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All A‘Lone’ At The Top

BNA recording artist Lonestar set a record this week:
Their smash single, “Amazed,” tops the R&R Country
chart for an unprecedented sixth consecutive week —

" i the longest
run at No. 1
in the

history of
the Country
chart.

THE INDUSTRY’S NEWSPAPER

www.rronline.com

AUGUST 13, 19989
Unlocking The SDMI’s Secrets

The Secure Digital Music Initiative promises to bring
the major record companies into the MP3 ‘~orld. Fine,
but you probably want to
know if you'll still be
able to tranisfer your

CD collection onto

your Rio, right?

Get the answer in ~ §
this week’s Innovation
Station, Page 16.

IT’S A LOVE

THING

IMPACT DATE:
AUGUST 23

Produced by
Matt Rollings
and Keith Urban

The debut single
from his upcoming
Capitol Records
release

Aricanradiohistorv.com

what every
woman
wants to
hear

and every
man
wants to

say

-------

99 Capitol Records
www.capitol-nastviile.com
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CHRIS COR

Produced, arranged and mixed by Chris Cornell, Alain Johannes, Natasha Shneider

Engineered by Alain Johannes
Management: Rebel Waltz, inc.

ON YOUR DESK NOW
GOING FORADDS 8/17

www.chriscornell.com
g

) ® 1999 A&M Records, Inc. All rights reserved.
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management » marketing ¢ sales

This week’s Management, Marketing &
Sales section is chock-full of excellent
sales advice: Programmer-turned-sales
guru Ed Shane adapts some key
passages from lhis book, Selling
Electronic Media, for your inspiration.
Shane brings you great quotes from
Lowry Mays, Zig Ziglar and the like.
Our management expert, Dick Kazan,
visits with the GSM of WFAN/NY to
pick up prospecting tips (Tip No. 1:
Aim high). And sales trainer lrwin
Pollack offers nine ways to be a
standout salesperson.

Pages 10-16

KABC's NEW VISION

Drew Hayes is just
about through putting
the finishing touches on
KABC/L.A's yeariong
makeover. N/T Editor Al
Peterson sits down
with Hayes to discuss
the station’s massive
transformation.

Page 28

Big City flips Chicago combo
to “Eighties Channel”

* Scott Strong appointed
PD for KKZN/Dalias

* Bob Hamilton takes
WMXJ/Miami PD post

WLOL/Minneapolis resurfaces from
ashes of Rock WRQC

Morace Landy, Kim Stephens take
new promo posts at Atlantic
Page 3

THIS #] WEEK

CHR/POP

* SMASH MOUTH All Star (Interscopej
CHR/RHYTHMIC

702 Where My Giris At? (Motown)

URBAN
* GINUWINE So Anxious (550 Music/Epic)

URBAN AC

* MAXWELL Fortunate (Rock Land/Interscope/Columbia)
COUNTRY :

* LONESTAR Amazed (BNA)
AC

* BACKSTREET BOYS ! Want It That Way (Jive)

HOT AC
* SMASH MOUTH Al Star (interscope)

NAC/SMOOTH JAZZ
« DAVIO BENOIT ReJoyce (GRP)

ROCK
* RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)

ACTIVE ROCK
* RED HOT CHiLI PEPPERS Scar Tissue (Warner Bros.)

ALTERNATIVE
* RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)

ADULT ALTERNATIVE
* SANTANA 1/ROB THOMAS Smooth (Arista)

I
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By JEREMY SHWEDER
R&R WASHINGTON BUREAU
Jjshweder@rronline.com

The FCC has finally cleared
up what had been a confusing
and somewhat contradictory
policy on radio-TV ownership
rules. The commission voted last
week to alter its guidelines to al-
low companies to own a maxi-
mum of one TV station and
seven radio outlets — or two TV

Pacifica Foundation: Engulfed In Crisis

M Protests, rallies staged on both coasts as rumors swirl of station sale

station’s employees and the Pacifica Foundation.

g T
A

|~

A KPFA radio supporter is arrested by Berkeley police during the early stages of the dispute between the

By MATT SPANGLER
R&R WASHINGTON BUREAU
spangler@rronline.com

When R&R spoke last week with Mark
Mericle, co-News Director of KPFA-FM/San
Francisco, workers were removing boards from
the windows in his office.

The nation’s oldest public radio station had
assumed the guise of a bunker from July 14
through Aug. 2, during which time the Pacifica
Radio Network had pumped in music, national
news and archived broadcasts to the 94.1 MHz
frequency. Outside the studio, meanwhile,
thousands of demonstrators in radical Berke-
ley rallied almost around the clock, hoisting
signs in the air and chanting, “Free speech ra-
dio!”

In Mericle’s words, Pacifica — whose mis-
sion is to “promote cultural diversity and plu-
ralistic community expression” — is undergo-
ing “the worst crisis in the history of commu-
nity radio.”

Shot Heard ’Round The Station

The unpleasantness began in February on
Wall Street. There demonstrators protested pro-
posed changes to Pacifica’s bylaws outside the
offices of WBAI-FM/New York. Hundreds of
listeners and staffers decried a motion that they
claimed would wrest control of the community
radio network from local stations.

At issue was a proviso that would effectively
eliminate the presence of local advisory board

members on Pacifica’s board of governors —
a move prompted by Corporation for Public
Broadcasting rules that require the separation
of local and central governing boards of the en-
tities to which CPB awards grant money.
(Pacifica reportedly receives about $2 million
annually from CPB.)

In late February the board approved this
change to its bylaws, but all local board mem-
bers subsequently resigned their posts and re-
joined the national board. Reached late last Fri-
day afternoon (8/6), Pacifica Exec. Director
Lynn Chadwick told R&R that “some were
upset, some were not” when the board went to
the local stations for counsel on the proposal.

Nevertheless, the fuse had already been lit:
Angry listeners and staffers denounced the
move as “a naked power grab aimed at concen-
trating ownership of the [Pacifica] Foundation
in the hands of a very few people.”

Most of the vitriol is directed at Chadwick
and current Chairwoman Mary Frances Berry.
“Their leadership has left a lot to be desired,”
WBAI News Editor David Sears told R&R.
“There seems to be a lack of familiarity with
what Pacifica has been -about for the last 50
years and a move toward making these more
commercial, NPR-type stations.”

“The board is self-perpetuating, self-selecting
and out of touch with the realities of run-
ning a local radio station,” said Mericle.

PACIFICA/See Page 20

AP Photo/OaklandTribune, Rod Lamkey
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FCC Cleans ‘Mess’ As Radio-
TV Ownership Rules Change

and six radio staions — in the
largest markets.

The decision was a compro-
mise of sorts, as the commission
both tightened and loosened its
regulations at the same time. On
the TV side, the FCC for the first
time decided to allow ownership
of two stations in the same mar-
ket. That should make it easier

FCZ/See Page 27

Ervin Leads KZLA
‘Programming Team’

By Lo~ Herron
R&R COUNTRY EDITOR
lhelton@rronline.com

Less than a |
week after the |
resignation of
KZLA/Los i@
Angeles PD
Bill Fink, GM
Dave Ervin
has restruc-
tured the Coun-
try outlet’s pro-
gramming de-
partment. Er—
vin — whose
background is largely in program-
ming and who was Bonneville’s
Group PD prior tc being elevated
to GM of KZLA two years ago —
will serve as GMySr. Consultant
and steer the station’s program-
ming. His new “Programming
Team” will consist of Marida
Petitjean, who has been elevated
from Marketing Director to OM,
and Mandy McCormack, who
has added APD duties to her cur-
rent MD title.

Ervin told R&R’s Street Talk

KZLA/See Page 27

Ervin

Associated Press
Absorbs UP] Radio
W 47 staffers let go

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke @ rronline.com

Financially troubled United
Press International said last
week that it will sell its radio ser-
vice and broadcast wire opera-
tions to Associated Press for an
undisclosed sum. UPI President/
CEO Armaud de Borchgrave said
AP “is a good fit and the price
was right. It was the best offer.”

New York-based AP, a not-for-
profit membership cooperative
founded in 1848, will get the cli-
ent list and existing contracts for
UPT’s 64-year-old radio service
and its 41-year-old broadcast
wire service. The services will
ultimately dissolve into the AP
radio operation. UPI served more
than 400 radio and TV stations,
but the overwhelming bulk of its
business was radio. AP, mean-
while, serves more than 3,700

UPI/See Page 22
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IMPACTING
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Stations that L

couldn’t wait:

TOP 15 CALLOUT!!!
KPWR (38x)
KYLD

KKFR

790

KKSS

KXJM

KBMB

KWIN
KKXX J
KBOS

KCAQ

KPS

KKUU
KWWV
KQMQ

B\ | WANT IT AL

BDS AUDIENCE:
OVER 5 MILLION!

