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MANAGING TRANSITION IN
THE POST-MERGER PERIOD

Whether it’s one station buying another or
the merger of two mega-groups,
consultant irwin Pollack has a five-step
plan for managing the people involved
in the change.

Page 18

GETTING THE MOST FROM
YOUR MUSIC SCHEDULING

Computerized music scheduling systems
make a programmer’s job easier — if you
use ’em right. RCS’s Kenny Lee and

THE INDUSTRY’S NEWSPAPER

BY HEATHER VAN SLOOTEN
R&R WASHINGTON BUREAU

and SFX Broad- g
casting didn’t do | *
likewise in last |
week’s 10-station

Last week’s Hurricane Fran
may have spared Charlotte for
the most part, but Evergreen
Media, EZ Communications,

A-WARE Software’s Joe Knapp offer
some expert insights.

Page 40

SELLING ALTERNATIVE
TO THE AGENCY BUYERS

Three leading agency buyers sound off

Industry Consolidation Means
Stronger GMs But Fewer Jobs

BY JEFFREY YORKE

BRI TON ER e LICHIEr that was begun with mother

Cathy Hughes’s purchase of
WOL-AM/Washington more

megaswap. The groups made two
separate deals — worth more than
$350 million — that leave Ever-
green with five FMs in Philadel-
phia and EZ with two AMs and
two FMs in Charlotte; SFX adds
three FMs to its WLYT-FM/

SEPTEMBER 13, 1996
Evergreen, EZ, SFX Engage
In Charlotte Super-Swap

W EZ, SFX to snare two-thirds of market revenues

Charlotte and also acquires the
John Boy & Billy network.

In the first deal, EZ is swap-
ping WIOQ-FM & WUSL-FM/
Philadelphia plus $10 million
cash for all six of Evergreen’s
Charlotte proper-
ties: WFNZ-
AM,WBAV-AM

FM, WPEG-FM & WRFX-
FM. Evergreen — which already
owns WFLN-FM,W]JZ-FM &
WYXR-FM/Philadelphia —
will reach the five-FM limit in
that market.

SWAPS/See Page 32

madlih

on what they think are the Alternative
format’s biggest sales strengths (and
weaknesses).

Page 90
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Chris Conley new WBEB/Philly PD
Louis Kaplan now KLLC/SF PD

Mike Brophey named
WKLB/Boston PD; Harry Nelson
becomes WROR/Boston PD

Robert Melfi becomes

PAR Radio Seattle GM

Jack Evans appointed to Jacor
San Diego Dir/Programming Ops

Alan Grunblatt named
Sr. VP at Relativity
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THIS #] WEEK.

CHR/POP
* DONNA LEWIS | Love You Always Forever (Atlantic)

CHR/AHYTHMIG
* KEITH SWEAT Twisted (Elektra/EEG)

URBAN
* SWV Use Your Heart (RCA)

URBAN AC
¢ LUTHER VANDROSS Your Secret Love LV/Epic)

COUNTRY
* BRYAN WHITE So Much For Pretending (Asylum/EEG)

NAC
© NORMAN BROWN Better Days Ahead (MoJaz/Motown)

HOT AC
 ERIC CLAPTON Change The World (Reprise)

AC
» ERIC CLAPTON Change The World (Reprise)

ACTIVE ROCK
* SOUNDGARDEN Burden In My Hand (A&M)

ROCK
«TOM PETTY & THE HEARTEREAKERS Walls (Warner Bros,)

ALTERNATIVE
311 Cown (Capricorn/Mercury)

ADULT ALTERNATIVE
* JOHN MELLENCAMP Key West Intermezzo... (Mercury)

NEWSSTAND PRICE $6.50

~—And—the—way

Managing radio stations has
always been a matter of “‘surviv-
al of the fittest.” But with the con-
solidation of ownership that be-
gan earlier this year, the indus-
try’s standards bar has been raised
to a new level. 3

Although it’s too
early to accurately
gauge the number of
stations that have be-
gun sharing GMs
since the Telecom-
munications Act was

passed in February, (8T HES

according to an
NAB spokesperson, [
it’s clear that GMs

are facing increased
pressure to perform.

some group owners see it, any
more than one GM per market is
overkill — an unnecessary over-
head that, when lopped off, can
add a chunk of dough to the bot-
tom line.

“I believe in the general-man-
ager consolidation theory,” said
Alfred Liggins, President of Ra-
dio One, an eight-station group

For Some, Web Sites Are A Labor Of Love

@ They’re making little or no money, but they’re having lots of fun

BY RON RODRIGUES
R&R MANAGING EDITOR

“Seventy-seven, W-A-5-C ...
havin’ a ball, with- Cousin Bruce ...
body, take my hand, it’s grand, we’re up to the Top 10 |
right now, hope everybody’s having a wonderful time

on the Brucie show ...”

— Cousin Bruce Morrow, WABC, 1963

Snippets like these motivated a lot of people to get
into radio over the years, but with the exception of
dedicated aircheck collec-ors, not a lot of radio pros
get to hear those bits of history anymore — until now.

Thanks to Internet techmology and the efforts of Ri-
chard Irwin, that Bruce Morrow aircheck and dozens
of others are available for your listening pleasure (if you
have a RealAudio and 28.€k modem-equipped comput-
er) on Irwin’s web site: http://www.reelradio.com.

Irwin is among a cadre of radio professionals who
have set up sites on the Internet, not necessarily for a
profit motive, but instead as a creative outlet for their |, $%zgot A esroe- bt —

than a decade and a half ago. Ra-
dio One now operates three sta-
tions in the nation’s capital, four
in Baltimore, and one in Atlanta,
w1th further expansion planned.

“If you have a
great sales manag-
er, the sales manag-
er can run the sales
department,” Lig-
gins stated. “The
GM'’s job is to co-
ordinate the differ-
ent department
heads and make
sure they move to-
ward the fulfill-
ment of the corpo-
rate goal for the
particular station.

“Unfortunately for the general
manager, [this may mean] many
of his functions can be served by
having a strong corporate infra-
structure. One GM can coordinate
the department heads of many dif-
ferent radio stations and keep
them on track.”

GMs/See Page 16

movin’ and groovin’,
Yeesss, hi every-

Boston Programming Legend
Sunny Joe White Remembered

By ToNy Novia
R&R CHR EDITOR

Joseph W, White III — the
cutting-edge, flashy Boston pro-
gramming legend known as
Sunny Joe White — was found
dead Saturday night (9/7) in his
downtown Boston apartment. He
was 42.

According to a report in the
Boston Globe, ‘[ White’s mother]
Juanita had been unable to con-
tact White by phone cn Saturday
from her home in Charlotte. She
then called friends to check up on
him.” After friends failed to reach
White by phone, police went to White’s apartment. At 1G:13pm, they
found him dead on his couch, apparently as a result of heart problems.
White’s mother said, “He was suffering from an enlarged heart which
couldn’t pump enough blood.”

Sources say White had visited a local Boston hospital two weeks
ago after suffering chest pains and was notified by doctors that he had
suffered a heart attack earlier that week. After a short stay at the hos-

pital, White was released. WHITE/See Page 16

Sunny Joe White

R&R Sets Second
Talk Seminar

R&R has announced its Talk

1‘:‘{.‘3‘ T A Radio Seminar ’97 is set for Feb-

] 12.] A e i};[ 2ln ]J ruary 27-March 2 at Washington,
d“ DC’s Grand Hyatt Hotel.

“H' Sy bt el The second annuzl R&R Talk

passion and love for the radio industry.

“I don’t want to make any money on this, nor do I want to charge people for listening to the
airchecks,” said Irwin, a former broadcaster who is now webmaster of an Internet service provider

Latest Group Owner Listings — http://www.rronline.com
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Radio Seminar will once again
provide specific learning oppor-
tunities for format GMs, PDs,
and talk show producers. Ad-
dresses by prominent talk and
political figures ard manage-
ment experts — as well as con-
current breakout sessions —
will be featured.

“The overwhelming success
of this year’s first aanual R&R
Talk Radio Seminar has set the
standard for excellence that all
attendees can look forward to
receiving,” said Publisher/CEO
Erica Farber. “It’s produced by
the Talk radio community for
the Talk radio community.”

Look for additional informa-
tion on the seminar in forthcom-
ing issues of R&R.
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WEB/See Page 32
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AC WBEB/Philly
Taps Conley As PD

Seven-month NAC KHIH/Den-
ver PD Chris Conley is set to re-
turn to programming a Pennsyl-
vania AC when
he joins WBEB/
Philadelphia
later this month
(9/23) as PD.
1 Conley succeeds
1 Jim Ryan, who
departed to pro-
gram  WLTW/
New York (R&R
8/16).

Conley told
R&R,“The NAC
audience is smaller, but its listeners
are way up there on the passion lev-
el. [New KHIH owner] Jacor has a
reputation for being aggressive and
doing off-the-wall things, but they’re
really good people. I enjoyed work-
ing in NAC and was glad to get an-

CONLEY/See Page 32

National Network
Radio Ratings
I RADAR 53, Spring *96

Conley

12+ Persons
Network Radar52  Radar53 % Change
ABC Prime 3680 3788 427
ABC Platinum 2120 2167 422
WW1 Variety 1806 1946  47.8
"WWICNN - 1866 1915 426
ABC Genesis 1668 1752  +5.0
CBS Spectrum_ 1647 1727 +49
CBS 1477 1440 25
WW1AC 129 1173 439
WWIYngAdult 952 1028 +80
ABC Excel 1113 969 -129
ABC Galaxy 885 930  +5.1
American Urban 897 896 -0.1
WW1Country 774 754 26
WW1 Source 716 716 —
ABC Advantage — 438 —

RADAR/See Page 32

Some Radio Biz
Salaries Surge

Radio industry salaries for
those individuals who are
taking on greater responsibilities
as aresult of consolidation are on
the rise, according to preliminary
results of the annual Miller, Kap-
lan, Arase & Co. radio industry
salary survey.

Full details of the survey will
be published in the October 11
issue of R&R. Stations that re-
ceived a salary survey question-
naire are asked to retum it to Mill-
er, Kaplan, Arase & Co. by Sep-
tember 20. They will be handled
with strict confidentiality.

HOW TO REACH

CIRCULATION:

NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

S

Towering Down

facilities.

T T T8

| KLVI-AM/Beaumont, TX recently demolished and replaced three of its
four broadcast towers as part of a $500,000 renovation of its transmitter

e . A e s B s i

Four-year WGTZ/Day-
ton programmer Louis Ka-
plan will exit the’CHR to
take over programming du-
ties at Westinghouse/CBS
outlet KLLC/San Fran-
cisco. He replaces Steve
Hoffman, who joined “Al-
ice” in May but left shortly
thereafter. ‘

“I couldn’t be more excit- |
ed,” Kaplan told R&R.
“Westinghouse/CBS is a
great company, and [KLLC VP/
GM] Steve DiNardo is an excep-

Kaplan Named “Alice’/SF PD

7] tional man. We have the op- |
portunity to do some fun
' and interesting things.
There’s room for a station
like Alice in San Francisco
and not necessarily at the
expense of some other sta-
tions. It may enhance the
market’s radio listening.”
Admitting that Alice is a
1 hard station to describe,
Kaplan continued, “It’s a
hybrid of several formats. I
guess it could be called anything

KAPLAN/See Page 32

Brophey PD As WBCS & WKLB Unite,;
Nelson Moves Back To Oldies WROR

The long-rumored merger of Greater Media Boston Country outlet |

| WBCS-FM and soon-to-be-acquired WKLB-FM became reality last week,
when the WKLB calls moved over to WBCS’s frequency as “‘Country 96.9,
WKLB.” WXTU/Philadelphia Asst. PD/MD/afternoon personality Mike
Brophey is leaving after 14 years to take the WKLB PD post.
Meanwhile, WKLB’s 105.7 frequency has flipped to Oldies with the re-
turn of the legendary WROR calls. Previous WBCS & WKLB PD Harry

Nelson has moved over to program WROR; he’ll continue to oversee |

WKLB.

Personal Achievement Radio
(PAR) has agreed to purchase all-
Sports WSCR-AM/Chicago from
Westinghouse/CBS. The sale com-
pletes CBS Radio’s requirement to
sell two Chicago radio stations to
minority broadcasters in order to
comply with current FCC owner-
ship regulations; it had sold WYSY-
FM to Spanish Broadcasting Sys-
tem last month (R&R 8/30).

PAR To Buy WSCR/Chicago From CBS
i Co-owned KBLV/Seattle appoints Melfi GM

BOSTON/See Page 32

Concurrently, PAR has tapped
Robert Melfi — most recently
WSNE-FM/Providence’s Station
Manager — as GM of KBLV-AM/
Bellevue-Seattle, an Urban AC out-
let currently operated by PAR un-
der an LMA. KBLYV is set to flip to
PAR’s Motivational Talk format
(originating from KYPA-AM/Los |

PAR/See Page 32
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Evans Is Jacor Dir./SD Programming Ops

KBPI-FM & KRFX-
FM/Denver OM Jack
Evans has been named to
Jacor Communications’
newly created Director/San
Diego Programming Oper-
ations post, effective Octo-
ber 1. Evans will supervise
the PDs of all-Sports
XTRA-AM, CHR/Rhyth-
mic KHTS-FM, and Alter-
native XTRA-FM and
oversee all format align-
ments, marketing strategies, and re-
source utilizations for the stations.

Jacor VP/Programming Tom
Owens commented, “In his capaci-
ty as OM at KBPI & KRFX, as well

Evans

as prior Jacor programming
positions in Nashville and
Jacksonville, Jack has con-
sistently demonstrated an
impressive abilits to recon-
 cile compelling radio with
| fiscal accountabi’ity. He has
'§ many creative arx interper-

| sonal qualities that we are
certain will benefit our San
Diego properties.”

Evans joked, “Randy
[Michaels, Jacor Presi-
dent/Co-COO] and Tcm didn’t
need to promote me. [ never in-
tended to show the ‘Ti vana vid-
eo’— [financier} Sam Zell] has
it anyway.”

Relativity Boosts Grunblatt To Sr. VP

Alan Grunblatt has been
elevated to Sr. VP of Rela- |
tivity Records. He former-
ly was the label’s VP/Mar-
keting & Promotion. '

“Alan is a key element in
this company’s growth,”
TriStar Music Group
President Sal Licata told
R&R. (TriStar is the Sony
umbrella company encom-

able about urban music.”

