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Radios
se
power

1t gets the job done!

Brahms would have

applauded

For the Indianapolis Symphony Orchestra,
advertising has proved to be the right note
to increase attendance at its concert hall.
And if Brahms or Mozart or any of dozens
of other classical composers were alive, they
might just want to dash off an ode to its
success.

That’s because it's one thing to use
advertising to boost the sales of a product
or service and quite another to sell some-
thing as nonspecific as filling seats at a
symphony orchestra concert.

In this case, of course, it wasn’t just
advertising that did it. What scored for the
Indianapolis Symphony was that it also used
radio as the medium. Says Lee Anne
Brooks, general sales manager, WNDE-
AM, Indianapolis, whose co-owned
WFBQ-FM station carries the orchestra’s
commercials when its strong morning team
is on the air: “They use a media mix, which
I think is a good idea. But when it’s 7:30
in the morning and you want to talk to
somebody, what’s the superior medium to
doitin? Radio. I'm very happy they’re us-
ing us and that it’s working so successfully
for them.”

Single-ticketers are the target

Just who muostly is the target for those com-
mercials? According to Christopher Stager,
the orchestra’s marketing director, at any
given performance 75 percent of its seats
are reserved for people who buy season
tickets. That leaves 25 percent available to
those who want to purchase single tickets.
It is this single-ticket segment toward which
Stager’s department aims almost all of its
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advertising and promotions.

Explains he: “The average age of a
symphony orchestra patron is in the low fif-
ties. We tend to zero in on Adults 35-64,
but, with single-ticket buyers on average
being significantly younger than our aver-
age patron, we also look at 25-54 demos
very carefully.”

Moreover, to find out which radio sta-
tions those audiences prefer has led Stager
to a novel solution. Twice a year he and
his staff conduct surveys among another
kind of audience, those who attend the con-
certs. Questionnaires included within the

printed programs are filled out by the pa- ‘
trons and their answers are tabulated by a :

local marketing research firm.

Diversity works

Surprisingly, what Stager has found out is
that, in addition to Classical formats, select-
ing stations as diverse as Adult Contempo-
rary, Oldies, Hard Rock and Talk have
worked well for him. For example, WFBQ's
format is AOR. Overall, Stager places com-
mercials on six stations within the Indian-
apolis Metro.

Stager has had his current job since
May 1994. Before that he worked for the
Cleveland Orchestra and has served as a
consultant to the Houston, San Francisco
and Sacramento symphony orchestras.

Says he: “In virtually every case where

radio advertising was strategically imple-
mented, ticket sales have increased, and
new patrons have come into the halls and
developed into season subscribers. Further,
the general public gains a sense of the
orchestra’s weekly activities, even if they
don’t attend. The profile of the orchestra
and its role in the community is elevated —
an ancillary, though important, issue.”;,u

Christopher Stager is
director of market-
ing for the Indian-
apolis Symphony
Orchestra. He be-
lieves radio is an
ideal medium for
selling seats, in
that it can present
a program-specific message clearly
and effectively. Certainly that has proved to be
so during the past year. Notes he: “By the end
of December 1993, the orchestra hadsold almost
2,000 single tickets. By December of 1994, we
had sold 3,000. That's a 50 percent increase.
Moreover, 40 percent of this season’s ticket
buyers had never attended one of our concerts
before. Radio not only increased our audiences,
it brought new ones to us.”
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broadcasterfriendly
digital audio

An 1dea whose time has come

by Dan Mason

s anyone who has stepped into the con-

temporary living room, kitchen, den,
automobile, nursery or office surely knows, the
world is going digital. We have digital music
from CDs. Digital television is on the way. Digi-
tal information flows down the so-called super-
highway and into our personal computers. Can
the digital cheeseburger be far behind?

Perhaps not. But one thing’s for sure. If
it's analog, it's yesterday, or soon to be. And
those of us who deliver entertainment and in-
formation to the public must either learn to
dance to the digital tune or risk being left out,
sitting on the wall, wondering why we're sud-
denly so unpopular at this society event.

This, of course, is not news, and most
broadcasters are hustling right now to become
an integral part of the digital revolution. The
National Association of Broadcasters sent one
of the first shots across the bow when it pro-
posed the implementation of a new digital
audio standard for broadcasters.

The NAB's digital vision — which proposed
new frequencies and new licenses for those
wishing to broadcast in the new standard —
came with no assurance that existing broad-

casters would be part of this new service, nor
that their investments in existing AM and FM
facilities would be preserved.,

This article reports on work that goes in
another direction to the same goal, an approach
being pursued by a group of three broadcast
organizations: Group W Radio, Gannett and
CBS Radio. This group — USA Digital Radio,
or USADR - was formed to strategize digital
audio broadcasting solutions, for broadcasters
and by broadcasters.

Builds on existing systems

From the outset, and for obvious reasons, en-
gineers from those three organizations, already
deeply committed to the media, focused on a
path to digital audio broadcasting that would
build on existing facilities, We called this con-
cept In Band On Channel, or IBOC.

Simply put, In Band On Channel DAB in-
volves the addition of a digital audio (DAB)
signal to the station’s assigned broadcast chan-
nel. IBOC simultaneously delivers the DAB
signal along with the existing analog broadcast,
preserving the broadcaster’s capital investment
and providing a comparable upgrade path to
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the future. IBOC meets economic, political
and regulatory needs of broadcasting and
is the only approach endorsed by broadcast-
ers. It enables those already knowledgeable
in the art and business of radio to build on
their histories and move forward.