Video Directed By Paul Hunter
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lamilton Heads To
lidies WMXJ/Miami

Veteran pro-
grammer  Bob
Hamilton has
been named PD
for
Pilot’s

Hamilton, who
will join the sta-
tion later this

Hamilton

various program-
1ing and management positions at
sveral major-market Oldies sta-
ons, including KRTH/Los Ange-
:s, KFRC/San Francisco and
YA-FM/SF. He succeeds Ed
carborough, who left to pursue
-her opportunities.
“Bob Hamilton is the real deal ...
total radio pro,” said Jefferson-
ilot/Florida Sr. VP/GM Dennis
ollins. *“The Majic team is excited
at he’ll be leading our efforts to
1ake Majic the very best Oldies
ation it can be.”
Jefferson-Pilot Corporate VP/Op-
-ations & Programming Don
enson added, “Bob clearly under-
ands the mainstream Oldies for-
at — what it is and, importantly,
~hat it is not. He has a wealth of

HAMILTON/See Page 27

andy To Atlantlc
s VP/Urban Promo

~ Label ups Stephens

‘Morace Landy has been named
2P/Urban Promotion for Atlantic

Landy Stephens

ecords. He was most recently
P/R&B Promotions at Epic
ecords. Based in New York,
-indy reports to Sr. VP/Urban Pro-
otion Ronnie Johnson.

‘I first met Morace Landy more
-an 10 years ago, when we were
sth working as regional promotion
rectors,” said Johnson. “Even
en, I knew he possessed the tal-
t and drive that would take him
r. Since those days, he has proven
mself to be one of the industry’s
ost energetic and creative pro-
otion people. I look forward to

Jefferson- |
Oldies. |
WMXJ (Majic |
102.7)/Miami. |

month, has held ‘

|
I
|-

During a recent visit to the Vatican, Premiere Radio Networks’ syn-
dicated talk host Dr. Laura Schlessinger had the opportunity to
present Pope John Paul Il with a copy of her best-selling book, The
Ten Commandments: The Significance of God’s Laws in Everyday
Life. The book, published by HarperCollins, will be released in a pa-

perback edition this September.

KKZN/Dallas Gets Strong For PD Post
@ Lockridge Promo Dir. as station sets ‘relaunch’

Susquehanna Radio has
named Scott Strong PD of
Adult Alternative KKZN
(The Zone)/Dallas. Strong
joins The Zone from SBR
Creative Media, where he
worked as a consultant.
Before SBR, Strong pro-
grammed St. Louis stations
KSD and WDRV.

The company also arn-
nounced the appointment
of Andy Lockridge as
Promotion Director for KKZN.
Lockridge had been the longtime
PD of Rock KTXQ/Dallas before

Strong

it flipped to Rhythmic Old-
ies. He now oversees a pro-
| motion team that includes
market veteran Barbara
Luchsinger and former
KCHZ/Kansas City pro-
| motions person Rob
Konowitch. Both Strong
and Lockridge will join
The Zone before an ex-
pected end-of-month sta-
tion “relaunch.”

“Scott and Andy will
spearhead our very ambitious plans

KKZN/See Page 27

Blg (hty/ﬁhncago Drops ‘Soul’ For '80s

A pair of Big City Radio’s sub-
urban Chicago radio stations have
dropped the “Heart & Soul” Urban
Oldies format in favor of such
songs as T Pau’s “Heart & Soul”
The duo, WXXY-FM/Arlington
Heights, IL and WYYX-FM/
Morris, IL, have adopted an all-
*80s format as “The Eighties Chan-

| nel,” with a playlist mirroring that

of a high-energy CHR circa 1983.
Big City’s Chicago PD, Chris

Shebel, will continue programming

the duo. Asst. PD/MD Jeffrey T.

Mason shifts from evenings at
CHR/Pop sister WKIE-FM (Kiss
FM) for similar duties at the Eight-
ies Channel, while longtime Windy
City air personalities Robert
Murphy and Fred Winston re-
main in momings and afternoons,
respectively. Donna Mullin has ac-
cepted midday duties for WXXY &
WYXX.

“As the first of its kind in the
Chicago market,” Big City Radio/

WXXY/See Page 20

WHQB Flip Marks Return 0f WI.OI. CaIIs

Two days after dropping its Rock
format, AMFM’s WRQC/Minne-
apolis repositioned itself as “Clas-
sic Hits 100 — The New WLOL.”
The former WLOL was an Emmis-
owned CHR station whose heyday
occurred in the *80s.

The new station’s core artists in-
clude Fleetwood Mac, the Eagles,

ATLANTIC/See Page 18 | the Doobie Brothers, Elton John,

.How TO REACH US RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067

CIRCULATION:

NEWS DESK:

Aﬁ&ﬂ ONLINE SERVICES:
ADVERTISING/SALES:

the Rolling Stones and Billy Joel.
“Extensive research shows a defi-
nite place for this format”” WLOL
VP/GM Marc Kalman said. “Now
listeners in the Twin Cities can get
all their favorite classics in one
place. Every song will be a hit.”

In changing formats, Kalman also

WLOL/See Page 20

|
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Zapin Joins DreamWorks For Alt. Promo

Ross Zapin has been ap-
pointed Head/Modern
Rock Radio & Video Pro-
motion for DreamWorks
Records. Based in New
York, Zapin will report to
Head/Promotion Mark
Gorlick.

“With much of our roster
leaning alternative, the de-
cision to hire Ross was
easy,” Gorlick commented.
“Not only is he one of the
hardest-working, most respected
people at the ‘modern rock’ format,
but he knows our staff, our artists

Zapin

and our way of thinking.
- | Ross and [promotion man]
| Matt  Smith  afford
DreamWorks the best and
brightest minds in the alter-
native music business.
“Moreover, with the na-
] tional video outlets so aware
of artists’ profiles at radio,
having our video person in-
side the promotion depart-
ment enables us to commu-
nicate with video program-
mers much more effectively. Ross

ZAPIN/See Page 27

————

hose who knew Jim Schulke

remembered him as “a genius”
and “an incredible stickler for de-
tails” This pioneer of the FM band
died last Friday (8/6) in Ft. Lauder-
dale of complications from pneumo-
nia. He was 77, and he left behind
a daughter, Jamie Schulke.

He began his career in radio in
1968, when he left a plum job as VP
of Paramount Television to work
with then-burgeoning FM broad-
casting — whose potential had
been unieashed a few years earti-

Industry Mourns Schulke, FM Pioneer

er by an FCC ruling that split up
AM-FM simulcasts in large mar-
kets.

Schulke bankrolled the formation
of the National Assn. of FM Broad-
casters, which lobbied Arbitron to
include FM listening in its diary.

Then, in 1971, he started
Schulke Radio Productions, which
developed and syndicated “Beauti-
ful Music” This became the most
successful FM format in the early

SCHULKE/See Page 27
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No New Major Prescription
Ad Restrictions Expected

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com
The explosive growth of drug advertising on radio will likely

continue now that the FDA has given its approval. Last week the
agency issued final guidance for direct-to-consumer broadcast
prescription drug advertising, a guide that “does not differ sub-
stantially” from the draft regulations issued two years ago, the
FDA said.

“This is encouraging. We do not think
there should be any government restric-
tions on advertising,” RAB President

Gary Fries told R&R. “It’s vitally im-
portant that the public be informed on
important health care matters.”

Broadcast advertising of prescrip-
tion drugs was taboo until 1997, when
the public health agency relaxed its
regulations while requiring spots to
include certain product labeling infor-
mation. Drug companies spent $1.53
billion from March 1998 to March
1999 on direct-to-consumer ads.

ADS/See Page 8

Broadcaste

[ LPFM will cause interference, stifle diversity, many claim

By MATT SPANGLER
R&R WASHINGTON BUREAU
spangler@ rronline.com

Many major broadcasters followed the lead of the NAB last
week in claiming that the FCC’s proposed low-power FM service
would cause irreparable harm to existing frequencies and would
hamper the development of digital radio.

“Formal consideration of any
LPFM proposal will delay the criti-
cal transition to DAB.” said Clear

Channel Communications, adding
that “any LPFM proposal must in-
crease congestion in the FM band.

which increases the likelihood of ac-
tual interference.”

At the very least — said broadcast-
ers such as Clear Channel, Cox Ra-
dio, Cumulus Media, Bonneville In-
ternational Corp., Greater Media, Big

BROADCASTERS/See Page 8

One-On-One Sports Salutes
This Month’s New Teammates.

KKGM - AM1250
Kansas City, MO

WJCI - AM1460
Champaign, IL

WENG - AM1530
Englewood, FL

WMFR - AM1230
Greensboro, NC

WTMS - AM1560
Melbourne, FL

KSBQ - AM1480
Santa Maria, CA

KIWA - AM1550
Sheldon, |IA

WSPQ - AM1330
Springville, NY

WALQ - AM1420
Wilson, NC

With One-On-One Sports, our newest affiliates can now offer their
listeners no-holds-barred sports talk between our entertaining
personalities, opinionated listeners, and the biggest newsmakers
in sports. To find out what One-On-One Sports programming can

do for your station, call us today.

For Information, Call Chuck Duncan 847.509.1661

oneongne
SPORTS

TAKING YOU BEYOND THE GAME

www.ion1sports.com

o= FM94.3
WJKL Chicago, IL

one coars AM1510)

WNRB Boston, MA

s AM1540
KCTD Los Angeles, CA

{onexone AR1620)

WJWR New York, NY

www.americanradiohistorv.com
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Feds Abandon Casino Ad Law Enforcement

he DOJ and FCC said in a brief filed Monday in the New Jersey U.S.

Court of Appeals that, in light of the Supreme Court’s unanimous deci-
sion in June declaring casino advertising restrictions unconstitutional, the
federal government would no longer press charges against those who“wish
to broadcast truthful advertisements for lawful casino gambling.”

NAB President/CEO Eddie Fritts said, “This is a major First Amendment
victory for the NAB and the broadcast industry. This completes our nearly
10-year battle against these advertising restrictions.”

