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The Best Digital Audio Management System
Is Produced by the Company You Trust...ITC

« Performance Capable - Broadcaster Friendly
- Benchmark Reliability - Flexible, Expandable

» Protected Investment

E njoy the many benefits of Digital Audio
management designed specifically for the broadcast
industry that only DigiCenter can offer. DigiCenter
accomplishes all audio operations with an ease and
efficiency that makes stations more profitable and
their staffs happy.

DigiCenter is proven as a powerful and reliable
tool, providing simultaneous on-air and production
capabilities unsurpassed in radio. Capability that
increases the productivity of all station operations.
DigiCenter's flexible design allows customization to
individual station needs making each application
unique to your requirements today and adaptable to
your plans for the future.

As another quality ITC product. DigiCenter is
Luaranteed— not only in operation but also in your
satisfaction as an 1TC customer. We stand behind our
produgcts 100%. That's how we've gained our reputa-
tion for producing equipment so reliable we've set
broadcast industry standards for over 20 years.

pﬁ& MV‘ .. The New Benchmark in Digital Audio

Owners praise DigiCenter’s Periormance

» Andy Eubank, General Mgr. station WLHM:
“DigiCenter performs beiter than advertised. We
are delivering higher audio quality more efficiently
and our air and production staff love it

« John Sullivan, Owner, station WKJR:
“Profitability has increased dramatically since
we've been in operation with DigiCenter We
couldn’t be more pleased with the system’s
performance and ITC's support.”’

» Jon Jenkins, Owner, station KWMT:
“DigiCenter has been paying big dividends since
the day we installed it. Our talent has been using it
right from the start with little training needed.”

DigiCenter is easy to purchase and install.
Through ITC’s exclusive trade-in plan you can retumn
your old technology equipment to ITC for a generous
allowance on the DigiCenter, making your transition
from analog to digital a natural progression of tech-
nology exchange.

Call direct to our plant in Bloomington for more
information or to set up a hands-on demonstration.

e —— e lh

LT.C. Corporation - 2425 South Main Street - Bloomington, IL 61702-0241 US.A.
Phone: 1-800-447-0414, (309) 828-1381 + FAX: (309) 828-1386
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PUBLISHER’S NOTES

Why Mel Karmazin Is Our

Radio Executive of the Year

el Karmazin is a controver-

sial figure to some. He and his company,
Infinity Broadcasting, have received a cer-
tain amount of negative publicity over the
past couple of years, most of it related to
Howard Stern and the issuc of indecency
In fact, [ have spoken out unfavorably in
this magazine about Infinity and Howard
Stern over the indecency debate. How
then, can we name Karmazin as our Radio
Exccutive of the Year?

There really was no question about
who should receive this distinction. De-
spite my philosophical ditferences regard-
ing one aspect of Karmazin's company . |
cannot let it cloud the big picture. Mel
Karmazin is a broadcaster worthy of recog-
nition. His company has made recent
progress likenoother. ltwould beatragedy
to judge Karmazin on the indecency issuc
alone when his company is doing so much
more than just Howard Stern — which,
like it or not, has beensignificant for Radio.

Karmazin doesn't belong to the good
ol'boy club, nor does he play by its rules . ..
yetheiscffective, successtul and respected.
He has focused on building a mega-group
of Radio stations and now owns 22 major-
market stations and is in the process of
buying more, making his company the
largest owner of Radio stations in the

United States.

Some call it luck. We sce it &s vision,
keen focused strategy and persistence. In
addition to Infinity's Radio holdings, Mel
Karmazin hasbuilta Radio network power-
house, starting with the syndication of
Howard Stern. He then gained control of
the Unistar Radio networks, adding syndi-
cationof DonImus, G. Gordon Liddy, Don
& Mike, and The Greaseman. His recent
stock play also putis him in conuol of
Westwood One networks, which include
Mutual and the NBC entities and an esti-
mated $20 million cash flow for the net-
works alone, making his among the largest
networks in the country.

