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46,000 Expected For
NAB Convention’ 89

Outgoing Federal Communica-
tions Commission Chairman Den-
nis Patrick leads a host of speakers
and honorees at the National Asso-
ciation of Broadcasters Annual
Convention and Engineering Con-
ference in Las Vegas today (April
28) through May 2.

More than 46,000 broadcasters

continued on page 6

Group W Buys Legacy
and Metropolitan

Inadeal that will make Group W
Radio the second largest radio
company in America, the broad-
casting conglomerate has signed a
letter of intent to purchase Metro-
politan Broadcasting and Legacy
Broadcasting for $350 million.

Group W and President Dick
Harris will end up with nine sta-
tions in the top 10 radio markets
and the sale gives New York inves-
tor Robert F. X. Sillerman and other

continued on page 6

Noble Sells Boston
Combo For $39 Million

Group owner Noble Broadcast
has sold its Boston cor Y0, WSSH-
AM/FM, to syndication giant/en-
tertainer Merv Griffia for $39 mil-
lion 7" e purchas isthefatestin a
serics cor Griffin Entaitainment

1t he= beenspeculatad for=nontns
that Noble is intcrested irt acquir-
ing the Transtar.etwe %, out Noble
CEQJoknLynchhasan ouncedno
specific plans.

Much attention has been Baid to
the recent decision by Caputal Cit

continuedor va %
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 Finding The Right Broker Is The
Key To Selling A Radio Station

 ignificant changes have taken place in the last five years in the
way radio stations are bought and sold. New players, new
levels of spending, and new financial instruments have
. brought about an entirely different economic environment in
4 | Radio. Ways of investing in Radio have changed, and chang-
ing interest rates and tax advantages will continue the trend.

Operators or owners who are buying, selling or trading Radio stations
in this environment must have a firm understanding of the issues, or
find a trustworthy broker who does — preferably both. ’

continued on page 14
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Z-ROCK’S HOT NUMBERS

IN'JUST 60 DAYS ON-THE-AIR

257 204 1.4 12.1

IN JUST 30 DAYS ON-THE-AIR

.3 2.0

AND...

The ZRock poster.

It looks like we sound ... HOTI
Lee Abrams’ Z-Rock,

the 24 hour rock 'n’ roll Superstation,
burning with the best mix of
Rock 'n’ Roll,

Amazing Jocks,

and Awesome Merchandising.

There's a revolution
in radio happening now.

Z-Rock isn't only a format,
it's a business.

Want the Z-Rock Poster?
Call 1-800-527-4892.

Z-Rock delivers.
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On May 26th at
m, every

I"atlio station
In America will

Ellen Hulleberg
President, Interep’s Radio Store
RAB Ste “ing Committee Member

With your help!

As the launch of its National
Radio Awareness Campaign,
the NAB/RAB Radio Futures
Committee is planning a major
radio event. It is hoped that all
U.S. stations will simultane-
ously broadcast a spot, “Radio,
what would life be without it?”

An announcement by James *
Earl Jones will introduce
listeners to the campaiyn. This *
will e fullov24 b B0 seconds
Ot silence in order to dramatize

4o off the air..

the impact of radio on our lives
with the anticipated result of
nationwide coverage.

We need the financial support
and participation of every
station to broadcast the
ongoing campaign.

Interep's Radio Store is proud

‘to be a sponsor of the National
‘Radio Awareness Carip -~ 7.

For more information on how
yCu can taks part, please call
us at 1-800-INTEREP.

) v
\J ’
A\ Intcrep’s Raviao Store
Durpetti & Assot ates Grouo W Radi» Saes  HEwWH
Major Market Radi  McGevien Guild Radio Torbet Ra
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Editorial

Get Involved With The NAB
To Help Radio Speak Out

t’s this time of year as we stroll

the massive hallways of the Las

Vegas Convention Center that

we think more about the NAB
than we do at any other time.

They throw a great convention, but
just who are these guys? What do
they do? What do they do for me?
What do I get for the dues I pay? Is
there more to the NAB than an occa-
sional mailer or newsletter? Do they
really serve radio?

Questioning the NAB is something
a lot of radio people do. I remember
overhearing a reference to NAB at a
recent convention as those ‘guys in
Washington who never do anything
but play golf with senators’.

Sure, there is a staff in Washington
-and surely someone gets to play golf
with a senator or two - but the real
NAB is an alliance of members, folks
like you and I who must meet budg-
ets, sell spots and make payrolls.
The NAB s often accused of ignoring
radio. I don’t think for a minute that
is the case.

Consider that NAB President Ed-
die Fritts comes from radio, he’s one
of us. Radio is only a small portion of
the revenue of NAB, but a lot of time

| and money is spent on radio matters.

The mood of a few critics often makes
it popular to think that NAB is disin-
terested in radio. Criticism-can be
healthy, but don’t be critical unless
you are willing to make an effort to
make the Changes you feel are neces-

| sary.

How involved are youin the NAB?
Have you'ever been or a committee?
Ever volunteered for a support role?

.The NAB and other organizations |

like it need you.s time a. dyourinput.
You are radiv. You have a lot to offer
and a great deal of ky owled_e and
ideastocontribute. Broadcasters from
avery size mark.t and eve.v f-rmat
need representa’i- nat the NAB. You
need to find yourself more inv- 've: .
Lynn Christian, the newly appointed
senior vice president forrsdio, w ows :l

B. Eric Rhoads
love to hear from you.

Changing public opinion isn’t easy
and likewise changing the mind of
Congress requires more than the ef-
fort of a single lobbyist. It takes you,
your staff and hundreds of radio sta-
tions to get the message to the right
people.

If the NAB appears to be lacking
the movement you would like to see,
it could be the same people keep vol-
unteering their time and energy to a
cause they know needs support. But,
at least they volunteered.

You have a chance to voice your
feelings and change things you don’t
like, or that are not good for this in-
dustry. By getting more involved,
knowing the issues and taking some
of your time to help, you’llbe amazed
at how much you really can contrib- |
ute. |

The NAB s your voice. If i*doesn’t |
work for you, it could be that you
hzve not given it 2 chance. .

C i\
< i Jéx'},.
i ]
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Pulse News

Wea vef Named President Of
Streamline Communications

Editor-In-Chief of The Pulse

Jackson Dell Weaver, has been
named president of Streamline Com-
munications. Theannouncement was
made by B. Eric Rhoads, chairman of
the board.

Weaver, 38, most recently served
as vice president in charge of sales
and marketing for the magazine.In
his new position, he will oversee the
day-to-day operations of Streamline
Communications, the parent corpo-
ration for Giant Boom Box Industries
and The Pulse,

“Jackson's experience in broadcast
management will provide Streamline
Communications with the type of
leadership that will lead us success-
fully into the next decade,” Rhoads
said. "Our organization is growing

Veteran broadcaster and former

and we need someone with his back- |

ground to manage our day-to-day
operations.”

Weaver moved to Streamline from
Seattle where he served as VP/GM of
Ackerley's KJR/KLTX. A native of
Wisconsin, Weaver began his radio
career at age 14 with on-air duties
and later moved to sales and station

| ownership.

He sold for KUTV-TV in Salt Lake

| City and served as president of KZAR-
| TV there. Weaver owned KPRQ in

Salt Lake and served in management
and sales at KCPX Radio.
"I look forward to the challenges

Jackson Dell Weaver

ahead,” Weaver said. "Streamline is a
growing company with talented,
ethical people as its foundation. Our
challenge is to move from a success-
ful entrepreneurial company to a
major force in broadcast marketing".

An avid bicyclist and classic car
collector, Weaver is married and has
a son.

Streamline Communications is
headquartered in North Palm Beach,
Jy.

Noble Sells Boston Combo For $39 Million

continued from cover

ies/ABC to acquire Satellite Music |
Network. The United Stations could |

also be a takeover target.

A new network player, Braiker
Radio Services, will launch a new
satell.*~deliver :d network beginning
in July.

Noble purchased , /SSHin 19¢5and
added WKKU in 1987 for $12 ® mil-

lion total.

Griftin recently purchased WH]JJ/
WHJY in Providence for $34 million.
Griffin Entertainment also owns
WPOP/WIOF, Hartford and WTRY /
WPKY, Albany.

Neil Rockoffand Joe 3itrick *f3lack-
bran and Co. bandled the saze.

|WRH

46,000 Expected For
NAB Convention ‘89

continued from cover

and exhibitors are expected to attend
the ‘89 convention, including some
445 international registrants from 35
different countries.

Along with 37 members of Con-
gress and three FCC commissioners,
attendees will have the opportunity
to hear and discuss the latest indus-
try trends in some 100 sessions.

There will also be some 420,000
square feet of exhibit space for regis-
trants during the conference.

NABPresident Eddie Fritts will give
his state-of-the-industry address on
Saturday, April29and JamesE. Dulffy,

president of ABC Communications,
Capital Cities/ ABC, will receive the
industry’s highest honor, the Distin-
guished Service Award, in the Satur-
day opening session.

Veteran sportscaster Red Barber
and Spanish-language broadcasting
pioneer Nathan Safir will be inducted
into the Broadcasting Hall of Fame at
theRadioLuncheon on Monday. Also
receiving recognition during the
luncheon will be recipients of the
NAB's “Best of the Best” contest for
the top promotions of 1988.

Warren Potash, the new president
ofthe Radio Advertising Bureau, will
make his first state-of-the-industry
address since taking office, and there
will be a showing of the RAB's new
video, “Radio’s Sound of Success,” at
the 2:30 p.m. meeting Monday.

William G. Connolly, president/
CEOof Sony Advanced Systems, will
receive the Engineering Achievement
Award curing the Saturday engineer-
ing luncheon. The featured speaker
will be Leonard Feldman, owner, Le-
onard Feldman Electronic Laborato-
ries of Great Neck, NY.

Exhi"it hours for the riilton Cener,
Rotunda and outdoor areas will be
Saanday-Morday, 8:30 am.-5 pm.
and Tuesday, 8.3V 2.m.-4 p..n.; and
tor ‘be Convention Center, 9 a.m-6

t.m. Saturday :hrough Monday anu
“ am.-4 p.m. Tuesday.

“he Mt Radio




FCC Budget Crunch
Might Cause Delay

he ailing Federal budget might
T strap the Federal Communica-

tions Commission in its daily
duties. The Commission has reported
to Congress that it is facing a budget
deficit of some $5 million this fiscal
year.

This could mean hiring reductions,
early retirements and mandatory
three-day furloughs, which could
mean delays in handling broadcast
data.

Group W Buys Legacy
and Metropolitan

continued from cover

Legacy shareholders an estimated 15
percent interest in Group W.

The deal is pending FCC approval
and hedges on Group W repaying
most of the debt of Legacy and Met-
ropolitan.

Sillerman will also serve on the
Group W Board of Directors.

“It's the sweetest deal I've seenina
long time,” said Tim Menowsky of
Communications Equity and Associ-
ates. “It clearly states the direction
Group W is headed. Everyone was
wondering what was up after they
sold Denver for $15 million.”

Included in the sale are stations in
New York, Los Angeles, Philadelphia,
Detroit, Washington, D.C., Houston
and Minneapolis.

The deal will require that Group W
divest itself of a Houston FM station,
and Group W will petitior: the FCC

for a waiver to operate WMMR-FM
inPhiladelphia whereitalready owns
and AM/TV comrbo.

The stations being acquired from
Legacyand Metropolitan are \WWNEW-
FM, New York; KTWV-F}! Los
Angeles; WMMR-FM, Phila-eiphi-,
WCPT-AM/WCXR-FM, Washine

ton, D.C.; WLLZ-FM, Detroit; KiLT-
AM/FM, Houstori; ard KDWB-AM/
I'M, Minneapolia

The P! 2

Ask Dwight

Readers have been writing in with
questions for Executive Editor and radio
veteran Dwight Case. Here are his an-
swers.

Dwight, I've been successfully running a
medium market AM/FM combo for the past
few years. Billing is growing, marketing has
been consistent and the bottom line isn't bad.