USADR’s initial focus was on FM DAB,
with AM DAB to follow. USADR contracted
with Stamford Research Institute to dem-
onstrate the feasibility of transmitting CD
quality in an FM channel.

Not to put too technical a spin on it,
the FM approach worked very well. The vi-
ability of USADR’s system was proven to
general acclaim at the spring 1992 NAB
show in Las Vegas. Upon completion of that
test phase, USADR began to focus on fur-
ther development of the FM system — and
moved to an approach for AM broadcast-
ers as well. The implications for the quality
of the AM band signal are even more sig-
nificant than those for FM broadcasters, of
course. Digital AM could do much to invigo-
rate that part of the radio business.

BTR / Winter 1995

USADR’'s AM
challenge was in
many ways more
difficult than devel-
oping an FM
system. The FCC’s
authorized AM
channel’s band-
width is one-tenth
that of an FM chan-
nel and is subject to
severe interference
and noise. The chal-
lenge was to de-
velop a transmission
system for AM that
met USADR’s goals
of digital-quality
stereo in a limited-
bandwidth channel.

As in the FM
model, the AM
DAB signal is trans-
mitted simultan-
eously on the same
channel as the ana-
log signal. The
system delivers au-
dio quality that exceeds today’s analog FM
quality to a service area that matches the
usable listening area of the existing AM sta-
tion, literally bringing digital FM to the
AM signal.

Operational this year

The testing phase has been most encour-
aging. An independent testing program
sponsored by the Electronic Industries As-
sociation and the NAB is under way at the
NASA Lewis Research Center in Cleveland.
USADR’s In-Band On-Channel AM and FM
systems are being quantitatively and quali-
tatively assessed to determine performance
under laboratory conditions.

Over-the-air tests are scheduled for the
spring of 1995 in San Francisco. Since the
submission of these systems to the test pro-
gram in January 1994, USADR has
continued its development program and
completed initial testing.

Upon completion of its initial field test-
ing, USADR conducted a public
demonstration in Cincinnati for the AM sys-
tem and in Chicago for the FM system.
Members of the NAB staff and executive
committees attended the demonstration.
The AM transmissions were broadcast

through a Harris transmitter into longwire
antenna. Participants were driven around
in a van where they could compare the AM
analog and AM DAB signals. The FM
system was operating on WBBM-FM, the
CBS-owned and -operated station in Chi-
cago. The participants were picked up at
Midway Airport and driven into the down-
town business district. The observers
monitored both analog and DAB signals,
and were clearly able to hear the effects of
the urban environment on the analog sig-
nal. The more robust DAB signal, on the
other hand, remained unaffected.

Our group is currently working with
several hardware manufacturers to bring
the IBOC system to the consumer market.
We expect to have a digital AM and FM
product fully operational in early 1995 - and
a major demonstration at the spring 1995
NAB in Las Vegas. We think that’s good
news for all broadcasters with an existing
commitment to the industry, the commu-
nities and the listeners we all serve,||)|



Arbitron and

Allies for
the future

It was a little over two
years ago that trade
publications across the
country were an-
nouncing, “VNU Busi-
ness Information Ser-
vices, Inc. (BIS) grants
Arbitron  exclusive
rights to sell its broad-
cast customers sub-
scriptions to the
Scarborough Report.”

Now, illustrating
the theory that what
goes around comes
around, Arbitron and
Scarborough are mak-
ing headlines again.

This time the
news is that starting in
January the two com-
panies formed a joint
operating arrangement
whose purpose is to
produce and market the Scarborough Report together.

It's an evolutionary development for both, which,
as Bob Cohen, Scarborough’s president, says, “puts the
two of us in an even stronger position to serve the needs
of our clients.” “And,” adds Arbitron’s president, Steve
Morris, “will result in better research for radio stations,
ad agencies and their advertisers.”

The complete picture

By offering clients information based not just on the
Arbitron local market report but also on the
Scarborough study, Arbitron can provide powerful dual
selling tools with many advantages — not the least of
which is how it can help a radio station market itself in
a way it may not have attempted before.

For example: By using Scarborough reports’ single-
source media data, in addition to working with Arbitron
ratings, the station can access all male listeners 25-54
who drive either American or foreign-made cars. And
- provided this is information that's important to a po-

Scarhorough

tential advertiser - the
station can use this
combined approach to
make a more persua-
sive sales pitch to
advertisers for new
business.

Or, let’s say a ra-
dio station’s sales staff
targets a fast-food
chain. By working
with Arbitron and
Scarborough data it
can build the most ef-
fective and efficient
schedule that reaches
families who like to
eat out. A case in
point is the data
KBOS-FM, Fresno,
CA, recently pre-
sented to its local
McDonald’s client.

“Thanks to Scar-
borough,” explains
Shawn Knight, the
Fresno station’s local sales manager, “we pulled up in-
formation about McDonald’s in San Francisco and found
out the chain does very well there within the 18to-34
age group. Thus, we were able to tell our local
McDonald’s client that there are lots of people within
that age bracket who listen to our station. In fact, al-
most 30 percent more than our closest competitor.”

