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This week marks the 25th — and final —
Bobby Pae Conventign. In R&R’s special
salute to this industry veteran, the “Poe
Kat” reflects on his storied career and the
changes he’s witnessed along the way.
Begins Page 30

FROM ZEROS TO HEROES
Only three years after its sign-on, WBZ0/
Long Island is thriving. PD/morning host
Rick Martini explains how the Oldies
outlet did it.

Page 51

SMALL MARKET, BUT
A BIG NAC SUCCESS

NAC KEZL/Fresno is among the five top
stations in the 25-54 demo. PD Mike
Yasquez shares his station’s small-market
success story.

Page 76
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Tom 0’Brien becomes Station Mgr.
for WWJ-AM & WYST-FM/Detroit

# Dan Seeman named GM
at KMJZ/Minneapolis

= fAatt Bruno now PD at KYCW/Seattle

s Tex Meyer appointed GM at
WJAS-AM & WSHH-FM/Pittsburgh

* Carl Anderson becomes
PD at WNRQ/Pittsburgh

Page 3

THIS #] WEEK

| - cHR/POP
| « TRACY CHAPMAN Give Me One Reason (Efektra/EEG)
| CHRMHYTHMIC
« BONE THUGS-N-HARMONY Tha ...(Ruthless/Relativity)
URBAN
o R. KELLY | Can’t Sleep Baby (1f 1) (Jive)
[ URBAN AC
« TONI BRAXTON You're Makin' Me High (LaFace/Arista)
COUNTRY
« TRACY LAWRENCE Time Marches On (Atlantic)

«DOC POWELL Sunday Mornin® (Discovery)

AL
« TRACY CHAPMAN Give Me One Reason (Elektra/EEG)

« CELINE DiON Because You Loved Me (550 Music)
A
» METALLICA Until it Sleeps (Elektra/EEG)

|  ROCK
» DISHWALLA Counting Blue Cars (A&M)
ALTERNATIVE
o DISHWALLA Counting Blue Cars (A&M)

ADULY ALTERNATIVE
E » STING You Stil Touch Me (A&M)
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By Tony Novia
R&R CHR EDITOR

One of the radio. industry’s
hottest, fastest-growing compa-
rilies is Bos-
ton-based
American
Radio Sys-
tems. Under
‘the direction
of co-COOs k.
John Geh- B8
Ton and §
David
Pearlman,
. ARS cur-
rently houses
63 stations in 14 markets.

ARS was created in 1993
following the merger of Steve
Dodge’s Atlantic Radio, Tom
Stoner’s Stoner Broadcast-
ing, and Pearlman’s Multi-
Market Communications.
Pearlman notes, “It was a
merger of three companies

Gehron

ARS: An Ownership
Blueprint For The "90s

with different backgrounds.
But it became a great marnage
because we all had the same
goals and wanted each other for
& different
reasons. The
sum was
much great-
i er than the
pans"!
"Pearlman
has “.done
just about
everything
you can do
in radio,
from play-
by-play announcing to sales
and management. After 14
years withGroup W, his own-
ership destre took hold and he
eventually started Multi-Mar-
ket Communications in Hart-
ford with a former all-Weather

Peariman

ARS/See Paue 28

Will Radio Air Liguor Ads?

™ Question arises in light of new TV campaign

By SteEvEN COLFORD
R&R WASHINGTON BUREAU

The recent decision by Sea-
gram to break a decades-old vol-
untary ban on television liquor
ads has radio executives ponder-
ing whether the move will trans-
late into new ad dollars — or just
another headache — for their
medium.

Radio industry honchos ap-
peared genuinely surprised by
Seagram’s decision fast week to
launch a monthlong test of a TV
spots for Crown Royal Canadian
Whiskey on KRIS-TV/Corpus
Christi, TX.

“I had no idea something like

SEAGRAM/See Page 19
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KITS/SF’s"“BFD Three” KROQ/L.A.’s “Weenie Roast”

T wo of the West Coast’s biggest Aitemative stations hosted their sum-
mer parties last weekend. KITS (Live 105)/San Francisco staged the
benefit “BFD Three.” Among the headliners: Joan Jett & The Blackhearts,
Stabbing Westward, Dishwaila, Afghan Whigs, Garbage and Lush,
whose frontwoman, Miki Berenyi, is pictured above left. Gown south,
KROQ/Los Angeles’s annual “Weenie Roast” brought out the likes of Red
Hot Chili Peppers, No Doubt, Everclear, 311, and Kiss, whose Paul
Stanley is shown at right.

m@reew Deals Bostor T8
Greater Media For DG Gombo

at WWRC & WEBR,
succeeding Bob Long-
well. No stranger to the
DC market, Zier has been
GM at WTEM-AM &
4 WBIG-FM.

» Peter Smyth — VP/
GM for Greater Media
Country-AC sisters
WBCS-FM & WMIJX-
FM/Boston — has add-
ed WKLB to his list.of

In a deal valued
around $40 million,
Evergreen Media
has swapped Country
WKLB-FM/Boston for
Greater Media Bright
AC WEBR-FM/Wash-
ington. Evergreen also
purchased WEBR co-
owned Talker WWRC-
AM for $22.5 million,
and the deals have result-

i

ed in the following exec- r responsibilities.

utive assignments: * WBCS PD Harry Nelson
* WKLLB VP/GM Bennett

Zier has shifted to similar duties SWAP/See Page 12
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MeRzer Recruited As WFLN/Philly GM
Jim Meltzer — VP/ : CEO Frank Wood,

GM of Rich Communi- o “What happens when

you put populist classical
music, colorful produc-
= /| tion values, and fresh

| thinking on a good sig-
nal in a huge market? We
think it could be one of
the success stories of the

cations’ quartet of sta- |
tions in Buffalo — is the |
new GM at WFLN-FM/
Philadelphia, which
soon will be owned by
Secret Communica-
tions. He replaces Den-
ise McDevitt. deregulated era. Jim
Although Meltzer’s 5 Meltzer has the dry palms
background is primarily and cleverness needed to
in the News/Talk, CHR, MEftzer: engineer a contrarian
and Rock formats, Secret insists ~ success in Philadelphia.”
the station will remain Classical.
Commented Secret President/ MELTZER/See Page 19
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Beach Boys Crank Out ‘Fun, Fun, Fun’ At Fan Fai
eacii boys Lrank uut run, Fun, run an ralr

he surf rolled into Nashville last week when the Beach Boys made their first-ever appearance at the Intemnational Country Music Fan Fair.

Approximately 15,000 fans braved the sweltering heat to hear the legendary rock band perform their hits with country acts Lorrie Morgan,

Collin Raye, Doug Supernaw, Sawyer Brown, Rodney Crowell, James House, Ricky Van Shelton, and T. Graham Brown. The Beach Boys
have teamed with Nashville talent to record River North’s “Stars And Stripes,” a two-volume project set for release later this year. Fan Fair photo
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1. Kelly, the reigning king of Pop-Soul”

- The New York Times
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Il Can t Sleep Baby (1f 1)
the third single from the triple platinum self-titled album . KELLY.

1. Kelly is a writer, producer and singer with the Midas touch.”

-The Los Angeles Times B sriess aomarn
i. Kelly's mui’?:l}l ill‘lagngctsmv:/é?h the hest. — 3‘ E,IEI .
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Bruno Gets PD Nod
At KYCW/Seattle

KYCW/Seattle acting PD Matt
Bruno has officially been named PD
of the EZ Communications Young
Country outlet. He succeeds Eric
Logan, who transferred to KYCY/
San Francisco last December when
both stations were owned by Alli-
ance.

EZ/Seattle General Program Man-
ager Becky Brenner told R&R,
“Matt really has a handle on the
heart and soul of what Young Coun-
try is all about. That’s the kind of
enthusiasm we need in a PD to lead
KYCW’s team to even greater suc-
cess.”

This is Bruno’s first PD job. He
told R&R, “We have a tremendous
product in Young Country. I'm for-
tunate to have started with Alliance,
a very creative company that em-
powered their people. This is a log-
ical progression for me because [Al-
liance Group PD] Rick Torcasso
and Eric had me very involved in
the philosophy that is behind Young
Country. Everyone here has a lot of
passion and worked hard for two
years. There’s a lot of growth and a
bright future ahead.”

Bruno did freelance production
and computer networking before
joining KYCW at its June *94 in-
ception.

WNRQ/Pittshurgh
Appoints Anderson
Program Director

Secret Communications’
WNRQ-FM/Fittsburgzh has named
5 Carl Anderson
PD. Anderson
joined the new
NAC convert as
acting PD to as-
sist with the sta-
tion’s transition
from Alternative.
WNRQ has ap-
plied for new call
letters WJJJ, and
approval is ex-
pected shortly.
“I’m very excited by the opportu-
nity of leading a station from the
ground up,” said the Pittsburgh na-
tive. “We’ve needed a station like
Smooth Jazz to satisfy and reflect
the cultural diversity of the city. I

ANDERSON/See Page 10
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R&R Observes

4 '

n observance of the indepen-

dence Day holiday, R&R’s
Los Angeles, Nashville, and
Washington, DC offices will be
closed Thursday, July 4.
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Mercury Risin’ On Sega Spot

ave Logan ()) and Al Kelly of San Francisco ad agency Goodby
Silverstein & Partners celebrate top honors at the fifth annuai Ra-
dio-Mercury Awards, heid at New York’s Waldorf Astoria hotel iast
Wednesday (6/12). Logan produced and Kelly wrote the copy for a Sega
of America spot entitied “Woman,” which earned them the $100,000 Gold

Other big winners from the program — hosted by Dick Clark — includ-
ed Anheuser Busch-Bud Light's “Thirsting For Love” ($20,000 Gold
Award-Humor); Eastern Off Road and Sport Truck’s “Guy Walks Into A
Bar” ($20,000 GoidAward-Narrative); and two station-produced awards:
WFNT-AM, WCRZ-FM & WWBN-FM/Flint, MI's “Car Abuser” for Hot
Hat Carwash ($20,000 Gold Award), and WING-AM & WGTZ-FM/Day-
ton’s “Videos” spot for the Eye Station ($5000 Siiver Award).

Meyer Is Hired As GM At WJAS & WSHH

Former Benchmark/
Norfolk (WTAR-AM,
WKOC-FM & WLTY-
FM) GM Tex Meyer has
been appointed GM of
WJAS-AM & WSHH-
FM/Pittsburgh. He suc-
ceeds Judy Reich, who re-
mains with the Renda
Broadcasting Nostalgia/
Soft AC combo as VP/ |
Sales.

“In addition to enjoying a
great reputation, Tex knows Pitts-
burgh very well and has many
friends here,” Renda President Tony
Renda told R&R. “When he be-

Seeman Succeeds
Stone As KMJZ GM

Sports-Country combo KFAN-
AM & KEEY-FM/Minneapolis
Station Manager Dan Seeman has
been tapped to replace former
KMJZ/Minneapolis GM Ron
Stone when the sale of the Park
Communications NAC to Nation-
wide Communications is finalized
later this month.

Prior to managing KFAN & KEEY,
Seeman served as the stations’ Direc-
tor/Marketing. He began his industry
career with Emmis Broadcasting’s
WLOL/Minneapolisas an intern and
eventually became the station’s GM.

Park flipped Country KJJO to NAC
in 1995. More recently, KMJZ imple-
mented a signal upgrade to 100,000
walts, increasing its coverage area by
nearly 50%.

310-788-1625
310-563-4330
310-788-1675

310-203-8727
310-203-9763
310-553-4056

310-553-4330  310-203-8450

Meyer

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

hmowry @rroniine.com

came available, he and 1
connected and thought it
would be a great move to
bring him here.

“WSHH has a crosstown
competitor [Lite AC
WLTJ], but we think we
own the franchise and Tex
will be a great asset for us
to win that fight. For the past
three months, we’ve spent
a great deal of promotional
money, and we’re commit-
ted to the format. Were Pittsburgh’s
No. 1 AC 12+, but 12+ is a beauty-
contest number — we realize we

MEYER/See Page 19
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WWJ & WYST Up 0’Brien To Station Mgr.

Six-year WWJ-AM & WYST-FM/Detroit GSM Tom O’Brien has been
elevated to Station Manager, a newly created position that enables him to
add sports and marketing responsibilities. He’ll continue to oversee sales at
the CBS News/’70s combo and is succeeded as GSM by LSM Rick
Burkhardt.

According to VP/GM Rich Homberg, “These moves put a structure in
place that will help build Detroit’s most successful stations. We’re pleased
to have managers of Tom’s and Rick’s caliber leading the way.”

O’Brien previously was LSM for crosstown WWWW and an AE for
WTWR/Toledo. He also was Regional Sales Manager for Hillier, New-
mark, Wechsler & Howard/Interep.

With the combo the past 12 years, Burkhardt was boosted to LSM six
years ago. He previously was an AE at WLAV/Grand Rapids and worked
on-air at WKZO/Kalamazoo, M1

Radio and record execs hit New York’s Hard Rock Cafe recently for a charity roast dishonoring Active Industry
Research’s Jonas Cash and benefiting the T.J. Martell Foundation. Getting their digs in were (standing, I-r) KROQY/
L.A. PD Kevin Weatherty, Epic Sr. VP Craig Lambert, AIR COO Alan Smith and CEO Cash, Virgin Records Pres-
ident Phil Quartararo, 550 President Polly Anthony, Arista Sr. VP Richard Palmese, Epic Associated Sr. VP and
T.J. Martell Chairman Tony Martell, WXRK/NY PD Steve Kingston, and WKTU/NY PD Frankie Blue; (seated)
Columbia VP Kid Leo.
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Indecency Ruling May Bode Well For Broadcasters

A federal court decision that nixed a ban on Internet indecency
could prove helpful to broadcasters — if it prompts the Supreme
Court to review the FCCs definition of indecency.

Last week’s ruling on the Commu-
nications DecencyAct (CDA) —issued
by the U.S. District Court for Eastern
Pennsylvania — draws a clear distinc-
tion between broadcasting and the In-
ternet. However, two of the three judg-
es hearing the case said they found the
government’s definition of the word
“indecent” to be unconstitutionally
vague. If the Justice Department decides
to appeal the court’s ruling, as many ob-
servers expect, the case will go straight
to the Supreme Court.

“This specific [case] doesn’t affect
broadcasters, but the principles it ad-
dresses are very applicable,” said Hog-
an & Hartsonattomey Robert Corn-
Revere. “The issue of the broadcast
indecency standard is now ripe to be
presented to the Supreme Court. If oth-
er judges decide to look behind the cur-
tain to examine the substance of the in-

P

DARS Delay Continu

decency standard, it could lead to an
unraveling of that law.”

Vague Concept

MediaAccess Project Exec. Direc-
tor Andy Schwartzman agreed. “The
ruling will have no immediate effect on
broadcasters. However, this case focus-
es new attention on the vagueness of
indecency as aconcept. It’s possible that
a Supreme Court decision will assist
broadcasters in their defense against
FCC [indecency] complaints.”

The FCC has defined indecent ma-
terial as “programming that describes
or depicts sexual or excretory activities
or organs in a patently offensive man-
ner as measured by contemporary com-
munity standards.”

The ruling did not address the FCC’s
application of that standard to broad-
cast material. But Tim Dyk, an attor-

ney with Jones, Day, Reavis &
Pogue, said if the Supreme Court ulti-
mately finds the definition to be exces-
sively vague in the context of the Inter-
net, broadcasters could benefit. “If it’s
unconstitutionally vague in one medi-
um, it would seem to be equally un-
constitutionally vague in another, such
as broadcasting. Broadcasters aren’t
subject to less constitutional clarity sim-
ply because they are using a public re-

The CDA, which was part of the
same 96 Telecom Act that liberal-
ized radio ownership limits, made it
a crime punishable by two years in
prison and a $250,000 fine to dis-
play indecent material on the Inter-
net where kids could see it. In their
ruling, the judges pointed out that the
Intemnet is not scarce, as broadcast
spectrum is, and it does not present
the same barriers to entry that broad-
casting does — making it more like
a “worldwide conversation” rather
than a broadcast medium.

FCC Chairman Reed Hundt has bowed to a request from
Rep. John Dingell (D-MI) to delay further implementation of
satellite-delivered digital audio radio (DARS) until Dingell’s
concerns over granting special considerations to Washington-

based CD Radio are resolved.

In a second inquiry to the Com-
mission, Dingell again questioned
the FCC’s decision to give a “pio-
neer’s preference” to CD Radio in
its allocation of 25 MHz of spec-
trum. That preferential treatment
would result in CD Radio — one of
four firms vying to provide DARS
service — receiving 12.5 MHz of
spectrum at a discounted price. The
other 12.5 MHz would be auctioned
off to the highest bidder among the
three other DARS hopefuls. Dingell
prefers auctioning all 25 MHz to
maximize the government’s take.

Hundt’s accession to Dingell’s
request makes it highly unlikely that
the FCC will issue its long-awaited
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DARS rules at its next meeting, set
for Jume 27.

Dingell and Rep. Tom Bliley (R-
VA) jointly lodged the initial objec-
tion to the Commission’s planned
auctioning of DAR spectrum. In his
second letter, Dingell said he had

Jordan Bullish
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es Pending congressional Queries

On W;stinghou

been “underwhelmed” by the agen-
cy’s response to his first letter and
pressed the Commission for further
details on why CD Radio should not
be required to bid at auction for spec-
trum, just as its competitors will
have to do.

A Commission aide said the is-
sue was still at the staff level, await-
ing the completion of a proposed
solution that would placate Dingell
and allow the FCC to promulgate
rules on how its spectrum auction
will be implemented.

S€

Expanding Radio Holdings
Westinghouse/CBS Group Chairman Michael Jordan re-
mains committed to expanding the company’s radio holdings. But
this week he declined again to say if Gaylord Broadcasting or
Evergreen Media Corp. have been targeted for acquisition.
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Jordan said broadcast opera-
tions at Westinghouse are grow-
ing about 20% annually, in line
with projections made last year
when Westinghouse paid $5.4
billion for CBS. Radio opera-
tions are strong and the radio ad
market is “vibrant,” Jordan told
a National Press Club audience
on Tuesday (6/17), while admit-
ting that its TV stations have
been hurt by the CBS Network’s
ratings decline.

Jordan said it’s “not critical”
to Westinghouse’s financial fu-
ture that it complete its an-
nounced plan to split the compa-
ny into two sectors: industrial
and media. But he said it defi-
nitely would improve its balance
sheet and investor appeal. Jordan
said the company’s radio stations
in 38 markets have proven to be
“great promotional platforms”
for advertising CBS-TV’s new
shows. That use of the compa-
ny’s radio strength will contin-
ue, he added.
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Broadcasters Seek To Head Off Antitrust Concerns

D epartment of Justice antitrust lawyers are receiving more than
passing attention from radio broadcasters eager to prevent a for-
mal departmental inquiry into radio industry consolidation.

The NAB last week sent its legal emissaries to a meeting with lawyers

from the Justice Department’s antitrust division, which aiready is looking into
two proposed acquisitions by Jacor Communications. The meeting came
just three weeks after the NAB submitted a 529-page briefing to the Justice
Department that explained why the current industry consolidation is harmful
to neither consumers nor advertisers, but is necessary for the medium to
compete effectively against TV, cable, print, etc. in both instances, the NAB
emphasized that competition factor: Only 7% of national ad dollars are spent
§ on radio, compared to 20% for broadcast TV and 23% for newspapers.
: ‘1 don't know where this is going to go from here,” said NAB Sr. VP/
:  PublicAffairs Walt Wurfel after the briefing, which included NAB lawyers
*Jeff Baumann and Val Shuilte; NAB Radio VP John David; and RAB
#  President Gary Fries. “At least now we're confident that [Justice lawyers]
" have the information to understand the radio industry.”