Grunblatt added, “I'm
proud to be a part of Rela-
| tivity’s executive team
and incredibly excited
about the future of our
company.”

Grunblatt began his mu-
sic career in 1976 at RCA
Records, where he rose
from junior market re-

passing Relativity.) “Alan’s
a people-person. He’s very
well-liked. He works very well
with the artists and our team
here. And he’s so knowledge-

U$ RADIO & RECORDS INC. / 10100 SANTA MONICA BLVD., STH FLOOR, LOS ANGELES, CA 90067 \

310-788-1625
310-553-4330
310-788-1675

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

310-553-4330 310-203-8450

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

hmowry @ rronline.com

mmiidiada e R Eachiahisiaiv=-coR

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS:
WASHINGTON, DC BUREAU:
NASHVILLE BUREAU:

310-553-4330
202-783-3826
615-244-8822

Grunbiatt

310-203-8727
310-203-9763
202-783-0260
615-248-6655

search analyst te Director/
Marketing Research, VP/
Product Management, and eventu-
ally VP/Marketing. He joined Rel-
ativity in 1991.

=- http://www.rronline.com

hmowry @rronlime.com
mailroom @ rronline.com

rnrdc @aol.com

Ihelton @ rronlime.com
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Changing the way
radio does

st sl V.ol ad . Datalll
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For nearly 20 years, Strategic has comprehensive program of weekly
been the leader in radio research audience research that includes testing
innovations, offering fresh insight of currents, recurrents, and oldies, plus
and exciting new ideas. ongoing perceptual research. Today, STAR
In fact, our innovations have actually is America’s premier research program,
helped change the way radio does used by leading radio stations across the
business, in both programming and sales. U.S. and Canada, plus both MTV and VH1.
In 1980, we introduced the first In 1988, our Format Search
dedicated phone center to an industry revolutionized the way that major
that had previously “farmed out” its work broadcast groups identify and evaluate
to low-quality local subcontractors. What potential formats. Our unique study can
Strategic pioneered has changed the way actually predict shares and rankings in
research is done throughout the radio key sales demos for up to five potential
industry. formats.
In 1984, we offered an altemnative In 1992, we introduced our most
to the traditional once-a-year research dramatic innovation yet—AccuRatings.
studies with “Strategic & Tactical Audience This state-of-the-art management
Research (STAR)"—a sophisticated, information tool tracks changes in radio

e wwwamericanradiohistory comm—— T T S [ B = = AEan i - 5T ORINE
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Qualitative {111 e

listening behavior on a weekly basis. continues to evolve and grow, Strategic is
AccuRatings allows programmers to make the firm that will continue to be the leader
smarter decisions, and it allows sales- in innovatior:, helping its clients achieve
people to introduce newer, fresher and further growth and additional success.

better information into the sales process.

In 1996, we premiered Qualitative
2000 which provides salespeople with
customizable quarterly data in hundreds
of categories, further improving the
relationship between radio and its clients.

What does the future hold? More
changes and more opportunities.

Want to change the way you do business?
Call 1-800-777-8877.

We're introducing cutting-edge
technology into our phone center to

improve research quality and provide
faster tumaround. We're developing

sophisticated new desktop software for
our entire range of products. And as radio

180 N. Wabash Avenue, Chicago, IL 60601

- AN 2 Aaricanradiabicstarnscom T S -
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" BUSINESS BRIEFS

(1 Legisiators, regulators discuss industry issues

Family values, media bias, and separation of church and
state were a few of the hot topics at last week’s National Reli-
gious Broadcasters’ Public Policy Conference in Washing-
ton, DC. An estimated 140 broadcasters, mainly from the radio
industry, attended, according to the NRB.

Among the notables speaking were
Empower America’s Bill Bennett,
Rep. Billy Tauzin (R-LA), House
majority leader DickArmey (R-TX),
Rep. Robert Dornan (R-CA), Sen.
Conrad Burns (R-MT), and Salem
Communications Chairman Stuart
Epperson.

Clashing Roles

Although certainly not the focus of
the conference, telecommunications
reform and the FCC were addressed.
Of particular concem was the clash-
ing roles that the FCC and the Depart-
ment of Justice seem to be playing in
the deregulated radio market. NAB
Exec. VP/General Counsel Henry
Bauman said the Department of Jus-
tice “may be the biggest impediment
to radio consolidation.” But the FCC
might just be a close second.

Even though Congress loosened
the ownership limits, those limits

could conflict with antitrust laws. FCC
Commissioner Susan Ness’s legal
advisor, Anita Wallgren, pointed out,
“When you look carefully at the lan-
guage with regard to the changes in
the ownership rules, and when you
look at the specific intent of Congress
in the Telecom Act, it’s possible the
FCC would make findings that do not
revolve around the simple numerical

In other words, once a deal passes
Justice Department muster, the FCC
can still review it, as they have indi-
cated they will do in the case of the
Jacor/Citicasters deal. In that case,
Ness pointed out that the FCC is not
bound by Justice’s decision. Wallgren
said the Commission may consider
such things as diversity of voices in a
market.

Bauman summed up the state of the
broadcasting industry by pointing out

Religious Broadcasters Hold First Policy Conference

that “competition is now a non-parti-
sanissue.” He also said that, with dig-
ital radio on the horizon, traditional
broadcasters are going to have to “be
more local to balance the market-
place.” The issue of digital radio drew
little more than a yawn from the audi-
ence, even though Wallgren stressed
Ness sees DARS as possibly being
“extremely disruptive to traditional
broadcasters.”

Also at the conference:

® Rep. Ammey challengedReligious
broadcasters: “Will you commit to
truth? In your work as you’re before
amike, you see hungry faces tuming
to you ... be devoted to truth that will
guide the lives of seckers.”

¢ Former U.N. Ambassador Alan
Keyes delivered the keynote address.

® In the most well-attended session,
panelists and attendees debated sepa-
ration of church and state.

* Syndicated columnist and former
NBC radio and television reporter Cal
Thomas lashed out against liberal
bias in the media, saying it is “so ob-
vious ... so documented it is beyond

Continued on Page 11

HELPING RADIO ENTREPRENEURS
BuiLD THEIR COMPANIES

$75.000.000
Senior Debt Financing
has been arranged for
Paxson Communications
Corporation

€

COMMUNICATIONS
ELiiry

$11.200.000
Eouity Capaital
has been arranged for
Shockley Communications
Corporation

COMMUNICATIONS

F1A0.00K, 000
Senior Credit Facility
has been arranged for
Paxson Communications
Corporation

©

COMMUNICATIONS
EQUITY
ASSOCIATES

$24 200.000
Senior Debt Financing

has been arranged for

Mel Wheeler, Inc.

@

COMMUNICATIONS
FCLITY

€

$10.000.000
Sale of Preferred Stock

has been arranged for

Excl’ Holdings, Inc.

@

COMMUNICATIONS
ECANTY
ASSOCIATES

Financings « Mergers & Acquisitions ¢ Valuations
Strategic Advisory e Merchant Banking

CEA, Inc.
375 Park Ave., Suite 3808
New York, NY 10152

(212)319-1968; Fax (212)319-4293

http://www.commequ.com

CEA and CEA, Inc. are members of the National Association of Securities Dealers, Inc
and their professional associates are registered with the NASD. Member SIPC.

i 00 Ot | A DA raci el ietarureaaaa.

ARS Beefs Up In Baltimore

ho says there are no points for second best? American Radio
Systems’ acquisition of WOCT-FM & WWMX-FM/Baltimore
earlier this week knocked Evergreen Media out of its second-place
slot among radio groups ranked by station revenues, according to BIA
Publications. The CBS Radio Group still has a firm hold on first place.
ARS is paying $60 million for WWMX and a cool $30 million for WOCT.
The pair, purchased from Capitol Broadcasting Co., will join ARS’s ex-
isting combo, WBMD-AM & WQSR-FM/Baltimore. When all of its pend-
ing acquisitions are complete, ARS will own 95 stations in 20 markets.

More EEO Fines

CMS-AM & FM/Norfolk and WWKY-AM, WVEZ-FM & WTFX-
FM/Louisville are the latest stations to get slapped with FCC

fines for not adequately recruiting minorities.
In the Norfolk case the Commission said the stations “did not engage

in recruitment for 70% of its vacancies and failed to conduct meaningful
self-assessment.” That translated into a $14,000 levy. The Louisville sta-
tions — which were owned by Prism Radio Partners during the license
period when the fines were incurred — were fined $16,000.
Asis usually the case with such EEO fines, the stations were not charged

with employment discrimination.

Continued on Page 11

Charlotte’s Ownership Web

OWNER %SHARE ~ LOCAL  %OWNER
NAME STATION MARKET CoM REVENUES
CALLS FORMAT REVENUE*  REVENUE  SHARE IN CHARLOTTE
o " American Radio Systems
WFNZ-AM Sports 200 0.3 0.7
WBAV-AM Urban 250 0.4 0.8
WBAV-FM UrbarvAC 1700 3.0 5.3
WPEG-FM Urban 6500 13 12.2
WSOC-FM  Country 9000 15.7 13.0
WTDR-FM Country 4600 8.0 7.5
Total 22,250 38.8% 39.5 6.6%
SFX Broadcasting
WLYT-FM AC 3200 5.6 6.7
WNKS-FM CHR 2200 3.8 6.2
WRFX-FM Classic Rock 8700 15.2 10.6
WSSS-FM Oidies 3100 54 5.6
Total 17,200 30.0% 29.1 8.6%
Jefferson-Pilot Communications
WBT-AM Talk 5400 9.4 8.9
WBT-FM Talk 5000 9.4 8.9
WWSN-FM HotAC n/a 0.0 n/a
Total 10,400 18.2% 15.4 13.5%
Dalton Group
WWMG-FM Oldies 4000 7.0 6.3
WEND-FM Altemative 750 1.3 21
Total 4750 8.3% 8.4 40.4%
GHB Broadcasting
WNMX-FM Nostalgia 400 0.7 1.5
WHVN-AM Religion 250 0.4 0.7
WAVO-AM Religion 0 0 0
Total 650 1.1% 22 9.2%
Davis Broadcasting
WCCJ-FM NAC 200 0.3% 0.5 4.9%
Willis Family Broadcasting
WGSP-AM Gospel 300 0.5% 0.7 23.1%
Pacific Broadcasting Group
WXRC-FM Adult Alternative 1000 1.7% 25 100%
Monroe Broadcasting Co.
WIXE-AM Country 200 0.3% 03 100%
Our Three Sons Broadcasting
WRHI-AM AC 200 0.3% 08 100%
Christ Covenant Church
WNMX-AM Nostalgia 150 0.3% 0.8 100%

Note: List does not include 18 stations for which revenue information was not avail-
able. None of these 18 stations are owned by any of the groups listed above

*in thousands

Source: BIA Publications Inc.
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Dealmakers

1996 Transactions

KHUG-FM
Lincoln, NE

KXTP-AM/WDSM-AM/KTCO-FM/KZ10-FM
Duluth, MN

WAYV-FM
Atlantic City, NJ

KLTE-FM
Kirksville, MO

KKYT-FM and FM CP
McCook, NE

R A2

Eolin Broadcasting
Elmira, NY
Acquisition Financing

Big Horn Communications
Billings, MT
Acquisition Financing
AR A R A R A R R e

Brokerage, Financing and Appraisals

PrtRICK COMMUNICATIONS

5044 Dorsey Hall Drive ® Suite 205 * Elicott City. MD 21042 ® 410-740-0250

HARRISON
BROADCASTING
CORPORATION

DEBT REFINANCE
OF

KHOZ-AM
KHOZ-FM

$1,000,000

SENIOR NOTE

HANEVAN FINANCIAL SERVICES ARRANGED
FOR THE PRIVATE PLACEMENT OF THE NOTE.

ANEVAN 1850 PARKWAY PLACE, SUITE 420

MARIETTA, GEORGIA 30067
ANCIAL (770) 499-8090

ERVICES RO0OSS SECUNDA, PRESIDENT

Aeceess to Capital...

Deregulation is rewarding to those with the ability
to harness it.

In this dynamic marketplace the ability to grow
is necessary to survive.

We have successfully represented broadcasters
in securing hundreds of millions of dollars
in senior debt and equity.

Let us help you achieve your goals.

Robert J. Maeccini
170 Westminster Street
Suite 701
Providence, R.1. 02903
(101) 454-3130

MEDIA SERVICES GROUP, INC.

Acquisitions * Valuations * Financing « Consultation

San Francisco « Philadelphia » Washington » Kansas City « Providence « Salt Lake City » Jacksonvillc « Richmond

CLOSED

August 1996
Nassau Broadcasting Partners L.P.
Louis F. Mercatanti, Jr., Chairman
has acquired

WNNJ AM-FM

Newton, New Jersey

from
Group M Communications, Inc.
Michael B. Levine and Marvin J. Strauzer. Principals

We initiated this transaction and
assisted the parties in the negotiations.

SERAFIN BROS., INC.

P.O. Box 262888, Tampa, FL 33685 (813) 885-6060

Hickman Associates

1440 Champions Green Drive,
Gulf Breeze, FL 32561 (904) 934-1995
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DEAL OF THE WEEK

e Evergreen Media-EZ Communications

'RADIO BUSINESS

g0 G 7 e

TRANSACTIONS AT A GLANCE

® KZBR-FM/Mountain Pine, AR $130,000

e e g

1996 DEALS TO DATE

Dollars To Date: $12,129,214,820

swap $250 million (Last Year: $4,360,824,551) ® KAVA-AM/Burney, CA $35,000
o WFNZ-AM, WBAV-AM & FM, WNKS-FM, . = ® KLXR-AM/Redding, CA $100,000
WPEG-FM & WRFX-FM/Charlotte T’"s week k Actla”- $ 1491 3441050 ® WKSS-FM/Hartford, CT $18 million

* WIOQ-FM & WUSL-FM/Philadelphia (Last Year: §26,125,810)

l ® WEDD (FM CP)Englewood, FL $500,000
e EZ Communications |

Stations Traded This Year: 1686 e et s, 020
-SFX swap $100 million ' (EastiggmoE) * WOCT-FM & WWMX-FM/Baltimore $90 million
o WNKS-FM, WRFX-FM & WSSS-FM/Charlotte Statians Traded This Week: 33 ® KASM-AM & FM/Albany, MN $1.25 million
* WTDR-FM/Charlotte ] (Last Year: 21) ® WMXI-FM/Laurel, MS $75,000

® KFEZ-AM/Kansas City, MO $1.3 million
® WGRR-FM/Cincinnati $31 million

® KOMS-FM/Poteau, OK $520,000

® WJXY-AM & FM/Conway, SC $1.3 miliion
® KWTX-AM & FM/Waco, TX $3.8 million

® KKMO-AM/Tacoma, WA $900,000

TRANSACTIONS

Series Of Swaps Shakes Gharlotte

(J Evergreen, EZ, SFX trade 10 stations for $350M

| Deals Of The Week
Evergreen Media-EZ

Communications swap
EXCHANGE VALUE: $250 million
TERMS: Evergreen Media is swap-
ping its six Charlotte stations for EZ
Communications’ WIOQ-FM &
WUSL-FM/Philadelphia plus $10
million cash.

