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BRUCE BIRD

INDUSTRY VETERAN AND FAVORITE SON
DIES SUNDAY NOVEMBER 1

The music industry was shocked and saddened last weekend by the sudden and untimely
passing of Camel Management founder Bruce Bird, an industry veteran and favorite son for the
past quarter century. Shortly after midnight October 31, Bruce suffered a debilitating cerebral
hemorrhage at his home in Calabasas, California. Throughout the next 26 hours, the hallways outside
the hospital’s intensive care unit were filled with friends and family members who came together, in
loving support of this extraordinary man. Despite their united prayers, Bruce Bird never regained
consciousness, and finally succumbed at 3:40am on Sunday, November 1. He was 44 years old.

Bruce began his career in the music industry in 1966 at Liberty Records Distributing Company of
Ohio, as sales and promotion manager for the midwest region. In 1971, he was named regional
promotion director for Liberty/United Artists Records, before moving to Buddah Records in 1974 as
VP of Promotion. At Buddah, Bruce was instrumental in the careers of artists like Curtis Mayfield,
Gladys Knight, Charlie Daniels and The Isley Brothers. Next, Bruce formed his own promotion and
marketing firm. In 1976, Bruce joined his longtime friend and business associate, Neil Bogart, at
Casablanca Records, where he took on the VP of Promotion duties. A short while later, Bruce was
promoted to President of the label, where he helped boost the careers of Donna Summer, Kiss,
and The Village People, among others.

In 1982, in conjunction with MCA, Bruce created Camel Records, where he launched the hugely
successful multi-platinum band Night Ranger. Shortly thereafter, he founded Camel Management,
where in quick order he developed a prestigious list of clientele, including Damn Yankees,
Vince Neil, Sass Jordan, Slapbak, Kurt Howell, Cameo and Tattoo Rodeo. Jack Blades, who worked
with Bruce first in Night Ranger and then in Damn Yankees, recalls with fondness his relationship,
and his unyielding respect for Bruce, "l talked to Bruce three times a day for the past ten years...
nobody could move mountains like Bruce Bird.”

Bruce was also a member of the Board Of Directors of The Album Network, The Urban Network
and The Network Forty. Album Network’s Steve Smith comments, “Bruce Bird’s extended family
of coworkers and pals at the office are devastated by his loss. At times like these, it's comforting
to have lots of friends and family nearby. And Bruce Bird has more friends than any other man
I've ever known. That's the legacy we’ll remember when we think of Bruce, again and again, in the
years to come.”

Because Bruce was also instrumental in the establishment and continued fund-raising efforts
of the T.J. Martell/Neil Bogart Foundation Memorial Labs, the family asks that donations, made
in Bruce’s memory, be sent there: 6 West 57th Street, New York NY 10019, Attn: Muriel Max
(212) 245-1818 or 2100 Colorado Avenue, Santa Monica CA 90404, Attn: David Bubis (310) 449-2200.

With his passing, Bruce leaves his wife of fifteen years, Nancy, daughters Caryn, Kim and Cass,
son Todd, brothers Eli and Gary, sister Judy, and his mother, Anne.




With Loving Hearts
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CAUGHT
1IN THE
CROSSFIRE
What happens
when you’'re
called into the
General Manag-
er’s office and
informed you’ll
be changing the
station’s format within minutes? The Net-
work Forty has the information you’ll need
to know if you're ever “Caught In The
Crossfire!”
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FORTY"®

CONFERENCE CALL

Young adults turned out to vote in record
numbers this year thanks in large part to the
Rock The Vote campaign. This week’s Con-
ference Call reports on how Top 40 radio
made a substantial impact.
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WHETHER IT'S A FORMAT CHANGE OR SIMPLY
THE AGE-OLD FORMAT “ADJUSTMENT,”
RADIO PEOPLE IN ALL POSITIONS

WORRY ABOUT JOB SECURITY.
WlLL YOU GET{ CAUGHT IN THE CROSSFIRE’
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It would be interesting to explore the meny varied and complicated reasons why a station changes formats, There is
rea“y only one reason, and-it's painfully quite simple. As Michael Corleone learned in The Godfather, “if s busi-
ness.” Even-when a stofion is seemingly successful with great ratings and heritage in the marketplace, inevitably
there are always more ad collars out there that management is interested in aftracting - so help us, Bill Richards
[Or ot least management thinks the-e's more money out there.). These doliars make the pricey investment of g for-
mat change worthwhile.