Other heneficiaries
Radio stations aren’t the only ones who are going to
benefit from the new Arbitron and Scarborough align-
ment. Media buying services and ad agencies will, too.

In addition to media planning and buying, they can
put this unique new arrangement to work for them in
other ways. According to Lisa Hidalgo, Scarborough’s
senior vice president, Product Development and Mar-
keting, they can use the Scarborough reports to collect
“marketing intelligence.”

Says Hidalgo: “The reports make a great deal of
data available which buying services and ad agencies
can use to dope out the market itself. In turn, this helps
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them develop more effective selling ideas and promo-
tions. The data can even help ad agencies with their
creative executions.”

Henry Laura, Arbitron’s vice president, Sales, Ad-
vertiser/Agency Services, contends Scarborough will
enhance other Arbitron products. Allows he: “Ad agen-
cies and their advertisers are becoming more
sophisticated in their micromarketing strategies and
sales efforts. Now, with this new partnership, we'll be
in an even stronger position to serve their needs.”

Echoing Laura is Jay Guyther, Arbitron’s general
manager, Radio New Ventures. He believes bringing to-
gether the strengths of both companies will result in
an overall better product.

Says he: “For one thing, Arbitron will get a better
response rate for Scarborough by helping them with
their materials, their telephone scripts, and the look and
feel of their packaging. For another, we'll be helping
them streamline their production process. This can re-
sult in faster, more reliable delivery of their data,”
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As for how the alignment relates to MaximiSer,
Arbitron’s PC application, Guyther has this to say:
“We've been working on a MaximiSer module that lets
the user bring in qualitative data and merge it with
Arbitron radio estimates. This qualitative interface por-
tion has been finished since April 1993. What we're now
working on is getting the Scarborough data into a read-
able format that will work in MaximiSer. This is very
time consuming and labor intensive because each mar-
ket is different.”

Overall, Guyther believes the merging of
Scarborough “qualitative” with Arbitron “quantitative”
presents a “dynamite combination.” It gives radio sta-
tion sales and ad agency media personnel two invaluable
tools with which to work — two ways to deal with radio
audience measurement that, when properly applied, can
mean more money in the bank. M



/.

)

A

>

/’.

N
S s

Arbitron’s Scarborough
specialists are a wonderful
return on investment for
our customers. That's
because the best way to
make a customer
successful is to make sure
they know what
Scarborough is all about
and how best to use it.”

—Barbara McFariand,
vice president Broadcast Sales and
Development, Scarborough
Research Corporation, New York

hen it comes to covering the
top 58 DMAs, the Scarborough
Report is the single most compre-
hensive local-market study around. Avail-
able on a Windows™-based PC system or
on-line, the report delivers key facts for
more than 500 products, services and re-
tail shopping categories.
With information from the report, a
radio station can look at listeners as cus-
tomers, allowing it to:

B profile a retailer’s customer, age,
income, occupation, where they live,
where else they shop and more;

m discover how the customer of a
specific retail store uses radio,
television and newspaper;

B demonstrate how the profile of a
listener is the same, psychographically,
as its prospect’s customer;

B prove that the listeners are buying the
products and services that its prospect
is selling.

Helping stations’ sales representatives
to understand all this is the job of the
Arbitron Scarborough specialist. Currently
there are four of them, including Mike
Holderle of Dallas, TX, who is typical.

Scarhorough specialists

The people pictured below have joined Arbitron Radio Station Services as Scarborough specialists. They
are responsible for training, servicing and selling to Scarborough clients throughout their respective areas.

Holderle demonstrates not only how
to find answers to questions like “Do 20-
something moms spend more on their kid’s
clothes than 40-something moms?,” he, like
the other specialists, makes regular visits
to his clients and sends them a monthly
newsletter,

A recent letter to Holderle from client
Vesta Brandt, general manager and national
sales manager of KQUE-FM/KNUZ-AM,
Houston, TX, indicates how effective a
specialist’s efforts can be.

Writes Brandt: “The training sessions
you gave our staff were extremely well
done. The material you covered was good,
solid information they can use in making
presentations. We appreciate how well or-
ganized you were and the fact that you
stayed right on the schedule you furnished
to us in advance.

“Each one of our salespeople has
thanked me for giving them the opportu-
nity to take the time for your sessions. We
believe we will see new dollars generated
with some of the new skills you have given
our people. This was time well spent for
all of us.”

Scarborough specialists’ training: It's
help from Arbitron that makes dollars and
sense for radio stations. m
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Awinning
combination

advertising communities, the forma-

tion of a joint venture between
Arbitron and Scarborough Research on
January 1, 1995, is a notable event.

It provides clients with a unique oppor-
tunity to draw upon the resources of two
accomplished corporate parents, each with
extensive experience in local marketing.
Arbitron’s expertise in broadcast media
measurement on a local level is well estab-
lished and is a product of its strong
operational, production and research capa-
bilities. This, in conjunction with
Scarborough’s experience in measuring
media habits and consumer behavior in the
top 50 markets, plus eight others, yields a
strong winning combination.