' My problem is that | dont know how I'm

doing. | receive no input from corporate
except at budget time. How do | get the home

| office to give me better guidelines?
| R.B., Minnesota

R.B., People pray for those jobs.
Don’t complain. Ask your superior for
quarterly reviews. Be candid about the
fact that you feel isolated with just an-
nual reviews. Set some specific para-

meters that you feel would help your |

performance.
Dwight, My ace salesperson has a job
offer across the street. She'll getagreatliston
a good station, but I'd really like to keep her.
Any ideas?
S.S., New Jersey
The Pulse Index
orthesecond consecutive week,
F the broadcast group as meas-
ured by the Standardand Poor's
yardstick performed admirably well,
at least on the surface. The index, as
measured by this standard, appeared
to make stellar gains through the
week. One word of caution, how-
ever, to anyone who might be
comtemplating a buy in one of these
stocks: Understand that this index is
overwhelmingly "weighted” and in-
fluenced by the twolargestcap stocks,
CBS andCap Cities/ABC. The very
shiong increases in share price for
boti of these companies may quite
possibly bedrivenby takeoverspecu-
lation and not exrnings projections or
other criterianormallv used to evalu-
awc share price. This more or less
throw- a yellow flag in the direction
ot the other broadcast stocks. Each
st kmustbranalyzed as anindivid-

Dwight Case ‘ ‘ | |

S.S., When salespeople are success- |
ful with you they seldom leave for a
better list or more money. What you
. have to determine is, what is the real
reason she is leaving: Rank? Manage-
ment potential? Maybe she just doesn’t
like working for you and thinks the grass |
is greener. Whatever, find out the real |
reason before you try to keep her or let |
her go. |

Of Radio Stocks

| ual entity and not a "coat tails" per-
former.

CapCities/ABC $415*
| CBS $187 75
| Clear Channel $13.50
| Heritage $487 |
j" Jacor $625 |
- Olympic $2.50u &
" Osborne $7.758 4/
- Price $7.00 4.5 |
| Sage 3900 al
| Sndroup $163 <
- TM Comm $.25 {
WW One $8.50

| aw 52-week higa ‘
¥ = A
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_TOP FORTY!

THE ORIGINAL RADIO FORMAT

It began one night in a bar in Kan-
sas City in 1955. After the bar closed,
Todd Storz noticed the waitresses
playing the same few songs on the
juke box they had heard the custom-
ers playing over and over all night.
Todd went back to his father's radio
station and created a "format” of play-
ing the forty most popular singles
over and over.

WE'VE COME A LONG WAY,
BABY

Inthethirty-something yearssince,
the Top 40 format has evolved. With
new concepts like call-out research,
hot clocks, music sweeps, and demo-
graphic weighting. As long as new
stylesand new musicare created, there
will be hit radio.

WE MADE ROCK 'N ROLL

Alan Freed named it, and Top 40
popularized it. Top 40 popularized
Chuck Berry, Elvis Presley, the Beatles,
Who, Aerosmith, and yes, even Led
Zepplin.

WE SURVIVED DISCO

It nearly killed us. We got drunk
on it. The the struggling FM album
rock stations stole our concept of hits
and swallowed our males. Until now

DANCZE AND ROCK ARE ONE
Both are rooted in American
rhythm and blues. It took the scream-
ing success of Guns 'N Roses to re-
mind us how well dance and rock
comfortably nest together.

PEOPLE LISTEN FOR MORE THAN
Music

It's the old question, "what busi-
ness are we really in." Sure, music is
most of what occupies our airtime.
But in the big picture we're in the en-
tertainment business. Our stations
exist as an image to our listeners. We
paintourimages with many elements,
of which music is only one.

IT'S ALL ABOUT BEING THE BEST
The most successful stations with
thelong term mega-ratings marry their
listeners. With personality, fun, in-
formation, and lifestyle as the mortar
holding that great music together.

THE NEXT BIG THING

When Sunny Joe White dumped
canned countdowns on WXKS-FM/
Boston, he searched for somethin glive,
fun and big which he could develop
into a promotable weekend ratings
builder. When John Garabedian first
suggested to Sunny the concept of a
big nationwide Open House Party™,
Sunny instantly recognized a mega-
hit, saying “Do it!”

DOUBLE YOUR RATES, DOUBLE
YOUR RATINGS.

Open House Party™ debuted on
WXKS-FM in September, 1987. In the
Spring, 1988 Boston Arhitron, 12+
metro share for OHP jumped to ~n
11.8, making it the highest sh>'e of
any daypart on any station Il -eek!
WKCI-FM /New Haven juraped 9.2-
17.8 share, WABB-FM/Mobile
jumped 11.2-20.8 sha.e.

Stations now generate incredible
incomesselling this program. Sold out
onSaturday and Sunday during Open
House Party™ some have doubled
their rates. It's like adding a major
weekly promotion to your station.

THE BEST OF WHAT TOP 40 IS
ALL ABOUT

We bubble with hit music pro-
grammed by actual requests, which
means the music rides right in tune
with the hits you play. John Garabe-
dianand Lisa Lipps work the toll-free
800 lines with a wild craziness, big
production, and lots of hot contests.
Like a great morning show, Open
House Party™ is designed as the
soundtrack of weekend partying. And
because it's live, your listeners think
it's originating at your station.

LOCK IT UP NOW OR LOSE IT

53 stations have now locked out
the competition with the exclusive
OpenHouseParty™ franchisein their
market.

Check availability in your market!
Call Brian Beecher or Nance Grimesat
Superadio now, (508) 485-3500.




Puise News

Robert Sillerman comesout "smell-
ing like a rose,” as one broker told
The Pulse. Consider this: Command
Broadcasting should now bedebt free
as a result of the Group W purchase
of Legacy and Metropolitan. It is no
secret that the battle to service the
Command debthasbeena tough one.
Carl Brazzell deserves any monies
received in this deal. He's earned it.

Former RAB President Bill Stake-
lin's first purchase for Apollo Radio,
Ltd.in Spokane leaves some $67 mil-
lion in the fund to buy radio proper-
ties.

Competingapplicants in the WOR-
AM sale will reap $9 million as a
result of the FCC settlement. Buck-
ley-WOR Broadcasting Corp. will
purchase the station for $16.5 million
from Gen Corp.'s RKO General.

Jameson Broadcast will syndicate
comic personality and "drive-in
movie critic" Joe Bob Briggs begin-
ning May 1 with athree-times-weekly
Larter feature for 60 AOR and CCHR
stations including XRQR-FM,
WBCN-FM, KHYI-FM, KSD-FM,
KAZY-FM, KOME-FM and WEBN-
FM.

The Mutual Biadcusting System
and NBC Radio Network l.ave won
awardsin the annual National Head-
liner Awurds competition.

The Pulse Ti Radio

Radio Ink

Pirate Radio, KQLZ-FM, Holly-

- wood aired its first commercial since

changing formats, charging its first
advertiser $2,000 for the spot. Subse-
quent spots will go for $1,000-$1,500.

Satellite Music Network reports
record earnings of $1,517,434 for the
year ending December 31, 1988 rep-
resenting a profit of 17 cents per share.

KNX, Los Angeles, is celebrating
its 21st anniversary as KNX
NEWSRADIO, continuing its role as
a leading news station in southern
California.

Harris Broadcast Division will

| unveil the DX-50 at the National As-

sociation of Broadcasters' conven-
tion. The DX-50is a 50-kilowatt digi-
tally-modulated solid state AM trans-
mitter with typical overall AC-to-RF
efficiency of 86 percent.

The rights to humorist Harry
Shearer's weekly satirical program
have been picked up by Tribune
Broadcasting's WGN-AM, Chicage

L *test mailer from Los Angeles'
"Ik ¥ ave," KTWV-FM, lists some
interesting artists:... Tanita Tikaram,
Dizrhythmia, Enva, Gontiti, Govi
and the Cowboy “unkies. It also
listed Ciiet Atkins...

= |

Radio Pioneers

Twelve legendary voices of Radio's past and present gath-
ered at The Museum of Broadcasting for a special two-part
seminar “Radio with Personality,” an event co-sponsored
by INTEREP and The Museum of Broadcasting. Top Row:
Dave Herman, (WNEW-FM 1972-Present), Bill Randle
(WERE 1950-60, WCBS 1954-56, 1960-65), Jim Lowe
(WNBC 1959-64, WNEW 1965-68, WNBC 1970-72, WNEW
1974-87), Joe 0'Brien (WMCA 1936-69, WNBC 1970-72,
WHUD 1973-Present), Ralph Guild, INTEREP; Bottom
Row: Robert Batscha, Museum of Broadcsting, John
Gambling (WOR 1951-Present), Alison Steele (WNEW-FM
1966-79, 1980-86, WPIX-FM 1987-88), Cleveland Wheeler
(WRBQ-FM 1978-Present), Marty Glickman (WHN 1939-
1955, WNEW 1961-72, WOR 1972-78, WCBS 1988-Pres-
ent) and Ed Leeds of McGavren Guild Radio.

Tax Dodge Raises
Funds For Charity

Little Rock, AR. Radio station
A recently gave income tax filers

a chance to vent their frustra-
tions

"Tax Dodge" has become an annual
eventco-sponsored by station KZOU-
FM and a local car dealership.

For a donation to the United Way,
taxpayers got a chance to pound on
an old Dodge car with a sledgeham-
mer. The event raised $250 for the
United Way and two postal trucks
were used to collect the returns.

"Tax Dodge is an extremely timely
promotion that works well every
year," said Peter Stewart, program
director.

fr— —

AP To Debut Computer
Software atConvention

AP Broadcast Services will ,
debut a new computer software
| package for Radio and television |
stations at the NAB convention.
“AP NewsDesk” will runonany
IBM-compatible PC. The software
package is designed to help sta-
tion's manage their news wire and |
save money-on paper and ris- :
bons. |
AP has not announcad a re-
lease date for the new product. ©
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Radio In

The Radio Advertising Bureau (RAB)
appointed Ronni Brand as western re-
gional director.

Bonneville Broadcasting has named
Ron Carter, VP/GM, of the group's Kan-
sas City station's, KMBZ/KMBR. Carter
moves from his GSM position at sister
station KIRO, Seattle. Outgoing VP/GM
Paul Leonard joins Americomas a broker
in Washington, D.C.

Sconnix Broadcasting Vice President
of Operations, Cary Pahigan resigns his
position to form a consultancy, his first
client -- Sconnix.

Kathleen Daly hasjoined Arbitron Rat-
ings in Atlanta as a client service respre-
sentative for Southern Advertiser/
Agency Radio Sales.

Roger Morcomb, president of Radio

| TV Reports, Inc. in New York announces
that Randy Dow has taken over the re-
sponsibilities as Manager of Sales Sup-

Jill Crawford

l

.
\

| Bob Burns

Bob Burns has joined the airstaff of

port.

Ted Jordan takes on the role of vice
president/general manager of KDKA-
AM, Group W's flagship full-service
outlet in Pittsburgh. Meanwhile, Jordan

Group W Radio Sales has promoted
Jill Crawford to vice president, Dallas
regional manager. At the same time, they
have added Julie Lane, Dallas, Jennifer
Delfs, San Francisco, and Terry Hurwitz,
New York as account executives.

MAJIC 95 FM, Austin, as the host of their

has named Chuck Dickemann program
new evening show, Majic After Dark. '

manager.. Howard Grafman will assume the
duties as president/CEO of Century
National Entertainment in Chicago. He

replaces the NAB's Lynn Christian.

Mark Helms, assistant news director |

at WTXF-TV, joins Group W's all-news

| KYW-AM, Philadelphia as executive
| editor.

Rod Williams, a former newsman from
} WSAI-AM, Cincinnati, has replaced John
Stolz as general manager at the all-Elvis
WCVG-AM.

HNWH, a national radio representa-
tive firm, has appointed Jeff Hodge as
vice president/Eastern division manager.

Drake-Chenault appoints Jay Noble
as manager of affiliate relations. Priorto
joining Drake-Chenault, Noble served as
the affiliate relations manager at Satellite
Music Network.

Price Communications Corp. has pro-
moted Ellen Strahs Fader to senior vice
president. Ms. Fader, currently a vice
president, also serves as secretary of the
corporation, a position sl.e will retain.

Marv Nyren has taken over as Sales
Manager of Republic Radio's Atlanta
office,.announces]Jerry Cregan, president.
of Republic Radio.

John LinJley Warden III joins Katz
Radio as an account executive in their
New York offce.

John C. David is the new vice presi-
dent, Broadcaster Congressional Relations
--anew position at the National Associa-
tion of Broadcasters.

Chirago's WMAQ All-News 57's ap-
points Man Lee Guca as traffic manaer,
and Diane Chuc - ba and Mark Titzger-
ald a5 account e ~cut ves.

Paul "Moon" Mullins. bluegrass musi-
cian and country mus 2 brz odcaster, has
‘been rele ased by WPFB-L.v, Cincinnati.
| Jerrv Papenfuss, presice.t of KAGE,

KBRYF aaé ¥BEW, the Result Radio
Group in Winona, MN, has been elected
to a two-year term on the National Asso-
ciation of Rroadcasters' Radio Board of
Directors.

Dan B. Speare, preient and guyeral
managerof KPiIC-AM M, Bakersfiel.. A,
named to the Natiora: Associatior of
Brezdcaster's Board of Directe
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LOWRY MAYS

CHAIRMAN;, NAB RADIO BOARD

Lowry Mays is the president and chief executive officer of Clear
Channel Communications. He is also currently serving as chairman of

the Radio Board of NAB.