BROKER: Peter Handy of Star Me-
dia Group

WFNZ-AM, WBAV-AM &
FM, WNKS-FM, WPEG-

FM & WRFX-FM/Charlotte
TRADED TO: EZ, headed by Presi-
dent Alan Box. Itis under agreement
to be acquired by American Radio
Systems.

FREQUENCY: 610 kHz; 1600 kHz;
101.9MHz; 95.1 MHz; 97.9 MHz, 99.7
MHz

POWER: 5kw day/1kw night; 1kw;
99kw at 988 feet; 100kw at 1542 feet;
95kw at 1611 feet; 84kw at 1056 feet
FORMAT: Sports; Urban/Oldies; Ur-
ban AC; CHR; Urban; Classic Rock

WIOQ-FM & WUSL-FMW/

Philadelphia

TRADED TO: Evergreen, headed by
Chairman/CEO Scott Ginsburg. It
owns 41 other stations, including
WFLN-FM, WJJZ-FM & WYXR-FM/
Philadelphia.

| FREQUENCY: 102.1 MHz; 98.9 MHz
POWER: 27kw at 669 feet; 18kw at
830 feet

FORMAT: CHR; Urban

EZ Communications-

SFX swap

EXCHANGE VALUE: $100 million
TERMS: EZ Communications is
trading WNKS-FM, WRFX-FM &
WSSS-FM/Charlotte for SFX
: Broadcasting’s WTDR-FM/Char-
| lotte plus $64.8 million cash.
BROKER: Ed Dugan of Dugan &
Assoc.

WNKS-FM, WRFX-FM &

WSSS-FM/Charlotte
TRADED TO: SFX Broadcasting,
headed by Chairman Robert Siller-
man

FREQUENCY: 95.1 MHz; 99.7 MHz;
104.7 MHz

POWER: 100kw at 1542 feet; 84kw
at 1056 feet; 96kw at 1211 feet
FORMAT: CHR; Rock; Oidies

WTDR-FM/Charlotte
TRADED TO: EZ, headed by Presi-
dent Alan Box. Itis under agreement
to be acquired by American Radio
Systems.

FREQUENCY: 96.9 MHz

POWER: 100kw at 1549 feet
FORMAT: Country

iz S g
- Arkan : - X
X o e i

KZBR-FM/Mountain Pine
‘ PRICE: $130,000

TERMS: Asset sale for cash
BUYER: KellCom Inc., headed by
President/CEO Jim Kellstrom. |
Phone: (501) 525-9700

SELLER: Advance Communica- ‘
tions Co., headed by Mark Jones.
Phone: (318) 449-1999
FREQUENCY: 101.9 MHz

POWER: 60kw at 328 feet
FORMAT: Hot AC

BROKER: Sunbelt Media

s

KAVA-AM/Burney

PRICE: $35,000

TERMS: Asset sale for $3350 cash
and a $25,650 promissory note
BUYER: Mark Allen. Phone: (316)
246-8782

SELLER: Essie Collins. Phone:
(916) 335-4515

FREQUENCY: 1450 kHz

POWER: 10kw

FORMAT: Country

KLXR-AM/Redding

PRICE: $100,000

TERMS: Asset sale for cash
BUYER: Alta California Broadcast-
ing Inc., headed by President John
Power. Phone: (602) 488-2596 ‘
SELLER: Redding Radio Corp.,

| WKSS-FM/Hartford

headed by President Ann Ridyard. It
owns three other stations. Phone:
(916) 221-6000
FREQUENCY: 1230 kHz
POWER: 10kw

FORMAT: This station is dark.

T

i

Py
(9.3 x

PRICE: $18 million

TERMS: Cash

BUYER: Multi-Market Radio Inc.,
headed by President/CEO Michael
Ferrel. It owns or operates 12 other
stations. Multi-Market is merging into
SFX Broadcasting, which also owns
WPOP-AM, WHCN-FM & WMRQ-
FM/Hartford.

SELLER: Precision Media Corp.
FREQUENCY: 95.7 MHz

POWER: 16.5kw at 879 feet
FORMAT: CHR

BROKER: SCMC & Dick Blackburn
of Blackburn & Co.

WEDD (FM CPY

Englewood

PRICE: $500,000

TERMS: Asset sale for cash
BUYER: Jacor Communications of
Sarasota Inc., headed by Benjamin
Homel. It is a subsidiary of Jacor
Communications. Phone: (513) 621-
1300

SELLER: Sarasota-Charlotte
Broadcasting Corp. Phone: (941)
966-6173

WOULDN'T YOU LIKE TO OWN
A WINNING SPORTS FRANCHISEY

Get into the game and become a Prime Sports franchisee!

FREQUENCY: 105.9 MHz

BROKER: Kozacko Media Servic-
es and Jorgenson Broadcast Bro-
kerage

Swainsboro
PRICE: $84,050
TERMS: Asset sale for $21,600 and
a five-year, $62,450 promissory note
at 8% interest
BUYER: Box Broadcasting Corp.,
headed by President Donald Box.
Phone: (512) 446-6946
SELLER: Radio Stations WJAT inc.
Phone: (912) 237-2011
FREQUENCY: 800 kHz; 98.1 MHz
POWER: 1kw day/500 watts night;
3kw at 285 feet
FORMAT: Country; Rock

- @j

i
WSNV-FM/Howland
(Bangor)

PRICE: $350,000

TERMS: Cash

BUYER: Moon Song Communica-
tions Inc., headed by Jerry Evans.
It owns KQMO-FM/Springfield, MO.
SELLER: Bay Communications
Inc., owned by Robert Cole. It owns
three other stations.

FREQUENCY: 103.9 MHz
POWER: 54kw at 1509 feet
FORMAT: News/Talk

BROKER: New England Media

Continued on Page 11

Designed to make your station a revenue leader, Prime Sports’ all-star programming can be easily localized to meet the
demands of both listeners and advertisers. And, with Prime’s extensive marketing and merchandising support, you'll

have everything you need to be a winner!

Don't get left on the sidelines!

Call today to get the exclusive
rights for your market!
214-402-4500

Check out our live broadcast
from the Omni Hotel
at the NAB!

voow americanradioRistory com
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WHY IS ALAN BURNS & ASSOCIATES
‘THE most recommended
AC/CHR CONSULTING FIRM?

Donna Burns, Dave Shakes, Alan Burns and Jeff Johnson.

Because of our strategic thinking, experience,

and personal attention. No cookie-cutters here.
The result is success for our clients.

For example:

Case study #23 - AC, Top Ten Market

Owned by one of America’s largest and best radio groups, this AC had launched
successfully but later slipped out of the top five adult rankers. GM and PD asked
Alan Burns & Associates to help recapture the magic. Together we retooled the
music and morning show and developed a tighter focus on the target.

Result: Within three books the station’s 25-54 rank was higher than ever before.

Case study #24 - Adult CHR, Top Twenty Market

When a Midwestern market beautiful music station needed help in changing for-
mat, we steered it toward Adult CHR. Created a tight, focused, playlist; assembled
a strong morning show; and designed a marketing plan to battle competitors who
had significantly larger budgets.

Result: This client drove the market’s other CHR out of the format within a year,
then beat the market’s legendary AC 25-54.

We can do the same for you. Call 703-648-0000.

& Associales.

A few stations we've helped—KHMX, Houston * WBBM-FM, Chicago ¢ KBIG, Los Angeles * WRQX, Washington, DC ¢
KQKQ, Omaha * WQAL, Cleveland * TTFM/GOLD FM, Melbourne, Australia * KIIS, Los Angeles * W WMX/WOCT, Baltimore ®
KSTP-FM, Minneapolis * WRVQ, Richmond * KEZR, San Jose * WBOS, Boston * WRAL, Raleigh * WLTQ, Milwaukee ¢
WZPL, Indianapolis « WJMN, Boston * MIX 106.5, Sydney, Australia * WWDE/WNVZ, Norfolk * KJMN, Denver *
WOMX, Orlando ®* WKSE, Buffalo ® RS2, Berlin, Germany and many more.
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0Q: What do the Orlando Magic, HBO, Universal Studios,

The Democratic National Committee, Comedy Central, and

60 great radio stations have in common?

A. They choose Edison Media Research.

It all started with an idea: to provide quality, clear-
sighted radio research faster. Edison Media Research is
built on this principle. We’re working smarter, harder, and

faster than the old radio research companies.

With radio changing every day, you can’t afford to wait

for the answers you need. Edison Media Research con-
ducts complete perceptual research and music testing in
two weeks — a fraction of the time it

takes most other companies.

And word is traveling. Clients
from television, publishing, sports,
and politics are now using the inno-
vative techniques we’ve developed

for radio. Our reputation is built on

unique methods, insightful results,

N and the fastest turnaround in the business.

Call us today to find out how quickly

the best information can be delivered.

WDOK Cleveland’s Sue Wilson:
“Edison Media Research brought
a down-to-earth, ‘usage’ oriented
approach to our latest strategic
project. They ask the right ques-
tions, in the right way, and cut
through the clutter with common
sense presentations. Getting

{ results quickly is just the icing on

the cake!”

Herb McCord: “We called after
Thanksgiving wondering if it was
possible to get research by
Christmas. We were amazed to get
top quality information, with a full
presentation and their unique video
report, well in advance of the holi-
day.”

The Orlando Magic’s John
Cook: “We had been working
with another research company
when we heard about how quickly
and how well Edison Media
Research worked. We were so
impressed with their performance
that we’re using them for several
more projects. Radio stations are
lucky to have a company like
Edison concentrating on their
field.”

edison media research

NEW IDEAS FOR BETTER, FASTER RADIO INFORMATION

334 Elizabeth Avenue, Suite B « Somerset, NJ 08873

(908) 560-8787 / fax (908) 560-8989 / e-mail LarryRosin@aol.com

TYWWW. amerncanradhohnstoryrconm——————"777 7 il |
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TRANSACTIONS |

Continued from Page 8
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WOCT-FM & WWMX FMI

Baltimore

PRICE: $90 million

TERMS: $60 million for WWMX and
$30 miillion for WOCT

BUYER: American Radio Systems,
headed by Chairman/CEO Steve
Dodge. It owns, operates, or has
agreed to buy 96 other stations, in-
cluding WBGR-AM, WBMD-AM &
WQSR-FM/Baltimore.

SELLER: Capitol Broadcasting Co.
FREQUENCY: 104.3 MHz; 106.5
MHz

POWER: 50kw at 420 feet; 7.4kw at
1217 feet

FORMAT: Oldies; HotAC

:-'/,}_;

KASM-AM & FMIAlbany
PRICE: $1.25 million

TERMS: Cash

BUYER: RepCom Inc., headed by
President Dennis Carpenter. It owns
KXSS-AM & KLZZ-FM/Waite Park,
MN. Phone: (612) 253-3600
SELLER: KASM of Minnesotainc.,
headed by President Robert ingstad.
He has interests in 26 other stations.
Phone: (701) 845-1490
FREQUENCY: 1150 kHz; 105.5 MHz
POWER: 2.1kw day/21 watts night;
6kw at 328 feet

FORMAT: Full Service; Oldies
BROKER: Johnson Communica-
tion Properties Inc.

A I
ey

WMXi-FM/Laurel

PRICE: $75,000

TERMS: Asset sale for cash
BUYER: Rainey Broadcasting Inc.,
headed by President Kenneth Rainey
Sr. He has interests in seven other sta-
tions. Phone: (601) 673-9898
SELLER: Radio Laurel Inc., head-
ed by President Wirt Yerger. Phone:
(601) 362-3333

FREQUENCY: 98.1 MHz |
POWER: 6kw at 328 feet
FORMAT: This station is dark.

KFEZ-AM/Kansas Clty
PRICE: $1.3 million
TERMS: Asset sale for $700,000

._ RADIO ) BUSINESS

| cash; a seven-year, $400,000 prom-
|ssory note at 8% interest; and a six-
year, $200,000 promissory note at 8%
interest

BUYER: KCBR-AM L.P. The gener-
ai partner, Greystone Broadcasting
Inc., is headed by President William
Johnson. It owns KNHN-AM/Kan-
sas City and KPHN-AM/Pittsburg,
KS. Phone: (913) 342-1600
SELLER: Beal Broadcasting Co.
Inc. Phone: (913) 642-3800
FREQUENCY: 1190 kHz

POWER: 5kw day/250 watts night
FORMAT: Nostalgia

WZRQ-FMIBallston Spa

(Albany)

PRICE: $1 million

TERMS: Radio Enterprises Inc. is
receiving WZRQ in exchange for
200,000 shares of common stock.
BUYER: Radio Enterprises, head-
ed by President/CEQ David Arcara
and Chairman James Arcara. It has
agreed to buy WQBK-AM & FM &
WQBJ-FM/Albany. Phone: (518)
381-1180

SELLER: DJA Media Inc. Phone:
(518) 381-1180

FREQUENCY: 102.3 MHz
POWER: 4.1kw at 387 feet
FORMAT: Altemative

WGRR-FM/Hamilton
(Cincinnati)

PRICE: $31 million

TERMS: Cash

BUYER: Tsunami Communications
Inc., headed by President Tony Gal-
luzzo. It owns KiIX-AM/Fort Collins,
CO & KTCL-FM/Denver

SELLER: The Dalton Group inc.,
headed by William and Susan Dal- |
ton. It also owns WEND-FM &
WWMG-FM/Charlotte.
FREQUENCY: 103.5 MHz
POWER: 11kw at 1037 feet
FORMAT: Oldies

BROKER: Charles Giddens of Me-
dia Venture Partners

bl e Y -]

KOMS-FM/Poteau

PRICE: $520,000

TERMS: Asset sale for cash
BUYER: Pinnacle Radio Group
L.L.C. Phone: (501) 762-2093
SELLER: LeRoy Billy. He owns

Continued from Page 6
Cox Moves Into Oklahoma

ox Broadcasting has agreed to acquire Kravis Co.’s KGTO-AM

& KRAV-FM/Tulsa. No one is talking price as of yet, due to Cox’s
pending initial public offering. The purchase is Cox’s firstin Oklahoma.
Broker for the deal was Peter Handy of Star Media Group.