The ‘835 sawTop 40 ot its mass-appeal finest. The decade also saw the rise of niche programming and cudi-
ence delivery, especially in the batile between specifically targeted cable channels vs. the mass-appeal broadcast
networks. Even MTV is now too bread for some advertisers, and it, too, will be spliffing into several narrowcasted
channels in the very near future.

Many stations owners believe that a new format would bring in more money, yet they don't have the cash to
research the idea before doing it. Country, which is arguably the hottest format today, is enjoying an inlfux of con-
verts. The Radio Business Report recently noted that in one month alone - from August to September of this year -
the number of Country stations increased by 12, increasing ifs nationwide fotal to 2,645 Did these station owners
base their format change on trade hype or on solid financial grounds?




When Gordon Hastings, president of Kafz Radio
Group, is quoted in Advertising Age as saying, “we
see Country music continuing to grow,” radio GMs
across the country think long and hard about jumping
on the bandwagon. After all, Hastings, the head of a
leading rep firm, is basically endorsing the Country
format and, in all likelihood, will be throwing more ad
dollars its way. A Katz Radio group analysis of
Arbitren data stated that Country has gone from an
11.4 average market share in 1988 to a 16.1 in
1992. That info alone will be enough to convince some
stafion owners to start fitting themselves for spurs and
chaps and name their firstborn, “Garth.”

Radio has forever successfully positioned itself

against the print media and TV as the original niche
medium. At the same time, radio went after broad
demos. and mass-appeal ratings - never mind that it
didn't jive with the “niche pitch” it was offering adver-
tisers. This, along with the sluggish economy, has
forced radio managers to take a hard look at finding
new sources of revenue in an already tight market-
place. Finding that money involves programming
directly to advertisers' needs {read: reaching listeners
of a specific, usually older, demo) and stealing ad dol-
lars from other stations.

Some format changes are drastic, such as the
Oldies-to-Country Hip in Dallas, KODZ-FM to “Sunny
95" on October 13th. Same format changes are really
just format shifts, as was the case with
Columbia/Jefferson City’s Y107-FM on October 5th.
Others are waiting fo see which kind of change is upon
them, as is the situation at KQPT, “The Point” in
Sacramento.

Programmers who have been displaced by format
changes believe that if the ratings are solid and the sta-
tion is advertiser-friendly, then only something extreme-
ly convincing should warrant a change {ie: heavy-duty
research or whatever...). Some wonder why a GM
wouldn't want the current PD to see the station through
the change and stay on fo direct the new format. After
all, top programmers usually understand the art of
diary-keeper manipulation and unaided recall. And it
they don’t have a background in music, an MD who's
an expert at the new formot can alwoys be found.

But what if the station’s performing below por? Is it
automatically the formot's fault? There is a generol con-
sensus among programmers that it just might be a sales

The Network Forty

force problem. Poorly trained AEs may not be effective-
ly selling what they've got, and they may not be selling
the inventory to the best of the rating’s worth. How
many PDs, after years of being credited for delivering
market-leading 18-34 numbers, are suddenly hearing,
“if we could just deliver stronger 35-54s, we could
make goal this quarter.”

Unfortunately, the programmers’ consensus also
finds that, while the sales staff may be a significant port
of the problem, it's also hard for management to admit
that they don’t have it completely together on their
“sales” end. It may seem like it would be easier to skew
a stafion’s programming differently or undertake a ful
format change, than to bring in sales training experts
fo help the AEs get the most out of the current format
they're selling.