F or members of the media, agency and

Data grows in importance

The partnership has staked its future on the
market’s growing need to add dimension-
ality to the selling and buying oflocal me-
dia. The combination of ratings,

Bob Cohen is president of
Scarborough Research, a
partnership between
VNU Business Informa-
tion Services and
Ceridian Corporation.
The former is the
American division of
VNU, an international
marketing and
publishing conglomerate

headquartered in Haarlem, the Netherlands.

by Bob Cohen

enhanced by an understanding of consumer
behavior, has become increasingly impor-
tant for local media who want to differenti-
ate themselves from one another as well as
advertisers who need to target specific
CONSUMers.

This need for greater insight into me-
dia usage of local-market consumers has
heightened the interest and acceptance of
in-depth local-market measurement, thus
increasing theimportance of Scarborough’s
data.

Targeting local markets

Scarborough’s comprehensive measures
of shopping and purchase behavior, along
with measurements of radio listening, tele-
vision viewing and print readership, meet
the needs of broadcasters and advertisers.
Stations are able to sell advertising space
based on their ability to precisely survey
audiences — who they are, how they shop
and which means are optimal for reaching
them — while advertisers are
able to accurately tar-
get media audiences
and qualify prospective
purchasers. This type
of precision is possible
because Scarborough:

m provides thousands
upon thousands of
market, store, brand
and product-specific
measurements for
actual purchasers
within each market;

B measures sample

The Arbitron Company is a division of Ceridian. iiggzrtiﬂlgoino%ggg
 His diverse media and research background 00010 10,

Amq Sammm%m t?n?lﬂx &mr n rcr;?lré{c?s data via
ex en! (& s

‘I‘imes,aswellassevenyearsofmearchacpmenceat
Yankelovich Partners, culminating as managing
partner. He holds a Ph.D. in sociology from Columbia
University, with a specialization in media research.
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telephone interviews
and a mailed product
booklet.
Scarborough’s ob-
jective is to serve as the

definitive local media and marketing cur-
rency with which local broadcast, print,
cable, outdoor, agencies and advertisers un-
derstand and analyze consumer behavior
in their local target markets.

What’s ahead

Many enhancements are in store for
Scarborough users. Presently, research is
conducted annually in each market, but
more frequent surveying is planned and,
consequently, greater frequency of data
delivery.

In addition, the time lapse between the
initial interviews and receipt of the data will
be reduced, making the data as timely and
relevant as possible. And, a team of nine
customer service representatives were re-
cently hired to help clients more efficiently
use Scarborough data. Already the service
reps have immersed themselves in train-
ing and servicing clients in both the
hands-on and marketing applications of
Scarborough data. Further, Scarborough
has applied for EMRC accreditation as an
indication of the commitment to provide
high-quality research.

Ultimately, Scarborough expects to
serve as a key ingredient of an integrated
set of services, complementing both
Arbitron’s ratings (via MaximiSer and other
delivery systems) and VNU’s family of
Marketing Information Services companies
(via Scarborough’s PRIME, IMS, MRP and
additional delivery systems).

This new relationship between the two
companies is receiving over whelming sup-
port and enthusiasm from both sides. The
result is the best and most responsive prod-
uct possible, supported by an eager and
dedicated team of Scarborough and
Arbitron management, sales groups, prod-
uct specialists and client service
representatives. Il



A new

10
loday
Hitting
the charts!

10

hroughout the United States over

95 percent of the population 12

and older use radio! The average

radio listener spends the equiva-
lent of one full day a week with radio. That’s
more than three hours a day! Where can
you find these kinds of radio facts? You find
them in the newest national radio study
compiled by Arbitron, called Radio Today
(America’s listening habits). This new edi-
tion of Radio Today is
the latest in the Radio
Today and Radio Year-
Round studies that pro-
vide insight into radio
listening trends across
the country.

Using a series of
charts and graphs,
Radio Today draws on
various sources of in-
formation to examine
how people in America
use the medium. Infor-
mation comes from
Arbitron’s National
Database, which com-
bines Arbitron ratings
data in 96 continu-
ously measured mar-
kets with Billboard
magazine’s format defi-
nitions. Other analyses
come from MaximiSer®,
Arbitron’s radio respon-
dent-level software
application, and Radio
Business Reports, Inc.

Radio Today dem-
onstrates radio’s pop-

ularity in two sections: “How America Lis-
tens” and “What America Listens To.”
Learn where and when people are tuning
in, and examine which formats they prefer.
And with a variety of formats to choose
from, listeners have their favorites. For
example, the top five formats among listen-
ers are Adult Contemporary (15.9%), News/
Talk (15.4%), Country (12.9%), Top 40 (9.8%)
and Album Rock (9.1%).
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“How America Listens”

This section provides you with insight into
how people spend their time with radio.
Look at charts with information on hour-
by-hour listening, overnight listening, listen-
ing location and much, much more.
Here’s a peek into some facts you'll find
in this section:
m Peak listenership is at 7AM every
weekday and between 12N and 1PM
on weekends.

m During the week, 43.5 percent of Per-
sons 12+ listen at work 10AM to 3PM.

m Female teens are the most frequent
users of radio.

m Summer 7PM-Midnight is the peak

listening period for both men and
women 18-34.

“What America Listens To”

Examine radio station formats and how they
attract their own unique audience in this
portion of Redio Today. Detailed charts and
graphs show data by breakdown of age
composition, region, season and time spent
listening.