R&R Restructures DC Bureau

eather Van Slooten has been upped to Associate Editor in R&R'’s
Washington, DC bureau. Joining the office as Editorial Assistant is
Patrice Wittrig. She will be responsible for compiling the weekly “Trans-

actions” column.

The FCC Needs Your Money

R egulatory fees must be received by the FCC between September 12
and 20. Electronic payments must be made by today (9/13) at the

latest. The form and filing guide are available at hitp//www.fcc.gov/fees.
New application processing fees also went into effect September 12.

The FCC is required by Congress to

proportion to the amount the consumer price index has changed. This

year the fees rose about five percent.

|
i
|
|
|
change its fees every two years in

KPRV-AM/Poteau and KPVR-FM/
Heavener, OK. Phone: (918) 647-
3221

FREQUENCY: 107.3 MHz
POWER: 100kw at 1811 feet
FORMAT: Country

BROKER: Media Services Group

WJXY-AM & FM/Conway

(Myrtle Beach)

PRICE: $1.3 million

TERMS: Cash

BUYER: Carolina Broadcasting
Inc., headed by President Stan
Karas. It owns WCVA-AM & WCUL-
FM/Culpeper, VA.

SELLER: Downs Satellite Broad-
casting of South Carolina iInc,,
headed by President Paul Downs
FREQUENCY: 1050 kHz; 93.9 MHz
POWER: 5kw day/473 watts night;
6kw at 328 feet

FORMAT: Nostalgia; Country
BROKER: Tom Snowden
Snowden & Assoc.

of

KWTX-AM & FM/Waco
PRICE: $3.8 miillion

TERMS: Asset sale for cash
BUYER: Guifstar Communica-
tions Inc., headed by President
Steve Hicks. It owns or has agreed
to buy 31 other stations. Phone:

(5612) 320-7222

SELLER: KWTX Broadcasting
Co., headed by President Thomas
Pears. Phone: (817) 776-1330
FREQUENCY: 1230 kHz; 97.5 MHz
POWER: 1kw; 97kw at 1568 feet
FORMAT: Oldies; CHR

KKMO-AM/Tacoma

(Seattle-Tacoma)
PRICE: $900,000

September 13,1996 R&Re* 11
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TERMS: Asset sale for $330,000
cash and a $570,000 promissory
note

BUYER: Douglas Broadcasting
inc., headed by N. John Douglas.
It owns eight other stations.
SELLER: KAMT Inc., headed by
President/GM James L. Baine
FREQUENCY: 1360 kHz
POWER: S5kw

FORMAT: Ethnic

BROKER: Jerry Dennan of Mont-
calm

Religious Broadcasters
Hold First Policy Conference

Continued from Page 6

argument.” He added, “Declining
newspaper sales and TV viewership
are due to loss of trust.”

* Frustrated radio talk host-tumed-
politician Robert Dornan was sched-
uled to address a seminar titled “What
Should the Government Fund?” but
chose instead to use the platform to
conduct a “Dole For President” cam-
paign rally. The former Rush Lim-
baugh-vacation-relief host opened his
address with an attack on “King Clin-
ton’s personal little war in Irag,” and
said criticism is in short supply.

“And [ think that it is gutlessness
that people won’t step forward and
analyze just what precisely is
wrong with him spending $50 mil-
lion — more like $60 or $70 — of
the taxpayer’s money, in air-launch
cruise missiles and Tomahawk sea
launch cruise missiles without even
informing Congress. [Cr] let Con-
gress play its Constitutional role of
suggesting whether or not he can
do it at all.” He then noted that “an-
other moral bridge collapses” with
an essay on the sex scandal involv-
ing former White House advisor
Dick Morris.

r...used as a coaster.

history.

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

Whatever. Those problems are now

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

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!

taneous.

It’s not a hit if
it doesn’t/get air play.

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-

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

new music.
Just ask Garth Brooks and Reba © Digital
. ceM”  Generation
McEntire. Both stars recently released Y3 Systems, INC.  ©19% Digital Generation Sysiams, Inc.

. americancadiohistory cam.
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KMJZ/Minneapolis
Gets Moore As PD

Rob Moore has been named PD
at Nationwide Communications
NAC KMJZ/
Minneapolis. He
formerly worked
in a similar ca-
pacity at cross-
town KCFE.

“We did an ex-
haustive national
search, and the
right PD was here
in our own back-
yard!” claimed

Moore

Seeman. “Rob is
extremely intelligent, and he has
knowledge of this market as well as
a vast depth of understanding about
the NAC format. He has a genuine
love for NAC, and he gets to do it in
his hometown.”

Moore added, “Everything Na-
tionwide has done thus far with the
station has been right, and it speaks
to their commitment to NAC. The
station is quite well-established al-
ready, and we have a great opportu-
nity to create a sound, smart, solid

MOORE/See Page 14

KMIJZ GM Dan |

Sweating Ta The Goldies

Elektra celebrated the platinum success of Keith Sweat's new self-titled al-
bum with a ceremony featuring (I-r) Exec. VP/Administration Gary Casson,
Sr. VP/Promotion Greg Thompson, Exec. VP/GMAlan Voss, Sweat, Chair-
man Sylvia Rhone, Sweat’s manager Marvin Mcintyre, Sr. VP/Urban Music
Promotion Richard Nash, and Sr. VP/Marketing Steve Kleinberg.

Phillips Joins RCA AA & College Promo

RCA Records has tapped Art Phillips as National [
Director/Adult Alternative & College Promotion. For-
merly VP/Rock Promotion for Hollywood Records,
Phillips was most recently NSM for Billboard’s Airplay
Monitor.

“I have personally admired Art for years,” said RCA
VP/Rock Promotion Dave Loncao. “His career has been
a versatile one. He has worked in so many aspects of the
business — from radio to records to print publications
— that it’s a pleasure to add him to our Rock department
staff here at RCA.”

PHILLIPS/See Page 32 Phillips

GREAT SOUND

Maestro s the heart and the brain of the digitally inte-
grated radio station. All operations, from commer-

TOTAL CREATIVE
CONTROL

cials...to music...to announcer text..to up-to-the-
minute scheduling information, are at your fingertips.
Maestro brings all your digital operations together
into one, easy-to-use command center and is your
key to accessing CD quality audio directly from

NEWSBREAKERS.

hard disk.
w_ And when you choose Maestro, or any product from
- — Computer Concepts, you're buying from a company
. o1 sHan with industry leading technology and worldwide radio
BROWN EYED GIRL Non-stop 40 Kickoff experience. Computer Concepts has been developing
VARIMOTENEOR software applications and manufacturing computer-
Lo ] based products for radio since 1974. Our comprehen-
™™ cores ¢ . 5 sive understanding of radio broadcasting, plus excep-
[Jos:12 = Hon-stop nusic Kickeff « 88 tional customer service, set Computer Concepts apart
= {CHV LOOK AT ME sriaN] from other suppliers.
B M10% FaLl IN LOVE KEHNY
23] W85 ¥ng Catry/vhy U Listen? Discover how Maestro from Computer Concepts can
[Je9=21 wee 228 Stopset evs aq bring cxcellence and widen the creative range of
B ER LITE your station. Call us today for complete information,
2 1-800-255-6350.
|
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Logan Heads Programming For South Central

FRG-FM & KOOJ-FM/Riverside-San Bernar-

dino OM Lee Logan is moving to Nashville to
become Group Head/Programming for South Cen-
tral Communications, which owns WJXA-FM &
WRMX-FM/Nashville, WIMZ-AM & FM & WJXB-
FM/Knoxville, and WJPS-AM & FM & WIKY-FM/
Evansville, IN.

This appointment reunites Logan with SCC Pres-
ident/GM Steve Edwards, who was GM at KNEW-
AM & KSAN-FM/San Francisco when Logan was
PD there in the late '80s. Logan — who begins his
new job September 23 — replaces the exiting Bill
Jones.

Logan told R&R, “This is a wonderful opportunity
to work with a great group of radio stations. What inspires me most is
that each is a solid station with excellent people inside. | look forward to
working with them all.”

Logan

After a career of programming CHR stations, Logan’s foray into Coun-
try came when he programmed WUSN/Chicago between 1982-87. He
left for the PD post at KLAC-AM/Los Angeles in 1987 and, in 1988,
was transferred to KSAN as PD by then-owner Malrite. His heart was in
San Francisco until late 1994, then he took the KFRG & KOOJ job in
January '95.

Buchanan PD As °UTQ Flips To ‘Real Rock’

KUTQ-FM (Q99)/Salt Lake City dropped its Alternative-leaning
CHR/Pop format last Friday (9/6) at noon, becoming “Rock 99 — Utah’s
Real Rock.” Sister KZHT-FM PD Chet Buchanan has added program-
ming duties at the outlet, which will compete directly against longtime
Classic Rock leader KRSP-FM. KUTQ will play “90% classic and 10%
new tracks” from such format staples as John Mellencamp, Tom Petty,
and Rush, Buchanan said.

“Chet got the job because he really impressed us with his work [at
KZHT],” Regent Communications/Salt Lake City GM Bill Hurley told
R&R. “Dual duties won’t be a problem for him; we feel he’ll be able to
handle it ... Rock 99 fills a hole for real rock in this market. There was
heavy [song] duplication between Q99 and KZHT, and this move only
strengthens [KZHT] as well.”

KUTQ launched an A-Z weekend of format artists following a three-
hour loop of the Rolling Stones’ “It’s Only Rock And Roll,” Led
Zeppelin’s “Rock And Roll,” Bad Company’s “Rock And Roll Fan-
tasy,” and Kiss’s “Rock And Roll All Nite.” On Monday (9/9) at 6am,
Mick & Alan’s “Morning Freakshow” officially inaugurated the new
format.

Commented Buchanan, “Q99 as a long-term proposition wasn’t as at-
tractive as Rock 99 was. It experienced growth in the last trend, but a lot
of that was due to having a hot morning show come on the air. The con-
tinued success of Q99 would have only been short-term.”

Former KUTQ PD Ken Carr will remain midday host, while Woody
retains his MD duties “for the time being,” Buchanan said. Asst. PD/
night talent Shoe segues to KZHT, joining Buchanan and Cameo in morn-
ing drive. No other staff changes at KUTQ were expected.

KZHT and KUTQ have operated under an LMA with Regent Com-
munications since August 5, when the group’s sale by Bountiful Broad-
casting was announced.

’TKS/Orlando Woos Valentine To PD Post

Former WEZB-FM & WRNO-FM/New Orleans
Director/Programming Harry Valentine has become
PD of Paxson Communications Talker WTKS-FM/
Orlando, replacing Jay Clark.

“I’'m proud of our company’s ability to attract a
programmer of Valentine’s caliber,” said Paxson/Or-
lando VP/Programming Chris Kampmeier. “This
just further underscores Paxson’s ongoing commit-
ment to quality.”

Valentine — whose other experience includes PD
stints at San Francisco outlets KPIX-AM & FM,
KFRC-AM, and KNEW-AM — also served as Exec.
VP of Sabo Media, WTKS’s consultant, two and a
half years ago. “We were just beginning to build what would become
the Real Radio 104.1 that Central Florida listeners have come to em-
brace,” he recalled. “In three short years, WTKS has come from no-
where to enjoy a prominent place in Central Florida. My plan is to take
WTKS to No. 1 and hold the position.”

Valentine
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IF YOU’RE SERIOUS

ABOUT SUCCESS
GET “THE PLAN” F
COLEMAN RESEARCH.

Coleman Research Plan Developers Chris Ackerman, Jon Coleman, Warren Kurtzman, and Andy Bloowm.

“The Plan” for Success

In radio research, there are hundreds of data vendors. But
only a couple of companies with proven expertise as
strategic thinkers. We’re one of them. Coleman Research.
The Company with “The Plan.”

At Coleman Research, we do more than just collect data.
We interpret the numbers, then help you develop a strategic
game plan to break away from the competition.

Every Coleman study includes “The Plan” — a point-by-
point set of strategic recommendations encompassing
formatting decisions, music image management, secondary
image development of program attributes, and specific
recommendations for marketing and advertising initiatives.

COLEMAN RESFARCH

ROM

“The Plan” Gets Resulis
The results are impressive. Just ask your colleagues at:

KISS-FM in New York City
HOT 97 in New York Ci
POWER 106 in Los Angeles
MIX 106.5 in Baltimore
KJR-FM in Seattle

WBAP in Dallas

And dozens of other stations in markets around the country.

“The Plan” from Coleman Research helped them make the
climb to the top. We can help take you there, too. Call
Coleman Research today and put the power of “The Plan”
to work tor your station.

One Of America’s Top Two Radio Research Companies

(919) 571-0000

Hamburg ® Research Triangle Park ® Los Angeles

—=AAAM=R A LIcaAntadiohistern.-com
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’BLK/Buffalo Picks
Dillard As New PD

Former WMXD/Detroit pro-
grammer Skip Dillard has been
named PD at
American Ra-
dio Systems Ur-
ban acquisition
WBLK-FM/
Buffalo.

Station VP/GM
Jeff Silver re-
marked, “T"'m hap-
| py to have some-
one of Skip’s cali-
ber on the WBLK/
ARS team here in
Buffalo. Skip’s got the background to
get WBLK to the next level.”

“It’s a great heritage station,
and the people here have done a
fantastic job,” Dillard told R&R.
“ARS has really put a commit-
ment behind the station, giving us
new studios — we’re moving
downtown and joining the other
ARS stations — and a commit-
ment for an aggressive promo-
tional campaign.”

What are Dillard’s plans for
WBLK? “The hits — nothing but
the hits and building some strong
personalities,” he offered. “We re-
ally have to compete and sound
as good as we possibly can to
score well, because we don’t have
the benefit of a large black popu-
lation in Buffalo.”

Prior to joining WMXD, Dil-
lard programmed WYLD/New
Orleans and was an air personal-
ity at WJMH/Greensboro and
WOWL/Norfolk.

s e~ ——— &
Moore

Dillard

Continued from Page 12

product. There’s plenty of evidence
that it can happen, and we’re going
to do it right.”