The Supreme Court’s decision came after broadcasters who had banded
together as the Greater New Orleans Broadcasting Association challenged
the constitutionality of local ad bans. But the DOJ/FCC filing came with a
request: that “the Court not dispose of this appeal for 90 days in order to
afford the House and Senate the opportunity” to defend the constitutionality
of the rule. But when Congress returns from summer recess in September,
it will likely be wrestling with tax-cut proposals until the new year.

Clear Channel Invests $15M In Tunes.com

lear Channel said Monday that it has invested $15 milfion inTunes.com

and could buy up to $22.5 miilion in stock in the Internet music site,
which was set to go public this week. Tunes.com’s network of sites in-
cludes RollingStone.com, TheSource.com and DownBeatJazz.com.

“We are always looking for ways to leverage our programming experi-
ance and reach new media platforms,’ said Clear Channel Chairman/CEO
Lowry Mays. Tunes.com is selling 4 million shares. of common stock at
$13-$15.

Emmis, Sinclair In Appraisal Stage In St. Louis

mmis Communications and Sinclair Broadcasting are separately ap-

praising Sinclair’s six radio and one TV station in St. Louis, which Emmis
bought the right to purchase. Emmis spokeswoman Kate Healey told R&R
that no movement on the deal is expected for weeks or even months. But
one sticky issue remains: Sinclair may still be looking into ways to back out
of the deal. Just after Emmis said that it had bought former Sinclair execu-
tive Barry Baker’s option to purchase those stations, Sinclair said that it
was looking into ways to avoid the sale. A Sinclair spokesman wouldn’t
comment on whether the company still believes it does not have to sell the
stations to Emmis.

FCC Confirms KNEC’s $16,000 Fine

he FCC tentatively fined KNEC-FM/Sterling, CO $16,000 last month
for failing to register its EAS equipment and antenna, as well as other
violations. The station never responded and is now liable for the penalty.

RIAA, Diamond Multimedia Settle Lawsuit

Terms of a settlement reached last week between the Recording Indus-
try Association of America and Diamond — maker of the Rio MP3
player — weren't disclosed. Diamond spokesman Sung Choi told R&R
that the deal puts a stop to any future countersuits or appeals. Last Octo-
ber the RIAA sued Diamond in federal court in San Jose, CA, claiming the
Rio made it easy for Internet users to pirate copyrighted music. That month
the judge in the case denied an injunction that sought to biock the device’s
release. In announcing the settlement, the RIAA noted that it had worked
closely with Diamond on the SDMI initiative developing encryption
standards for downloadable music.

Triangle Broadcasting bonsiders,
Rebuffs Buyout Offer

T riangle Broadcasting, which owns KBRO-AM/Seattle-Tacoma & KNTB-
AM/Lakewood, WA, said on Friday (8/6) that it was considering an
unsolicited offer from Los Angeles-based Integrated Healthcare to buy Tri-
angle. On Monday, though, Triangle announced in a press release that it
was turning down the offer, but was making a counter-offer to buy Inte-
grated Healthcare. But that same afternoon, a person answering calls-at
Triangle’s offices said that Triangle had rescinded its offer. Los Angeles-
based Integrated Healthcare was founded in 1952 to analyze fraud in the
health care industry. It recently announced that it plans to change its name
toTriangle Multi-Media and enter the broadcast industry.

‘Continued on Page 8

R&R/Bloomberg Radio Stock Index

This weighted index consists of a/f publicly traded companies that de-
rive more than 5% of gross revenues from radio advertising.

Change Since
One Year Ago  One Week Ago 713099 One Year Age  One Week Ago
Radio Index 215.45 29098 309.66 +35.06% -6.03%
Dow Industrials 8425.00 10,714.03 10,655.15  +27.17% +.55%
S&P 500 1062.75 1300.29 1328.72 +2235% -2.14%
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THE BEST
JUST GOT
BEITER

SW is o
~ LAUNCH

LAUNCH Radio Networks will continue to
provide the best in music & entertainment
news for the following formats:

ALTERNATIVE ROCK, CHR, OLDIES,

COUNTRY, CLASSIC/ALBUM ROCK,
URBAN, TALK, JAMMIN' OLDIES, AC,
SMOOTH JAZZ, & MODERN AC

For more information please contact Ron Rivlin
at: ph: 212-833-7320 fax: 212-833-4994
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DEAL OF THEWEEK 1999 DEALS TO DATE
Dollars To Date: $2,908,600,224.39
(Last Year $3, 026 705,022)
Dollars Thi: . 0,901,000
 WHCD-FM/Syracuse This Week (Laﬂear:%lag,ooo)
$3 milllon Stations Traded This Year: 810
(Last Year: 1,077)
Stations Traded This Week: 20
’ (Last Year: 12)

TRANSACTIONS

Clear Ghannel Adds FM
In Central New York

Adds sixth Syracuse-area property for $3 million;

New Northwest builds again in Oregon

WHCD-FM/Auburn
(Ithaca-Syracuse), NY

PRICE: $3 million

TERMS: Asset sale for cash; $2.5
million to Salt City and $500,000 to
Mag Mile Media for assignment of
rights

BUYER: Clear Channel Commu-
nications Inc., headed by CEO
Lowry Mays. it owns over 450 other
stations, including WHEN-AM,
WSYR-AM, WBBS-FM, WWHT-FM
& WYYY-FM/Syracuse. Phone: (210)
822-2828

SELLER: Salt City Communica-
tions Inc., headed by President
Merrilt Charles. Phone: (315) 476-
1069

FREQUENCY: 106.9 MHz
POWER: 13.8kw at 940 feet
FORMAT: NAC/Smooth Jazz
COMMENT: Earlier this year Mag
Mile Media obtained a contract to
purchase the station. It is assigning
these rights to Clear Channel.

WYAM-AM/Hartselle

PRICE: $75,000

TERMS: Asset sale for cash
BUYER: Priority Communications
LLC, headed by Danis Willingham.
Phone: (205) 883-2446

SELLER: Archie Bobo, represent-
ing the estate of Dorsey Newman.
No phone listed.

FREQUENCY: 890 kHz

POWER: 1kw

FORMAT: Country

.

P
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KBZZ-AM & KBLJ-FM/
La Junta

PRICE: $630,000

TERMS: Asset sale for cash plus a
$50,000 noncompete agreement
BUYER: Commonwealth I, headed
by Dex Allen. It owns four other sta-
tions. Phone: (619) 233-3515
SELLER: Broadcast Management
Services Inc., headed by President
Paul Coates. Phone: (501) 268-7123

Reserve Now for...

October 21

quii#arﬁnét@kugqnlhb_m

“Dis"honoring
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FREQUENCY: 1400 KHZ/8%:4 MHz
POWER: 1kw; 3kw at 300 feet
FORMAT: Nostalgia; Country
BROKER: Norman Fisher and As-
sociates

KQWC-AM & FM/Webster
City and KWBG-AM/Boone
PRICE: $1.85 million

TERMS: Asset sale for cash; $1.5
miltion for the Webster City stations
and $350,000 for KWBG.

BUYER: Waitt Radio Inc., headed by
ChairmanNormanWaitt Jr. It owns six
other stations. Phone: (402) 330-2520
SELLER: Gorich Radio Corp. &
G.0. Radio Boone Inc., both headed
by President Glenn Olson. He owns
three other stations. Phone: (515)
832-1570

FREQUENCY: 1570 kHz; 95.7 MHz;
1590 kHz

POWER: 250 watts day/130 watts
night; 25kw at 328 feet; 1kw day/500
watts night .
FORMAT: Talk; Talk; Talk

FM CP/Ruston

PRICE: $270,000

TERMS: Asset sale for cash
BUYER: Ruston Broadcasting
Co., headed by President Dan
Hollingsworth. It also owns KRUS-
AM & KXKZ-FM/Ruston. Phone:
(318) 255-2530

SELLER: BFH Inc., headed by Presi-
dent Beverly Hollingsworth. Phone:
(318) 255-7569

KKAY-AM/White Castle

PRICE: $25,000

TERMS: Asset sale for cash
BUYER: Cactus Communica-
tions LLC, headed by President
Jeanne Johnston. Phone: (504)
830-4644

SELLER: LaFourche Valley Enter-
prises Inc., headed by President Kay
LeBlanc. Phone: (225) 473-6397
FREQUENCY: 1590 kHz

POWER: 1kw day/67 watts night
FORMAT: Religious

wwWw americanradiohistorvy com

* $1.85 million

$675,000

TRANSACTIONS AT A GLANCE

® WYAM-AM/Hartselle, AL $75,000
® KBZZ-AM & KBLJ-FM/La Junta, CO $630,000
® KQWC-AM & FM/Webster City and KWBG-AM/Boone, IA

e FM CP/Ruston, LA $270,000

® KKAY-AM/White Castle, LA $25,000

® WKDB-AM/Towson (Baltimore), MD $1.5 million

® WION-AM/onia, Ml $111,000

® KAST-AM & FM and AM CP/Astoria, OR $2.075 million

® WDEH-AM & FM/Sweetwater and WJBZ-AM/Knoxville, TN

® KLMN-FM/Amarillo, TX $450,000
® FM CP/Centerville, TX $75,000
® WISS-AM/Berlin, Wl $165,000

WKDB-AM/Towson
(Baltimore)

PRICE: $1.5 million

TERMS: Asset sale for cash
BUYER: Catholic Radio Network,
headed by President John Lynch.
It owns 14 other stations. Phone:
(619) 784-6900

SELLER: Capital Kids Radio Co.,
headed by President Virginia
Carson.