Here's just a glimpse at what you'll dis-
cover in this section:

m Classical music listening is split evenly

BTR / Winter 1995

between men and women.

m Persons 1834 make up 71 percent of
Modern Rock’s audience.

m News/Talk has a sizable audience in

every daypart, but has an especially
strong presence in Morning Drive.

m The Spanish-language format has
extremely loyal listeners; they listen
consistently throughout the day and for
long periods of time.

The information in Radio Today dem-

onstrates not only radio’s ability to reach
specific listeners but also its popularity as
amedium. So, contact your local Arbitron
sales representative to obtain a copy and
see for yourself why we think Radio Today
is going to hit the top of the

charts this year! i




For every dark cloud there’s
a silver lining

That old saw may or may not have been
running through Robert J. Coen’s head
as he looked out of his plane’s window
during one of his frequent fact-finding
trips in 1992. Even if it wasn’t, a senti-
ment close to it was on his mind when on
December 5 of that year he announced to
the broadcast and advertising agency in-
dustries, “I think the worst is over.”

On that date, Coen, senior vice presi-
dent, director of Forecasting, McCann-
Erickson, Inc., was making his 20th annual
forecast to hundreds of anxious participants
at the PaineWebber Media Outlet confer-
ence in New York City.

Pervasive among those attending was
a feeling of gloom and doom. It had been
brought on by the previous three years’
slow, if not outright negative, growth in ad-
vertising expenditures. But in a matter of
moments their woe turned to hope as
Coen’s audience heard him say, “I believe
the super-pessimism that was heard in 1992
is about to end, and optimism will gradu-
ally take hold and continue for the rest of
the century.”
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Continuing growth foreseen

More than two years have passed since
Coen’s 1992 prediction. And while he’s not
yet ready to forecast advertising expendi-
tures up to the year 2000, he’s optimistic
as ever about the remainder of 1995 and
beyond. Presenting his prognostications at
the annual PaineWebber conference is not
all Coen does. He’s also publisher of the
Insider’s Report issued every December
through his ad agency.

In his 1992 report, Coen predicted that
for 1993, total U.S. advertising spending
would grow by 6.9 percent to $141.2 billion.
For 1994, he figured U.S. ad spending would
end 7.9 percent ahead of 1993, resulting in
total U.S. ad spending for 1994 of $149 bil-
lion. As for 1995, Coen expects spending
gains will increase at about the same per-
centage rate as in 1993, but he expects 1995
total U.S. spending to reach $159 billion.
That’s $10 biilion more than last year, and
a whopping $17 billion more than in 1993.

Who will
benefit?

m}'&,ﬂ If true, where will
$ (000,000) those "extra” ad dol-
11,630 lars end up? One in-
9,085 dustry conjecture is
4,300 that they will go into
2,445 “new media,” like inter-
8,500 active. Coen doesn’t
4185 agree. He believes that,

=y “even though media
49'145 capacity will start to
31,510 get filled up, there
1,385 won’t be an exodus in
19,290 traditional media dol-
92330 lars to the newfangled

alternatives.” Then,
does that mean radio

will benefit? Possibly. Says he: “I think it
(1995’s predicted increase in ad spending)
certainly gives radio a wedge for it to pro-
mote the targeting and exclusivity and other
types of things radio offers.”

Predictions aside, one fact about which
there can be no dispute is that 1994 was a
banner radio ad revenue year.

Overall ad revenue from January
through December was 12 percent ahead
of the same 12-month period in 1993. Says
Gary Fries, president, Radio Advertising
Bureau (RAB): “By the close of 1994 we
were seeing the shaping up of a truly ex-
ceptional radio year. And right now we're
seeing signs of a very strong 1995 first quar-
ter. This is a great time to be in radio.”

Billions up for grabs?

A prediction Robert J. Coen’s Insider’s Re-
port makes is that, compared to last year,
17 billion more ad dollars are going to be
spent in 1995. He also believes that this
year’s “media capacity” is filling up.

Both those factors could affect radio’s
future ad revenues in a positive way. How-
ever, according to Robert Unmacht, editor,
the M Street Journal, New York, there’s
small chance they will.

Unmacht talks to some 100 radio sta-
tions each month. This has led him to con-
clude that, “in the future, radio’s going to
have to do things differently. Stations have
got to stop beating each other over the
head and go after other media. What'’s
more, on the street most radio stations are
very unaggressive. They wait for business
to come to them. But at the same time
they're very aggressive in giving an adver-
tiser 12 reasons why he shouldn’t buy an-
other station.”

Unmacht acknowledges that radio ad
revenues are increasing, but he finds that
fact “meaningless.” Instead, he’s convinced
the industry should concentrate on “grow-
ing its market share.” And for him, radio
won't be able to do that as long as so much
of it is used to reinforce TV commercials.
“Too often,” he declares, “a soundtrack is
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stripped off a TV spot and played on a ra-
dio station. Radio can do much better than
that.”

Indeed it can, especially with Arbitron
and Scarborough to help.

Together they can enable radio to of-
fer what neither newspaper nor other
broadcast media can match. This is the op-
portunity to reach specific audiences based
on quantitative as well as qualitative infor-
mation. Such “targetability” not only
enables radio to continue its revenue
growth, it allows it to more effectively com-
pete against other media as well. According
to Unmacht, with a possible S17 billion up
for grabs in 1995 radio should make sure
it gets its share.

