evergreen Media.

“Bill’s history with personali-
ty-driven stations is ideal for
phase two of WMVP’s develop-
ment,” said "MVP VP/GM Doug
Sterne. “We’re very excited
about bringing him into the fold.”

Pugh added, *“There are very
few times when something like
this comes together. I feel very
fortunate to have this opportuni-
ty and look forward to being a

PUGH/See Page 17

Transaction details:
Page 6

ready owned one
Orlando station,
WOCL-FM. Ac-
cording to BIA
figures, the four stations will reap
an estimated 36% of Orlando’s
radio revenue.

Meanwhile, Hirsch will join
Chancellor’s board of directors.
He also has a consulting contract
with Nationwide Communica-
tions, which purchased WMJI-
FM & WMMS-FM/Cleveland

ORLANDO/See Page 17
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Entercom, NCI, Secret In

$100 Million

nd the swaps go on. This time,
the deal involves two swaps,
three groups, four stations, and is
worth about $100 million.
When the swaps are complet-
ed, Secret Communications will
own Country WDSY-FMand Al-
ternative WNRQ-FM/Pitts-
burgh; Nationwide Communi-
cations will own Alternative
KTBZ-FM/Houston; and En-
tercom will get Rock KISW-

Double Swap

FM/Seattle, plus approximately
$25.5 million in cash.

Secret is swapping KTBZ plus
an estimated $13 million to En-
tercom for the Pittsburgh stations;
Secret already owns WDVE-FM
& WXDX-FM/Pittsburgh.

Entercom is then trading the
Houston property for Nation-
wide’s KISW and $12.5 million

SWAPS/See Page 17

In the noble tradition of
Howard Stern, Rush Lim-
baugh, et al., Emmis CHR/
Rhythmic WQHT (Hot 97)/
New York morning masters
Ed Lover & Doctor Dre are
the latest radio stars to turn
their air talents into literary
gold, with the publication of
“Naked Under Our Clothes”
(Fireside/Simon & Schuster,
$11). Jam-packed with funny

WQHT/NY Morning Men Join Ranks
0f Radio Stars-Turned-Authors!

Ungen OUR L

w6l e TG A gt a o kel

o h

) Eg Lover ame
k. Doctor Pra
Unalpped,
Uncut &
Totatty Unplugged

photos, the 187-page paper-

back is also avaitable in a 60-minute audiocassette version.

More than living up to its “unzipped, uncut, and totally unplugged”
subtitle, the book features the former cohosts of “Yol MTV Raps”
sharing their thoughts on life, love, money, fame, celebiities, and —
of course — their radio show, which ranked fourth in the market,
scoring a 4.8 in the Winter '96 Arbitron.

Hoffman Appointed PD For KRQR/SF

KEDG-FM/Las Ve-
gas OM Steve Hoffman
has been named PD at
CBS Classic Rocker
KRQR-FM/San Fran-
cisco. He replaces John
McCrae, who became
PD of WAQX/Syracuse
last month.

“Steve’s varied experi-
ence and capabilities will
be tremendous assets to
KRQR and our organiza-
tion,” commented station VP/GM
Steve DiNardo. “We are commit-
ted to improving the performance

Hoffman

of this radio station, and
Steve will play a big part
in our efforts to achieve
| that goal.”

Hoffman told R&R,
“KRQR has been an un-
| derperformer for a while,
| and I'm lcoking forward
to working with the team
that can fix it. Steve Di-
Nardo is the GM that I
look up to, and it’s a tre-
mendous opportunity for
me to work with Steve and CBS.

HOFFMAN/See Page 17

Katz

" EARLY MORNINGS

Sacramento Cool Katz Told To Zip Lip

American Radio Systems Talker KSTE-AM/Sacramento’s spring billboard campaign has left people
wondering who's upsetting who in the Golden State’s capital. The “tongue in cheek” message is from a
“listener” who was allegedly so upset over moming host Jeff Katz’s ranting that he sent a ransom note to
the station. Although some in the city assumed it was a Unabomber tie-in, OM Ken Kohl admits it was a
station collaboration with Sacramento’s Seraphein-Beyn ad agency.

Radio & The Web: A Natural Alliance — See Page 13

waasAL americanradiabistary caom



www.americanradiohistory.com

Pl'never stop
loving you

Facts You Should Know About J'son:

Between CHR/Pop, CHR/Rhythmic & Urban
we have over 1,200 plays this week!

“I'll Never Stop Loving You” is the Soundscan
#85 Most Selling Single... )

It is the #9 Most Requested Single at m
It is in Medium Rotation at &= ...

It is the #8 Most Added at CHR this week including:
KMEL KJ103 KQKQ KHOM  and many

WNNK Z104 WZEE WRHT  more...

It Debuted at @ on the Urban Chart. ..
It went from @ to @ on the CHR/Rhythmic Chart...

Ask yourself
DOES IT LOOK LIKE A HIT?



www.americanradiohistory.com

R&R ¢ ISSUE NUMBER 1147

To mark the 25th anniversaries of both WPLJ/New York and Billy Joel's solo recording career, the station teamed
with the Piano Man for a three-hour live broadcast from NYC’s Town Hall. At “Billy Joel: An Evening Of Questions,
Answers ... And A Little Music,” the artist fielded queries from audience members and 'PLJ listeners and played a
few selections from his extensive songbook. Posing for the big shot backstage are (standing, I-r) Jill Machay, “Scott
& Todd” moming show producers John Machay and Diana Ferrito, moming men Todd Pettengill and PD Scott
Shannon, air personality “Fast” Jimi Roberts, Joel, news anchor Naomi DiClemente, station President/GM Mitch
Dolan, traffic reporter Joe Nolan, Research Director Marc Hilsenrath, and air personalities Tony Banks, Kristie
Mcintyre, and (kneeling) Kevin Seal.

Deeper Shade 0f Joel ‘| l
|

Farmer Tapped As
Tapscan Pres./CO0

Tapscan Inc. has elevated Exec.
VP Lisa Stephen Farmer to Presi-
Jdent/COO. In her new position,

; - she will oversee
the software
company’s ac-
counting, admin-
istration, produc-
tion, program-
ming, sales, sup-
port, and techni-
cal departments.

“This appoint-
ment reflects my
complete confi-
dence in Lisa and in her proven
ability to manage and lead what
has become a large and complex
corporation,” commented Tapscan
Chairman/CEO Jim Christian.
“This is a position for which Lisa
1s eminently qualified and an op-
portunity which she richly de-
serves. In the nine years since she
Jjoined Tapscan, our revenues have
grown almost seven-fold.”

Farmer

Farmer joined the company in
1987 as Business Manager. Ten
months later, she was promoted to
VP.

R&R Observes
Memorial Day

in observance of the Memo-
rial Day holiday, R&R'’s Los
Angeles, Nashville, and Wash-
ington, DC offices will be
closed Monday, May 27.

HOW TO REACH IJS RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOCR, LOS ANGELES, CA 90067

|

£

[ CIRCULATION:
NEWS DESK:
R&R ONLINE SERVICES:
ADVERTISING/SALES:

Nix, Surnegie Gain Mercury VP Stripes

M ercury/Nashville has boosted Director/National Promo-
tion & Artist Development Norbert Nix to VP/National Pro-
motion & Artist Development. Additionally, Director/West Coast
Regional Promotion Pat Surnegie has risen to VP/West Coast Pro-
motion.

“Norbert and Pat are critical to the success of this promotion de-
partment,” said VP/Promotion Larry Hughes. “Determination and
can-do attitudes characterize their efforts. I feel fortunate to work
with them.”

Nix told R&R, “Being named a VP is very special, although it
isn’t something I expected. The ‘team concept’ has always been the
key focus of this label’s promotion effort. But it’s really an honor to

be considered valuable in the eyes of such great record and music
people like [label President] Luke Lewis and [VP/A&R and Mercu-
ry artist] Keith Stegall. There’s so much potential and energy at the
label, it feels like we’re just getting started — and it’s great to be part
of it.”

Nix joined the label in 1990 as Promotion Manager for the Mid-
west and Northeast regions. He was upped to Director/Artist Devel-

MERCURY/See Page 17

Handa PD As KTWC Flips To NAC ‘Oasis’

Media America flipped Nostalgia
KTWC/Phoenix to NAC last Fri-
day afternoon (5/17), using
new call letters KOAZ

outlets in the market, as well as
Phoenix Magazine. “*We don’t just
share a building,” Handa
added, “we very much help

=

(The Oasis). The company
also has tapped Angie Han-
da as the Oasis’s PD.
“This city’s beautiful, and
the market’s so exciting and
competitive,” Handa re-
marked. “Our signal is a
monster that goes past the
Mexican border and into
California. NAC’s don’t go
head-to-head very often,

Handa

and we’re excited by that challenge,

113

t00

310-788-1625  310-203-8727
310-553-4330  310-203-9763
310-788-1675  310-553-4056

310-5563-4330  310-203-8450

moreinfo @ rronline.com
newsroom@ rronline.com
jill@rronline.com

hmowry @rronline.com

group and the magazine cre-
ative services department
are excited about our debut
and are very supportive of
the radio group.”
Previously, Handa worked
at one of the nation’s first
NAC outlets, the now-de-
funct KLLRS/Santa Cruz,
CA. She also has served as

MD and PD at WLDR/Northwest
Michigan and WSUY/Charleston.,
MediaAmerica alsoowns twoTV ~ SC.

 E-mail
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NEWS & FEATURES

FORMATS & CHARTS

La Bouche received gold plaques for their RCA debut album, “Sweet
Dreams,” during the opening of the Virgin Megastore at New Ycrk's Ber-
telsmann Building in Times Square. Savoring the moment are {I-r) RCA
VP/Sales David Fitch, Manager/Dance & Crossover Promotion Carmen
Cacciatore and VP/A&R Dave Novik, Exec. VP/GM Jack Rovner, Virgin
Retail Group President/CEO lan Duffell, the group’s Lane McCray, BMG
Distribution President Pete Jones, and the group’s Melanie Thormton.

\ Spool Runnings

These Capitol pranksters orchestrated the draping of not only their offices
but the entire exterior of the Capitol Tower and Hollywood's Tower Records
with Butthole Surfers toilet paper. The proud occasion marked the re-
lease date of the new Surfers album, “Electriciarryland.” Amongthe toilet
caperers were (I-r) Sr. Dir./National Aftemative Promotion Brian McDonald,
VP/Marketing Rob Gordon, and Dir./Promotion & Marketing/Los Angeles
Region Greg Seese.

WEB SITE: http://www.rronline.com
310-203-8727 aissa@rronline.com

310-203-9763
202-783-0260

310-553-4330 mailroom @rronline.com

202-783-3826 rnrdc @ aol.com

615-244-8822 615-248-6655 mailroom@ rronline.com
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_RADIO BUSINESS

Radio Hesitant About Offering
Free Airtime To Politicians

Radio will not be following the lead of the major TV net-
works, which last week announced they would offer free,
unedited airtime to presidential candidates.

Music stations seem to believe that
they’re not the proper medium for po-
litical debate. And News/Talk stations
say they are doing plenty for the pols
asitis.

Equal-Time Exemption

Recent requests from the Fox-TV
network and the Free TV For Straight
Talk Coalition, a non-partisan group
made up of broadcasters and U.S. sen-
ators, have prompted the FCC to con-
sider including a wider range of polit-
ical broadcasts under the definition of
news — thus exempting those broad-
casts from the equal-time rule. An
FCC hearing on the networks’ pro-
posals is scheduled for June 18.

The Coalition’s Exec. Director,
former Washington Post reporter Paul
Taylor, said the group’s focus has been
on television, but he saw no reason
why radio shouldn’t follow suit. “A
number of radio stations offer free
campaign airtime, but that’s at the lo-
cal and state level more than the na-
tional level. We’re suggesting a new
form of discourse where candidates go
on television for a few minutes a night
in the final stages of the campaign. We
hope that radio stations would simul-
taneously broadcast them.”

Two radio networks are doing just
that. ABC Radio will simulcast the

network’s television broadcasts dur-
ing the final week of the campaign.
CBS Radio said it either simulcast
its political broadcasts or make them
available to affiliates at a later time.
In either case, affiliates may decide
whether or not they will air them;
neither network could estimate at this
stage how many stations that would
include.
No Company Policies

However, the rest of the industry is
not making any moves in that direc-
tion. In fact, not one of the radio groups
interviewed by R&R had formed a
company policy on offering free air-
time. Most of the groups said they
would leave such programming deci-
sions to individual stations. But even
News/Talk stations, much of whose
programming centers on political is-
sues, are not jumping at the idea of giv-
ing away airtime.

“Orr stations make airtime available
according to federal rules, and we
aren’t really looking to expand that,”
said Greater Media President Tom
Milewski, whose company owns Talk
outlets WWRC/Washington and
KILSX/Los Angeles.

Infinity Broadcasting, Jacor
Communications, Chancellor
Broadcasting, Triathlon Broadcast-

ing, Multi-Market Radio, and SFX
Broadcasting gave similar respons-
es.
Patterson Broadcasting Chair-
man/CEO Jim Wesley added that, for
his group, “[this] is something we
haven’t dealt with yet. It’s a little early
for us. The networks have to do more
advanced planning, but right now we
don’t know.”

And while Commodore Media
leaves political coverage decisions to
its stations, a spokeswoman for the 32-
station group said its stations will not
offer free airtime this campaign sea-
son.

Many music stations see campaign
coverage as the role of News/Talk sta-
tions. WEOQ-FM/Philadelphia GM
Gil Rozzo said his station most likely
would not even air a presidential de-
bate if it were offered.

“You have to look at radio stations
as if they were restaurants,” Rozzo
explained. “If you go to an Italian res-
taurant expecting Italian food, and they
serve you Mexican, you’re going to
leave. People shop for radio stations
in the same way.”

But even though News/Talk stations
cover the campaigns in their newscasts
and invite candidates to appear on talk
shows, many are not willing to take it
astep further and give the candidates
a free, unedited block of time.

WBAP-AM/Dallas OM Tyler

RADIO/See Page 17
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hancelior Broadcasting |

Company (Nasdag: CBCA)
posted increases exceeding the 30%
mark in first-quarter revenue and
cash flow because of its purchase of
Shamrock Broadcasting.

The company reported a first-
quarter loss of $28.8 million ($2.18
per share) on revenue of $29 mil-
lion, compared to a loss of $3.4 |
million (39 cents) on revenue of
$14.8 million for the same: period
the previous year.

According to Chancellor Presi-
dent/CEO Steve Dinetz, “We an-
ticipate outstanding potential in the
Shamrock group and are on track
in achieving the goals presented in
our road show only three months
ago.”