Critics say Karmazin's hard-ball bull-
dozer tactics haven't been good for Radio,
yet whoelse has broughtso mucl- favorable
attention from Wall Sureet? Who else has
generated so much attention to Radio in
business circles and with the general pub-
lic? Who else has the clout or the guts 10
take on the FCC o0 change ownership
limits and to challenge indccency regula-
tions? Mel Karmazin may not meet the
conventional expectations of many broad-
casters, but he is bullish on Radio and is
forging astrong tuture for his company and
the Radio industry.

Mel Karmazin is also a “Radio guy.”
He started out as an AE at WCBS-AM in
1967 and is a believer in Radio. With the
level ot investment Karmazin has made in
Radio, you can rest assured his tocus will be
on industry growth. [ike him or not, Mel
Karmazin cannot be ignored, nor can his
powerful influence on this industry. &

To reach me, write:
RADIO INK,

Eric Rhoods,

8000 North Federal Highway
Boca Raton, FL 33487
Phone: {407) 995-9075
Fax: (407) 995-8498



LETTERS

Faulty Facts

While l enjoyed Philip LeNoble's Sep.
20article, "Understanding America's New-
est Consumer,” | take issue with one critical
piece of his research.

In the article, he said, "Baby Busters
prefer the classic rock of the '60s and '70s as
well as alternative music,” but offered no
rescarch to substantiate that claim. Indeed,
Arbitron reports that the most listened-to
formatby Baby Busters is current/hard rock,
followed by new age rock. In markets I've
studied, current rock stations like those
affiliated with ABC/SMN’s Z-Rock Net-
work far out-deliver classic rock stations in
the 18-30 demo and normally the 18-34
demo, too.

Please encourage your contributing
writersto get their facts correct. | can assure
you that many mainstrcam AOR and clas-
sic rock AOR stations will use this article by
Mr. LeNoble to sell against current ori-
ented and new age rock stations. Ot course,
the fact that Radio stations still sell against
cach other is certainly a far bigger problem
we face than any article by anybody.

Mark A. Kiester, GM
KUTZ-Fm
Austin, TX

Ideas Needed

First the kudos and my continuous
support of Radio Ink as America's premier
Radio magazine. Each issue is full of useful
information, strategies and tactics to help
broadcasters of all sizes compete in a very
fluid marketplace.

| have always appreciated your atten-
tion to broadcasters caught in disasters,
floods, earthquakes and hurricanes. While
my casc isnot as drastic, I'd like to appeal to
you for some assistance.

Guam is experiencing an explosion in
tecnage violence, vandalism and crime.
Without question, these crimes are gang-
related. The civil authorities and certainly
the community leadership are somewhat
handicapped in that we have never been
confronted with this issue.

Hit Radio 100 is trying to take a lcad-
ership position in attempting to head off
this crisis.

The ideas we have had and the pro-
grams we can create are not the be-all, end-
all solutions. There are countless broad-
casters incountless markets that have faced

iNK o

the challenge. Some more successfully than
others. The aid I'm secking from you in-
volves nothing more than referring me to
stations on the mainland who would be
willing toshare theirideas. If youcould take
a few moments and jot down the informa-
tion, station calls, PID name and a fax num-
ber, | would be more than grateful.
On behalt of the children of the Ter-
ritory, thank you!
Roy Gibson, PD
Guam Radio Services, Inc.
530 West O’'Brien Drive
Agana, Guam 96910
Editor's Note: Radio Ink encourages readers to write
to Gibson ai the above address to share ideas for
tackling the teen crime isstie.

