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I NSIDE:

MEETING THE
CHALLENGE OF
TODAY’S BUSINESS
ENVIRONMENT

This week’'s R&R is packed

with timely information to help

you succeed in these
ultracompetitive, uncertain
times:

®Take Chris Beck's
revealing “cuiture test” and
find out if your office
environment is up to snuff.

@ Joint Communications
soothsayer John Parikhal
predicts how key audience
lifestyle choices will

influence radio in the next

year.

®Pollack Media Group Prez
Tommy Hadges analyzes
the increasingly popular
concept of “simul-
operation.”

@Northeast GMs reveal how

they’ve battled the dreaded

“Big R” — and won.

Pages 26, 33, 46, 58

WINNING THE RADIO
SUPER BOWL

Taking the “radio as football”
analogy to the max, Lee Abrams
advises stations to borrow the
concept of separating and
maximizing offensive and defensive
strategies.
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Stations Surrender
Music To War News

But Birch Survey Finds Listeners
Relying More On TV For Coverage

News of the Allied bombing of
Iraq wasn't hard to find on the
radio last Wednesday (1/16),
according to an exclusive R&R
poll of 410 top-rated music sta-
tions.

About 98.5% (404) broke for-
mat to some degree in order to
deliver war news to listeners.
Despite that, a Birch/Scar-
borough survey said audiences
relied on TV in overwhelming

Radio Holds America’s Hand

Networks Respond Immediately To War; Local Stations

Segue Back To Music;

When Westwood One news
producer Craig Katz answered
the hotline to Saudi Arabia at
6:30pm last Wednesday (1/16)
and heard a correspondent say
five specific words, he knew
war had started over the Per-
sian Gulf.

“The balloon has gone up!”
shouted pool reporter, ABC Ra-
dio’s John Bascom. “It’s start-
ing to happen.”

“Just tell us what you see,”
said Katz.

News Outlets
Attack With Nets,
Local Angles

America’s News Talk and ali-
News stations were apparentiy
better prepared than Saddam
Hussein for Wednesday night's
raid on Baghdad by U.S. and Al-
lied air forces.

Upon airing the first bulletins
on the opening action of the
Guif war at about 6:40pm
(EST), News-oriented stations
from coast to coast activated
battie plans that called upon the
networks to attack the story
head-on while local reporters
and talk hosts lald down a sup-
porting barrage of war-related
news from the home front.

“We've been ‘All-Gulf, Al The
Time,’ instead of ‘All-News, Al
The Time,” chuckied Roy Sha-
piro, VP/GM of KYW/Philadel-
phia.

With the outbreak of war,
most stations turned immediate-
ly to commercial-free continu-
ous network coverage that al-
lowed listeners (and staticn staf-
fers) to get up to speed on the
rapidly unfolding Guif situation.
By later that evening or early
Thursday, stations had taken
controi of the story and were
producing their own covsrage,
which continued to rely heavily
on network material.

Station reporters have cover-
ed such local stories as antiwar |
rallies, security at public and
military facilities, and the reac-
tion of military families.

NEWS OUTLETS/See Page 44

CNN Service Hijacked

“I'm at an airfield in Central
Saudi Arabia,” said Bascom,
“And a squadron of FI5E
fighter-bombers has taken off
for the North. They’re fully
loaded with bombs.”

As the Armed Forces’ pool
network for the first quarter of
1991, Westwood One informed
the other networks of Bascom’s
report. Soon the airwaves were
filled with news of Operation
Desert Storm.

According to an exclusive
R&R survey of 410 leading
music stations, radio carried —
in some measure — news of the
initial bombings almost unani-
mously. However, a survey con-
ducted the following day by Bir-
ch/Scarborough Research con-
cluded that TV was, by far, the

most trusted medium for news
(see story, top right).

Networks Were Ready

Once news of the outbreak
spread, radio’s thirst for net-
work reports was piqued — and
all the networks invoked war
contingency plans.

ABC Radio was the first to air
news of the attack. At 6:38pm
(EST), the network was airing
a regularly scheduled Persian
Gulf special report when cor-
respondent Gary Shepard in
Baghdad reported anti-aircraft
fire. The network immediately
began wall-to-wall coverage on
one of its 19 outbound satellite
channels. It also provided ten-
minute updates on another
channel.

RADIO’S RESPONSE/See Page 44

Top, CBS News Correspondent Frank Settipani prepares a Persian
Gulf update in the network’s New York newsroom.