Jacor’s pending deals with Citicasters Inc. andNoble Broadcast Group
have been under review by Justice’s antitrust division for months concem-
ing possible anti-competitive effects, according to a spokeswoman.
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Broadcasting Ally Succeeds Dole

A s expected, Sen. Trent Lott (R-MS) was the choice of his GOP
colieagues to succeed Republican presidential candidate Bob
Dole as Senate Majority Leader.

Lott, a longtime supporter of the broadcast industry, won over Sen,
Thad Cochrane (R-MS) by a 44-8 vote. A major point of difference be-
tween Dole and Lott is the iatter's disdain for a broadcast spectrum auc-
tion. That should stand him in good stead with broadcasters as should his
longtime friendship with a certain fellow Mississippian, NAB President
Eddie Fritts. 5

Group Buys 6.69% Of Multi-Market

An investment group that includes Loeb Partners Group has ac-
quired a 6.69% stake in Multi-Market Radio Inc., a New York-
based company recently acquired by SFX Broadcasting inc. According
to a SEC filing, the investment group purchased 195,174 shares between
April 15 and May 23, bringing its Multi-Market holdings to 216,750

- And The Swaps Go On o

uller-Jeffrey Broadcasting has swapped its KKSO-AM & KJJY-

FM/Des Moines for Barnstable Broadcasting’s WLPZ-AM &
WCSO-FM/Portland, ME and WHOM-FM/Mount Washington, NH.
Fuller-Jeffrey will also receive an undisclosed amount of cash. The
deal, which gives the group nine stations in Maine and New Hamp-
shire, is expected to close this summer.

Nationwide To Transfer KFSD Stock 3

N ationwide Communications Inc. is transferring its stock in KFSD-
FM/San Diego to Employers insurance of Wausau Co. The !
groups have “interlocking boards of directors and many common offic-
ers and directors,” according to an FCC filing. A formal agreement is
expected to be filed in the near future.

Wharton To Head NAB Press Office

he NAB has named former Variety Washington Bureau Chief
Dennis Wharton as its VP/Media Reiations. Wharton, who
succeeds Lynn McReynolds, starts June 23.
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Deal Closings

he following deals closed this week: i
o Triathlon Broadcasting’s $3.23 million purchase of KHAT-AM,
KiBZ-FM & KKNB-FM/Lincoln, NE from Rock Steady Inc.
® Osborn Communications Corp.’s acquisition of WKWK-AM & FM/
Wheeling, WV for $2.7 million.
e Children’s Broadcasting Corp.’s $11.6 million purchase of WJDM-
AM/Elizabeth, NJ (New York) from Radio Elizabeth Inc. It also closed
on WCAR-AM/Detroit for $1.5 million.

FCC Levies $79,000 In EEO Fines

he FCC handed out $79,000 in EEO fines this week. While the
: fines were for deficient recruitment efforts, the Commission found
3
:

s
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no evidence of employment discrimination.

® KUSC-FM/Los Angeles — $17,500

© WJAS-AM & WSHH-FM/Pittsburgh — $16,500

© WGMD-FM/Rehoboth Beach, DE — $15,000

°® WHJB-AM & WSSZ-FM/Greensburg, PA — $15,000

® WESA-AM & FM/Charleroi, PA — $15,000

© The Commission also rescinded a $25,000 fine against KKIS-AM &
FM/Pittsburg-Walnut Creek, CA.
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Nest Marketing: The Latest Database Weapon

B 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
little 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

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, 2 radio station must go be-
yond branding itself as ‘Oldies’ or
“foday'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.

Michael Albi

e

Stations must stop

spending a lot of
money on maximedia
that have littie impact
and start talkking to
peopie who will hang
around the station

longer than anybody.
I 1)

“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 $l lot-
tery ticket ihat 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 MASS MEDIA

Revolutionary Radio Research  Nest Marketing « Mental Weaponry

For more information about Nest Marketing
Please call (513) 631-4CMM

Donna Leonard
Abbe Harris
Elizabeth Hamilton
John Martin

Visit Radio’s Home On The Internet
World Wide Web Site: hitp://www.cmmnet.com
World Wide E-Mail: cnm@cmmnet.com

|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-
ny”

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 turn
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
10 maximize those limited marketing
dollars.”

6ol

it's easler to market to 50 people at one
location than 50 people at 50 different
locations. You spend less and maximize
every available limited marketing dollar.

A . |

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
quarter 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 afternoon. We try to reach
them then because they're about o

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

Aibl 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 t0).

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

3. To superserve the core, expand
cume. and convert present cume o
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

@ implement 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? It 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, information,
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 listenars
and make them

dependent on it for
entertainment,
information, and

other things of value,
chances are they’ll

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 1o see if any key contacts are
already in place within the basiness.
“If a nest is active with listerers, the
potential advertiser will be more in-
clined to accept the sales message
— especially if the station has done
something nice for the peoplke in the
business. Each potential advertiser
not only is a possible revenue
source. but also a potential diary-
keeper.”

Copyright ©, Radio & Records, Inc. Reprinted by permission.
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$40 million

DEAL OF THE WEEK

o Evergreen-Greater Media swap

o WKLB-FM/Boston
o WEBR-FM/Washington

1996 DEALS TO DATE g

Dollars To Date:  $4,679,842,769 |
This Week’s Action:
Stations Traded This Year:

Stations Traded This Week:

(Last Year: $1,223,584,584)

$61,790,208

(Last Year: $31,334,001)

1078

(Last Year: 576)

38

(Last Year: 35)

TRANSACTIONS

Evergreen Swaps For WEBR, Buys "WRC

[ Greater Media says, ‘Bye-bye Beltway, hello Beantown’

Evergreen-Greater Medla

swap

EXCHANGE VALUE: $40 million
TERMS: Evergreen Media Corp. is
swapping WKLB-FM/Boston for
Greater Media Inc.’s WEBR-FM/
Washington.

COMMENT: See WWRC-AM/Wash-
ington deal.

WKLB-FM/Boston
TRADED TO: Greater Media, headed

by President Tom Milewski. It owns
14 other stations, inciuding WMEX-
AM, WBCS-FM & WMJX-FM/Boston.
FREQUENCY: 105.7 MHz

POWER: 8.5kw at 1145 feet
FORMAT: Country

WEBR-FM/Washington
TRADED TO: Evergreen, headed by
Chairman/CEO Scott Ginsburg. It
owns 35 other stations, including
WTOP-AM & WASH-FM/Washing-
ton.

FREQUENCY: 99.5 MHz

POWER: 21.8kw at 751 feet
FORMAT: AC

WACQ-AM & FMITaIIassee
PRICE: $382,208

TERMS: Asset sale for $300,000 cash
and a four-year, $82,208 promissory
note

BUYER: Tiger Communications Inc.,
headed by President Fred Hughey.
Phone: (334) 283-6888

SELLER: Tuskegee Communica-
tions Co. Inc., headed by President

Saund breal & Look Greaf

On The Bottom Line,
With JSN!

Jones Satellite Networks
STACKS UP!

The best selection of successful, proven formats.

Major Market Sound

A Continuously Researched Music Mix

Dependable, Consistent On-Air Talent with
Experience in Markets of All Sizes

Ample Opportunities for Localization

You Control Your Local Market Presence, Sound & Impact

The Market’s Most Reliable, Affordable Delivery System

As a JSN affiliate, you have more time to focus on
sales, promotions and community visibility. There’s a JSN
format to match your individual market needs,

Call us. Discover how JSN advantages stack up in your favor.

SChintey S L0

4

. el ——
P T i

:! |i ’HUSI( of YOUR LIFE

ROCK ALTERNATIVE

JONES SATELLITE NETWORKS
Call Gene Ferry, National Affiliate Sales Manager at 303-784-8700

Jones Sotellitz Networks 1s @ subsidiary of Jones Intercable Inc

-
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TRANSACTIONS AT A GLANCE

© WACQ-AM & FM/Tallassee, AL $382,208
© WBIL-FM/Tuskegee, AL $450,000
© KOOL-AM/Phoenix $6.5 million
© KBBL-FM/Cabot, AR $184,000
© KAAB-AM & KWOZ-FMMountain View, AR $1.05 million for 51%
® KPCO-AM & KCMT-FM/Quincy, CA $600,000
® WXCT-AMHamden, CT $500,000
© WWRC-AMWWashington $22.5 million
© WNOG-AM & FM & WARO-FM/Naples, FL $9.25 million
© WQBN-FMW/Temple Terrace, FL $750,000
© WJYL-FM/New Washington, IN $177,000
® KOJC-FM/Cedar Rapids, |1A $15,000
© WBOO-FM/Boston $3.25 million
© WKWM-AMKentwood, M $200,000
© WMTE-AMManistee, WKLA-AM & FMALudington,
& WKZC-FM/Scottville, MI $305,000
© WMHG-FMMuskegon, Ml $625,000
© WADB-FM/Point Pleasant, NJ $8 million
© WCCA-FM/Shallotte, NC $400,000
® WJYC-FM/Delhi Hills, OH $177,000
© KCNA-FM/Cave Junction, OR $750,000
© KKNX-AM/Eugene, OR $150,000
© WPWA-AM/Chester, PA $1.3 million
® WSSZ-FM/Greensburg, PA $2.4 million
o WWBD-FMBamberg, SC $170,000
® WPLN-FM/Nashvitle & FM CP/Cookeville, TN No cash consideration
i © KAFX-FWDiboll, TX $680,000
3 © WGTK-FMMiddlebury, VT $425 000

Lee Holmes. Phone: (334) 263-4141
FREQUENCY: 1130 kHz; 99.9 MHz
POWER: 1kw; 2.95kw at 466 feet
FORMAT: Talk; Oldies

WBIL-FM/Tuskegee

PRICE: $450,000

TERMS: Stock sale for cash

BUYER: Tiger Communications Inc.,
headed by President Fred Hughey.
Phone: (334) 283-6888

SELLER: George Clay, selling his 55%
interest in New World Communica-
tions Inc.; Cornelius Hopper, selling
his 22.5% interest; and Ellis Hall, seli-
ing his 22.5% interest. Phone: (334)
727-2100

FREQUENCY: 95.9 MHz

POWER: 4.3kw at 377 feet

FORMAT: Urban

KOOL-AMIPhoemx

PRICE: $6.5 million

TERMS: Cash

BUYER: Salem Communications
Corp., headed by President/CEO Ed-
ward Atsinger {il. It owns 35 other sta-

tions.

SELLER: Colfax Communications
Inc., headed by President Steven
Goldstein. It owns or has agreed to
buy 16 other stations, including KISO-
AM, KOY-AM, KOOL-FM, KYOT-FM
& KZON-FM/Phoenix.
FREQUENCY: 960 kHz

POWER: 5kw

FORMAT: Oldies

BROKER: Kalil & Co.

E sk el . e

KBBL-FMICabot (thtle

Rock)

PRICE: $184,000

TERMS: Asset sale for cash

BUYER: Snider Corp., headed by

Chairman Ted Snider. Phone: (501)

661-7500

SELLER: Hall Broadcasting Inc.,

headed by President Phil Hall.

Phone: (202) 293-3860

FREQUENCY: 102.5 MHz

POWER: 3kw at 328 feet

FORMAT: News/Talk

BROKER: MGMT Services Inc.
Continued on Page 8

April 30. 1996

has sold

to

Watertown Radio Associates

WNCQ (AM) & WCIZ (FM)

Watertown, New York

Forever Broadcasting, Inc.

The undersigned initiated the above. assisted
in the negotiations and acted as the exclusive
broker for the transaction.

330 Emery Drive East

203 327-2800

W Richard A. Foreman Associates
4 Incorporated

Media Brokerage & Consulting

Stamford, Connecticut 06902
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PO PERSON-TO-PERSON, HAVING THE LARGEST SALES STAFF
el | HAS OBVIOUS ADVANTAGES.

Selling national spot radio isn’t something that's done over the Having the largest sales staff is just one of the things the KRG has done
phone. It's something that's done in person between media buyers and to make it the most successful sales rep in the history of the business.
account executives they can trust. That's why the Katz Radio Group is It's also one of the reasons why the Katz Radio Group has four of the
committed to maintaining the largest sales staff in the business. top five billing rep firms and the top Spanish-language rep in the busi-
Because the more talented salespeople you have, the more relation- ness. The Katz Radio Group — KRG Dimensions, Banner Radio, Christal
ships they can cultivate. And the more sales they can make. Radio, Eastman Radio, Katz Radio, Katz Hispanic Media & Sentry Radio.

The Katz Radio Group
SUPERIOR PERFORMANCE MAKES US THE BEST
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TRANSACTIONS

Continued from Page 6

KAAB-AM & KWOZ-FM/

Mountain View

PRICE: $1.05 million for 51%
TERMS: Stock sale for $95,000 cash
and three promissory notes for the bal-
ance

BUYER: WRD Entertainment Inc.,
headed by President Preston Grace
Jr., and John Grace, exchanging his
49% interest in the stations for stock in
WRD Entertainment. Phone: (501)
793-2374

SELLER: Guy Moseley, selling his
49% interest in the stations; John Dan
Kemp, selling his 1% interest, and
Daniel Thomas, selling his 1% inter-
est

FREQUENCY: 1130 kHz; 103.3 MHz
POWER: 1kw; 100kw at 988 feet
FORMAT: News/Talk; Country

L —

KPCO-AM & KCMT-FM/
Quincy

PRICE: $600,000

TERMS: Cash

BUYER: Stratcom Ltd., headed by
President John Samuels

SELLER: Ralph wittick
FREQUENCY: 1370 kHz; 98.9 MHz
POWER: 5kw day/500 watts night;
25kw at 2417 feet

FORMAT: Nostalgia; AC

BROKER: Randy Jeffrey Jr. of Me-
dia Venture Partners

WXCT-AM/Hamden

PRICE: $500,000

TERMS: Asset sale for cash

BUYER: Quinnipiac Coliege
SELLER: Milstar Broadcasting
Corp.

FREQUENCY: 1390 kHz

POWER: 5kw

FORMAT: Sports

WWRC-AM/Washington
PRICE: $22.5 million

TERMS: Cash

BUYER: Evergreen Media Corp.,
headed by Chairman/CEQ Scott Gins-
burg. it owns 35 other stations, includ-
ing WTOP-AM & WASH-FM/Wash-
ington.

| SELLER: Lou Smith Industries Inc.,

headed by President Joseph
Schwartzel. Phone: (841) 481-8909 l
SELLER: Palmer Communications |
Inc., headed by President Joseph
Lentz

FREQUENCY: 1270 kHz; 93.5 MHz;
94.5 MHz

POWER: 5kw day/1.9kw night; 3kw at
299 feet; 96kw at 1012 feet

FORMAT: Nostalgia; News/Talk; Clas-
sic Rock

BROKER: Salomon Bros. Inc.

WQBN-FM/Temple Terrace
PRICE: $750,000

TERMS: Asset sale for $150,000 cash;
a five-year, $380,000 promissory note
at 10.75% interest; and a six-year,
$220,000 promissory note at 8.5%
BUYER: Radio Tropical Inc., head-
ed by President Efrain Archilla-
Roig. Phone: (813) 875-0086
SELLER: WTYM Inc. Phone: (813)
281-0013

FREQUENCY: 1300 kHz

POWER: 5kw day/1kw night
FORMAT: Spanish

(SR, S

WJYL-FM/New

Washington

PRICE: $177,000

TERMS: Asset sale for $50,000 cash
and a five-year, $127,000 promissory
note

BUYER: LifeTalk Broadcasting As-
soc., headed by President Paul
Moore. it owns WJYC-FM/Delhi Hills,
OH and KSOH-FM/Wapato, WA. {

headed by President Mary Smith.
Phone: (812) 284-2600
FREQUENCY: 88.3 MHz

POWER: 1kw at 272 feet

FORMAT: Religious

‘ T
T = '@9 19
4 - et Y

KOJC FM/Cedar Rapids
PRICE: $15,000
TERMS: Asset sale for cash

W i
i

| BUYER: Friendship Communica-

SELLER: Greater Media, headed by |

President Tom Milewski
FREQUENCY: 980 kHz
POWER: 50kw day/5kw night
FORMAT: Talk

e

M Sy e
WNOG-AM & FM &
WARO-FM/Naples

PRICE: $9.25 million

TERMS: Asset sale for cash
BUYER: Meridian Broadcasting inc.,

tions Inc., headed by President
Michael Facciani. Phone: (319) 236-
5700

SELLER: Oakhill Economic Devel-
opment Corp. Phone: (319) 363-0355
FREQUENCY: N/A

POWER: N/A

FORMAT: This station is dark.

