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Audio
Consoles

Thestandout #1 leader in reliable,
high performance, digital ready
consoles for radio, Arrakis has
several console lines to meet your
every application. The 1200 series
is ideal for compact instailations.
The modular 12,000 series is
available in 8, 18, & 28 channel
mainframes. The 22000 Gemini
series features optional video
monitors and switchers for digital
workstation control.

1200 Series Consoles

1200-5 Fivech $1,795
1200-10 Tench  $3495
1200-15 Fifteen ch $4,995

12000 Series Consoles  from $3995

Arrakis,

your complete solution...

As illustrated in the Sony Worldwide Networks master

Digital
Workstations

#1 in digital workstation sales,
Arrakis has over 1,600
workstations in use around the
world.

As a multipupose digital
audio record-play workstation for
radio, it replaces cart machines,
reel machines, cassette recorders,
& often even consoles. Digilink
has proven to be ideal for live on
air, production, news, and
automation applications. Place a
workstation in each studio and
then interconnect them with a
digital network for transfering
audio, text, & schedules between
studios. Arrakis is the #1 choice
of broadcasters.

Satellite
Automation

DIGILINK
-

Hard Disk Digital Audio Workstations

Studio
Furniture

With over 1,000 studios in the field,
Arrakis is #1 in studio furniture
sales for radio.

Using only the finest
materials, balanced laminated
panels, and solid oak trim, Arrakis
furniture systems are rugged and
attractive for years of hard use.

Available in two basic
product families with literally
thousands of variations, an Arrakis
studio furniture package can easily
be configured to meet your
specific requirement, whether it is
simply off the shelf or fully custom.

Call Arrakis to find out
how easy it is to design and build
your next studio.

Desk*Star studio
furniture from $995

Modulux studio
furmniture systems

control studio on the right (one of seven Arrakis studios in the
Manhattan, New York complex), Arrakis can provide complete major
market studios with Arrakis consoles, digital workstations, video-
audio switchers, furniture, and system prewiring.

With a choice of several console lines; digital workstations
for live air, production, news, and automation; and two major studio
furniture product lines, Arrakis can meet broadcasters needs from
the compact news studio to the major market network origination
center. Complete Arrakis equipped studios can be found around
the world from Tokyo, to Moscow, to Japan, to Tahiti. Call Arrakis
today for your equipment or studio needs,

Sony Worldwide Networks
Manhattan, New York

arrak i s U
BESTWSsST EMNVIS INC o
(303) 22a4-22498 in some areas (970) 224-2248
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THE MUSIC SCHEDULING SYSTEM

REALTIME

Restore the flexibility to fine-tune your music right in the control room.
Maintain the rotation, balance, and flow you've worked hard to perfect.
Give your air-talent back the freedom to make last-minute adjustments,
without compromising the sound of your station.
It's not impossible - it's RealTime from A-Ware Software.

RealTime HB

MusicMaster Sep 11, 1995 12:26 pm RealTime
Lynyrd Skynyrd You Got That Right 1664 3:45 F
[ 2PM 1 #9,11./95
Aerosmith Walk This Way 1136 3:41 D
Police 1198

F

Every Breath You Take
Synchronicity

Bob Seger Against The Wind 1678
Rod Stewart Tuistin’ The Night Away 1940
Traveling Wilburys Handle With Care 1195

Styx Come Sail Away 1137
Bad Company How About That 1928

[t] [-1-Last Event 2PM - 3PM [+]-Next Event

RealTime brings the power of MusicMaster into your on-air studio.
It encourages spontaneous creativity, maintains your perfect sound,
and may even save a few trees.

For more information call: 800-326-2609 A V VARE

Intelligent Software ¥ Unparalleled Support

22600 Arcadian Ave * Waukesha « WI 53186 » 414-521-2890 « fax: 414-521-2892 + web: http://www.execpc.com/~a-ware
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Market Watch: St.
Louis. New businesses
and steady formats
provide a gateway for
a radio boom.

Format Focus: In
thé first of two parts,
RWM explores jazz
radio. This issue:
Smooth Jazz.
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volution is the keynote of the radio
Eindustry of the 1990s and in that

spirit, | too am preparing for change.
This is my final issue as editor of The Radio
World Magazine; after seven years with
IMAS Publishing, I'm moving on to
become radio editor at Billboard magazine
in New York.

In the year since we launched RWM, I
think we've come to offer the industry an
unprecedented depth of coverage of radio
management issues. Expect some exciting
changes amid these pages in the coming
months, further demonstrating the commie
ment this company has made to providing
you with the most comprehensive coverage
of the issues that impact your bottom line.

Over the past year, we've had time to
define exactly where we fit into the market-
place and who we want to reach. We're
ready to go the next step and evolve further
into the information leader that this compa-
ny’s seven other publications have been
founded upon.

Foremost, I'm pleased to announce that
Lucia Cobo, who already ably serves as edi-
tor-in-chief for The Radio World Magazine,
will take a more frontand-center role with
the publication. Most of you already know
Luci as editor of our sister publication Radio
World newspaper and the founder of its
Running Radio management section, out of
which this magazine grew.

She will be assisted by Whitney Pinion as
managing editor of RWM. Whitney previ-
ously worked as associate editor of Radio
World newspaper and has also lent her
byline to stories in these pages. I'm excited
by her enthusiasm and strong skills and feel
confident that you'll get to know her well in
the coming months.

Obviously, I pass the baton with mixed
emotions. Launching and establishing The
Radio World Magazine has been an experi-
ence with one high after another. I'm indebt-
ed to the industry’s players—from organiza-
tion and station management to the capable
writers who unfailingly make sure we give
you the story in the most complete and rele-

Adieu

Charles Taylor

vant way possible. So many of you have con-
tributed to our success in innumerable ways.
I thank you.

\A A4

“I’ve been to paradise, but I've never been
to... Cleveland.” Or something like that.

All of that changed last month when I
attended the long-awaited opening of the
Rock and Roll Museum over Labor Day
weekend. More than seeing the birthplace of
Devo, this high-gloss event put to rest the
city’s unflattering persona and showed off a
proud, magnificent new urban center, the
birthplace of rock 'n’ roll.

And what an event. In addition to the
museum’s launch, dozens of rock legends, a
concert of historic proportion, parades and
the like, this event was all about radio. Rock
'n’ roll and radio have traveled through time
together, ably chaperoning each other
through the genre’s formidable evolution;
there was an innate understanding of their
relationship that pervaded the weekend.

More than 40 stations camped along
“Radio Row,” broadcasting live to listeners
in major markets like Chicago, St. Louis,
Philadelphia, New York and Toronto. They
were joined by network heavies such as
ABC, Westwood One and Voice of America.

I like the way that Bernie Bernard, a music
reporter and broadcaster with Voice of
America, explained the relevance of the Hall
of Fame: “Rock music is probably one of
America’s most successful and more endur-
ing exports. People all over the world look to
what was coming out of America in the
1950s and they're still looking at it today.
Now, we have a facility dedicated to the his-
tory and the cultural impact of rock’n’roll
on the world.”

Hope you'll take a visual look at the open-
ing on page 24.

Signing off,
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Experience Instead of Education

[ just finished “Education vs. Experience”
by Page Chichester in the August 1995 edi-
tion of The Radio World Magazine.

I found the article interesting since [ have
found the difference between my education
and my experience a very big canyon. |
attended a small university in Tennessee
that offered a broadcasting degree. [ worked

Invest in your business news. Call Nasdaq’s Stockline for
free, ready-to-air stock market reports. Get the latest numbers on
the markets and the day’s economic and consumer news.