A veteran of the NAC format,
Moore began his career as PD of
former pop/jazz KTWN/Minneap-
olis, then spread the burgeoning for-
mat programming the NAC Breeze
Network from 1986 to 1990. He
also has programmed KNOK/New
Orleans.

Following a performance at New York’s Tramps, Cheap Trick was pre-
sented with plaques commemorating sales of more than 14 million records
during their two decades with Epic Records. Surrendering to the moment
are (I-r) the band’s Bun E. Carlos, Legacy Product Manager Joy Gilbert,
Sony Music VP/Marketing & Product Development Jeff Jones, the band’s
Robin Zander and Rick Nielsen, Cheap Trick box set executive producer
Bruce Dickinson, and the band’s Tom Petersson.

e

Johnson To Work As WIRK/West Palm’s PD

Scott Johnson has been named PD at WIRK-FM/West Palm Beach.
He formerly was OM/PD at WKSJ-AM & FM/Mobile.

Commenting on his move, Johnson said, “It’s exciting to be with a group
as successful as American Radio Systems. It’s a company with a lot of
great stations growing every single day.

“The people I met in West Palm Beach are very energetic, enthusi-
astic professionals. Upon meeting them, I couldn’t wait to become a
part of the WIRK team.”

Bergin’s Twisted Fate: National VP/Promotuon
M ike Bergin has been named National VP/Pro-
motion for Twisted Records, the new MCA |

Records dance label formed by Tribal Records =
founders Rob DiStefano and Mark Davenport.

“We are all very excited to have Mike aboard, es- |
pecially at this crucial moment in the company’s his-
tory,” DiStefano remarked. “Lately, major radio sta- |
tions all across the country have been switching over
to Dance formats at an unprecedented rate. Now is
the perfect time for Twisted to establish a fulltime 8
promotional presence at radio, and Mike is the per-
fect person for the job.”

Bergin

Bergin comes to Twisted after two years as VP/Regional Promotion
for Caliber Records.

Mariuz Makes Discovery In Nat’l Field Promo

D iscovery Records has tapped Gregg Mariuz
as National Director/Field Promotion. Based
at the label’s new Chicago office, Mariuz most
recently worked in Secondary & Top 40 Promo-
tion at indie promotion company Jeff McClusky
& Associates.

“Grregg comes to Discovery as a result of his pas-
sion for music and ability to work multiple formats
of radio,” said label VP/Promotion Jack Ashton.
“The ability to juggle from NAC to Aduit Altemative
to CHR to Rock is what makes a Discovery person.
And Gregg is more than up to the task.”

Prior to joining McClusky in 1994, Mariuz held
posts at Bill Graham Presents and Susan Silver
Management.

Mariuz

Matthews Adds WVEZ/Louisville PD Slot

Regent Broadcasting has given C.C. Matthews the
additional responsibility of programming its new LMA
partner, AC WVEZ-FM/Louisville. Matthews — who
already programs Regent/Louisville CHR WDJX-FM,
*70s WSFR-FM, and NAC WSJW-FM — succeeds
Bob Bronson, who left to become PD of WRSN/Ra-
leigh (R&R 9/6).

“The secret to [simultaneously] programming four sta-
tions is having good assistants,” Matthews told R&R.
“WVEZ is in good shape, though, and I don’t plan on
making any major changes.”

Matthews has previously programmed WVOR/Roch-
ester, WWNK/Cincinnati, KGLD-AM & KWK-FM/
St. Louis, and WGCL/Cleveland.

Matthews

s m—
e R

KOWW Moo-ves Into Kansas clty country

KBEQ-AM/Kansas City flipped from News/Talk to Country as
KOWW-AM last Friday (9/6), completing the Country trifecta for EZ
Communications (which recently was acquired by American Radio Sys-
tems). The KOWW, which will target 40+ adults with ABC Radio’s “Real
Country” satellite-delivered format, joins sisters KBEQ-FM & KFKF-
FM, which are targeted 18-34 and 25-54, respectively.

KOWW-AM, KBEQ-FM & KFKF-FM VP/GM Dan Wastler comment-
ed, “This change allows us to do what we do best. Having the KOWW
allows us to come full circle and serve those 40+ adults who still enjoy
listening to AM radio.”

KFKF PD Dale Carter will oversee the KOWW, whose primary compet-
itor is Country WDAF-AM. WDAF is the market’s 12+ and 35-64 leader.

AFTER SELLING OVER I MILLION ALBUMS,

6EORGE WINSTON IS STILL PLAYING FOR PEANUTS

Linus & Lucy
The Music of Vince Guaraldi

r “LINUS AND LUC\{ WILL r 1995 GRAQ\SYRAEWSASF WINNER —} r U)ORLDU)IDE h LOOK FOR 6EORGE WINSTON SPECIAL OPT‘
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‘Papa’ Joe Lhevalier

] the Country
Winning Sports Fan§ Across .
with ag Fist-Pounding Eptertamment
Style that's All His Own.

That's because he is 3 sports fan’s

man-a guy who covers the sports

scene with a style and wit that's
all his own,

And he’s not holding anything back,
especially his opinion. Because
when it comes to sports talk,
“Papa” Jog is the King. And in his
court tare legions of fans who voice
their opinions during the lively

debates that are the trademarks
of his show.

lustration by J.T. Steiny

When it comes to turning talk into

pure entertainment, nobody does it
better than “Papa” Joe.

Catch “Papa” Joe
in action from

6 pm-10 Ppm E.T.
Weekdays.

=
=N

io Network
- -One Sports Radio
Gne-On 847-509-1661

e oo nracialaloton 1 oo
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e MIKE ATTERBERRY has been
named Station Manager/Director of
Sales at Deschutes River Broadcast-
ing's KEHK-FM & KUGN-AM & FM/
Eugene, OR. He previously served in
a similar position at co-owned KATH-
FM, KBOZ-FM & KKBR-FM/Bozem-
an, MT. Additionally, former owner
CHUCK CHACKEL will retain his GM
duties for the Eugene group. Des-
chutes is slated to merge with Citadel
Communications pending FCC ap-
proval.

Records

e SHERYL
GOLD has been
promoted from
Director/Busi-
ness & Legal Af-
fairs to VP/Busi-
ness & Legal Af-

fairs at MCA Mu-
sic Entertain-
ment Group.
Gold
® SARAH WEIN-

STEIN has risen
from Associate
Director/Media
Relations to Na-
tional Director/
Media Relations
atlsland Records.

Weinstein

e DENNIS
MORGAN has
been named
Worldwide Di-
rector/Sales &
Special Projects
for Drive Enter-
tainment. Mor-
gan most re-
cently served as
GSM/Pacific
Rim & Europe
forAGP Produc-
tions Inc.

e DON FURY has joined with TVT
Records to form Building Records.
The new label, a TVT subsidiary, will
focus on developing cutting-edge
bands with whom Fury has tradition-
ally been associated; (212) 685-4300.

National Radio

e ABC RADIO NETWORKS will
broadcast a special, 10-part election-
oriented series, “Your Future! Your Is-
sues!,” between October 14-18. The
:60 vignettes, hosted by Peter Jen-
nings, will examine the upcoming
presidential election and the issues af-
fecting Americans at the polls on No-
vember 5; (214) 448-3342.

e WESTWOOD ONE's guest schedule
for “Celebrity Connection,” 10-minute,
live one-on-one interviews conducted by
affiliate air personalities, includes:
o Authorflilmmaker Michael Moore,
September 16
e Joan Rivers, September 18
e “Saturday Night Live” comedian
Molly Shannon, September 23
e Country singer Ty England,
September 27
o NBC-TV's “Mr. Rhodes” star Tom
Rhodes, September 30
For more information, call (212) 641-
2052.
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GMs

Continued from Page 1

‘Build New Systems’

Charlie Ochs is a good example
of the way Liggins and a growing
number of operators think. When
Ochs took over as GM of Viacom’s
WMZQ-AM & FM/Washington
in 1989, he spent 12 hours a day fo-
cusing on the day-to-day operation
of the Country simulcast.

In 1993, when Viacom bought a
struggling Classic Rock station and
a satellite-fed AM across the Poto-
mac River, Ochs got the additional
responsibilities of running them.
Since then, both stations — NAC
WJZW-FM and Business WBZW-
AM — have undergone complete
overhauls and are now generating
strong revenues.

In late July, Ochs split the
WMZQ combo and, with the help
of WBZW programmer Steve Cha-
conas, has retooled the AM as
WZHEF, a Health & Fitness outlet.
In essence, Ochs now manages four
completely different operations in
two locations for Viacom.

“I wasn’t the guy ‘duopolied’ out.
I started with two stations, and it
was my choice to make it four —
but I should tell you that I have a
great staff who’s able to pick up the
slack.”

Ochs relies on a great manage-
ment team. “The biggest thing I’ ve
leamned is I can’t manage four sta-
tions the way I managed one. You
have to continue to build new sys-
tems. You get good department
heads and trust them; you can’t sec-
ond-guess them. You can certainly
manage them, and you can tell
them how you would do some-
thing, but if it works [their way],
that’s fine.”

His advice to other GMs running
several stations: “Take one step

White _
Continued from*¥Pagd 1

Pyramid Media Partnérs Pres-
ident/CEO Richie Balsbaugh told
R&R, “Sunny was one of the most
creative music guys this business
has ever seen. He had the title of pro-
grammer, but was really a musicol-
ogist. He was able to do magic on
the radio; he just had the format in
his head. Sunny was the best in the

BirTHS

WWDC-FM/Washington
momings Will Pendarvis, wife
Melanie, son Wylie, September 9.

Warner Bros. Records Black
Music National Dir./Publicity Pep-
per Russell, husband Clifford,
son Clifford Nile, August 26.

Warner Bros. Records Dir./
Publicity Rick Gershon, wife
Julie, son Dylan Alexander, Au-
gust 23.

MARRIAGES
Bon Jovi drummer Tico
Torres to Eva Herzigova, Sep-
tember 17.

back and let the department heads
run it.”

Each Wednesday, Ochs holds a
meeting of all department heads
who toss around ideas for all four
stations. It was in one of these meet-
ings that WMZQ PD Mac Daniels
suggested taking the AM into a
Health & Fitness direction. “The
meetings produce a tremendous
amount of shared ideas,” Ochs said.

Teamwork Works

It’s that kind of teamwork that
keeps revenues on the rise. Ben-
jamin Hill, who manages CHR/
Rhythmic WPGC-AM & FM/
Washington, said his stations’ sales
team recently put together a sales
package that “really didn’t fit
WPGC, but it fit WIFK-FM,” In-
finity’s crosstown Talk station that
features Howard Stern, G. Gor-
don Liddy, Don & Mike, and
Doug “Greaseman” Tracht.
“’JFK got the order, and the 'PGC
team took part of the commission.
In the past, we wouldn’t have even
thought of doing that,” Hill said.

Although Ken Stevens manages
WIFK, WLIF-FM/Baltimore, and
WYSP-FM/Philadelphia for In-
finity, the company generally likes
to have each station run by its own
GM. Hill, in addition to his duties
at WPGC, also supervises GMs at
eight Infinity stations in Chicago,
Detroit, Atlanta, and Houston. He
has hired a majority of those GMs
over the past two years.

Stevens remarked, “[Because]
we have to do extraordinary things
in extraordinary times, [I look for]
people who can make things hap-
pen instead of presiding over the
mess.” For starters, he said, that
means getting somebody who’s
smart: “No matter what the indus-
try is, somebody smart will do bet-
ter than someone who isn’t. The

early "80s at what he did. He Rid a

agreat touch, a grear feel, a great
flair, and a great charisma. He def-
initely {made] an indelible mark on
the broadcasting business, in the
time when it was the most exciting
and most creative.”

“Sunny Joe White was the first
person to show me the music busi-
ness from his perspective,” re-
marked Columbia Records VP/
Pop Promotion and former
WXKS-FM (Kiss 108)/Boston
employee Charlie Walk. “He was
the quintessential showman; there
were no rules. He was Boston’s en-
tertainment authority, and he rep-
resented the artists, the music, and
the station, which made Kiss 108
what it is today.”

Former Kiss 108 mixer and cur-
rent WORK Records National Di-
rector/Crossover Promotion
Johnny Coppolatold R&R, “Sun-
ny loved what he did, he loved
music, he loved a lot of people, he
helped a lot of people — including
me — and he believed in every-
thing he did.”

Tom Calococci — the current
WERQ/Baltimore PD who for-
merly produced White’s Kiss 108
show — commented, “I started my
career working for Sunny Joe

YWWW americanradiohistorvy com

management criteria also includes
someone who can create cash flow,
protect the multiples, and increase
sales each year ... and then, of
course, someone who will protect
the license. The operation isn’t
worth much without a license!”

“Cream Rises ...

Other big operations haven’t
bought into the GM consolidation
theory. Evergreen Media Chair-
man Scott Ginsburg figured that
cutting a GM’s slot may be pen-
ny-wise and pound-foolish. He
said nearly all of Evergreen’s prop-
erties are each run by a single man-
ager.

“In this management-intensive
business, it doesn’t make sense to
take the on-site person responsi-
ble for developing cash flow and
diversify by giving that manager
walking papers,” Ginsburg said.
“The way to build radio stations
is with someone with an aggres-
sive sales attitude who understands
building cash flow.”

Ginsburg believes that major-
market experience is among the
leading qualities a GM needs to
possess to make it in his group. But
in the end, most managers and
owners agree that, in the words of
one former GM, “Consolidation
means the poor performers are
gone, the average players will be
weeded out, and the cream will
always rise to the top.”

Infinity’s Hill agrees: “Although
there could be fewer jobs in the fu-
ture, there is an ever-increasing de-
mand for quality people. Every
group I know is looking for great
GMs, great sales managers, great
salespeople, and great air talent. In
the future, the top performers will
be better compensated and will
have greater opportunities than
ever before.”

White. This js'the guy who inspired
me to want to program and really
gave me my passion for radio. It’s
an amazing loss to the industry.”

12-Year Reign

White was bomn in Charlotte and
spent most of his radio career work-
ing in Boston, first at WILD-AM.
His rise to prominence took hold
when he was hired in 1979 by-Bals-
baugh to become PD/morning driv-
er at then Beautiful Music WXKS.
He quickly turned the station into one
of the most respected CHRs in the
country and began the famous annu-
al Kiss 108 concerts. White also hired
many of Boston’s best personalities,
including JJ Wright, Ed McMahon,
Billy Costa, and others who remain
with WXKS today.