R

. Massach S|

WBOQ-FM/Boston

PRICE: $3.25 million |
TERMS: Cash

BUYER: Martin Broadcasting, owned
by Woody Tanger. It owns WTMI-FMW/
Miami. |
SELLER: Southfield Communica- |
tions, headed by Doug Tanger
FREQUENCY: 104.9 MHz

POWER: 3.2kw at 446 feet !
FORMAT: Classical

=

WKWM AMIKentwood '
(Grand Rapids)

PRICE: $200,000

TERMS: Asset sale for $55,000 cash
and a 10-year, $145,000 promissory
note at 8.25% interest

! BUYER: Goodrich Radio Marketing ‘

Inc. Phone: (616) 698-7733

SELLER: Michelle Broadcasting Co. ‘
Phone: (616) 676-1237

FREQUENCY: 1140 kHz

POWER: 5kw

FORMAT: Urban

WMTE-AM/Manistee,
WKLA-AM & FM/ ‘
Ludington, & WKZC-

FM/Scottville

PRICE: $905,000

TERMS: Asset sale for cash

BUYER: Lake Michigan Broadcast-
ing Inc., headed by President/CEQ
Roger Baerwolf. Phone: (616) 845-
6233

SELLER: ChickeringAssociates Inc.

| Phone: (616) 843-3438

FREQUENCY: 1340 kHz; 1450 kHz;
106.3 MHz; 94.9 MHz

POWER: 1kw; 1kw; 4.9kw at 361 feet;
17kw at 400 feet

FORMAT: Nostalgia; Full-Service; AC;
Country

WMHG-FM/Muskegon
PRICE: $625,000

TERMS: Asset sale for $170,000 cash
and a 10-year, $455,000 promissory
note at 8.25% interest

BUYER: Goodrich Radio Marketing
Inc., headed by President Robert
Emmett Goodrich. It owns four other
stations. Phone: (616) 698-7733
SELLER: W.M.H.G. Adrian Broad-
casting Co., headed by President Ri-
chard Cufpepper. Phone: (616) 676-
1237

FREQUENCY: 107.9 MHz

POWER: 25kw at 256 feet

FORMAT: Urban

WADB-FM/Point Pleasant

(Monmouth-Ocean)

PRICE: $8 miilion

TERMS: Cash

BUYER: New Jersey Broadcasting
Partners, headed by Burke Ross Jr.
SELLER: Seawood Broadcasters,
headed by Arthur Shadek
FREQUENCY: 95.9 MHz

POWER: 4kw at 240 feet

FORMAT: AC

BROKER: Gary Stevens |

=

WCCA FM/ShaIIotte
PRICE: $400,000

TERMS: Asset sale for $150,000 cash [
and a 10-year, $250,000 promissory
note at 8% interest

BUYER: Rodbell L.L.C., headed by
Rodwell Family Associates L.P.
Phone: (919) 544-9720

SELLER: Sound Business of Coast-
al North Carolina Inc. Phone: (910)
754-9840

FREQUENCY: 106.3 MHz

POWER: 6kw
| FORMAT: Oldies
__ Ohio |

WJYC- FMIDeIhl Hills
PRICE: $177,000

TERMS: Asset sale for $50,000 cash
and a five-year, $150,000 promissory
note at 10% interest

BUYER: LifeTalk Broadcasting As-
soc., headed by President Paul
Moore. Phone: (509) 248-8255
SELLER: Lou Smith Industries Inc.,
headed by President Mary Smith.
Phone: (812) 284-2600
FREQUENCY: 106.3 MHz ‘
POWER: 6kw at 305 feet

FORMAT: Oldies

KCNA-FM/Cave Junction
PRICE: $750,000

TERMS: Asset sale for $200,000 cash
and a 10-year, $550,000 promissory
note at 7.5% interest

BUYER: Opus Broadcasting Sys-
tems Inc., headed by President Hen-
ry Flock. Phone: (541) 772-0322
SELLER: Charles Knerr. Phone: |
(541) 474-7564 |
FREQUENCY: 102.7 MHz ‘
POWER: 50.7kw at 1983 feet
FORMAT: Oldies

KKNX-AM/Eugene

PRICE: $150,000

TERMS: Asset sale for cash
BUYER: Willamette Media Group,
headed by John and Susan Mielke.
Phone: (541) 342-6221

SELLER: Bjornstad Broadcasting
Co., headed by Paul Bjornstad.
Phone: (541) 346-4238
FREQUENCY: 840 kHz

POWER: 1kw day/170 watts night
FORMAT: Country

WPWA-AM/Chester

PRICE: $1.3 million

TERMS: Cash

BUYER: Childrens Broadcasting
Corp., headed by President/CEQ
Christopher Dahl

SELLER: Lloyd B. Roach Inc.
FREQUENCY: 1590 kHz

POWER: 2.5kw day/1kw night
FORMAT: Nostalgia

WSSZ-FM/Greensburg
PRICE: $2.4 million

TERMS: Asset sale for cash

BUYER: McL/McM Inc., headed by |
Chairman Ronald Davenport Sr. |
Phone: (302) 478-6160

SELLER: WHJB Corp. Phone: (412) |

435-0862

FREQUENCY: 107.1 MHz
POWER: 1.6kw at 449 feet
FORMAT: Classic Rock

;:"1‘"\ s~ ith Cara
i P

% mh C -=.:'«L.:2.;..._1_.__M
WWBD-FM/Bamberg
PRICE: $170,000
TERMS: Asset sale for cash
BUYER: FM Radio L.C., headed by
President Kenneth Noble Il. Phone:
(804) 272-7101
SELLER: Branch Communications,
headed by general pariners Steven
Branch and Frankie Pittman. Phone:
(910) 738-9616
FREQUENCY: 92.1 MHz
POWER: 3kw at 308 feet
FORMAT: Oldies

(25 i

T

| WPLN- FM/Nashville & (FM

CP)/Cookeville

PRICE: No cash consideration
TERMS: License transfer

BUYER: Nashville Public Radio,
headed by Chairman William King.
Phone: (615) 862-5810

SELLER: Metropolitan Government
Of Nashville and Davidson County
Library Board. Phone: (615) 862-5810
FREQUENCY: 90.3 MHz

POWER: 80kw at 1132 feet
FORMAT News

KAFX FMIleoII
PRICE: $680,000
TERMS: Asset sale for cash

BUYER: Gulfstar Communications
Lufkin Licensee Inc., a subsidiary of
Gulfstar Communications, headed
by Chairman Steve Hicks. Phone:
(512) 477-7889

SELLER: Eagle of Texas Inc., head-
ed by President Tom Love. Phone:
(706) 855-0555

FREQUENCY: 955 MHz

POWER: 100kw at 568 feet
FORMAT: AC

WGTK-FM/Middlebury
PRICE: $425,000

TERMS: Asset sale for cash

BUYER: Pathfinder Communications
Inc., headed by President/CEQO Sara
Goodwill. Phone: (203) 438-1897
SELLER: Dynamite Radio Inc.
Phone: (802) 388-4101
FREQUENCY: 100.9 MHz

POWER: 3kw at 299 feet

FORMAT: Classic Rock

For The Record

KTBB-AM & KTYL-FM/Tyler,
TX was inadvertently listed as be-
ing sold to Guifstar Communica-
tions (R&R 5/17). Gleiser Com-
munications is the licensee of
KTBB. Stansell Communica-
tions is the licensee of KTYL.
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Halloran Becomes
KUPR/San Diego PD

Former XTRA-FM (91X)/San
Diego PD Mike Halloran has
been named PD/afternoon driv-
er at crosstown Adult Alternative
KUPR, effective July 1. He re-
places Sherman Cohen, who
exits.

“We’ve been locally owned and
operated since 1974, so we’re right
on target bringing in a guy with
lots of San Diego-based experi-
ence,” said KUPR President/GM
Jeff Chandler. “Mike cares a lot
about what our listeners want to
hear, and we’re confident his tal-
ent will make a great addition to
our sound.”

In discussing the station’s for-
matic approach, Halloran stated, *‘I
want to add another ‘A’ to the
Adult Alternative format — for
‘Active.” We want to get San Die-
gans excited about tuning in be-
cause they’ll be hearing different
cuts off established albums as well
as lots of new artists who are be-
ing overlooked.”

Prior to his 10 years at 91X, Hal-
loran’s career includes stints at
KROQ/LosAngeles and WLLZ/
Detroit.

NEWSBREAKERS.

|

He’s Downe With Elton

Eiton John’s newly relaunched Rocket Records feted its first signing,
Ryan Downe, with an album-release party for “The Hypocrite” at the
New York ciub Spy. Celebrating are (I-r) PolyGram Holdings President/
COO Eric Kronfeld, John, Downe, Rocket Chairman/co-founder John
Reid, Island Records President/CEQ Johnny Barbis, and Rocket Pres-
ident John Cannelli.

Petty Cachet

t A 3 f ]

4 \
ASCAP honored Tom Petty (1) with its Golden Note Award during the
society’s recent Pop Music Awards in L.A. Presenting are Interscope
Records President Jimmy lovine and ASCAP President/Chairman of the
Board Marilyn Bergman.

or...used as a coaster.

historv.

Digital Generation Systems, the nation’s
leading online radio commercial distribution
network, is also your fastest, easiest
and most dependable way to distribute

new music.

Just ask Garth Brooks and Reba
McEntire. Both stars recently released

Your worst nightmare. Despite all your
best efforts, vour new release doesn’t reach
| allthe stations on your list. Perhaps it was
mistabeled, delivered incorrectly, lost,

Whatever. Those problems are now

I's nota hi_t—if
it doesn’t get air play.

new singles using DG Systems digital com-
munications network. In each case, every
station on the list was able to debut the
new release. . .at precisely the same time,
nationwide!

Thanks to DG Systems technology, and
accountability, you can forget about shipping
errors, late deliveries, or misplaced CDs.
Music release and delivery to as many
stations as you like, is fast, easy and simul-
taneous.

For more information, call DG Systems
at (800) 335-4DGS, or visit our Web
Site at http://www.dgsystems.com.
Digital
Generation
Systems, Inc.

]
sY 518

© 1996 Dignal Generation Systems, Inc.
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where he also served as OM.

Records Group.”

his most recent post in 1995.

recent post in 1990.

Real Country Creates GM Slot For Nicholson

R eal Country Network OM Dave Nicholson has been promoted
to the newly created GM post for the Phoenix-based, traditional
Country satellite network. Real Country is produced by the Owens
Broadcasting Co. and distributed by the ABC Radio Networks.
OBC COO Michael Owens commented, “The creation of Dave’s new
position makes a statement for our continued commitment to the Real
Country Network and the growth it has realized under Dave's direction.”
Nicholson joined Real Country as OM in May 1993 after serving as
OM atWNOE-AM & FM/New Orleans, where he worked between 1990-
93. Between 1983-90, he worked at KCUB-AM & KIIM-FM/Tucson,

Sony Music Plays To Wynn As Sr. VP/Biz Affairs

ony Music has upped Danny Wynn from VP/
Business Affairs to Sr. VP/Business Affairs.
According to Sr. VP/Business Affairs & Administra-
tion Ron Wilcox, “Danny plays a key role in the Busi-
nessAffairs department and has been responsible for
many significant negotiations on behalf of Sony Mu-
sic, the Columbia Records Group, and the Epic

Wynn began his music career at Sony in 1983 —
when it was CBS Inc. — serving as an attomey in the
records section of the law department. Two years fat-
er, Wynn rose to Director/Business Affairs for CBS
Records/UK and, in 1988, retumed to New York as
Director/Business Affairs for Sony Music. In 1991,
Wynn was promoted to VP/Business Affairs, East Coast and assumed

Cox Radio Promotes Pichon To New CF0 Post

aritza Pichon has been elevated to the newly created CFO post
for Cox Broadcasting’s radio group, effective July 1. She most
recently served as Asst. Controller for Cox Enterprises.

“With our recent acquisitions, it's become clear that Cox Radio needs
its own dedicated CFO,” said Cox Broadcasting Exec. VP/Radio Robert
Neil. “Maritza will continue to work with Cox Broadcasting VP/Controller
Jim Rouse, but she will now be the point-person for radio. The skills
Maritza possesses [wil] help guide us on the financial side as we plunge
into this new era of deregulation and ownership changes.”

Pichon joined Cox Enterprises in 1984 as a staff accountant. Follow-
ing a stint as Manager/Corporate Accounting, she assumed her most

Wynn

KLRZ/New Orleans Flips To Classic Rock

Larose, LA-based KLRZ/New Orleans
flipped from CHR to Classic Rock at 10am
last Friday (6/14) by playing Neil Young’s
“Rockin’ In The Free World” for two
straight hours. Scott Hawk, promoted to
PD one month ago, will direct the EUI

Qlassic Rock
ki

imo_.ifm_;

Telecommunications outlet’s format shift. —

KLRZ — which signed on in 1993 as a “Rock 40" outlet — had al-
ways struggled as a CHR with a poor city-grade signal, Hawk said. “When
B97 [crosstown WEZB-FM] switched from CHR to Talk, KLRZ’s PD
at the time said, ‘Let’s go CHR.” But we’ve had problems with the signal
— it covers New Orleans but there’s no building penetration downtown.”
B97 switched back to CHR last week (R&R 6/14).

Dan Hoffman, promoted to GM last year, and Tim Walsh, elevated to
Sales Manager in April, will retain their respective duties. Longtime News
Director Jeff Boggs and Hawk, who previously hosted an afternoon shift,
will now host mornings. The rest of the airstaff was let go.

“We’re in a transition mode,” said Hawk. “We’re starting from scratch
all over again. [With crosstown KHOM-FM], there isn’t room for three
CHR stations in the bayou areas. We agreed it was time to do what the
listeners wanted. We’re not like [Classic Hits] WRNO, because we
don’t play *70s hits. We’re serious Classic Rock: AC/DC and Black

Sabbath.”

e T e e i e A= = i i 2 it

Anderson
Continued from Page 3

believe this will be Pittsburgh’s new
at-work station.”

Previously, Anderson was morn-
ing news announcer for local seg-
ments of “The Howard Stern
Show” broadcast on sister WXDX-
FM. Prior to that, Anderson was
PD of crosstown WWKS-FM.
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DON’T MISS THE

PROMOTION OPPORTUNITY
OF A LIFETIME'

TRAVEL PACKAGES FOR THE 1996
SUMMER OLYMPIC GAMES ARE
AVAILABLE NOW.

LEISURE CLUBS INTERNATIONAL INTRODUCES A FANTASTIC
PROMOTION OPPORTUNITY: SAME-DAY TRIPS TO THE 1996 SUMMER

OLYMPIC GAMES IN ATLANTA AT AN AFFORDABLE PRICE.

WITH PACKAGES STARTING AT

499

YOU JUST CAN’T MISS.

GENERATE UNBELIEVABLE EXCITEMENT FOR YOUR PROMOTIONS
CREATE INCENTIVE FOR YOUR SALES FORCE
BUILD LOYALTY AMONG YOUR BEST CLIENTS AND ADVERTISERS

WIN NEw BUSINESS

AS A MATTER OF FACT, WITH PRICES THIS LOW, WHY NOT JUST GO
YOURSELF, OR BRING ALONG YOUR WHOLE FAMILY? SPACE IS
LIMITED SO CALL NOw. DON’T LET THIS ONCE-IN-A-LIFETIME

PROMOTION OPPORTUNITY GET AWAY.

I N TERNATIONAL 'rl

FOR MORE INFORMATION OR TO MAKE RESERVATIONS, CONTACT BRUCE BERNS AT:

—

1-800-723-1717 i

EXT. 5760 Authorized One-Day Tdlp Provider
of the 1996 Adanta Olympic Games
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NEWSBREAKERS.

NAC WSMJ/Richmond
Debuts, Fleming PD

In a time-brokerage agreement
between Sinclair Communications
and multiple-station owner Barbara
Benns, a new NAC station —
WSMJ/Richmond — is slated to
sign on June 20. Tommy Fleming,
formerly PD at crosstown Sinclair
Urban WPLZ, is WSMJ’s PD.

“The NAC format has been miss-

ing in the Richmond area, and we
feel the 25-54 adult audience de-
serves a choice,” said GM Ben
Miles, who now oversees WCDX-
FM, WPLZ & WSMJ. “And it’s a
very good format choice for us in
terms of advertising revenues.”

Broadcast Architecture will
serve as WSMJ’s consultant.

RIAA Donates Pirates’ Treasure

| i) K B | e P
The RIAA recently donated recording equipment seized during police raids
of cassette pirates to the Braille Institute. Valued at $50,000, the equip-
ment will be used to make talking books for the Institute’s library. Pulling
the plug on piracy are (I-r) the Institute’s Leslie Stocker, RIAA Exec. VP &
Anti-Piracy Director Steven D’Onofrio, and Baldwin Park Police Chief
Carmine Lanza.

Barber To Head Infinity Sales & Promo/Dallas

nfinity Broadcasting has created a new sales venture in Dallas/Ft.

Worth — Infinity Sales & Promotions — and tapped Liz Barber as its
Director, effective July 1.

Barber will oversee non-traditional and promotionally driven sales at all
of the market’s Infinity outlets, including Nostalgia KDMM-AM, all-News
KEWS-FM, Oldies KLUV-FM, AC KVIL-FM, and Country KYNG-FM; In-
finity expects to close on Granum Communications Gospel KHVN-AM,
NAC KOAI-FM, and Urban AC KRBV-FM this month.

“This unique endeavor is the wave of the future, and I'm glad to be
sailing the first ship out,” said Barber, who previously spent 10 years at
crosstown KPLX-FM, most recently as Sr. Marketing Consultant.

DG Systems Reorganizes, Eievates Three Execs

G Systems has announced a reorganization of its executive tier:
¢ Ken Cheng has been promoted from VP/Engineering to DG's newly
created Sr. VP/COO post. He'll now oversee the company’s engineering,
operations, and manufacturing functions.
¢ VP/Operations John Blair has been appointed VP/DG internet Ser-

Ho-Humdinyer Of A Turnout ﬁ vices, responsible for developing the firm's World Wide Web offering.

T ant 1P ® Assuming Blair's former post is Director/Business Development Greg

This small army tumed out to watch Ho-hum play New York’s Wetlands in support of their debut CD, “Local.”
Skooching in are (I-r) Universal Records Marketing exec Lara Greenberg and Altemnative Promotion exec Howard
Leon, the band’s Rod Bryan, Universal President Daniel Glass, MCA Canada Exec. VP/GM Randy Lennox, Univer-
sal Head of Marketing Kim Garner, Music Business Intemational’s Ajax Scott, MCA Canada Dir/Marketing Wemer
Wiens, the band's Kevin Kerby, band manager Paul Lovett, the band’s Lenny Bryan and Dave Hoffpauir, MCA
Music Entertainment Group Exec. VP/Legal Affairs Larry Kenswil, MCA Canada VP/Marketing Stephen Tennant
and President Ross Reynolds, Universal A&R exec Tom Lewis, MCA Music Entertainment Group Vice Chairman
Mel Lewinter, and Universal Marketing exec Tom Derr,

- 4

Swap

Continued from Page 1
and MD Ginny Rogers have as-
sumed their respective duties at
WKLB.

e WKLB OM Bob Christy has
exited and is slated to join previous
’KLB owner Fairbanks Commu-
nications’ West Palm Beach head-
quarters in a corporate capacity.

Evergreen now owns four stations
in Washington: WWRC, all-News
WTOP-AM, AC WASH-FM, and

WEBR; Greater Media has four in
its Boston stable: Ethnic WMEX-
AM, WBCS, WKLB, and WMJX.

But now that format rivals
WBCS and WKLB are under one
roof, one of the two stations won’t
be Country for very long. Smyth
says a research project is under
way, and he hopes to have a new
format on one of the two by Labor
Day. He emphasizes one will defi-
nitely remain in the format, noting,
“We didn’t go through this battle

for three years for nothing.”

Which will switch? WKLB has |

led the ratings in almost every book
during the past three years. Howev-
er, WBCS has a “Million Dollar
Guarantee” in place through Decem-
ber 31, 1996, stating it will remain
Country or give the money to a lis-
tener. Another question: Should it
desire, could Greater Media put the
’BCS calls on the WKL.B frequen-

cy without breaking the million- |

buck promise?

Schott; he’ll report to Cheng.

¢ Co-founder/Exec. VP Ron Denman resigns as a company officer
and director and transitions to an advisory role.

“DG Systems depends on both advanced operational capabilities and
the application of leading technologies,” Cheng noted. “By tightening the
integration between our development and operations functions, we can
reduce time-to-market for new services and ensure that our clients have
the most competitive solution to meet their broadcast and advertising
needs.”

You Slayer Me

s e,
Slayer dropped by KLSX/L.A. recently to chat with yakker Ricki Racht-
man about their punk-rock cover album, “Undisputed Attitude.” Banging
heads are (I-r) Rachtman and Slayer’s Kerry King and Tom Araya.

Long alrer Los Mngeles is sold ro Mexico and basehall

becomes tlw.

Super Bowl

one on tlw.

1561 FAIRVIEW

L qreal Crech pasfime and London wins the

and Uietnam's hottest band hits number

charts, your |1.S.Tape €& Label bumper

still look g()()(l .
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Records

e DANE VENABLE and JAYSON
JACKSON have been appointed Sr.
Director/Marketing and Director/Mar-
keting, respectivety, for the Elektra En-
tertainment Group (EEG). Venable was
previously Sr. Director/Marketing at
EMI Records; Jackson was formerly
Manager/Marketing for Def Jam
Records. In other news, DONNA
CHAMPY is promoted from Asst. Con-
troller to Controller at EEG.

® D.J. MISTER CEE
has become Direc-
28 tor/A&R at Mercury

# Records. He will re-
main host of WQHT/
New Yorik’s “Classic
Showcase™ pro-
1 gram.

Mister Cee
® NAIM ALl and CAREY MARTIN
are now Manager/Product Develop-
ment & Communications and Manag-

er/Southwest Regional Promotions,
respectively, at Perspective Records.

b
Martin

Ali

Ali was previously Coordinator/Mar-
keting & Publicity for Rowdy Records;
Martin most recently served as Re-
gional Promotion Manager for Priori-
ty Records.