Call 1-800-536-0837

| THE NASDAQ STOCK MARKET™

NAS

erters

part-time for a I kW AM and also volun-
teered at the school’s FM station. I graduat
ed and decided to go to a technical school
to learn the technical side of radio. But job
opportunities did not allow me to do this
and [ was out of radio for about five years.
A new small commercial FM radio station
came to our city and [ was hired as program
director. I was responsible for all training of

It’s updated on the hour and it’s absolutely free. If you want, sell
the report to a local sponsor. So, give it a listen. Then give us a call
to let us know what you think.

Contact Brett, Chuck, or Debbie at 1-800-777-6273.

DAQ

= =N

=

G Pare
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the on-air personnel, traffic, continuity, my
own eighthour board shift and production
of all commercials, promos and PSAs. It was
great to be back in radio!

Many of these things I never “learned” in
college, but understanding the basics of how
a radio station operated (mechanically) I was
able to figure them out.

Three years later, [ was offered a station
manager position with a non-commercial FM
that receives 99.5 percent of its programming
via satellite. This was a different type of chal-
lenge. I have learned so much more about
radio. [ knew the mechanics but I never
learned about an FCC public file or even read
a CFR (Code of Federal Regulations). I've
learned many other things that every on-air
employee should know (e.g. transmitter effi-
ciency), which, if [ had been asked in the past,
would not have known or even known I was
to know.

[ think schools should be able to cover both
areas: hands-on training and rules and regula-
tions. [ also think that employers need to real-
ize that college graduates have had a limited
opportunity to fully develop their skills and
abilities. College graduates, meanwhile, need
to realize that the wider their knowledge of
the field, the better their chances of finding a
job. Think about what you would want some-
one to know if you were hiring them.

Thank you for your time. [ enjoy receiving

The Radio World Magazine.
Matt Johnson
Station Manager
KYFW-FM
Derby, Kansas
More Kids

[ write to compliment you and your publi-
cation for its comprehensive coverage of pro-
gramming and technological trends in the
radio industry. As program director of a
national radio network, I find it difficult to
make time to read much, but appreciated the
opportunity to peruse the July 1995 edition
of The Radio World Magazine.

Of particular interest were the articles on sta-
tions and the Internet, and Page Chichester’s
Format Focus on kids’ radio. In it, Chichester
noted that Radio Aahs was “the only children’s
network that broadcasts 24 hours a day.”

[ thought it would behoove your staff
and readers to understand that Aahs w»
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is not the only full-time radio programmer
for children. In fact, it was not even the first.

The Children’s Sonshine Network (CSN) is
a full-time, non-commercial Christian radio
network for kids that's been on the air since
October 1989. Our main focus is partnering
with Christian FMs to provide programming
for the entire family by making use of radio
subchannels. Specially tuned radios are made
available to local listeners by subscription.

Most of CSN’s 30 affiliates are located in
the Midwest United States. CSN also pro-
vides live interactive Saturday morning pro-
gramming for religious AMs.

Thank you for this opportunity to familiar-
ize you with our ministry to kids and their
families.

Dodd Morris

Program Director

The Children’s Sonshine Network
Grand Rapids, Mich.

Venture Left of 92 MHz

How can you do a story on New Orleans
radio without mentioning WWQOZ-FM, the
independent, non-commercial station that
plays black music in all its forms, including
traditional, jazz, Brazilian, reggae, blues and
rap? When I go to New Orleans, the radio

doesn’t move from 90.7.
Many of WWOZ'’s on-air staff are experts
and performers of the music they play on

the air. WWOZ is one of the shrinking
number of non-commercial stations not
affiliated with NPR, Pacific, a university or
other major funding source. As the tradi-
tional non-commercial stations redefine

themselves to replace current funding
sources, independent stations like WWOZ
will serve an important role in presenting
perspectives not heard on other stations.
On the technical end, WWOZ has ISDN
links with various clubs in New Orleans, so
it is able to broadcast live, and WWOZ pro-
duces the massive New Orleans Jazz and
Heritage Festival, which is also broadcast live.
Sometimes, non-commercial stations get
overlooked by the broadcast media because
most don’t have a lot of power, big ratings or
an ad staff, but don’t be afraid to venture
left of 92 MHz; there’s some great radio on
the non-commercial side.
Harrison J. Chastang I11
KPOO-FM

San Francisco

Why Hold it In?

Address letters to The Radio World
Magazine, 5827 Columbia Pike,
Third Floor, Falls Church, Va.
22041; fax: 703-998-2966; or e-mail:
74103.2435@compuserve.com

All letters received become the property
of RWM, to be used at our discretion and
as space permits. Correspondence may be
edited for length or clarity.

OUR MAJOR LINE UP MEANS | '
"~ YOUR MAJOR SUCCESS!! ,

MAJOR TALKSM

i-n—.- - -%"ﬁ»
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For more info, ¢
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In every industry
there has to be a leader.

Here we are.

Announcing the World Wide Web site of Audio Broadcast
Group. Think of it as your personal, interactive, continually
updated, broadcast, production and communications

catalog. Now there’s a reason to surf the net.

WE ARE THE INDUSTRY STANDARD.

SOUTHEASTERN SALES OFFICE MAIN SALES OFFICE WESTERN SALES OFFICE
200 Fareway Drive, Suite 2 2342 S. Division Avenue P.O. Box 1638

Smithfield, North Carolina 27577 Grand Rapids, Michigan 49507 Palmdale, California 93550
Phone: 800-369-7623 Phone: 800"999'9281 Phone: 800-858-9008

Fax: 919-934-8120 Fax: 616-452-1652 Fax: 805-273-3321

YOU MAY ALSO REACH US ANYTIME VIA ELECTRONIC MAIL
cServe: 75371,144
internet: support@abg.com

For 35 years

ABG

Audio Broadcast Group Inc.
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New Businesses,
Steady Formats Provide
Gateway for Radio Boom

by Rlck Desloge




year ago, St. Louis had few true believers betting

professional football would return to town. Yet

sure enough, Georgia Frontiere's Rams packed up
from Los Angeles and moved to the Gateway City this
year, following a well-executed (albeit expensive) civic
effort.

Years before, fewer were betting on anything legally—
aside from horse racing in the Metro East—until the
approval in 1991 of riverboat gambling along the
Mississippi and Missouri rivers after a century lapse.

The coming of riverboat gaming and the gridiron have
been key factors in helping scrub away the city’s image as
a “rust belt” town. Few St. Louisans are giddier about
this new prosperity than radio operators in the nation’s
number 17 market. The riverboats are spending $2 mil-
lion a year on radio, TV and billboard advertising, and
football is bringing a plethora of new sports program-
ming.

Add to their goodie bag St. Louis’ rank as the nation’s
second-largest inland port and rail center; home base of
Fortune 500 firms like brewer Anheuser-Busch and lead-

ing dog food producer Ralston Purina; and the second-
largest U.S. auto production center next to Detroit.

An excellient shot
According to Miller, Kaplan, Arase & Co., these facto

helped reap revenues of $79.9 million in 1994, uprl4

percent from 1993. The overall growth rate leveled/to a 5

respectable 9 percent during the first halt of 1995,

though these figures have yet to reflect the influence of

the Rams.

“St. Louis radio has an excellent shot at breaking $100
million in 1996 for the first time,” says George Nadel
Rivin, Miller Kaplan’s partner in
charge of broadcast operations:
“The market is sustaining some
rapid growth. It’s approximate-
ly 2 percent greater than the
industry as a whole.” If St. Louis
maintains that pace, it would end
1995 with more than $87 million
in radio spending. w
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St. Louis’ History Museum

Still,
St. Louis is a tough market to make a buck.
Six of the nation’s biggest radio operators
pull out 90 percent of the radio dollars from
15 of the nearly 40 licensed stations in the
market. All but two of these broadcast
groups operate as duopolies.