Bottomn, Westwood One Arlington, VA newsroom in high gear
following Allied invasion of Iraq. From left, Producer Craig Katz, Sr.
Producer Lou Geiserman (seated), and Producer Emery Kobor.

90 Radio

Transactions Summary

Report Card

©98.5% of music
stations broke format

@18.1% heard of war
on radio

©22.7% listemed to
radio on second day

©88.6% found TV had
best war information

numbers.

The R&R survey, conducted
January 18 and 22, asked pro-
grammers to what degree — if
at all — they broke the normal
flow of their formats the first
night of bombing. It also asked
how often they interrupted mu-
sic with news bulletins.

Of the 404 stations that did
break format, 27% aired an un-
specified or varying number of
bulletins each hour. Sixteen per-

SURVE™/See Page 40

Lawmakers
Reintroduce
Doctrine

Cite Fairness
To War Opposition

Sen. Ernest Hallings (D-SC)
and Rep. John Diagell (D-MI),
two of the Fairness Doctrine’s
staunchest supporters in Con-
gress, have introduced legisla-
tion that would write the contro-
versial FCC policy into law. The
agency stopped enforcing the
Fairness Doctrine in 1987.

The two bills, which come
amid allegations that opponents
of U.S. military action against
Iraq have been ignored by the
broadcast media. are nearly
identical to a bill that died dur-
ing the last Congress in the face
of heavy industry and Bush ad-
ministration opposition.

In a statement introducing his
Fairness Bill (S. 217), Hollings
said, ‘‘The need for the Fairness
Doctrine has keen demon-
strated recently by efforts of
public interest groups to gain
access to broadczst stations to
present viewpoints in opposition
to the war in the Persian Gulf
. . . [T]here are ntembers of the
viewing public who feel that
there is not sufficient coverage
of the views of those opposed to
the war.”

‘Cheap Ploy’
That remark infuriated

RTNDA Presiden: David Bart-
lett, who called it ““a cheap ploy

" for publicity and support for a

discredited policy.” Broadcast
coverage of the war, Bartlett
said, has been superb both in
the Gulf and on the home front.

DOCTRINE/See Page 44
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THE S‘r\AGE Is

1989-90 C 1990-91

m See The Light, their debut album, is released § ® Hell To Pay, their second album, is released
to critical raves. also to unanimous acclaim.

m “Confidence Man,” the lead track, hits Rock = “I Think | Love You Too Much,” the lead track,
Radio and goes Top 10. soars to Rock Radio’s Top 5.

m “See The Light,” the follow-up, makes a ®m “While My Guitar Gently Weeps,” the follow-

major impact as well. up, also goes Top 5 at Rock Radio.

m Album sales surpass 300,000 copies. m “Full Circle,” the third track, becomes a Top 10
Rock track.

m “ANGEL EYES,” the third track, strikes Rock ® Album sales already past 600,000.

Radio & crosses over to become a TOP 3 POP
SMASH!

® Album sales EXPLODE past 800,000!!!! m JANUARY 21st, 1991
THE HEALEY EXPRESS CONTINUES!

“HOW LONG CAN A MAN BE STRONG”

The new single from The Jeff Healey Band. The Top
40 follow-up to their smash hit “Angel Eyes.”

A Repeat Success STorY IN THE MakinG!

ARISTA

© 1991 Anste Records, Inc, o Bertelsmann Music Group Compony.




WMJI Names New Execs

Legacy Takes Over, Appoints Thacker GM;
Gorman OM/PD; Feighan GSM

It took approximately nine
months for Legacy to assume con-
trol of Gold outlet WMJI/Cleveland
from Jacor (see related business
story, Page 8). New to WMJT's
management team are GM Dean
Thacker, OM/PD John Gorman,
and GSM Chris Feighan.

Gorman, who will maintain his
independent programming con-
sultancy, told R&R, ‘“We're com-
ing out of the box with our guns ful-
ly loaded. I'm putting together a li-
brary and systems, and there will
be changes. We plan to move to
new studios and offices. The station
already has great numbers, and we

B =

feel it has incredible potential in
this market.”

WMJI recently left AC — and
such rivals as WLTF, WDOK, and
WQAL - to adopt a Gold format.
Gorman explained, “This was
probably the only Top 25 market
that didn’t have a fulitime Oldies
format on FM. It was clearly over-
due.

“WM.JT’s been operating in lim-
bo because of the time it took for
this deal to close. We have the
makings of a very strong team
here. Basically, it’s onward and up-
ward.”