For 12 years, White was one of
Boston’s most colorful personali-
ties — until his falling out over a
contract dispute with Balsbaugh in
1991, when White crossed the street
for a short stint at then-WXKS ni-
val WZOU (now WJMN).

When Balsbaugh was asked how
he thought White would like to be
remembered, he said, “Sunny
would probably like to be remem-
bered as the Diana Ross of radio.”

White is survived by his parents
and a brother.

PROS ON

THE LOOSE

Merlin Branham — Morning
show producer WNCI/Columbus
(614) 863-7546

Ken Carr — PD/middays
KUTQ-FM (Q99)/Salt Lake City
(801) 288-2297

Vince Garcia— MD/evenings
KGBY/Sacramento (916) 921-
2224

Duff Lindsey — PD WJHM-
FM/Orlando (407) 767-8652

NATIONAL
RADIO
FORMATS

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

Hot AC — Robin Jones

AMANDA MARSHALL Birmingham
TINA TURNER Missing You

Touch — Monica Logan

BRAXTONS So Many Ways

GROOVE COLLECTION Lift Off

ISLEY BROTHERS Float On

TINA TURNER Something Beautiful Remains

Classic Rock — Chris Miller
PHISH Free

ALTERNATIVE PROGRAMMING
Steve Knoll ® (800) 231-2818

CHR/Rock

ND DOUBT Spiderwebs
R.E.M. E-Bow The Letter

Mainstream AC

BRANOY/TAMIA/XNIGHT/KAHN Missing You
JOHN MELLENCAMP Key West Intermezzo ...

Lite AC

BRANODY/TAMIA/KNIGHT/XAHN Missing You
DONNA LEWIS | Love You Always Forever
LIONEL RICHIE Ordinary Girt

uc

MONICA Ain't Nobody
SHADES Tell Me
GINA THOMPSON The Things That You Do

BROADCAST PROGRAMMING
Walter Powers ® (800) 426-9082

Digital AC — J.J. Cook

OAVE KOZ Don't Look Back
TINA TURNER Missing You

Digital Hot AC — J.J. Cook

BRANDY Missing You
AMANDA MARSHALL Birmingham

Digital CHR — J.J. Cook
PATTI ROTHBERG Inside

Digital Soft AC — Mike Bettelli
ELTON JOHN You Can Make History .

Digital AC Mix — Mike Betteili
ELTON JOHN You Can Make History ..

Modern Rock — Leslie Cohan

CHALK FARM Lie On Lie

GEGGY TAH Whoever You Are

SOUL COUGHING Soundtrack o Mary
WILD COLONIALS This Misery

WESTWOOD ONE NETWORKS
Bob McNeill ® (805) 294-9000
Bright AC — Bill Michaels

HOOTIE & THE BLOWFISH | Go Blind

Adult Rock & Roli — Diana Laird
ZZ TOP What's Up With That
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Production Directors. Engineers. Even newsroom people swear
by the DSE. Which is probably why these stations with one DSE
soon wind up with two. Or even three. Learning is fast. Editing is
easier. Everybody is more productive. Because not only do your
station’s multiple personalities get up to speed faster, they stay up
there. To see it in action yourself call 1-800-622-0022 for a demo.
The DSE 7000. The New Speed Of Sound.

e Only Digital
Editing System Created For
tiple Personalities.

“My advice: if you're gonna buy one, buy “ As quickly as you can conceptualize “ Radio lives by critical deadlines. With
two. Or you'll never keep the peace .” it, the DSE can do it. Or undo it. ” the DSE, time is on my side.”
Johmn Buffaloe...Chief Engineer Bill Schultz... Production Director Barbara Sherry... Production Director
KSON, San Diego WKTU, New York KQQL FM, Minneapolis

“It’s the only digital system in radio that “ You install it, it runs, the production “ [t gives our air talent so much creative
lets you edit by ear. What a concept .” department is happy. Next problem.” freedom, they won't use anything else.”
Ross Wilson... Production Director Dan Mettler...Chief Engineer Byron Swanson...Chief Engineer
K101, San Francisco WNDE/WFBQ, Indianapolis KKRZ, Portland

orban

H A Harman International Company

For a demo in the U.S.call Harris Allied Broadcast Center: 1-800-622- 0022
Or contact Orban: Phone 1- 510+ 351-3500 Fax 1-510-351- 0500

waany amaricanradichistary com


www.americanradiohistory.com

18 * R&R September 13, 1996

MANAGEMENT

Managing Transition After A Merger

hange and rate of change are more dynamic in radio to-
day than ever before. It seems like every day we see one
station buying another, then a mega-group merging with an-

other.

The cost of these mergers and
acquisitions goes far beyond the fi-
nancial aspects of doing “the deal.”
Every day, thousands of lives are
altered by these changes. Unfortu-
nately, most managers don’t have
the experience — neither within
their inner selves, nor with their
staffs (as each member looks to the
boss for advice, sympathy, or just a
shoulder to cry on) — to effective-
ly work through these transitions.

Below, we’ll provide the specif-
ic answers, clear-cut coaching, and
state-of-the-art techniques that
managers need to make their merg-
ers or consolidations work. After
all, the manager needs to learn to
minimize the distress and disrup-
tion caused by this change, and
look at change in a new way — no
longer feeling anxious and hope-
less — but rather looking at the
opportunity presented.

Potential Financial Loss

There’s a real risk that if a merg-
er is mismanaged, productivity can
suffer. For a more specific calcula-
tion of the actual dollar cost to a
broadcast group where people are
losing productive hours because a
merger is being mismanaged, con-
sider the following from Price
Pritchett’s merger model:

Assume a newly acquired group
of radio stations has 300 employ-
ees with an average cost per work-
hour of $17.

During the first 90 days, a con-
servative average of one work-hour
per person is lost each day as a re-
sult of merger-produced problems,
e.g., confusion, gossiping, worry-
ing, waiting for clear-cut directions,
inability to get answers, trying to
figure out new policies, privately
conducting a job search on station
telephones, time, etc.

One hour times 300 employees,
times $17 per hour, results in $5100
per day lost productivity cost to the
station group.

In a week, $25,000 has been
spent in compensation that pro-
duced no constructive benefit for
the station(s).

After just three months — anoth-
er very conservative estimate for
how prolonged merger integration
periods tend to be — there’s been a
$300,000 loss to the company.

Better yet, if the stations are op-
erating at a 30% profit margin, it’ll
take an extra $1 million in sales to
offset this figure — at a time when
overall sales are more likely to be
slipping than gaining.

Step One: :

When Rumors Begin
Expect problems. To do other-
wise is to kid yourself. They will
be out there ... somewhere. Be men-
tally prepared for shockwaves. If
you’re not aware of any problems,
that’s a problem in itself. Get in

touch with your stations and their
people.

Go looking for trouble. Sniff it
out. You need to know what
you're up against. The sooner you
find out about problems, the more
proactive you can be in trying to
solve them.

Reward people who identify
problems and report breakdowns.
Don’t shoot messengers, e.g.,
“What are you talking about?
You're wrong. Theres nothing hap-
pening, and there are no significant
problems.” This sort of response
basically communicates that the
messenger is viewed to be dumb,
imperceptive, or guilty of blowing
things out of proportion. If superi-
ors don’t take the words to heart,
why should subordinates be ex-
pected to keep coming forth?

Here's another example: “You're
being a troublemaker. C’mon, stop
gossiping and let’s get with the pro-
gram.” Too often, managers equate
the reporting of problems with be-
ing resistive. Then people get the
message in a hurry — don’t tell the
truth, tell the boss what he or she
wants to hear.

Fess up to problems. Don’t try
to downplay or manipulate the re-
ality when it comes to issues, ru-
mors, or problems. If the staff tells
you something, take it seriously.
They see things you can’t see. View
them as your eyes and ears to the
outside world. Their viewpoint is
important to them, and should be
to you, too.

Move on growing speculation.
Prevention is best, but nipping
problems in the bud runs a close
second. Show that you’ve got a
spine and move quickly.

Don’t give up on communicat-
ing. The tendency is for managers
to grow more cautious. They be-
come more wary of going out on
any kind of limb to pass along in-
formation. But — at a time such
as this — managers need to com-
municate more, not less!

Give People Information

There are lots of rationalizations

for not communicating. Here are
SOome common ones:

“They don't need to know yet.
We’ll tell them when the time
comes. It’ll only upset them now.”
For every week of upset that you
avoid by hiding the truth, you gain
a month of bitterness and mistrust.
Besides, the grapevine already has
the news, so don’t imagine that
your information is secret.

“They already know. We an-
nounced it.” If you told them, it
didn’t sink in. Threatening infor-
mation is absorbed slowly. Say it
again. And find different ways to
say it.

“We don't know all the details
ourselves, so there’s no point in
saying anything until everything

g
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By Irwin Pollack

has been decided.” In the mean-
time, people can get more fright-
ened and resentful. It’s much bet-
ter to say what you do know, say
that you don’t know more, and tell
what type of schedule exists for
additional information.

Step Two: When The
Announcement Is Made

Be prepared to deal with lots of
emotions when people first get hit
with the news that their group is
being acquired and merged. Here’s
what to do:

Get everything out in the open.
Communicate as complete a set of
facts as possible about the merger
story.

Be realistic and speak the truth.
Prepare people for what’s to come.
Don’t promise “blue sky.”

Don’t be deceived or misled by
people’s initial calm and lack of
emotion. The worst is yet to come.

Be nondefensive. Guard against
fighting back when some of the
reckless anger happens to be
thrown in your direction.

With respect to keeping produc-
tivity at its current level, start es-
tablishing much shorter time
frames for goals and objectives. At
this point, people are highly dis-
tractible. They need more of a near-
term focus.

Step Three:
Immediate Restructuring

Upon a takeover, people are
likely to feel lost and confused.
Here are the steps that need to be
executed:

Try to protect people from fur-
ther changes while they’re trying to
regain their balance. You won’t al-
ways succeed, of course. After all,
a format competitor may enter the
market, or market demand may dic-
tate a change in rates and invento-
ry. But many changes can be head-
ed off or at least delayed.

Next, review policies and proce-
dures to see that they are adequate
to deal with the confusing state of
the current situation. The “rules”
under which you operate were set
up to govern station operations
when things weren’t changing as
much as they are now.

Consider a related question:
What new roles, reporting relation-
ships, or configurations of the sta-
tion’s organizational chart do you
need to develop to get through all
of this? Hierarchy often breaks
down in transition times. In order
to continue operating efficiently,
people may have to be given tem-
porary titles or be made acting man-
agers.

Address these issues as you be-
gin to integrate two different cul-
tures into one family:

* How people address each

other

* How different station members

“play” together

* The way meetings are handled.

* How people talk and act

in public

* Standards of dress

DATELINE

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

» September 10-14 — 20th An-
nual NABOB Fall Broadcast Man-
agement Conference. Sheraton
Washington Hotel, Washington,
DC; (202) 463-8970.

s September 17-19 — Internet
Business Strategies For Radio.
Embassy Suites Hotel, Chicago;
(800) 420-2145 or  http:/
www.igpc.com/radio.htm

* September 19 (through De-
cember 11) — Fall Arbitron.

* Communications patterns in the
new setting
* Where people park, eat, and sit.

Step Four:
During The First Month

Keep searching for a real under-
standing of both companies’ cul-
tures. Organizational blind spots
can wreck mergers, resulting in an
acquisition strategy that’s doomed
for failure from the outset.

Get to know the other company’s
culture — in a hurry. If you do that,
you will understand why they’re
doing — and not doing — certain
things now, and you’ll know what
you are likely to see them doing in
the future.

Determine the most significant
conflict points between the two cul-
tures, i.€., where is culture change
going to be a problem? It helps to
know where trouble is coming.

Think hard about this idea of
changing corporate culture right af-
ter the acquisition. Do you really want
to take on that struggle so soon?

Don’t be frightened or annoyed
by the emotional display. It’s still
very natural — and understandable
in the scheme of things.

Provide opportunities for people
to ventilate. Instead of disallowing
employees’ feelings, let the feelings
spew forth.

Listen to people. Hear them out.
That’s the only way to discern the
insurgents from those people who are
simply suffering and who are being
overwhelmed by their emotions.

Be supportive, nurturing, and af-
firming. A little understanding goes
a long way after just a month.

Go overboard in trying to pro-
vide success experiences for peo-
ple. They need encouragement and
successes under their belts in their
new environment.

Motivate to the maximum extent.
Put up congratulatory posters.
Make successes an event you mar-
ket throughout the hallways.

Keep people involved. As the
tendency is for job commitment to
weaken, more participation can
help counter this. If they are
charged with merger integration
responsibilities, they feel less im-
potent and less like victims.

Be tolerant of mistakes. Spend
more time focusing on getting peo-
ple to make decisions and become
action-oriented.

Most important: Begin account-
ability systems and start requiring
more of employees. Now is the time
to “raise the bar.” Place greater work
challenges before employees.

Spend more time with people
one-on-one. Make this a top prior-
ity with department heads, too.

Maintain more of a managerial
presence — a higher profile within
the station. Visibility is needed. Be
there.

Step Five: When The
Dust Starts To Settle ...

For the first six months, many
managers still play a critical role in
managing the transition and change
that the new merger has generated.
The key guidelines below help en-
sure the stations will begin to thrive
in their new setting:

Expect some fallout and set-
backs, at least with some people.
Respect the fact that some people
take longer than others to adapt.
Don’t assume others work at the
same speed you do.

Understand what’s going on in
employees’ minds: If the best and
brightest co-workers elect to pack
up and move on, should we not fol-
low their lead? If we aren’t sup-
posed to emulate our old heroes,
then who will set the standard and
symbolize how one becomes a true
success in our new station frame-
work? Which station(s) is being fa-
vored? Is any one the stepchild?
Are we viewed unconditionally as
an asset to the organization?

Keep explaining the reasons for
the change. Get into the mathemat-
ical aspects of the merger if appli-
cable.

Level with people about the path-
way to change.

Arrange for participation and in-
volvement.

Give leadership, and provide a
clear sense of direction.

Move rapidly in making chang-
es that are obvious.

Provide appropriate training to
those who are getting additional
responsibilities.

Symbolize the new identity of
the new “family” of stations. Do
everything possible to make newer
additions to the building to feel “at
home.”

A new radio station or group’s
success at acquiring and merging
is measured in numbers, and right-
fully so. It’s dollars and cents. But,
after the papers are signed, it’s ulti-
mately the people who’ll make or
break the deal. If they’re the right
people, and if they’re properly mo-
tivated and coached during this
transition time, they’ll make the
merger work.