No one working at a radio stafion these days can
be assured thiat they won't be caught in the crossfire of
a format change. When there's a complete change,
such as Dallas” KODZ going Country, the station
adopts a new name, a new air staff, and in that case,
a new sister station...KYNG-FM “Young Country.”
Alliance Broadcasting management has stated that the
sales combination of a younger-skewing Country sta-
fion and an older-skewing Country station make for
{...and these are the new buzzwords for the ‘90s) one-
stop shopping for advertisers wishing fo capitalize on
the Dallas Country radio audience. It was a simple
business decision.

The trades are currently full of satellite-delivered
formats that advertise themselves as “the perfect com-
plement on the AM for your FM station.” Or, “the per-
fect complement for your duopoly.” The aforemen-
fioned Alliance Broadcasting deal in Dallas was such a
“complement.” An owner of an FM Rock station envi-
sions the possibilities of having a Z-Rock on the AM ~
then selling both to the advertising community as the
only place to completely reach 12-54 men in the mar-
ketplace.

The bottom line: When a station goes satellite, the
entire staff almost always gets caught in the crossfire
and will inevitably be “complimented” on their
airchecks and resumes.

Then there are fimes when the PD is left out in the
cold regarding a format change...and directly caught
in the crossfire. One big-name, Top-10 market PD,
who asked not to be identified, recently became a
case-in-point. His station was profitable, but he notes
that a consultant, who was hungry fo enter the market,
made a pitch to management behind his back.

You can guess what happened next: The consul-
fant's presentation convinced management that they
could get a bigger piece of the ol advertising pie with
a format change. And in one fell swoop, the PD was
caught in the crossfire of a secret format change and
was blown out. Thus, the prospect of making more

money can convince a GM to destroy a perfectly
healthy relationship with the stafion’s programmer.

In Columbia/Jefferson City, the situation was a bit
more complicated. KTXY-FM (Y107} was a heritage
Top 40 with an incredible lock on the market - and
nice ratings to boot. But according fo Neil Kearney,
President of KTXY, the competition had begun to posi-
tion Y107 as “the kiddie” station in the marketplace,
despite excellent upper-demo numbers. Perception had
become reality = an unfortunate, but all too common,
occurrence in this business. So, Hot AC became the
answer. The format shift, as Kearney sees it, was strate-
gically designed to generate the ad aollars the station’s
numbers deserved.

The AC transition only took the job of one air
staffer who, according to Kearney, was very good ot
what he did. However, he didn't fit into the new image
the station was trying to convey. Fit is important. If a
record doesn't fit the essence of the radio station, then
it shouldn't be played. If an air persondlity doesn't fit
that image, then management needs to make a
change.

Alter the transition, the station received ¢ few calls
from unhappy listeners, but the calls subsided after a
few days. The station is now being played in places it
would never have been before, Kearney notes. He
believes 1993 will be a growth year for KTXY, as ifs
new image will generate previously unavailable adult
spot buys. in this case, the crossfire was shortlived, and
folks in both sales and programming are concenirating
on their new direction.

The situation in Sacramento is yet another scenario.
Rock/AC KQPT “The Point” is being purchased by the
owner of a station across the street. As soon as the
FCC grants approval, the two will make up a new
duopoly in the market. But that raises a slew of ques-
tions, including: Just what kind of duopoly will it be?
Wil the format change? What fundtions inside the two
stations will be combined? Will staffers be cut?

“The Point,” PD Larry Berger offers a cut-and-
dried perspective, noting that, “the only station that
gets changed is one that's not successhul. That's the
bottom line in radio.” He affirms that because The
Point is in a building phase, the best thing for him to
do as PD is keep the saff focused on proving the for-
mat and being successful. “If it works, everybody will
have a job,” he says.

During his career, Berger has been on both sides
of the crossfire. As PD of ABC-owned WPL-New York
when Cap Cities acquired ABC, he knew he didn't
have to worry about the new owner because he had
the station at #1 12+ the day the deal was closed. Yet
Berger also has been a consultont who was
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brought into stations fo evaluate formats and personnel, and in doing so, caused
some of the crossfire that hit others.

Itis understood that secrecy is imperative at a station undergoing a format
change, and because of that, staffers often fee! betrayed and not part of “the team”
when they are left out in the cold. However, in the extremely competitive radio cli-
mate, where siations confinuously counterprogram with slogans, positioning stations
and the like, cll is kept quiet to thwart competitors from catching onto the new format
before it hits the air.