Acquisitions Sap 1si-Quarter Revenue, Boost Gash Flow

The company aiso reported
broadcast cash flow of $9.1 million,
an increase over last year's $4.5
million.

Commodore Raises Sales
C ommodore Media Inc.’s ini-
tial public offering disclosed
first-quarter eamings for the com-
pany.

The IPO reported a first-quarter
loss of $1.4 million (36 cents) on
revenue of $8 million, an increase
from last year’s loss of $793,000
(21 cents) on revenue of $6.5 mil-
lion for the same period the previ-
ous year.

Results for first-quarter 1996
were held down by expenses relat-
ed to station acquisitions.

First-quarter broadcast cash flow
increased to $2 million compared
to $1.8 million for the same period
the prior year.

All American Communica-
tions (Nasdaq: AACI & AACIB), a
TV and music production and dis-
tribution company, registered a
first-quarter revenue increase
largely from the acquisition of
Mark Goodson Productions and
on sales of the recent “Weird Al”
Yankovic album.

The company reported first-
quarter earnings of $2 million (16
cents) on revenue of $48.1 million.
This is in comparison to last year’s
loss of $895,000 (11 cents) on rev-
enue of $36.9 million.

Congratulations to the
sonqlwﬂ!grs-unﬂ ublishers

the yeor's most

of o
performed songs.

Visit w om Fhe imtermet of hitp:/

o

Commodore Issues IPO

C ommodore Media Inc. has filed to go public, offering 4.3 million
shares of Class A common stock. The company offered no esti-
mate of the market price. However, some reports have pegged an
estimated value of $12.50 a share.

Despite the offering, a controlling interestin Commodore Media will be
held by the estate of founder Carter Burden, whc died January 23. The
estate will hold $2.3 million shares of Class B “super voting stock,” which
carries eight votes per share. Class B stock will not be available to the
public.

The company will make 2.9 million Class A shares available to the
public, while 1.2 million Ciass A shares will go to the Carter Burden estate
and 200,000 shares will go to William A.M. Burden & Company. The
Carter Burden estate will hold about 80% of the voting power and 28% of
the company’s equity.

Tauzin Takes Telecom Chair

ep. Billy Tauzin (R-LA) is poised to replace Jack Fields (R-TX),
the departing Chairman of the Telecommunications subcom-
mittee.

Last week Commerce Committee Chairman Thomas Bliley (R-VA)
said that “speculation conceming the likely chairmanship of the Telecom-
munications and Finance subcommittee in the 105th Congress has need-
lessly distracted this committee long enough.” He announced that, with
the blessing of Speaker Newt Gingrich, the committee would be split
into separate Telecommunications and Finance subcommittees.

Tauzin and Mike Oxley (R-OH) also will serve as vice chairs on each
other's committee, so each can remain a player on both.

Liberty Puts Money In Jukebox

iberty Media Corporation, a division of Tele-Communicationsinc.,
will purchase a controlling interest in the Video Jukebox Net-
work Inc.

Liberty will purchase 5.6 million shares of VJN stock for $2 per share
from institutional investors. The firm will also have an option to buy an
additional 5.7 million shares for $2 per share from the investors.

VJN has asked its board of directors to issue options for Liberty to buy
another 4.7 million shares at $2 per share. The first step of the deal will
give Liberty 28% of VJN's outstanding shares and 52% of the outstand-
ing votes.

Sweet Deal For SFX Investors

FX has sweetened its deai to buy back senior subordinated notes

from investors, offering to buy back the $1000 notes at an $80
premium. SFX has upped the price to $1083. In addition, the company
will pay a $30 consent payment for each $1000 in principal notes.

Rules Waived; Deals Closed

he FCC has waived the one-to-a-market rule for Clear Channel
Communications. Clear Channel may now acquire U.S. Radio’s
KDDK-FM & KMJX-FM/Little Rock and WDIA-AM & WHRK-FM/
Memphis — markets where it already owns television outlets.
® Fairbanks Communications completed its $23 miilion purchase of
WIRA-AM & WCLB-FM/Ft. Pierce, FL from Ardman Broadcasting Corp.
* Triathton Broadcasting finalized its $8.75 million purchase of KAQQ-
AM, KISC-FM & KNRF-FM/Spokane from Silverado Broadcasting Co.
® The merger of GulfStar Communications Inc. and Sonance Com-
munications Inc. has also been compieted. Control of GulfStar, the sur-
viving corporation, was transferred from Steven Hicks to his brother,
William Hicks.
¢ Bear Broadcasting Co. wrapped up its $2 million purchase of WADK-
AM & WOTB-FM/MNewpaort, Rl from Newport Broadcasting and Perry
Communications of Rhode Island, respectively.

' BUSINESS BRIEFS

POP AWARDS

Kenneth “Babyface” Edmonds

Songwriter Of The Year
Writer-5ong OF The Year

“I'll Make Love To You”
ECAF Music = Sany /ATV Songs LLC

WWAW-amereantadiohistepr-eem————————r—0n- T E=T

“What's The ¥
Frequency, Kenneth?” *

R.EM.

Publisher Of The Year

EMI Music Publishing
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NEST MARKETING

Nest Marketing: The Latest Database Weapon

H Trademarked tool converts at-work listeners into station advocates

TV, billboards, bus sides, and bumper stickers are tradi-
tional marketing tools that get listeners to try your station.
But now there’s a new implement in the toolbox, one design-
ed to build listener loyalty in a way never before attempted.

“Nest Market-
ing” — a term
trademarked by
Critical Mass
Media — targets
listeners where
they gather and
turns them and
their peers into sta-
tion advocates. Ac-
cording to CMM
Exec. VP/Market-
ing Michael Albl, Nest Marketing
allows a station/company to tailor its
marketing to the individuals who'll
offer the greatest rewards.

‘Maximedia’ Faults

“Stations must stop spending a lot
of money on maximedia that have
litle impact and start talking to peo-
ple who will hang around the sta-
tion longer than anybody,” says Albl,
who contends Nest Marketing is on
the verge of replacing “branding™ as

A
Michael Albl

CRITICAL

MASS MEDIA

a method of creating product loyal-
ty. “Branding is fading because
there's very little loyalty left for any-
thing, particularly radio stations. As
the number of choices increase, lis-
teners regard radio more as a utility
or commodity — resulting in disbe-
lief of brand imaging. Like any other
product, a radio station must go be-
yond branding itself as ‘Oldies’ or
“Today's Hot Country.’ It must en-
dear itself to listeners.”

Albl says these endearment at-
tempts often fail because most mar-
keting is done in time of need.

1)

Stations must stop
spending a lot of
money on maximedia
that have little impact
and start talking to
people who will hang
around the station
longer than anybody.

i — %)

*“Managers then grab onto the latest
hot marketing item for a quick fix.
They usually run to TV — it’s the
easiest way to achieve universal
awareness and great as a mass-ap-
peal, top-of-mind cume builder.

“Stay away from billboards and
bus sides — the recall is low and ef-
fectiveness is difficult to measure.
Consumers are bombarded by
20,000 messages a day, and only a
few cut through the clutter. The
average person must see a message
eight times before achieving the “Tri-
ple A": awareness, acceptance, and
action.

*Broadcasters also throw a lot of
money at people with contests. In an
age when people can buy a $1 lot-
tery ticket that offers a chance to win
millions, asking them to sit around
and listen for hours for a chance to
win $100 just doesn’t work anymore
as a tool to build cume or TSL.”

Group Efforts
So why Nest Marketing? Albl re-
sponds, It recognizes that individ-
uals form collective groups that

CRITICAL M

Revolutionary Radio Research « Nest Marketing » Mental Weaponry

For more information about Nest Marketing
Please call (513) 631-4CMM
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[unite] based on interests, attitudes.
and opinions. As a group. they tend
to emulate or mirror one another
and adopt similar behavior traits to
fit into the group. They have a strong
sense of loyalty to that group, which
can be as small as a family unit or
as large as a social club or compa-
-

Albl says nests can be transient
(short-term gatherings with no set
location) or rooted (those with a
foundation such as an office); rooted
nests are much easier to track than
either transient nests or individuals.
“It’s easier to market to 50 people
at one location than 50 people at 50
different locations. You spend less
and maximize every available lim-
ited marketing dollar.

“We market to offices and find
people we call ‘gatekeepers’ — those
who will advocate your station to
others. We also seek referrals, ask-
ing them to recommend the station
to friends. Gatekeepers act as entry

fax numbers.

one-way relationship.

further relationships.

decide which radio station to tum
on. It's important to reach them at
these times, because once they be-
come engrossed in their work, radio
becomes secondary. At-work tele-
marketing is very effective in reach-
ing these folks and affecting their
decision.”

Albl says marketing to the data-
base is very efficient. “It allows you
to approach gatekeepers as individ-
uals. The most cost-effective mar-
keting is done to an individual who
wants or needs a product and is
ready or able to buy it. Being able
to isolate that individual enables you
to maximize those limited marketing
dollars.”

6y

it’s easier to market to 50 peopie at one
location than 50 people at 50 different
locations. You spend less and maximize
every available imited marketing dollar.

[

points into that office. One listener
becomes two, then four, and so on.
We go back to them again and again,
in a variety of ways, and sell the sta-
tion to them. It's a pyramid, like
Amway — they sell it to other folks.”

The lasting effects of that loyalty
is critical, says Albl. “Imagine a
competing station trying to come in-
to an office where we've recruited
a number of gatekeepers. It's very
difficult to get them to switch over.”

Work Vs. Drive Times

CMM targets at-work listeners for
ratings reasons. Albl explains, “The
four prime hours of daily drive time
— two AM and two PM — yield 80
available quarter hours. The hours
from 8am-4pm offer 160 available
guarter hours. No matter what you
do in morning or afternoon drive.
if you don’t win those 160, you can’t
make it up with the 80 from the
drives.”

Nest Marketing targets people at
specific times of day. aiming to max-
imize listening during those daytime
quarter-hour availabilities. Notes
Albl. People treat the first 20 min-
utes in the moming and just after
Ipm — right after lunch — as “per
sonal time” They're preparing for
the workday or planning the remain-
der of the afiernoon. We try to reach
them then because they're about to

Albl adds that marketing to peo-
ple at work is also highly efficient
because they're “captured” there for
more than 160 quarter hours a week.
Because you know where and when
they're at work — as opposed to
guessing when they might be home
— it's easier to reach them. In ad-
dition, he says there’s a 25% tur-
nover in residences, making it diffi-
cult to track individuals in their
homes. Once you've made numer-
ous contacts within a workplace, a
25% yearly database turnover won't
drastically damage your efforts —
there usually are a number of folks
remaining to carry the message.

Create, Cultivate,
Superserve

Albl outlines Nest Marketing’s
strategies:

1. To create and form a long-term
integrated direct response marketing
program designed to influence lis-
tener behavior at point of decision
{when they get to work) and time of
tune-in (when they decide what
they're going to listen o).

2. To cultivate listeners in order
1o develop a mutually beneficial, co-
dependent relationship

3. To superserve the core, expand
cume. and convert present cume to
core and ratings to revenue

These strategies are carried out to
answer the listener’s usual question®

Building The Perfect Nest

ritical Mass Media Exec. VP/Marketing Michael
Albl offers a step-by-step guide to Nest Marketing:

® Secure business names, addresses, and phone and
© Cultivate the nest through interactivity to avoid a

@ iImplement and maintain an ongoing impact, reach, and
frequency program with the targeted at-work nests.

® Use gatekeepers to advocate the station.

@ Infiltrate the nest through additional gatekeepers.

©® Recontact the nests in order to cultivate

® Expand the number of nests continually.

“What's in it for me?” Says Albl,
“How — and how often — does a
station answer that question? Iz rare-
ly answers in listener terms. Man-
agers and programmers have a bad
habit of not doing perceptual re-
search to find out what listeners
want. Instead, they go by what they
read in the trades or do what their
mentors taught them.

“If we can endear the station to
listeners and make them dependent
on it for entertainment, informmation,
and other things of value, chances
are they'll keep coming back. That’s
how we create co-dependency. We're
their friends all the time, not just in
times of need. We don't just stop by
when we need something.”

And when it comes to “‘stopping
by,” friends get a much warmer wel-
come than strangers. “When person-
alities visit a nest — whether to
deliver lunch or say hello — they ask
for gatekeepers by name and person-
ally thank them for being part of the
station’s network. Asking for them
by name creates a big impression on
them and their co-workers.” Gate-
keepers also are rewarded with in-
vitations to special station events by
mail or fax — sent to the office, of
course.

)

If we can endear the
station to listeners
and make them
dependent on it for
entertainment,
information, and
other things of value,
chances are theyll
keep coming back.

I (1)

Nest Marketing can also play a
key role for a station’s sales depart-
ment. Albl suggests sales people use
the database when targeting an ad-
vertiser to see if any key contacts are
already in place within the business.
“If a nest is active with listeners, the
potential advertiser will be more in-
clined to accept the sales message
— especially if the station has done
something nicc for the people in the
business. Each potential advertiser
not only is a posstble revenue
source. but also a potentie] diary-
keeper”

Copyright ©, Radio & Records, Inc. Reprinted by permission.

(ADVERTISEMENT)
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DEAL OF THE WEEK JB 1996 DEALS TO DATE

e OmniAmerica Stations |

$178 million

o WAPE-FM & WFYV-FM/Jacksonville (Last Year: $55,324,559)
o WEAT-AM & FM . . .

FrPT sy Stations Traded This Year.(ust Ymsgg
il iosblyl Stations Traded This Week: 73

TRANSACTIONS

Dollars To Date:

$4,136,082,061

(Last Year: $1,131,315,121)

This Week’s Action: $243,595,862

(Last Year: 32)

s

Chancellor Becomes Omni-Potent

(O Sillerman takes over MMR, exits Louisville

OmniAmerica stations
PRICE: $178 million

TERMS: Asset sale for $163 million
cash and $15 million stock

BUYER: Chancellor Broadcasting
Co.,headed by President/CEO Steven
Dinetz and Chaiman Tom Hicks. It
owns or operates 31 other stations.
SELLER: OmniAmerica Group,
headed by Chairman/CEO Cart Hirsch
BROKER: Paul Leonard of Star Me-
dia Group

WAPE-FM & WFYV-FW/ [

Jacksonville

FREQUENCY: 95.1 MHz; 104.5 MHz
POWER: 100kw at 984 feet; 99w at
1014 feet

FORMAT: CHR; Rock

WEAT-AM & FM & WOLL-

FM/West Palm Beach
FREQUENCY: 850 kHz; 104.3 MHz;
94.3 MHz

POWER: Skw day/1kw night; 100kw at
1273 feet; 13kw at 453 feet

FORMAT: News; AC; Oldies

WJHM-FM, WOMX-FM &

WXXL-FM/Orlando
FREQUENCY: 101.9 MHz; 105.1 MHz;
106.7 MHz

POWER: 61kw at 1585 feet; 100kw at
1598 feet; 100kw at 824 feet

FORMAT: Urban; Hot AC; CHR

e
o

Cox-Infinity swap
EXCHANGE VALUE: $65 million
TERMS: Cox Broadcasting Inc. is
swapping the assets of WCKG-FM &
WYSY-FM/Chicago for Infinity
Broadcasting’s WHOO-AM, WHTQ-
FM & WMMO-FM/Orlando plus $20
million cash.