Revenue estimates for 1994 put CBS’s
news/talk KMOX and its FM sister oldies
KLOU at the top of the dollar heap with
$22.5 million; EZ Communications’ three sta-
tions—KSD-AM and FM and KYKY-FM—at
$14.9 million; two of Heritage Media Corp.’s
three stations, country music leader WILFM
and '70s rock KIHT at $10.5 million;
Compass Communications Inc.’s KEZK and
KFNS at $8.6 million; Emmis Broadcasting’s
KSHE at $8.5 million; and one of Noble
Communications’ four stations, UC KMJM
at $7.2 million.

“It’s basically a five or six station town.
That doesn’t leave a lot for other stations,”
says Rod Zimmerman, general manager of

KMOX and KLOU-FM.

“The Voice of St. Louis”

Zimmerman should know. In many ways, St.
Louis might look like any other market in the
top 20, except for KMOX Radio.

“You just don’t see a dominant station like
that anymore,” says Galen Adams, a senior
media buyer with D’Arcy Masius Benton &
Bowles/St. Louis. “Anybody out there who
knows the St. Louis radio market knows
about KMOX.”

The CBS-owned (and soon to be
Westinghouse Group W) news/talk AM has
set the standard for other broadcasters for
decades—longer than the Gateway Arch has
commanded the downtown skyline. Nationally
known sports broadcasters, including baseball
Hall of Famer Jack Buck, NBC Sportscaster
Bob Costas and ABC’s Dan Dierdorf, all have
come from the KMOX booth.

“The Voice of St. Louis” has seen its 12+
overall ratings slip from the high teens sev-
eral years ago to 13.2 in the Spring 1995
Arbitron. Still, it is still five points ahead of
its closest competitor, Heritage Media’s

country WIL-FM.

Typical metro areas,
Adams says, have multiple
market leaders all
bunched in the 6 percent
to 8 percent range.

KMOX’s Zimmerman
attributes the station’s
current fallout on the
untimely death of popular
news host Bob Hardy and
the retiring of several oth-
€r signature announcers.
The station is also the
voice of St. Louis Cardinals baseball,
a sport still suffering from the recent play-
ers strike.

“We expect to continue to dominate the
market,” Zimmerman says. “We're better at
marketing, and we still take over 25 percent

12 The Radio World Magazine October 1995

of the radio revenue out of the market. The
bond with the listeners will be resealed.”

Boost advertising rates

Even so, KMOX’s slip is allowing its com-
petitors to boost advertising rates faster than
expected, says Bruce Kupper, president of
Kupper Parker Communications, arguably
the metro area’s leading ad agency in placing
radio commercials.

“As KMOX’s position deteriorates, the
radio rates at other stations are accelerating,”
he says. “This market has experienced some
of the greatest cost-per-point gains of any
market in the country.”

KMOX’s Wendy Wiese and Bill Wilkerson
still sit in the catbird’s seat for the lucrative
25-54 demographic weekday mornings. They
divvy out a steady diet of news, sports,
weather and traffic in between their »




Give us your
application,
we'll give you
the Stars.

C all us now if you're considering satellite com-
munications for data, audio, telephone, or Internet
connections. As leading satellite systems integra-
tors, we'll help you select the right system for your
needs from our multiple equipment lines. NSN
features a stellar line-up of products from
ComStream, ViaSat, Gilat, Channel Master, NorSat
and other leading manufacturers, and satellite
capacity on the GE Americom and PanAmSat fleets,
Orion Atlantic, and other major carriers.

That's great. (ho hum) But what about service?

On average, NSN installs a network a week. And we support
them all, large and small, 24-hours a day, everyday. We'll
help you implement the network you need and keep it up
and running,

What about Internet? NSN's InSatrw system is the world's
first interactive satellite Internet server, providing Internet
connectivity anywhere on the globe, regardless of telephone
line availability. NSN can also deliver turnkey Internet
domain hardware and software (with or without satellite
access) for your company, ready to “plug and play” with any
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Fax 97049499620
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existing Internet service provider, so that you can put the
'Net's global connectivity to work immediately.
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ty, from the stars of \
T ———a
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banter. But there are plenty of contenders
for their perch.

Among the stations vying for a chance at
the top is the number two 12+ WIL-FM,

Revenue Growth
88-93: 3.9%
94.98: 7.2% est.

Local Revenue: 82%
National Revenue: 18%

1993 Population: 2,555,300
Per Capita Income: $16,999
Median Income: $38,020
Average Household Income: $44,786

Source: Aser [-/24 ﬂst

which has maintained its country format for
a quarter-century, and KYKY-FM, the num-
ber six station in 2+ but number two in the
25-54 demo, largely on the strength of veter-
an announcer Guy Philips.

WIL began surging in the ratings a decade
ago as country music stations were growing
in popularity nationally. In 1992, it briefly
surpassed KMOX in several key demograph-
ic categories and has stayed the number two
station 12+ since.

“Until that year, KMOX was known as a
monster,” recalls WIL General Manager
Dick Williams. “St. Louis is starting to look
like every other market in America. There
are more stations chasing the leaders and the
format leaders stay on top.”

The biggest ratings surge has come from
KEZK, which now stacks up as the number
three station in town with a soft rock format
and an 8.0 rating 12+. The station assem-
bled that track record during a four-year
stretch that saw two owners, a receivership
and a change in formats.

“We held a 3.8 share four years ago after a
poor transition from beautiful music,” says
station manager Bob Burch. “I basically had

to start over from scratch.”

One of his early hires was veteran
announcer Ed Goodman, who had been
with rocker KSHE. He is now teamed with
Mary Phelan in the morning (who is also an
evening television news anchor and reporter
on the local CBS affiliate KMOV-TV). The
balance of the day is filled with soft rock
hits, programming that has earned KEZK
strong listenership in offices.

“That's a popular demo for adults 25-54.
KEZK is one of only two stations to ever sur-
pass KMOX in that demo,” boasts Burch.
WIL was the other.

Rounding out the top five are Noble urban
KMJM and Emmis Broadcasting’s KSHE-
FM, which has rocked St. Louis for more
than 25 years.

KMJM, known locally as Majic, has a lock
on the African American audience—a group

The Race for the Rams

Radio did not have rights to a sports broadcast. That year the station gained its

St. Louis radio listeners have to go back before 1955 to remember when KMOX

first exclusive rights to St. Louis Cardinals baseball.
Over the years, it picked up the football Cardinals, St. Louis Blues hockey, University
of Missouri football and basketball. With a few brief exceptions, the station had a 40-

year stranglehold on sports.

But in May, EZ Communications’ general manager Karen Carroll outbid KMOX for
the Rams’ radio rights. It was an expensive proposition, believed to cost more than $3
million in cash and a total of $5.5 million in promotional consideration a year for sev-
en years. KMOX’s reported last offer was $2.4 million, including veteran CBS

announcer Jack Buck.

Cost in perspective

To put the cost in some perspective, Rams’ rights in Los Angeles, the nation’s num-
ber one revenue market, sold for an estimated $2.3 million a year. The deal came less
than two years after EZ purchased Gannett's KSD-AM/FM properties here for more
than $15 million. Even by aggressive St. Louis pricing standards, broadcasters say EZ
will lose $1 million to $2 million a year on the deal.

However, Carroll is not talking about one year. She points out that Rams broadcast
costs will be spread over EZ’s three stations, each with a different focus. “You couldn’t

price this based on one station,” she says.

EZ is also using the rights to give sports franchises in eight cities where it owns other
stations the hint that it is open for business and interested in cost-promotion.

Is it a risky strategy? Carroll, known as an aggressive marketer, doesn’t think so.
Anheuser-Busch already has signed, as has ].C. Penney and a bevy of local advertisers.

Playing hardball

But radio competitors are playing hardball. Compass’ KFNS, an ailsports station,
has been covering the Rams daily with coach and player interviews. It has also signed
star running back Jerome Bettis and other players to a two-hour weekly call-in show.