1995 MAY BE EVEN BETTER!

m The combined increase in total
national advertising is expected
to grow. nearly one percentage
point faster than the ecoriomy in
1995. The outleok for local
advertising in 1995 is even
better. £

m In 1993, consumers were still
uneasy about the future and
retailers were still wary of taking
any risks even If the trends were
impraving. Last year (1994),
consumer spending at retail.
made a strong recovery and the
good retail sales trend provided
underlying strength for continued

" advertising expansion into 1995
and beyond.

m Local advertising strength is
expected to spread to all regions
in the country and to a wider ~
number of local marketers in
1995. The combined expendi-
tures for bath local and national
advertisers is expected to rise
6.8 percent for a projected 1995
U.S. advertising expenditures of
$159 billion. :
Source: Robert]. Coen, the Dec. 1994 Insider's
Report. , -

More young males
sought in surveys

New ways to reach them
now under way

Why is it more difficult to measure the
listening characteristics of young men
than other demographic age groups? Ac-
cording to Arbitron researchers, there
are several reasons.

One is, individually they’re harder
to locate. In many markets a greater pro-
portion of men between those ages
attend college, or are in the military. This
means their names are not included
within their local markets’ telephone di-
rectories, the main source that Arbitron
uses to develop its sample universe.

Another reason is that young males
are less motivated. Studies suggest that
traditional marketing approaches are not
as effective with young males as they are
with other groups. And certainly for
those who may be living with their par-
ents, not all the mail that arrives at their
homes gets their full attention.

Key initiatives taken
During the past year, research teams
obtained valuable input from Arbitron
clients and major marketing firms. The
purpose behind these projects was, and
continues to be, to develop ways that
would improve what the researchers
call “young male proportionality.”

Topping the list of initiatives now
being implemented is a new policy that
enhances sampling procedures for
markets with high group-quarters
populations.

Special efforts are in the works to
identify usable and private phone num-
bers currently associated with college or
military residential housing.
These numbers then will be in- 4
cluded within the sample frame for
possible inclusion within the
Arbitron radio survey. A limited
phase-in of this policy began last |
year, and plans are in store to extend
it to additional eligible Metros for the
Spring 1995 survey.

Tests began in Fall 1994
Another way Arbitron is breaking new
ground to reach young males is by in-
creasing the standard Arbitron premium.
This was moved from $2 to $3 in young
male households in all markets this Win-
ter. Moreover, the diaries sent to these
same homes are being packed in a col-
orful box. This, it’s believed, will more
likely induce respondents to open the
box and start the survey.

The research team also is explor-
ing the use of alternative premiums.
Among those alternatives is a Fall 1994
test of a telephone debit card in the place
of the standard premium. The idea is
being explored because of its “higher-
tech” approach, which researchers think
young males will perceive as a benefit.

Finally, Arbitron is testing new ma-
terials and procedures engineered to
grab young males’ attention. A leading
marketing communications company
has been contracted to help. Its aim is
to design all facets of Arbitron’s respon-
dent materials. This includes rewriting
and redesigning scripts, brochures, let-
ters and even developing an audiocas-
sette for a planned Fall 1995 test. The
goal is to make them more appealing to
young males.

All of these initiatives are being put
into place for the short term, with ad-
ditional strategies under evaluation.
For, when it comes to young male pro-
portionality, Arbitron’s goal is to
achieve both consistent and long-term
improvementJm




Debuting soon from Arbitron...

Media Professional

a planning and buying system jor

adio is the original targeting me-

dium. With the industry’s con-

tinued focus on micromarketing,
radio is the perfect vehicle for advertis-
ers to use to reach their specific consumers.
So, how can planners and buyers at agen-
cies match advertisers’ specific needs with
the radio audience? How can they capi-
talize on radio’s strength? The answer
is simple: Media Professional. Arbitron’s
Media Professional is a new, powerful soft-
ware application designed to help
advertisers and agencies buy radio.
“Arbitron’s goal is to provide our indus-
try with the best tools for target marketing.
Media Professional makes buying radio
simple, quick and effective,” says Henry
Laura, Arbitron’s vice president for Ad-
vertiser/Agency Services.

Targeting via customization
Media Professional is a micromarketing
solution for advertisers and agencies. This
new software application provides access
to Arbitron’s respondent-level data, which
means that users have the option of cus-
tomizing data to suit their specific needs.
Geographies, dayparts and demos can be
customized to reflect advertisers’ unique
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advertisers and agencies

sales territories or daypart and demo re-
quirements. Lifestyle cluster data also en-
hance the ability to target the advertisers’
customers.

The Package Builder: Planning
and buying made easy

By combining the power of respondent-level
data with the system’s report flexibility,
Media Professional’s Package Builder gives
planners and buyers the option of using
standard listening estimates or of creating
client-specific, custom estimates for their
advertising campaigns. The Package
Builder, the heart of the planning and buy-
ing system, lets agencies prepare detailed
radio plans, generate a total media mix in
a flowchart, and work within a buysheet to
develop their radio buy.

Strength and flexibility

Along with the power of Arbitron’s complete
radio listening database, Media Professional
delivers flexibility. Media Professional
makes users radio market specialists. All
of the standard ranking reports that adver-
tisers and agencies

require are available in Media Professional.
Moreover, the system offers unique reports
that make it easier and faster to perform
analyses. Looking for Women 3544 who lis-
ten at work during the afternoon? Media
Professional prepares the data. Trying to
reach ethnic listeners? Media Professional
can provide listening estimates for any
demo in Arbitron’s ethnically qualified
Metros.