WCKG-FM & WYSY-FM/
Chicago

TRADED TO: Infinity, headed by Pres-
ident/CEO Mel Karmagzin. It owns or
has agreed to buy 46 other stations.
FREQUENCY: 105.9 MHz; 107.9 MHz
POWER: 4.1kw at 1581 feet; 21kw at
761 feet

FORMAT: Classic Rock; Oldies

WHOO-AM, WHTQ-FM &

WMMO-FM/Orlando
TRADED TO: Cox, headed by Radio
Group President Bob Neil. It owns or
has agreed to buy 38 stations.
FREQUENCY: 990 kHz; 96.5 MHz;
98.9 MHz

POWER: 50kw day/5kw night; 100kw
at 1598 feet; 38kw at 440 feet
FORMAT: Nostalgia; Classic Rock; AC

Entercom-Secret swap
EXCHANGE VALUE: $55 million
TERMS: Secret Communications is

Regent Broadcasting, Inc.
Congratulates Melanie in the Morning!

| Morning Show Host
KSNE, Sunny 106.5 in Las Vegas

VOTED NUMEBER ONE AIR PERSONALITY BY THE

READERS OF THE LAS VEGAS REVIEW JOURNAL
AND RATED NUMEBER ONE BY "ARBITRON

REGENT BROADCASTING, INC.

KSNE-FM, KFMS-FM, **KEYV-FM, KKDD-AM
WDJX-FM, WHKW-AM/FM, WFIA-AM, “WQLL-FM

KKAT-FM, KALL-AM, KODJ-FM, **KBKK-FM

LAS VEGAS

LOUISVILLE:

KANSAS CITY: KMXV-FM, KUDL-FM
SALT LAKE CITY:

CHARLESTON: WEZL-FM, WXLY-FM

“ Number One — 12+, Number One — 25-54, Winter 1996
Agreement

**Sales Management

trading KTBZ-FM/Houston plus an
estimated $13 million cash for Enter-

com’s WDSY-FM & WNRQ-FM/Pltts- |

burgh.
BROKER: Gary Stevens
COMMENT: See next deal.

KTBZ-FM/Houston

TRADED TO: Entercom, headed by
President Joseph Fleld. It owns 13
other stations.

FREQUENCY: 107.5 MHz

POWER: 95kw at 1972 feet
FORMAT: Alternative

WDSY-FM & WNRQ-FW/

Pittsburgh

TRADED TO: Secret, headed by Pres-
ident/CEO Frank Wood. It owns 13
other stations, including WDVE-FM &
WXDX-FM/Pittsburgh.
FREQUENCY: 107.9 MHz; 104.7 MHz
POWER: 50kw at 827 feet; 20kw at
781 feet

FORMAT: Country; Altemative

Entercom-Nationwide

Communications swap
EXCHANGE VALUE: $42 million
TERMS: Entercom is trading newly
acquired KTBZ-FM/Houston for Na-
tionwide Communications’ KISW-
FM/Seattie pius $12.5 million cash.
BROKER: Gary Stevens

KTBZ-FM/Houston

TRADED TO: Nationwide, headed by
President Steve Berger. It owns 14
other stations, including KHMX-FM/
Houston.

FREQUENCY: 107.5 MHz

POWER: 95kw at 1972 feet
FORMAT: Alternative

KISW-FM/Seattle
TRADED TO: Entercom, headed by
President Joesph Field. It owns 13
other stations, including KBSG-AM
& FM, KMTT-FM & KNDD-FM/Se-
attle.
FREQUENCY: 99.9 MHz
POWER: 100kw at 1148 feet
FORMAT: Rock
i o
:m-'\- e :“.;}--.: - '-&'{'

is e

" St sl
Multi-Market Radio Inc.
PRICE: No cash consideration for
53.58%

TERMS: Stock transfer

BUYER: Robert F.X. Sillerman, ex-
changing his non-voting stock in
Multi-Market Radio Inc. for voting
stock.

SELLER: Multi-Market Radio Inc.

| After the transfer, Multi-Market would

be owned by Sillerman (53.58%),
Bruce Morrow (13.98%),Michael

WWW.americanradiohtsteory—eom—
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® Cox-Infinity swap $65 million
® WCKG-FM & WYSY-FM/Chicago

TRANSACTIONS AT A GLANCE

* WHOO-AM, WHTQ-FM & WMMO-FM/Orlando

® Entercom-Secret swap $55 million
® KTBZ-FM/Houston

® WDSY-FM & WNRQ-FM/Pittsburgh

® Entercom-Nationwide Communications swap $42 million

® KTBZ-FM/Houston
® KISW-FM/Seattle

® Mutti-Market Radlo Inc. No cash consideration for 53.58%

* WKBG-FM & WRXR-FM/Augusta, GA
¢ WKNN-FM & WMJY-FM/Biloxi, MS

® WGNE-FM/Daytona Beach
© KOLL-FM/Little Rock

® WYAK-FM/Myrtie Beach, SC
* WPLR-FM/New Haven

* WHMP-AM & FM & WPKX-FM/Springfield, MA

°* WTLM-AM/Pepperell, AL $5000
°* KMBY-FM/Gonzales, CA $525,000

® KHZL-FM/Shingletown, CA $170,000

¢ KJAX-AM/Stockton, CA $450,000

® KISZ-FM/Cortez, CO No cash consideration

® KIUP-AM, KIQX-FM & KRSJ-FM/Durango, CO $1.1 million

°* WZZS-FM/Zolfo Springs, FL $375,000

® WJAD-FM/Leesburg & WEGC-FM/Sassar, GA $804,000
* WBMQ-AM & WIXV-FM/Savannah, GA $4.5 million

© WIBV-AM/Belleville, IL $1,442,930
°® WCRW-AM/Chicago $564,375

® WIVR-FM/Eureka, IL $1 million

® WFRL-AM/Freeport, IL $245,000
® KZZQ-FM/Winterset, IA $1

* WWKY-AM & WTFX-FM/Louisville $6.9 million

® WVEZ-FM/Louisville $12.6 million
® WADU-AM/Norco, LA $700,000
® KMRV (FM CP)/Blair, NE $18,000

® WBZA-AM/Glens Falls & WMJR-FM/Hudson Falls, NY $550,000

* WUFM (FM CPY/Columbus $95,000

* WCWA-AM & WIOT-FM/Toledo, OH $13 million
® KSEO-AM & KLBC-FM/Durant, OK $800,000 for 70%

® KCFM-FM/Okmulgee, OK $1.8 million
® WTSS-AM/Scranton, PA $10,000

© KNVR-FM/Harker Heights, TX $1.1 million

® KFON-AM & KEYI-FM/San Marcos, TX $3,166,556

® KCKR-FM/Waco, TX $2.1 millicn

o KISX-FM/Whitehouse-Tyler, TX $500,000
® WBFL-FM/Bellows Falls, VT $250,000

©* WODI-AM/Brookneal, VA $47,000

® KZLN-FM/Othello, WA $108,000

® WVKV-AM/Hurricane, WV $20,000

® WXCE-AM/Amery, Wi $150,000

* WOLX-FM/Baraboo, Wi $10.5 million

Ferrel (8.215%), and DH Blair Invest-
ment Corp. (less than 5%).

WKBG-FM & WRXR-FM/
Augusta, GA

FREQUENCY: 107.7 MHz; 96.3 MHz
POWER: 24.5kw at 577 feet; 15kw at
889 feet

FORMAT: Country; Rock

WKNN-FM & WMJY-FMW/
Biloxi, MS

FREQUENCY: 99.1 MHz; 93.7 MHz
POWER: 95kw at 984 feet; 96kw at 984
feet

FORMAT: Country; AC

WGNE-FM/Daytona Beach
FREQUENCY: 98.1 MHz

POWER: 100kw at 468 feet
FORMAT: Country

KOLL-FM/Little Rock
FREQUENCY: 94.9 MHz
POWER: 96kw at 1844 feet
FORMAT: AC

WYAK: Beach, SC
FREQUENCY: 103.1 MHz
POWER: 12.5kw at 328 feet
FORMAT: Country

WPLR-FM/New Haven
FREQUENCY: 99.1 MHz

POWER: 14kw at 951 feet
FORMAT: Rock

WHMP-AM & FM &
WPKX-FM/Springfield, MA
FREQUENCY: 1400 kHz; 99.3 MHz;
97.9 MHz

POWER: 1kw; 2kw at 407 feet; 2.2kw
at 528 feet
FORMAT: Talk;

WTLM-AM/Pepperell
PRICE: $5000

TERMS: Asset sale for cash
BUYER: Fuller Broadcasting Co.
Inc., headed by President Gary Full-
er. ltowns three other stations. Phone:
(205) 745-4656

SELLER: Glen Ward
FREQUENCY: 910 kHz

POWER: 1kw day/81 watts night
FORMAT: This station is dark.

- Lalom
KMBY-FM/Gonzales
(Monterey-Salinas-Santa
Cruz)

PRICE: $525,000

TERMS: Asset sale for cash
BUYER: Monterey Bay Broadcast-
ing Co., headed by principals Mikios
Benedek and Terry Gillingham.

Continued on Page 8
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TRANSAC TIONS

Continued from Page 6

Phone: (408) 757-1043

SELLER: Central Coast Communi-
cations Inc., headed by President
Jaime Bonilla Valdez. It owns KIEZ-
AM/Carmel Valley, CA. Phone: (619)
425-2132

FREQUENCY: 104.3 MHz

POWER: 6kw at 328 feet

FORMAT: Adult Aiternative

KHZL-FM/Shingletown
PRICE: $170,000

TERMS: Asset sale $15,000 cash and
a $155,000 promissory note

BUYER: Aita California Broadcast-
ing Inc., headed by President John
Power. It owns KNSN-AM/Chico, CA
and KHSL-FM/Paradise, CA. Phone:
(602) 488-2596

SELLER: Michael Robert Birdsill.
Phone: (916) 898-6896
FREQUENCY: 105.3 MHz

POWER: 9.9kw at 1066 feet
FORMAT: Country

KJAX-AM/Stockton

PRICE: $450,000

TERMS: Asset sale for cash

BUYER: Community Pacific Broad-
casting Co. L.P. The general partner,
Broadcast Management Co., is head-
ed by President David Benjamin. It
owns 10 other stations. Phone: (408)
655-6350

SELLER: Joseph Gamble Stations
Inc. It owns KJOY-FM/Stockton.
Phone: (209) 948-5569
FREQUENCY: 1280 kHz

POWER: 1kw

FORMAT News/Talk

KISZ-FMICortez

PRICE: No cash consideration
TERMS: License transfer

BUYER: Roberts Radio L.L.C., head-
ed by President Robert Sherman.
Phone: (212) 641-5000

SELLER: QMI Radio Inc. Phone:
(914) 741-1133

FREQUENCY: 97.9 MHz

POWER: 100kw at 1309 feet
FORMAT: Alternative

COMMENT: See next deal.

KISZ-FM/Cortez

PRICE: No cash consideration
TERMS: License transfer

BUYER: KISZL.L.C., headed by Rob-
ert Pittman. Phone: (212) 641-5000
SELLER: Roberts Radio L.L.C.
FREQUENCY: 97.9 MHz

POWER: 100kw at 1309 feet
FORMAT: Altemative

COMMENT: The seller is the sole man-
ager of the buyer.

KIUP-AM, KIQX-FM &

KRSJ-FM/Durango

PRICE: $1.1 million

TERMS: Stock transfer for cancellation
of debt

BUYER: Four Comers Broadcasting
L.L.C., headed by CEO Allen Birill.
Phone: (212) 753-5599

SELLER: Fordstone Inc., headed by
Chairman/President Gerald Ford.
Phone: (303) 247-4464
FREQUENCY: 930 kHz; 101.3 MHz;
100.5 MHz

POWER: 5kw day/1kw night; 99kw at
390 feet; 100kw at 259 feet
FORMAT: B/EZ; AC; Country

b e =
WZZS-FM/Zolfo Springs
PRICE: $375,000

TERMS: Asset sale for cash
BUYER: Kneller Broadcasting of

Charlotte County Inc., headed by
President Harold Kneller Jr.
SELLER: Teddy Bear Communica-
tions Inc., headed by President Ted
Hite Sr.

FREQUENCY: 106.9 MHz

POWER: 6kw at 389 feet

FORMAT: Country

BROKER: Randall Jeffery Jr. of Me-
dia Venture Partners

E; = % W = O E L e
SIS SRS %

WJAD-FM/Leesburg &

WEGC-FM/Sassar

PRICE: $804,000

TERMS: Asset sale for cash

BUYER: Robert Brooks Sr.
SELLER: Rowland Albany Radio
Inc. Phone: (912) 267-1025
FREQUENCY: 103.5 MHz; 107.7 MHz
POWER: 12 5kw at 463 feet; 25kw at
328 feet

FORMAT: Classic Rock; Oldies
BROKER: Jorgenson Broadcast
Brokerage

WBMQ-AM & WIXV-FM/

Savannah

PRICE: $4.5 million

TERMS: Asset sale for $4.35 million
cash and a $150,000 promissory note
at 10% interest

BUYER: Savannah Communica-
tions L.P,, a subsidiary of Point Com-
munications Inc., headed by Presi-
dent Richard Verne. Phone: (516)
668-3844

SELLER: Radio Southeast L.P.
Phone: (508) 428-4252
FREQUENCY: 630 kHz; 95.5 MHz
POWER: 5kw; 100kw at 856 feet
FORMAT: News/Talk; Rock
BROKER: Media Venture Partners
and the Mahiman Co.