© MICHAEL NOLAN is the new VP/Fi-
nance & Administration at Sony Classi-
cal. He was formery Asst. Controller/
Financial Planning & Analysis for Sony
Music Entertainment.

® MCA RECORDS has entered into
a partnership to form Twisted
Records, a new dance-oriented label.

The new label will be headed by ROB |

DiStefano

DISTEFANO and MARK DAVENPORT.
In related news, MCA MUSIC ENTER-
TAINMENT CORP. has launched Hip-
O Records, a new label focusing on
compilations and catalog-oriented pack-
ages. Its first release is slated for July.

National Radlo

® WRCX/Chicago
air talent LOU
BRUTUS has
been named host
of “HardDrive,” a
new two-hour SW
Networks program
set to begin Inde-
pendence Day
weekend (July 6-
7). The show will
feature music, in-
terviews, and live
performances by
popular rock acts; (212) 833-5636

Davenport

Brutus

PROS ON

THE LOOSE

Sherman Cohen — PD
KUPR/San Diego (619) 653-(5

Bonny Diver (aka Gough) —
Middays WWSW/Pittsburgh
(412) 734-5204

Danny Dwyer — Asst. Promo
Dir./parttimer KZLA/L.A. (805)
297-7571

Gonzo Greg — Mornings
KCAL-FM/Riverside-San Bemar-
dino (909) 335-1818

Joe Proke — MD WY XR/Phil-
adelphia (609) 387-8721

Doug Taylor — MD WRUF/
Gainesville, FL (941) 765-7247

© JACK EDEN has been named host |
of “The Garden Of Eden,” a lawn and |
garden-oriented two-hour talk show air-

ing 8-10am ET Saturdays via theAmer- }
ican View Radio Network. He will con-
tinue serving as Garden Editor for
WTOP/Washington and as a columnist
for the Washington Post; (800) 292-

'l:hmges

AC: Kristy Knight is upped to
nights at WMTX/Tampa ... Michael
Sirrianni joins WOOD-FM/Grand
Rapids as MD/middays ... WAEV/
Savannah, GA PD Burke Allen de-
parts ... Correction: Thom Walsh is
the new MD at KUDL-FM/Kansas
City. R&R apologizes for the error.

Altermative: WPUP/Athens, GA ’
has named Dan Matthews as its new '
PD.

CHR: Former WWKX/Provi-
dence PD Geronimo is now a part-
timer at WKTU/New York ... Mike
Stiles assumes morning show produc-
er duties at WSTR/Atlanta ... Rick
Hummer joins KGGI/Riverside-San
Bernardino for nights ... WNKS (for- l
merly WEDJ)/Charlotte shifts Danny
Wright to afternoons, replacing in-
terim driver Doug Miller ... Jeff Cur-

BirtHs

WMMS/Cleveland moming co-
host Joe Cronauer, wife Gina, son
Jesse, June 13. I

WJFX/Ft. Wayne PDAnge Ca- | |
nessa, wife Shawn, son Michael
Anthony, June 12.

KLTH/Kansas City midday host
Debbie Jackson, husband Tom
Tucci, son Joseph Michael, June ‘
1.

CONDOLENCES

Former WZXL/Atlantic City, NJ
air talent Jim King, 33, June 14.

Longtime non-commercial
KPFK/LosAngeles program host
Mario Casetta, 75, June 2.

| Rouge aftemoon driver Reggie Lou-

ry joins KHOM/New Orleans for mid- |
day duties ... Jason Garrett takes Pro- |
duction Dir./midday duties at KHY'T/ (
Tucson ... WWST/Knoxville has opt-

ed not to name an OM. Ron Geroni- |
mo remains MD/interim PD until an

official PD is named ... WFMF/Baton |

que adds Music Coordinator duties ... '
WZNY/Augusta, GA names Micha-
el Chase AMD/night host ... KQIZ/
Amarillo, TX ups Eric Michaels from
aftemnoons to middays and Scotty D |
from nights to afternoons. Hollywood l
Haze joins for nights.

Country: Sherri Browr is now a
parttimer at KYCY/San Francisco ...
KEEY/Minneapolis MD Mark
Bower and middayer Pete Stevens
have departed ... Don and Susan
Glaze segue to aftemoons at WHB/
Kansas City, beginning July 1 ..

| Michael Bandy and Jason Bailey

are the new moming duo at WLLD/
Columbus, OH. J.R. Nelson be-
comes Production Dir. ... Tom Jor-
dan joins for mornings at KWNR/Las
Vegas, while Bob Bishap moves

Continued on Page 19

NATIONAL
RADIO
FORMATS ‘

ABC RADIO NETWORKS
Robert Hall * (214) 991-9200

Touch — Monica Logan
JODECI Get On Up

R. KELLY | Can't Sleep

KENNY LATIMORE Never Too Busy
MAXWELL Ascension

Starstation — Peter Stewart

ALL-4-ONE Someday
CHER One By One

Hot AC — Robin Jones
ERIC CLAPTON Change The World

ALTERNATIVE PROGRAMMING
Steve Knoll « (800) 231-2818

Mainstream AC

PETER CETERA One Clear Voice

CLAYTON & MULLEN Mission: Impossible
ALANIS MORISSETTE Ironic

Lite AC

ALL-4-ONE Someday

PETER CETERA One Clear Voice

uc

JORDAN HILL For The Love Of You
PUFF JOHNSON Forever More |
112 Only You

SOLO He's Not Good Enough

BROADCAST PROGRAMMING |
Walter Powers ¢ (800) 426-9082

Digital AC — J.J. Cook

MARIAH CAREY Forever
VANESSA WILLIAMS Where Do We Go From Here

Digital Soft AC — Mike Bettzlli
VANESSA WILLIAMS Where Do We Go From Here

Digital AC Mix — Mike Bettelli
MARIAH CAREY Forever

Digital Hot AC — J.J. Gook
VANESSA WILLIAMS Where Do We Go From Here

Digital CHR — J.J. Cook

CURE Mint Car
LISA LOEB & NINE STORIES Waiting On Wednesday
NATHAN MORRIS Wishes

Modern Rock — Leslie Cohan

BECK Where It's At

G0O0 GOO DOLLS Long Way Down
PATTI SMITH Summer Cannibals
SOUNDGARDEN Burden My Head
SPONGE Wax Ecstatic (To Sell Angelina)

JONES SATELLITE NETWORKS
Phil Barry » (303) 784-8700

Adult Hit Radio — J.J. McKay

ALANIS MORISSETTE You Learn
ERIC CLAPTON Change The World
LOS DEL RIO Macarena

Soft Hits — Rick Brady
VANESSA WILLIAMS Where Do We 'Go From Here

WESTWOOD ONE NETWORKS
Bob McNeill » (805) 294-9000

Adult Rock & Roll — Diana Smart
STYX Little Susie

Bright AC — Bill Michaels

ALANIS MORISSETTE You Learn

Soft AC — Andy Fuller
ERIC CLAPTON Change The World

Get an earful with Alan Colmes-
Monday -Friday 3PM - 5PM ET

© Copyright 1996 by United Stations Talk Networks

Alan Colmes —

makes the issues entertaining
makes the entertainers talk

4
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Mega-Groups: Time To Develop Brand Identity

T he real-life chess game of station acquisition is the easy,
albeit expensive, aspect of growth for the mega-station
groups that are emerging through deregulation. Set your sights
on a station or small station group, make an offer, negotiate,
and — checkmate — you’ve just extended your market pen-

etration.

This is a dramatic oversimplifi-
cation, of course, but the point is
there’s no great mystery to grow-
ing by acquisition. It’s the aspect
of growth that stations, groups, and
national rep firms understand best.

What does remain a mystery to
many mega-groups, however, is
the vitally important, post-acqui-
sition need to build a clear brand
identity in the minds of advertis-
ers. The difficulty of fulfilling this
need should come as no surprise.
After all, corporations across
America in every industry — but
particularly those that recently
have been deregulated — wrestle
with the brand identity challenge
every day. The banking and tele-
communications industries, for
example, continue to grapple with
the branding issue.

In the case of mega-groups, the
challenge is particularly daunting,
because the brand can be com-
posed of a variety of disparate ele-
ments. The mega-group’s New
York stations might encompass
Adult Contemporary and News/
Talk formats. In Chicago, the
mega-group might own an all-

* June 19-22 — PROMAX
Convention. Los Angeles Conven-
tion Center; (310) 788-7600.

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

* June 26 (through Septem-
ber 18) — Summer Arbitron.

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

*July 9 — Major League
Baseball All-Star Game. Veterans
Stadium, Philadelphia.

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

* July 11-14 — Upper Midwest
Conclave. Downtown Marriott,
Minneapolis; (612) 927-4487.

s July 13-17 — NAB Exec.
Management Development Semi-
nar for Radio Broadcasters. Uni-
versity of Notre Dame, South
Bend, IN; (202) 775-3510.

Sports station. In Atlanta, perhaps
it owns a Country station.

This isn’t McDonald’s, where a
consumer can go into a franchise
in New Jersey or Iowa and find
basically the same operating phi-
losophy, menu, decor, and employ-
ee uniforms. And it isn’t televi-
sion, where networks are uniform
across the country and often have
a built-in brand identity.

So, in the face of such obstacles,
how does a mega-group build a
brand identity among the advertis-
ing community in an effort to max-
imize sales revenue? How can the
mega-group distinguish, in the ad-
vertiser’s mind, the difference be-
tween itself and other mega-
groups? How can the mega-group
create a sense of familiarity and
confidence for the advertiser to
know that its product is being
placed in the right advertising en-
vironment?

There are no simple answers to
these questions, and — in fact —
no radio group has ever effective-
ly solved the brand-building mys-
tery. The time to change all this is
now, because the stakes have

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

* August 16-17 — O’'Day/Or-
kin's Intemational Radio Creative &
Voiceover Summit. Bel-Air Summit
Hotel, Los Angeles.

* August 22-25 — Jack The
Rapper Convention & Expo. Geor-
gia International 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.

By Hank Mandel

grown to enormous proportions, -

and branding is needed to maxi-
mize investments.

Fortunately, mega-group
brand-building is achievable.
There are some very basic steps
that can be taken to get on the right
path.

Step One: Embracing
The Concept

Group management needs to
embrace the idea that a brand
identity is important to marketing
the power of the group to adver-
tisers. Without a strong belief in
the concept, it stands no chance
of effective implementation. The
concept of branding must be em-
braced at the highest levels of the
mega-group, and the strategy and
tactics related to the branding ef-
fort must be imparted throughout
all levels of the organization.

Step Two: Identifying
The Image

Once the brand image concept
is endorsed by top management,
the group then needs to decide
what it is and wants to be, what it
wants to stand for. In other words,
the place to start is at the end ...
before a brand image-building
strategy can be developed, a de-
termination must be made as to
what exactly the brand image is
and should be.

For some groups, articulating a
brand image goal will be easy, be-
cause there are clear points of dif-
ferentiation that set the group
apart from the competition (as
with a news and information
mega-group, for example).

For others, the articulation pro-
cess will be far more difficult be-
cause there may not be any obvi-
ous points of differentiation. This
process may require hours of
brainstorming sessions involving
company executives, and perhaps
even an external audit of adver-
tising decision-makers’ opinions
on and perceptions of the group.
The brainstorming session must
be objective and focused.

At this time, it’s important to
implement a competitive analysis
of the other mega-groups to un-
derstand their position campaigns
and potential. Above all, it’s ab-
solutely critical that management
identify what makes the group
unique and that this uniqueness
can be translated into an easily un-
derstood benefit for advertisers.

Step Three: Exploiting
The Mega-Group’s
Qualities

Once the group’s uniqueness
(advertiser benefit) is identified,
it’s time to develop ways to best
exploit these unique qualities. Is
it format? Markets? Personalities?
Promotions? Ease of doing busi-
ness? Perhaps it’s integrated mar-
keting opportunities, database

wiorld,

ers:

adquity — indoliars and cents?

brand's aquity?
sagment?

or senvice categorny?
compeltitor?

ket andfor profitability?

mail: idnepper@ ropercom

Roper Starch Debuts ‘Brand Valuator’

oper Starch Worldwide recently announced the re-

lease of "Brand Valuator” — a new, brand-planning
and management tool for consumer and business-to-busi-
ness marketers. The model can be used to address
branded services as well as branded products.

The madel is based on maasuring consumers’ choices in an expari-
mantal setting, using widaly accepled advanced marketing research meth-
ods. The assumplions underfying the mode! are managerially kegical and
are supported by years of peer-reviewad academic research. The maa-

suremant, analysis, and reporting systems were developad by SDR Inc.
and are licansad to Roper Starch Worldwide for use in the U.S. and the

The computer-based simutator underying the Brand Valuator model
can ba used to address these challenges faced by many brand manag-

* ¥What is tha value of my brand's equity and my competitors’ brand

* How do | improve my brand's equity?
= What elements of my brand image contribute most to bufiding my

* How does my brand equity change from market segment to market
* Haw muich of my brand's equity couldbe transfarradto a new protuct
* What stratagies do | use to overcome the strong brand equity of a

* What ks the optimum price differential that | should maintain between
my brand and my competitors’ brands in order to maximize share of mar-

For more information, contact Roper Starch Wordwide Sr. VP‘g(im
Knepper either by phone: (714) 755-2800, fax: (714) 756-2636, or e-

marketing, or loyal listener pro-
grams. The point is, the mega-
group’s unique quality of quali-
ties must be identified in order to
have something tangible enough
to translate into a brand identity
and marketing initiatives.

Step Four: Attach
Revenue Goals To
Each Tactic

The branding effort will require
multiple tactics designed to in-
crease revenue for the mega-
group. Each quality/benefit
should have a revenue goal at-
tached to it. Revenue objective
must be expanded from being sta-
tion-specific to group-oriented.

It must be remembered that
branding and marketing the ben-
efits of a mega-group has noth-
ing to do with individual station
revenue, Cost-per-point, or avails.
It has everything to do with large
national advertisers partnering
with large radio broadcasters and
developing long-term strategic
national marketing campaigns.

Specific revenue goals must be
identified for each element of the
branding program. For example,
if one element is a national data-
base marketing effort (under a
branding concept of one-to-one
marketing to millions of loyal lis-
teners), the effort must have a
mega-group revenue goal for da-
tabase marketing. This means that
resources will need to be chan-
neled into the branding and mar-
keting efforts for the mega-group,
separate from station management
and sales.

—— YT @ e e T a OO TS o Tt T

Step Five: Develop
Advertiser Marketing

Programs

The mega-group must create mar-
keting programs that advertisers can
grasp with a clear understanding of
the marketing benefits. These mar-
keting programs need to relate to and
reinforce the brand image. Perhaps
the marketing programs will revolve
around community activities; per-
haps they’ll center on promotions.

Whatever the marketing pro-
grams, they must be easy for adver-
tisers to relate to their product and
service marketing goals. It’s also
important that these programs be
developed and presented on a high
level to the advertiser, not with the
agency. The presentation must get
advertisers to buy into the market-
ing program concept and recognize
its benefits and value. The market-
ing program’s intrinsic value must
be strong enough to remove it from
traditional radio thinking. This is a
partnership between the group and
the advertiser, and each should ben-
efit from the other’s corporate posi-
tioning.

The high-stakes game of mega-
group-building has just begun. The
big winners will be those who add a
concentrated brand-building effort to
the equation.

Hank Mandel is President of
Creative Counsel, a Bethany,
CT-based strategic planning
firm serving the radio, manufac-
turing, banking, telecommuni-
cations, entertainment, and
health care industries. He can
be reached at (203) 393-3539.
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SALES

Redefining Sales Skills In A Mobile Environment

erception always has been one of the key elements in
defining the successful radio salesperson. The salesper-
son who establishes himself or herself as the “resource’ usu-
ally gets the first phone call and often has the chance to serve

as a consultant for the client.

Rapid technological growth has
added a new element to radio sales.
Agencies and retailers look to us
to take advantage of the latest en-
hancements to help them interpret
information and design effective
marketing strategies. By adapting
to new business conditions, we’ll
continue to be a resource to our
customers.

Mix Of Old & New

We began Sentry Radio Sales
this past January as a separate rep-
resentation division under the
Katz Radio Group umbrella. One
of our first orders of business was
to recognize that the pace of to-
day’s business is moving too fast
for us to continue to operate as we
always had.

We’d always depended on mix-
ing the conceptual and the factual
sell, positioning the value of our
stations with information sources
that’ve been appearing in radio at
an expanding rate.

In planning for the new compa-

ny, it was important for us to take
our traditional fundamental ap-
proach and move it forward. We
wanted to create a mobile office
environment, using advanced
communications equipment and
PC notebooks to give our people
access to information at the buy-
er’s desk.

Our goal was to combine the tra-
ditional strengths that’ve made
Katz the top-billing national rep-
resentative with a new technolog-
ical approach — one that would
help us maintain our validity as an
indispensible resource to our sta-
tion clients and agency customers.

Load On The Road

In the past, we could rely on
support personnel to supply much
of the back-up material that our
account executives use to presell
and position our stations to adver-
tisers. Those days are rapidly van-
ishing, if they’re not already gone.

Ratings now appear monthly for
nearly 100 markets. Qualitative

» Frederic “Ric” Schilling Jr.
has joined the sales staff of Pax-
son Communications’ WPLA-FM
& WROO-FM/Jacksonville. He
most recently served as a Certified
Radio Consultant and Acct. Rep at
WGKX-FM/Memphis.

« Vanessa Molina has joined the
sales staff at WRFC-AM & WPUP-
FM/Athens, GA. She was former-
ly manager-of Bebe, a women’s
fashions store in Aventura, FL.

* Donna Morrison and Janey
Riley have become AE/Los Ange-
les and AE/Atlanta, respectively, at

Salespeople On The Move

Christal Radio. Morrison was pre-
viously Media Buyer for MHW Ad-
vertising & PR Inc; Riley mostre-
cently served as an AE with Katz
Radio/St. Louis.

» Elettra Broadcasting Nation-
al/Regional SM Dani Fletcherhas
been elected to the Station Advi-
sory Board of Allied Radio Part-
ners, a company of the Interep
Radio Store.

« Major Networks Regional Mgr.
Bob Ardrey has joined the Region-
al Affiliate Sales Team at Jones
Satellite Networks.

E] l’()SI*

By Bob McCurdy

sources provide marketing infor-
mation well beyond age and sex.
Products such as Arbitren’s
Mazimi$er allow the user to cus-
tomize geography, time frames,
and station packages according to
the needs of each advertiser.

In addition to that, PC-based
software helps each salesperson to
present information in a more
compelling form, to plan and or-
ganize sales calls, and to commu-
nicate better with the office, sta-
tions, and customers.

We needed to design a work-
place where sellers didn’t have to
come back to the office to “re
load.” Sentry personnel had to be
self-sustaining in the field, with
information and systems at their
fingertips, able to address any
question or need. In many ways,
radio has lagged behind other in-
dustries in this area.

New Sales Training

In forming Sentry Radio Sales,
we decided to hire and train our
sales force around the concept of
mobility. This entailed two major
commitments: investment in new
technology (see adjacent story),
and the hiring and training of a
sales staff that mixes traditional
radio strengths with the ability to
use these new resources.