Both KFNS and KMOX have plans for extensive game-day coverage with ESPN-style

updates on the Rams game in progress.

The situation prompted Rams president John Shaw to write Carroll in June: “It has
come to our attention that a number of radio stations in the St. Louis region have
been promoting, in one form or another, an affiliation with the St. Louis Rams. This

causes us, and I know you, concern.

“The EZ Communications stations, KSD-AM, KSD-FM and Y-98 are the only sta-
tions with whom the St. Louis Rams have entered into an agreement. Yours are the
only stations in the St. Louis region authorized to broadcast the St. Louis Rams foot-
ball games, and are the only stations authorized by the St. Louis Rams to broadcast
pre-game, postgame and Coach (Rich) Brooks' shows.”

From a business standpoint, local advertising executive Bruce Kupper says EZ’s
Rams’ plan already is bringing more value to the station. “In the short term, it will
lose $1 million a year. But it's a marketing move, not a profit move,” Kupper says.
“Look at it this way. They bought the rights to the Rams and are spending $1 million

a year to advertise the station.”

14  The Radio World Magazine October 1995

—Rick Desloge



Honk If You Love R

Nt Louis is second only to
SDet‘r-o‘it for automobile produc-
tion and it shows—St. Louisans

love their cars.

The metro area’s 2.5 million population
continues to spread further into the sub-
urbs, making wheels a necessary part of
most commutes, MetroLink, the popular
light rail system that runs from Lambert
International Airport to downtown, has
niade a small dent in the traffic.

“As people move further out, they
have a longer commute. There's little
mass transit, so we get them locked
into radio for about 30 to 40 minutes
each way,” says Bill Viands, vice presi-
dent of the St. Louis Radio
Association and general manager of
Zimmer Broadcasting Co.’s four St.
Louis stations.

—Rick Desloge

that makes up about 15 percent of the
region and 94 percent of KM]JM’s listeners,
according to Arbitron.

“We exclusively target black St. Louisans, We
don’t care about whites and that's no exaggera-
tion,” says Steve Mosier, general manager of
Noble's St. Louis operations. “We do black
music, black news and we cover traffic in
neighbothoods that are predominantly black.”

Kinder, gentler urban

KMJM is Noble’s sole urban contemporary
station and Mosier’s staff cross sells commer-
cials with its KATZ-AM, a black hot talk sta-
tion. But KMJM listeners hear a kinder, gen-
tler urban contemporary than music played
in New York and Los Angeles. For example,
KMJM plays no rap and avoids songs with
what the station considers offensive lyrics.

“We look at Majic as a separate medium. A
market this size usually only suports one big
urban station. Majic is it,” Mosier says.

John Beck, general manager of KSHE-FM,
stands by his station’s heritage rock format,
even as competitors nip at his fringe listen-
ers. “Ten years ago, we were the only ones
doing album rock. Now everybody wants a
piece of the pie,” Beck says.

One of the successful newcomers hungry for a
piece of KSHE's rock pie is River City’s rock
duopoly—KPNT-FM The Point, broadcasting
rock from newer artists; and WVRV-EM The
River, with a progressive rock format. The for-
mer shot up from nowhere to St. Louis' num-
ber seven station, while the latter has struggled
with ratings, a fact General Manager Linda
O'Connor attributes to people not knowing
what stations they're tuning in.

“A lot of people who like the River and hear
artists like Hootie and the Blowfish don’t know
they're listening to Hootie and the Blowfish.
That's the problem. But I'm sticking with it,”
O'Connor says. “We've got a lot of research to
show we're on the right track. The kind of peo-
ple who listen are not the kind of people who
would bother filling out a ratings diary.”

Avante garde

Sister station KPNT frequently is the topic
of discussions on Washington University’s
internal computer network, usually for its
collection of avant garde music. O’Connor
says 40 percent of the station’s comments
arrive by e-mail.

Heritage purchased KRJY a year ago and
recast it as KIHT, the first '70s rock format
in the market. Since, the WIL sister station
has more than doubted its 12+ ratings to
3.6, though it still lags behind rival CBS
oldies station KLOU, playing songs from
the 1950s and 1960s.

With the exception of Rush Limbaugh on
KMOX, talk is making few inroads in St,
Louis. One station that does make noise is
WIBY, a 5,000 W AM in lllinois that car-
ries Watergate symbol G. Gordon Liddy’s
syndicated show in the late afternoon, and
Bruce Bradley, formerly of KMOX, in the
morning opposite Rush.

“We're the only ones doing political
humor,” says station manager Dick Stein.
“We live in a world where ratings are sec-
ondary to revenues.”

If one were to take a look at St. Louis radio
through a crystal ball, they’d most likely see
a parallel of the nation’s primary radio trend
here: further consolidation.

In July, for example, St. Louis-based River
City Broadcasting completed a $128.2 mil-
lion purchase of 18 Key Market Com-
munications radio properties, adding them
to its St. Louis stations KPNT and WVRV.

Zimmer Broadcasting Co., a veteran opera-
tor in rural Missouri and Illinois, entered
the St. Louis market in 1991 with its pur-
chase of WKKX out of receivership. Zimmer
now owns four metro stations.

In fact, of the major broadcast groups in
town, only KMOX and KSHE operate with
fewer than two signals.

“With Congress removing these caps on
ownership, we'll see even more consolida-
tion here,” maintains KSHE’s Beck. “With
all these media deals, nobody even talks
about formats anymore.”

Rick Desloge is a reporter for the St. Louis
Business Journal and writes a weekly column
on advertising and the media. His morning and
afternoon radio business reports are heard
weekdays on KMOX.
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KACE(FM), Los Angeles, CA
from All Pro Broadcasting,
Inc., to Cox Enterprises,

Inc., for $11,500,000.

Elliot B. Evers
and

Charles E. Giddens

initiated this transaction.
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KUPL and KWJJ:
Portland’s Country Cousins

by Bob Rusk

Two Country FMs in the Market Share
Playlists and Listeners, But Swear They
Pay Little Attention to Each Other

he Wild West was never this wild.
I But in Portland, country music pow-
erhouses KWJJ-FM and KUPL-FM are
locked in a shoot-out for the top spot in the
market’s ratings.

Between them, they have 15 percent of the
metro audience, a huge chunk of the 1.5 mil-
lion people in this 42-station market. Over
the past two years, the stations have flip-
flopped for the number one position. In the
Spring 1995 Arbitron book, KWJJ-FM came
out on top with a 7.8 share. KUPL-.FM/AM
scored a 7.3; overall, it is number two.

KW]JJ and KUPL are the only FM country
stations in the market and both have been
country for more than 15 years. They are

also neighbors on the dial. KUPL is 98.5;
KW]JJ is 99.5.

Neither station seems to be too concerned
with what the other is doing, however. “Our
focus is on KUPL,” says General Manager
Stan Mak, who came to KUPL in August.
“We want to present the very best radio sta-
tion to the Portland area listeners. What
KW]]J does is up to them. My philosophy is
not to get too focused on the competition.”

Mak previously managed King Broad-
casting’s AOR outlet in Portland, KINK-FM,
from 1981-87. From 1987 to 1992, he was
King's radio group head.

KUPL Program Director Lee Rogers, who
came to the station in January from WQIK-
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FM in Jacksonville, Fla., adds, “For many
years, KUPL-FM was number one. When we
‘blew up’ the format a year and a half ago,
we knew that we would lose market position.

“But the station’s format needed to be
upgraded and brought into the '90s. We
blew up a number one radio station know-
ing that it needed to evolve. If it didn’t, it
would have gotten blown up for us.”

Part of the upgrade at KUPL-FM—which
programs continuous Hot Country—was to
create the Billy and the Bean morning team
in October 1994. Billy came from cross-
town rock rival KKRZ-FM; the Bean came in
from Tucson. Rogers is clearly satisfied with
the duo’s latest a.m. drive numbers (KUPL-
FM/AM combined for a 7.7 in the Spring
Arbitrons; KWJJ-FM took a 6.4.).