WIBV—AMIBeIIevnIIe

(St. Louis)

PRICE: $1,442,930

TERMS: Asset sale for $1,342,930
cash and a $100,000 promissory note.
BUYER: Charter Communications
Radio St. Louis L.L.C., headed by
President/CEO Timothy Dorsey.
Phone: (314) 965-0555

SELLER: Belleville Broadcasting
Co. Inc., headed by President David
Embry. Phone: (618) 233-5000
FREQUENCY: 1260 kHz

POWER: 5kw

FORMAT: News/Talk

WCRW-AM/Chicago

PRICE: $564,375

TERMS: Asset sale for cash

BUYER: WSBC Broadcasting L.L.C.,
headed by Daniel Lee and Joel
Fenchel. Phone: (708) 509-8000
SELLER: WCRW Inc., headed by
President Leona Peterson. Phone:
(312) 763-8250

FREQUENCY: 1240 kHz

POWER: 1kw

FORMAT: Ethnic

WIVR-FM/Eureka

PRICE: $1 million

TERMS: Asset sale for cash

BUYER: WEEK License Inc., a sub-
sidiary of Granite Broadcasting
Corp., headed by Chairman/CEO W.
Don Cornwell. It owns eight television
stations. Phone: (212) 826-2530
SELLER: lllinois Valley Broadcast-
ers Inc., headed by President J. Col-
lins Miller lll. He has interests in two
other stations. Phone: (309) 467-5555
FREQUENCY: 98.5 MHz

POWER: 3kw at 328 feet

FORMAT: Oldies

i

WFRL-AM/Freeport

PRICE: $245,000

TERMS: Asset sale for cash

BUYER: Eveningstar Media Group

L.L.C., headed by Manager Michael

Weckerly. Phone: (815) 758-2933

SELLER: Connoisseur Communica-

tions, headed by President Jeffrey

Warshaw. It owns 15 other stations.

Phone: (203) 227-1978

FREQUENCY: 1570 kHz

POWER: 5kw day/500 watts night

FORMAT: Full-Service

BROKER: Media Venture Partners
i R 3
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KZZQ FMNtherset

PRICE: $1

TERMS: Asset sale for cash and as-
sumption of an undisclosed amount of
debt

BUYER: Positive Impact Media Inc.,
headed by PresidentMichael Whalen.
Phone: (319) 391-7562

SELLER: Eternity Broadcasting Inc.,
headed by President David McAnnal-
ly. Phone: (319) 391-0712
FREQUENCY: 99.5 MHz

POWER: 6kw at 328 feet

FORMAT: Religious

WWKY-AM & WTFX-FW/
Louisville

PRICE: $6.9 million

TERMS: Cash

BUYER: Clear Channel Communi-
cations Inc., headed by Chairman
Lowry Mays. It owns, operates, or has
agreed to buy 52 other stations.
SELLER: SFX Broadcasting Inc.,
headed by Chairman Robert Siller-
man. It owns, operates or has agreed
to buy 71 other stations.
FREQUENCY: 790 kHz; 100.5 MHz
POWER: 5kw day/1kw night; 37kw at
554 feet

FORMAT: Talk; Rock

COMMENT: SFX is in the process of
acquiring these stations from Prism
Radio Partners.

WVEZ-FM/Louisville

PRICE: $12.6 million

TERMS: Cash

BUYER: Regent Communications
Inc.

SELLER: SFX Broadcasting Inc.
(see previous deal)

FREQUENCY: 106.9 MHz

POWER: 24 5kw at 669 feet
FORMAT: AC

COMMENT: SFX is in the process of
acquiring these stations from Prism
Radio Partners.

WADU-AM/Norco (New
Orleans)

PRICE: $700,000

TERMS: Asset sale for cash
BUYER: NOPG L.L.C., headed by
President William Metcalf Jr. Phone:
(504) 834-9292

SELLER: River Road Radio Inc.,
headed by President Virgie duTreil.
Phone: (504) 652-2500
FREQUENCY: 830 kHz

POWER: 5kw day/750 watts night
FORMAT: Spanish

BROKER: John Saunders

KMRV (FM CP)/Blair

PRICE: $18,000

TERMS: Asset sale for cash

BUYER: Terri Simpson. Phone: (402)
721-5012

SELLER: Joseph Nugent. He has
interests in three other stations. Phone:

P R

(515) 277-7210
FREQUENCY: 97.3 MHz

WBZA-AM/GIens FaIIs &

WMJR-FM/Hudson Falls
PRICE: $550,000

TERMS: Asset sale for $400,000 cash
and a five-year, $150,000 promissory
note at 8% interest

BUYER: Starview Media Inc., head-
ed by President Douglas George. it
owns two other stations. Phone: (717)
266-6606

SELLER: Northway Broadcasting
Inc., headed by PresidentE. Mark Vie-
ira. He has interests in two other sta-
tions. Phone: (518) 792-2151
FREQUENCY: 1230 kHz; 107.1 MHz
POWER: 1kw; 280 watts at 843 feet
FORMAT: News/Talk; AC

WUFM (FM CP)/Columbus
PRICE: $95,000

TERMS: Asset sale for cash

BUYER: Spirit Communications Inc.
Phone: (614) 891-8877

SELLER: Family Stations Inc. Itowns
30 other stations. Phone: (919) 641-
8191

WCWA-AM & WIOT-FM/

Toledo

PRICE: $13 million

TERMS: Cash

BUYER: Jacor Communications
Inc., headed by President Randy
Michaels. It owns or has agreed to buy
51 other stations, includingWSPD-AM,
WRVF-FM & WVKS-FM/Toledo.
SELLER: Enterprise Media Partners,
headed by President Edward Rogoff.
It owns seven other stations.
FREQUENCY: 1230 kHz; 104.7 MHz
POWER: 1kw; 50kw at 541 feet
FORMAT: Nostalgia; Rock
BROKER: Blackburn & Co. and Jor-
genson Broadcast Brokerage

KSEO-AM & KLBC-FW/

Durant

PRICE: $800,000 for 70%

TERMS: Asset sale for $400,000 cash
and a 10-year, $400,000 promissory
note at 10% interest

BUYER: Bill Landtroop, acquiring a
70% interest in Durant Broadcasting
Co. Phone: (405) 924-3100
SELLER: Sue Landtroop, selling her
68% interest in Durant Broadcasting
Co., and Steve Landtroop, selling his
2% interest. Phone: (405) 924-3100
FREQUENCY: 750 kHz; 107.1 MHz
POWER: 250 watts; 2kw at 354 feet
FORMAT: Classic Rock; Country

KCFM-FM/Okmuigee
(Tulsa)

PRICE: $1.8 million
TERMS: Asset sale for cash
BUYER: Shamrock Communica-
tions Inc., headed by President Will-
iam Lynett. It owns seven other sta-
tions. Phone: (717) 348-9103
SELLER: Integrated Broadcasting
Co. Inc., headed by President Ben-
jamin Davis Jr.

FREQUENCY: 94.1 MHz

POWER: 18kw at 817 feet

FORMAT' Classic Rock

WTSS-AMIScranton

PRICE: $10,000

TERMS: Asset sale for cash

BUYER: WTSS Inc., headed by Pres-
ident Robert Cordaro. Phone: (717)

3343-2500
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SELLER: Source Communications
Inc., headed by President James
Blumer

FREQUENCY: 1320 kHz

POWER: 1kw day/500 watts night
FORMAT: Religious

KNVR FMIHarker Helghts

(Killeen-Temple)

PRICE: $1.1 million

TERMS: Cash

BUYER: KCKR FM Inc., headed by
President Don Chaney

SELLER: Sonance Communica-
tions, headed by President Bill Hicks.
It owns or has agreed to buy six other
stations, all of which will merge with
Gulfstar Communications.
FREQUENCY: 105.5 MHz

POWER: 7.8kw at 587 feet
FORMAT: Ciassic Rock

' BROKER: Bill Whitley of Whitley
- Media

COMMENT: See next deal.

KFON-AM & KEYI-FM/San

Marcos (Austin)

PRICE: $3,166,556

TERMS: Asset sale for cash

BUYER: Clear Channel Communi-
cations Inc., headed by President
Lowry Mays. It owns or has agreed to
buy 52 other stations. Phone: (210)
822-2828

SELLER: Mercury Broadcasting Co.
Inc., headed by President Van Henry
Archer lll. It owns two television sta-
tions.

FREQUENCY: 1490 kHz; 103.5 MHz
POWER: 1kw; 96kw at 1257 feet
FORMAT: Talk; Oldies

KCKR-FM/Waco

PRICE: $2.1 million

TERMS: Cash

BUYER: Gulfstar Communications,
headed by President Steven Hicks. It
owns or has agreed to buy 22 other
stations.

SELLER: KCKR FM Inc., headed by
President Don Chaney. It owns three
other stations, all of which are under
contract to be sold to Gulfstar.
FREQUENCY: 95.5 MHz

POWER: 100kw at 1070 feet
FORMAT: Country

BROKER: Bill Whitley of Whitley
Media

COMMENT: See next deal.

KISX-FM/Whitehouse-Tyler
PRICE: $500,000

TERMS: Cash

BUYER: Gulfstar Communications
(see previous deal)

SELLER: Stellar Communications,
headed by President Don Chaney
FREQUENCY: 107.3 MHz

POWER: 50kw at 486 feet

FORMAT: CHR

BROKER: Bill Whitley of Whitley
Media

Vermont

WBFL FM/Bellows Falls
PRICE: $250,000

TERMS: Asset sale for assumption of
debt

BUYER: Dynacom Radio Group,
headed by Jeffrey Shapiro and Will-
iam Goddard. It owns eight other sta-

| tions, including WHDX-FM/Claremont,

VT and WKXE-FM/White River Junc-
tion, VT.

SELLER: Upper Valley Radio Net-
work Inc.

FREQUENCY: 107.1 MHz

POWER: 1.15kw at 532 feet
FORMAT: Rock

Continued on Page 17
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its John RenShaw
for the wackiest, wildest,
freakiest SpOftS talk
in the nation.

Tune on to Renshaw
10am - 2pm Eastern for

\ off-the-wal

entertainment, heard
only on the One-On-One
Sports Radio Network.

Ca I l for a sample cassette
847-509-1661
Chuck Duncan will send you one

—————AMAaHRCLIcaRFadichistionscom g
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NEWSBREAKERS.

Michael Moves To
KCIY For PD Post

Two-year KOAI (The Oasis)/
Dallas MD Bret Michael has been
named PD at NAC KCIY-FM/
Kansas City. He
replaces Doug
Gondek, who de-
| parted to program
Infinity’s News/
Talk WXYT/De-
troit (R&R 5/3).

“I wanted to do
something that
would take this
station into the top
three to five 25-54
right away,” said KCFX-FM &
KCIY GM Bill Newman. “Many
NAC stations come on strong at sign-
on, then drop off, and in time find a
good, solid 25-54 level. I was hope-
ful of finding someone with signifi-
cant success in the NAC format.

“The Oasis is easily one of the
premier NAC stations in the coun-
try, and Bret has been one of the
most consistent parts of their suc-
cess since the outset. He has a com-
prehensive knowledge of the for-
mat and I feel fortunate to have
secured him for this position.”

Prior to his most recent post,
Michael was KOAI’s Production
Director. He also hosted its “After
Hours” show for three years.

Michael

Beggs Upped To Nat’l
Promo At RCA/Nash.

RCA/Nashville Mid-Atlantic re-
gional Eric Beggs has been elevat-
ed to Director/National Promotion.
He succeeds Patti Olsen, who exit-
] ed the label a few
weeks ago.

“This was a dif-
ficult decision be-
cause there were a
lot of great people
on my staff to
choose from,”
VP/Promotion
Mike Wilson told
R&R. “Eric
brings a lot to the
table in the national position. He
grew up in the Sony organization and
spent almost three years with Capi-
tol. He’s covered three different re-
gions — the Midwest, Southwest,
and Southeast so he certainly
knows radio. He’ll be a huge asset
to this label and our artists.”

Beggs began his promotion career
at Columbia/Nashville in 1992 and
left for the Midwest local promo post
at Liberty in mid-’93. He moved to
Dallas as Southwest regional when
Liberty sister Patriot debuted in ear-
ly "94. He shifted to the Southeast
for Capitol (formerly Liberty) in

Beggs

mid-’95, then left Capitol in April |

of this year.

Pugh

Continued from Page 1
part of great things to come at
WMVP”

Before joining Adult Alternative
WSHE, Pugh was VP/Programming for
TK Communications in Miami and
PD at Rock WRXL-FM/Richmond.

Super 14

» & i

Super 8 celebrated the release of its self-titled Hollywood Records debut
following a performance at L.A.’s Whisky. Captured on 35mm are (rear, I-
r) Hollywood National Dir./Promotion Michael Motta, Midwest Regional
Promotion Manager David Perl, L.A. Regional Promotion Manager Ann
Eason, and Sr. VP/Promotion John Fagot; (front, I-r) VP/Sales Dutch Cram-
blitt, Super 8's John O'Brien, Hollywood Exec. VP Richard Leher, VP/
Promotion Tim Burruss and President Bob Pfeifer, Super 8's Bronx Slyle
Bob and Joel Shearer, and Bronx Style Bob's wife Claudia Diaz; (kneel-
ing, I-r) Super 8’s John Steward and Heming Borthne.

A T

Daley Rises To Capitol Nat’l Rock Promo

1 Snow takes over college promotion post

Capitol Records has upped Tom-
my Daley from Associate Director/
College Promotion to National Direc-
tor/Rock Promotion.

“Tommy’s got a ton to prove, and
I’m scared shitless,” said label Sr. VP/ [
Promotion Phil Costello. “He even
tried to sell me some bill of goods that
he was related to [Chicago Mayor]
Richard Daley.”

Daley told R&R: “I’'m looking for-
ward to the challenge of keeping Phil’s
foot out of my ass and learning the tricks of the trade from the true master |
of rock, [VP/Rock Promotion] Dave Ross.”

Moving up to Daley’s former slot is college radio rep Mike Snow, who
was MD at WUSO/Springfield, OH prior to joining Capitol.

Snow

Daley

Country KEYV/Las Vegas Goes ‘Big Oldies’
[} White becomes PD; KBGO calls pending

Country KEYV/Las Vegas became “Big Oldies 93”
at noon last Wednesday (5/15). Former WMAS-FM/
Springfield, MA PD Brian White is now programming
the station, which has applied for new calls KBGO.

White told R&R, “I don’t like saying anything nega-
tive about a competitor, but crosstown Oldies KQOL
is licensed to Boulder City and has an inferior Las Ve-
gas signal. It’s an okay-sounding station with a good
signal in the southern portion of the metro, but they don’t
punch the northern part. KQOL also doesn’t have the
resources of Regent Broadcasting or our Class C sig-
nal capability.

“Las Vegas has really needed a full-fledged, full-mar-
ket-signal Oldies station. Regent already owns Country KFMS and AC
KSNE in this market, and Big Oldies will be a good fit. All three of us will |
perform very well 25-54.”

White’s other programming experience includes KFRC/San Francisco,
XHTZ/San Diego, WBJW/Orlando (now WOMX), and WMXB/Rich-
mond.