Sentry account executives now
write and present their own sales
presentations. They learn to use
ratings applications such as Strata
and Maximi$er as well as PC pro-
grams for word processing, graph-
ics, spreadsheets, and e-mail. Mix-
ing these techniques with radio
product knowledge and superior
sales skills lets us present the qual-
ity and depth of our stations at an
unprecedented scale.

We expect each Sentry salesper-
son to master every tool. We’ve
invested a lot of time, training, and
financial resources to put this new
business model into place. By
making this commitment, we’ve

Y()U llSl* L.l1 Wl’l‘ll A MINIMUM

PLASTIC
BANNERS

©1996 Ree! Industries. Inc

you prominently display your name every

{ chance you get (location broadcasts, concerts,
station sponsored autograph sessions, etc.). With
theft, vandalism and loss, it becomes a costly
proposition to continuously replace expensive &<
signs and banners costing hundreds of dollars.

800/231-2417

includes:

costs.

computer allows each salesperson

a big timesaver.

Elements For Mobility

M obile technology can be divided into two main
areas: communications and information. Hard vare

Cell phones. The benefits of having detailed conversations from the
car or other locations, and responding to needs without having to find a
phone or retum to the office, are self-evident.

Beepers. These are still valuable in combination with cell phones. Hav-
ing a beeper eliminates wasted cell phone calls for checking in or getting
messages, and we can relay messages and other information for lower

Notebook PCs. Today's hard drives allow us to load all applications
and information a salesperson might use during the day. We no longer
have to try to anticipate what we'll need to show on a cali; the laptop

data can be loaded to the hard drive on a daily basis, including updated
ratings and new sales presentations.

Portable printers. While some pundits may talk about a paperiess so-
ciety, our experience shows that the ability to print packages and Fresen-
tations during a sales call adds immediacy to the message and serves as

To make these tools work, all information databases must be uodated
in a timely fashion, and everyone must commit to training on a cortinuing
basis. New programs and techniques are being introduced every day.
Going to a mobile environment demands a business approach thatadapts
to change and supports constant evaluation.

to carry his or her office along. New

found that our sellers are better
able to understand, appreciate, and
convey the reasons why our client
stations deserve the business.
After all, a buyer’s conviction
will only match the seller’s con-
viction. Putting together these
kinds of station pitches firms the
commitment of our own people
that they deserve the business,
which enables them to sell with
conviction and get the order.

Relationships Still Key

The one thing that hasn’t
changed over the years is the rec-
ognition that the salesperson
makes the account list, not vice
versa. People don’t buy from sell-
ers they don't like or respect. In
these days of confusing technolo-
gy, relationships are more impor-
tant than ever.

Great salespeople combine
strong relationships with a mastery
of the latest technology. In today’s
four-share world, with station rat-
ings harder to differentiate, buyers

OF RISK.

Today’s level of fierce competition demands that g3

tend to make their choices emotion-
ally, then justify those choices with
logic. The right relationships help
us to win emotionally; our technol-
ogy and information help us to sup-
ply the logic.

Perception continues to play an
important role in defining who is
successful in sales and who is not.
Whoever finishes first in the buy-
er’s mind usually wins the order.
Having and using the latest technol-
ogy adds one more weapon to our
arsenal, helping to win the business.

Bob McCurdy
is President of
Sentry Radio
Sales. He can
be reached at
(212) 632-
9722.

%< Durable banners for a

throw-away price.

UV stabilized plastic won’t
fade indoors or outdoors.

Simply FAX your log» and

color separation information

for a free price quote.

Roll-A-Sign™ offers a better way. You get up to
four vibrant colors printed on durable, high
quality 4 or 6 mil plastic film to display your
logo and message brilliantly for an economical
price. Now you can afford to display a bright
new sign at every public event. They even make
great cost-effective promotional give-aways. Just
roll off what you need and cut.

Thea rumban

Call today
and get exposed.

R

72° x 36" gives you 170 banners per foll

36" x 24" gves you 330 banners per roll

31" x 18" gives yo, 340 banners per roll

an 1000 It roils,
bannar angen.

.0. Box 750245
Houston, TX 77275-0245
713/507-4200
713/507-4295 FAX

REEF INDUSTRIES. INC
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MARKETING & PROMOTION

How To Conduct Betier Staff Meetings

A s a promotion and/or marketing director, you probably
have to pull your team together regularly to review ideas
and track progress toward goals.

Unfortunately, most people de-
spise meetings. They’re viewed as
the manager’s platform for badger-
ing those who haven’t peformed,
or long, laborious wastes of time
where nothing really gets accom-
plished.

What can you do to make your
meetings more productive and full
of pep? Consider these 25 steps:

Planning

1) Consider whether or not a
meeting is really necessary, or if
you can accomplish your goal
through a phone call, quick one-
on-one meeting, or in a memo. Tip:
Determine how much the meeting
will cost to conduct from the stand-
point of each person and how
much his or her time is worth to
the company.

2) Determine who should attend.
Could some people be given an
overview afterwards? Some may
want to be given the opportunity
to decide for themselves whether
or not to attend.

3) Distribute a rough agenda of
the purpose of the meeting ahead
of time. Set an initial expectation
up front.

4) Consider pre-meeting assign-
ments — books to read, tapes to
listen to, etc. Pre-meeting assign-
ments can be useful motivators. It
also helps participants become pro-
ficient in areas where they may
have had deficiencies.

5) Provide leadership functions.
Assign each participant a role —
or portion — in the meeting for
which they are in charge. It pre-
vents the “monotone” — or stag-
nancy problem many perceive of
meetings.

6) Actually prepare for the meet-
ing. “Winging it” in a meeting will
not produce the desired results.

7) Procure some audio-visual
materials to add elements to the
presentation. Best: flip-chart and
easel where, after the meeting, you
can make reference back to points
covered in the meeting.

Meeting Musts

8) Start the meeting on time.
Those who are prompt should not
be penalized.

9) Distribute a minute-by-
minute agenda of the meeting. This
will show participants you have a
plan and the time restrictions will
help you keep the meeting on time.

10) Consider a hand-out with
fill-in-the-blanks, outlines, etc., so
people can follow along and stay
attentive.

11) Early in the meeting, ask
participants their expectations of
the meeting. For example, if it’s a
fourth-quarter brainstorming
meeting, go around the room and
ask each participant for one cate-
gory or focus they’d like to see
covered.

12) KISS (Keep It Simple, Stu-
pid): Tell them what you’re going
to tell them (introduction), tell
them (body), and tell them what
you told them (conclusion). Con-
sider going around the room and
have people rephrase — in their
own words — what they just heard.

13) Have someone else keep a
running account of the meeting
“minutes.” It’s a handy reference
after the meeting is over.

14) When you have a strong
opinion about a certain topic, ask
someone else to lead the meeting,

* Interactive telewsmg @@.
* Telemarketing

¢ Database
management

¢ Direct mail

¢ Customized prepald
phone cards

¢ Interactive direct mail

¢ [nteractive
phone systems

e Country Call sm

Hit the mark

Find Out Why i America’s Top
Broadc;_ﬁt&@ Use Impact

Impact Target Marketing

100 Corporate Place, Suite 202 » Peabody, MA 01960 (508) 535-4500 » FAX (508) 535-0011

Whatever
it takes
to hit

the mark!

Call

I -800-3IMPACT

By Irwin Pollack

S0 you’re not misusing your au-
thority, can stay impartial (when
necessary), and — most important
—- can participate without confin-
ing yourself.

15) Keep the meeting interac-
dve. No one likes to listen to a lec-
ture — and people don’t learn well
from them, either. Most learn best
from doing. Whether you set up
role-plays or hold contests, activi-
ty generates energy and excite-
ment.

16) Don’t forget to take breaks.
Beyond learning, there’s an oppor-
tunity for the team to bond. Make
sure there’s 10-15 minutes of un-
structured time for participants to
catch up with peers, have a cup of
coffee, etc.

17) Keep the meeting under
your control. Whereas it’s easy to
get off on tangents, never get di-
verted from your initial train of
thought.

18) Encourage mistakes when
soliciting participation.

19) Use direct questions to get
people to open up. If you open the
meeting with a question posed to
the group and nobody answers,
being more direct by saying,
“Steve ... how do you handle this?”
will get the group going.

20) When brainstorming, re-
member no idea is abad idea. Take
all ideas into consideration. Even
if only some portion of the idea
would work, you’re ahead of
where you were before the idea
was contributed. Danger: If you
negatively critique any idea in a
brainstorm meeting, you’ll stifle
the group’s creativity and discour-
age any further input.

21) Use real-life situations to
enliven the meeting. Although you
don’t want to ramble on with per-
sonal war stories, participants need
to know their leader has the cre-
dentials to teach them.

22) Keep the energy level high.
Make the meeting fun. Consider
games, quick incentives, active
participation, personal stories, etc.

Follow-Up

23) Conduct an evaluation on
your meeting. Ask participants to

Pro:Motions

CoordinatorMarkating & Pro-
motion at crosstown KYNG-
Pl

= WUBE/CIncinnati Promo-
fion Dir. Twana Bumns has de-
parted.

« Markus Garvey is the new
DirMarket Development, Los
Angeles for the ABC Radio
Metworks. He was most ro-
cently an AE with KNX-AM/Los
Angeles.

i ~ Monthly Events |

* Hitchhiking Month

* National Anti-Boredom Month
* National Hot Diog Month

= Matiorial loa Cream Month

* Mational Tennis Month

July 1 — Bureau of Internat
Ravenue establishad (1867)
First nudé scene in a movie
(1915}

Mart Walchers’ Compliment
Weaek

July 3— Air Conditioning Appreci-
ation Dey
First Amaricen bank opened
(1813)

July 4 — “American Top 40" first
aired (1970)

July 5— Birthday of the bikini
(1946)

Workaholics” Day

July Promotional Opportunites

| Special Days & Weeks |

By lrwin Pollack

July 7 — Chiocolate Day

July 8 — Wall Street Joumnal first
published {1889)

July 8 — “American Bandstand™
debuted (1956)

July 11 — National Chear Up The
Lonely Day

July 12 — Eat Your Jal-O Day
Mational Bookstore Weakend

duly 16 — First parking metars
instalied (1935)

Juﬁr 17 — Disneyland's Birthday
(1955}

July 20 — Creative e Cream
Flavor Day

July 23 — Private Eye Day

July 27 — All In The Family Day
Take Your House Plants For A
Walk Day

July 28 — Comedy Celebration
Day
Hamburger Day
Marry A Millionaire Day

share with the group what they’ll
do differently as a result of the
meeting.

24) Provide the group with a
post-meeting assignment. Meeting
participants will do a better job
retaining the material they are able
to apply in a practical manner.

25) Consider a “test™ after the
meeting, in which you ask partici-
pants to answer some closed ques-

tions, write a short essay, and ap-
ply what they learned.

Irwin Pollack is President of
his own radio sales and man-
agement firm. He consults and
presents “how-to” seminars to
radio stations across the U.S.
and Canada, and can be
reached at (412) 952-0602

KFMB-FM Gets A Leg Up

With Hands-0n Promotion

By Scott Slaven, PROMAX Intemational

() n Memorial Day Weekend, 100 KFMB-FM/San Di
ego listeners tried to keep their hands on a brand-
new Ford Mustang convertible as the car pulled away

down the beach.

The contest required that the 100
participants kept one hand on the
car and two feet on the ground —
the last person left touching the car
would win the vehicle. Some of
the more unusual rules in the com-
petition included: no smoking, no
accidental or premeditated vomit-
ing, no indecent exposure, no fist-
fighting or spitting, and absolute-
ly no funny business (100 people
standing around one car makes for
close quarters, you know).

Perfect Parents

Two stations have come up with
interesting “Perfect Parent” promo-
tions: KFRQ-FM/McAllen-
Brownsville asked listeners to show
up with their fathers in tow at a spe-
cial location where a track was laid
out. The fathers were blindfolded
and had to try to ride lawnmowers
through the course — guided only
by their son’s or daughter’s voice!
(The winning dad got to keep the

WAAAN-americanradiohisterreeffrr——rr——r—ar |
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_ |
lawnmower, the blade of which was
removed for the race.)

Over at WGUF-FM/Ft. Myers,
listeners registered their dads for a
fishing trip in the 10,000 islands
located between the station’s city
of licence (Naples, FL) and the
Florida Keys. (The area is inter-
nationally acclaimed for its great
fishing and nature observing.)

The winning entry was chosen
on Father’s Day, with the winner
flown by private helicopter to the
Port Of The Islands Resort. There,
he was met by an internationally
known back bay fishing guide and
spent the day on a flat water skiff.
That night, the winning dad was
flown back to the mainland, where
he and three guests were limo-driv-
en to a posh local restaurant.
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CYBERSPACE

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

‘Net Chats

Join Jars Of Clay for a Fni-
day night (6/21) online discussion
at 9pm ET/6pm PT on Prodigy
(jump: CHAT).

Howard Stern’s head writ-
er, Jackie “The Joke Man”
Martling, makes a Prodigy
(jump: CHAT) appearance Mon-
day (6/24) at 9pm ET/6pm PT.

Don't be shy, jump onto the
Microsoft Network Wednesday
night (6/26) to cyberspeak with
the group Shai, starting at 9pm
ET/6pm PT. (MSN is available
only to Windows 95 users.)

Bring your computer into the
industrial age with KMFDM
Thursday evening (6/27) at
7:30pm ET/4:30pm PT on Prod-
igy (jump: CHAT).

On The Web

CatchPomo For Pyrosinalive
"netbroadcast from L A.'s American
Legion Hall late Friday night (6/21)
at 12:30am ET/9:30pm PT. Log in
to hitp://www.audionet.com to
hear the show.

Also at the AudioNet site, go
retro with a live Bay City Roll-
ers show from the infamous Vi-
per Room late Wednesday night
(6/26) at 1am ET/10pm PT.

Prince protegé Carmen Elec-
tra will boldly go where no one has
gone before — she’ll be the first
celeb to chat on Paramount’s
“Entertainment Tonight” Online
web site (hitp://ET.msn.com).
Talk to her Thursday night (6/27)
at 9pm ET/6pm PT.

MUSIC & VIOVIES

CURRENT

* THE CABLE GUY (Work/CRG)

Singles: Leave Me Alone/Jerry Cantrell
Standing Outside .../Primitive Fadio Gods
Other Featured Artists: Cypress Hill, Porno For Pyros, Silverchair
* MISSION: IMPOSSIBLE (Mother/Island)
Single: Mission: Impossible/A. Clayton & L. Mullen
Other Featured Artists: Pulp, Salt, Cranberries

* TWISTER (Warner Sunset/WB)

Single: Long Way Down/Goo Goo Dolls (Metal Blade/WB)
Other Featured Artists: Shania Twain, Mark Knopler, Tori Amos

* EDDIE (Island/Hollywood)

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

Scarred/Luke (Luke)

Other Featured Artists: J’son, Jodeci, House Of Pain

e SPY HARD

Single: Spy Hard/“Weird Al” Yankovic (Rock 'n’ Roll/Scotti Bros.)
* WELCOME TO THE DOLLHOUSE (London)
Featured Artists: Daniel Rey, Chris Temple, Con Artists

* THE PALLBEARER

Single: Love Is A Beautiful Thing/Al Green (Miramax/Hollywood)
COMING

* STEALING BEAUTY (Capitol)

Featured Artists: Liz Phair, Stevie Wonder, Portishead
« THE HUNCHBACK OF NOTRE DAME (Wait Disney)
Single: Someday/All-4-One (Hollywood/Walt Disney)

Other Featured Artist: Bette Midler

* ERASER

Single: Where Do We Go From Here/Vanessa Williams (Mercury)
« THE NUTTY PROFESSOR (Def Jam/RAL/Mercury)
Singles. Touch Me Tease Me/Case f/[Foxxy Brown

| Like/Montell Jordan

Ain't No Nigga/Jay Z f/Foxxy Brown (Rockafeller/Priority)

Doin’ It/L.L. Cool J

Come Around/Dos Of Soul

Other Featured Artists: Warren G, Monica, Def Squad

« STRIPTEASE

Single: 1 Live For You/Chynna Phillips (EM)

* PHENOMENON

Single: Change The World/Eric Claptan (Reprise)

* KINGPIN

Single: But Anyway/Blues Traveler (A&M)
Other Featured Artists: Goldfinger, Freedy Johnston

« THE CROW: CITY OF ANGELS

Single: Gold Dust Womar/Hole (Miramax/Hollywood)

* KAZAAM

Single: Wishes/Nathan Morris (Perspective/Interscope)
Other Featured Artists: Subway, Barrio Boyzz, Immature f/Quindon

SN

MUSIC DATEBOBK

____ Clap for the Wolifman.

1963/The Beatles record “She Loves
You.”

1992/"A League Of Their Own,” co-
starring Madonna, opens na-
tionally.

1995/Pioneering rock & roll air talent
Wolfman Jack, 57, dies of a
heart attack.

Born: Debbie Harry 1945, Fred
Schneider (B-52’s) 1954

TUESDAY, JULY 2

1956/Elvis Presley records “Hound
Dog.”

1981/Bruce Springsteen plays the
first shows at New Jersey’s
Brendan Byrne Arena.

1986/Prince’s second movie, “Under
The Cherry Moon,” opens.

1991/Guns N’ Roses singer Axi Rose
leaps into a St. Louis audience
trying to confiscate a camera.
He later berates security and
leaves the stage, causing a riot
that does $200,000 damage to
the venue.

Born: Roy Bittan (E Street Band)
1949

WEDNESDAY, JULY 3

1969/Ex-Rolling Stones guitarist
Brian Jones is found dead af-
ter drowning in his swimming
pool.

1971/Doors frontman Jim Morrison
dies of drug-induced heart fail-
ure.

1995/Courtney Love’s request to
spread late husband Kurt Co-
bain’s ashes in a cemetery is
rejected by officials who claim
they’re too busy handling
crowds visiting Bruce and
Brandon Lee’s gravesites.

Born: Vince Clarke {Erasure) 1960

THURSDAY, JULY 4

1970/“American Top 40,” hosted by
Casey Kasem, debuts.

1982/0zzy Osbourne marries manag-
er Sharen Arden.

1995/Mole leader Courtney Love
punches Bikini Kill's Kathleen
Hanna and calls her “ratface.”
Love is eventually required to
enter an anger management
course.

Born: The late Louis Armstrong
1900, Bill Withers 1938, John
Waite (Babys, Bad English)
1952, Kirk Pengilly {INXS)
1958

FRIDAY, JULY 5

1968/ egendary promoter Bill Gra-
ham opens the Fillmore West
in San Francisco.

1995/Pearl Jam’s antitrust action

against Ticketmaster suffers a _

major blow when the U.S. Jus-
tice Dept. opts not to act against
the ticketseller. Ironically, PJ’s
use of a rival mail-order ticket
service proved Ticketmaster
didn’t have a monopoly.

Born: Robbie Robertson 1944, Huey
Lewis 1950

SATURDAY, JULY 6

1954/Elvis Presley records his first
single, “That's Alright Mama,”
at Sun Studios.

1965/The Jetferson Airplane is
formed in San Francisco.

1973/Queen release their first single,
“Keep Yourself Alive.”

1994/Vanessa Williams opens on
Broadway in “Kiss Of The Spi-
der Woman.”