As he enters one of the association’s two largest conventions, The
Pulse askcd him to update attendees on board vriorities and the status of

the industry.

PUNSE: Wihat do you see as the chairman’s role with the
NAB Ridio Roard?

MAYS. 1 think it is to provide leadership to the rest
of the brard. The Board seis the policy for the
critical issues that we're dealing with at this junc
ture of the Radio activities of the NAB. Theac «
critical one is moving forward our “Radio unity”

The Pulse Of Radio

legislative package wuich we ieel hasan opportu-
nity to get passed.

PULSE: Whut are some of the major issues icing
Radio?

MAYS: I think most of the issues center around the
legislative and regulatory aspe-ts of the industry
—The FCCactions. Theoverriding policy issue is
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LOWRY MAYS

how the FCCis going tolook at “more

is better” rather than protecting the

integrity of the technical aspects of

the spectrum; thus creating an envi-

ronment that would destroy the in-

dustry fromatechnical standpoint, as

well as creating too many outlets. So,

I think that policy issues overall get
into a number of different things. It
getsinto directional FM antennas, the
old low-power radio, FM translators;
much the same thing that is refer-
enced to as “AMization” of FM. 1
think that a separate issue that the in-
dustry is dealing with at this time is
the technical side of the AMband. We
just had an AM futures retreat meet-
ing in Washington. Wehad a group of
30 or 40 people on a two-day brain-
storming retreat, on what can be done
to salvage what has been done to the
AM band. I think that salvaging the
AM band, as well as not letting the
FM band fall into the same thing, is a
major policy.

PULSE: Thereisa lot of concern about the
overcrowding of the bands. Is that be-
cause deregulation has gotten out of hand,
or has the intent of deregulation just been
misfocused at this point?

MAYS: T think it goes back to the
Dennis Patrick philosophy that “more
isbetter”. AndIthinkthatl,as wellas
the leaders of the industry, have a
major problem with that. When you
have more, you start overcrowding
the band, and you start to have sig-
nificant technical interference. You
start to lose the quality of your trans-
mission, and that’s not going to pro-

vide the best service to the public. I
guess their (the FCC) philosophy is to

let the marketplace set the number of
Radio stations. You're going to have
some massive changes as far as recep-

tionis concerned, and as far as service

is concerned. You've got to have

revenues sufficient enough to serve

the public, whether it's in your news

area o. vour enteriainment area.

There’s go. to be enough revenue to

sustain the industry. If you get'so

many stctions tha. the audience can’t

hear them all, no:e of which causes

tire audience to make animpact, then

vou’'ve got a problem.

PULSE: Haven't we already seen that in
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“I think that
salvaging the AM
band, as well as
not letting the FM
band fall into the
same thing, is a
magjor policy.”

some markets where the bands are over-
crowded and people can’t afford to oper-
ate because there are too many stations in
the market?
MAYS: A lot of the markets we oper-
ate in are in the troubled economic
sphere of Oklahoma, Louisiana and
Texas, and 60 percent to 70 percent of
them don’t make money. So, if the
economicsituation does a downturn,
it makes it even more difficult to
sustain over a long period of time.
PULSE: Do you think that is why more
and more stations are going dark?
MAYS: Sure, and most of those are the
marginal stations at this juncture.
That includes AM and small FM’s
that don’t have the revenue base that
I referred to.
PULSE: Since FCC Chairman Patrick has
resigned, do you think President Bush
will be able to step in and really make
some improvements in the area of over
“AMization” and FM crowding?
MAYS: I hope he understands the is-
sues. We had provided the transition
team with the issues as we see them;
and I am in hepes that there will be a
change in a more positive attitude in
the cozamission level, tii.t “more” is
not better. That’s the key because the
philoserhy was that “mcre is better”
as far as our industry is concerned.

The focus of our ndustry is to never .
lose sight of serv'ng the public. And, -

wkenyou ot toc many -tations, . nd
they aretectinically at odds with each

other, then the service begins to de-
cline, and you don’t serve the public,
which is the original intent of broad-
casting. Because if you don’t serve
the public, you don’t get the revenue.
If you get into a technical condition
where the public can’t hear stations
on an interference-free basis, you get
them so fractionalized that you lose
them.
PULSE: Is Radio’s voice being heard in
Washington at all levels—by the Com-
mission and by Congress?
MAYS: I think we have an outstand-
ing government relations department
atthe NAB, thatis being expanded as
we speak. I think the Radio voice is
being heard, and is being heard sepa-
rately. I think that is something that
has just recently occurred. I think
that effortisoneof substantial change
during that period in the industry,
and that’s been about 15 years.
PULSE: So that would be oneitem in your
term that you would be proud of—the
extension of that lobbying role in Wash-
ington?
MAYS: Yes.
PULSE: In regards to the upcoming con-
vention, have you been privy toany of the
discussions about the spring meeting
becoming too television oriented?
MAYS: The numbers don’t show that.
So, the Radio part of the convention
will continue to be at our spring
convention. [fthe people didn’t want
to go, they would all be at our fall
convention. But it just so happens
that people like to go to that spring
meeting, where the equipment show
ismuch stronger. It continues todraw
delegates from our industry, as long
as that happens we’re going to do the
best that we can to put on a show for
Radio. And, I might add that the fall
Radio convention continues to grow:
and Iwouldn’tbesurprised if 10 years
from now it will overshadow the
spring meeting, as far as Radio atten-
d.rs are concerned. As far as our
company is concerned, we had all
our managers at a meeting at the
spring.onventionlast year,and we're
Faving that same meeting with cur
program directors at the convention
-aSeptember. I'm rnotsureif thatisa
trend, bt I wouldn’t be sur prised if
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that’s going to happen.

PULSE: What would you attribute to the
success of the NRBA and NAB merger,
would you say that the marriage appears
to be good for both sides?

MAYS: No question. I think that the
Radio convention this past year was
by far the best it’s ever been, and the
one before that was the best, and the
one in September is going to be the
best ever. Particularly, this one in
September — there will be some sig-
nificant changes — and it’s going to
have a menu for everybody —a lot of
pizazz is involved.

PULSE: Any downfall that you've seen
with the merger thus far?

MAYS: No, absolutely not. Anytime
you unite the resources of two or-
ganizations it’s one-plus-one equals
eight.

PULSE: How do you see NAB member-
ship, any concerns in that area?

MAYS: I think membership will con-
tinue to grow as people understand
the importance of lobbying our issue,
on the Hill, and within the halls of the
FCC. I think it will continue to gain
acceptance from broadcasters — it is
their business, they need to devote
attention to it. The NAB is the focal
point for thatinterest, and they should
support it. It will continue to grow
and Ithink theactivities surrounding
the NAB, their meetings and conven-
tions, will continue to grow.

PULSE: Do you think people don’t join
the NAB simply because they don’t
understand what it can do to help them?
MAYS:Ithink they don’t join the NAB
because they want everybody else to
pay for the benefits that they know
they receive. And they escape by
having other people pay their way,
number one. And number two, it’s
possible the communication with
non-members could be better. Ithink
the main reason s it is a voluntary
contribution, andif somebody else is

willing to make that contributien, -

there are too many people willing to
let them doit, which is too bad.
PULSE: Any comsnents onthe depirture
of Pavid Parnagoni and the avrivai of
Lyrn Christian? !
MirYS: I think David has done a very
good joh over the years. 1 look for-
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“The focus of
our industry is
to never lose
sight of serving
the public.”

ward to Lynn coming in. I really
don’t know Lynn that well, but I'm
excited about him taking over the
reins. I feel good about it.

PULSE: Any financial concerns about
the NAB?

MAYS: No, the NAB is extremely
strong financially. It has theresources
to carry out it’s mission.

PULSE: Clear Channel Communica-
tions’ television division continues to
grow, what's ahead for the Radio divi-
sion?

MAYS: We have always been primar-
ily a Radio broadcasting company,
and I think we will continue to grow
in that area. We see an investment
opportunity primarily in independ-
ent television, because of anumber of
factors in that industry, and we see
some real opportunities there. So, I
expect we will continue to buy addi-
tional stations. We are in hopes that
we can acquire television stations in
the same markets where we have
Radio stations. Our first one will be
in Tulsa, which we’ve recently filed
an acquisition of the only independ-
ent station in Tulsa, where we have
the leading RPadio station. W= think
that synergy of the two can be benefi-
cial, particularly ir audience promo-
tion. Not creating spots, but inaudi-
ence participadonin promotion. We
dosome of thatiointly in our Movile/
Persagola marxet now. where we
have had heavy audience participa-

£

.—

tion in a leading Radio station and a
television station cross promotion. It's
an audience contest where you have
to listen to the Radio as well as to the
television. Sol think we willbe trying
for growth in those twodivisionsand
possibly in the same markets, in or-
derto gainthebenefit of thatsynergy.
PULSE: Any other Radio purchases
ahead?

MAYS: We are looking at three acqui-
sitions now, and I expect we will have
one before the year is out. One of the
three, or maybe three of the three.
PULSE: You do pretty well in the small
markets, any plans for acquisition of
smaller markets?

MAYS: No, the three markets would
be 30 to 60 and this is a small market
compared to Houston, we would like
to be in Dallas, but that’s not one of
the three that we are looking at. The
main thing with our company is that
we generally tend to dominate the
markets that we’re in, in terms of
revenue. And whetherit’sOklahoma
City or Louisville or New Orleans or
Beaumont, we are the leading reve-
nue producing entity in those mar-
kets and that’s unusual in our busi-
ness. Idon’t think any other groupin
the Radio business has as high a per-
centage in leading the markets they
are in as Clear Channel does. I'm
proud of that, it goes back to the
peopleaspect of this business. I think
we look at the business somewhat
differently than other broadcasters.
But I think we have a collection of the
most outsianding people in this busi-
ness, becauseI think our record in the
area that 1 just mentioned suggests
that you have to have bright people
to run the stations. And they do run
the stations. It's a totally decentral-
ized operation concept that has
worked extremely well. All the gen-
eral maragers ‘eport directly to me.
PULSE: Is that *vhy the financial com-
munity looks su favorably ur sn Clear
Channe]?

MAYS: I think so. I think our record
speaks for itseif. ¥ve *end to do weli
in the markcts we e 1n and we have
outstanding peop’e in this company.
I think that".. the reason. =

‘
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Part Two
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Finding The Right Broker
Is The Key To Selling
A Radio Station

by Robert C. Alexander & Narcisse S. Cadgene

n the coming five years, the
overall economic climate and
the increasing interest in Ra-
dio as an investment will |
continue the RadioRevolution
and introduce new changes.
As the issues become more
complex, the services of bro-
kers will become more, rather
than less important and the
3aps between the types of services
will narrow.

For a station owner whaois prepar -
ing tobuy, sellortradev in ~arkets,
itis vitaltoe .istthre ¢ 5 oker
who.

1. Hasmi wetexpes.
of stationar ‘vp of

important to con51der not only the
dollar value of the transactlons but
the number of deals, the number of
transactions, the broker’s role in the
transactions, and the number of
clients a broker or firm has dealt with.
In some cases, finding out a broker's
track record over five years can be
enlightening.

Paul Kagan Associates tracks bro-
ker activity based on dollar values
and the number of deals. Kagar's
definition of “one deal” is the saleof
a stand-alone station or a combo, re-
gardless of the 1-mber of buyers,
sellers, or timing, of traitac ions. As
| such, the figs ~c ar=> 1seful but not

| the endi:. sto

"and whc k sthe'! avers. sellers" , For 2x2 1 T yWners, yver
inthe mar., weirn ( © andsources \, Jim vivckburs the ¢ yure <ell ore stana-
of finana ) FoSW Al RS g0 o e L0 (iglel M ossepaately tc

2. Can i -ortafaancial | Radic static # brokess, iike stations ' O Id 1 F through Joe
anal: Y in queshien | . ave very ' precise ni~hes — ‘each | 3 o/ 1es tnose sales as
‘inancial elter- | oreker tendsrd handle a specifiking | fo .ther hand, if Fred

Co . ACi..at wp'ProMia‘e oitha Lot property. Nomatter whatthe value | Brokc. . & Grs p A’ssale ofone
sale; and lof the stati~  inve. ved, il is crucial t | 'stand-alone ard three combos to
S @an my COL.s weittality | choosz a viokiito niatch the situ- | Gr()up B :a ore transaction, Kaocal.
himself and a.sure tue nfidentiai- | atica. ! ¢ till defines it ai)fovr deals. Joe may
ity of others J e deais with. Ir o1 der to cofnpar( brokers, it ‘s | F2a smaH dea roker and Fred may
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be the big-deal guy, or Fred may just
have been lucky. If deal flow is im-
portant, Joe may be the appropriate
broker. If the size of the transaction is
an issue, Fred has the experience.