Copy Commentary

JohnFellows'response (Radio Ink, Nov.
1,1993) toJudy Carlough's Special Report
on copywriting is a blatant example of why
potential advertisers too often feel “Radio
doesn't work!" Salespersons are not copy-
writers. Itis not theirjob. Every timea salesper-
son sits down at a word processor to write
copy, the competition is sitting in front of
the client getting a signature on an order.
Due to the nature of Radio, “eftective-
ness” cannot be separated from “creative-
ness.” Boring ads make for boring Radio.
Radio advertising needs to enhance the
sound of the station and not become a
“tune-out!” Sorry, Mr. Fellows, but that
takes creativity! You claim to be "down in
the trenches,” but it is apparent you have
your head in the sand! As for yourassertion,
“We need to improve the wheel, not rein-
vent it,” you're once again mistaken. Those
of us in Radio need to wake up every

morning and reinvent the wheel!
Mary Clements, Dir. of Operations
WGL Radio
Fort Wayne, IN

Hallowed Hall of Fame

Congratulations to Bruce Dumontand
his colleagues at The Museum of Broadcast
Communicationsonthe Radio Hall of Fame
induction ceremonies. It was a fabulous
evening and another excellent example of
what can happen when our industry comes
together to celebrate its achievements.

Gordon H. Hastings, Pres.
Katz Radio Group
New York, NY

Reader Letters, c/o Radio Ink, 8000 N.
ra rhway, Boca Raton, FL 33487. Or

fax to 407-995-8498. Each letter should
nclude your full name, address and tele-
V

ABC Radio Networks

In the special report on long-form
programming in the Nov. 29 issue, a
portion of ABC Radio Networks' sum-
mary of program offerings was inad-
vertently left out. Following is the miss-
ing text:

“ABC Radio Networks offers a va-
riety of news, talk, mus:c and entertain-
ment programming including: weekly
countdown shows such as American Coun-
try Countdown with Bob Kingsley, Ameri-
can Top 40 with Shadoe Stevens, Aneri-
can Gold with Dick Bartiey, The Z-Rock
50 Flashback (Classic Rock ), and debut-
inginJanuary 1994, Tom loyner's Movin”
On (Urban, Urban A/C). ABC/SMN
offers 24-hour music formats including
Country Coast-to-Coast, StarStation
(AC),Hot AC, Classic Rock, Real Coun-
try (Traditional Country), The Touch
(Urban AC), Z-Rock, Stardust (MOR)
Pure Gold (60s & '70s Oldies), Kool
Gold ('50s & '60s Oldics), and Urban
Gold. Syndicated morning shows in-
clude Paul Harvey Netws and Comment, the
new Moby In the Moming (Country) and
The Tom Joyner Moming Show (Urban,
Urban A/C). ABC TalkRadio features
Home Sense with Mike McClintock, The
Garden Hotline with Ralph Snodsmith,
and Moneytalk with Bob Brinker. The
ESPN Radio Network provides long-
form sports programming. ABC News
also of ers programs such as American
Agenda. Contact Darryl Brown, 212-
456-5540."

Children’s Broadcasting Corp./
Radio AAHS

Alsointhe Nov. 29 long-form pro-
gramming special report, the contact
name and phone number to call for the
program offerings from Children's
Broadcasting Corp./Radio AAHS were
incorrect. The correct name and num-
ber are Bill Barnett, 818-990-3391

JANUARY 3-16, 1994



“ARROW 93: 21st to

#1 in Los Angeles. WOW!”

Dave Van Dvyke
Vice President & General Manager
ARROW 93, KCBS-FM, Los Angeles

“What The Research Group is wonderful in helping you do is getting
the precisely right strategy. the right positioning, the precisely right music
and the right television commercial for a specific situation. In fact, it's been
so right in our case that in Accuratings we shot from #21 to #1 adults 25-54.*

That's amazing! But it is true that no
two markets or competitive situations
are ever the same. Bill Moyes — who
works with us at The Research Group
~ wili tell you that the ‘ARROW’
format and approach is hardly a
panacea for every market. In fact, it
just won't work very well in certain
markets, but it was precisely right for
our situation.