FREQUENCY: 1570 kHz

POWER: 5kw day/237 watts night
FORMAT: Sports

BROKER: Bruce Houston of
Blackburn & Co. R
COMMENT: The format will change
to Religious following the close of
this deal.

e w?w%"
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WION-AM/lonia

PRICE: $111,000

TERMS: Asset sale for cash; bank-
ruptcy proceeding

BUYER: Agricultural Resource
Group Inc., headed by PresidentRob-
ert Driscoll. Phone: (734) 439-1522
SELLER: lonia County Bank.
FREQUENCY: 1430 kHz

POWER: 5kw day/330 watts night
FORMAT: Country

KAST-AM & FM and AM
CP/Astoria

PRICE: $2.075 million

TERMS: Asset sale for cash
BUYER: New Northwest Broad-
casters Inc., headed by Michael
O’'Shea. It also owns KVAS-AM/
Astoria, KBKH-FM/llwaco, KKEE-
FM/Long Beach and KULU-FM/Sea-
side. Phone: (425) 401-8528
SELLER: Youngs Bay Broadcast-
ing, headed by Earle Baker. Phone:
(503) 325-2911

FREQUENCY: 1370 kHz; 92.9 MHz;
1700 kHz

POWER: 1kw; 99kw at 541 feet;
10kw day/1kw night

FORMAT: Talk; AC; n/a

BROKER Montcalm Inc.

WDEH-AM &-FMI
Sweetwater and WJBZ-

1 AM/Knoxville

PRICE: $675,000

TERMS: Asset sale for cash
$425,000 for WDEH-AM & FM ant
$250,000 for WJBZ

BUYER: Horne Radio LL
headed by Douglas Horne. It ow
six other stations. Phone: (423
675-4105 )

SELLER: M&H Broadcast Corp. {
Seymour Communications, bott
headed by Elizabeth Mull. She own:
one other station. Phone: (423) 577
4885

FREQUENCY: 800 kHz; 98.3 MHz
850 kHz

POWER: 1kw day/380 watts night-
6kw at 134 feet; 50kw

FORMAT: Religious; Religious
News/Sports

ig@ggﬁg_«%% fexas

KLMN-FM/Amarillo

PRICE: $450,000

TERMS: Asset sale for cash
BUYER: Educational Media Four
dation, headed by President K
Richard Jenkins. It owns 18 othe
stations. Phone: (916) 282-1400
SELLER: Family Life Broadcastin
Inc. It owns six other stations.
FREQUENCY: 89.1 MHz
POWER: 620 watts at 413 feet
FORMAT: Religious

FM CP/Centerville

PRICE: $75,000

TERMS: Asset sale for cash
BUYER: KVCT-TV Inc., headed b
President Gerald Proctor.He has ir
terests in three other stations. Phone-
(409) 328-5960

SELLER: Caroline Powley. Phone
(716) 942-3000

FREQUENCY: 105.9 MHz
POWER: 25kw at 328 feet

WISS-AM/Berlin

PRICE: $165,000

TERMS: Asset sale for cash
BUYER: Hometown Broadcastin
LLC, headed by Thomas Boysor
Phone: (920) 688-2892

SELLER: Caxambas Corp.,heade
by President Steven Peterson. It als
owns WBJZ-FM/Berlin. Phone: (92(-
922-9692

FREQUENCY: 1090 kHz

POWER: 500 watts

FORMAT: Country
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WHERE WILL YOUR AUDIENCE

BE TOMORROW?

Real gambling has nothing on
the radio industry.

Your odds in any shell game are
probably much better than the odds
of consistently guessing where your
audience’ tastes are headed tomorrow.

That’s why so many top-rated
stations rely on Coleman to make
sense of uncertainty. Stations like
KROQ) in Los Angeles, WBMX in
Boston, Hot 97 (WQHT) in New York,
KS95 (KSTP) in Minneapolis, and
KYGO in Denver.

Different formats each. But year
after year, the winners in their markets.

How do they do it? By building a
sustainabie brand.

Its more than just research. Numbers
alone can't eliminate guessing. Deeper
audience insights can. Coleman has
developed a proprietary approach that
shows stations how to link their “sound”
to identifiable format trends. Through
research techniques such as Format
Coalition Analysis™ and FACT" that lead
to Colemnan’s action-oriented process
known as “The Plan,” you consistently get
deeper insights into where your audience is
going — and why. And we've been doing it
for more than twenty years.

With Coleman, you're not just
buying numbers. You're getting the
trend analysis and deeper insights that
can take a lot of the guesswork out of
building a loyal audience.

Imagine how much more fun this
business could be if you spent less
time second-guessing and more time
building a brand.

COLEMAN

FORMATS, TRENDS. BRANDING,

1-918-571-0000

RESEARCH TRIANGLE PARK - LOS ANGELES - HAMBURG,GERMANY

www americanradiohistorv com
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EARNINGS

Radio One, WW1, Salem
Report Record Q2

adio One (Nasdaq: ROIA) reported Q2 broadcast flow was up 57%, to

$9.6 million from $6 million, while after-tax cash flow was up 53%, to
$4.6 million from $3 million in the same quarter last year. Gross revenue
increased about 82%, from $13. 2 million to $24.1 million. The company’s
loss of one cent per share was in line with predictions according to First
Call analysts' estimates. President/CEO Alfred Liggins called the second-
quarter acquisition of WERE-AM & WENZ-FM /Cleveland a “bright spot,”
and said that, coupled with newly acquired Richmond stations, they will
bring strong growth to the company in the next several quarters. CFO
Scott Royster said the company is in “very good shape from a leveraged
perspective. We've strongly capitalized the balance sheet through the ini-
tial public offering that occurred on May 6" Proceeds from the IPO came to
about $119 million after expenses.

Higher revenues at Westwood One's (NYSE: WON) Shadow Traffic divi-
sion drove company revenues in the second quarter to $66 million, up
5% from $63 million in the same quarter of 1998. Earnings of the New York
City- based radio network were 15 cents a share for Q2, up from 12 cents
a share a year ago. Analysts polled by First Call expected earnings of 16
cents per share for this quarter. Net income for the quarter was nearly $5
miilion, up 19% from 4 million a year ago.

Newly public Salem Communications (Nasdag: SALM) had netrevinues
in the second quarter rise 21% to $22.7 million, up from $18.7 million
a year earlier. BCF was up nearly 20%, to $10.4 million for the quarter.
Salem had a net loss of $3.5 million for the quarter, or 21 cents per share,
compared to a loss of $800,000, or 5 cents a share, a year ago. The net
ioss for this quarter included a one-time $2.6 million charge related to the
company’s recent IPO, Salem said. No analysts had estimated quarterly
earnings for Salem. Company PresidentYCEO Edward Atsinger |l was
pleased with Salem’s resulits, saying that the company had only “begun to
scratch the surface of future opportunities.”

Dallas-based Hispanic Broadcasting Corp. (Nasdaq: HBCCA) had
net revenue increase 17%, to $51.9 million in the second quarter, com-
pared to $44.4 million a year ago. Net income was $10 million, or 20 cents
per share, compared to $7.8 million, or 16 cents per share, in the same
quarter of 1998. Analysts polled by First Call had estimated earnings of 18
cents per share for the quarter. BCF in the quarter was up over 30%, to
$24.8 million, and EBITDA rose nearly 34% compared to last year, to $23.3
mitlion.

he Jones Radio Network, part of Jones Intemnational Networks,

had revenues rise 186% in the second quarter. Jones CEO Ron
Hartenbaum said that a strong ad market led to growth at the radio net-
work. Revenues hit $6.2 million, up from $2.2 million a year ago. EBITDA
was $1.1 miilion for the quarter, up almost 400% from a loss of $300,000
the previous year. Earlier this year Jones bought out competitor Broadcast
Programming for an undisclosed price.

ig City Radlo Inc. (AMEX:YFM) said that net loss for the quarter hit

$6.5 million, or 46 cents per share, up from $5.5 million, or 39 cents
per share, in the second quarter of 1998. That result matched analyst ex-
pectations — though only one analyst had predicted earnings for Big City.
The broadcaster’s revenues were up 16%, to $4.1 million, compared to
$3.5 million last year, while same-station revenues increased 22%, the
company said. BCF stayed basically even at a deficit of $1.3 million for the
quarter.

d revenues for Metro Networks inc. (Nasdag: MTNT) rose 15% in

the second quarter, to $49.3 miltion from $43 million last year, while
they gained 18%, to $91.3 million from $77.3 million, for the first half of '99.
EBITDA was up 27%, to $14.7 million from $11.5 million in the quarter,
while it increased 24%, to $20 million from $16.2 million, for the six-month
period. The company came In exactly at the First Call analysts’consensus
diluted earnings estimate of 41 cents per share. Metro said its news
division’s affiliate base grew 31% during the quarter.

 Bloomberg

Continued from Page 4

Business

BUSINESS
BRIEFS

Cumulus Rating Raised, Radio One Lowered

Standard & Poors, impressed with Cumulus Media’s overall performance and its ability to attract investors for its
equity offering last month, increased the corporate credit rating for the fast-growing Milwaukee operation to single-
“B”-plus from single-“B” S&P also assigned its single-“B-plus rating to Cumulus Media’s proposed $225 million credit
facility and described the company’s outiook as “stable” Cumulus’ Juty 22 equity offering raised $233 million.