Thacker and Feighan were una-
vailable for comment at presstime.

MCA Left Bank Mak

MCA Records and Left Bank
Music Group have formed Impact
Records. Left Bank Management
co-owner Allen Kovac will be CEO
of the new full-service label, which
will be distributed domestically by
MCA and internationally by EMI.

MCA Music Entertainment
Group Chairman Al Teller noted,
“Allen Kovac is a music business
entrepreneur who has achieved
success in all areas of the business.
We are very excited to join him in
this new label venture.”

MCA Records President Richard
Palmese added, ‘“MCA Records is
delighted to be working with the

talented and capable Impact team
R %
WLVQ PD

JOINS SAGA

Knight Time
At WNOR
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Buzz Knight

WLVQ/Columbus programmer
Buzz Knight has been named PD at
WNOR/Norfolk. He succeeds Bri-
an Jeffries, who departs after three
years at the Saga AOR.

“Buzz has the credibility and vi-
sion to maximize the heritage and
potential of one of the nation’s pre-
mier AOR stations,” remarked
Saga Exec. VP/Group PD Steve
Goldstein.

Knight has been WLVQ PD since
October 1987. Prior to that he spent
ten years at WRKI/Danbury, CT,
the last seven as PD. He told R&R,
“I've competed against Saga in
this market [Saga owns UC/AC
combo WVKO & WSNY] and have
always had great respect for Steve
Goldstein and the company. All the
resources and tools are there to
make it happen.”

e Impact

IMPACT
RECORDS
in the establishment of this vital
new label.”
Kovac told R&R, ““Our goal is to
IMPACT/See Page 40

Rowley Takes
Nat'| CHR Post
At Geffen

Michael Rowley

Geffen Records’ Northwest rep
Michael Rowley has been elevated
to national CHR promotion. He’ll
continue tc work out of Seattle, but
will expand his contacts to the na-
tional arena, emphasizing the West
Coast.

Geffen GM Al Coury said, “T’ve
known and worked with Michael
for many years when he was at
other labels. He’s always been a
star in promotion, and to elevate
him to a national position is some-
thing worthy of both his abilities
and his accomplishments.”

Rowley will report to national
CHR promo head Peter Napoliello,
who commented, “We’re happy to
have Michael take on more terri-
tory. His national radio contacts
are very strong and are sure to add
a great deal to the promotion effort
at Geffen.”

Before joining the label in 1988,
Rowley was National Director of
Promotion for DeMann Entertain-
ment. He’s held promotion posts at
Columbia, Elektra, RSO, Motown,
and A&M.
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Rotert Fulstone

KLOU Taps
Fulstone As
VP/GM

Robert Fulstone, two-year VP/
GM at KPLR-TV/St. Louis, has
been tapped as VP/GM at cross-
town CBS Gold KLOU/St. Louis.
Fulstone replaces Tim Dorsey,
who joins Cable Ad Net/St. Louis
as GM/Sales.

Fulstone told R&R, ‘“The data
shows we have a greatly balanced
audience. We consistently rank
first or second 25-54 among college
graduates and people with homes
valued at more than $25,000.
There’s a very good staff here. My
approach is to get to know those
people as quickly as possible. I
want to add some more local pres-
ence to the property.”

He added that Mike Wall, former
AM drive co-host on crosstown AC
KYLKY, will join KL.OU January 29.

Fulstone was previously OM at
KLCU sister station KMOX/St.
Louis; Regional Director/Sales for

FULSTONE/See Page 44

KEEPS CORPORATE

DUTIES

Cagle Upped
To KWOD
Station Mgr.

L@
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Gerry Cagle

Rayce International Broadcast-
ing VP/Corporate Programming
Gerry Cagle has been upped to Sta-
tion Manager at CHR KWOD/Sac-
ramento, where he’s been OM/PD.
He'll retain his corporate duties.

Cagle told R&R, ““This is part of
a natural evolution for me to move
into the day-to-day management of
the station. I'm happy to still be in-
volved in the programming from a
corporate level, but my first priori-
ties are to hire a new PD and GSM
for KWOD.”

Cagle has previously program-
med WHLY/Orlando, WAPP/New
York. KFRC/San Francisco, KHJ/
Los Angeles, KCBQ/San Diego,
and WRKO/Boston.
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AVOIDING OBSOLESCENCE

The best personalities know that no matter
how many years of experience you've got
under your belt, there’s always room for
improvement. Dan O’Day explains.

Page 61
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