Bill didn't come in with any
pre-formulated plan. Instead he listen-
ed to our goals and helped us find a
great new opportunity. And, although
same people may not realize it, there's

much more to working with The Research Group than just research. There's
great advice. ideas. and close consultation in strategy...it's a very detailed
process. Strategic thinking is what The Research Group is all about.”

ARROW All Rock and Roll Oldies is a trademark of CBS Inc.

Tonuny Edwards, Prograin Director
ARROW 93, KCBS-FM, Los Angeles

* Fall 1993 Aceuratings. Weeks 2-5. Oct. 6-Nov. 2
Aaults 25-54. Total Week. Statior: partisanship share.

For more information, call Larry B. Campbell, President (206) 624-3888.

In almost every field, there is a company that has earned a reputation as the leader.

The Research Group

America’s Foiremost Strategic Advisors To Media

METROPOLITAN PARK, SUITE 1200, 1100 OLIVE WAY » SEATTLE. WA 98101 ¢ (206) 624-2888

Circle Reader Service #105



FORUM:

Suzanne L. Westcott, GSM
WWWW-AM/FM
Detroit, Mi

Ihe single greatest

cause of customer attrition is
that clients no longer invest in
their products. The demands of
being in business are much
greater, asare the risks. The free
spending of the '80s have thrust
us into a highly unstable envi-
ronmentinthe'90s. Long-range
strategy and imaging campaigns
have been replaced with ac-
tion-driven tactics. The only
assurance for survival is return
oninvestment,and each doilar's
effectiveness is being measured
on performance.

So how do we minimize at-
trition? Education and communi-
cation are paramount. Stations must
be customer-focused on all lev-
els. We must no longer sell spots;
but offer marketing solutions.

We must educate our cli-
ents as well on our medium, so
they will be able to set attain-
able goals and expectations.

Finally, we must create
greater communication be-
tween the agencies and stations.
Agencies must allow us greater
access on the planner, AE and
client level. The better ourun-
derstanding of the clients' ob-
jectives, the more proactive we
will become in offering solu-
tions that deliver results,. &R

INK s

What is the single greatest cause of
customer attrition and how do you

minimize it?

Bill West, SM
WZYP-FM/WHVK-FM/WVNN-AM
Huntsville, AL

Ihis is a great topic

because many times managers
say that attrition is a “natural
thing.” But, it's my apinion that
attrition is not necessarily "natu-
ral” and there are many things
that can be done to minimize it

One of the single greatest
causes of attrition is our failure
to deliver results to advertisers.
To minimize this cause of attri-
tion, the two things that make
Radio work (frequency and
copy) must be first in every
salesperson’s mind. Too often
we leave these two items be-
hind in pursuit of selling the
latest package or meeting a
monthly goal. Attrition will be
minimized and goais will be
surpassedif we sell them enough
commercials and make sure
there's a good offer in the com-
mercial. If possible, everv order
and piece of copy should be
scrutinized prior to airing. This
includes agency orders and
tapes. Be sure to listen for an
offer that will make people re-
spond. By the way, sales train-
ersDave Gifford and Chris Lytle
offer great advice in this area of
“selling for results.” =

Chris Xenakis, GSM
WNOR-AM/FM & WAFX-FM
Chesapeake, VA

Not definingexpec-

tations. Too much Radio is
bought rather than sold. The
majority of the time, we negoti-
ate a rate and just take the order.
We as Radio marketers never
investigate what is needed (at-
tempted) to be accomplished
from the campaign. On a local
level, when we develop (sell) a
prospectintoaRadio advertiser,
we are generally held more ac-
countable for the result. This is
where defining the client’s ex-
pectations is imperative.

When Radio is being
bought, it is more of a buyer's
market. Radio reps are then re-
duced to quoting a price and
then dropping it to meet a CPP.
Rarely are we concerned or in-
cludedinhow many cars, houses
orwhatever products are sold. If
the campaign'’s expectations are
clear and the result is accom-
plished, we leave little question
as to whether the client should
return as an advertiser.