Individual brokers do change firms,
and their business may move with
them. Media Venture Partners is
staffed with five former Chapman
brokers; Steve Rattner’s departure

earlier this month from Morgan |
Stanley will undoubtedly have an |

affecton that firm'’s investment bank-
ing client list. ‘

Brokers will often suggest financ-
ing sources in order to help make the
deal and earn their commissions.
Where do they go for money? Firstto |
those sturdy sources of the long term,
fixed rate loan — banks and insur-
ance companies — who are happy to
lend on Radio properties because of |
their relative stability as businesses
and their reliable cash flow.

Radio’s stability, bankability and
resulting salability comes from its
solid revenuestream. Morgan Stanley
reports that “the Radio industry en-
joyed its 26th consecutive year in |
uninterrupted growth in revenues”
— a record every industry in this
country canenvy. (Communications
Industry Data Book, 1988)

In addition, local advertising has |
historically been more stable than |
national advertising, which is subject
to the whims of the national economy
and electioneering. Radio station
revenues are increasingly local, at the |
expense of both national ad vertising
end network revenues, thus bolster-
ingstability, according toad vertising
agency McCann Erickson.

Even the progr. mming side of the |
industry is stable, as ,incredible as
that may seem to those in the busi-
ness. The eal ” ssue  of James

Duncan’s Amei 4 »showsthat
the tcp eight 1 1g. catego-
ries waich ac( ab 1. 85
percent cftne tg h  ela-
tively stab.e au m |
1984-87. {

With this ki~d of st ,» kadio

station investment — F'M staiionses- |
pecially — are comparavie to prime |
real estate properties. An adultcon-
temporary staijon ir. the top market
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| sales eftort reduubled to meet the

Glenn Serafin

will go for a top price — just like an
office building on Main Street.
“Location, location, location” (in
terms of market and format) has
become almost as important as
achieved operating results to some
buyers.

Stable, reliable cash flows are highly
desirable properties which generate
fierce competition to buy and drive
prices through the roof. Radio prices
have risen dramatically, and higher
prices have turned many solid busi-
nesses into risky financial deals.
Undercapitalized buyers sought to
buy more than they could afford
under the old rules.

“There are toomany operators who
are in it for other than financial rea-
sons,” said one group owner.

To finance these higher prices,
newer deal structures introduce 2
lay erofdebtbetween equity and long-

term* financing called “mezzanine |

dekt”—~-which insomecirclesiscalled
“junk deht.” This debtrarries a high

rate of interest, mukingitaitractive to |
It-enables an |

aggressive lendirs.
agg cssive buyer to redu.c the
amount of persofal eq 1itvi- thedeal.
Anaq, itenab'esanagg: ‘ssivesell rto
ceinand — ar.d get — “yugner pric .
At nigh levels of deli*.leven minor
fluct1ations in revenues or costs can
mean debt repayme t problems.
Operating cests 1™ 1s. e slashed,
valuable property ..oid oi., and thead

needs of an aggressive deal.

The recent rise in interest rates will
put even more pressure on deals.
“Institutions haven’t let up, they want
a return on their loans, and they will
have to ask someone to make up the
difference,” Glenn Serafin, vice presi-

| dent of Communications Equity

| Associates pointed out.

Right now, however, with interest
rates high, the highly leveraged deals
will be hard to do. As with the tail
end of a strong real estate market,
Radio prices may soften but are not
likely to come down much. What
may well happen, however, is that
the deal flow may dry up until buyer
financing becomes readily available
again. “ A lot of deals don’t close,”
said Dan Gammon of Americom.
“That’s the hidden side of broker-
age.”

The broker explosion rode the crest
of the price wave. When a whole in-
| dustry restructuresits financing, there

is a several-year period in which
prices jump dramatically. But that
processdoes not go on forever - things
shift back to fundamentals.
Fortunately, Radio fundamentals
still look good. Given the steady
revenue gains achieved by the indus-
| try, revenue gains should continue
| and will help support current price
levels. Jim Blackburn of Blackburn
and Company remains optimistic.
“Prices will give a little bit - but not
dramatically - if interest rates go up,”
said Blackburn, “but the underlying
belief is that Radio is still a stable
| industry.”
The besic financing structures in
| Radiv tod2y are more complex, and

pews o inancialfschniques will,

e e legrees, be requited by |
l.size des! . Some oid-

wacited  having con- |

| sisteny , bww2 for  I-thinking. |
| James Blac't n, S oneered fi-
nancing 35 y.. sag ra/ing sta-
tions’. ‘ranst d leasing
| themLackte * 'ser as

(R N

| @ means of pr

| pus hese: Blucs
ic alc ited with being the first to
introw... an J ment banking
division,i achwuiicw apital Markets,

which financed 12 deals for $100

als
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Finding The Right Broker

million in 1988.

Brokers today serve several valu-
able purposes. Inaddition to finding
deals and suggesting financing ap-
proaches, the aggressive broker can
be a guide to a variety of financing
sources including banks, venture
capital firms, Wall Street’s investment
bankers, insurance companies, lim-

ited partnerships, and that Old Reli- |

able, buyer equity.

But the broker cannot do it all. As
Gary Stevenssaid: “Youarebetter off
negotiating a deal in lock-step with
your bankers.” That's the way to
know thatall parties will arrive at the
closing and the deal will get done.
Broker commissions are reasonably
standard in the industry. Commis-
sions generally follow the Lehman 5-
4-3-2-1 rule, meaning five percent on
the first million, four percent on the
second million, etc., to one percent
on the fifth million and each million
thereafter. Naturally, a commission
ona $50 million deal is negotiated - it
might be one percent.

Even these examples, however, are
rules of thumb: “All brokers are flex-
ible on their fees, thoua‘%} thawl
they aren’t,” said gme s
asked to remain = S5
fees should not' ()N - etu
nant in choosing«.. s;0ker, a little
bargaining is not quifof line.

Not that most b§kers waste much
jime in the poorhouse. “You can

bend one year doing one deal,” said
Ghe highl successful broker of his
b&ethréﬁ%and it beats working.”
In the intelisely competitivé environ-
; ment caufed by hign-stakes Radio,
i sil\‘lplyznowing where thedeals ar¢.
- Géad'Old Boy cor'fidentiality - wiii

[

fo spersdnal relationships V.ill cglis

, bidcoiite’@ven more &rucial The hdll-

at work.

“It’s a business of intelligence,” Ste-
vensagreed. “You're constantly sniff-
ing around trying to find business.”
Rumors of a sale can significantly
damage a property or cause other
buyers to rush in. Either event may
cause the deal not to happen.

“We all go batty,” said Bud Wer-
theimer, president of the five-station
Lincoln Group. “We want to go in |
there as fast as possible. In one case
where | wanted to buy, the hole ex-
isted for twoyears, the lawyers jerks
the deal around for 13 weeks, LA

other stations saw what was goingbn
and the hole closedaip.
¢ Pulse ask d-\'}%keimer how
hglhoosgs a braker: #There are three
indpartant thifgs., Closed mouth,
closed mouth,’clésedmouth. We all
have our kitchen cabinets in this
, business, we all netvork, and the

- broker has to Fe ableito control the
4 peopl!” he’s taﬁing with, too.”

4, It's { complex environment t{)day,

Y

wheniit’s imge antté produco;,Lhe

n%evo he of significan imporf?(‘ :‘ﬂ best ¢ Slifiecier. “You start cut
4% imall 'juti.he largest corporate 1‘ an.. ’ vitlh ) pr> _sabyou don’ &l
. "} actjorts, 9 o big R, S8 0 %0 2one wiho
¢« Vhepeed for telligince And i gt #reaay o ';?R&.u.a Husiness,”
.\ 3 Maintain secregy is infinse. '{_Most ' said evens of hys deal'.i'-“ /
& 9 dgcent deals'ive two-week s | Idgslly, a broker she 1,4 ke able to
- said Dgn Gagnon. “They | WWas | iderfify to th se:.era Slall list of
Yafter two wedi!” Tt is for thud feion highly qualified prospectiye buyers.
it i5/important t& wdh Mith | /Orhe buy sidg a Eroler'should be
g , body wihd, is very ! aﬁg to say “Thave a situatiop..' S toa
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Trade Terms Of Brokers

Here are some tsnms comman o mas:
Radio transactigns

Cash Flow - Operating incame less aper-
ating expenses, before depraciaian and amor-
tization. In sales partance. ihfs generally refers
10 projections, not past-year figures Aporox-
mately 60 percent of stations traded o 1988
were sold on the basis of projected multiples
of cash fiow. The remaining 40 percant wers
either not sufficiently profitable to be sold on 2
cash flow basis or were in atypical markets
Typical multiples for rated markets range from
8 percent to 13 percent.

Equity - Down payment  The cash subor-
dinated to all other debt and therefore cam-
pletely at risk. Equity is generally buyer

| savings, often combined with wealthy inves-
| tors or other sources of capital. Privaie place-
ment or public offerings are used in larger
sales to raise equity. Venture capital firms are
| an expensive source of equity, demanding 35
percent or more annual rate of return, Bling
pool equity funds are relatively new vehicles
for investment in specific types of properties.
Mezzanine Financing - Subordinated
debt. (Also junior debt, also junk debt) tta
bank will lend 60 percent (senior debt) asd a
buyer contributes 20 percent (equity), the re-
maining 20 percent is mezzanine financing
More expensive than senior financing,
mezzanine level debt allows a buyer to offer a
higher price in a bidding situation without
urther reducing equity share, but the buyer
it higher risk. Only roperti
flow qualify for mezzani

d is offen a v
“deals inmhich @
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he Business.

—Rick Sklar, V.P, Programming. Sklar programmed
WABC, New York into America’s most listened-to radio sta-
tion. The former V.P. of Programming for ABC Radio also
developed the Talkradio Network and is considered to be
f_ﬁ' one of the world’s outstanding radio programmers.
—Larry Shipp, V.P, Sales. Shipp headed up sales for
both the Satellite Music Network and Transtar Radio
Network. While at SMN, Shipp took the company
to more than 450 affiliates. Shipp was also V.P. and
G.M. of WMAD, Madison, Wisconsin, President
and GM. of KMZQ in Las Vegas, Nevada

and Regional Sales Manager for TM, Dallas

—Pat O’'Day, V., Concept Development.
ODay has seen it all—from on-air personality
and program director to general manager and

owner. His credits include helping found

the world’s largest entertainment company,
Concerts West and being named General
Manager of the Year and National Radioman
of the Year. He will develop promotions and
innovative concepts for Braiker affiliates.

THESE PROS HAVE DONE
THEIR HOMEWORK

5 The pros at Braiker know what affiliates want and
" need: slots available for morning local news; weekend
 Wbecials; big promotions; original programming; popular
2 formats; direct, hands-on sales upport; affordable

pricing structure an. no “must carry”
network commercials.
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Finding The Right Broker

million in 1988.

Brokers today serve several valu-
able purposes. Inaddition to finding
deals and suggesting financing ap-
proaches, the aggressive broker can
be a guide to a variety of financing
sources including banks, venture
capital firms, Wall Street’s investment
bankers, insurance companies, lim-
ited partnerships, and that Old Reli-
able, buyer equity.

But the broker cannot do it all. As

negotiating a deal in lock-step with
your bankers.” That's the way to
know thatall parties will arrive at the
closing and the deal will get done.
Broker commissions are reasonably
standard in the industry. Commis-
sions generally follow the Lehman 5-
4-3-2-1 rule, meaning five percent on
the first million, four percent on the
second million, etc., to one percent
on the fifth million and each million
thereafter. Naturally, a commission
on a $50 million deal is negotiated - it
might be one percent.
Even these examples, however, are
rules of thumb: “Allbrokers are f],
ible on their fees, thoug{\ thr
they aren’t,” said ne
asked to remain» b
fees should not - UJ\[( n.tet_\
nant in choosmg oo woker, a little
? bargaining is not euifof line.
Not that most bikers waste much
Yime in the poorhouse. “You can
“Yend one year doing one deal,” said
% "'S%e higﬂ successful broker of his
. brethre nd it beats workmg
Inthe mte&sely competitive environ-
ment cgwed by hign-stakes Radio; ,

nngly nowing where thegdeals aré,
L - Gaad' Old Boy Coﬂfldennallty WQI
:h b~ céﬁ‘e}ven more rucial.¢The hetl
persdnal relationships ¥ill cgi"
nt‘he*fo e of significan 1mpor

¥ | in all w1t the largest corporate Y
\g actlorrs '
f, ‘Che need for¥ qtelhg ‘nee wn "k'

: 4:- maintain secregy. is infénse.
decent deals' B¢ two- week
said D#n Gagnon. “They

kS (pst
g ’”

“

Gary Stevenssaid: “You arebetteroff |

Gary Stevens

at work.