“We're building KUPL-FM around our
morning show,” he says. “I think both radio
stations (KUPL-FM and KWJJ-FM) play pret
ty much the same music. What makesa w
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Leader Is To Lead.

We're Just
Doing Our Joh.

CBSI's Classic and Elite business management systems
have dominated the radio broadcast market for years.
CBSI has shown the industry how traffic and billing
should be done — supported by CBSI’s devotion to
excellent customer service.

But it's been more than 10 years since the industry has
seen anything new — or radical — in the broadcast
management market.

CBSl is about to change the way broadcasters can do
business. CBSI Classic and Elite have a proven, new
engine at the heart of each system. Classic and Elite are
driven by the powerful DeltaFlex™ Traffic Engine created
with High-performance Object Technology (H.0.T.™).
Now, Classic and Elite provide broadcasters with greater
flexibility, speed, detail and consistency.

You can reap the benefits of CBSI's development. The
DeltaFlex Traffic Engine is
proven, it's H.O.T., and it

UEHHHEX belongs to CBSI. Take a look
at these features, and we

~ think you'll agree.

Straight Talk From The Big Name In Broadcast Solutions
P.0. Box 67 * Reedsport, Oregon 97467

Call 800-547-3930 in the USA and Canada
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TRAFFIC & BILLING SOFTWARE

TRAFFIC & BILLING SOFTWARE

Call CBSI to learn more about
Classic, Elite or Premier—our
new flagship product for major
market stations, duopolies and
LMAs. Here’s a sampling of Elite
and Classic features:

o Superior Copy Rotation
Create multiple plans and
hundreds of levels of
instructions; rotate by
percentage ratio; rotate spots
and tags. It's easy.

Streamlined Order Entry

End the struggles of a complex
contract, and keep it simple for
your client.

User-Defined Confirmations
Get absolute clarity of the
contract for you and your client,
and customize it for specific
needs.

Exclusive CBSI Clipboard
Available for DOS and Windows
formats, now you can cut and
paste entire contracts easily.

Pending Orders
Now your sales staff can enter
their own orders at the station
or from the field.

And there’s more...

For example, CBSI interactive
manuals, revenue projections far
into the future, spot and program
avails projections, powerful sales
management reports, a variety of
log presentations and CBS's faster-
than-ever backup utility.




A cast of performers.

For more than 20 years, Inovonics has met the everyday
needs of broadcasters the world over with sensible,
top-quality broadcast products at down-to-earth prices.
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° : - unique “Spectral Loading” feature for a very aggressive
sound.

250 Programmable 5-band Stereo Processor

Gated AGC, 5-band Compression and EQ, split-spectrum
Limiting—all with colorless PWM gain control. Manually
pre-program 4 processing presets, or place entirely
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260 Multifunction FM/TV Processor

E- TS e i, ] 1 Stereo AGC — Compressor — Limiter ideal for TV-aural
and budget FMs. Split-spectrum dynamic control.

715 “DAVID” FM Processor / Stereo-Gen.

AGC — Compressor — Limiter, plus clean Digital Synthesis s F T s - “'
of the multiplex baseband signal. Internal RBDS/SCA NP ISR .
combining; amazing performance at low cost!

705 & 706  Digital Synthesis Stereo Generators

Choice of a no-frills, basic Stereo-Gen., or a full-featured
unit with metering and remote control. Both have
patented overshoot compensation and a clean sound.

530 Off-Air FM Modulation Monitor

. . f =
Tunable Mod-Monitor gives accurate measurement of b

total mod., pilot injection, stereo separation, etc. The ——
peak flasher, metering and alarms may be remoted.

550 The “Sentinel” Monitor Receiver

All-mode radio tunes AMAX-spec C-QUAM® Stereo,

FM/FMX® Stereo and all analog and digital RBDS/SCA
subcarriers. Comprehensive audio diagnostics permit
off-air evaluation, comparison and analysis.

Coming soon: An easy-to-use RBDS Encoder, and a Monitor/Decoder for use with any FM Mod-Monitor.

Inovonics, Inc. A

1305 Fair Ave., Santa Cruz, CA 95060 e TEL: (408)458-0552 * FAX: (408)458-0554
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listener choose one station over the other is
what you put between the records. That starts
with a really fun, locally connected morning
show. We feel it's just a matter of time before
the rest of the day comes into play.”

A firm foundation

Over at KWJJ-FM, PD Robin Mitchell isn’t
worried about KUPLs morning numbers. “For
the last couple of years, they've always gone for
the home run,” he says. “They're going for the
slam-dunk in every book. Sometimes you have
to have a vision that's farther off—saying, we're
here today and this is where we'd like to be.
We need to lay a firm foundation all the way.

“Anything you can hype overnight, you can
lose overnight,” Mitchell says. “They have
been putting a lot of money into telemarket
ing and stuff that [ consider to be gimmicks.
If it's worth doing, it should have a long-term
purpose.”

KW]J—which promotes itself as Better
Country—stresses stability. Mitchell, who is
from Portland, has been with the station since
1993. He previously programmed the former
KLLB-FM in Portland, which was country.

KWJJ-FM morning man Gary Lockwood
has been at the station for eight years, as has
afternoon jock Kelly McCrae. News director
Bob McNab has been with the station for
more than 20 years.

“Our guys are from the area,” Mitchell says.
“They grew up in the Northwest. They know
how to pronounce the local names. They have
worked in other formats before coming to coun-
try, but they have an appreciation for the area.”

KW]JJ-FM General Manager Daniel Volz is
a Portland native. He has been GM since
1991. From 1986-1989, he was general sales
manager at KUPL.

“I was enjoying a fine career there,” Volz says.
“Everything at KUPL was very stable. But it
was like, where will the next opportunity be at
this operation? 1 felt that [ had to create it.”

Music and features

Besides playing a similar strain of contem-
porary country, featuring the likes of John
Michael Montgomery, Rick Trevino, Clint
Black, Patty Loveless and Tim McGraw,
both stations air a lot of features.

From noon to 1 p.m., KWJJ airs the “Top
12 at 12.” KUPL runs “Bubba’s Greasy
Spoon” in that time slot, with listeners
requesting songs by food names tied to the
artist. Selections on the menu include Clint
Black-eyed peas, Sushi Bogguss, Sawyer
Hash-Browns, and Alan Jack-Salmon.

“We try to make it a little more interesting
than just being a jukebox,” says KUPL's
Rogers. “If that's all people want from a radio
station, they'll put a cassette in the car.”

At KW]JJ, listeners choose the top 12 at 12

KUPL-FM

75 4.8
KWJJ-FM 0.4 5.9

by faxing in votes on company letterhead. In
turn, they can win concert tickets and back-
stage passes.

“We see where the faxes are coming from,”
says PD Mitchell. “It verifies that there are
some real intelligent listeners who work for
stock brokerage firms, banks, as well as blue
collar businesses.”

KW]]J also runs the “Country Challenge”
weeknights at 8:05. Jock Mark Lacey takes
votes for 30 minutes, pitting the current cham-
pion up against a new challenger. The song
that gets the most votes is replayed at 8:45.

Loyal listeners

About a year ago, KW]JJ launched the Loyal
Listener Club. Members get a club card with
their name and membership number on it.
Benefits include being able to buy concert tick-
ets before they go on sale to the general public.

The bottom line at KWJJ, though, is what GM
Volz calls “cuttingedge country music. When it
boils right down to it,” he says, “listeners love
lots of good country music. We researched that.
We wanted to make sure we were playing more
of what the listeners wanted.”