White

Riesen Returns To KBZN/SLG As PD

Capitol Broadcasting NAC KBZN/Salt Lake City has appointed Rob
Riesen PD. Riesen — who is a former afternoon drive announcer at the
station — replaces Dale Nelson, who departed several months ago.

“I’ve been a fan of this format for a long time,” Riesen stated. “There’s
a lot of room for growth in this market, and I’m looking forward to being

part of that growth.” .
A 15-year veteran of radio, Riesen previously held an airshift at former
crosstown Country outlet KWJJ.

- = WWW. americanradiohistorv.com
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WFAN/New York Welcomes Davis Back As GSM

ee Davis has returned to his GSM slot at all-Sports WFAN-AM/
New York. He had spent six weeks as President/GM of WIBF-
FM/Philadelphia and WDRE-FM/Nassau-Suffolk.

“We are very happy to welcome Lee back,” said WFAN GM Joel Hol-
lander. “Since joining the station as a sales representative and rising
through the ranks to GSM, Lee has been an integral part of WFAN'’s
success.”

Dauvis first joined WFAN in 1989.

Schock Shifts To RCA As VP/Media, Artist Dev.

laine Schock, former head of independent pub-
lic relations firm Shock Ink, has been appcint- |
ed VP/Media & Artist Development at RCA Records.

“l have worked closely with Elaine for many years,
and my respect for her productivity, creativity, and
understanding of the media and artist development
process has only grown,” said label Exec. VP/GM
Jack Rovner. “She consistently demonstrates a keen
sense of what is right for the individual artist and de-
livers the highest-quality media for them.”

Schock also has worked as Director/Publicity at
Chrysalis Records, Manager/Publicity at Casablan-
ca Records, Director/Publicity for ABC Records,
West Coast Manager/Publicity for MCA Records, AE at the Howard
Bloom Organization, and Associate Director/Publicity at Columbia
Records. Schock began her career in Island Records’ London press
office in 1975.

Schock

Carvello Says H.0.L.A. To VP/Promotion Post

J oey Carvello has been named VP/Promotion
atH.O.L.A. (Home Of Latino Artists) Record-
ings. He formerly was VP/North America for
Champion Records.

“Joey’s track record is legendary,” said H.O.L.A.
GM/Exec. VP Ken Baumstein. “That and his enthu- §
siasm for the H.O.L.A. vision will play crucial roles in |
our success.” \

Prior to Champion, Carvello was VP/Radio at tip-
sheet Street Information Network. Under the SIN
umbreila, he also acted as VP for Set ’lEm Up Mar-
keting. Carvello also was Sr. Director/Dance Music
& Crossover Radio for Atlantic Records and its as-
sociated labels and founded the independent crossover company Joey
Carvelio Promotions.

Carvelio

Marion Takes 57 Promo & Special Projects Post

W illiam Marion has been named National Di- |
rector/Promotion & Special Projects for 57
Records. He previously served as National Direc-
tor/Promotions for Vernon Yard Recordings.

“William’s creativity and talent will be a tremendous
asset to our artists and the company,” said label
founder/album producer Brendan O’Brien.

Marion began his career in 1992, serving as Sta-
tion Manager for college outlet WPL.S/Greenville, SC.
He segued to Island Records as Marketing/Promo-
tion Asst. two years later.

Marion

For Pete’s Shake

Atlantic Group co-CEO/co-Chairman Val Azzoli (i) greets Pete Townshend
backstage at New York’s Supper Club. The Pinball Wizard had just
wrapped a week of acoustic promotional concerts.
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® TRACY CASSIDY is the new Direc-
tor/Public Service for Triathlon Broad-
casting’s KFH-AM, KQAM-AM, KEYN-
FM, KRBB-FM & KXLK-FM/Wichita.
She will continue her duties as moming
co-hoston KRBB.

Records

® GENE RUMSEY and TERRY
SAUTTER have been appointed Sr.
VP/Major Accounts Group and Sr. VP/
Field Sales & Marketing, respectively, for
EMI Music Distribution. Rumsey previ-
ously served as Sr. VP/National Accounts
for Cema Distribution; Sautter was for-
merly Regional Director for Cema.

Gillon

Major

® KATIE GILLON has been promoted
from VP/Production & Creative Ser-
vices to Sr. VP/Production & Creative
Services at MCA/Nashville. At MCA
Records, DOUG MAJOR ascends
from Director/Video Services to VP/
Music Video Production.

® MICHAEL OMANSKY has retumedto
RCA Records to serve as its VP/Strate-
gic Marketing. He most recently served
as President of Worldwide Entertainment

NEWS

i i

Marketing, a company Omansky found- | ® CAROL SNEYD has been promoted

ed in 1990 following a stint as VP/Mar-
keting Management with RCA. Addition-
ally, LUCY SABINI and GINA ORR are
appointed Directors/Publicity for RCA
Records, while TODD SCHENKEN-
BERGER becomes Associate Director/
Publicity.

® TAD SMITH has been named VP/Cor-
porate Development for BMG Entertain-

ment North America. He previously |

served as a management consultant at
McKinsey & Company Inc.

® BRENT HIROKAWA and JILLIAN
NEWMAN have become VP/Control-
ler and Manager/Artist Development &
Artist Relations, respectively, at A&M
Records. Hirokawa was previously Au-
dit Sr. Manager/Media & Entertainment
Division at Emst & Young LLP; New-
man was formerly a marketing intern
with the label.

® CHRIS POPPE has been promoted to
Sr. Director/Marketing for Epic Records.
She most recently served as Associate
Director/Marketing with the label. In relat-
ed news, J. DAVID WALDMAN is elevat-
ed to VP/Business Affairs at Sony Music
Special Products. He was formerty Direc-
tor/Business Affairs with the Sony division.

® CYNTHIA GRIMSON has been named
head of Marketing & Product Develop-
ment for Aimo Sounds/Nashville. She
was previously Director/Product Man-
agement forA&M/Nashville.

BiRmHs

WLDE/Ft.Wayne morning
news anchor Julie Jordan, hus-
band crosstown WBTU moming
host T.J. McKay, son Joseph
John-Aaron, May 20.

SW Networks VP/Talk Pro-
gramming Dave Rimmer, wife
Jennifer, daughter Caroline Ehr-
lich, May 16.

Arista VP/Int'| Eliza Diamond,
husband David, daughter Rachel,
May 7.

to Director/Advertising from Manager/
Advertising at Wamer Bros. Records.

® JOHN CONDON has assumed Direc-
tor/A&R duties for Elektra Records. He
will continue to serve as Director/A&R
for Asylum Records. Additionally,
former KCIN/Seattie PO RAY RANDALL
is the new West Coast regional promo-
tion head for Asylum and former RCA/
Nashville VP/A&RMARY MARTIN joins
Elektra and Asylum as a consultant.

® DAVID DORN and DAVID GORMAN
have been promoted at Rhino Records.
Dom, who will serve in Rhino’s entertain-
ment division, rises from Director/Media
Relations to Sr. Director/Media Rela-
tions. Gorman ascends from Manager/
Creative Marketing to the label’s Creative
Czar.

® | AURA RINALDI has become Direc-
tor/A&R Administration for H.O.L.A. Re-
cordings. Rinaldi previously served as
Associate Director/A&R Administration
at EMI Records.

National Radio

*BOB CAREY has joined ABC Radio
Networks as Manager/Affiliate Market-
ing. He was formerly Director/Market-
ing for Premiere Radio Networks.

® STEVEN “BUCKY” ALBRIGHT has
been named Director/Operations, Mil-
waukee for Metro Networks. He most
recently served as a traffic anchor for the
networks.

® Twelve-year-old EVAN ROBERTS is
now host of “What's Up? With Evan Rob-
erts,” Thursdays from 8-9pm ET/5-6pm
PT, on RadioAAHS. He was previously
host of “Going Bzircus” and “Kids Sports
Talk” on WGSM/Nassau-Suffolk. Addi-
tionally, WAHH-AM/Wilmington, NC be-
comes a Radio AAHS affiliate.

® BARRY MINKOW will become host of
Business News Network’s “Consumer
Hotline,” airing 7-9pm ET/4-6pm PT,
starting June 3. He is currently host of
“Fraud Biz,” airing 8-10am on KWNK-
AM/Simi Valley, CA.

® KEYMARKET RADIO has purchased
the Interstate Radio Network from the
Tribune Company. The ovemight Coun-

T L ﬁ" S S
try-based radio program is syndicated to
30 clear-channel affiliates throughout
North America. As a result, RUSS
SCHELL has been named VP/Network
Operations and will oversee Keymarket's
Road Gang Coast to Coast Network as
well as newly acquired Interstate. Schell
was formerty Director/Operations at Zim-
mer Broadcasting.

® GLOBAL SATELLITE NETWORK pre-
sents “A Very Special Evening With Cros-
by, Stills & Nash,” to air live via satellite
on Tuesday, May 28, from 11pm-12:30am
ET/8-9:30pm PT. The rock group will per-
form live and take listener calls. Bob
Cobum hosts; (818) 906-1888.

® CBS RADIO NETWORKS will broad-
cast “The Job Search,” a special 10-
part series designed to direct listeners
to promising career opportunities. The
one-minute reports will air the week-
end of June 1 from 6:40am-10:40pm,
at :40 past each hour. Fortune maga-
zine columnist Marshall Loeb anchors;
(212) 975-3771.

® SJS ENTERTAINMENT will launch
“Ovemight With Jeff Foxx,” the first na-
tionally syndicated ovemight program-
ming for Urban radio, on July 1 at mid-
night. The six-hour program, hosted by
the former WRKS/New York air talent, will
be aired live from New York; West Coast
affiliates may broadcast the program’s first
three hours on tape delay between 3-
6am. The show will feature urban music,
live in-studio interviews, and audience
interaction; (310) 358-8688.

©® CHAMPION PRODUCTIONS’ syndi-
cated “Sports Byline USA” will add a daily
two-minute feature, “The Business Of
Sports,” to its program on June 17. Not-
ed sports attomey Leigh Steinberg will
host the vignettes, covering such topics
as licensing, endorsements, and market-
ing agreements; (800) 783-7529.

For The Record

In last week's issue (R&R, 5/17),
a photo caption misidentified a
WPLWNew York benefit compilation
CD. Information provided by EMI
Records stated the album title as
“Mighty Real— Dance Classics Vol.
1.” The comect titie is “Scott and Todd
Present: Scam Dunk, A Comedy
Album, Volume IV.”

5 s i

PROS ON

THE LOOSE

Jason Bailey — Moming co-
host WHKW-AM & FM/Louisville

(502) 493-8875
Michael C. Bandy — OM/
moming co-host WHKW-AM/Lou-

isville (502) 499-6009

Coco Cortez — Late-nights
WBBM-FM (B96)/Chicago (312)
243-2626

Michael Eads —MD/middays
KW.JZ/Seattle (206) 933-1336

Dave McKay —OM/momings
KWJZ/Seattle (206) 820-3488

Tony Salvatori — Nights/
weekends WKKD/Aurora, IL
(708) 752-1708

Industry

® PAUL STUDEBAKER has joined the
Interep Radio Store as a Dallas-based
radio marketing specialist. He had pre-
viously beenAssociate Marketing Man-
ager with Dr. Pepper/Cadbury Beverag-
es NorthAmerica.

® DAVID GRAUPNER has been ap-
pointed Exec. VP/Operations atTM Cen-
tury. He joins the company from Mid-
continent Media, where he previously
served as VP/GM.

® RANDY PRICHARD has launched
RPM, a media, marketing, and manage-
ment sales training and consultancy firm.
The company’s address is 8470 Corsi-
ca Drive, Jenison, M| 49428; phone
(616) 667-2284.

© DIMAC MARKETING CORP.,, a subsid-
iary of Heritage Media, has acquired
MBS/Multimode Inc., a Long Island, NY-
based database marketing firn. MBS will
continue to operate under ts own name
as a subsidiary of DIMAC; no adminis-
trative restructuring has been announced.

® ON-AIR PRODUCTIONS has intro-
duced a new service that allows for the
conversion of analog-based cassette
airchecks to digitally mastered CDs;
(406) 582-0828.

National Radio Formats
See Page 17
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MANAGEMENT

Are You Living (And Dying)
In The Post-Arhitron Zone?

n increasing number of radio stations inhabit the Post-

Arbitron Zone. This unhappy place is made up of com-
petitors for whom the whole ratings game is probably a los-
ing enterprise. A certain group of these stations see a glim-
mer of hope from time to time. They get a “’kiss” in the book
and show some encouraging position in a target demograph-
ic. But the next book comes along and back they slide down
into the murk and mire of the Post-Arbitron Zone.

Take This Test

Here’s a simple test. Take a re-
centArbitron report. Go toward the
back of the book and look at the
cume duplication page. Make these
calculations:

Starting at the left edge, go down
the page until you reach your sta-
tion’s call letters. Add ACROSS
the page along the row that desig-
nates your station. Skip over the
100 score you’ll reach when you
hit the column designating your
station. Take the sum of all stations
ACROSS the page and divide by
the number of stations in the re-
port (minus your own station).
Write this down on a piece of pa-
per and label it TAKE.

Now go across the top of the
page and find your station’s calls.
Add DOWN the column under
your station. Again skip over the
100 score when you get to the row
for your station. Take the sum
DOWN and divide that by the num-
ber of stations in the report (minus
your own). Write this figure down
next to the TAKE number and la-
bel it GIVE.

The TAKE number is the per-
centage of the average stations’
cume that also tunes into your sta-
tion. The GIVE score is the aver-
age percentage of your cume that
tunes into each other station. Now
subtract GIVE from TAKE. If the

For those few high-
cume, strong-signal
formats that can hack
it, the system is great.
But the niche stations
are screwed.

result is a minus or less than plus
one, you have my condolences —
because your station inhabits the
Post-Arbitron Zone.

Pluses & Minuses

Stations that are strong in Ar-
bitron (or any other service) will
score a strong plus number here. It
could be as high as +13 or +14,
depending on the size of the mar-
ket. In a fragmented crazy place
such as Los Angeles, the score
could be around a +8.

Stations in the minus area sim-
ply don’t do well. They don’t nor-
mally get that elusive glimmer of
hope. Those whose number falls
between +2 and zero are the kinds
of stations that get the feeling of a
light at the end of the tunnel every
few books. And when that glori-
ous light does favor us, it usually

FIND WHAT YOU'RE

Every

woek in the

KRR MARKETPLACE

Tt BTy Bl

By George Bums

comes in the form of Time Spent
Listening.

TSL Vs. AQH

But TSL is an unworthy and
fickle lover. She cometh and go-
eth without regard to what you
doeth. Many years ago, we learned
that extending the time spent by
heavy users could improve Aver-
age Quarter Hour. Butonlyup toa
point. Beyond that point, TSL
damages cume and thus lowers
Average Quarter Hour.