Need to plan a special event or cre-
ate a sports analysis? No other system
can give you the flexibility that Media
Professional’s Sports/Events reports do.
With a built-in calendar for highlighting
dates, Sports/Events reports give you
estimates for each event as well as an av-
erage for the entire schedule. Media
Professional makes special-events planning
a breeze.

Powerful, yet simple to use

Media Professional operates within
Windows™. It’s highly graphical. It’'s simple
to learn. Less experienced users can work
with the built-in step-by-step feature that
walks them through the report setup. More
experienced users can work through the
system in their own way. Preview buttons
save time by showing what a report looks
like and what kind of data it offers. Plus,
we offer a toll-free support line staffed by
a highly trained customer service team.

A quality application backed
by quality data

The combination of Arbitron’s high quality,
reliable data and the flexibility and power

of Media Professional means that buying
radio is easier now than ever before.””
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LocalMotion
continues to grow

Expands from 5 to 11 markets

Arbitron’s new LocalMotion
Retail Ratings service has
now become available to
radio stations in six new
markets: Baton Rouge,
LA; Little Rock, AR; Las
Vegas, NV; Richmond,
VA; Syracuse, NY; and Tucson, AZ. During
the past year, the service has been available
in five other markets: Colorado Springs,
CO; Erie, PA; Ft. Wayne, IN; Montgom-
ery, AL; and Peoria, IL.

Measures local-market
consumers’ retail and
media behavior

The service measures radio, television and
cable audiences, and profiles how these
listeners and viewers read local newspa-
pers, shop at local retailers and patronize
restaurants, banks and other local-market
establishments.

LocalMotion enables radio stations
in medium and smaller markets to com-
pete more effectively for local retail
dollars - especially against newspaper.
With LocalMotion, stations get the infor-
mation, tools, training and support they
need to partner with retailers in their
markets.

It allows stations to provide a retailer
with a detailed profile of the store’s custom-
ers — where they shop, what competitors
they also patronize, as well as the programs
they watch, the stations they listen to, the
newspapers they read (or don’t read). In
this way they grab the retailer’s attention
and pave the way for an ongoing business
relationship.
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Notes Daryl (Mac) Mclntire, general
manager, WAJI-FM, Ft. Wayne, IN: “Lo-
cal advertisers are going to accept
LocalMotion. Before, they never had ac-
cess to this kind of information unless they
spent their own money to bring in a com-
pany to tell them ‘what’s my market share,
and who’s using my product.” Now, with
LocalMotion, they have a lot to gain.”

How it gathers its
information

The LocalMotion Retail Ratings service
collects television station and cable chan-
nel ratings, gathered year-round through
a personal television diary. Radio ratings
are drawn from Arbitron’s syndicated radio
market report service. Newspaper, retail
and consumer behavior information is col-
lected through a follow-up telephone inter-
view and through a brief questionnaire at
the back of the television diary.

As part of the service, LocalMotion
provides a powerful, easy-to-use software
package that works within Windows™.
Unlike conventional audience ratings soft-
ware that just reranks station rating within
rigidly established geographic areas, demo-
graphics or dayparts, the LocalMotion
software gives clients complete control over
the media and consumer information that
is reported. For example, a station could
easily profile the listening habits of people
within driving distance of a retailer’s stores,
giving the station salespeople the chance
to disprove the often used objection “I'm not
interested in reaching people who can’t get
to my store.”

As with software, training is part of the
service. It is designed for the entire sales

staff and covers general marketing informa-
tion, presentation skills and information
about how to talk to retailers in various cat-
egories. The training also instructs
salespeople on how to make the best use
of the LocalMotion software.

A newcomer to LocalMotion and a
great believer in it is Ron (Mitch) Mitchell,
general sales manager, KKLI-FM, Colorado
Springs, CO. Says he: “We made money
with it the first month. It enabled us to
prove to our Wendy’s client that our 25-54
female audience really eats their burgers.

“It sets us apart, gives us a point of dif-
ference. As a stand-alone FM radio station
in a marketplace full of Local Marketing
Agreements (LMAs), we think it’s a valu-
able part of our success.””H
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Inside the Ratings

he results of the Arbitron Radio Advi-
sory Council elections were an
nounced at the Council’s December
1994 meeting. William Kelly, general man-
ager of WKBN in Youngstown, OH, was
elected as the Advisory Council’s chairman
for 1995, and Steve Goldstein, executive vice
president, Saga Communications, Stamford,
CT, is vice-chairman. Marla Pirner, execu-
tive vice president and director of Research
at The Interep Store, NY, was reappointed
as a Council research representative, and
Gary Fries, president, Radio Advertising
Bureau, New York, was reappointed repre-
sentative-at-large.
In addition, beginning January 1995
and to serve for three years, the Council
was joined by five newly elected members:

Chuck DuCoty, representing News/Talk in
all markets, is vice president and general
manager of WISN/WLTQ, Milwaukee, WI.
His previous positions include serving as
music director, program director and sta-
tion manager at WIYY, Baltimore, MD.

Roger Cavaness is the president and gen-
eral manager of KDEA, Lafayette, LA, and
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represents Easy Listening in all markets.
Formerly an on-air personality while in col-
lege, he went on to start his first radio sta-
tion. He's currently the owner of three, in-
cluding KDEA.