SUNDAY, JUuLY 7

1968/The Yardbirds break up, and
guitarist Jimmy Page forms a
new, as-yet-unnamed group.
The Who's Keith Moon jokes,
“It'll probably go over like a lead
zeppelin,” and Page is inspired.

1980/The original lineup of Led Zep-
pelin gives its final show.

1995/The Grateful Dead give their last
concert with leader Jerry Gar-
cia. The site? Chicago’s Soldier
Field.

Born: Ringo Starr 1940

— Paul Colbert

SCENE

David Geffen: Power Vs. Persuasion

q e [Kurt Cobain] once called

me up and told me he was
very, very upset because the Wait
Disney Company was going to
come out with a book about him.
He actually told me that he didn’t
want the book to come out and
thatiif it did he’d kill himself. t didn’t
think for a minute that he was se-
rious because one doesn’t think
that, but | did call up Jeff Katzen-
berg, who was at the Walt Disney
Company at the time, and Micha-
el Eisner, and they didn’t put the
book out.

“| persuaded Michael that it
wasn’t good for Hollywood
Records and the Watt Disney
Company to do something that
would make Kurt Cobain and Nir-
vana so unhappy. it wasn’t about
power, it was about persuasion”
— David Geffen puts a fine point
on it (Details).

Programmer’s Picks

CHR WXXX/Burlington, VT's
Ben Hamilton (Eric Clapton’s
“Change The World"), Country
KLGT/Buffalo, WY’s P.K. Wilde
(Mark Wills’s “Jacob’s Ladder”),
and AC KKJO/St. Joseph, MO’s
Jeft Allen (Jewel’'s “Who Will
Save Your Soul”) pick the future
hits in Entertainment Weekly.

The Love Show

A new bio of Courtney Love
claims the Hole frontwoman was
given LSD by her father at age two
and was a drug-abusing teenage
prostitute who got trapped in a
white slavery ring (National En-
quirer).

Courtney Love and Bush
frontman Gavin Rossdale were
spotted fondling each other in a
Hollywood Denny’s at 4am. The
Star says Rossdale removed one
of Love’s shoes and sucked her
toes.

Wicked Messenger

Lisa Marie Presley — named
in a $60 million slander lawsuit
tied to ex-hubby Michael Jack-
son’s televised denial of his al-
leged molestation of a young boy
— vows to tell the police every-
thing she knows (Globeg). Mean-
while, the National Enquirer re-
ports Lisa Marie is so upset by this
suit that she’s taken refuge in a
Church of Scientology sanctuary.
This 'zine also says the alleged
victim — now 16 — will be testify-
ing in the civil suit.

While the National Enquirer
says Cher is afraid to get any
more plastic surgery, the Star
claims she’s had cheek implants,
collagen injections in her lips, an
eyebrow lift, her forehead raised,
and a full face lift — and that her
latest surgery, performed in En-

gland several months back, was
her fourth in the last 10 years.
The Star says Dweezil Zappa
dumped Sharon Stone. People
says it was the other way around.

Family Values

Tina Turner’s high schoot
sweetheart talks about taking the
star’s virginity in the back of a car
(Globe).

Van Morrison dumped his 34-
year-old fiancee, former Miss Ire-
land Michelle Rocca, accusing
her of two-timing him with a mar-
ried man (Globe).

Doctors have ordered Wynon-
na Judd to bed, as her weight has
ballooned to 300 pounds during
her latest pregnancy and may
threaten the life of her unborn child
(Globe).

Hair-Raising

“My hairdresser told me not to
do it, but | was bored, and of
course my hair all fell out in the
sink. It sentLaFace into hysterics.
What can | tell you? This business
is hard on a black woman and her
hair" — Toni Braxton explains
how a botched home dye job is re-
sponsible for her new, lorig, wavy
weave (Newsweek).

People devotes two pages to
the story of Everything But The
Girl’'s Ben Watt surviving four,
near-fatal operations that left him
with only 20% of his small intes-
tine and finally getting a U.S. hit
(“Missing”) after 12 years and six
albums.

Dazed & Confused

“If people think ‘Mother Moth-
er’ is a hate-your-parents rant,
then somebody obviously didn't
get the joke” — Tracy Bonham
explains it all for you (Entertain-
ment Weekly).

“The music isn't the problem;
it’s saying the name Metallica on
the air. That's very disturbing to
our core listeners” — KFOQ/L.A.
MD Lisa Worden addresses the
“|s Metallica alternative?” issue
(Entertainment Weekly).

“| traded [Sub Pop iabel co-
founder] Bruce [Pavitt] Be-Bop
Deluxe’s ‘Modern Music’ for the
Stooges’ ‘Raw Power.” He was
probably high at the time” — Spin
cover stars Soundgarden’s gui-
tarist Kim Thayil reminisces
about the duo’s high school
daze.

“I thought people would un-
derstand that [the late Sid Vi-
cious’s heroin use and headline-
grabbing behavior] was just stu-
pid and pathetic. But they didn't
getit. Never underestimate your
audience’s stupidity” — Sex Pis-
tols frontman John Lydon looks
back in anger (Newsweek).

Each week R&R sneaks a peek through the nation’s consumer
magazines in search of everything from the sublime to the ridicu-
Jous in music news. R&R has not verified any of these reports.
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MUSIC TELEVISION® HMUBIC FRST
59.4 million housetolds 50.8 million households
Patti Galluzzi, Lee Chesnut, VP/Music Programming
VP/Music Programming Wayne Isaak, S VP/Music & Talent Relations
[ADDS || |[ADDs ]

OASIS Don't Look Back In Anger (Epic)

MAXT PRIEST {/SHAGGY That Girl (Virgin)

DE LA SOUL Stakes Is High (Tommy Boy)

CURE Mint Car (Fiction/EEG)

KENNY WAYNE SHEPHERD Aberdeen (Revolution)
SLAYER [ Hate You (American)

SPONGE Wax Ecstatic (To Sell...) (Columbia)
WALLFLOWERS 6th Avenue Heartache (/nterscope)

| EXCLUSIVE B

METALLICA Until It Sleeps (Elektra/EEG)
0ASIS Don't Look Back In Anger (Epic)
STONE TEMPLE PILOTS Trippin’ On A Hole... (Atfantic)

[HEAVY ]
BONE THUGS ... Tha Crossroads (Ruthless/Relativity)
TONI BRAXTON You're Makin’ Me High (LaFace/Arista)
COOLIO Alf The Way Live (Tommy Boy)
CRANBERRIES free To Decide (/siand)

FUGEES Kiling Me Softly (Ruffhouse/Columbia/CRG)
HOOTIE & THE BLOWFISH Tucker's Town (Atlantic)
ALANIS MORISSETTE You Leam (Maverick/Reprise)
NADA SURF Popular (Elektra/EEG)

NO DOUBT Spiderwebs ( Trauma/interscope)

RAGE AGAINST THE MACHINE Bulls On Parade (Epic)
SOUNDGARDEN Pretty Noose (A&M)

| JAM OF THE WEEK |

MAXI PRIEST /SHAGGY That Girl ( Virgin)

ISTRESS ]

ALICE N CHAINS Again (Columbia/CRG)

BECK Where It's At (DGC/Geften)

BUTTHOLE SURFERS Pepper (Capitol)

MARIAH CAREY Forever (Columbia/CRG)
DISHWALLA Counting Blue Cars (A&M)

GARBAGE Stupid Girl (Aimo Sounds/Geffen)

GO0 GOO DOLLS Long Way Down (Metal Blade/WB)
GREEN DAY Walking Contradiction (Reprise)

R. KELLY 1 Can't Sleep Baby (If 1) (Jive)

0ZZY OSBOURNE | Just Want You (Epic)

PRIMITIVE RADIO GODS Standing ... (Erga/Columba/CRG)
RED HOT CHILI PEPPERS Coftee Shop (Warner Bros.)
SUPERDRAG Sucked Out (Elektra/FEG)

|BREAKTHROUGH |

SMASHING PUMPKINS Tonight, Tonight ( Virgin)

| ACTIVE ]

BRYAN ADAMS The Only Thing That Looks Good ... (A&M)
BLIND MELON Three Is AMagic Number (Lava/Atlantic)
BUSTA RHYMES It's A Party (Elektra/FEG)

TEVIN CAMPBELL Back To The World (2westWB)
CASE {FOXXY BROWN Touch Me... (Def Jam/RAL Mercury)
ERIC CLAPTON Change The World (Reprise)

CLAYTON & MULLEN Mission: Impossible (Mother/isiand)
DE LA SOUL Stakes Is High { Tommy Boy)

GRAVITY KILLS Guilty (TVT)

JEWEL Who Will Save Your Soul (Atianticy

JODEC! Get On Up (Uptown/MCA)

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

LA BOUCHE Sweet Dreams (RCA)

LOS DEL RIO/BAYSIDE ... Macarena (RCA)

MONICA Why | Love You So Much {Rowdy/Arista)
ME'SHELL NDEGEOCHLLO Leviticus: Faggot (MaverciReprise)
PORNO FOR PYROS Tahitian Moon { Warner Bros.)
QUAD CITY DJ'S C'Mon "N Ride It (Big Beat/Atlantic)
REFRESHMENTS Banditos (Mercury)

STABBING WESTWARD Shame { Co/umbia/CRG)

SWV You're The One (RCA)

311 Down (Capricorm/Mercury)

TONY RICH PROJECT Like A Woman (LaFace/Arista)
TOTAL Kissin' You (Bad Boy/Arista)

2PAC {XC & JOJO How Do U Want 1 ( Death Row/interscope)

LON |
JERRY CANTRELL i eave Me Alone (Work/CRG)
CRACKER Nothing To Believe In (Virgin)

CURE Mint Car (Fiction/EEG)

DELINQUENT HABITS Tres Delinquents (PMP/RAL)
PATTI ROTHBERG Inside (EM/)

KENNY WAYNE SHEPHERD Aberdeen (Revolution)
SLAYER | Hate You (American)

SOLUTION A.D. Fearless (7AG)

SPONGE Wax Ecstatic (To Sell...) {Columbia)
WALLFLOWERS 6th Avenue Heartache {interscope)

Video airpiay from June 24-30.

KENNY LATTIMORE Never Too Busy (Columbia/CRG)
KENNY WAYNE SHEPHERD Aberdeen (Revolution)

TRACY CHAPMAN Give Me One Reason (Elektra/FEG)
CELINE DION Because You Loved Me (550 Music)
HOOTIE & THE BLOWFISH Tucker's Town (Atiantic)

JEWEL Who Will Save Your Soul (Atlantic)
ALANIS MORISSETTE You Learn (Maverick/Reprise)

| LARGE T

BRYAN ADAMS The Only Thing That ... (A&M)
MARIAH CAREY Forever (Columbia/CRG)

ERIC CLAPTON Change The World (Reprise)
COLLECTIVE SOUL The World | Know {Atantic)
GLORIA ESTEFAN Reach {Epic)

GIN BLOSSOMS Follow You Down (A&M)

NATALIE MERCHANT Jealousy (Elektra/EEG)
GEORGE MICHAEL Fastiove ( DreamWorks/Geffen)
JOAN OSBORNE St. Theresa (Blue Gorilla/Mercury)

| MEDIUM ]

JANN ARDEN Insensitive (A&M)

TONIBRAXTON Your Makin’ Me High (LaFace/Arisia}
DOG'S EYE VIEW Everything Falls Apart (Columbia/CRG)
FUGEES Killing Me Softly (Ruffhouse/Columbia/CRG)
STING You Still Touch Me (A&M)

PETE TOWNSHEND Let My Love Open The Door (Atiantic)
WALLFLOWERS 6th Avenue Heartache (/nterscope)
VANESSA WILLIAMS Where Do We Go From Here (Mercury)

| CUSTOM Sy

TOR!1 AMOS Talula (Atlantic)

BADLEES Angeline Is Coming Home (Polydor/A&M)

A CLAYTON & L MULLEN Mission: impossibie (Motherfsing)
CRANBERRIES Free To Decide (/siand)

W. HOUSTON & C. WINANS Count On Me (Arista)
ISLEY BROTHERS Let's Lay Together (/siand)

JARS OF CLAY Flood (Sitvertone)

JOE All The Things (Your Man Won't Do) (fsland)

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

KENNY LATTIMORE Never Too Busy (Columbia/CRG)
AMANDA MARSHALL Birmingham (Epic)

MEN OF VIZION House Keeper (M./550 Music/Epic)
ME'SHELL NDEGEOCELLD Leviticus: Faggot (Maverick Ravise)
OASIS/Champagne Supernova (Epic)
REFRESHMENTS Banditos (Mercury)

LIONEL RICHIE Don’t Wanna Lose You (Mercury)
PATTI ROTHBERG inside (EM))

 TELEVISION

TOP TEN SHOWS
JUNE 10-16

Total Audlence
(95.9 million households)

1 NBA Finals Postgame
(Sunday)

2 NBA Finals (Sunday)

(Bulls vs. Supersonics)

NBA Finals (Wednesday)

NBA Finals (Friday)

Seinfeld

NBA Finals Tip-Off

(Wednesday)

Caroline In The City

ER

Home Improvement

Dateline NBC (Tuesday)

D0 AW

Q0N

1
Teens 12-17

NBA Finals (Sunday)
NBA Finals Postgame
(Sunday)
NBA Finals (Wednesday)
NBA Finals (Friday)
Step By Step
Hangin’ With Mr. Cooper
Boy Meets World
Fresh Prince (8:30)
Home Improvement
Coach

Source: Nielsen Media Research
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COM(NG NEXT WeEEk

All show times are ET/PT
unless otherwise noted: sub-
tract one hour for CT. Check
listings for showings in the
Mountain time zone. All list-
ings subject to change.

Friday, 6/21

* Janis lan performs at an
AIDS benefit on ABC's “Gen-
eral Hospital” (check local list-
ings).

* Garth Brooks, “The To-

L

* George Michael, "ABC
In Concert” (check local list-
ings).

Monday, 6/24

* BlackHawk, Terri Clark,
and hostRicky Skaggs per-
form on TNN's hourlong
“CMT Presents Monday
Night Concerts” (8pm ET/
5pm PT).

* Trace Adkins, “Prime
Time Country” (TNN, 9pm
ET/6pm PT).

* Blues Traveler, “David
Letterman.”

Tuesday, 6/25

* Shelby Lynne, Delbert
McClinton, and Lee Roy
Parnell join Marty Stuart for
the hourfong “Marty Party V"
concert special (TNN, 8pm
ET/5pm PT).

* Jimmy Buffett, “David
Letterman.”

*Dr. Laura Schiessing-
er is interviewed when Car-
ol Leifer guest-hosts “Later
With Greg Kinnear” (NBC,
1:35am)

Wednesday, 6/26

* Aaron Tippin, “Prime
Time Country.”

* Fugees, “David Letter-
man.”

* Meat Loaf, “Late Late

Show With Tom Snyder”
(CBS, 12:35am).

Thursday, 6/27

* Brenda Lee is profiled
on TNN’'s “The Life And
Times Of ..." series (8pm ET/

. FILMS

WEEKEND BOX OFFICE
JUNE 14-16

1 The Cable Guy
(Columbia)*

2 The Rock
(Buena Vista)

3 Mission: Impossible $8.60
(Paramount)

$19.80

$18.51

4 Twister (WB) $7.71
5 Dragonheart $4.55
(Universal)
6 Eddie $3.35
(Buena Vista)
7 The Phantom $3.07
(Paramount)
8 Spy Hard $1.26
(Buena Vista) i
9 The Arrival $1.13 |
(Orion) |
10 Moll Fianders $0.95
(MGM/UA)*
All figures in millions
* First week in release

Source: Entertainment Data Inc.

COMING ATTRACTIONS:
This week’s openers include
“Stealing Beauty,” starring Liv
Tyler, Jeremy Irons, andJoseph
Fiennes. The film's Capitol
soundtrack features Portis-
head’s “Giory Box,” Hoover's “2
Wicky,” Liz Phair's “Rocket Boy,”
John Lee Hooker’s “Annie Mae,”
Mazzy Star's “Rhymes Of An
Hour,” and the Cocteau Twins’
“Alice.” The ST also showcases
cuts by Billie Holliday (“I'lt Be
Seeing You"), Axiom Funk f/
Bootsy Collins (“If 6 Was 97),
Sam Phillips (“| Need Love™),
Stevie Wonder (“Superstition™),
Nina Simone (“My Baby Just
Cares For Me”™), and Lori Carson
(“You Won't Fall”).

“The Hunchback Of Notre
Dame” — an animated feature
showcasing voiceovers by Tom
Huice, Demi Moore, and Jason
Alexander — also opens this
week. The film’s Walt Disney
soundtrack sports All-4-One’s
current single (“Someday”), along
with Bette Midler's “God Help
The Outcasts” and tunes per-
formed by the movie’s cast.

Rounding out this week’s
openers is “Eraser,” staming Ar-
nold Schwarzenegger, James
Caan, and Mercury recording
artist Vanessa Williams, whose
“Where Do We Go From Here" is
the film's single.

CHANTAY SAVAGE | Will Survive (RCA) night Show with Jay Leno.” 5pm PT).

KENNY WAYNE SHEPHERD Aberdeen (Revolution) « Presidents Of The Unit. « Tori Amos, “Jay Leno."
TODD SNIDER | Believe You (MargaritavilleMCA) L. )
TONY RICH PROJECT Like A Woman (LaFace/Arista) ed Statgs Of America, “Late * Cher and Shaquille
PAUL WESTERBERG Love Untold (Reprise) Show With David Letterman.” O’Neal, “David Letterman.”

Video airplay from June 24-30.
- T H E

—I‘ N % mily'gg"g:,f"o'ds 21 million households p@lm
)A J \ U Programming Les Garland, A .

| Video Soul Top 10 ]

Exec. VP/Programming

MUSIC TELEVISION
YOU CONTROL.

BONE THUGS... Tha ¢, (Ruthie )
JDDECI Get On Up (Uptown/MCA)

FUGEES Killing Me Softly ( Ruffhouse/Columbia/CRG)
TONI BRAXTON You're Makin' Me High (LaFace/Ansta)
TOTAL Kissing You (Bad Boy/Arista)

CASE {/F0XXY BROWN Touch Me...(Def JamvRAL Mercury)
R. KELLY | Can't Sleep Baby (I 1) (Jive)

MC LYTE Keep On Keepin' On (Flavor UnitVEEG)

LADAE {/CHUBB ROCK Party 2 Nite (Matowr)

SWV You're The One (RCA)

Information for week ending June 21.
| RapCityTop10 |

CRUCIAL CONFUCT Hay (Universal)

JAY Z {/FOXXY... Ain't No... (Rockafeller/Priority)
BONE THUGS... Tha Crossroads (Ruthiess/Relativity)
2PAC /SNOOP... 2 Of Amerika's... (Death Row/Interscope)
MOBB DEEP Back At You {Flavor Unit/FastWesVEEG)
DE LA SOUL Stakes Is High (Tommy Boy)

FUGEES Cowboys (Ruffhouse/Columbia/CRG)
HELTAH SKELTAH Operation Lockdown (Priority)
GETO BOYS The World Is A Ghetto.(Rap-A-Lot/Noo Trybe)
NAS I/LAURYN HILL It | Ruled The World {Columbia)

Information for week ending June 22.

| National Top20 |

BONE THUGS... Tha Crossroads (Ruthiess/Relativity)
MONICA Why | Love You So Much (Rowdy/Arista)
J'SON I'll Never Stop Loving You (Hollywood)
DOMINO So Fly (OutBurst/RAL/Mercury)

TOTAL Kissin' You (Bad Boy/Arista)

112 Only You (Bad Boy/Arista)

QUAD CITY DJ'S C'mon ‘N Ride it (Big Beat/Atlantic)
CRUCIAL CONFLICT Hay (Universal)

QUINDON it's You That's On My Mind ( Virgin)
MONTELL JORDAN.... | Like (Def Jam/RAL/Mercury)
FUGEES Killing Me Softly (Rutfhouse/Columbia/CRG)
R. KELLY | Can't Sleep Baby (If 1) (Jive)

SOMETHIN' FOR THE PEOPLE With You (Wamer Bros.)
2PAC /SNODP... 2 Of Amerika's... (Death Row/Interscope)
DANNY BOY Slip & Slide (Death Row/Interscope)
MISTA Blackberry Molasses (Elektra/EEG)

TONY RICH PROJECT Like A Woman (LaFace/Arista)
R. KELLY Down Low (Live To... Mix} (Jive)

FUGEES Cowboys (Ruffhouse/Columbia/CRG)

LADAE! t/CHUBB ROCK Party 2 Nite (Remix) (Motown)

Most requested for week ending June 14.