Berger brings up the most important reason why stations traditionally keep
changes close o the vest: There's nothing worse than an air personality who, thinking
he's losing his job, is trashing the place on the air. It has happened all too often.

¥'s imporfant fo note that not all secret changes cause internal crossfire. New
York’s Hot AC, Mix 105, changed its call letters last Spring from WNSR to “Mix
Variety” WMXV-FM, and did so very quietly. The trades didn’t even mention it, nor
did the local press. Other stations in the market had already played with the word
"Mix" on the air.

According to APD David Isreal, everything was meticulously arranged to avoid
allowing other stations in the market fo flank them with the “Mix” handle. The WNSR
calls were simultaneously moved to o station in Iliinois when the FCC approved
WMXV. Isreal notes that the staff meeting explaining the reasons for the change
ocurred the day before it hit the air, and was very well received. It was only a position
change for the station, not a format change. No staffers were cut at all.

At KTXY-FM, Kearney clued the PD and Sales Manager to the format shift. Beyond
that, the move was kept top secret. A new logo was designed, new sales kits were qui-
efly printed and assembled, and new business cards were printed. New special pro-
gramming was considered, and a brochure was created for the station’s AEs to intro-
duce the new image fo clients. Kearney nofes that the entire event was in the works for
a year; the bulk of the final details were ironed out in the last three months. He only
trusted key people with information regarding the change, and equipped his staff with
all of the details in a meeting just before ithappened on the air.

Granted, there had been rumors of a change (there almost always are rumors in
any change), and there was some nervousness among the staff. But for the most port,
the transition was complefed rather quickly.

BE P 3 £
While stations have changed formats for years, there are several reasons for the
high number of format flips we're seeing today. KQPT's Berger nofes that the FCC
allowed more signals o enter a market than there cre ad dollars to support them.

What's more, the poor economy is hurting even the most successhully entrenched
broadcasters. Many station owners are left with the unenviable choice of either turn-
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ing stations dark or entering into duopolies. Berger did take some solace in the fact
that the FCC's new duopoly rules save at least some radio jobs - while at the same
fime, opening the door to more format changes.

With all this in mind, the recently-unemployed Top-10 market programmer
asserts that all radio personnel keep a pragmatic perspective of this business. As
this industry downsizes and consolidates, the sheer number of available jobs
decreases. So he suggests you ask yourself, “Do | have enough money put away
for a rainy day,” and “Do | have a support network, not only of people who can
help me find my next job, but people I can depend on emotionally if | get caught in
the crossfire?”

SURVIVING THE CROSSFIRE

So here you are: You've spent years cultivating an image for yourself in the mar-
ketplace, developing your on-air “schtick,”and honing your particular craft. All of this
to excel in the format you were hired to work in. Then the format changes. What next?

While it can depend on many factors, management may or may not let you
attempt ta “adapt” fo the new format. In July, 1987, NBC flipped its poorly-rated AC
station, WYNY-FM New York, to the Country format. While industry pundits and the
press outlicly expected wholesale staff changes, management decided to make air
talent changes only in the moming and afterncon drive. They alfowed all the others to
do their best to learn the music and fit in. And most did.

Regardless of the outcome of a format change, if's important to always be ready
to be unemployed. Berger suggests that while you confinue to be true to yourself and
remain a team player no matter what happens, always have an updated resume and
aircheck at the ready.

LOOK AT THE BIG PICTURE

To kee yourself aware of possible crossfire, you have to eliminate the tunnelvi-
sion one ccn get from focusing on the individual station, and instead take o wide-
angle picture of the entire market. For example, if you're working in Syracuse, NY,
you should be aware of the lack of a Country station in the market. Granted, a few
out-of-market signals spill in, with the strongest being a satelite station. With Country
as hot as it is, i’ inevitable that some station owner, dissatisfied with the performance
of his current format, will go Country. Or it might be a new signal altogether.