“lrwin Pollack is President of his
_own radio sales and management
firm. He consults and presents
“how-10” seminars to radio stations
across the U.S. and Canada, and
can be reached at (412) 952-0602,
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By playing this album, you can make a difference!
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To benefit Pediatric AIDS Foundation

For more information, contact Eric Kayser, Jim Neill, or
Barry Benson at Rhino Radio Promotion at (310) 474-4778.
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Technological Change: Embrace, React, Or Resist?

his is an interesting time for radio sales. Many of our long-
time beliefs are being challenged by a combination of new
business conditions and different sales approaches. How will

we react to these changes?

Ask any group of people how
they feel about the word “‘change” —
most will respond that they love and
welcome it. Ask those same people
to accept real change in their own en-
vironment, and most will fight it to
the death.

There are three basic approaches to
dealing with change. You can embrace
it and plan ahead, you can accept it
and react as it takes place, or you can
fight it and eventually lose.

At first, some changes we face in
our industry appear to be a logical
extension of our traditional business
practices, and we are adjusting. For
example, duopoly surely has changed
the face of radio sales. But ... we do
have a history of selling station com-
binations, traditionally AM and FM.
While the scale of the sale may be
larger now, our past experience pro-
vides a model for selling complemen-
tary audience levels, pricing invento-
ry and audience delivery, and position-
ing marketplaces rather than individ-
ual stations. We're adapting as we go.

Other changes carry us beyond
our past experience, however. They
force us to deal with fundamental
shifts in how we view our role in
selling radio.

Technology Issues

One of our biggest challenges
may lie in how we deal with new
technology.

“Hold on,” you say. “Radio
salespeople don’t sell technology.
We program formats, provide mar-
keting ideas, build awareness, and
store traffic.”

Sales managers like to feel that they
control the sales process. Unfortunate-
ly, we don’t, at least not as much as
we used to. Technology is rapidly as-
cending as a driving force behind the
sales engine (See story, upper right.).

At first, we may not wish to define
our role in technological terms. In

terms of sales impact, though, some
current or impending technological
changes will deeply affect the way we
deal with our clients and customers.

The question for our industry will
be this: Do we anticipate these
changes and adjust our thinking in
advance, or will we be thrown into
a reactive mode, forced to deal on-
the-fly with changes so fundamen-
tal that they’ll affect the very core
of our business practices?

Test Yourself

Here’s an example. We always
stress the value of personal contact in
sales success. Does that still hold true?
With more communications options
than ever before, do we need to rede-
fine what we mean by “personal con-
tact”? Look at the following situation
and see how you’d react.

When presented with new tech-
nology that aids in communication,
a sales manager answered, “We will
not use that for our sales efforts! We
depend on personal contact to make
the sale!”

Question: This manager was

responding to the introduction of:

A) Regular mail service from
the post office

B) The telephone

C) The fax machine

D) Voice mail

E) E-mail

F) Common information shared

through PC networks.

Answer: All of the above.

Most people initially reject any
business practice that contradicts their
traditional business model. After time,
when the technology becomes inte-
grated into daily life, some of these
same people cannot imagine doing
business any other way. They incor-
porate the new system into their mod-
el, using it to their advantage. They
adjust how they deal with clients and

By Gerry Boehme

improve, rather than lose, their busi-
ness advantage.

Others just resist, and go out of
business.

Just about everyone would admit
that the mail system, telephone, and
faxing have improved personal com-
munication. Many — but not all —
would feel the same way about voice
mail. E-mail might generate more
mixed reviews. Right now, most sales-
people would resist choice E Will they
feel that way two years from now, or
even next year? Will a competitor try
to replace them in the meantime?

Accessibility Vs. Quality

Let’s look at another effect of tech-
nology. In the old business model, the
quality and depth of our information
allowed us to become the sustaining
resource to our clients. Today, tech-
nology has linked a new concept (ac-
cess) to the traditional one (quality).
While your information may well be
better than someone else’s, your com-
petitor’s delivery system may make
it more accessible, and therefore more
valuable, to your customer.

Are we ready to give our custom-
ers direct access to information we tra-
ditionally kept internally? Are we
worried about our loss of control? If
technology takes that control from us,
do we resist, react, or embrace?

Some stations already use the
new technology — such as the In-
ternet — to open lines of commu-
nication with their listeners and ad-
vertisers. Others don’t ... yet.

Everything’s Connected

Here’s one more aspect of technol-
ogy’s impact. Systerns that help solve
problems in one area can affect oth-
ers in ways we may not anticipate.
Today’s environment links areas that
we assume to be separate. Here'’s a
case in point:

Radio ad posting has been a hot
topic for the past two years. Posting
compares the audience ratings deliv-
ered by a schedule to the ratings used
during the negotiation. Most radio sta-
tions and group owners believe that

these three areas.

lished.

Who's In Charge?

he sales process depends on three basic components:
information, accessibility, and positioning. More and
more, successful salespeople depend on the combination
of information and the delivery system to get a competitive
advantage. It's getting harder to draw lines that separate

In the traditional business model, sales drove the engine. Salespeople
would develop a product. They would then get “information” people to devel-
op contentto support their sales effort. They would then recruit “tech” people
to deliver the information in a useable form.

Today, technology often drives the engine, with information content serv-
ing as the way to differentiate between competitors. In some cases, the sales
application arises only after the technology and content is already estab-

The Intemet serves as a case in point. Many companies —
radio stations — established web sites on the Intemet simply because they
felt it was “hot” and they wanted to get on board. Only after the site was live
did managers discuss the site's content, and only now are the same manag-
ers investigating whether the sites can make money. A technological change
(the net) created a need for content. it's now leading to sales applications.

For sales managers used to the traditional model, the perceived loss of
control may lead to some bad business decisions. Future revenue opportu-
nities could be ignored in a desire to protect past practices.

Competitors will see opportunity in new technology. We should, too.

including

audience surveys aren’t accurate
enough to allow posting in radio.
While some agencies have attempted
to push the posting issue, most have
no set policy at this point.

Meanwhile, the industry is moving
on another front toward Electronic
Datu Interchange (EDI) to reduce
paperwork and eliminate errors, mak-
ing radio easier to buy. Everyone
seems to agree that allowing agencies,
reps, and stations to electronically
send and receive information makes
sense.

How are the issues related? Many
agencies do not post radio because the
process is just too difficult. Buys have:
to be revisited, schedules re-input,
delivery re-analyzed, and packages
renegotiated. EDI can potentially
make this process seamless, with af-
fidavits fed electronically into a sys-
tem that automatically compares the
original buy’s ratings to the subse-
quent delivery.

Stations regard posting as a philo-
sophical issue. Many agencies regard
posting as a technical issue. As we
continue to pursue EDI, we may

“solve” the technical posting issue.
When that happens, will some agen-
cies want to revisit posting?

Technology is changing the sales
process. Sales managers will have
to devote more time to understand-
ing the ramifications and adjusting
procedures when necessary. While
we won'’t have to become “techies,”
we will have to consider the possi-
ble applications of new systems,
match them against our business
practices, and decide what impact
they’ll have. We’ll have to antici-
pate new trends and develop poli-
cies before they occur.

Most of all, we’ll have to face up
to change and decide: resist, adapt, or
embrace?

Gerry Boehme is Sr. VP/Di-
rector of Radio Information
Serives, Katz Radio Group. He
can be reached via phone at
(212) 424-6784 and via e-mail at
gerry _boehme@katz-
media.com
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We let Rick Dees use one
and now he won't give it back!

“Nope. No way. Forget it.
This Instant Replay is mine.”

Hey, we understand. After all, Instant Replay
puts 1,000 of his favorite noises right in front of him
— ready for instant playback. No other audio p ayer
makes it so easy to be spontaneous and creative.
It's fast, it's easy and it's fun.
Check it out. One Instant Replay can store
up to 16 hours of stereo sound. That's 16 hours
of sound effects, spots, promos, even entire
. songs — anything — and you can play any
B2 Of them back instantly just by pressing orie of
& 50 Hot-Keys! There's no need for a comp uter
and no need for fraining. It's self-contained
and it works right out of the box — just
push the buttons and go!

‘ . To prove
Fry Instant Beplay Free!

£all 818-991-0360 how Insrant

Replay car make
your station better, you can Test Drive
one with no obligation! Call us now for

free overnight delivery of your Test Drive
unit. And like Rick Dees, once ycu get
your hands on Instant Replay you
won't want to give it back either.

1 SRR - =, i TANT 8 Transfer one cut or one Print hard coy lists of all Store up to 16 hours
! e T SR R R eSS W W e thousa;d betweenhm(;]chinesd stozed cuts so you always oc); CD-quality digital
T : y 3 using the D-NET high-spee now what's where! audio on Instant Replay's
L T S VY PV T WY | IO, P w1 oy digital audio network. internal hard disk.
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PROFESSIONAL DIGITAL AUDIO

5321 Sterling Center Drive ® Westlake Village, CA 91361

(818) 991-0360 * fax (818) 991-1360 ® http/Awww.360systems.com

If you're a call-letter station, you can try Instant Replay for 10 days with no obligation. If you decide to buy Instant Replay, we'll make
arrangements through one of our authorized dealers. Offer good in the continental US only. Offer expires December 31. 1996.
*Suggested retail prices: $2995 for 4 hours of storage; $3495 for 8 hours of storage and $3995 for 16 hours of storage.

360 Systems Instant Replay is a registered trademark of 360 Systems. ©1996 360 Systems.
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Five More Problems With Direct Mail

his provides an addendum to the interesting and useful

article (R&R 4/5) citing the “10 Most Common Prob-
lems With Direct Mail.” Perhaps the article should have been
titled *“The /5 Most Common Problems With Direct Mail,”
since I thought of five additional problems worth noting.

1) Failing to utilize a response
mechanism. When doing direct
mail you have a rare opportunity to
offer something to your recipients.
But the real value isn’t in the offer
itself — it’s in the recipients’ re-
sponses, which allow you to mea-
sure the effectiveness of your cam-
paign and to establish a valuable,
proprietary database for future, more
targeted mailings. (By the way, don’t
forget to ensure your offer is rele-
vant to your audience. Offering
Henry Mancini CDs to teens prob-
ably won’t jack up their response
rate much')

2) Failing to test your list, cre-
ative execution, or offer. One un-
derappreciated attribute of mail is
the opportunity to split your mail
drop. By sending one creative piece
to half your llist, and a different one
to the other, you can look at your
response rates to determine which

piece is more effective. You can like-
wise test two lists against each oth-
er (e.g., male car-owners vs. persons
buying 10+ CDs a year) and learn
which list works best. You can even
test the offer itself to see which pulls
the best response.

3) Failing to understand ingo-
ing objectives. Nothing is a greater
waste of money than throwing dol-
lars into a direct mail campaign
without first understanding what
you’re trying to accomplish and
why. That allows you to establish
up-front success benchmarks, which
help you determine whether it’s
cost-effective to repeat the effort the
next time.

4) Failing to selectively target.
Unlike newspapers or television,
direct mail allows you to pinpoint
your prospect base as selectively as
you choose. Carefully understand-
ing exactly who you want to reach

By Paul Gundlach

and then eliminating all others from
your list can greatly multiply your
campaign’s efficiencies.

5) Failing to leverage postal in-
formation. 1t’s always worth at least
a phone call to your local post of-
fice to see what’s available to you.
For example, depending on your
mailing size and configurations, you
could be eligible for postage dis-
counts. Zip+4 data is available for
any address in America. If you’re
doing a small, first-class mailing,
you could get your address lists
“cleaned” at no charge. You’ll nev-
er know if you don’t ask.

Obviously, these considerations
will be affected by your particular
promotional budget and may not
apply to each situation. But they’re
worth thinking about in every case,
so that deciding against doing some-
thing is a purposeful decision and
not an accidentally missed opportu-
nity.

Paul Gundlachis Vice Pres-
ident/Account Director at

New On The 'Net

he following stations’ World Wide Web pages were recently added to
the Passport section of R&R's web site (www.rronline.com). Note:
All addresses begin with http/.

KTLS-FM/Ada, OK (AC) www.chickasaw.com/~ktIs933
KQID-FM/Alexandria, LA (CHR www.linknet.net/q93
WQCB-FM/Bangor, ME (Country) www.telplus.net/q1065
KRVE-FM/Baton Rouge (AC) www.intersurf.comvriver
WBLK-FM/Buffalo (Urban) www.wblk.com

KSUB-AM/Cedar City, UT (Full Service)

www.cc.sisna.com/ksub
WEND-FM/Charlotte (Ad. Alt) www.1065.com
WCRF-FM/Cieveland (Religious)  www.moody.edu:80/MBN/WCRF
KFMZ-FM/Columbia-Jefferson City, MO (Rock)

www.kfmz.com

WWCU-FW Cullowhee, NC (CHR) www.caro.net/‘wwcu

KLTY-FM/Dallas (Religious) www.kdty.com
WXEG-FM/Dayton (Alt) www.arsdayton.com
WJER-AM & FM/Dover, OH (AC)  users1.ee.netwjer/wjermain:htm
WKMO-FMWElizabethtown, KY (Ctry)

www.infi.net/~wkmo 1063

KOZT-FM/Ft. Bragg, CA (Cl. Rock) www.kozt.com
WJQ-FM/Grand Rapids (Religious) www.wjg.com

WNNK-FMHarrisburg (CHR)
www.iloveradio.comMwink104
WFSJ-FM/Jacksonville (NAC) www.wfsj.com
KCMO-AM/Kansas City (Talk) www.kcmoam.com
KMBZ-AM/Kansas City (News) www.kmbz.com
KPRS-FM/Kansas City (Urban) www.kprs.com
KPRT-AM/Kansas City (Gospel)  www.kprt.com
WNBX-FM/Lebanon-Hanover, NH (Ad. Alt)
www.riverfm.com

Young & Rubicam’s New York
office.

October Promotional Opportunities

Month-Long
Opportunities

* Auto Battery Safety Month

 Children With CancerAwareness
Month

* Computer Learning Month

¢ Cookbook Month

» Cooking, Crafts & Home Books
Month

* Co-op Awareness Month

¢ Crime Prevention Month

¢ Fire Prevention Month

¢ Healthier Babies Month

* National Adopt-A-Dog Month

¢ National AIDS Awareness Month

* National Car Care Month

¢ National Clock Month

* National Dental Hygiene Month

* National Dessert Month

¢ National Dollhouse & Miniatures
Month

* National Kitchen & Bath Month

¢ National Pasta Month

* National Pizza Month

* National Popcorn Month

¢ National Rollerskating Month

¢ National Seafood Month

!