Noting both the difficuities in bringing together disparate management teams under one roof and the company’s
success in integrating what is soon to be a 246-station group, Moody’s rated Cumulus’ $225 million credit facility "B1,”
while the rating on its $160-million senior subordinated debt offering was confirmed at “B3.” Cumulus’ $101-million
exchangeable redeemable preferred stock issue was rated“caa’”’

Meanwhile, last Friday (8/6), the day after Radio One reported a 53% increase in after-tax cash flow butincreased
operational costs, Prudential Securities analyst James Marsh adjusted his rating of Radio One shares downward to
“accumulate” or “outperform” from the top rating of “strong buy” Marsh said the change was “based solely on valua-
tion” — because“shares are up nearly 82% since May 1999 Marsh, noting that“second-quarter operating and after-
tax cash flow per-share results were ahead of our expectations” and that “same-station and broadcast cash flow grew
30%"in an industry where the“top-end averages are 14% and 21%, respectively," also raised the Urban group's target

price from $44 to $51.

Philips To Make MP3 Player

utchTV giant Philips said it will roll out a portable Internet device by the first quarter of next year. Like the Diamond

Rio, the Philips player will allow about one hour of music storage and will be compliant with encryption standards

being set by the Secure Digital Music Initiative.

in related news, RealNetworks said its users will now be able to drag and drop music tracks from its RealJukebox

software into such MP3 software as the Rio and the Philips player.

CEMA, NAB Agree On New Rules For NRSC

he National Radio Systems Committee, an industry-wide standards-setting body for technical improvements in
U.S.broadcasting systems that consists of representatives of the Consumer Electronics Manufacturers Associa-
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tion and the NAB, has crafted new rules “that include more formal definitions of member obligations, an improved
subcommittee structure and updated voting and standards development procedures.”

The changes “will allow the commiittee to be more responsive to the rapidly changing technologicalissues of the
radio broadcasting ihdustrysaid NAB President/CEO Eddie Fritts. “This collaborative, consensus-building effort

between broadcasters and manufacturers must remain agile and responsive to continue passing the benefits of new

technology on to consumers”

Broadcasters
Continued from Page 4

City Radio, Radio One, Hispanic
Broadcasting, Z-Spanish Media and
Saga Communications — the FCC
should not eliminate second- and
third-adjacent-channel protection for
existing stations. The commission
should also delay acting on the pro-
posal, added IBOC DAB developer
USA Digital Radio, until more test-
ing is done on digital radio. USADR
pointed out that its own system was
developed using extant interference
criteria.
Divided On Diversity

FCC Chairman Bill Kennard be-
lieves LPFM will build broadcasting
diversity in the face of a shrinking
ownership base, but some minority
broadcasters feel the service would
do them more harm than good.
“Crowding the FM band even further
with the new low-power stations will
simply threaten existing minority-
owned licenses with harmful interfer-
ence,” said African-American-owned
broadcaster Radio One.

“Among the stations most im-
pacted will be suburban FMs, whose
listeners in urban areas will likely lose
services,” said Z-Spanish. “Many of

these suburban FMs are minority-
owned and minority-programmed
stations.” The company also pointed
out that many stations sell brokered
time to ethnic, religious and commu-
nity groups.

On the other hand, 24 civil rights
organizations — including the Rain-
bow/PUSH Coalition and the Minor-
ity Media and Telecommunications
Council — said that LPFM would
serve as “the training ground for the
next generation of full-power broad-
casters.” The groups.said that
microradio outlets should be limited
to 50 watts in urban markets and 100
watts in rural areas.

One way to foster more broadcast-

ing diversity, suggested Bonneville
Intemational Corp., is to expand the
FM band “as air navigation services
migrate to global positioning tech-
nology.”- Or, Bonneville added, the
commission could amplify carrier
current transmission.

Fill In The Blanks

Meanwhile, the NAB wants more
information on how the FCC is con-
ducting its own LPFM tests. Last
week the association filed a Freedom
of Information Act request calling
for, among other things, the method-
ology the commission is using to test

its proposed low-power FM service.
and the types of radios that will be
used.

Last week the NAB released a
study that suggested that the ability
of radios to reject interference from
closely spaced channels could vary
depending on the model. The com-
mission claims that modern receiv-
ers eliminate interference on third
and perhaps second adjacencies.

The National Religious Broad-
casters was more specific than the
NAB, suggesting that it is “the inex-
pensive, typically older receivers —
those most likely to be owned by the
less affluent listeners, including the
urban and rural poor and the elderly
— that are most vulnerable” to in-
terference.

“Current home, portable and mo-
bile FM receivers would not be able
to distinguish LPFM signals from the
signals of established -commercial
radio stations, thus limiting consum-
ers’ ability to listen to either source,”
said the Consumer Electronics Manu-
facturers Association.

If the NAB does not receive all
documents in the record, the associa-
tian could take the FCC to court on
the issue.

Reply comments in the proceed-
ing are due at the FCC by September 1.

w

Ads

Continued from Page 4

The revised rules still require that
ads satisfy the original “adequate pro-
vision” aimed at ensuring that the
broadcast audience gets comprehen-
sive information on all of the major
risks associated with the drug. The
latest guides no longer require that
spots offer to fax product labeling to

consumers, but instead emphasize the
importance of broad dissemination of
a print ad campaign. The guidelines
also explicitly remind listeners that
health care providers other than phy-
sicians and pharmacists can be
sources of additional product infor-
mation.

The FDA said this “adequate pro-
vision” mechanism helps ensure that
a “diverse audience with different
information-seeking styles will be

able to receive comprehensive prod-
uct information.”

Although a number of consumer
groups have voiced concerns that
broadcast ads would confuse listen-
ers and become a health hazard. most
consumers welcome the ads as a
source of health information, said
Nancy Ostrove of the FDA’s adver-
tising division.

“Consumers seem to like it,”
Ostrove said. “They think it helps

www americanradiohistorv com

them become educated about their
medications.”

John Kamp, a spokesman for the
American Association of Advertis-
ing Agencies, said, “The FDA did
the right thing. It recognized that
direct-to-consumer helps inform
consumers, and that’s good for the
public”

An FDA critic, Dr. Sidney
Wolfe of the Ralph Nader-backed
Public Citizen’s Health Research

Group, said the agency needed to
adopt strong regulations that
would make sure misleading ads
did not get on the air. Now com-
panies can air ads without prior
FDA review.

“This system isn’t working at all
to stop, one after another, false and
misleading television ads,” Wolfe
said. “By the time the FDA catches
up with these {ads], 10 to 20 million
people. have seen them.”
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Mile High Marketing

7 Mark Etchason, marketing director for Jefferson-Pilot's
four Denver stations, talks about their spring marketing
campaign for country leader, KYGO.

YGO, Denver’s market dominant country powerhouse, was running out of marketing
ideas last spring. They had tried everything from big contests to TV to grow the country
W B audience and nothing seemed to work as well as it used to. The job at hand was to make
country music and KYGO exciting again. So after reviewing all the marketing options they
decided to try something they had never done before. All was going fine until a ordinary spring

afternoon in April.

TQ: / understand that the Columbine
shootings nearly derailed your
spring marketing?

ME: Well, our plan was to
mail  about 200,000
Vidpaks at the end of April
and the actual drop date
was supposed to be April
20. That was the day of the |
Columbine shootings. As |
you can imagine we were |
pretty worried about the
impact the shootings
would have ¢n people's
interest level in the promo-
tion. This was a huge disaster for the
city and nobody could think or talk
of any thing else. It certainly wasn't
a time for a fun radio promotion. So
I called up IQ and together we man-

*
It was probably one

of the best pieces I've
seen put together
selling Country music
and selling the radio
station, in terms of
excitement and sizzle
and tempo.
T | were———

aged to delay most of the mailing for
a week or so. A few went out before
we could stop them. but we caught
most of them in the nick of time.
Obviously we were still very con-
cerned about the mood of the com-
munity and that people would not be
receptive to a radio station promo-
tion at that time. The amazing thing
was, as it turned out, we out-cumed
the News/Talk station, and I strong-
ly believe that it was because of
Vidpak. Maybe it was because the
Vidpak was a diversion from all the
bad news.

TQ: Why did you decide to use
Vidpak?

ME: We've seen the success of

Mark Etchason

Vidpak in other markets and we
wanted to be first in the Denver
market to do it. I thought it was
important that we be
1| first because there can
be tremendous impact
of being first with
something new and
creative like this.

TQ: You were not the
first station in the
Jefferson Pilot group
to do Vidpak.

ME: That’s right. After
the success we had in
Charlotte and San Diego we
thought that it would work very
well for us in Denver, and like I
said, we wanted to be first.

TQ: What were your marketing
objectives?

ME: Well, KYGO, our heritage
country station, had done the birth-
day games and every major contest
you could possibly do. We felt like
it was time for something creative
and new. Vidpak seemed the perfect
thing to revitalize some of the spark
that had gone out of Country radio.
The music had sort of plateaued,
and we felt that Vidpak could really
sell the sexiness of Country music.
At the same time we could high-
light the morning show and try to
grow TSL with the contest.

TQ: Tell me about working with IQ
and producing the Vidpak.