Hot contemporary artists including Vince
Gill, Clay Walker and Trisha Yearwood have
a home on KWJJ-FM. But the station, like
many current country stations nationwide,
does not program singers who were popular
in the 1980s, such as Kenny Rogers, Dolly
Parton and Crystal Gayle.

They are played on KWJJ-AM, however,
which switched to ABC's satellite-delivered
Real Country in April. In the Spring book,
KW]JJ-AM scored a 0.5 share.

KUPL-AM (which earned a 0.3 in the
Spring book) currently simulcasts the FM.
The AM is being sold to a religious broad-
caster, who is expected to take over by the
first of the year.

KUPL-FM will continue under the owner-

5.5 8.3 8.6
7.7 7.3 6.0

Source: Arbitron

ship of BayCom, which also owns jazz-for-
matted KKJZ-FM. KWJJ-FM and AM are
owned by Park Broadcasting, which has no
other stations in the market.

KW]JJ-AM signed on in 1925 and is one of
the oldest stations in Portland. Up until the
past several years, it represented what PD
Mitchell calls an “also-ran.”

Focus on the product

“When [ came in, [ knew we had the raw
material to win this market,” he says. “But
instead of buying billboards and a lot of TV
spots, we focused instead on the product
and creating a relationship with the audi-
ence. It was my feeling that if we couldn’t
win with the air product, it wouldn’t make
any sense to spend money on advertising.”

As KWJJ-FM and KUPL-FM continue to vie
for the number one position in the Arbitrons,
Mitchell is confident his station will retain its
position. “I don't feel we're making any mis-
takes,” he says. “KUPL will have to carve out
its own niche somewhere else.”

While KUPL GM Mak’s goal is to regain
the rating’s edge, he also thinks there are
enough listeners for KUPL.FM and KW]J-
FM: “The country audience in Portland is
very large,” he says. “It’s large enough for
both stations.”

As the stations continue their shoot-out for
rating’s supremacy, Mak insists he won’t be
paying much attention to what the competi-
tion is doing.

“Radio is like golf,” he says. “You can’t con-
trol the other golfers, so shoot for the very
best game you can.” ®

Bob Rusk spent 20 years in radio. He now
writes about the entertainment industry and is
a regular contributor to The Hollywood
Reporter and sister publication Radio World
newspaper.
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You can count on us.
(Can we count on you?

Because more than ever before, our message deserves to be heard.

The Army National Guard makes up about one-half of our
nation’s combat forces. And we need men and women to help
keep us strong—ready to protect our community and defend our
country. We have been there during natural disasters, in the fight
against drugs and in the protection of our environment.

It's a commitment that takes dedication. Guardmembers
give at least two weeks a year and two days every month to the
Guard—and to you. Could we have a minute of your time?

Run our spots whenever possible. And if you can't spare a
minute, wéll settle for :30. Even :20.

To obtain free dubs of Army National Guard PSAs call your
nearest Army National Guard State Marketing NCO, or write:
National Guard Bureau, Advertising Distribution Center, PO Box
1776, Edgewood, Maryland 21040.
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PUBLIC SERVICE

When Disaster Strikes,
Radio Is Immediate, Accessible

Number One Lesson for Radio Stations: Be Prepared

N\ hen Jerry Garcia died, AOR sta-
tions across the country adjusted
their programming accordingly,

playing Grateful Dead songs, taking calls
from listeners and putting together tribute
shows. Just like alternative rock stations did
when Nirvana's Kurt Cobain took his own
life.

But when real disaster strikes—bombings,
hurricanes, floods, tornadoes—people tune
into radio stations up and down the dial for
information and inspiration. And time after
time, radio steps in and provides a service
for the listener.

“Floods, hurricanes, tornadoes—you name
it, we've got it,” says David Ross, vice presi-
dent and general manager of WHYI Y-100
and VP of WBGG in South Florida. “We
view ourselves as a huge loudspeaker system
first and foremost. When the power goes
down and television is not operable and the
newspaper presses are not able to work,
there’s only one thing that will work—a tran-
sistor radio with batteries.”

Radio first

Radio can usually get to the scene and on
the air faster than other media. It can also
get close to the scene with the least amount
of difficulty.

“A radio reporter doesn’t need cameras or
other equipment,” says Gordon Mason, presi-
dent of the Southern California Broadcasters
Association. “They can use a phone line or
pay phone if they have to. And they don't
need a whole crew, but just one reporter.”

When Hurricane Andrew struck southern
Florida two years ago, Y-100 already had a
plan in place. The station’s agreement with

by

Cara Jepsen

WTBJ-TV called for Y-100 to suspend its
regular music programming and simulcast
storm coverage with WTB]J. “We had certain
timelines and communication vehicles
between ourselves so that we could go wall
to wall with hurricane coverage,” Ross says.
“During Andrew they lost power, and TV
was going on over the radio.”

Both stations dumped their regular formats
to cover the hurricane but still ran commer-
cials. And since Y-100 was providing impor-
tant coverage—what to do in the event of the
storm, where to call if there was a disaster,
etc.—ratings jumped to four times what they
usually were. “We were able to turn the whole
thing into a financial bonanza for the station,”
Ross says.

Oklahoma’s three Clear Channel stations
had a reporter on the scene within minutes
of this spring’s federal building bombing. In
fact, Carrie Hulsey was the first reporter on
the scene; the first report CNN ran on the
bombing came from KTOK-AM.

“What we did was cease broadcasting on the
FM stations and simulcast all the stations from
KTOK-AM,” says Miles Chandler, vice presi-
dent and general manager of KTOK, KJYO-
FM and KEBCFM. The 24-hour live coverage
also went out over the Oklahoma News
Network, also owned by Clear Channel.

FM jocks, promotion people and even
salespeople called in reports from around
the city. It was several days before tradition-
al programming returned; in the interim,
KTOK was evacuated from its building,
which also housed the FBI. Still, the station
was able to keep a few people on the air and
continue its coverage.

“Other than bringing the news quickly to

people and informing them of what hap-
pened, what radio did in general was to give
people an opportunity to talk about it,”
Chandler says. “The community was in
shock for a long time.”

Late in the day of the bombing, air person-
ality Carol Arnold, who usually does a
morning show, hosted an impromptu talk
show. “We got a lot of people to call in and
express grief and shock,” says Chandler. “It
was the first chance for many of them to talk
about it. They had been bombarded by TV
all day. TV showed what happened, but
radio not only let people hear about it and
understand what happened, but allowed
them to talk about it. It was a huge vent for
them, an important outlet.”

Community healing

“Radio has always been a personal medi-
um, but now it’s more interactive than
ever,” says Sandy Josephson, executive direc-
tor of the New York Market Radio
Broadcasters Association. “Where there is a
disaster or need for people to talk about
things, people are calling up and they have
someone to talk to.”

There are other public services a radio sta-
tion can provide. For weeks after Andrew, Y-
100 aired regular “Gouger Reports” once it
learned that some dealers were charging exor-
bitant prices for generators and bottled water.

The coverage paid off in two ways. “We
were considered to be the supervisor of the
market and ingratiated ourselves in the hearts
and minds of people in South Florida,” he
says. “We won the image battle hands down.”

Stations can also help raise money once a
disaster strikes. Within 24 hours of -»
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Hurricane Andrew, Ross helped put together
a 271-truck convoy of relief supplies for hard-
hit Broward County. Oklahoma’s Clear
Channel stations worked with the Bank of
Oklahoma to raise some $200,000; the station
presented the money to its recipients at a
fund-raising concert last summer. After a tor-
nado ripped through northern Illinois a few
years ago, Evergreen Media Corp.-owned
WLUP-FM and AM raised $18,000 in relief
through a 900 number it promoted for a week
on the air.