Remember: TSLis not the same
thing as Average Quarter Hour. In
market after market, the best indi-
cator of Average Quarter Hour po-
sition is the relative size of your
station’s cume. Time Spent Listen-
ing does not correlate with Aver-
age Quarter Hour. The stations
with the highest TSL are often at
the bottom of that unhappy mob
in the Post-Arbitron Zone.

Cume Counts!

Stations that do best in Arbitron
are stations with large cume. They
reach as many people as possible,
and they do this across the whole
range of zip codes. Broadly reach-
ing stations — Full-Service, CHR
(in the old-fashioned Top 40
sense), All-News, and the equiva-
lent outlets for large “minorities”
like KLVE/Los Angeles or
WJLB/Detroit — are the folks
who get the strong cumes and the
big quarter hours.

Such a system can only accom-
modate so many stations. Over the

When you get down to
basics, Arbitron and
AccuRatings are just

Hooper and Pulse
dressed up for the
'90s. This is not the
fault of Arbitron or
any other company.
The whole idea is
already dead. It’s
just too arvogant
to lie down.

e m

years, our kindly Uncle Sam has
deemed it beneficial that radio
should go forth and multiply. The
number of stations now greatly ex-
ceeds the number of possible
meaningful cume winners. Thus
we have the Post-Arbitron Zone.
If you are one of these less
broadly appealing stations (aka
niche formats), you must undergo
a constant promotional struggle.
You keep hyping the book so that

WWW.americanradiohistorv.com

DATELINE

* June 4-5 — Third Intemational
Symposium on DAB. Montreux,
Switzerland Convention Center;
(213) 938-3228.

* June 6-9 — Third Annual Ra-
dio Montreux Intemational Sympo-
sium. Montreux, Switzerland Con-
vention Center; (213) 938-3228.

*June 10-16 — International
Country Music Fan Fair. Tennessee
State Fairgrounds, Nashville; (615)
244-2840.

*June 12 — 1996 Radio Mer-
cury Awards. Waldorf Astoria, New
York City.

¢ June 19-22 — PROMAX Con-
vention. Los Angeles Convention
Center; (310) 788-7600.

* June 20-22 — 25th Silver An-
niversary Convention & Bobby Poe
Retirement. Sheraton Premiere,
Tysons Comer, VA; (301) 951-1215.

* June 26 (through September
18) — Summer Arbitron.

* June 27-29 — 45th Annual
AWRT Convention. Ritz-Cariton, Na-
ples, FL; (703) 506-3290.

¢ July 9 — Major League Base-
ball All-Star Game. Veterans Stadi-
um, Philadelphia.

e July 10-12 — McVay Media
Radio School. Stouffer’'s Renais-
sance, Cleveland; (216) 892-1910.

. SHEETs Working Towards A Uni-
" fied Hip Hop Nation IIi. Site TBA, Los

e July 11-14 — Upper Midwest
Conclave. Downtown Marriott, Min-
neapolis; (612) 927-4487.

* August 8-10— Talentmasters
Moming Show Boot Camp. Westin
Canal Place Hotel, New Orieans;
(770) 926-7573.

* August 22-25 — Jack The
Rapper Convention & Expo. Geor-
gia Intemational Convention Center
and Sheraton Gateway Hotel, Atlan-
ta; (407) 290-2289.

* September (Date TBA) —20th
Annual NABOB Fall Broadcast Man-
agement Conference. Sheraton
Washington Hotel, Washington, DC;
(202) 463-8970.

* September 9 (through De-
cember 11) — Fall Arbitron.

* October 2 — CMA Awards.
Grand Ole Opry, Nashville.

* October 4-6 — 96 Women In
Communications Conference. Red
Lion Jantzen Beach Hotel, Portland,
OR; (703) 359-9000.

* October 9-12 — NAB Radio
Show. Los Angeles Convention
Center, (202) 429-5420.

* October 9-12 — RTNDA 51st
Intemational Conference & Exhibi-
tion. Los Angeles Convention Cen-
ter; (202) 659-6510.

¢ October 23-26 — RAP

Angeles; (213) 634-3528.

your TAKE minus GIVE number
stays positive. The minute you let
down, as soon as you decide to
save a few bucks, back you skid to
languish among the other losers.

Ratings Vs. Sales Needs

I call this the Post-Arbitron Zone
because we have now entered a
period where Arbitron (and every
other rating service) no longer ap-
plies to the majority of operating
stations. Ratings as we know them
can not serve most stations’ sales
needs. This whole Reach & Fre-
quency, Cost Per Point stuff is a
bunch of crap for denizens of the
Post-Arbitron Zone.

To sell under such a system is
madness, a madness that has been
going on since the 1940s. For those
few high-cume, strong-signal for-
mats that can hack it, the system is
great. But the niche stations are
screwed. They can turn out mobs
for clients and ring cash registers
off the wall within their realm of
competence. But they can’t com-
pete in a traditional rating-orient-
ed world.

The World Has Changed
Think of how much has changed
since the 1940s. We have TV. We
have cable TV. We have CD-
ROMs, VCRs, digital TV via sat-
ellite, and we have the Internet. But
we are still selling based on re-

search fundamentals that come
from the *40s. We have bigger
samples, new methods of data re-
trieval, and computers. But when
you get down to basics, Arbitron
and AccuRatings are just Hooper
and Pulse dressed up for the 90s.
This is not the fault of Arbitron or
any other company. The whole
idea is already dead. It’s just too
arrogant to lie down.

Most often I use this space to
write about the relevance of new
technologies and the Internet to
today’s commercial radio. It seems
to me that these represent strong
new audience and revenue possi-
bilities. They cannot, however, be
viewed from the perspective of the
old ratings model.

The whole advertising industry
is moving toward a more results-
oriented, pinpoint-targeting mode.
This can never be measured by rat-
ings as we know them. These new
technologies must be thought of as
transforming devices. The Internet
and whatever grows out of it will
redefine the whole media business.
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Radio & The Web: A Natural Alliance

M ore and more people are talking about the value of
radio station web sites. While part of the interest stems
from the lure of new technology, everyone seems to agree
that radio home pages can provide a wealth of benefits to
individual stations and their listeners.

We already see stations broad-
casting over the ’Net, communi-
cating directly with their listeners,
and using their sites to assemble a
station database.

Web Sites As A
Revenue Source

Advertisers also can play an
important role. One of the big
questions still to be answered
about radio home pages is this:
How can stations make money
from their sites? Any revenue gen-
erated from the Internet could be
used to help support the cost of
maintaining the home page. If the
profits are large enough, they could
be used to generate signficant prof-
it on their own.

For radio stations, the advertis-
ing possibilities presented by the
Internet are huge. Even better, they
relate directly to our traditional
business: selling advertising time,
or in this case, space on the web
— only with a twist that takes ad-
vantage of the benefits that the
World Wide Web has to offer.

Salespeople
On The Move

* Gabe Grimaltis now NSM
at Spanish Broadcasting Sys-
tems’ WXLX-AM, WPAT-FM &
WSKQ-FM/New York.

* John Ford has been ap-
pointed GSM of Nassau
Broadcasting's WJLK-AM &
FM & WONJ-FMMonmouth-
Ocean. He previously served
as Mgr./Sales for North Shore-
owned competitors WOBM-AM
& FM.

*Lonnia Martin will join
WilS/Key West, FL as Dir./Pro-
ma & Sales, effective August 1.

* Bob Calandruccio has be-
come Easten Hegional S for
CBS Aadio Networks. He was
formerly President of Vit Me-
dia International.

* Rob Williems and Mario
Del Pero become VP/Stations,
Mortheast Division and AE, re-
spectively, at Katz RadioMew
York, Additionally, Louise Ka-
lechstein, Lisa Beth Napp,
and Betina Lewin-Tames are
named Regional Acct. Mgr.,
Mgr./Sales, andAE, respective-
ly. at Katz's KRG Network Di-
mensions. Furthermore, Chris
Drummond and Brian Bene-
dikare now AE andTeam Mgr.,
respectively, for Katz’s East-
man Radio.

What better way to
drive web browsers to
a particular site than
with a targeted on-air
radio campaign, using
the loyalty of the radio
station audience to
drive traffic in
whatever direction
the client desires?

Internet Budgets Up

Many questions still need to be
answered regarding the effective-
ness of ad spending on the Inter-
net and how to measure audience
size. However, it’s already clear
that radio web sites present a new
opportunity for advertisers inter-
ested in reaching potential con-
sumers.

We’'re already seeing Internet ad
budgets being created by tradition-
al broadcast sponsors. While some
of this money may indeed be
“new,” it’s far more likely that
many — if not all — of the Inter-
net dollars are being taken from
traditional media, radio among
them.

How do we keep radio budgets
from being slashed? In fact, is it
possible to transform the Internet
from a potential threat — a com-
petitive ad medium — into a ben-
efit?

Let’s look at the Internet side of
the equation. While the concept of
advertising on the web is still in

By Gerry Boehme

its infancy, people are already start-
ing to investigate its possibilities.
The potential benefits of web site
ads include direct links to adver-
tisers, impressive visual images,
and unlimited detail.

What many home pages lack is
the ability to drive targeted traffic
to their sites. How can an audience
be made aware of the ad (or the
home page itself)? And how can a
need be created for that audience
to make the effort to go to the web
site and receive the message?

Now let’s look at radio. We all
know the benefits to radio adver-
tising: portability, targeted — and
loyal — audiences, the “theater of
the mind,” and the like. What has
held radio back in the minds of
some advertisers? Justified or not,
radio has been criticized for two
arguable shortcomings: the lack of
visual images, and the difficulty of
providing detailed information.

Anyone see a pattern here?

Radio/Internet Synergy

Combining a radio on-air cam-
paign with radio station web site
advertising solves both dilemmas.
What better way to drive web
browsers to a particular site than
with a targeted on-air radio cam-
paign, using the loyalty of the ra-
dio station audience to drive traf-
fic in whatever direction the client
desires?

Radio stands as the medium best
suited to partner with the Internet
and provide effective advertising
strategies to clients looking to
merge the best qualities of both
media. Loyal listeners already are
saving their radio station’s web site
as one of their favorite places, so
they’re already likely to be ex-
posed to client ads placed on those
sites. Heavy Internet users are like-
ly to be loyal listeners to at least
one radio station.

The listener now will be able to
hear a spot on the radio, go to the
station’s home page, and click on

your sales staff?

in the advertising community.

the following ways:

Do You Have A Sales Story To Tell?

he challenges facing a radio sales department are grow-
ing more difficult each day.

* How are you staying ahead of the game?
*in what new ways are you compensating and motivating

¢ |s your department using computer technology? How?
¢ Are you exploiting all possible new business sources?
¢ Is radio’s slice of the advertising pie in your market growing?

R&R invites you to share your story about any of the above topics —

or any other sales-related issues — with our readers. Your comments will
contribute to an ongoing forum designed to raise the profile of radio sales

Send your thoughts to Managing Editor Ron Rodrigues in any of

Mail: 10100 Santa Monica Bivd., 5th Floor,
Los Angeles, CA 90067-4004
Phone: (310) 788-1646  Fax: (310) 203-9763
E-mail: ronr@rronfine.com

WAL americantadiohistonLcom.

The Web: GCompetition
Or Enhancement?

ike any new medium, the rise of the Intemet introduces
some audience competition to established media, in-
cluding radio. A closer look makes it clear that radio stands
to reap some benefits from the growing usage of the Web,
while other media could be hurt from an audience stand-

point.
I Location, Location, Location l
Much of the Intemet’s impact will be defined by its location, or rather,
the location of the user. Computer usage is primarily concentrated in the
home and at work. Logically speaking, the Internet poses little threat in
the area of portability, where radio excels. Fixed locations are the nomm
— the computer rests in one place in the house — but radio is in every
room.

Pictures & Screens

The Intemet mixes visual and audio elements, but it’s primarily visual.
It's an active medium that demands full attention to a screen — just like
TV. In fact, some studies suggest that much of Intemet home usage is
coming at the expense of television.

We've also seen the beginnings of mass distribution of publications
through the 'Net. Will this affect the readership of traditional printed mate-
rials, along the their ad value? Perhaps.

Technology will make audio services available through the internet as
well. However, some users may prefer to listen to their radio. Cthers may
listen to their favorite station, but through the Intemet. A third group may
tune to other sources, inchuding radio stations from other places, or new
audio services.

The Walkman (personal portable stereo) may help us draw some con-
clusions here. Whilz the appearance of such devices certainly made tapes
or CDs available in a partable environment, they also contribiried to new
radio listening. The internet probably will work the same way, making
radio available to people who choose to use their computers at the ex-
pense of either TV or print.

Radio web sites enhance a station’s ability to communicate with the
audience and provide more value. These benefits, combined with their
revenue potential, will more than compensate for any audience erosion
the Intemet may exact on listenership.

the ad placed by the specific ad-
vertiser. This could include a di-
rect link to the home page of the
advertiser, where the possibilities
for direct communication and de-
tailed information are endless.

Want a coupon? Print it there
through your PC. Want detailed
lease information for the luxury car
of your dreams? Read it and print
it through the Internet, along with
a picture of the car and an e-mail
connection to the dealer in your
area.

Joint radio and Internet adver-
tising campaigns are a natural.
What will be necessary to make
this happen?

Making It Work

First, radio stations must have
web sites (elementary, my dear
Watson). Not only that, the station
will have to treat its web site like
it does its core on-air business. The
site must be maintained, attractive,
current, and exciting. Web brows-
ers must be given consistent rea-
sons to click on the site again and
again. If they don’t come, you
cannot sell it.

Second, it will not be enough for
only some stations to be on the
web, at least for national advertis-
ers. Radio web sites — and Inter-
net coverage — will have to attain
the critical mass that makes any
medium effective.

Third, an easy and efficient

means of linking web sites must
be made available to advertisers.
Radio campaigns work because
we know how to produce the spots,
and we know how to get them on
the air. The same mechanisms
need to be established for the home
pages and the links tc other sites.

Fourth, worth will have to be
established. Is the web site ad of-
fered as “added value” or at an
additional charge? Is there a flat
fee, or will it be based on hits?

Radio survived the introduction
of TV, cable TV, CDs, and the
Walkman. The issue is not wheth-
er radio will survive the growth of
the Internet. It’s whether we’ll be
able to take advantage of a tremen-
dous opportunity to combine the
synergy of two exciting media for
the benefit of advertisers and au-
diences alike.