Special Weeks & Days

October 1 — Federal fiscal year
begins
Walt Disney World opened
(1971)

October 2 — Eyebrow Day
Name Your Car Day

October 3 — “Andy Griffith
Show" first broadcast (1960)
Captain Kangaroo's Birthday

October 6-12 — Get Organized
Week
Firefighters Week
Home-Based Business Week

October 7 — National
Flower Day

October 8 — Dow Jones
Industrial Average first reported
(1896)

October 9 — Mail-Order
Business Day

October 10 — National
Dessert Day

October 11 — Kiss Your Car Day
World’s largest pizza baked
(1987)

October 12 — American's
Sexy Wives Day

October 13 — White House
Birthday (1792)

October 13-19 — National Pet
Peeve Week
National School Lunch Week

October 15 — National Grouch
Day

October 16 — National Boss Day

October 19 — Evaluate Your

Life Day
October 20-27 — National
Pharmacy Week

National Shampoo Week
National Magic Week
October 23 — Stay Up Late Day
October 27 — Mother-In-Law Day
October 28-November 4 —
National Pomography
Awareness Week
National Population
Awareness Week
October 29 — First college
fraternity founded (1833)
October 30 — Bodybuilder's Day

WRCN-FM/Long Island (Rock)
WGMT-FM/Lyndonville, VT (AC)
WHQT-FM/Miami (Urban AC)

www.wrcn.com
www.kingcon.com/wgmt.himi
www.hot105fm.com

WHYI-FMMiami-Ft. Lauderdale (CHR) www.whyi.com

WKKV-FM/Milwaukee (Urban)
WLZR-FM/Milwaukee (Rock)

www.v100.com
www.lazer103.com

WYAV-FM/Myrtle Beach, SC (Cl. Rock)
www.carolinacommerce.com/wave104

WGUF-FM/Naples, FL (NAC)
WCLT-FM/Newark, OH (Ctry)

www.bestof.net/naplesjazz
www.wclt.com

WNLC-AM/New London, CT (Nostalgia)

wnic.com
WTYD-FM/New London, CT (AC)
WJCD-FM/Norfolk (NAC)
WCTY-FM/Norwich, CT (Ctry)

www.wiyd.com
www.wjcd.com
www.wcty.com

WICH-AM/Norwich, CT (Full Service/Talk)

www.wich.com
WBGE-FM/Peoria, IL (Urban)

www.mtco.com/~mdoc/wbge.htm

KKFR-FM/Phoenix (CHR/Rhy)

www.power92.com

KCSJ-AM/Pueblo-Colorado Springs (News/Talk)

www.puebloradio.com

KGHF-AM/Pueblo-Colorado Springs (Nostalgia)

www.puebloradio.com

KYZX-FM/Pueblo-Colorado Springs (Country)

www.puebloradio.com

KUUL-FM/Quad Cities, IA-IL (Oldies)

www._qconline.com/kuul/
WBEE-FM/Rochester, NY (Ctry)
KSEG-FM/Sacramento (Cl. Rock)
KBAY-FM/San Jose (AC)

www.wbee.com
www.eagle969.com
www.kbay.com

October 31 — Halloween

For national sponsor addreses
and phone numbers for any nation-
al month, week, or day, contact
Irwin Pollack at (412) 952-0602.

CHOZ-FM/St. John's, Newfoundland, Canada (Rock)
www.ozfm.newcomm.net

To link your station to R&R’s web site, e-mail Jeff Axelrod at
jaxelrod@rronline.com.

A.I.R. AWARDS

March of Dimes Birth Defects Foundation

Acliievement In Radio

A Broadcast Competition Celcbrating

Excellence in Radio to Benefit the

Atlanta: (404) 380-9800, Boston: (617) 762-4747, Chicago: (312} 435-4007, Miami: (954) 485-4718, Pittsburgh: (412) 391-3193

To A.L.R. Is Human...
buft
...To WIN Is Divine!

Kansas City: (816) 561-0175, Philadelphia: (610) 341-6050, St. Louis: (314) 961-1164, Washington, DC: (703) 824-0111
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CURRENT Hot new music-related ' === =

SHOW PREP

e« BULLETPROOF (MCA)

Singles: Champagne/Salt-N-Pepa
Where I'm From/Passion

Other Featured Artists: Nonchalant, Delinquent Habits

¢ TIN CUP (Epic Soundtrax)

Featured Artists: Chris Isaak, Patty Loveless, Shawn Colvin
e THE CROW: CITY OF ANGELS (Hollywood)

Singles: Jurassitol/Filter

I'm Your Boogie Man/White Zombie (Hollywood/Geffen)
Other Featured Artists: Bush, Hole, PJ Harvey

* SHE’S THE ONE (Warner Bros.)

Single: Walls/Tom Petty & The Heartbreakers

* PHENOMENON (Reprise)

Singles: Change The World/Eric Clapton

Crazy Love/Aaron Neville

Other Featured Artists: Jewel, Peter Gabriel
* ESCAPE FROM L.A. (Lava/Atlantic)

Single: Blame/Gravity Kills (Lava/Atiantic/TVT)

Other Featured Artists: Stabbing Westward, Butthole Surfers, CIV
* THE HUNCHBACK OF NOTRE DAME (Walt Disney)

Single: God Help The Outcasts/Bette Midler

* KINGPIN (A&M)

Single: But Anyway/Blues Traveler

Other Featured Artists: Goldfinger, Freedy Johnston

¢ EDDIE (Island/Hollywood)
Single: Tell Me/Dru Hill

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

* THE CABLE GUY (Work)

Single: Standing Outside .../Primitive Radio Gods (Ergo/Columbia)
Other Featured Artists: Cypress Hill, Porno For Pyros, Silverchair

COMING

e THE FIRST WIVES’ CLUB

Single: Over And Over/Puff Johnson (Work)

* SETIT OFF

Singles: Missing You/Brandy/Tamia/Knight/Khan (EastWest/EEG)
Days Of Our Livez/Bone Thugs-N-Harmony (EastWes/EEG)
e HIGH SCHOOL HIGH (Big Beat/Atlantic)
Single: | Got Somebody Else/Changing Faces
Other Featured Artists: Braxtons, D’Angelo, De La Soul

World Wide Web sites, cool
cyberchats, and other points
of interest along the informa-
tion superhighway.

'Net Chats

Soul Coughing, Monday (9/
16) at 9:30pm ET/6:30pm PT,
America Online (keyword:
WARNER).

Deborah Gibson, Tuesday
(9/17) at 9pm ET/6pm PT,
Prodigy (jump: CHAT).

Cheap Trick, Wednesday (9/
18) at 11pm ET/8pm PT, Amer-
ica Online (keyword: LIVE).

Songwriter Jimmy Webb,
Thursday (9/19) at 10pm ET/
7pm PT, Prodigy (jump: CHAT).

Pianist George Winston,
Thursday at 10pm ET/7pm PT,
America Online (keyword:
LIVE).

On The Web

Check out a 38 Special show
late Monday night at http:/
www.LiveConcerts.com —
start time is 1:30am ET/
10:30pm PT.

Catch Primitive Radio
Gods live in concert Tuesday
at http//www.lalive.com;, con-
sult the site for more details.

“Weird Al” Yankovic talks
with fans on the Ticketmas-
ter Online site (http://
www.ticketmaster.com)
Thursday at 6pm ET/3pm PT.

The Warner Bros. Records
web site (htip/www.wbr.com)
has added RealAudio fea-
tures, including a multimedia
“jukebox” featuring new songs
in their entirety.

MUSIC DATEBOOK

MONDAY, SEPTEMBER 23

1991/Guns N’ Roses guitarist lzzy
Stradlin leaves the group. He's
replaced by Kill For Thrills gui-
tarist Gilby Clarke.

Born: Ray Charles 1930, Julio Iglesias
1943, Bruce Springsteen 1949,
Mike Felumlee (Smoking
Popes) 1974

TUESDAY, SEPTEMBER 24

1957/Alan Freed's semi-autobiograph-
ical movie, “Mr. Rock And Roll,”
featuring cameos by Ghuck Ber-
ry, Little Richard, Clyde Mc-
Phatter, and several others, pre-
mieres in New York.

1977/The first Elvis Presley conven-
tion is held in Memphis.

1988/James Brown is arrested in Geor-
gia after leading police on an
houriong, two-state car chase.

Born: Linda McGartney 1941

WEDNESDAY, SEPTEMBER 25

1954/Elvis Presley makes his first —
and last — appearance at the
Grand Ole Opry. A talent coordi-
nator telis him to go back to
truck driving.

1965/The Beatles’ cartoon series pre-
mieres on ABC-TV.

1975/Jackie Wilson suffers a stroke

while performing in New Jersey. |
l Born: Randy Bachman 1943, Meat

1980/Led Zeppelin drummer John
Bonham, 32, dies.

1995/Hole’s Courtney Love pleads
guilty to punching Bikini Kill
frontwoman Kathleen Hannah
and is sentenced to enroll in an
anger management course.

Born: Will Smith (aka Fresh Prince)
1968

THURSDAY, SEPTEMBER 26

1947/Blues legend Bessie Smith dies.

1969/The Beatles release the “Abbey
Road” album.

1976/Marvin Gaye plays London’s Roy-
al Albert Hali. The show is record-
ed and later released as “Live! At
The London Palladium.”

Born: Bryan Ferry 1945, Olivia New-
ton-John 1948

FRIDAY, SEPTEMBER 27

1964/The Beach Boys make their first
appearance on “The Ed Sullivan
Show.”

1986/Metallica bassist Cliff Burton is
killed when the band’s tour bus
overturns near Stockhoim,
Sweden.

1990/Marvin Gaye is posthumously
awarded a star on the Hollywood
Walk Of Fame.

1994/Cheryl “Salt” James of Salt-N-
Pepa makes her TV acting de-
but playing an angry girlfriend
on “The John Larroquette
Show.”

Loaf 1947, Shaun Cassidy 1958

e A O Lo o Nra diobicton . com

SATURDAY, SEPTEMBER 28
T ey

Phil Spector — to know him is to love him.

1958/Producer Phil Spector’s first hit—
the Teddy Bears’ “To Know Him
Is To Love Him"” — is released.
1989/Jimmy Buffett's book of short
stories, “Tales From Margari-
taville,” is published.
1991/Pioneering jazz trumpeter Miles
Davis, 65, dies of natural causes.
Born: Ben E. King 1938

SUNDAY, SEPTEMBER 29

| 1975/Jackie Wilson slips into a coma

from which he never recovers.

1976/Aiming at a bottie, Jerry Lee
Lewis accidentally shoots his
bass player.

1989/Glenn Frey joins Don Henley
onstage in L.A., marking the first
time the two ex-Eagles per-
formed together since the
group’s breakup in 1981. The full
group reunites four years later.

Born: Jerry Lee Lewis 1935, Les Clay-
pool (Primus) 1963

— Paul Colbert

Stars Get Dressed For $ucce$$!

anessa Williams and Brandy

make People's iatest 10 best-
dressed list; Joan Osborne and
Cher crack the 'zine's 10 worst-
dressed lineup.

And while Carlene Carter,
Pam Tillis, and Lorrie Morgan
share the spotlight in a People
friends 'n’ fashion feature, the 'zine
flags Paula Abdul and Gloria Este-
fan for wearing the same dresses as
supermodels Cheryl Tiegs and Hel-
ena Christensen, respectively.

And ... Michael Jackson spent
$35,000 on a Versace-designed
jacket with tubes in the lining to
blow cold air against his skin while
he’s dancing onstage (Globe).

Meanwhile, Mariah Carey, 26,
wants to get hubby/Sony Music
honcho Thomas Mottola, 47, to
dress younger and hipper. She
couldn’t coax him into going shop-
ping with her, so she went to an up-
scale New York store, picked out
enough clothes to fill a walk-in clos-
et, and had a salesman who wears
Mottola's size model them for her.
She wound up buying everything
(Stan

Finally, there’s Celine Dion, who
complained about not having enough
space to place her massive collec-
tion of clothes and shoes (400 or 500
pairs, by her own estimate), so her
manager/hubby had a $150,000
closet built to store it all (Star).

Shake Your
Moneymaker

Eleven recording artists made
the Forbes 40 highest-paid enter-
tainers 1995-96 list. The Beatles
ranked highest, holding onto last
year’s third-place debut with earn-
ings of $130 million.

Michael Jackson placed fourth
with $90 million, trailed by the Roli-
ing Stones (No. 5, $77 million), the
Eagles (No. 6, $75 million), Garth
Brooks (No. 13, $51 million), and
Andrew Lloyd Webber (No. 14,
$50 million).

While Brooks notched the high-
est debut, other first-timers on the
list were R.E.M. (No. 20, $44 mil-
lion), Luciano Pavarotti (No. 28,
$36 million), Kiss (No. 29, $35 mil-
lion), Mariah Carey (No. 33, $32
million), and Metallica (No. 38, $28
million). By the way, Pink Floyd,
Barbra Streisand, the Gratefut
Dead, Elton John, Billy Joel,
Boyz Il Men, Aerosmith, Jimmy
Buffett, and Bon Jovi — all of
whom made last year's list — failed
to chart this time around, mostly
because they didn’t tour.

Incidentally, Jermaine Jack-
son asked brother Michael for
$10 million to buy the American
Independent Network so he can
turn it into a showcase for the
Jackson family, but Michael re-
fused (National Enquirer),

“The signing goes beyord mon-
ey or even prestige. R.E.M. now
represents the greatest rock 'n’ rolf
fantasy there is. That says a iot
about the label, and it has to be
appealing to other bands” — Warmn-
er Bros. Records President
Steven Baker on re-signing the
band for $80 miflion (Entertainment
Weekly).

The Beat Goes On

“That I'm a womanizer. That |
cheat on my wife. And that I'm a
troublemaker — Bobby Brown
recounts the public's misconcep-
tions about him (People)

Meanwhile, the Star devotes a
page-long story — complete with
photos — of Bobby Brown and wife
Whitney Houston acting lovey-
dovey at a birthday party for Hous-
ton's pal, Perri “Pebbles” Reid.

Do Or Diet

The National Enquirerciams a
bizarre eating superstition and a
broken heart h