. “It’s a business of intelligence,” Ste-
vensagreed. “You'reconstantly sniff-
ing around trying to find business.”
Rumors of a sale can significantly
damage a property or cause other
buyers to rush in. Either event may
cause the deal not to happen.

| “We all go batty,” said Bud Wer-
theimer, president of the five- station
Lincoln Group. “We want to go in
there as fast as possible. In one case

where I wanted to buy, the hole ex- $ lhigher price in a bidding situation without

isted for two years, thelawyersjerks
the deal around for 13 weeks,

other stations saw what was gomgi)n
and the hole closedip.

e Pulse asked-VyertBeimer how
h 100s§% a broker: "There arethree

artant things.. Closed mouth,
closeﬁ mouth, 'clésedmouth We all
have our kitchen cabinets in this
business, we all neyvork and the

broker has to be ableto control the
peop' “he’s talfing with, t0o.”

It's 1 Lomplex environment tl)day,
whe it's im antft@ producg, the
best ‘v'hflec. er. “You start Gut

; vitk Lo £ vou don’t &l
blg é&n 2one who
't fhﬂeaa) L., Dusiness,”

said ..;ovenso hv. deals’
Idgelly, a broker, shc 1 able to
iderfify to, th> sez.er a ,\(vhgpl list of

Trade Terms Of Brokers

Here are some tarms common tg most
Radio transagtions
Cash Flow - Oparating income |2ss ooer-
ating expenses, befare depraciation and amor-
tization. In sales parlance. this generally refers
to projections. not past-year figures. Approxi-
mately 60 percent of stations traded in 1988
were sold on the basis of projected muitioles
of cash flow. The remaining 40 percent were
either not sufficiently profitable to be soid on a
cash flow basis or were in atypical marksis
Typical multiples for rated markets range from
8 percent to 13 percent.

Equity - Down payment. The cash subor-
dinated to all other debt and therefore com-
pletely at risk. Equity is generally buyer
savings, often combined with wealthy inves-
tors or other sources of capital. Private place-
ment or public offerings are used in larger
sales to raise equity. Venture capital firms are

|| an expensive source of equity, demanding 35
percent or more annual rate of return. Blind

| pool equity funds are relatively new vehicles
for investment in specific types of pragerties

l Mezzanine Financing - Subordinated
debt. (Also junior debt, also junk debt) Ita
bank will lend 60 percent (senior debt) and a
buyer contributes 20 percent (equity). the r2-
maining 20 percent is mezzanine financing
More expensive than senior financing.
mezzanine level debt allows a buyer to offer a

|

w

urther reducigg equity share. but the buyer &'}
uts his equif -t higher risk. Only properti E/
ith positiv flow qualify for '7an3’,
e [
. Selle' #ap Lo‘w from selie to buyer

{Also seller takeback.) Used extensively in
eak-gven or tularound properties. Seller
keback makes ore Creative deals possibie

nd is ofien a vallicle r completifg high-piss

Seals in which aler investors will not partic

rate. Itisalso ‘mstnmem tomaximize *
aller prc'it by [lifying a highe Jnice with .+ &/

better tern's. Sele’

er is ussally secure, +
2 by ongwhes> net
6 of 3¢ iote
he primary tend"r
rgage Sources are |
ompanigs, banks and
flongs” "9
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SOFTWARE SPECIAUSTS FOR RADIO

MEMORANDUM

TO: All General Managers
FROM: Carl Barringel, Prcsidem/RadioWare
RE: Tried, True and Tested Music Scheduling Software

With clients in New York, Los Angeles, Chicagos Philadelphia, San

Capital Cities/ABC, Susquehanna, Greater Media, Viacom

Why are You continuing to lease your music software? Follow the Jeaders ™
ave found that 2 one time license buy out on the best music software is /
- . o / ’

FAX Number 2\4-350-1‘253

p.O. BOX 36385 DALLAS. TEXAS 75235 2\4-350-72\6

A Division of Ash Concepts: Inc.

e Y ; ) i . o f v
Ralj.owar » A"A
a1 ery. Forprr;lo()dl:C.t5 arema-keted excl ] :
SChedrli. g Soffr’ irformatica r n Genh“-‘ 3ly‘ A __T__-{ E
war~ all Rut’ fress'abf;a;\ttlc()‘r)1 MEDI A

1 «eting 10 thalltedic

C e

Sqﬂu/({re Speaa“

-t B’)X 18] A
P 3 5,
)y 18 D IA,XaS ;52 \ ‘A) 350 7 1

fad ~“Ware




e ——

Sales/Marketing

by Sally Tucker

Business Radio Is
Vying For Affiliates

he 80’s decade has ushered

in a whirlwind of rapid and

drasticswingsin the nation’s

financial atmosphere.
Inresponse, American consumers and
investors on all levels are seeking out
more information and advice on the
best ways to direct their investment
dollars.

Many are turning toward their ra-
dios, as the industry becomes more
and more responsive to this listener
need via business radio.

Some stations are responding with
syndicated or in-house productions
of business or financial segments
interjected into their already estab-
lished formats. Others are electing to

adopt total 24-hour business pro- |

gramming now offered by a variety
of networks.

The three apparent leaders in the

i b
0 ing are Business Radi
tworli('BRN) in Colorado Sprin
ancial Brgadcast Netﬁork (BEN)
in Los Angeles @hdd Money Radio
Network (KMNYJin Pomadna) CA.
Allthree networks havesimilar goals
in terms of gearing programming to
Jneet the needs of today’s consumers
rand invesiors, Fut each las a little
" different appraach toward building
networkirevenue suppfrt. Packag-
¢ ingblécks ofadveertising timearoand
scheduled orogram opic; has proved
successfu for BRN, accor ding toice
president sof ' magketing I(é;
fFaulknerg ¥ F 3
“We hétve g¢
b tive respons?

many''of wh#m would never con-
¥ sider buying timein a music fermat,”
| she saidy

" “In g ~ny,cases, the peaple who ad-

vertise arg also our customers, ‘and
s[that isa ni;g‘e situation.”

The Pﬁlq.%.Qf fadic J
| L1}

netwopsrace to accumulate the larg-
e bases for total business | =
gra .

¥ ~n,
:gen >thing but }lﬁ)si- ‘

om afiiliates for the |
¥ opportuniky to sell new advertise®s, |

Faulkner feels that BRN offersmore
than other networks in the range of
program diversity. They have at-
tempted, since going on air in July,
1988, to adapt programming to meet
the interests of the professional in-
vestor with timely features on strictly
financial and economic-oriented top-
ics such as stocks and commodities
investing.

“And we’ve also considered the
appeal to everyday consumers by
offering less technical business show,
along with a well-rounded schedule
of sports and weather forecasts, din-
ing and travel shows and up-to-the-
minute national and world news,”
she explained.

BRN currently has 26 affiliates cov-
ering roughly 30 percent of the na-
tion’s markets. President and CEO
Lou Millini has set a year-end projec-

tion of increasing that figure to 70
percent coverage.

FBN, thebrainchild of founder Glen
Taylor, former CEO of cable’s Finan-
cial News Network, is operated by
former Gannett Radio President Joe
Dorton.

This network, which went on air in
early April, plans a multiphased
approach toward network revenue
to support their total in-house pro-

duction of business programming.
Each FBN property in the projected
12 AM station owned and operated
group will have local management
and sales forces patterned after the
premiere station XEGM in Tijuana,
Mexico, whose signal reaches as far
| north as Santa Barbara. The network
| will use four of the 16 commercial
| minutes per-hour for promotions.
Backing up the programming will be
| a publication, Money Weekly, a
newspaper supplement to beinserted
in the major newspapers of the mar-
kets of all affiliate stations.
“We will provide all the formats
and the papers will sell the advertis-
ing to support the locally generated
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Sales /Marketing

copy,” explained Doug Frankel, vice
president of FBN-owned stations.
“We will use an average of about
three pages per issue to promote the |
local affiliate carrying our program-
ming.” | §

The first Money Week supplements
are expected to appear in Los Ange-
les and San Diego newspapers in 60

| to 90 days.

Another publication, Money Talk,
will provide a subscriber-basis

| monthly business update in a con- |
cise, USA Today type format, Frankel ) il
said. “We will, in turn, support the | §
sales of subscriptions for Money Talk |
with on-air promotions.”

Thefirstissueof themonthly maga- |
zine will be introduced in late May.
A third arm of FBN’s operations in-
volves a direct marketing division to
handle follow-through of on-air pro- |
motions and sales offerings in order |
to provide further revenue support
for the network. ‘

The FBN programming will revolve
around a “Business Day” from6a.m. |
to 6 p.m. with morning and afternoon
personalitiesanchoring call-ins, busi-
ness segments and feature programs. |
Talk-oriented shows and programs
on specific business and finance top-
ics will basethe 6 p.m. to 6a.m. hours.
Frankel described FBN's first day on |
the air as “extremely successful and
smooth— everything is movingright
ahead as scheduled.”

The concept of approaching each
added affiliate as a total fresh start in
business radio fcrmattirg is favored
by Money Fadio Network.

According toco-founderand MPN
Executive Vice Piesident Vera Goid,

| FBN's Dou:g Frankel !

| saseasnssss s NS EEEREBRUERERSS

each of the current 15 on-air affiliates | A5 Vera Gol

were given .wc pptions  to may the  * * e hal B R
network an affil'ate access fee based voal f 300 affiliates by the
on the market si“e and offer the ne*- | | 9, but net all in tae United
worl. twaoavails perhou®  raccepta ‘ Ste 'gotiations are'. >w under
total baitered avail situa.. . (iving @ w .aun propedtie in Japan @nc

six avaiis per heur.

other internationalm rkets; ebeing
The affiliates selllocal advertisi.,, i :

9.
t

a.
‘_..,
YL have learrs

time to supvort and enhance the ‘ﬁ“ -ough our de-
sc 1eduled progtamming 'nd MRN | Nelopment of < h? ‘ork that vou
sclls natiovial advertisi Yages  muctbe verv < iefining the
lor total affiliate rnarkej . atg th : Jr a business
N RN has {Hcused on accumulatn. sald,

,
1
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“We seek out areas that generate |
large amounts of investment dollars
and have demographics indicating

 that earning potentials are high. We |

| were particularly selective in setting

up our early stations in areas with
these specifications.”

MRN has seen response to their |
programming from focus groups of |
all financial oriented areas. |

“Older, retired investors and baby
boomers at the peak of their earning
potential — those are the two listener
groups we're hearing from most,”
explained Tom Sheehan, corporate
communications director for MRN.

“Of course, we are always adapt-
ing and fine-tuning our formats as
consumerinterests dictate,” headded.
The network draws heavily on lis-
tener suggestions that surface during
call-inshows thatarearegular part of
the network programming,.

“Allour programming is produced
in-house by a tremendous talent
source. Our topics encompass all
areas of financial interest, both to the
professional and to average consum-
ers who want to make smart money
choices,” Sheehan said.

MRN also enjoys the support of a
monthly publication, Personal Invest-
ing, as a back-up promotion for the

' network goals.

“Our thrust is educational. We
teach classes, sponsor seminars and
have published our magazine for four |
and a hal’ years to teach people how
to invest and how to make theirbusi-
nesses grow,” Gold said.

Gold’s co-founder in MRN and |
managing general partner in the
business'is Buz Swartz. The network
is an outgrowth of. 2 business radio |

W station (KMNY) that went or-air in ‘

the L0s /,ngeles area in April, 1987.

- Management exwec.ations for the |

sucress of business radio aze high at |

slithreene vork:. A cerneral consen-

=us of opinion is that the current need |
for wud av¥lability of tusiness radio
effilat« an Lieciively be randied
by tlaee netwo ks,

For ‘he imost part, all wree net
works will contir.ve to tocus on the ‘
top 100 U S. imarkets. =
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The Success

t’s rare that a product takes the

radio industry by storm...but a great
idea like the Giant Boom Box™ is just as
rare.

The Giant Boom Box has become an
industry standard. The Giant Boom Box
has dramatically increased sales at hun-
dreds of radio stations, with most seeing
an average increase in revenue of 18%.
The number of revenue generating
remotes at stations with a Giant Boom
Box has increased by an average of
118%. Station visibility and community
involvement have jumped in market after
market.

Now the success continues as Giant
Boom Box Industries introduces an
entire arsenal of self-liquidating sales
promotional products.