Gerry Boehme
is Sr. VP/Re-
search Director [
for the Katz Ra-
dio Group. He
can be reached
at (212) 424-
6784.
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MARKETING & PROMOTION

Creating A Successful Marketing Plan

A successful marketing plan is vital to the success of any
radio station, regardless of market size or format. While
the Lund Consultants customize a marketing plan and in-
dividual promotions for each client station in its respective
market, all clients are assisted with the following marketing

plan outline.
Assessing Your Goals

* What is the goal of the station’s
marketing on target (new cume,
TSL, visibility, etc.)?

* Does advertising reflect the
uniqueness and attraction of the
station?

* Is there a set marketing plan for
19967

* Why should new listeners
change from their present listen-
ing habits and tune to your station?

The purpose of this planner is to
assist in establishing station goals,
collect and process data pertinent
to the station’s marketing plan, and
identify promotional opportunities
for the coming year.

The Station’s Mission

The station’s mission is to iden-
tify a target demographic to which
it will market its programming
product, and to develop a strategic
plan that ascertains the radio needs
of this target group, and then su-
per-serve this group through exem-
plary programming.

Tactical planning takes the de-

fined goals of the strategic planand

develops operational methods and
activities to reach those goals.

As the spring rating period
winds down, station management
prepares for the summer and fall
sweeps using a precise marketing
guideline. The Lund Marketing
Matrix benefits many radio sta-
tions. The process of describing
format, market, audience, compe-
tition, obstacles, and objectives
helps create effective, sharply fo-
cused marketing.

Identify Strategic Goals
1. Mission statement
2. Format & image
3. Primary & secondary demo-
graphics
4. Marketing objectives

Product Definition

1. Listener profile

2. “Stationality” that makes the
station unique

3. How station “attitude” is pro-
Jjected on-air

4. Music & formatics

5. Personalities & their impor-
tance in mornings and other day-
parts

6. Station history & service to
market

7. Areas in metro/TSA not
served due to signal

8. Positioning statement (Is it
simple enough, easily understood,
unique, credible, and beneficial?)

9. Phraseology used to describe
station; other slogans and nick-
names

10. Areas that differentiate
moming show from other dayparts

Competition

1. Primary & secondary compet-
itors

2. Competitive formats &
positioning

3. Competitive advantages &
weaknesses

4. Advertising themes & usage
of key competitors

Audience Profile

1. Target demographic
2. Secondary demographics &
fringe demos

David E. Parnigoni's

BROADCAST HOUSE

Selling
Products

& Services

to Broadcasters
Known by the
Companies

We Keep

Email: bhouse@netrail.net

Jingles. Production music. Customized vans. Remote sets. Creative services.'
Program consulting. Technical consulting. Copy service. Publications. Advertising
specialty products. Clothing. Sales training. Long distance telephone service ..
practically everything you need for the operation of your station except equipment

(703) 319-3820
F(703) 319-3822

Tee Shirt
Special

* American Made

* 100% Cotton

* 2-3 color imprint

* Delivery/tax extra

* No other charges

* Minimum order: 250

Offer good to 6/29/96

$4.95 ea.

By John Lund

3. Audience sharing with key
competitors

4. How listeners “use” station in
morning, “workday,” afternoon,
evening, weekends

3. Proiiie of active or passive lis-
teners

6. What listeners respond to best
and least

Research

1. Ratings trends & perceptual
research

2. How do listeners describe the
station (call letters, station name,
dial position)

3. What language do listeners
use to characterize station & for-
mat?

4. Attributes important to listen-
ers; reasons for listening

5. Competitive flaws & oppor-
tunities

Primary & Secondary

Promotions

Describe each promotion con-
ducted over the past year. Did it
accomplish one or more of the fol-
lowing?

* Cume builder

* Time Spent Listening growth

* Audience recycling

* Image enhancement

* Revenue generation

Now describe the:

* Promotional strengths

* Promotional weaknesses

* Recommended changes if
promotion is conducted again

Roster annual events in the mar-
ket, and note those events the sta-
tion sponsors or co-promotes. Of
the events not covered by the sta-
tion, which most closely match the
station’s target demos? List signif-
icant holiday promotions.

Advertising & Promotion

1. What specific media are used
by the radio station:

TV

*Cable TV

* Newspaper

* Outdoor

* Transit

* Direct mail

* Telemarketing

* Other advertising media

2. Describe length of advertis-
ing terms — consistently utilized
media (all year) and flights/sched-
ules

3. Recent creative advertising
approaches for station (What is
used in each medium? Is there a
consistency in theme?)

4. Competitive creative ap-

O#Iglm;gncn “Catdaddy™
Spirs iz upped to Dir/Promo-
tions at KDKSShraveport, LA.

keting & promotion professionals.

radio industry.

Share Your Marketing Plan!

We hope you'll take part in the industry’s newest weekly forum for mar-

* Just what did it take to pull off that remote?

* How much time went into that station concert?

* Who chose the colors for that outdoor campaign?

* Why did you use film — or video — for those TV spots?

R&R invites you to share your stories about any of the above topics —
or just about anything marketing- or promotion-related — with our read-
ers. Your comments will contribute to an ongoing forum designed to at-
tract attention to the importance of strong marketing and promotion in the

Please send your ideas, releases, and photographs to Scott Slaven,
Director of Communications, PROMAX International, 2029 Century Park
East, Suite 555, Los Angeles, CA 90067.

proaches, media, and usage

5. Complete a one-year calen-
dar showing major and secondary
contests, audience promotions,
sales promotions, station events,
appearances '

6. Identify those promotions that
only your station can do well, and
events that would be out of char-
acter for the station

Attracting New
Cume Trial

New promotions should be stra-
tegically designed to accomplish
specific audience and sales goals.
Promotions are a tactical device
that should have a positive effect
on one or more of the following:

* Cume building

* Quarter hour (TSL growth)

* Audience recycling

* Image enhancement

* Revenue generation

Tactical Promotional
Planning

1. Primary reasons that listeners
tune in to the station

2. The station’s biggest asset

3. Does the morming show com-
mand habitual listening? Does its
content consistently get talk in the
market?

4. Obstacles that must be over-
come to attract new cume trial

5. Primary advertising objective

(Roster the single-biggest benefit
the campaign should communi-
cate.)

6. Secondary objectives (List
additional messages to reach mar-
keting objectives. Caution: Multi-
ple messages tend to get in the way
of the main objective.)

7. Advertising & media budget
(for year, per quarter)

The station’s Marketing Assess-
ment should be continuously up-
dated. Complete promotional files
should be kept for each station pro-
motion.

John Lund is President of
the Lund
Consult-
ants To
Broadcast
Manage-
ment Inc.
and Lund
Media Re-
search, a
full-service
radio pro-
gramming,
consulting,
and re-
search firm based in San
Francisco. He may be
reached by phone at (415)
692-7777 or by e-mail at
TLC2RADIO@aol.com

ARROW TOUCHES HEARTS — Classic Hits KCBS-FM/Los Angeles
recently presented the American Heart Assn. with a check for $2500 on
behalf of the CBS Foundation. The check represents Arrow 93FM'’s ef-
forts to raise money for and create awareness of AHA services during a
series of fundraising “Heartwalks” across Southem California. Posing with
the check are (I-r) KCBS-FM Community Affairs Dir. Cynthia Eichler, AHA/
Orange Country Dir./PublicAffairs Liz Linn, station VP/GM Dave Van Dyke,
and AHA/L.A. County Dir./Public Relations Dana Butler.

TWWWW americantadionistorvcorn
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SHOW PREP

NEW THIS WEEK

MUSIC & VIOVIES

CURRENT

* TWISTER (Warner Sunset/WB)
Singles: Humans Being/Van Halen
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Long Way Down/Goo Goo Dolls (Metal Blade/WB)
Other Featured Artists: Shania Twain, Mark Knopler, Tori Amos

* FLIPPER (MCA)

Featured Artists: Matthew Sweet, Shaggy, Tom Jones

« THE CRAFT (Columbia/CRG)

Featured Artists: Spacehog, Jewel, Elastica
e THE TRUTH ABOUT CATS & DOGS (A&M)

Single: Caramel/Suzanne Vega

Other Featured Artists: Blues Traveler, Ben Folds Five, Sting
o THE GREAT WHITE HYPE (Hudlin Bros./Epic Soundtrax)
Featured Artists: Bone Thugs-N-Harmony, Method Man, Camp Lo
o JAMES AND THE GIANT PEACH (Walt Disney)

Featured Artist: Randy Newman
o THE PALLBEARER

Single: Love s A Beautiful Thing/Al Green (Miramax/Hollywood)
» A THIN LINE BETWEEN LOVE & HATE (Jac-Mac/WB)

Single: AThin Line Between Love & Hate/H-Town

Other Featured Artists: R. Kelly, L.B.C. Crew, Luniz
* FLIRTING WITH DISASTER (DGC/Geffen)

Single: Camel Walk/Southern Culture On The Skids

Other Featured Artists: Cake, Urge Overkill

e THE SUBSTITUTE (Priority)
Single: Hoo Bangin'/Mack 10

Other Featured Artists: Organized Konfusion, Intense Method
» SUNSET PARK (Flavor Unit/EastWest/EEG)
Singles: Elements 'm Among/Queen Latifah

Hoop In Yo Face/69 Boyz

Are You Ready/Aaliyah

Keep On Keepin’ On/MC Lyte t/Xscape

+ BOYS (A&M)

Featured Artists: Del Amitri, Cast, Sparkiehorse

COMING

* MISSION: IMPOSSIBLE (Mother/Island)
Single: Mission: Impossible/A. Clayton & L. Mullen
Other Featured Artists: Pulp, Salt, Cranberries

* THE CABLE GUY (Work/CRG)

Singles: Leave Me Alone/Jerry Cantrell

Somebody To Love/Jim Carrey

Standing Outside .../Primitive Radio Gods
Other Featured Arlists. Cracker, Filter, Silverchair

* THE NUTTY PROFESSOR

Single: Touch Me Tease Me/Case tFoxxy Brown (Def Jam/RAL/Mercury)

* EDDIE

Single: All The Way Live/Coolio (Tommy Boy/island)

e CASINO (MCA/Universal)

Starring Robert De Niro and
Sharon Stone, this feature film
spawned a two-CD MCA
soundtrack showcasing a com-
pilation of vintage tunes. Discone
spotlights 16 tracks, including the
Staple Singers’ ‘Il Take You
There,” the Moody Blues’
“Nights In White Satin,”Nilsson’s
“Without You,” Roxy Music’s
“Love Is The Drug,” Fleetwood
Mac’s “Go Your Own Way,” B.B.
King’s “The Thrill Is Gone,”Mud-
dy Waters's “Hoochie Coochie
Man,” and cuts by Louis Prima,
Les Paul & Mary Ford, Clarence
“Frogman” Henry, Brenda Lee,
and more.

The second disc contains 15
songs, including Jeff Beck’s “i
Ain’'t Superstitious” (vocals by
Rod Stewart), Otis Redding’s
“Fa-Fa-Fa-Fa-Fa (Sad Song),”
Devo's version of “(I Can’t Get
No) Satisfaction,” Dinah Wash-
ington’s “What A Difference A
Day Makes,” Lee Dorsey’s
“Working In A Coalmine,”
Cream’s “Those Were The
Days,” Tony Bennett's “Who
Can | Tum To (When Nobody
Needs Me),” Little Richard’'s
“Slippin’ And Slidin’,” and mate-
rial by the Velvetones, Eric
Burdon, Dean Martin, Les
McCann & Eddie Harris, Jim-
my Smith, and others.
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MONDAY, JUNE 3

1957/The lIsley Brothers release
their first single, “Angels
Cried.”

1970/Kinks leader Ray Davies
flies from New York to Lon-
don to change two words in
“Lola” for the BBC. “Coca-
Cola” becomes “Cherry
Cola.”

1972(The Rolling Stones begin
the “Exile On Main Street”
tour. Stevie Wonder is the
opening act.

1976/Queen’s “Bohemian Rhap-
sody” goes goid.

1993/island re-signs U2 to a six-
album, $60 million deal.

Born: Curtis Mayfield 1942, De-
niece Williams 1951, Dan
Hill 1954

TUESDAY, JUNE 4

1942/Capitol Records opens.

1967/“The Monkees’ TV show
wins an Emmy Award
for Outstanding Comedy
Series.

1979/Chic releases “Good Times.”

1984/Bruce Springsteen releas-
es his “Born In The U.S.A.”
album. B

Born: Michetlle Phillips (ex-Ma-
mas & Papas) 1944, El
DeBarge 1961, Stefan
Lessard (Dave Matthews
Band) 1963

WEDNESDAY, JUNE 5

1965/Robert F. Kennedy is assas-
sinated. Stephen Stills
writes “Lone Time Gone,”

RS
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and the Rolling Stones insert
a reference to the murder into
“Sympathy For The Devil,”
which they record the next day.

1977/Alice Cooper's boa constrictor
is mortally bitten by arat it was
being fed. Cooper holds audi-
tions to replace the snake for
his act.

1995/Breeders guitarist Kelley Deal
pleads guilty to drug posses-
sion charges and is sentenced
to a stay in a rehab center.

THURSDAY, JUNE 6

1962/After failing a tryout with Dec-
¢a Records, the Beatles audi-
tion for EMI producer George
Martin.

1971/Gladys Knight & The Pips are
the musical guests on the last
“Ed Sullivan Show.”

1990/Florida Federal Judge Jose
Gonzalez rules 2 Live Crew’s
“As Nasty As They Wanna Be”
is obscene, sparking a nation-
al controversy over free speech
rights.

1993/The Who’s Pete Townshend
wins a Tony Award for Best
Original Score for the stage
production of “Tommy.” The
musical wins four other Tonys.

1994/Kiss member Paul Stanley and
wife Pamela Bowen become
parents to son Evan Shane.

Born: Steve Vai 1960

FRIDAY, JUNE 7

1963/The Rolling Stones releases its
first single, “Come On.”

1991/Queen Latifah makes her act-
ing debut as an abusive wait-

r— ————————AAAA-adRELIcaRtadiahistiorn, com

DATEBOOK

ress in Spike Lee’s “Jungle
Fever.”

1993/Prince changes his name to
an unpronounceable sym-
bol. Also ... Groundbreak-
ing ceremonies take place
in Cleveland for the Rock &
Roll Hall of Fame.

Born: Tom Jones 1940, Prince
(aka “AFKAP") 1958

SATURDAY, JUNE 8

1991/Bruce Springsteen marries
girlfriend/backup singer
Patti Scialfa.

Born: Nancy Sinatra 1940, Chuck
Negron (ex-Three Dog
Night) 1942, Boz Skaggs
1944, Nick Rhodes (Duran
Duran) 1962, Rob Pilatus
(Milli Vanilli) 1965

SUNDAY, JUNE 9

TLC — burnin’ down the house.

1972/Columbia Records signs
Bruce Springsteen.