CONCERT PULSE

Avg. Gross

Pos. Artist (in 000s)
1 GARTH BROOKS $1108.5

2 BOB SEGER $535.1

3 ROD STEWART $430.7

4 ACIDC $379.8

S GEORGE -STRAIT $336.1

6 REBA McENTIRE $294.8

7 RED HOT CHIU PEPPERS $2646

8 R. KELLY $2488

9 0ZZY OSBOURNE $228.6

10 BUSH $1975
11 TIM McGRAW $189.7
12 LYNYRD SKYNYRD $187.4
13 ALAN JACKSON $172.9
14 VINCE GILL $166.1
15 WYNONNA $166.0

Among this week's new tours:

PAUL ANKA FINN BROTHERS
TRACY CHAPMAN  HUMBLE PIE
JIMMY CLIFF R. KELLY
cooLo REBA McENTIRE

DEAD CAN DANCE  BRANFORD MARSALIS

The CONCERT PULSE is courtesy of Polistar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (209) 271-7900.

NEW THIS WEEK

* PAINTED HERO (Cabin Fever)

Reprise recording artist
Dwight Yoakam stars in this
feature film as a man who “takes
deadly risks protecting riders
from raging bulls” during the day
and “tries to forget his troubled
past” at night.

* DEAD MAN WALKING
(PolyGram)

Starring Sean Penn and Su-
san Sarandon, this feature film
spawned a Columbia/CRG
soundtrack with Bruce Spring-
steen’s “Dead Man Walkm™ and
Mary Chapin Carpenter’s
“Dead Man Walking (A Dream
Like This).” Tunes by Johnny
Cash, Suzanne Vega, Lyle
Lovett, Michelie Shocked,
Patti Smith, Tom Waits, Steve
Earle — and a collaboration be-
tween Pearl Jam frontman Ed-
die Vedder and Nusrat Fateh
Ali Khan — compiete the LP.

PR
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Meltzer

Continued from Page 1

Added Meltzer, “Secret has
picked up a very successful Clas-
sical property. I'm looking forward
to bringing the full creative ener-
gies of the Secret team to bear on
this market.”

Although new to Secret, Meltzer
previously worked with Wood at
WEBN/Cincinnatiin the early ’70s
and again at WGR. Prior to his most
recent position, Meltzer served as Sr.
VP for Price Communications.

WFLN is currently operating un-
der an LMA with Secret by Ameri-
can Radio Systems. Secret will as-
sume full station ownership after fi-
nal approval of the purchase agree-
ment.

PusLisHER/CEO: Erica Farber
Grier FinanciaL Omicer: Bill Ferrari
Sentor VP/ResearcH & DEVELOPMENT: Dan Cole

ENTORIAL

ManacinG EniTor: Ron Rodrigues
ExecuTive EniTor: Gail Mitchell
Senior EDITOR: Don Waller
DiRecToR/CHARTS & FORMATS: Kevin McCabe
Music Epimor: Steve Wonsiewicz
FormaT Epimors: AC: Mike Kinosian
ATmnamve: Sky Daniels CHR: Tony Novia
Country: Lon Heiton NAC: Carol Archer
News/Tauc: Randall Bloomquist
Rock: Cyndee Maxwell Ursan: Watlt Love
DiRecTOR OF ResearcH Services: Hurricane Heeran
Associate EpiTors: Jeff Axelrod, Julie Gidlow,
Adam Jacobson, Corey Levitan, Margo Ravel
AssiSTANT CuarT DirecTor: Anthony Acampora
AssISTANT EDiTORS: Lynn Beaudoin, Paul Colbert,
Linda Gratigny, Lanetta Kimmons,
Jay Levy, Tanya O'Quinn

INFORMATION SERVICES

SaLes & Markenivg DirecTor: Jeff Gelb
Manager: Jill Bauhs
CuSTOMER SERVICE REPRESENTATIVES:
Marko Kiric, Frank Roth
DistrisuTion MaNAGER: John Emenputsch

DATA PROCESSING

DP/Gommunicanions DIRECTOR: Mike Onufer
CompuTER SERVICES: Mary Lou Downing,
Dan Holcombe, Saeid Irvani, Cecil Phillips,
Marjon Shabanpour, Kenton Young

CIRCULATION

CiRcuLaTion Manacer: Paige Beaver
CircuLanion CoorDINATORS: Kelley Schieffelin,
Jim Hanson

ELECTRONIC PUBLICATIONS

Hotrax ProDucTION: Jeff Steiman
Designer: Cari Harmon

PROOUCTION

Proouction DirecTor: Kent Thomas
ProbucTion ManaGer: Roger Zumwatlt
Desien DIReCTOR: Gary van der Steur
AssociaTe ART DiRecToR: Marilyn Frandsen
Designer: Tim Kummerow
Grapuics: Lucie Morris, Derek Cornett,
Renu Ahluwalia

ADMINISTRATION

Lecar CounseL: Lise Deary
OrFicE ManaGER: Jacqueline Lennon
AccounTing Manacer: Tony Munoz
AccounTing. Maria Abuiysa, Nalini Khan,
Magda Lizardo
Recepmion: Juanita Newton, Karen Mumaw
Mai Services: Rob Sparago, Tim Walters

BUREAUS

WasisTon, DC: 20207833822, FAX: 20227830260
Bureau CHier: Randall Bloomquist
RepORTER: Steven Colford
EDITORIAL ASSISTANT: Heather Van Slooten
LeaaL CounseL: Jason Shrinsky

NaSHVILLE: 615224498822, FAX: 61592486655
Bureau CHier: Lon Helton
Associae Eormor: Calvin Gilbert
Orrice Manacer: Ashley Selby

ADVERTISING

Los AwcaLES: 31095534330, FAX: 310:203%8450
Vice Presioent/ADverTisinG: Michael Atkinson
SaLES ManaGer: Henry Mowry
ADVERTISING COORDINATOR: Nancy Hoff
SaLes RepresenTave: Missy Haffley, Kristy Reeves
SaLES AssISTANT. Julie Sanders

Al A : Ted Kozl
MARKETPLACE SALES: Matt Parvis
OpPORTUNITIES SALES: Aissa Juarez

WASHINGTON: 202078323826, FAX: 20278320260
Vice PrResiDent/ SaLes: Barry O’Brien

SaLES Rep : Lauren Bel

A AssiSTANT: Sh 1 Wei

NasHWILLE: 615224448822, FAX: 615224896655
DIRECTOR/SALES: Jennifer Scruggs

A Perry Corp. Company

Seagram
Continued from Page 1

this was in the works,” said a CBS
Radio official. “I think we’ll wait and
see how the other half [TV] fares be-
fore anything happens in radio.”

The Seagram spot defies the Dis-
tilled Spirits Council of the U.S.’s
voluntary ban on TV advertising of
hard liquor, which dates back to
1948. The group’s policy against ra-
dio advertising of hard liquor was
promulgated in 1936.

Equal Treatment

Seagram is a longtime proponent
of equal tax and advertising treatment
for hard liquor and beer/wine. Some
radio representatives saw the bever-

Meyer

Continued from Page 3

must do better 25-54.”

One of Meyer’s first duties will be
hiring a PD to replace Chris Con-
ley, who departed several months ago
to program NAC KHIH/Denver
(R&R 3/15). “I didn’t want to make
a PD decision until Tex arrived,”
Meyer said.

Before joining Benchmark/Nor-
folk nine months ago, Meyer spent
11 years in Pittsburgh as Sr. VP/GM
of WBZZ-FM & WZPT-FM and
was also VP/GM of WWKX/Nash-
ville (now WGFX).

Changes

Continued from Page 13

from wake-ups to afternoons ... Dav-
id Michaels has been upped to APD/
MD and will add interim weekend du-
ties at WKIN/Baton Rouge ... Matt
Santiago adds APD/Promotions du-
ties and J. Stevens is upped to AMD
at KNFM/Odessa-Midland, TX ...
Tina Harrison joins Tara Connors
for momningsat CFQC-FM (Hot 93)/
Saskatoon, SK.

News/Talk: KLSX (Real Radio)/
Los Angeles has reached an agree-
ment with 3D Radio Sports to carry
University of Southern California
football games through the 1997-98
season ... WFTL/Miami-Ft. Lauder-
dale has added Bob Grant’s syndi-
cated afternoon show and Mario
Cuomo’s syndicated weekend pro-
gram. The station has also returned
Jim Bohannon to the 11pm-2am
shift ... WCCO/Minneapolis has add-
ed “Everyday Entertainment,” a 30-
minute show covering local theater,
new movies, music and video releas-
es, and local concerts. The show,
hosted by Nanci Saper, airs week-
days 12:30-1pm ... WZNZ/Jackson-
ville has added “The Metro,” a local
entertainment show, to its 4-6pm time
slot. Landon Walker and Carlton
Higginbotham will host the pro-
gram.
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age behemoth’s TV test as an attempt
to focus attention on the dual treat-
ment accorded the competing alco-
hol marketers.

A Seagram spokeswoman said
only one ad was produced and air-
ing, but admitted that more TV and
some radio commercials were under
consideration. She said the compa-
ny had been approached by radio and
TV breadcasters anxious for a slice
of the new ad pie. “At this time, we’re
only taking their names and num-
bers,” she said.

According to the NAB, beer and
wine ad spending has totalled about
$700 million per year in recent years,
with about $100 million of that spent
on radio. The head of a major radio
group estimated the market for liquor
advertising on broadcast media could
be as much as half of what’s spent

. annually by beer and wine market-

ers.

Tempering any immediate enthu-
siasm for a new revenue stream for
radio was the quick introduction last
week of legislation from Rep. Joe
Kennedy (D-MA) specifically pro-
hibiting hard liquor advertising from
radio and TV. Kennedy, a longtime
advocate of restricting alcohol adver-
tising, also wants to ban beer and
wine advertising on radio and TV
between 7am-10pm. President Clin-
ton also voiced his objections to the
Seagram foray.

Individual Decisions

All of this translates into an instant

headache for the NAB, which for

years has tried to maintain an image
of public sensitivity to drunk driving

Oldies: Chuck Robertsis the new
Production Dir./middays at KLOU/St.
Louis.

Rock: Brian Haddad is the new
Creative Dir/overnights at WRCX/
Chicago ... WDIZ/Orlando MD Pat
Lynch segues to sister WIRR for MD/
midday duties ... WQMF/Louisville
adds the syndicated Bubba The Love
Sponge show for nights. The station
is the first non Jacor-owned outlet to
add the program ... WRUF/Gaines-
ville, FL’s new MD is nighttimer De-
rol Nail ... Randy Scovil has joined
KWBR/San Luis Obispo, CA as a
parttimer ... WRXR/Augusta, GA has
movad. Its new address is 500 Caro-
lina Springs Road, North Augusta, SC
29841, (803) 279-1977.

Spanish: Spanish/CHR hybrid
KOHT/Tucson MD Andrew Bonil-
las adds APD and morning co-host
duties. Midday host Randy ‘R Dub”
Willams becomes AMD.

Urban: WALR/Atlanta promotes
parttimer Marie Stevens to middays
... WIMX/Toledo appoints Jesse Peck
to the 9pm-midnight shift. Peck, for-
merly a local TV host, replaces Gino
Burgess, who exits for mornings at
WIFX/Ft. Wayne ... WIBB/Macon,
GA welcomes former WAEG/Augus-
ta, GA air personality Dee Dee Red-
ding for midday duties. Tony
Smoove joins for the 6-10pm shift,
replacing Jammin’ Jay, who gives
up the spot to concentrate on mix-
show duties.

and youth drinking without endors-
ing alcohol advertising bans or re-
strictions of any sort.

“It is up to individual broadcast-
ers to decide whether to carry liquor
advertising,” the trade group said last
week, just 24 hours before blasting
the Kennedy bill as “unnecessary
legislation.”

The “Big Three” TV networks —
ABC, CBS, and NBC — said they
would not air liquor commercials.
Whether individual broadcast sta-
tions should accept such ads is guar-
anteed to come up for discussion at
the NAB’s board meeting, scheduled
for June 22-25.

“At this moment, I’d have to say
that our [group] position would be
no, we wouldn’t air them,” said EZ
Communications President/CEO
Alan Box. “But it’s definitely some-
thing I intend to look at, and 'l get
input from my station managers as
to what the local reactions would be
and from our [FCC] counsel. But if
the attitude in a particular local com-
munity is passive, then I think we’d
have to consider doing it.”

Box said he expects the Seagram
initiative to lead to a short-term pro-
liferation of liquor ads on cable and
elsewhere — not on broadcast. “But
to consumers, it’s become all the
same,” he said. “Seagram certainly
started a ball rolling with this one,
and we’re going to be watching it
closely.”

Wait-And-See Attitude

Citicasters President Dave Crowl
said the surprising move by Seagram
left him curious but cautious: “We’re

Records: Doug Cohn, Roceania
Williams, and Neela Marshall have
been promoted to Associate Dir./Vid-
€0 Promotion & Media Development,
Manager/Black Music Artist Rela-
tions, and Manager/College Market-
ing, respectively, at Atlantic Records
... Drew Dixon and Tom Gimbel
have become Sr. Director/A&R,
R&B and SW Regional Marketing
Dir., respectively, for Arista Records
... David May is new Dir./Audio-Vi-
sual Technical Production for Warn-
er Bros. Records ... Manolo Gonzalez
has been promoted to VP/National
Promotion & SW Operations for EMI
Latin. In related news, Sati Renjen
is upped from Sr. Dir./Royalty
Projects to VP/Royalties at EMI-Cap-
itol Music Group North America.
Meanwhile, Christine Knight is upped
from Marketing/A&R Assistant to
Manager/Artist Development at EMI
Records ... Awanda Booth has become
Director/A&R at Relativity Records ...
Robyn Schelleris upped to the newly
created Product Manager/Kid Rhino
position at Rhino Entertainment ...
Jim Elliott is the new Manager/Ad-
vertising & Merchandising Produc-
tion at Capitol Records ... John Stix
and Andy Uterano have become
Dir/Artist Development and Nation-
al Dir./Sales, respectively, at Touch-
wood Records. The label also names
Billy Bell Mgr./National Sales, Ron
Corno Regional Mgr., Chris Finch
A&R Manager, Ed Strait Retail Acct.
Mgr., Dick Vanderbilt Dir./Research
& Mktg., Danielle Bonsanti Dir./
Communications, and Don Manetta

sitting back to watch this whole is-
sue play out. We’ve instructed our
station managers that if they’re con-
tacted by any liquor companies for
ads, before we jump into anything we
want to take a long look at it on a
corporate level. We’re sensitive al-
ready to the beer and wine catego-
ries because of the growing pressure
for health warnings in ads. For the
time being, we’re going to hold off
on this one.”

Crowl, whose 20-statian group
was recently sold to Jacer Com-
munications, said market pres-
sures were pushing distillers into
trying broadcast media for their
sales messages. “They want the
22-40-year-olds, a gereration
that’s not inclined to look at print
media as much as electronic me-
dia. TV was [Seagram’s] first
choice, but I’m sure they eventu-
ally will want to use radio.

“There will be a firestorm com-
ing on this one; President Clin-
ton already has spoken cut on it.
But if it becomes a huge market,
well, we’re in the business of
helping marketers get their mes-
sages out.”

Wonﬁoshoreon
opinion or a hot
tip¢ E-mail us at

mailroom@rronline.com

CFO ... Joey Connors has been
named Mgr./Business & Legal Affairs
for Perspective Records ... Former
Poison lead singer Bret Michaelsand
actor Charlie Sheen have formed
B&C Entertainment, a record and
film production company; (212) 307-
6458 ... Frank Falkow has elevated
to the Northeast Regional SM post at
RED Distribution. Additionally, the
company has signed a distribution
agreement with Miami-based Lil’ Joe
Records, effective immediately ...
Atlantic Records has entered into a
long-term worldwide pact with Black-
ground Enterprises. Concurrently,
Blackground’s three-year joint ven-
ture with Zomba Recording Ventures
Inc. has lapsed ... Discovery Records
and Antone’s Records have an-
nounced a co-venture allowing An-
tone’s to receive marketing support
and distribution through WEA in
North America and Warner Music In-
ternational in the Far East and Aus-
tralia ... PANDiSC Music has agreed
to press, distribute, and assist in the
day-to-day marketing responsibilities
for Convertible Records, a new joint
venture between PANDiISC and rap
producer Calvin Mills III.

Industry: Jay Brown is the new
Creative Dir. for Quincy Jones Mu-
sic Publishing ... Promo Depot, a re-
gional specialty advertising and pro-
motion company, has relocated its
home office from Raleigh to Jackson-
ville. Its new address is 12965 Hunt-
ley Manor Drive, Jacksonville, FL
32224. Phone (800) 337-6801.
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*| LOVE YOU ALWAYS FOREVER"

BOBBY, WE
LOVE YOU,
ALWAYS,
FOREVER

CHR/POP Debut €D
Hot AC Debut &)
new adds

KDMX/Dallas  KRBE/Houston Sacramento

KPLZ/Seattle €y KBKS/Seattle  KDWB/Minneapolis

WKBQ/St.Louis KZZP/Phoenix FM100/Memphis
WPXY/Rochester

Chock Ouf Those Major Markel ¢tories

WPLJ/New York 22 Spins KHMX/Houston 14 Spins
KKFR/Phoenix 19 Spins WKRQ/Cincinnati 16 Spins

WZJM/Cleveland 47 Spins
g
LA, STAR 34 Spins #2 Reaction Record
San — STAR 65 Spins  #1 Phones
Diego=>» Q106 32 Spins 40-32 Single Sales |
Miami —» Y100 41 Spins  47-33-22 Single Sales.
“>WPOW 39 Spins _#4 in Research
Tampa  WFLZ @ %3 in Research
%12 in Single Sales
Orlando  WXXL 42Spins  53-30 Single Sales!!
Top 5 Phones
Milwaukee WKTI Early Calls
Tucson KRQ 41Spins  #32in Single Sales
) " Tons of Requests
AlsoOn:

KKRZ WUSA WMTX WGTZ and many more
Produced by Donna Lewis and Kevin Killen
Nont Ama o

& Steve Fargnoli for Pu R E

WNVZ/Norfolk 16 Spins WNCI/Columbus 8 Spins |
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"STREET TALK.