ME: Well, they basically took care
of everything in terms of writing the
script, coming to our market to
shoot the city scenes and local stuff,
and took care of all the music
videos that we had selected that
would highlight all the sexy, new
stars in Country music. Showing
off Shania Twain's bellybutton and
all that good stuff. But with respect
to the quality, it was probably one
of the best pieces I've seen put
together selling Country music and
selling the radio station. in terms of
excitement and sizzle and tempo.
Everything was great with the
piece. Production values were out-
standing.

*
The amazing thing

was, as it turned out,
we out-cumed the
News/Talk station,
and I strongly believe
that it was because
of Vidpak.
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TQ: How did your sales staff like it?
ME: Around the same time we were
expecting to drop the tape in the
market, there was a home show
looking for a new and creative way
to get traffic to come to their event.
So what we were able to do was put
a 30-second selling message for the
client at the end of Vidpak. That
represented some significant dollars
that we were able to steal from
some other stations. They also got
to use the tape as a sales tool.

TQ: Now, ! understand you did some
research, what did that tell you?
ME: 70% of the people who
received the tape watched it, 19%
played the game, and 9% listened
more because of the tape. So I
thought that was pretty good. In the

KYGO, our heritage country station, had done
the birthday games and every major contest
you could possibly do. We felt like it was time
for something creative and new.

May trend, 12+ went froma 7.3 toa
9.4. John Coleman just finished
some research for us indicating that
the KYGO Vidpak had the highest
recall of any marketing he's ever
seen in Denver.

TQ: Was the execution easy?

ME: Well, one thing that was great
about the Vidpak project was that IQ
took care of everything once I hand-
ed over our hot zips to their market-
ing department and gave them the
core demo. I also merged it with our
current existing audience database,
and they handled the rest. It was
great.

TQ: Do you feel that the fulfillment
side was handled as well as the cre-
ative side?

ME: Absolutely. T think one of the
best things about Vidpak was work-
ing with IQ. They took cace of
everything from script development,
production, developing the mailing
list, where it was going to go, and
even the cover idea and design. It
was completely turnkey and that
makes it really easy for marketing
people who have multiple stations
and multiple responsibilities. For
example the list, all I had to do was
hand over our hot zips to their list
expert and they did a fantastic analy-
sis of who we should mail as well as
integrating it with our audience data-
base. They made it easy.

TQ: How were the numbers in the
book?

ME: For the first time in more than a
year we were #! again 12+ and
equally important #1 in morning
drive. Our cume was up, our TSL

er Etch?§on

*
70% of the people
who received the
tape watched it, 19%
played the game, and
9% listened more
because of the tape.
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was up and overall it was an excel-
lent book. For a station already on
top and dominant it was quite a
trick to squeeze even more out of
the Arbitron stone. Vidpak worked
because it gave the radio station the
opportunity to sell the beautiful
people of Country music. Vidpak
gave us the ability to let people lit-
erally see that this is still a pretty
cool format even after all these
years. We needed to re-ignite the
passion for the music and the for-
mat and I don't think anything
could have done that better than
Vidpak.

—
We needed to
re-ignite the passion
for the music and
the format and I
don’t think anything
could have done that
better than Vidpak
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* Innovation ‘Station: What SDMI means, Page 16

* Strategies of top performers, Page 14

< RAB: Media's driving car sales, Page 14

The first “sales training” I ever

By Ed Shane
. received came in 1968 when 1

was named PD of a radio station in Atlanta. The
GM who hired me showed me a poster of “the
man in the chair,” a grumpy old codger who sat
in a swivel chair with his hands folded. His
expressionless stare was chilling.

The caption was as brutal as the man’s eyes:
“I don’t know who you are.

I don’t know your company.

I don’t know your company’s product.

I don’t know what your company stands for.

I don’t know your company’s

B A ol
SALES

EVERYTHING IS SELLING!

management makting

“There is much pleasure to be gained
from useless knowledge.”
— Bertrand Russell

tricked people out of
their savings.

My new boss called
those salespeople “vul-
tures” and said he didn't
think his sales staff acted
that way. As I worked with them, I discovered he
was right. That staff cared about its customers and
worked hard to make sure the clients got benefits
from advertising on our station.

My boss told me that my job was to understand
the challenges that my station’s salespeople were
facing when they hit the streets every day. Also, I
was to join the sales reps to meet with clients and
talk about a product I knew better than the
salespeople did.

Later I would learn much more about sales —
information that sellers in every field call “the
basics.” ButI didn’t know that then. Who knew that

prospecting and qualifying, ana-

customers.

I don’t know your company’s
record.

Idon’t know your company’s
reputation.

Now — what was it you wanted
to sell me?”

“The man in the chair” began
as an ad campaign for Business
Week and other McGraw-Hill
publications in 1958. It was
named one of the top 10 ads
that year by Advertising Age. The
campaign was updated in 1968,

Electronic
Media ¢

lyzing needs and developing
solutions, continuing service af-
ter the sale and building relation-
ships would be so important?
Sure, the sellers did. Now the
programming guy would know
too.

I was fortunate to have been
given a taste of the basics of
selling early in my career. I felt I
had been brought into an elite
circle that gave me insight into
the business. This insight led to
my understanding of the way
media works — not just radio,

again in 1979 and yet again in

1996, with different people in the chair. Ultimately,
it was translated into French, Russian, German,
Italian and Chinese.

In my 1968 experience, I heard the message in
plain English. The problem with selling, my new
boss explained, is that not every prospect makes it
as easy as the “man in the chair.”

“Easy?” I asked.

Yes. The “man in the chair” ad could refer to any
product. Further, it contained a straightforward
litany of objections, ready to meet with information
from a well-prepared seller.

Why did I need to hear that? I had just taken a
job as a product guy at a radio station. I wasn’t
expected to sell advertising time, was I? Frankly, I
hoped not. All my exposure to selling before that
day had been observing high-pressure sales types
who had tried to sell my parents something they
didn’t need and couldn’t afford. In my mind,
“sales” was charged with negative perceptions
and evoked visions of diamond pinky rings and
clouds of cigar smoke from overweight men who

but media generally. It deepened

my desire to be a student of media.

Ultimately, it also led to the opportunity to carry
a list, to manage radio stations and to found and
manage my own company. Our core business is
programming and research consultation, but we
exist in the selling and marketing environment.
Everybody does. If you have human interaction of
any kind, then you'll “sell” something every day.

Ask the boss for a raise, and you're selling.

Ask for a date, and you’re selling.

Aska friend to do you a favor, and you're selling.
In other words, everything is selling.

Almost every environment exists because
somebody with sales skills matched a need with a
product or a service that fulfilled the need. Vehicles,
cosmetics, hospitals, roller coasters, you name it —
a salesperson created or sold a certain product that
provided a solution to a specific problem.

In its typical definition, selling connotes

Continued on Page 12
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TAKE IT FROM THE TOP

‘ By Dick Kazan How does an organization rank No.
T 1 in sales year after year? What
does it do that could help you achieve outstanding results?

To get an answer, | spoke with Donovan Welsh, GSM of
WFAN/New York, the nation’s top-billing station for the past
four years. In 1998 his station billed $55.1 million, nearly $10
million more than its nearest competitor.’

To Donovan, the single most important factor is the way you
contact prospects. “We go to the top rather than starting at the
bottom. Why not contact the President, CEO ... whoever the top
person is? Why take ‘no’ from someone who can't give you a
‘yes'?”

This is excellent advice. Rarely do marketers.sell at the
decision-making level. Almost always, salespeople call well
below, because it's the path of least resistance. The lower

echelon is easy to access —
their calls are seldom

TH E R DA D BIBE screened, and salespeople

i LR don't feel intimidated
and W Ll =8 speaking with them.
& EQ—E E:ﬂ E:‘ E 5':] ¥ Unfortunately, the lower-
: ranking people are usually well
removed from those in charge. They seldom know the decision
criteria, nor can they affect a deal's conclusion. Almost never
can they place salespeople in front of decision-makers, so
these sales reps are left to bid a cheap price and have it passed
up the ranks.

How does Donovan's staff overcome the screening process
and access the higher-level people? “We try any number of
means. Some people do it through relationships. Sometimes
it's a fax that gets on someone’s desk. Persistence is the key. It
could be his birthday, which we learn from the gatekeeper.
Send a card.”

What happens when Donovan's salespeople get in front of
the person in charge? “We listen to what the decision-maker is
tooking for. Listening is a lost art. We don't try to sell them
spots. We're trying to sell them a marketing program that can
enhance their sales and name recognition. Offer them what
they’re trying to achieve, then do the right thing for them.”

How actively do WFAN salespeople prospect? “We're always
out looking for new clients, everywhere and anywhere. We read
magazine articles and newspapers [to target those companies
running print ads or, in the articles, others who could run radio
ads). We think everyone should be on the radio.”

How closely do Donovan and management work with the
sales staff? “We're hands-on. It’s the only way we can do what
we do. We have 30 on our sales staff, including managers. I'm
in by 7-7:30 every morning. | talk to every sales rep every day. |
talk to the managers before the reps get here. | go on sales
calls, and so do other managers. On Monday we sit down with
every account rep. Every Monday morning we read every
proposal that goes out of the building and do a complete review
of prospective deal closings.” In other words, he focuses on
executing the marketing strategy, leaving as little to chance as
possible.

So how did WFAN become the best? By selling at the
decision-making level, being good listeners, helping clients
reach their objectives and through attention to detail. These are
things you could readily do if you committed yourself to doing
s0. The results will amaze you.