Midwest floods

St. Louis’ KMOX-AM got into the act two
summers ago during the Midwest's Great
Flood of ‘93. The CBS-owned news/talk sta-
tion set up the “KMOX Flood Center,” a
clearinghouse for information such as river
stages, where emergency sandbaggers and
volunteers were needed and where victims
could go for food, clothing and shelter. The
station aired the reports each hour.

“It was a huge story,” says KMOX Program
Director Tom Langmyer. “It really affected a
great portion of the Midwest. The station’s
flood center was up and running for about
two months.”

Langmyer says the station did not encounter
many problems in covering the flood. “A lot
had to be redesigned and retooled as we
went along, based on need,” he says; the sta-
tion now has a natural disaster instruction
manual in place. “Floods are different from a
tornado, though. You know they're coming.”

KMOX staffers also helped out behind the
scenes, donating time to sandbagging and
feeding volunteers. In addition, KMOX
worked with other stations around the coun-
try to raise some $100,000 for the Red
Cross and Salvation Army.

“One thing I did learn was that it was real-
ly a galvanizing effort for our whole staff,”
Langmyer says. “We worked literally 24
hours a day getting the story out and helping
people. The flood was all that happened
that summer, and it really brought people
close together. I guess that was the silver lin-
ing to the cloud.”

There are several things a radio station
should not do in a disaster. At the top of the
list is repeating rumors and panicking the
listener.

“The worst mistake that could be made
would be to repeat a rumor that hasn’t been
checked out,” Mason says. “It can be like
yelling, ‘Fire!” in a crowded theater.”

Chandler cites the early report that a per-
son of Middle Eastern descent was seen leav-
ing the site of the Oklahoma City bombing.
“TV and radio stations jumped on it,” he
says. “As it turns out, who knows where that
story came from? It wasn’t a news story, and

it created a lot of bad feelings among Middle
Eastern citizens in Oklahoma City.”

Another public relations no-no is air staff
making bad jokes about a disaster. Even
worse, though, is for a station to be caught off
guard. Preparedness is imperative to pulling
off a disaster-related public relations coup.

Josephson's organization, NYMR AD, holds
quarterly community meetings, inviting the
news directors and public affairs directors
from local stations, community leaders and
spokespersons from different nonprofit orga-
nizations to attend the all-day sessions.

“It does two things,” Josephson says. “It
gets them in touch with the radio stations,
and it gives the radio stations ideas. They
also talk about what they think are major
problems in their communities.”

Be prepared

During the Oklahoma City bombing,
KTOK’s three news departments worked
well together, in spite of being forced to evac-
uate their building. “What we learned was
that a lot of KTOK people were unfamiliar
with FM equipment,” Chandler says. “We
stumbled a few times because we hadn’t
thought to prepare our newspeople with
equipment from other stations. In an out
and-out emergency where you really put all
of your resources to work, you find that out.”

Mason says that station managers should
have very specific instructions in case of dis-
aster, and everyone on the staff should know
what—and where—they are. “It should be a
part of management’s continuing job, peri-
odically to have reminders or drills or sur-
prise inspections or whatever,” he says.

Station managers can come up with bet-
ter, more reliable plans than EBS, Ross
adds. He says his station did well in the
face of Hurricane Andrew because it had a
plan that was fine-tuned over the years. He
and his staff conduct annual drills and
reviews at the beginning of every hurricane
season in anticipation of such a disaster.
And now, because of the station’s perfor-
mance during Andrew, listeners know to
tune their transistors to Y-100 during the
next disaster.

“Wherever you live, every broadcaster and
radio operator should have a disaster plan
in place,” Ross says. “First, it's a mandate
to the licensees. Second, it can turn into a
financial bonanza for you. Everyone loves
to be paid for something that everyone
appreciates.”

Cara Jepsen is media editor of the lllinois
Entertainer and a contributor to The Chicago
Reader and New City in Chicago.

She is a regular features correspondent for
The Radio World Magazine.
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Stateline Broadcasting, Inc.,
Harish Puri, President to
Connoisseur Communications
of Rockford, L.P., Jeffrey
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consideration of $2,300,000.
Randall E. Jeffery
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Cleveland’s Labor of Love

Despite Politics, Delays and Surging Costs,
Rock’n’Roll Found Its Home
K‘{;ﬁ S
LD

At the Newly Opened Hall of Fame

OBV F . A\ND, OO

| ' l
! .o

Rock'n’Roll Memories from Labor Day 1995: (clockwise from
upper left) The sun sets after the opening day lured 15,000 visitors;
WMJI-FM engineers along Radio Row, which drew 40 station
remotes; mighty mementos include this two-story-high token from
Pink Floyd's "The Wall" tour; and the waterfront back of .M. Pei's

$92 million, 150,000 square-foot geometric edifice.
—pbhotos by Charles Taylor
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were in successful relationships.

Using focus groups, they discovered what
people want others to find out about them-
selves, as well as what they'd like to know
about potential dates. Then they worked out
the 52 criteria used in the current Dateline
process. The formula itself was purchased
from a Ph.D thesis on artificial intelligence
at Northwestern University.

Each radio station uses a separate database,
so members will always meet other listeners
from their favorite station. Between four and
six matches are found for members every
single day (the service is also gay-friendly).
After 5 p.m., a member can call the free
number and hear any new messages. The
beauty of the system is that it's anonymous
yet personal. For example, members can
exchange any number of mailbox voice mes-
sages before revealing their last name or
phone number.

At WGCI-FM, which went on-line in
October, it took 45 days to develop a large
enough database for participants to have an
ample selection of potential dates. More
members mean more matches and more rev-
enue for the radio station.

“It’s a great way to generate nonspot rev-

enues,” says WGCI VP of Sales Maynard
Grossman. “It generates some significant rev-
enue. But in order to do that, the station’s
programming department has to get behind
it and promote it every week. We will run an
average of 36 recorded spots a week and do
eight live 10-second mentions a day.”

Grossman points out that those are strictly
promotional announcements, not commer-
cial inventory.

Each station receives a percentage of rev-
enue—as opposed to profit—from the $1.95
per minute. “It’s a fairly healthy percentage,”
Stoller says. “If it's done properly, a station
can earn more revenue from Dateline than
from any major advertiser.” The station pays
nothing upfront to initiate the service.
“They’re our partners. It's a win-win situa-
tion,” Stoller says. “That’s why it works.”

Other benefits

“People really like the idea that there is a
sophisticated system that openly has other
people who like the same music,” Stoller
says. “It’s an establisher of a common bond.”

That bond can also help increase listener
loyalty. Indeed, Dateline members who have
fallen in love or gotten married tend to call

ATTENTION P.D.s

Schedule the best in "OLD-TIME RADIO" with

Whes Radio\Was. ..

Hosted by STAN FREBERG, the man who drained

-

Lake Michigan and filled it with hot chocolate

Five shows per week—54 minutes each.
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For e free demo CD contact David West
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the station or write a letter of appreciation.

It's too early for the jury to render a ver-
dict, but Dateline doesn’t always work in
every format. All-dusties WGCI-AM used
Dateline for a while, sharing a database with
WGCI-FM. But because the AM station
appealed to an older (40+) demographic, the
station dropped it.

“The AM was targeted to a much older
audience, and I wasn'’t sure we were getting a
return from the investment on the number
of promos we were running on the station,”
says Grossman. “Somebody listening to the
FM station who is between 21 and 35 is
probably not likely to want to meet someone
over 40.”

Plans for the future include the ability to
sign members up for a Club Card with radio
station call letters on it. The card would
entitle the bearer to discounts and admis-
sion to events. Direct mail is also a distinct
possibility. Unlike a blind mass mailing,
which may reach 5 percent of a radio sta-
tion’s listeners, Dateline would allow for
closer to 98 percent accuracy, according to
WUSN-EM General Manager Steve Ennen,
who is also CEO of a new company formed
to market Dateline. Ennen and Plextel are in
the process of building new computers and
hiring specialized people to manage it.