Bisceglia To Head New Sony Label Soon

ormer Arista Sr. VP Rick Bisceglia is

now in the Sony building. Look for him to

be named President of a new Sony label
in the near future.

Concurrent with the July 8 arrival of
syndicated moming talent Don Imus,
Nostalgia KLAC-AM becomes the Music Of
Your Life’s L.A. flagship, curbing speculation of
a flip to — among other formats — all-Sports.

Rumors

» Is Florida sports mogul Wayne Huizenga look-
ing at options that would get him into radio owner-
ship? Is he quietly checking out deals that would
benefit the Miami Dolphins and Florida Panthers, both
of which he owns?

« Is Westinghouse/CBS expioring getting into Span-
ish TV and radio, inciuding the Telemundo network?

* Will Evergreen flip WEBR-FM/Washington back
to its legendary calls WGAY (and a Soft AC format)
under the guidance of new GM Bennett Zier by the
time you read this?

* What's up with WDZR/Detroit? s infinity inter-
ested? Would Infinity use WDZR to clear Howard
Stern and other Westwood One syndicated pro-
gramming? Or ... could Secret buy the station, and
put the Classical format currently heard on WQRS
on the WDZR frequency? Would Secret then use
the WQRS frequency to clear Bob & Tom and a new
format? However, WDZR OM Joe Bevilacqua de-
nies all of the above.

* Did WXYT/Detroit weekender/host of the ex-
tremely profitable “Ask The Handyman” program Glen
Haege resign and attempt to cross the street toWJR?
Where has he been for the past three weeks? Has
WXYT signed Michigan Construction Protection
Agency honcho Murray Gula to take Haege's place?

Speaking of WXYT ... will rock 'n’ roll guitarslinger
Ted Nugent become a future on-air staffer?

* Now that Clear Channel has picked up its option
to become the majority Heftel owner, have Heftel prin-
cipals Cecil Heftel, Carl Parmer, and David DuBose
teamed with Heftel VP/Programming Bill Tanner and
Chief Engineer Doug Holland to buy WLBVBirming-
ham and a crosstown station? Has WLB! already
applied for new call letters? Is there a power increase
on its horizon? s Tanner already in town and evalu-
ating format options? Are WJBT/Jacksonville Pro-
motion Dir. Mickey Johnson and ex-WQHT/NY Pro-
gramming Asst. Mike Abrams aiready Birmingham
bound?

* |s Beasley spending some quality time in Bimingham
listening to Urban WENN?

* Are American Radio Systems and Fairbanks
interested in Chancellor's WEAT-AM & FM & WOLL/
West Palm Beach?

* Will KRRK/Omaha GM Dan Seidholz fiip the sta-
tion from Alternative to Altemative AC on Thursday
(6/20)? Willits new moniker be “The Point™? is former
Viacom VP/Programming Bob Kaake involved?

* Will PD Don Hallett and Saga AC WSNY/Co-
lumbus soon part company?

Incidentally, Gary Owens will be handling the
station’s afternoon drive efforts.

WDIZ/Orlando switched from simulcasting
Active Rock sister WJRR to Alternative AC.
While WDIZ has begun using the WSHE/Miami
calls, that change won’t become official for a
couple of weeks.

The key section of the memo that KPWR/
L.A. APD/MD Bruce St. James recently sent to
all record labels reads: “As of today, Monday,
June 17th, we will no longer accept music calls.
That is, ANY call pertaining to a title of a song
or an artist. This change in policy has become
necessary due to the excessive amount of
phone calls we receive on a daily basis, not to
mention on call day. We will continue to meet
with any and all label representatives on
alternating Mondays and hope those meetings
will provide the opportunity needed to promote
your product.”

Is former WABC/NY PD John Mainelli
headed back to work? United Stations Radio
Network Prez Nick Verbitsky tells ST he's
talking to Mainelli about consulting United’s new
Talk lineup. However, Mainelli says he's already
told Verbitsky, “Thanks, but no thanks.” On the
other hand, Mainelli adds, he’s intrigued by
Verbitsky’s offer to help syndicate any hot talent
Mainelli might come across.

Meanwhile, current WABC PD Phil Boyce
told the N.Y. Daily News his station isn’t going
“soft-Talk” in the post-Bob Grant era. As
evidence, Boyce cites the addition of tough-
talkin’ Dr. Laura Schlessinger and WGY/
Albany conserva-talker Mike Gallagher. (The
latter will replace Grant disciple Jay Diamond
in the 10pm-2am slot, beginning next month.)

ST hears Gallagher will get between
$250,000 and $400,000 — big buckage for late-
nights. Those numbers lead observers to
specuiate that WABC soon will shift Gallagher to
a key daypart, perhaps the still-vacant 4-7pm slot.

The John Hey Foundation Children’s
Scholarship & Emergency Relief Fund was
launched last Friday (6/14) with a breakfast
benefit at NYC’s Hard Rock Cafe, attended by
dozens of radio and record execs. The event
raised $150,000 towards the foundation’s goal
of providing assistance for medical expenses,
college costs, and/or living expenses for the

Continued on Page 22

The new voice of

B-96, Chicago, WKIS, Miami
KISS-FM, Dallas, K-Hits, Phoenix
WZIM, Cleveland, Z104, Norfolk

102.7 KIIS-FM Los Angeles

(and other discriminating giants)

WBOB, Minneapolis . . . call for a demo.

Cean Caldwell
PRODUCTIONS
(813) 926-1250
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* Produces by Flood,
Alan Meuloer and Billy Cergan

Manag=ment: Q Prima
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Continued from Page 20

families of industry members who are too sick
to work and are without a personal safety net.
(A more than 25-year record industry veteran,
Hey died from cancer on April 19, 1996.)

KTXQ@/Dallas’s Redbeard hosted the
event, where the first Big Bear Rock Music
Awards were presented to Mercury’s Drew
Murray (Rock Promotion Person of the Year),
Interscope (Rock Label of the Year), Live
(Rock Artist of the Year), and WRCX/Chicago
(Rock Radio Station of the Year).

News/Talk KRLD/Dallas morning man
Rick Roberts and his listeners have
volunteered to rebuild a black church in
Greenville, TX that went up in flames earlier
this month. Hundreds of listeners and
businesses have pledged time, money, and
materials to the reconstruction.

Thanks to Columbia recording artists
Sinti,-who wowed the crowed with their
performance at the world-famous Club R&R
on Wednesday (6/12).

Congrats to 550 Music and Celine Dion
for tying the record for most consecutive
weeks at No. 1 on R&R’s Hot AC chart. Dion’s
“Because You Loved Me” matches Elton
John'’s “Can You Feel The Love Tonight” with
12 weeks at the top spot.

Kiddos and superiatives to Sinclair
Communications CEQ Barry Baker and VP/
Engineering Lynn Deppin, both of whom
became proud papas on Monday (6/17).
Baker and wife Amy welcomed son Bryce;
Deppin and wife Gay welcomed son
Jonathan.

Condolences to the family, friends, and
fans of Mel Allen, the legendary “Voice of the

Rumbles

* Former WYNY/NY aftemoon driver Lisa Taylor
(who also was doing interim moming show duties at
crosstown WKTU) joins NYC’s WHTZ for middays.

* Look for Beasley to announce the purchase of
Taylor's Greenville-New Bem properties, including
Alternative WNRX, AC WMGV, and Urban WIKS by
the end of this sentence. This now gives Beasley
five FMs in the market with (recently purchased)
Oldies WNCT and Rock WSFL.

* Former WSSX/Charleston, SC PD Rich Bailey
becomes PD at WWST/Knoxville. APD/MD Ron
Geronimo — who was serving as interim PD — re-
tains his APD/MD posts.

* Howard Stemn adds WGRD/Grand Rapids and
WAQX/Syracuse to his list of affiliates.

* New CHRWJGG/Lexington, KY fips calis oWLKT
under the guidance of PD/midday maven Jill Meyer.

* WTCF/Saginaw, M MD Greg Fry adds PD du-
ties as VP/Programming Rich Panama concentrates
on his exec role.

STREET TALK.

* Steve Hegwood joins Radio One as VP/Program-
ming; will also serve as WHTA/Atlanta PD.

* Dave Dillon upped to SFX Broadcasting Regional
VP/Programming.

* Kathy Stinehour named KLOL/Houston GM.

* Pam Edwards becomes Work Group VP/Rock Promo.

* Smokey Rivers lassoes KPLX/Dallas PD post.

A4

* Gary Chapman elected NAB Joint Board Chairman.

* Steve McKeever appointedMotown Sr. VP/ASR & GM.

* Leap O’ The Week: WRKVDanbury, CT (market
#182) OM Tom O’Brien named KGB/San Diego
(market #15) PD.

* Dick Sheetz named KGON/Portland PD.

* Dan Kiley becomes WLUM/Milwaukee PD.

v

¢ Bill Livek named Birch Radio Prez/CEO.

* Aaron Daniels becomes ABC Radio Networks Prez.

* Rick Dobbis appointed RCA Records/US Exec. VP,

* Barbara Temple tapped as WHTT/Boston PD.

* Lisa Frank upped to Elektra/Asylum Records
Assoc. Dir./Nat'l AC Promo.

A4

* William Schwartz elected Cox Broadcasting Prez/COQ.

¢ Dan Griffin named RKO Radio Networks
VP/Programming Dir.

* Larry Anderson appointed WDAE/Tampa OM/PD.

* FCC unanimously votes to eliminate First Class

licenses.

* Don Geronimo spins into WNAM/MNeenah, WIMD gig.
* KIQQ/L.A. hires Bruce Chandler for evenings and

| Don Burns for weekends.

Yankees.” Allen — who died Sunday (6/16) at
the age of 83 — handled Yanks radio and TV
broadcasts from 1939-64. During his career,
Allen called 20 World Series and 24 All-Star
Games, gave Joe DiMaggio the nickname
“Joltin’ Joe,” and taught Yankees shortstop Phil
Rizzuto the art of sportscasting.

Records

* Mercury/Nashville Sr. VP/GM Bob Frank re-
signs to become President of Velvel Music Indus-
tries, a new company that will fund and manage
indie record labels. Velvelis headed by former CBS/
Sony CEO Walter Yetnikoff.

» Lisa Bronnittis named Motown Ops Mgr./Pop Pro-
mo, and NYC’s Palladium nightclub booker Monica
Michaels joins Motown for NE Regional Promo duties.

WSTW/Wilmington

KCAL/Riverside

WDJX-WHKW/Louisville, etc.

QU WUEJL

5 9

“No More Data Entry! Instant Reports!”

INTERACTIVE IN-HOUSE CALL-OUT...AVAILABLE NOW.
** FREE VIDEO & BROCHURE ™"

Patent Pending
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WNVE
WDRE
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& Alternative Nation
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KTBZ 16X
WRLG 14X
WRAX 30X
KORB 12X
KAEP 12X
KENZ 15X
KKNB 20X
WNFZ 40X
KNRK 23X
KROQ 20X
Y107 20X
KICT 21X

Door Openers

WIZRH
WENZ
WUNX
WBCN
KEDJ
WEQX
woww
KTCL
WOXY
KRZQ
XHRM
91X

19X
17X
22X
16X
29X
20X
32X
23X
12X
17X
16X
12X

OPgn THE DeoR

ALTERNATIVE CHART €B)- @) BREAKER

KITS
WAVF
KNNC
WENX
KPOI
KISF
KOME
KZON
KBBT
WQYY
WMMS
WPLA
WAQZ
KLZR
KROX

HOSTING 120 MINUTES JUNE 30

12X
35X
15X
22X
15X
29X
25X
15X
21X
13X
25X
28X
20X
22X
17X

Extra Bonus
WPST 27X

@ PLAY [T AGAIN SAM RECORDS

©19%6 Priority Records, Inc.


www.americanradiohistory.com

24 * R&R June 21, 1996

. o

STEVE WONSIEWICZ

Working Records In A Dereg World

[ Label executives share thoughts about radio in the post-telecom era

Record promotion in the brave new world of radio dereg-
ulation may be a little like riding a bucking bronco, say a group
of senior promotion execs. Faced with a loss of control, they
fear the only thing they’ll be able to do is try to hold on.

Their concerns
highlight the un-
certainty today’s [
label promotion [
teams face. For
years the strategy
was pretty sim-
ple: form rela-
tionships with
programmers at
individual sta-
tionsand getyour g o Baumngartner
records on the air.

Those relationships, they worry,
could erode if control rests under
fewer radio groups and national pro-
gramming execs, thereby diluting
the negotiating power of the labels.

Dereg’s impact is already taking
shape. Stations that were once fierce
rivals are now being bundled under
the same owner, giving the group
considerable clout in the market
That trend, say a handful of promo
execs, could prove to be a double-
edged sword when it comes to get-
ting records on the air. If the pro-
grammer likes the track, adds and
conversions could fall nicely into
place. If not, it could be a struggle
to get airplay.

In the first of a two-part feature
exploring deregulation from the pro-
motion and programming stand-
points, label execs discuss some of
the challenges they see emerging in
the brave new world of dereg. Next
week it’s radio’s turn.

Follow The Leader?

For Work Sr. VP/Promotion Burt
Baumgartner, station-group adds
are beginning to emerge. “When
certain programmers go on a record,
we’re already noticing that it’s get-
ting added in other cities by stations
owned by the same company. Each
station isn’t playing the song exact-
ly the same number of times. Yet we
have noticed that when the PD at
the flagship station pops something
in, the rest of the stations tend to
follow. It’s wonderful when it hap-
pens, but if the programmer rejects
your records, you’re in trouble.”

Baumgartner says what’s happen-
ing now is “not that much different
from the *60s and *70s, when RKO
was the most powerful radio chain
in America and records would get
added across the country. I grew up
seeing that system. People would
wonder how a certain record broke.
Well, RKO broke it. In the future
people will say Infinity or Ever-
green broke the record.

“Will chain-wide deals [involv-

Marc Ratner David Linton
ing special promotions with an art-
ist] start being cut? Could be. That’s
Just good old-fashioned promotion
that’s good for the station, record
company, and artist.”

Dereg, says Baumgartner, will
create “‘some very powerful individ-
uals and it all depends on how they
handle that power.” He quickly dis-
misses, however, the possibility of
payola rearing its ugly head. “It’s not
going to happen. 1 know most of the
players and they’re all very straight-
up guys. After years of being under-
paid, programmers are finally mak-
ing the salaries they deserve. Pay-
ola isn’t going to happen now that
they’re being taken care of by their
companies.”

A Question Of Choices

While dereg is putting more sta-
tions in the hands of fewer owners
nationally and locally, Baumgartner
isn’t worried that listeners are get-
ting the short end of the stick when
it comes to hearing new and inter-
esting music. “This is America.
There will be plenty of individuals

who remain the only independent in
a major market and who experiment
formatically. Plus, there are so many
signals that those same entrepre-
neurs will always be able to try

Vamed Johnson

something new, since it’s going to
be more difficult to go up against
an Evergreen in CHR, given its bud-
get. The big groups will dominate,
but the little guys will keep it lively
because the chains won’t be able to
turn their big ships as fast as a small
guy can.”

Reprise VP/Singles Promotion
Marc Ratner doesn’t see it that
way. “T'm not a fan of the way the
government has dealt with the pub-
lic airwaves. My first job was in ra-
dio and I’ve always liked the busi-
ness. But I see more and more
broadcasters falling by the wayside.
And because of the political chang-
es, it unfortunately has gone past the
point of no return.”

Consolidation, says Ratner, will
lead to fewer listening options. “The
diverse and eclectic stuff now can
only be heard on public radio, which
even the government is trying to shut
down. The new laws have taken real
broadcasters out of the market. The
new owners are not looking to [di-
versify their format offerings] or
serve specific groups. They want to

A
Peter Napoliello

@

The new laws have taken real broadcasters out
of the market. The new owners are not looking
to [diversify their format offerings] or serve
specific groups.

— Marc Ratner

get as many people as they possi-
bly can to listen to their stations so
they can control advertising reve-
nue.”

Dereg is also adversely affecting
current programming at many sta-
tions, says Ratner, because PDs are
“are working way too hard and do-
ing more than one job. It’s all about
money and not about music.”

Dereg Not So Bad

Other promotion execs share Rat-
ner’s concerns, but are somewhat
less critical of dereg’s impact.

Observes Arista VP/Black Mu-
sic David Linton: “If you look at
the current duopoly pattern in Ur-
ban radio, you’ll see stations that are
either skewing very young or skew-
ing older and gold-based. If you
don’t have a rap or hip-hop act, then
you’re going to have some prob-
lems at the younger stations. But at
the same time, the Urban ACs don’t
want to play the song because it’s
not a proven hit. There’s no middle
ground and a lot of artists are caught
in the middle. If it keeps up, Urban
radio will weaken its position when
it comes to breaking artists because
it will open the door for video chan-
nels. But even video is changing —
becoming more hit-driven and
wanting to see if you have any suc-
cess at radio. It’s becoming a big
Catch-22.

“From a business standpoint I
completely understand what radio
is up to because they want to be able
to deliver a wider range of demos.
But it makes it much more challeng-
ing for us to break artists.”

Linton also realizes that with
fewer programmers making music
decisions, things could get even
more challenging. “It’s very simi-
lar to dealing with consultants who
control a large number of stations.

and Prong’s Ted Parsons.

PRONG’S THRONG — Prong takes a break from filming the video for the single “Rude Awakening,” directed by
White Zombie's Rob Zombie. Pictured are (I-r) Concrete Management's Walter O'Brien and Andy Gould, Prong’s
Paul Raven, Epic Sr. Dir/Marketing Chris Poppe, Prong’s Tommy Victor, video producer Joel Newman, Zombie,
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But it also gets amplified when
you look at the number of report-
ing stations and the size of the
markets those stations are in. It’s
another restrictive element.”

Island VP/Operations Urban
Music Varnell Johnson agrees.
“It’s a double-edged sword. You
are still going to run into a consult-
ant who has a dozen stations and
wants to show his power. When a
record gets played, everybody’s
happy. But if it doesn’t because
he’s mad that you didn’t do some-
thing for him in another market,
then the record company and the
artist get caught in the middle.

“It still think it’s going to come
down to the individual market.
But there are going to be problems
in the future when group owners
or national PDs don’t understand
that you can’t treat their stations
the same in every market, espe-
cially if their other Urban station
isn’t No. 1. You can’t make every
body happy.”

Yet some promotion execs be-
lieve things will sort themselves
out for the better.

Comments EMI Sr. VP/Promo-
tion Peter Napoliello: “Many
people are fearful of change. I see
change as a positive thing. [But]
right now people are viewing
dereg as allowing monopolies to
exist that will limit creativity and
flexibility in programming. That’s
not necessarily true.

“If group owners can raise cap-
ital and make bigger and better ac-
quisitions and strengthen their po-
sition nationally, who is to hold
them back? Group owners are not
going to restrict or taint the wa-
ters by changing formats that are
working for them now. They are
smart enough to recognize that
people need autonomy, especial-
ly professionals who have worked
in a market for years and who
know the core audience they serve
inside and out.

“What could escalate due to all
the mergers and acquisitions is the
acceleration of entrepreneurs
moving into satellite and Internet
programming. Those alternatives
will be fine-tuned. It’s healthy and
will also keep the radio industry
as a whole on their toes and force
them to do their jobs better.”

In the end, says Napoliello, the
changes will force labels to focus
even more on artist development,
“It’s difficult enough getting
records added now. The labels
will have to be even more patient
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