This massive roll-out of new products
will take place in two giant locations at
the NAB convention in Las Vegas. Don’t
miss our booth in #7211 the Hilton
Convention Center, and our special
outdoor location in front of the conven-
tion center. See our entire line of new
products and new concepts that suit all
formats, and are guaranteed to make
your success continue too.
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Programming

He's Talked About More Recording Artist
And Their Hits Than Anyone Can Imagine

VASEY AT BAT

s a boy growing up in De- f
troit, MI, Casey Kasem

dreamed of becoming a |
world famous professional

baseball player, nota world |

famousbroadcaster. Ironi-

cally, it turned out that

baseball indeed served as

a major influence in

Kasem’sdecision to field

a career behind the mi-

| crophonesand in front of the cameras

- sort of.

there was a baseball announcer for
the Detroit Tigers by the name of |
Harry Heilman whoplayed a big part |
in iny career without my even know-
ing it,” Kasem remembers. “Heil- |
man was very popular and people
tuned hiia in because he told great
stories. He’d :ell about the last home
i that BabeRuth hit, *he Lov Gebrig
stories, the Toe DiM.uggio stories and |
so on. My motler, who knew noth-
ing ahout basetsl’, sed tc listen w6 |

a5 .

|
“Back in the 1940s and early 50s |

by Tom Tanno

the Radio as other women did just to |

hear stories of human interest.”

While in high school and still |

dreaming of becoming a Detroit Ti-
ger, Kasem joined the Radio cluband
created a sports program which he
wrote and announced twice a week
over the school’s public address sys-
tem. Heattended allthe swim meets,
track meets, baseball and football
games.

“Basically, I did the dramatic sto-
ries of how the games or meets would
end in the final minutes,” Kasem
recalls. His fellow studentsand teach-
erslovec thenew programandKasem
credits much of that success to hav-
ing listened to Harry Heilman, “ a
man who reaity knew how tc use
Radio by creating pictures and using
human interesi stories.”

Kasem said herecently found some
ox those old high school scripts in the
basemeat and “i. all humility they
still stand up ioday. They're just as
¢‘ramaticasanvthingIdoon myRadio

{

show right now.”

For the 20 years that Kasem has
been broadcasting his national music
countdown show, now known as
“Casey’s Top40, With Casey Kasem,”
and new to the Westwood One Radio
Network, the use of drama and
human interest stories have been the
touchstones and hallmarks of his
program. He also contends that
drama and human interest are at the
core of his show’s longevity and
success.

“A good story is a good story no
matter who's telling it, and if the ele-
ments are there to create mind pic-
turesand thare’sa thread which holds
togetherabe uming, m«ddleandend.
then you’re gcing ic have an audi-
ence.”

Kasem had a very specific visiut
and attitude toward his audience. A
he's recording hisshow, in hismina's
eye hesees “afamily sitting ina car
see amom, [ see dad, kids and mayb
evena ~ andparent. That w'v

The Puls2 Gf Raus



never been afraid to talk about Bing
Crosby or people who seem ancient
—Ilike The Beatles, to some 12-year-
olds.

“I feel the show can be just as inter-
esting to a 12-year-old when I'm talk-
ing about Bing Crosby if what I'm
saying is universally interesting; the
fact that Bing Crosby had more top 10
hits than anybody, that Bing Crosby
wasan Academy Award winner, and
he also had a career as a multi-mil-
lionaire in business. These arestories
that are fascinating to anybody even
if they don’t know the name Bing
Crosby. We're talking about ‘super
facts’ and trivia which have been
popular as long as I ca. remember,”
Kasem pointed cut.

Kasem feels that if he can keep ev-
exyone ir that familv car happy then
hic show is a success.

“Mom may appreciate what I'm
doing because the language I use is
acceptable and the stories that I tell

~* msitve, dad can hear seme sto-

tlie Pulse Of Radio

ries about the 60s and grandpop can
hear something about the 40s or the
50s occasionally,” he said. “If at the
same time we learn what it is that
young people like and why they like
itin thestories, biographies and super
facts that I offer, thenlfeelIcanreach
alldemographics without turning off
anybody.”

Itseems that everyonein the family
is quite content with what they hear.
“Casey’s Top 40 with Casey Kasem”
is currently carried by 425 stations
nationally representing nine out of
the top 10 and 49 out of the top 50
markets with an audience Cstimated
2t 8 million listeners. Kasem had
been carried by ABC before jumping
to Westwood One.

A veteran broadcaster whom
Kasem much admired was the late
Arthur Goafrey. The astute, young
Kasem took note of Godfrey’s ap-
proach to preseniing the commer-
cials within his show. Godfrey was
likely to talk about a sponsc s pro«i-

uct for 10 or 15 seconds then change
the subject, or he might talk about the
product for almost two minutes.
“Regardless of the product, he made
you listen, he made it sound interest-
ing. But more importantly he in-
volved his listeners with what he was
talking about,” Kasem emphasized.
Kasem draws an analogy between
speechmaking and Radio by saying
that the first thing a good speech-

maker does is to involve his audi-

ence. Ina very real way the speaker ,

will make his audience feel that he is
there because of them and not the
other way around. Kasem applauds
Radio stations that reach out into the
community and participate in public
service and charitable work because
peopie then get the feeling that the
stationis their station. theyare drawr
to it and have an emstional invest-
ment.

“I think that's what’s important
about our Radio show. We try in
every way we ran tc involve the lis-

a3
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tener. Wedo “requests and
dedications,” and tell those

human interest stories that

hopefully everyone can re-

late to,” Kasem said. “It’s

like making a movie, you

must have theaudienceem-

pathize with the star of the
film within the first 10 min-
utes or you don’t have a
movie. It’s the same thing
with our Radio show.
People have to feel that I'm
involved, that what I am
saying I know and under-
stand and not just some-
thing I've been asked to
read. I have to make the
audience feel that I am to-
tally involved with them for
those four hours that I'm
on the air.”

Maintaining a deep level
of audience involvement
and at the same time keep- |
ing the show fresh for his >

multi-millions of weekly listenersisa ' unflagging positive attitude and en-

primary concern for Casey Kasem. ‘

He keeps it fresh by being very criti-
cal of everything he does.

well, I'still have to do as good asI did |

the weekbefore. If something doesn’t |

sound right to me, then Ill do it over

thusiasm for life and work that has
served Kasem well. As the voice of

the voice over for 15,000 commer-
cials, representing more than 300
national, regional and local sponsors.

and overagainbecause theonly thing | Kasem has appeared in 20 movies

the people hear is the final product. |

That’s all that counts. People don’t |
know or care if you're not feeling |
| good that day or have problems with
anengineer. What mattersis the final |
product.”

Surrounding himself with young
| people also helps keep Kasem on his |
contemporary toes. “We have noless |
than six people in the studio at any |
one time, some of them are 19 and 20
years old. They catch me on certain
things and I'm ready to take criticism |
from anybody. As a matter of fact, I
encourage it and rone of them will |
ever get put down for saying ‘that |
doesn’t sound good’ 1 may disagree
with them, but I'll definitely go hack |
and listen toitagain or reevaluare1t.” |
It’s this kind of meticuluus attention
to detail, i.ealthy curicsity and n '

24

and 25 televisionshows asa co-staror |
a guest star. He was the voice of |
Robin in the Radio version of “Bat-
man and Robin.” He’s done numer-
ous cartoon characters and can still |
beheard as “Shaggy,” the side kick of
cartoon’s “Scooby Do.” For the past |
10 years, Kasem has also been the
host of “America’s Top 10,” a televi- |
sion version of the countdown.

Still, within a very busy schedule,
Kasem makes time to champion a |
variety of social, political and envi- |
ronmental causes with passion and |
conviction. A long tine strict vege-
tarian, Kasem has expressed an inter-
ost in developing and marketing a
line of vegetarian food and promot-
ing it world-wide rhrough his c2lab-
rity status. The main message that

he’d like to expiess is that if humans

L WRHY

€an accept the idea of not
killing animals, then we may
eventually come to accept
the idea of not killing each
other.

Even as a kid it seemed
Casey was always busy and
pursued a lot of interests,
and it was while he was
working in a beer store that
he first heard a countdown
format on the Radio.

“It was 1949 while I was
doing sports announcing in
high school and wanting to
be a baseball player, and at
the same time was involved

inacting. Iworked inasmall
4 by 5 foot beer store for a
guy by the name of Louie
Stalinsky. I worked for him
even though my father
owned a grocery store down-
town,” Kasem recalled with
a smile.

— “One day I was listening to

the Radio and Eddie Chase from
CKLW in Windsor-Ontario, Canada
was counting down, in the “make

| NBC Television, he recorded 25,000 | believe ballroom,” the top 10 hits in
“Tknow that even if I'm not feeling ' network promos; since 1968 he’s done |

America. Atthetime, [didn’t wantto
beadiscjockey, [ knew nothingabout
music, I didn’t really listen to disc
jockeys. I wanted to be a baseball
player. ButIthoughtif I was going to
beadisc jockey, that format made the
most sense. First of all, you only had
to do it once a week and second, you
were playing songs that werealready
big hits and everybody was familiar
with them and wanted to listen.”
Kasem adds that with counting
down the national charts for 20 years,
he’s had more people on Madison
Avenue and people w ho had no in-
terest whatsoever in music say that
they tune him i1. oecaus. by the time
the records are national huts, th~y say
Twanttoknow what the muzicisan?
1 want to keep up wich what peop.2
are buying and I want tc know what

- kids are thinl.ing, so I listen to your

show.” In 199, I said to mnyself *hat
someday if I'm ever a disc jockey, 1 1
ever turn in that directicn, the count-
downis v-hati’ll do.” <]
‘he Pulse Gf Radio



Selling Radio

by Dave “Giff” Gifford

Effective Selling: The

Test Close,

ow many Radio sales will be
made today in the United
States? With the total num-
ber of commercial stations,
networks, and national and regional
rep offices, there are probably in the

neighborhood of 50,000 sales, orabout '

one average sale for every man,
woman, and competitor selling Ra-
dio today.

How many of those 50,000 sales
will fall into the classification of new

business development? Depending |

on how new business is defined -
around 7,500 new sales, or approxi-
mately 15 percent of total sales are
made each day.

How many of those sales will be
made at the retail level-- despite the
fact that there are definite objections
from retail managers. Plastered on
the front doors of some of these retail
stores may be signs reading: "Atten-
tion Radio salespeople: Enter at your
ownrisk, for you will be greeted with
skepticism and objections and total
indifference, or worse...Signed, The
Management."

For those salespeople who come
away with orders, this is not a prob-
lem. For those salespeople who stay
on a first name basis with skepticism
and indifference, and all those troub-
lesome objections, this is a big prob-
lem.

How is it that some salespeople are
able to conve every day obstacles
into sales, whereas others repeatedly
fail? The #nswer is that some sales-
peop:e are better than other s-les-

seoplet overcoming objections. But

they're better salespeople because
they are skilled in the use of the test
close.

7 he test close is the litmus test of
closing. Always in question form, ..s
prinary pu pose is to build a string
of yesses into one big yes by eliciting,

Tre Pulse Of Radio
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as many minor agreements as pos-
siblealong the way. Of noless impor-
tance is the use of the test close to
smoke out hidden objections: to set
up a condition of implied consent or
to set up an action close.

Whenshould the test close be used?
Early and often. The test close is used
early and often as a kind of opinion
seeking "readiness” test to find out
what the prospect is thinking. The
test close is the only close used early
and often.

Some Salespeople
Are Better Than
Other Salespeople
At Overcoming
Objections.

Last week, it was said that the use
of the early and often closing strategy
loses more orders than it wins; it is
important to note that the the action
close, used early and often--only to
“ask" for the order--misused, may
cause the curtain of natural sales re-
sistance to go up.

Theskilled closerknowsthata pros-
pect’s attitude cannot be steered from
indifference to hish interest or from
skenticism to belief or from objec-
tions to agreement without use of the
test close. A salesperson cannot build
that stream of yessec needed uniess
the te t clece is nsed on eack pros-
pedt.

To confirni that the benefit just de-
taile¢: was meaningful, try this test

close: "Beforel goon, are we in agree-

ment on that point?”
With respect for all that can be ac-
complished with the versatile test

close, perhaps now it can be under- |

stood why it is the most important
close salespeople will ever learn.
This brings up the subject of buying
signals. When the prospect stops
squirming, starts relaxing, starts
warming up to the salesperson; when
the prospect becomes moreanimated,
more expressive and more inquisi-
tive--those are the early signs of buyer
interest.

Next, they may uncross their arms
or legs, rub their chin, pull on an ear,
or even nod in agreement. Their fa-
cial expressions tell what they are
thinking.

Whatever non-verbal communica-
tions are sent, do not jump on the
very firstbuying signal. Wait tosee if
one buying signal is joined by an-
other, and yet another, before shift-
ing gears into a closing mode. Clos-

ing too early and too often with an

action close can kill the sale.

This means that salespeople need
to develop a conditioned response
that tells them: "They just asked a
question which means they're inter-

ested, which means that was a buy- |

ing question, which means if I an-
swer that question to their satisfac-
tion, maybe I can fast-forward into a
closing mode."