In February, WGCI held an after-work
Singles Jam featuring live music. The event
was promoted to Dateline members and
potential members on both the station and
on Dateline. “We were looking for about
1,000 people who were single and were
Dateline members or interested in joining,”
Grossman says. “About 2,500 people showed
up and we had to turn people away.”

A swell person

Indeed, if I wasn't already dating such a
swell person, I would call back the Q-101
Dateline and find out more about those two
promising guys. After all, you never know
what might happen.

“It’s definitely the wave of the future,”
Stoller says. “People are fed up with all the
standard methods of meeting. You can’t
guarantee the matches. But our repeat use
rate is astronomical. I don’t think you can
make someone use this twice unless they
enjoy it.”

As for Ennen, he does have one remaining
concern: “As more Dateline couples get mar-
ried, we're gradually working ourselves out
of customers.” ®

Cara Jepsen is media editor of the Illinois
Entertainer and a contributor to The Chicago
Reader and New City in Chicago.

She is a regular features correspondent for
The Radio World Magazine.
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TECHNOLOGY AT WORK

Looking for a Mate?

Gan Hook You Up...

Now Your Favorite Radio Station

by

Cara Jepsen

In Chicago, Dateline Matches
Technology with Listeners

veryone knows how hard it is to find a
Emate these days, let alone a simple

date. Yet a recent study found thac 40
percent of the population is single.

So what gives? Why is it so hard to find
that special someone? Alas, put your fears to
rest. Recognizing this void, Chicago-based
Plextel Communications, along with Infinity
Broadcasting Corp., has created a service for
you called Dateline. Advertised solely on
radio stations that carry its service, Dateline
uses an already-targeted medium to link like-
minded individuals via state-of-the-art com-
puter technology.

“Newspaper matching uses dead technolo-
gy,” says Dr. Martin Stoller, president of
Plextel Communications and a professor of
organized behavior at the Kellogg School of
Management, Northwestern University. “In
a newspaper, you haven’t got a clue about
the person’s personality, taste or culture. But
that is the essence of radio, the niche of the
station.”

Share stations and interests

The logic is that people who share a musi-
cal taste are likely to share other interests.
Keeping this in mind, I joined the Dateline
for Chicago’s alternative rock station,
WKQX-FM. Like the station, the recording I
called was fastpaced and upbeat, belting out
Lenny Kravitz music in between Q-101 jock
Brooke Hunter's instructions and questions.

How tall should my date be? Would I be

willing to date a smoker? How old should he
be? Then came the hard part: recording my
outgoing message. Don't be scared, Brooke
said. You can try this as many times as you
like. After about eight attempts, I'd recorded
a message I could live with. The technology
allows Dateline members to change their
outgoing message at will, and joining the ser-
vice as well as making the recordings was
free.

The next day I called to see if I had poten-
tial dates. There were five. To find out
more about them, I called the
900 number (at a cost of $1.95 a
minute) to hear their messages.
Three sounded like they weren’t
for me. But two who said they
were tall and smart and good-
looking—and had jobs!—sound-
ed great. Not bad for 10 min-
utes of phone work.

There are five stations in
Chicago using Dateline, includ-
ing WUSN-FM, the country
station; Spanish-language
WOJO-FM; and oldies WJMK-
FM. Dateline was first launched
late last year on urban contem-
porary WGCI-FM, which now
has some 23,000 members in
its database.

Each station has its own data-
base; combined, there are

95,000 people in all of
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Dateline’s databases. Each station’s message,
which says essentially the same thing, is cus-
tomized to fit its format. Most use station
DJs to walk members through the process.
For example, Spanish WOJO-FM’s message
is in Spanish, and cautions members, “No
tengas miedo” (Don’t be afraid).

On-line service
The service recently went on-line in
Washington, D.C., at the market’s top-rated
UC WPGC-FM, and in New York at the
number one urban WRKS-FM and at K-
Rock. Plans are underway to roll out
Dateline in Los Angeles in the near future.
Dateline was devised by
three  professors at
Northwestern University
who did extensive re-
search to find out what
common criteria W
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were in successful relationships.

Using focus groups, they discovered what
people want others to find out about them-
selves, as well as what they'd like to know
about potential dates. Then they worked out
the 52 criteria used in the current Dateline
process. The formula itself was purchased
from a Ph.D thesis on artificial intelligence
at Northwestern University.

Each radio station uses a separate database,
so members will always meet other listeners
from their favorite station. Between four and
six matches are found for members every
single day (the service is also gay-friendly).
After 5 p.m., a member can call the free
number and hear any new messages. The
beauty of the system is that it's anonymous
yet personal. For example, members can
exchange any number of mailbox voice mes-
sages before revealing their last name or
phone number.

At WGCI-FM, which went on-line in
October, it took 45 days to develop a large
enough database for participants to have an
ample selection of potential dates. More
members mean more matches and more rev-
enue for the radio station.

“It's a great way to generate nonspot rev-

enues,” says WGCI VP of Sales Maynard
Grossman. “It generates some significant rev-
enue. But in order to do that, the station’s
programming department has to get behind
it and promote it every week. We will run an
average of 36 recorded spots a week and do
eight live 10-second mentions a day.”

Grossman points out that those are strictly
promotional announcements, not commer-
cial inventory.

Each station receives a percentage of rev-
enue—as opposed to profit—from the $1.95
per minute. “It’s a fairly healthy percentage,”
Stoller says. “If it's done properly, a station
can earn more revenue from Dateline than
from any major advertiser.” The station pays
nothing upfront to initiate the service.
“They’re our partners. It's a win-win situa-
tion,” Stoller says. “That’s why it works.”

Other benefits

“People really like the idea that there is a
sophisticated system that openly has other
people who like the same music,” Stoller
says. “It’s an establisher of a common bond.”

That bond can also help increase listener
loyalty. Indeed, Dateline members who have
fallen in love or gotten married tend to call
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the station or write a letter of appreciation.

I¢'s too early for the jury to render a ver-
dict, but Dateline doesn’t always work in
every format. All-dusties WGCI-AM used
Dateline for a while, sharing a database with
WGCI-FM. But because the AM station
appealed to an older (40+) demographic, the
station dropped it.

“The AM was targeted to a much older
audience, and I wasn't sure we were getting a
return from the investment on the number
of promos we were running on the station,”
says Grossman. “Somebody listening to the
FM station who is between 21 and 35 is
probably not likely to want to meet someone
over 40.”

Plans for the future include the ability to
sign members up for a Club Card with radio
station call letters on it. The card would
entitle the bearer to discounts and admis-
sion to events. Direct mail is also a distinct
possibility. Unlike a blind mass mailing,
which may reach 5 percent of a radio sta-
tion’s listeners, Dateline would allow for
closer to 98 percent accuracy, according to
WUSN-FM General Manager Steve Ennen,
who is also CEO of a new company formed
to market Dateline. Ennen and Plextel are in
the process of building new computers and
hiring specialized people to manage it.

In February, WGCI held an after-work
Singles Jam featuring live music. The event
was promoted to Dateline members and
potential members on both the station and
on Dateline. “We were looking for about
1,000 people who were single and were
Dateline members or interested in joining,”
Grossman says. “About 2,500 people showed
up and we had to turn people away.”

A swell person

Indeed, if I wasn’t already dating such a
swell person, I would call back the Q-101
Dateline and find out more about those two
promising guys. After all, you never know
what might happen.

“It’s definitely the wave of the future,”
Stoller says. “People are fed up with all the
standard methods of meeting. You can’t
guarantee the matches. But our repeat use
rate is astronomical. [ don’t think you can
make someone use this twice unless they
enjoy it.”

As for Ennen, he does have one remaining
concern: “As more Dateline couples get mar-
ried, we're gradually working ourselves<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>