Take that perspective with your market. s there an enticing niche that's available?
What stations in town are hurting? Is there room for a new signal? Could your station
be involved? Read everything you can get your hands on about possible duopolies in
the market, new LMAs, new signals, signal upgrades, and any radio business news
that pertains fo your company. Keep your ear fo the ground and, at the same fime,
keep your mouth shut. Don't be a rumor-monger. If you know the business of radio,
as well as your strengths and your market, you'll be as prepared for the crossfire as
you ever will be. #°

|. Listen and learn about your market. As advantageous as it seems to be an expert on
Madonna’s new book, it would be even better to educate yourself about the radio business.

2. Network yourself. Socialize with folks in the industry. Make as many friends as possible.
Help out others; you may need their help someday.

3. Always, always, always have a safety net. Have a good aircheck edited and ready
to go and an updated resume. And some sort of savings in the bank — anything you might

need at home to help find you a new job.

4. Be a team player, whether you see crossfire coming or not. It will aid you in the long run

in any situation.

The Network Forty
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PROGRAMMER'S
conference call
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ROCK THE VOTE REPORT CARD

In what could be the most crucial Presidential election in many years, radio
went out of its way to get involved, and Top 40 was no exception. Registering vot-
ers, especially those between the ages of 18-24, was priority one for most Top 40
stations, and on this week’s Programmers Conference Call we asked Top 40 radio
about what they did to Rock the Vote!

QUESTION

The Network Forty: Did you do anything out-
side the normal programming on Election day?
PAUIL

PD, WPRO-FM Providence PAUL: We did an interesting twist on an

exit poll. We had the morning show broad-

TRACY JOHNSO

PD, KKLQ San Diego

\J/

cast from one of the busiest exits off the
interstate, and ask people as they drove by
to flash their lights if they voted for Clinton,
and toot their horn if they voted for Bush.
We didn’t know what Perot supporters

L should do. (Editors note: They should’ve

exited their cars, claiming that someone had

>
)
|
)

pictures of their kids in a homosexual pose,
: and got back in later!)

PD, WAPW Atlanta
TRACY: We didn’t do anything particularly
different, although we did something I think

1s very important - encourage people to

ROGER Al I EN
f 4 - ? ARE_ i

PD, KHFT Austin

actually go out and vote. Q106 was very

MD, WXXL Orlando involved in Rock The Vote, and since we

encouraged all these people to register, it
JOEL SALKOWITZ

i was important to remind them to get out
VP/Programming WQHT New York

and vote. We also did a Q106 poll last Sun-
day, Monday, and Tuesday, and announced

MD, KWNZ Reno the results on the air.

y 2
S I r I ARLT LI

PD, WKEE Huntington

MIKE: We stole a Letterman-type bit, and
did a Pumpkin Poll. Right after Halloween,
we asked listeners to come down to a loca-

tion and drop their old pumpkins off the

EDLIO Hhiladefehi fourth floor of a building. They aimed the

pumpkins at posters of the candidates.
Whichever poster caught the most shots was

our winner.

ALBIE D.: We conducted a month-long
voter registration drive to get the younger
demos involved. Every other Monday night,
[ do a quasi-talk show called, “Yo Listen
Up,” and we did a show on the reasons why
you should register to vote. [ had Clinton
and Bush supporters on the phone explain-
ing why 18-24s should vote, with reasons
ranging from crime to drugs. The show came
off very well for us. On election day, we had
vote updates from the news department
throughout the day.

RICK: We played Arcadia’s “Election Day.”
But to be honest, with all the minute-by-
minute activity that was going on around
this station, it was difficult to make long-
range plans. Whether it was sound bites
from the candidates incorporated into our
sweepers or something else, the key was to
keep the election top of mind. We did run
some creative sweepers telling people to
vote...one which equated itself to radio rat-

ings and some others.

ROGER: We didn't really do anything on
election day, but our sister station KMXX
did do a doughnut poll. After people left the
polls, they came over to where KMXX
staffers were stationed and selected a
doughnut representative of who they voted
for. Chocolate for Bush, Jelly for Clinton,
that sort of thing (Editor’s note: Perot voters

The Network Forty
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