1994/TLC’s Lisa “Left Eye” Lopes
sets fire to boyfriend/Atlan-
ta Falcons receiver Andre
Rison’s mansion.

Born: Les Paul 1915, Jackie Wil-
son 1934

— Paul Colbert

o

‘Spin,” Pumpkins Time-Travel Trip!

W hen Spin asks cover stars
Smashing Pumpkins
what they were doing in 1979,
guitarist James lha makes the
amazing claim that he’d “go to a
friend’s house during lunchtime
and watch MTV and make fun of,
like, Prince and Bruce Spring-
steen videos, just like Beavis and
Butt-head.” (Well, somebody’s
acting like some kind of butthead,
‘cause apparently neither lha or
any of Spin’s editors remember
that MTV didn’t debut until 1981.)

Photo Phunnies

The National Enquirer and the
Globe print shots of Howard
Stern playing a younger version
of himself in his forthcoming film
— wearing an Afro wig!

The Globealso runs a huge pic-
ture of Michael Jackson’s nose
rotting away.

And ... the Globe features a
photo of actress Patsy Kensit
kicking 'n’ screaming at her boy-
friend, Oasis singer Liam Gal-
lagher, over his late-night hotel
rendevous with supermode! Kate
Moss.

Meanwhile, the Star runs pho-
tos of Heather Locklear and
Richie Sambora frolicking in the
pool at a Laguna Niguel, CA get-
away.

Peopie’s “prom nights of the
stars” story includes a 1977 shot
of Alan Jackson and his high
school sweetheart/current wife,
Denise, and a 1984 pic of Janet
Jackson and her date, Darric
Graham (son of bassist Larry).

Pablo Picasso

“| don’t have [a computer] and
don’t plan on getting one — ever.
The computer affects my life and
art in the same manner the ra-
dio affected Picasso” — Paul
Westerberg’s message to AOL
subscribers (Entertainment
Weekly).

“People want to cail me a ‘fe-
male vocalist,” a ‘punk goddess,’
and I've often said ‘Why do you
have to genderize something?
You wouldn't call Picasso a ‘white
heterosexual painter’ would you?
He's an artist” — Interview cov-
ergirl Patti Smith resists label-
ization.

More Jacksons Action

The National Enquirer reports
that Michael Jackson and Lisa
Marie Presley planned to secret-
ly adopt a mixed-race baby before
she ended their marriage. Now
she’s decided to adopt the child

without Jackson’s help and he's
heartbroken. Meanwhile, the Na-
tional Enquirer and the Star note
that Lisa Marie received $5 million
from Jackson in their divorce set-
tlement.

And ... the Star reports that Ja-
net Jackson got her bellybutton
and tongue pierced.

Childhood Travmas

“rve never had head lice in my
life” —Everclear frontman Art Al-
exakis, remembering when his
friends’ parents used to check their
kids' noggins for critters after find-
ing out that he lived in a Culver City
housing project (Time).

“I couidn’t even wear pants until
| was 14" — Toni Braxton re-
counts her strict childhcod (Us).

Family Valugs

Now that “Barb Wire” has prov-
en to be a big bust, Pamela
Anderson Lee fired her manager
— and replaced him with hubby
Tommy Lee (National Enquirer).

Gioria Estefan’s disciplining her
wayward 15-year-old son by put-
ting him to work on a construction
site for six weeks makes the Globe
and the National Enquirer.

Courtney Love broke down on
the set of the movie she’s filming,
wailing that authorities were trying
to take her daughter away. She’s
also battled with co-star Woody
Harrelson and been thrown out of
a Memphis nitespot for heckiing
the strippers (Globe).

Mariah Carey’s AIDS-infected,
former heroin-addict sister claims
to have paid for the limo that Mari-
ah took to her first audition with the
money she earned as a hooker
(Globe).

I’'m Your Fan!

“There isn’t a day that goes
by that | don't listen to the Beat-
les. I’'m obsessed with every-
thing they’ve done, from their
clothes to their music. | just
stop short at going out with Jap-
anese artists” — Oasis guitar-
ist Noel Gailagher on his obvi-
ous obsession (Us).

“He had me sign my name on
his bicep, right under this tattoo of
my face that he’d had done. My
face was right where there was a
big oI’ muscle he could flex. He
was gonna have my signature tat-
tooed as well. What if he’s now in
love with Shania Twain? Maybe
he put her body under my head.
That might be smart” — Patty
Loveless talks about her weirdest
autograph request (Peaple).

Each week R&R sneaks a peek through the nation’s consumer
magazines in search of everything from the sublime to the ridicu-
lous in music news. R&R has not verified any of these reports.
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METALLICA Until It Sleeps (Slektra/EEG)
SMASHING PUMPKINS Tonight, Tonight (Virgin)
JERRY CANTRELL Leave Me Alone (WorkCRG)
IMMATURE Please Don't Go (MCA)

MONTELL JORDAN | Like (Def JamvRAL Mercury)
LA BOUCHE Sweet Dreams (RCA)

311 Down (Capricor/Mercury)

BUTTHOLE SURFERS Pepper (Capito)

|EXCLUSIVE ]

GREEN DAY Walking Contradiction (Reprise)
METALLICA Until It Sleeps (Elektra/EEG)

| HEAVY ]

BONE THUGS ... Tha Crossroads (Ruthiess/Relativity)
TRACY BONHAM Mother Mother (/sland)

COOLID Al The Way Live (Tommy Boy)

DAVE MATTHEWS BAND Too Much (RCA)

FUGEES Killing Me Softly (Ruffhouse/Columbia/CRG)
HOOTIE & THE BLOWRSH Old Man & Me (Afianticy
JEWEL Who Will Save Your Soul (Atlantic)

L.L. COOL J Doin’ t (Def Jam/Mercury)

ALANIS MORISSETTE You Learn (Maverick Reprise)
OASIS Champagne Supemava (£pic)

RAGE AGAINST THE MACHINE Bulls On Parade (Epic)

|STRESS |

BRYAN ADAMS The Only Thing That Looks ... (A&M)
ALICE IN CHAINS Again (Columbia/CRG)

TON BRAXTON You're Makin' Me High (Arista)

BUSH Machinehead ( Trauma/Interscope)

TRACY CHAPMAN Give Me One Reason (Elektra/FEG)
DELINQUENT HABITS Tres Delinquents (RCA)
EVERCLEAR Heartspark Dollarsign (Capito
GARBAGE Stupid Girl (Aimo Sounds/Geffen)
GOLDANGER Here In Your Bedroom (Mojo/Universal)
GRAVITY KILLS Guilty (TVT}

R. KELLY | Can't Skeep Baby (It ) (Jive)

GEORGE MICHAEL Fastiove (DreamWorks/Gefter)
NIXONS Sister (MCA)

NO DOUBT Spiderwebs ( Trauma/Interscope)
SOUNDGARDEN Pretty Noose (A&M)

STONE TEMPLE PILOTS Big Bang Baby (Atiantic)
SWV You're The One (RGA)

2PAC 2 Of Amerikaz Most Wanted (Death Row/Interscope)
VAN HALEN Humans Being (Wamer SunsetWB)

| BREAKTHROUGH |

SMASHING PUMPKINS Tonight, Tonight { Virgin)

|ACTIVE ]
JERRY CANTRELL Leave Me Alone (Work/CRG)

CASE $RIDOCY BROWN Touch Me Tease Me (Def.rmfRA Mizauny)
CLAYTON & MULLEN Mission: Impassibie {Mother/Iskand)
CRANBERRIES Salvation (/sland)

DISHWALLA Counting Blue Cars (A&M)

GIN BLOSSOMS Day Job (A&M)

GO0 GOO DOLLS Long Way Down (Metal Blade/WB)
IMMATURE Please Don't Go (MCA)

JARS OF CLAY Food (Sitvertone)

JODECI Get On Up (UptowrvyMCA)

MONTELL JORDAN | Like (Def Jam/RAL/Mercury)

LA BOUCHE Sweet Dreams (RCA)

MARILYN MANSON Swest Dreams (Nothing/Interscope)
MC LYTE /XSCAPE Keep On ... (Aavor UnitEastwestEEG)
MONICA Why | Love You So Much (Rowdy/Arista)
QUAD CITY BJ'S C'Mon ‘N Ride It (Big Beat/Atiantic)
TOTAL Kissin' You (Bad Boy/Anista)

VERVE PIPt Photograph (RCA)

PAUL WESTERBERG Love Untold (Reprise)

[ON |
BUTTHOLE SURFERS Pepper (Capitoh
PORNO FOR PYROS Tahitian Moon (Wamer Bros.)
REFRESHMENTS Banditos (Mercury)
PATTI ROTHBERG Inside (EMA
311 Down (CapricorvMercury)
NEIL YOUNG Dead Man (Vapor)
Vigeo airplay from May 27-June 2.

ALANIS MORISSETTE You Leamn (Maverici/Reprise)
BADLEES Angefine Is Coming Home (Polydor/A&M)
R. KELLY | Can't Sleep Baby (If 1) (Jive)

MEN OF VIZON House Keeper (550 Music)

XL ]
BRYAN ADAMS The Only Thing That ... (A&M)

TRACY CHAPMAN Give Me One Reason (Flektra/EEG)
CELINE DION Because You Loved Me (550 Music)
HOOTIE & THE BLOWFISH Od Man & Me (Atiantic)
ALANIS MORISSETTE Ironic (Maverick/Reprise)

| LARGE |

IMARIAH CAREY Atways Be My Baby (Columbia/CRG)
CLAYTON & MULLEN Mission: Impossible (Mother/Isiand)
COLLECTIVE SOUL The World | Know (Atiantic)
GLORIA ESTEFAN Reach (£pic)

GIN BLOSSOMS Foliow You Down (A&M)

JEWEL Who Will Save Your Soul (Atlantic)

NATALIE MERCHANT Jealousy (Elektra/EEG)

GEORGE MICHAEL Fastiove ( DreamWorks/Geffer)
STING You Still Touch Me (AZM)

| MEDIUM 2

JANN ARDEN Insensitive (A&M)

DOG’S EYE VIEW Everything Falls Apart (Columbia/CRG)
FOO AGHTERS Big Me (Roswell/Capitol)

ALANES MORISSETTE You Leamn (Maverick/Reprise)
PETE TOWNSHEND Let My Love Open The Door (Atfantic)
WALLRLOWERS 6th Avenue Heartache (/nterscope)

LCUSTOM |

TORI AMOS Talula (Atéantic)

ART N SOUL Ever Since You Wertt Away ( Big Beat/Attantic)
BADLEES Angeline Is Coming Home (Polydor/A&My
TOM BRAXTON You're Makin' Me High (Arista)
D'ANGELO Lady (EM))

DAVE MATTHEWS BANO Too Much (RCA)

DEEP BLUE SOMETHING Halo (RainMaker/Interscope)
FUGEES Killing Me Softly (Ruffhouse/Columbia/CRG)
BLOSSOMS Day Job (A&M)

AL GREEM Love Is A Beautiful Thing (Hollywoo)

W. HOUSTON & C. WINANS Count On Me (Arista)
JARS OF CLAY Rood (Sivertone)

JOE All The Things (Your Man Won't Do) (/slana}
QUINCY JONES Slow Jams (QwestWB)

R. KELLY | Can't Steep Baby (If I) (Jive)

AMANDA MARSHALL Birmingham (Epic)

MEN OF VIZION House Keeper (550 Music)

LIONEL RICHIE Don't Wanna Lose You (Mercury)
PATTI ROTHBERG Inside (EM))

CHANTAY SAVAGE | Will Survive (RGA)

KENNY WRNE SHEPHERD Borm Wit A Broken Heart (Reval i)
SPIN DOCTORS She Used To Be Mine (Epic)

TONY RICH PROJECT Nobody Knows (Arista)

PAUL WESTERBERG Love Untold (Reprise)

3 WEEKEND BOX OFFICE
E MAY 17-19

1 Twister (WB) $37.09
i 2 Flipper (Universal)*  $4.20
: 3 The Craft $3.01
i (Columbia)
: 4 The Truth About Cats $2.90
. & Dogs (Fox)
: § Heaven's Prisoners $2.30
(New Line)*
. 6 Primal Fear $1.95
| (Paramount)
: 7 The Quest $1.63
(Universal)
. 8 The Birdcage $1.27
' (MGM/UA)
. 9 Executive Decision $1.02

(WB)
10 The Great White $0.83

Hype (Fox)
: All figures in millions
* First week in release

Source: Entertainment Data Inc.

COMING ATTRACTIONS:
g Impossible,” staring Tom Cruise and
: basedonthe 70sTV show of the same
- name. The film's Mother/island
- soundirack features two new armange-
- ments of the Lalo Schifrin classics
* “Theme From Mission: Impossible” and
‘Mission: Impossible Theme (Mission
Accomplished),” both performed by
U2's Adam Clayton & Larry Mullen.
- Songs byCast (‘Alright’), Bjork (Head-
phones”), Salt (“So”), Gavin Friday
(“You, MeAnd World War lI"), the Cran-
berries (‘Dreams”), Skunk Anansie
(‘Weak"), Pulp (1 Spy”), Massive At-
tack (“Spying Glass”), Nicolette (‘No
Govemment’), Longpigs (‘On & On")
— as well as portions of Danny Elf-
. man's score — round out the albbum.
“Spy Hard,” staning Leslie Niels-
i enandNicollette Sheridan, also opens
this week. Look sharp for recording art-
it Ray Charles in a cameo appear-
ance, and listen for “Weird Al”
Yankovic's current Rock 'n’ Roll/
Scotti Bros. single, also entitled
“Spy Hard.”
: Opening in limited release this
week is “Welcome To The Dothouse,”
directed by Todd Solondz. The film's
forthcoming London soundtrack sports
seven new cuts by Daniel Rey, along
: with Chris Temple's ‘For Real,” the
Undead's “Evening Of Desire,” Con

CYBERSPACE TELEVISION

Hot usic-related World
Wide Web sites, cool cyberchats,
and other points of interest along
the information superhighway.

i

£

'Net Chats !

Soul legend Curtis Mayfield
links up with America Online
(keyword: HOB) Friday evening
(5/24) at 8pm ET/5pm PT.

Hip-hop artist Smoothe Da
Hustler visits with fans on
Prodigy (jump: CHAT) Wednes-
day evening (5/29) at 7:30pm
ET/4:30pm PT.

Spend Thursday night (5/30)
with the one and only Spinal
Tap. The legendary band will
appear on Prodigy (jump:
CHAT) at 10pm ET/7pm PT.

On The Web

Hear (and see) the new
Porno For Pyros release be-
foreit's out. Visit http://www.
wbr.com/pornoforpyros on
Saturday (5/25) or Monday (5/
27) between 8pm-1am ET/