Next week: |s there a secret you can use to favorably
influence a customer’s decision? The answer is yes ... and I'm
going to share it with you.

]

" BIA Research

Dick Kazan is a successful entrepreneur who founded one of the largest
computer leasing corporations in the United States. He created and hosts
The Road to Success, the first radio talk show to offer on-air business
consulting to business owners and employees. E-mail your comments or
questions to him at rkazan@ix.netcom.com.
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The Industry Keeps Changing.

NViore.

Your Company Demands More. More Ratings. More Profits.

NViore.

You Need A Consultant Who Offers More.

Your company constantly demands more. More rat- E :
Strategic Tip 6.0
ings. More profit. You have to take it to the next level. You
need a unique strategy. And a consultant who’s more than
_ . Radio has become big business,
just a music guru.

You need Alan Burns & Associates. with more and more pressure to

Wi b d ic to help desi t trate-
e go beyond music 10 help design custom strate perfort. Be careful fiot kol

gies for our clients, help them develop their morning

Dave Shakes, Donna Burns, Alan Burns, Jeff Johnson . . i i
shows, and create marketing and promotion plans and tac- that pressure translate into grim

tics that positively impact their ratings. hallways. AC and CHR stations
Its a combination that really works for AC and AT A 'I'
: h h should be fun to listen to, and
CHR stations like MIX 94.1, KMXB, Las Vegas... o —
now #1 25-34! ) [ " '} T’ ~ people who aren’t having fun in
Call us today to lock up Alan Burns & bLN\b
their jobs don’t create fun,
Associates’ Integrated Strategies System™ in your & ASSOCIATES
: entertaining radio.
market. When your company constantly demands
yeRreompay ¢ (703)648-0000
mere, you can' afford to settle for less. : www.burnsradio.com
Watch for more Strategic
Custom Strategies * Music * Mornings * Marketing & Promotion * Results Tips in coming weeks.

www americanradiohistorv com
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EVERYTHING 1S SELLING!

Continued from Page 10

economic exchange, not day-to-day human
interaction. For sellers in electronic media, for
example, the exchange is dollars for advertising
time or message space.

“Selling is the mechanism that drives the
economy,” said Charles Futrell, professor of
marketing at Texas A&M University, to the
Houston Chronicle. “It’s matching what you’re
selling to a customer’s needs in a professional
manner.” Futrell teaches selling at A&M’s
Lowry Mays College and Graduate School of
Business. The name of the school speaks
volumes: Mays, founder and chairman of Clear
Channel Communications, funded a business
school, not a media school.

Mays talks about various forms of media as
conduits from the advertiser to the viewer or
listener. As sellers of advertising in electronic
media, we're sellers of the advertiser’s product.
Mays explains: “We view ourselves as being in

the business of selling automobiles, tamales,
toothpaste or whatever our customers want to
move off their shelves. That culture, whether in
radio or television, has served us well and keeps
our focus where it should be, and that’s on the
customer.”

Zig Ziglar calls selling “a transference of
feeling. If I (the salesman) can make you (the
prospect) feel about my product the way I feel
about my product, you are going to buy my
product.” In Secrets of Closing the Sale, Ziglar
added, “In order to transfer a feeling, you’ve got
to have that feeling.” This is a very positive
definition of selling, because it assumes the seller
is so enthusiastic about the product that the
prospective buyer catches the euphoria.

Adapted for R&R from Selling Electronic Media by Ed
Shane, published by Focal Press; (800) 366-2665.

MARKETING

FINGER-CLICKIN’

GOOD!

WHATEVER FLOATS YOUR ... BUTTONS?

It’s not often that we run across animated GIF graphics
we like. Usually, they’re a waste of the extra kilobytes and
time it takes to load them,
with little value to offer.
All right, so maybe the
animated GIFs on the
WOLX/Madison, WI site
(www.wolx.com) don’t

offer a whole lot ... but
they look very, very cool.

How does WOLX use the animation? To make the but-
tons on the left side of the screen vibrate and bounce
around like the electrons they truly are. Even better, they're
designed to give a bit of a 3-D effect, with the buttons
seemingly floating just above the background of the page.

OK, so maybe it’s not the most significant develop-
ment in the history of the Internet, but it does make the
site more enjoyable to look at. And, hey, that's got to be
worth something, right?

What makes your website “finger-clickin’ good"? E-mail a short explanation and/or
screen shot along with an active URL to MMS Editor Jeff Axelrod at
jaxelrod@rroniine.com with “FCG Site” in the subject line.

FOUR WEEK

FO RWARD _sales & Promotion Planning Calendar

September 5-11 Fall Hat Week, National Housekeepers Week

O Y & (s o— O O

Be Late for Something Read a Book Day Napoleon Day National Pardon Day Teddy Bear Day Scapegoat Day National Make Your

Day Fight Procrastination International Literacy National Date Nut Bread Expectant Mother's Day Swap Idzas Day Bed Day
Nationak Cheese Pizza Day Day Day Colonel Sanders bora Hot Dog Day Wrench in the Works
Day Player Piano Day First professional auto Star Trek debuts (1966} (1890) Popeye debuts on Day

First Barbie doll soid radio £1835) Tricky Handshakes

{1959)

Richard Nixon pardoned
{1974)

First Labor Day parade
(New York, 1882)

race(1896)

Instant replay goes into
effect in the NFL
(1986)

Day
National Hot Cross 5
Buns Day

WHEN IT COMES T0 KILLER TV SPOTS, THERE'S ANEW KiD IN TOWN.

-

L

Big Picture Creative. Television spots for radio.

972.818.7300 www.higpicturecreative.com
contact Heather Hall or Mark McGovern

wwWwW americanradiohistorv com
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Who are we as Americans?
Where are we going as a country?
What should we as citizens care about?
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Newt eingﬁl , The Age of Possibilities
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- and how they, as citizens, are changing
~the world a{q?undthem P :
From his traégié across the country,

Newt believés technology and

education are transforming society.

And the knoWlédge, ideas, solutions

and apportunities ére empowering
individuals to %«:fiza'rgtihue to make .

this country great.
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management - marketing - sales

GET NOTICED AS A TOP PERFORMER!

In today’s consolidated environment, both man-
agement and sales teams are getting bigger. The
competition is becoming more and more fierce, as
expectations continue to increase and margins are
more frequently put under the microscope.

”m Pollack If you want to stand out

e 5 ' among the group, here are
some helpful suggestions on how to bring the com-
pany a better return on the investment it's making
in you:

1. Outperform your competition (the others on
your team). Make sure everything you do produces
better results, costs less and is done more quickly
than anybody else.

2. Volunteer for projects that have high visibil-
ity. These are likely to be the projects with greater
risk for failure, but with risk comes reward.

3. Learn the culture — the “political ropes” —
of the company. Who controls the grapevine? Who
are the unofficial task leaders in each department?
How does one succeed around here?

4. First remember, then get to know key depart-
ment heads. Do what you can above and beyond
the call of duty to encourage and help them in ar-
eas that may not directly benefit you.

5. Think of new ways to generate “new dollars”
and new opportunities for the station. If it’s event
marketing that ties in with the station’s core audi-
ence or other forms of nontraditional revenue, re-
member: New business is the key today. Even if
there isn’t money involved, are there opportuni-
ties that may enhance the station’s image in the
community?

6. Consider yourself both an ambassador and
“guardian angel” of the station. Be the station’s
eyes and ears. Build a cement wall around you and
the business community and don’t let others in!
Seven days a week and 24 hours a day, view both
sets of the station’s customers (listeners and ad-
vertisers) as your top priority.

7. See that the majority of problems you are
bringing to the table are solved before they get to
your boss’ attention. Remember the formula of
P+2S=A ... a probleny plus two solutions equals
answer!

8. When it comes to being proactive, remember
hockey legend Wayne Gretzky’s strategy: He
doesn’t go to where the puck is now, he goes to
where the puck is going to go. Learn to be proactive,
anticipate where the next step is going to be and
do everything you can to more quickly get the sta-
tion there.

9. Set the pace — energywise and performance-
wise — for others at the station. The faster you run
the race, the more people are vying to keep up with
you. Help set the station curve!

New Hampshire-based radio trainer Irwin
Poliack conducts sales seminars and
provides consulting for individual stations,
market clusters, broadcast groups and
local and state associations. For informa-
tion, cali (603) 598-9300.

L

RADID GETS RESULTS

SUCCESS STORIES FROM THE RAB

RADIO DEALS WHEELER'S WHEELS

SITUATION: Wheeler Chrysler/Plymouth, a family owned and
operated car dealership, has been in business for 76 years. It is very
successful and has won a Five Star rating from Chrysler Corporation.
Wheeler's past advertising has included print, some radio, biltboards
and local cable television with a primary target market of 25-54 and a
secondary focus on 18-49-year-olds.

OBJECTIVE: The dealership is very customer-oriented, and the staff
really listen to their customers. Wheeler wanted a campaign that
would increase traffic and sell cars by emphasizing their customer-
friendly philosophy.

CAMPAIGN: Using a ready-made jingle with the theme “We hear you
loud and clear,” WGRX-FM/Baltimore created an ongoing campaign
that includes up to 60 commercials per week. To supplement this
advertising, for special events the station provides on-location
broadcasts three times a year. Along with the “We hear you™ theme,
the spots feature specific Chrysler vehicles such as Neon, Breeze and
Cirrus. Ads for the service department are also added to the rotation
from time to time.