Dan Fabian, representing Middle-of-the
Road (MOR) in all markets, is vice presi-
dent and general manager of WGN, Chi-
cago, IL. Fabian has been at WGN radio
since 1965. During that time he has served
as an intern, producer, writer, account ex-
ecutive, sales and promotion manager, and
program director until his current position.

Ron Rogers is president and general man-
ager of KVET/KASE, Austin, TX, and
represents Country in Continuous Mea-
surement markets. Prior to joining KVET,
he was president of Dynamic Broadcasting
Corp./ Texas Communications Inc., owner-
operator of four stations in Texas and
Louisiana.

John Cravens, representing CHR/Top 40
in Continuous Measurement markets, is
president and general manager at Detroit,
Michigan’s WHYT. A past Council chair-

man, Cravens previously has been vice
president and general manager at Houston’s
KSSR, and national sales manager at WLS,
Chicago.

Mickey Luckoff, president and general
manager of KGO, San Francisco, and im-
mediate past chairman of the Council,
remains a Council member for 1995.”"
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Plerre
Bouvard

Arbitron Radio’s new
general manager

The announcement that Pierre Bouvard
would join Arbitron in the newly created po-
sition of general manager, Arbitron Radio,
beginning February 3, was made in Janu-
ary by Steve Morris, Arbitron’s president.

Bouvard arrives from his previous po-
sition as executive vice president, Coleman
Research, and is rejoining Arbitron having
begun his career with it in 1982. While
there, he rose from customer service rep-
resentative to Dallas office manager.

In his new job, Bouvard’s first priority
is to help Arbitron customers translate pro-
gramming strategies into selling strategies.
He will be responsible for developing and
marketing a roster of new and improved ser-
vices to aid in integrating ratings with other
databases, analyzing audience and con-
sumer information using sophisticated soft-
ware, and training customers in effectively
and profitably using Arbitron data.

Additionally, he will be responsible for
managing Arbitron’s national sales and field
sales operations, as well as marketing, cus-
tomer service and software applications.

Bouvard, who reports directly to the
president, will have revenue and profit ac-
countability for Arbitron’s radio audience
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measurement business, including sales to
radio stations of the Scarborough local-mar-
ket consumer, media and retail research
service.

Says Morris: “An Arbitron veteran who
has spent years working directly with radio
stations on programming and sales strate-
gies, Pierre Bouvard is a natural fit for the
position, and we are pleased to welcome
him back as a member of our team. His
demonstrated qualities of leadership,
industry knowledge and proven track
record of building a business will signifi-
cantly enhance Arbitron’s radio audience
measurement business.”

Bouvard will be relocating to New
York. He is a graduate of Northwestern
University and holds a Bachelor of Science
degree in radio, television and film.

With Bouvard’s arrival, Jay Guyther,
who has headed up Arbitron’s Radio Sales
and Marketing division since 1991, assumes
his previously announced role as general
manager, Radio New Ventures. He is re-
sponsible for Arbitron’s new MediaMAPS
acquisition and for developing additional in-
formation businesses for Arbitron within
radio.””

Arbitron
relocates

In a move made in December 1994, three
of the company’s Laurel and Beltsville, MD,
facilities have been consolidated into a new
127,000-square-foot location. The place is
the Patuxent Woods Business Park, Colum-
bia, MD. Within this area, Arbitron’s main
address for its research, technology and
operations center is 9705 Patuxent Woods
Drive, Columbia, MD 21046.

In addition to these facilities, Arbitron
maintains sales offices in New York, Los
Angeles, Chicago, Dallas and Atlanta. The
company’s executive offices are at the New
York location.m
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Inside the Ratings

Marketron

to link with
MaximiS

Showers that bring spring flowers are
not all that April is going to bring. That’s
the month when Arbitron will be intro-
ducing MaximiSer 5.0, with a major new
enhancement.

This is a new reach-and-frequency pro-
posal program, part of which will allow
MaximiSer users to link up with the
Marketron FirstRate Sales and Inventory
Management System. With it they’ll be able
to go from proposal to sales order to con-
tract at the push of a button. To put it

another way, it promises to be the ultimate
connection to the ultimate traffic system.

More and more new users

MaximiSer was created in direct response
to clients’ needs and the economy. It’s a
PC application that permanently replaces
the Radio AID system. Compared with a

BTR / Winter 1995

January 5 - March 29

Winter radio survey

F ebmary 16-18 RAB convention, Dallas

Fi ebmary 27 Station Information Packet return date

March 15 Diary. review appointment notifications mail
for Winter

March 28-30 Arbitron Radio Council Advisory meeting,

Annapolis, MD

March 30 - June 21

Spring radio survey

Apnl 10-13

NAB convention, Las Vegas

printed report, it offers many advantages.
Among them, it allows clients to create their
own ratings book on the PC - build geog-
raphies, demographics and dayparts, and
with no on-line charges to worry about.
By bringing out MaximiSer 5.0 in April,
Arbitron is keeping to its plan of introduc-

Arbitron People

ing new enhancements to the system every
six months.

In the year-and-a-half since it first came
out on the market, MaximiSer’s sales have
quadrupled, from 187 clients to 733, and
that figure continues to increase every
week."”
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