If smack in the middle of a great
presentation, a new salesperson is
interrupted by a prospect who says
"Okay, I'll buy," it should be pointed
out that that particular response does
qualify as a legitimate, bona-fide
buying signal.

For futurereference, given that tim-
ing is everything in Radio sales, a
salesperson may be further advised
that the comeback: "Not so fast, I'm
not done selling yet."--probably was
ill zdvised. =

Dave Gifford, founder of Dave Gifford

It . '~+ional in Sante Fe, Ne-v Mexico, is a
sales and manageme:i consultant who
specializes in sales turnarounds and in-

s ket sales huining.
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NEW STATIONS: GRANT CALL LETTER CHANGES ( # applied for by new owners)
CA 1079 Greenfield 1510w, 2388 Q Prime, Inc. (iptiecrive daie gl ater 4/36759)
gg? mlr']f[‘g; gggg W, ggg 2 Atichoke Brdcasting Corp.
- W, . Winton Broadcasti H
FL 1055 Key Colony Bch 300 w, 328 ft. Richard L. Sﬁ::stmg g ﬁlﬁ Y(YJ?(?(RQng Fl\)Ar:JCr?f . baro# Vi
GA 1019 Cleveland 3000w, 3281 Terry Wayne Barnhardt CA  new-1029 Canee(e)S $ il
IN  107.9 New Haven 3000 w, 328 ft. Allen Cnty Broadcasting, Lp KSJQ-96.7 Mamgca '}((TWY
ME 1073 OldTown  38300w,561f  Penobscot Indian Nation new-100.5 Porterville KPZ 3
MO 97.1* Frostburg 145 w, 1401 ft. He's Alive, Inc. KFI0-104'1 g Ridgecrest # KLS?\ F
NC 1025 Louisburg 3000 w, 328 ft. Franklin Broadcasting Co. CO  KBPI710 Dengver ¢ KBXG- 3
WA 740" Buckley 5000/500 w, DA-2  Family Stations, Inc. FL WTRU-1000 Jupiter WZiP
K WV 925 Danville 500 w, 695 ft. Price Broadcasting Co. new-88.1* Ocalo WHIJ
WY 107.3 Kemmerer 850 w, 590 ft. Linda S. Woolsey GA  new-1019 Ringgold WSGC
. e : " KGW(CP)-720  Templeton KVGR
= = e new-100.5 Henr -
RETURNED/DISMISSED APPLICATIONS new-101.3 Meangon vvzm -
KY WCKP(CP)-101.3  Shelbyvill
CA 1079+ Greenfield (D) Armida Median Cabello LA WNFO(-13())0 Batogyﬂouege Wm
107 9+ Greenfield (D) BG Communications, LP WKJIN-103.3 Hammond WKIN-FM
107.9+ Greenfield (D) Buena Vista Broadcasting, LP ME  WYCD(CP)-105.3 Kittery WKCD
107.9+ Greenfield (D) San Vicente Communications WQAMI-FM-953  York Center # WCQL-FM Cool
97.9+ Salinas (denied) BF.J. Timm Ml WPAG-FM-107.1  Ann Arbor WAMX
97 .9+ Salinas (denied) Calif. Community TV Network new-90.1* Bay City WUCX-FM
979+ Salinas (denied) Crystal Communications, inc. new-94.3 Leland WLEL
97.9+ Salinas (denied) Julio A. Viltamil NM  new-94.5 Silver City KSCQ
97.9+ Salinas (denied) Lawrence M. Wrathall NY  new-96.9 Arlington WaLs
97.9+ Salinas (denied) Mira Elena Villamil WOKW-99.9 Cortland WNYP-FM N Y.'s Power
97.9+ Salinas (denied) Salinas Broadcasting, LP WKGL-92.7 Middletown # WKOJ
97.9+ Salinas (denied) Southern Calif. Bestg. Co. NC  WRLX-1029 Hickory WEZC
98.7+ Winton (D) TGR Broadcasting WO0JY-100.3 High Point WWWB B-100
GA 1019+ Cleveland (D) Linda B. Guest WWGN-1320 Washington # WTOW
101.9+ Cleveland (D) Newsic, Inc. OR KPRB-FM-102.7 Redmond  # KSJJ  (requested)
101.9+ Cleveland (D) White County Broadcasting PA WHYP-FM-1009 North East # WRKT
95.7+ Trion (D) Boyce Dooley WYOM-1340 Wilkes-Barre # WOLZ (requested)
IN  106.7+ Greenwood (D) Heartland Radio, LP SC  WNEZ-990 Aiken WKXC
107.9+ New Haven (D) Frank Kovas WBES-1560 Clemson wCCp
107.9+ New Haven (D) Joseph G. Parson WMRB-1480 Greenville  # WPCI
107.9+ New Haven (D) Larko Communications, Inc. WGFG-100.1 Lake City WQTR 4/15/89
KS 1025+ North Fort Riley (D) North Fort Riley Radio, Inc. N new-104.3 Surgoinsville WOTH
LA 1067+ Rayne (D) Cart Broadcasting Co., inc. X KV0J-1130 Edna # KIMR (requested)
102.9+ Shreveport (D) KNWL, LP \\}vl} \\J/\IWSLPV-105.5 Buffalo Gap # WSKO
ME 1073+ 01d Town (D) Knight Radio V-94.9 Baraboo WOLX-FM
MD 943+ Cambridge (D) Eastern Shore Broadcasting ,LP | new9s.7 Black River Falls WWIS-FM
98 9+ Salisbury (D) Thompson's Radio, LP e :
NE 933+ Bennington (D) Nebraska Broadcast, LP oY . 2 =
NV 1100+ Las Vegas {D) Don Werlinger NEW STATIONS: APPLICATIONS
NY 961+ Center Moriches (D) Bay Media Group, Inc. (*non-commercial station) (& reapplication)
961+ Center Moriches (D) Enrique Carlos Gross (+competes with existing application)
861+ Center Moriches (D) Rockhit Communications USA
1073+ Honeoye Falls (D) Sima Birach -
NC 1025+ Louisburg (DO Benjamin J. Terry CA  105.7& Avenal 915w, 597 ft. ~  Avenal Broadcashing
1025+ Lousburg (D) KB Broadcasting LP 104.9+& San Clemente 3000w, 43 ft.  San Clemente Brdcstg Con
102 5+ Lousburg (D) Louisburg FM Radio, Inc. 104.94& San Clemente 3000 w. 3281t  TR/AS Salisbury Bestg Ce
OH 1075 Columbus (D) 0'Leary Broadcasting, Inc. CO 89.7° Pueblo 50000 w, -26&  Joy Media Broadcasters, nc
N O South Pittsburg (D) Tennessee Rroadcast Group, LP GA 100> Quincy Codw 2t Ralph £. Wittick
Vo 1075 Charlotesville (0)  Timotny FM. LP MO 971 laMont: 1350w, 492t  Valkyie Broadsasting irc
X Powhatan (D) Golden Rule Organ. Workshop MM 947+  Sante Fe 43000 w, 2795 John Strelitz
WY 028, Danville (D) Boone Communications 94.7+ - Sante re 43000 w. 27881.  SKR. Inc
N 1073 rer (D Crecetius/Lundquist Gomm. N 947+ Leland 3000w, 328ft  Antoinetie Gray in.
wy 1073 Kemmerer (D) .
X 105.9*& Stanton 3000w, sudft . S. W Ed. Media Founa. of TX
] S T — - =
DISMISSED STATION TRANSFERS FM ALLOCATIONS: DISMISSED AMENDMENTS
VI WROUIEP)-104 1 Rupert fo WGLy Radio, . LA new west Monroe add 973\
L}
) ‘ Tne Pu’se Cf Radio
: "
LS w ;




PROPOSED STATION TRANSFERS ( r reorganization of existing nwnerstiliip) 7 ca ital Bu,lets
AL WAJF - 1490 Decatur I to Estate of J.B. Falt, Jr. | p
o s S B Dot i imigiie
b skl ucson r n UCNOSSOIS Lommunicauons LO. o |
AR KYDE - 1590 Pine Blufi to Southwest Communications, Inc. a f;)‘n;%rg' L) s o: |
KRLW - 1320/1063  WalnutRidge 1 in Voices Unlimited, Inc. , the FCC's announcement |
CA (CP) - 913 Barstow to Community Ed. TV, Inc. that they are willing to entertain the |
KVMR - 89.5* Nevada City to Nevada City Community Broadcast Gup | possible granting of waivers to the |
G - 130 S L Qi e NS Gotmaricaoe- I crossppvIt PRI |
CT  WADS- 690 Ansonia to  Jack Silvia & Manuel Santos | (SoPRLCIS QUG Inc.on Marciiy
FL  WAPE - 690 Jacksonville to Genesis Comm. of Jacksonville, Inc. | 15, asked for waivers toallow themto |
WWTK -  (CP)-730 Lake Placid to highlands Media Co., Inc. keep WABC-AM/TV and WPLJ-FM |
FL w\Flgg 4 }ggg/WUVU 97 YSC'?I?EA gustine :g ggénB/?{)gZicI?;tﬁr?gigCorp A NewOYsork, NY, KABC-AM/TV |
= =9(.154dl Ugustl. | 5 | s
GA WYNR- 790MWPIQ-101.5 Brunswick to  Eagle Broadcasting, Inc. | and KLOS-FM in Los Angeles, CA,
WKGQ - 1060 Milledgeville to  Alexander Mitchell Comm. Corp | WLS-AM/TV and WYTZ-FM in
WSKS - 97.9 Sparta to Alexander Mitchell Comm. Corp. | Chicago, ILand KGO-AM/TVinSan

HI  KLUA - (CP)-935 Kailua-Kona 1 o Sirius Communications, Inc. Great American Television and Ra-

WIML - 106.3 Wrightsville to Johnson County Broadcasters, Inc. ‘ | Fransico.
IN  WASK - 1450/105.3 Lafayette rin Duchossois Communications Co. ) a0 Company on March 10, asked for

KS KSOK - 1280 Arkansas City to Cowley County Communications Co. 4
KDGB - (CP)-939 Dodge City o Lesso, Inc. waivers on WKRC-AM/TV and
KTOP - 1490 Topeka to Barr Broadcasting Corp. ’ W]KRQ -FM in Cincinnati, OH and on
WREN - 1250 Topeka to Uno Broadcasting Corp. WDAF AM/FMand KYYS-FM, Kan-
ME WTHT - 1029 Portland to Fuller-Jeffrey Broadcasting
WCQL - FM-95.3 York Center 1 to Sunshine Group Broadcasting ges Clty’ 340 1 FIShe; Br oadcashtmg
MD WNAV - 1430/WHFS-99.1 Annapolis ¢ in Duchossois Communications Co. | | announced italso wishes to purchase
WQSI - 820/WZYQ-103.9 Frederick roin Musical Heights, Inc. ’ | KZOK-FM Seattle, WA and add it to
MA  WALE - 1400 Fall River ] S N E Broadcasting, Ltd. | | KOMO-AM/TV also in Seattle. The
WHAI - 1240/98.3 Greenfield r o in Haigis Broadcasting Corp. N deadline for comments to the FCCon |
Ml WHFB - 1060/99.9 Benton Harbor to Independence Broadcasting, LP [ the Capital Cities/ABC or Great
MN  KWOA -  730/95.1 Worthington 1o Nobels Broadcasting Co., Ltd. (| 1 P 4 ‘
NH WwCaL - 1380 Portsmouth 1 1o Sunshine Group Broadcasting ’ American requests is May 7. 1
NM  KLLT - 953 Grants to David French Boyd, Jr., Trustee ‘ [
NY WJYE - 961 Butfalo to Williams Broadcasting Co. | | The FCC has adopted the |
NC WTZQ - 1600 Hendersonville to Conner Communications, Inc. ! National Radio Systems
WKMT - 1220 Kings Mountain to Bridges Broadcasting Co., Inc. | Committee (NRSC) emis-
OR KBND -1110/KLRR-107.5 Bend 1P ito Stephen P. Green, Ch.11 Trustee \ | sion limitation knownas NRSC-2asa
PR WBMJ- 1190 San Juan to Calvary Evangelistic Mission, Inc. | -
SC (CP) - 100.7 Charleston I e Southern Communications, inc. ? ngw AM broadcast standard, 1?"-8“‘ [
WTCB - 106.7 Orangeburg to Radio South Carolina, Inc | | ning June 20, 1990. The commission
WXLF - 1150 Rock Hitt rin Tri-County Broadcasting, Inc. | | also announced that until June 20,
WFIG -1230/WWDM-101.3 Sumter A i) Gamecock City Broadcgsting_ Inc. : ' 1994, stations adhering to NRSC-1
TN  WGFX - 1045 Gallatin I to Triangle Broadcasting Co. . & . .
VA WPSK - FM-07.1 Pulaski to New River Media Group, Inc. 1 a“d‘OPrfl’ emP{‘lals\ﬁ{SC“H bepresumed
WYVE - 1280 Wytheville o Sentinel Communications, nc | | to comply with NRSC-2, in the ab-
— — W — | | sence of specific information to the
FORMAT CHANGES (# change accompanies new ownership)(// mmulcast) contrary.
- formerly becomes In an FCC Public Notice, |
AZ  Tucson KWFM-92.9 adult contemporary oldies the commission has ad-
Tucson KCEE-790 oldies oldies // FM vised.| appllihts Lfill J
Ch  Los Angeles KIIS-1150 dance CHR // FM 1 pplcants filing
CO  Denver KBXG-710  #  KBPI, rock // FM talk | | forms 301 and 340 and wishing to
DE  Wilmington WAMS-1380 dies SMN Kool - oldies | | take advantage of the commission's
h Gamfoue  WKN900  WAFO.BRNS T coumm /A | S ooe dn T T PCU to
oug - , BRN-bus.. un ¥ : -
Manroe KJLO-1440 cruntry /A SMN H&S -R&8-oldies | short-spaced FM station assignment,
MI Ann Arbor WAMX-107.1 VOAG-FM,newage  AC-oldies Mix 1071 that all applications requesting short
MN  La Crescent KQER(CP)-102.7  new to be SMN Pure -oldes ' | spacing will be ret.-rned ii filed prior .
NY ;,oming WCBA-1350  #  adu't Lontemporary Tran. *M - stagdards | | to the effective date of the rules. The
redonia WCQA(CP)-96.5  new to be SMN - A [ :
OR x ingled KQg o oy idhgion | effectxveldadte will be “he same as the
PA  Monroevill WXV, -151C oluies modern rock X-i5 || aPPrO"a ate for the pertinent
TN ey Hill (Nash)  WAML-1470) R&B - ohiics SMN H&S - R&6 di mendments of FCC forms 301 and .
Tn Fastrop Austin)  KSSR-10/.1 country new age ' 340 by the Office of Management and
UT Murray (Salt Lake) KMER-1230 soft AC /FM SMN H&S H&B-oldies Budget. ‘0
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April 29-May 2—National Associa-
tion of Broadcasters Annual
Convention...Las Vegas, NV. Info:
(202) 429-5300.