RESULTS: The owner of the dealership likes the “We hear you”
campaign so much that he has now incorporated the concept Into
his billboard, newspaper and cable advertising. The dealership has
enjoyed record months since the campaign began, thanks to the
creative flexibility of radio.

RAB TOOLBOX

More marketing information and resources from the RAB

MEDIA TARGETING 2000

More than a third (36%) of those who own American cars earn in excess of
$50,000 per year and 27% are college graduates. Atmost four-fitths (79%)
own their own homes, and 38% have children living at home. This group
spends an average of 45% of its daily media time with radio.

INSTANT BACKGROUND COLLECTION—CARS

0Of the 30% of adults who plan to buy a car in the next year or two, 55% plan
to purchase vehicle and 58% intend to buy a used one (Some pian to
do botm*\irds of potential buyers say the new or used vehicle
they acquire nitely or probably be American, compared to around

20% who say they will definitely or probably buy a forelgn model. (Roper
Starch Worldwide, 1999)

RAB CATEGORY FILES

“As more and more car owners turn to trucks and SUVs for their
durability...they’re also bringing along a demand for many of the creature
comforts they once enjoyed in their standard-size vehicles. Automakers are
responding with so-calied “crossover” vehicles, SUVs that add trucklike
aftributes to modified car plattorms.” (Brand\Week, 4/12/99)

For more information, call RAB's Member Service HelpLine at (800) 232-
3131 or log on to Radiol.ink at www.rab.com.

EXPOSE YOURSELF

BANNERS on rowL

COUNTRY 104.3

105:7/\ Peak

Spokane's | Rock Alternative

11929 DENTON DRIVE  DALLAS, TX 75234
EMAIL: world@airmail.net

TEL: 1-800-433-9843

sincLE & muLTir,e BANNERS
l

FAX: 1-800-433-9844

WWW.americanradiohistorv.com
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Warnen Bros ;—K\ ! Fusty SxrerianeT

This Puppy BT
Is A Winner!

‘Watch Shiloh win over your listeners!
His first movie and video was a huge success — delivering
great family fun. This exciting sequel is now available for
prize giveaways this fall. We've got to move quickly,
though... so don't bark... move!

This free promotion is exclusively available
- August 16 - Seotember 12 in these markets:

Atlanis Houston Portland
Baltirrore Karsas City Providerce
Bostcn ‘Los Angeles Sacramento
Chicago Mizmi St. Louis

' - Cincirnati  Milwvaukee San Antonio

& z Cleveland  Minneapolis  San Diego

}"’ Columbus New York San Francisca

7. Dallas Philadelphia Seattle

2 Denvar Pitisburgh Tampa

Detrci: Phoenix Washington, DC

1enry Mowry at:

MARKETING
310- 788- 1626

or e-mail fimowry & risaline. com
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INNOVATION

STATION

Last time at the Innovation
Station we showed you a
handful of MP3 players
that are currently on store
shelves or are scheduled to hit the market soon. We
also mentioned that, thanks to the Secure Digital
Music Initiative, even more players will surface be-
fore the Christmas buying season.

By Ron Rodrigues

R&R Editor In Chief
ronr@rronline.com

So what is the SDMI, and how will it affect your
ability to commit your favorite songs to compact digi-
tal storage?

The SDMI is an uneasy alliance between the world’s
most powerful record companies, MP3 hardware manu-
facturers and the software companies that have devel-
oped MP3 and other music software, including Liquid
Audio and Microsoft's Windows Media Player.

I call the alliance “uneasy,” because, given their
druthers, the portable hardware manufacturers
would just as soon have no digital security system
attached to their devices. That's because the easier it
is to record and store music, the more likely it is con-
sumers will use their products.

But the recording companies, witnessing the MP3
firestorm on the Internet, were infuriated by the play-
ers. Late last year the Recording Industry Association
of America filed suit agéinst Diamond Multimedia,
manufacturer of the Rio MP3 player, for creating a de-
vice that the RIAA believed would foster piracy. The
RIAA also asked a federal judge to halt sales of the de-
vice. Although the judge allowed the lawsuit to pro-
ceed, he refused the request to halt sales, and the Rio
player became a hot item last Christmas.

At about the same time the recording industry de-
cided to form the coalition that came up with the SDMI.

PUTTING THE PADLOCK
ON DIGITAL MUSIC

M How the Secure Digital Music Initiative works

According to published reports,
negotiations between the vari-
ous parties were heated at times,
because the recording industry
wanted rather strict restrictions
placed on the copying of both
“legacy” product — product al-
ready out on the market — and
future releases, while the hard-
ware manufacturers sought much less restrictive
standards.

The end result? Beginning this fall record compa-
nies will add a digital watermark to their CDs and
online files that can be read by SDMI-compliant com-
puter software and portable players. In the first phase

et
it

_—

of SDMI, portable devices that are SDMI-compliant
will be able to play both SDMI- and non-SDMI-compliant
music. Legacy MP3 players already on the market will
be able to play anything they can currently copy from
a CD or download from the Internet, but won'’t be
able to play SDMI-encoded music.

In a second phase of SDMI compliance, to be imple-
mented next year, portable devices will be restricted
from playing pirated MP3 or CD files. They’ll still be
able to play SDMI-encoded music obtained from legiti-

mate sources, as well as copies of a user’s own CD col-
lection. At some point portable device users with Phase
1 SDMI players will be told to upgrade their devices in
order to continue listening to SDMI-compliant music.

Are you still with us?

The drafters of the SDMI standards stress that in-
dividuals will forever be able to copy their current
CD collection onto their computers and MP3 players
regardless of the SDMI status of the devices they are
copying to. There is one catch, however: Each time a
user copies (or “rips”) a CD, only four digital copies
can be made at a time (say one copy for the spouse,
one for the kid, one for the portable device and one
for the desktop computer at work). If the user wants
additional copies, he or she can rerip the CD and
make up to four more copies. The logic behind this
scheme is that a pirate is not likely to be very pro-
ductive if he can only make four copies of a song per
copying session.

When it comes to CDs that are SDMI-encoded, it
will be up to the record companies, publishers or per-
haps even the artists themselves to assign “rights”
to a particular recording. For example, a record com-

pany may allow a user to make fewer or more cop-
ies of a CD than the four that will be granted,
with a legacy CD. They may grant unlimited
copying sessions or they may grant fewer —
perhaps just one. It's even possible that the
rights to play a song — much less copy it — may
be set to expire after a certain period. That might
come in particularly handy if an artist wants to dis-
tribute promotional copies of a song over the Internet
and have the song expire when the album is released
or after the song is played a certain number of times.

The SDMI is being implemented with much con-
troversy. Check out the MP3 newsgroups and you'll
find many people who fear that Supreme Court copy-
right decisions regarding “first sale” and “fair use”
provisions for CD owners will be circumvented by
the intellectual property filters used by the SDML
Software packages supposedly already exist that by-
pass SDMI restrictions.

Whatever. It will be an interesting year for the mu-
sic industry, MP3 players and the Internet.

E
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)advantage

" Giving PDs the Programming Advantage

o Fos

Know Your Listeners Better Than Ever with New Programming
Software from Arbitron

Developed with input from PDs natdonwide, PD Advantage™ gives you an “up close and personal”.
look at listeners and competitors you won'’t find anywhere else. PD Advantage delivers the
audience analysis tools most requested by program directors, including:

What are diarykeepers writing about stations in my market?
A mini-focus group of real diarykeepers right on your PC. See what listeners are saying in
their diary about you and the competition!

When listeners leave a station, what stations do they go to?
See what stations your drive time audience listens to during midday.

How are stations trending by specific age? :
‘Track how many diaries and quarter-hours your station has by specific age.

How’s my station trending bour by bour?
Pinpoint your station’s best and worst hours at home, at work,
in car.

How often do my listeners tune in and bow long do
they listen?
Breaks down Time Spent Listening by occasions,__
and T'SL per occasion.

i

How are my 100+ Quarter-Hour diaries trending?
Diaries with 100+ quarter-hours account for about
10% of the average station’s diaries, but they representa
whopping 40% of the quarter-hours. Now you can under-
stand how these crucial listeners impact your listening. -

When Pm P1, who’s P2?
See whom you should be trying to pull listeners from.

When 'm P2, who’s P1?

See whom your listeners prefer over you.

What age range accounts for most of my audience?
- Find out what age range defines the true demographic core of your
station.

What are the residential and workplace zips of my (Total or P1-P4+) ll.fteners? e . i

Find out where your listeners live for better marketing and promotion results.

To use PD Advantage to your station’s advantage, call your Arbitron account executive or
Bob Michaels, manager, Radio Programming Services, at (972) 385-5357 or send an e-mail
to bob.michaels@arbitron.com.

ArRBITRUIN
A Ceridian Company
www.arbitron.com

iohi
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Arista Ups Ronayne
To Nat’l Top 40 Dir.

Margaret Ann Ronayne has
been elevated from National Top 40
o Promotion Man-
ager to Director/
I National Top 40
Promotion at
Arista Records.
4 In her new ca-
pacity Ronayne
will continue to
promote the
label’s and its
joint ventures’
CHR releases to
national radio,

Ronayne

while also coordinating the national |

and regional field staffs.

“Since joining the national staff
over a year ago Margaret Ann con-
sistently delivers 