May 2—Broadcast Pioneers Annual
Breakfast at NAB Convention (see
above)...Info: (212) 586-2000.

May ll-15—American Women in
Radio and Television Annual
Convention...New York, NY. Info:
(202) 429-5102.

May 17-18—Investing in American
Radio Seminar..Los Angeles, CA.
Info: (317) 630-2888.

May 17-21—Annual Public Radio
Conference...St. Francis Hotel, San
Francisco, CA.

June 1-3—International Idea Bank

Convention...Charleston, SC. (803) |

775-2321.

June 4-6—Database Marketing—
The Revolution, New York Hilton,
New York, NY. (916)292-3000.

June5-11—18th International Coun-
try Music Fan Fair, Tennessee State
Fairgrounds, Nashville, TN.

June7-8—American Demographics’
Ninth Annual Conference on Con-
sumer Trends and Markets..N.Y.

Hilton, New York City. Info: (800)
828-1133.

June 8-9— Investing in American
Radio Seminar...New York, NY.Info:
(317) 630-2888.

June 12-13—24th Burns Media Ra-
dio Studies Seminar... Westin Hotel,
Atlanta, GA.

June16-18- —? ABR’s Radio Sa'es Uni-
ve.sity, Memphis, TN

June 17-23—1989 NAB Execuiive
Maragrmen’ Development
Semir -, University of Notre Dame,
Notre Dame, IN.

Radio Calendar

"esssseNEeseLAEEsBeRRNRRBERRRETS

June 20-23—National Association of
Broadcasters Summer Board

Meeting... Washington D.C. Info:
(202)429-5306.

June 21-24—Broadcast Promotion
and Marketing Executives Broadcast
Designers Association Annual

Seminar...Rennaissance Center, De-
troit.

July 7-9—RAB’s Radio Sales Uni-
| versity, Columbus, OH.

July 13-16--Upper Midwest Commu-
nications Conclave, Sheraton Park

Place, Minneapolis, MN.
Info:(612)927-4487.

Sept.13-16—Radio-Television News
Directors Association Annual
Convention.. Kansas City Conven-
tion Center, Kansas City, MO

 SUBSCRIBE TODAY (407) 626-3774

Sept.13-16—Radio ‘89 Conven-
tion... New Orleans, LA.Info:
(202) 429-5300.

Sept.22-24—RAB’s Radio Sales Uni-

versity, Davenport, IA /Rock Island,
L.

Oct.5-8—Society of Broadcast Engi-
neers Convention, Kansas City,

MO..Info: John Battison (614) 888-
3364.

Oct. 18-20—Indiana Broadcasters
Association 1989 Fall Conference,
the Westin Hotel, Indianapolis, IN.
Inf0:(312)638-1332.

Oct. 20-22—RAB’s Radio Sales Uni-
versity, Sacramento, CA.

Nov. 3-5—RAB’s Radio Sales Uni-
‘ versity, Raleigh, NC.

The :’ulse Oi Radio




Classifieds

HELP WANTED-MANAGEMENT

-

Radio Management

General Managers, Sales Managers,
Progammers, Engineers

Ragan Henry Broadcast Group LP Is Ready To Grow Again.

If you are ready to grow, contact us to discuss present and future
opportunities. Here's what we look for:

e Strong track record of consistent accomplishment.

e Battle experience in competitive markets.

e Evidence of creativity and innovation.

e High energy.

o Ability to inspire a staff to win.

We especially want to hear from you if
you are presently employed in a great job
with no future. Send your written 5210 Auth Road, Suite 402
presentation and resume to: ~ Marlow Heights, MD 20746

Please, no phone calls We wilt answer each response promptly
EQUAL OPPORTUNITY EMPLOYER

Bob Hughes, President
Ragan Henry Broadcast Group LP

Confidential interviews now being scheduled for the NAB Convention

~

MY
EXPERIENCE
AND RESULTS
PROVE IT ALL!!

If you are looking for a mature VP,
General Managertoturnitaround or in-
crease profits, I'm available April 28th.

Best management and sales refer-
ences, including my present CEQ. All
large or medium markets considered.
Reply c/o The Pulse Blind Box 436

RELATED FIELDS

»
FM FREQUENCY SEARCHES
a ) .
For new drop-ins or upgrades. $150 each.
OWN ERSHIP A c c 0 u ” t New ?ténion applications too. Fast service.
CONTEMPORARY COMMUNICATIONS.
OPPORTUN ITY A (205) 749-3340
FORG.M. EXEGUtIVe ..................O.
Own 45% of AM/FM L If ° BE ABOVE THE REST!
combo for as little as $60,000 Motivated self starter . s
down lv)vilth option tol ac- to sell in Florida... . Sk
xS T Key West or Naples. || < B
Highly ratgistatioegin Send resume to Joe g 8002352201 " e
upper midwes rbitron o, u
nFaI:ket of 90,000. Unprece- Landon_’ 1100 5th Ave. & Shd i L Bl
dented opportunity for So., Suite 407, Naples, '
ualified, sales-oriented FL 33940 or call (813) 24440
M. Send Letter & Res- . ;7 e ALied
ume /o The Pulse Blind 434-5557. EOE. ZW

Box 540

GREAT CONSULTANT
SALES LEADER
NEEDED ¢
Professional staff. "Rate integrity
Adult format. Hones, hoss: Frendly
Sunbelt market of 100,000, |
\ Reply ¢/o Pulse Blind Box 414

L

3

Radio syndicate needs pa:t-timcr for g .nera
office and celebrity interviews. Fxperi nce
preferred. Send sesurie to P.O. Box 615, Van

Nilys, CA 91408

4

ONS WANTED

SITUAT

Zs
%

Ex Jer}énced team player can help you cover
the bases. Country, sofi rock, call after five,
Bill (308) 534-1211

“Full Service Consuiting”

©.ATION Positioning
FORMAT Design ¢. Re-Design
TARGETED Promotions
MARKET Monitoring
TALENT Development

5C! Not.h Sriore Dri.e
Foree! Lake, MN 55025-.217
/612) 464-4056

>1<ne 1_’) 1@ C( ’;\; lln




Public Service With Heart

Gold Medal Winner 1988 International Radio Festival of New York

HealtI) is a hot topic. The Heart of the Matter is Adjacencies can be sold at the beginning and

a hot_radlo _seriesthatdeals with heart, health, and end of each segment of The Heart of the Matter
quality of life issues. And its tree. And you can choose the daily 4 1/2 minute pro:
gram, or the 29 minute weekly magazine version.

The Heart of the Matter brings your listeners . .
credible professionals from sources such as Johns COMUS (AR lg(t)ormatlon and a free demo at
Hopkins, NIH, and the National Cancer Institute. (301) 486-4624

They talk about everything from heart attack pre- DIAMOND COMMUNICATIONS. INC
vention, to AIDS, to nutrition and sports medicine. 2835 SMITH AVENUE, SUITE 205, BALTIMORE, MD 21&09

7MM00 30ISdN SININHOW NUNL

USE LIKE DROP-INS « FULLY PRODUCED JINGLES

\e'% o £~z Today's weather sucks ALREADY ON:

‘\Q,\ << We're to cheep $99.95

> « Another Bozo opinion AND YOU Q93 New Orlean
. S - P eans
; X\Q < N} « More useless trivia OWN THEMIES B o i
e\‘@ « Your horoscope sucks NO LEASE
‘&‘)‘ « What a dork Hot 97.7 San Jose

FREE DEMO: Quantum Concepts™ (714) 683-2161 8 to 5 Pacific

Q: HOW DO YOU WRITE A JINGLE FOR
A FUNERAL PARLOR?

A cemetery, a laundromat, a church, a congressman, a strip joint,
a public school system, a hospital, a truck stop, a garbage company, a
chiropractor, a dentist, a basketball team and a symphony orchestra?

CALL PHILADELPHIA MUSIC WORKS.

PULSE CLASSIFIEDS
GET RESULTS!

Classified listings for help wanted or situ-
ations desired over 20 words are $1.00 per
word, with a $20.00 minimum per week.
Category desired mustbespecified when ad
is placed.

A

Categories available:
Management, On-Air, Sales, Programming,
Technical/Engineering, Related Industries,
Promotions, News.

Philadelphia Music Works
PO, Box 947, Bryn Mawr, PA 19010 ¢ 215-825-5656  1-80C -368-0033

The Pulse of Radio also offers & no charge
(20 words) classified listings tothose offer-
ing employment opportunitiesin radio in-
dustry as we.i as positions sought by peopie
in those fields.

Display advutisements lakle ot

g $20.00 per column iac! pe- Alack and
w R T ll t ™ ' whiteo ly. BB 1boes. bl :jt.m
< I - l additic al $10.. rer . wording,

Vy kes me 1ells i i e |

¢ yu are lcoking for a@ ture ground. 'mpe’ ble 210Tency -

1 ’ ¢ Al .o 3 -2 w. eind
or market V.P. General Man- fincludi-g 'red., amry” syer. East R 1 Wi '3
ertoturnitaround or .ncfease & ast ' o Off | IW . daartes Cor. £ fater th  +he

d ' : ] - i er Fndaypry All classified ard
!l—’r(lfltsz I'm available aft r I onsic &1 d display a. ;’\ tbe paidinadvance.

st.

% ’ 3 B lse Bua 12, 1212 US. All 1i *iny etail 07 > U nile to Tulse

20year vperence sov iere 1 C/CHes Classified,, 122 US.Hi© v One,N.Palm

grou 1 Excel' “ts' srer + dig*ayOne Nc thlaimBeach,
tation R VAT 1 B back- ~ FL.7»408-9591.

Beach, FL 33408. 407-62b*
FAX:407-626-305




Win The War In Your Market

w
{

|
P 3 -

1997 Metrwpolitan

!
- 2

iW th The (riant Usz:pa it Dise,

Radio wars are escalating in markets across Amenca Stations"are battlmg for their share of
dollars anad ratings. It’s time to pull out the bxg ﬁ?s‘ Annihilate the campetition with the Giant
Combat Disc. =, . - ‘e 8
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Clark Wont Be
The Only One
In The Newsroom
With Super Powers.

No cape, no X-ray vision...just of your information flow.
AP NewsDesk. A superpowered software Be among the first to preview AP
system for radio and television stations, ~ NewsDesk at the NAB Convention. Or
coming soon from AP Broadcast keep your eyes peeled to these pages for
Services. upcoming announcements.

Designed to run on any IBM- AP NewsDesk. The newsroom man-

compatible PC, AP NewsDesk saves

agement tool you've been waiting
you time and

for from the

money—and best name in
gives you the news
control business.
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