We know that if we con-
tinue to deal with a media buyer
whose only concern is how
cheaply she/he can buy media,
we are not being marketers. The
underlying themeis, "Get to the
client,"sothatyourstation's value
is realized and demanded. &

Kevin W. Cox, GSM
Radio Cleveland, Inc.
Cleveland, MS

It sounds like a cliche,
but lack of service is the single
greatest cause of customer attri-
tion. Clients cancel because
they no longer feel your Radio
station is an effective means of
selling theirproduct. Burit takes
several days, weeks or months
before the first doubt turns into
acancellation. To minimize at-
trition, you must be there after
the sell to answer questions,
resolve doubts, solve problems,
etc. Always remember: Your
biggest clients are your com-
petitors’ biggest prospects.
Make sure your clients see you
as much or more after the sell as
they did before the sell.

Another way to minimize
attrition is to recognize that a
certain amount of it is a fact of
life. Constant solicitation of new
business is key to the survival of
your Radio station. Not only
does soliciting new business
increase sales, but it also helps
cushion the blow when attri-
tion occurs. =]

IF YOU WOULD LIKE

to respond to a Forum question,
call the managing editor at
407-995-9075.

JANUARY 3-16, 1994



NEWS IN REVIEW

Contest Participation

You have participated in a

Radio station contest

in the last six months:

A look at statistics that |

RADIO INK-VAWI/GAI.WP RADIO POLL

Source: Radio Ink—Vallie/Gallup Radio Mof 1,003 adults, margin of error + 3%

RADIO

RAB Is Dallas-Bound

In an attempt to slash real estate
expenses and reduce personnel costs, the
Radio Advertising Bureau’s executive com-
mittee announced its decision to move
most of its operations from New York City
to Dallas. The move, expected for some
time, was announced after the RAB Board
examined three separate sites, including
Chicago, Denver, and Dallas. Initially the
smart money was on Denver, which is
closest to RAB President Gary Fries’ back
yard, but several inside sources sug:
gested that Dallas was selected, in part, to
demonstrate that Fries was “not taking
the RAB home with him.”

Most of RAB’s operational and sup-
port functions will be among those to
move, but Fries insisted that the head-
quarters — including the marketing de-
partment and some station services func-
tions — will remain in New York. RAB’s
office space at 304 Park Ave. South costs
the association a reported $50 per square
foot, an amount Fries said he nc longer
could justify to RAB members. “We simply
can’t keep using stations’ dollars to help
prop up the New York economy” when the
organization could move elsewhere, he
said. By contrast, suitable office space in
Dallas leases at approximately $12 per
foot. Support staff wages and the cost of
other services also are significantiy lower

JANUARY 3-16, 1994

in Dallas, and the organization expects to
save approximately one-sixth of its annual
expenditures by getting out of New York.

Fries said that most of RAB’s staff will
be invited to move to Dallas, but also
stressed that the organization has been
“redefining some of the missions and staff
requirements, based on the new technolo-
gies of the ’90s.” Translation: Some staff-
ers are out, Some may not wisk to move,
and those who do move may see new job
descriptions when they get to Dallas. Fries
refused to predict when the move will
occur, but indicatec that a search for new
office space has begun, and the transition
most likely will take place soon.

Premiere Takes Nine From
Olympia

Premiere Radio Networks has pur-
chased nine Radio network programs
from Olympia Nat-
works of Missouri,
ircluding three
comedy, one coun-
try, and five sports
features, including
Coast To Coast
With Bob Costas,
John Madden’s
Sports Calendar,
John Madden’s
and Sports Flashback.

Steve Lehmabn

Sports Quiz,

According to Premiere CEO Steve
Lehman, the acquisition of these pro-
grams “should enable Premiere to be-
come a significant player in network
sports Radio.”

Lehman indicated that the acquisi-
tion will add more than 1,000 new stations
to the networks’ affiliate list and should
boost operating revenues from $11 million
in 1993 to more than $20 million in 94,
with net income likely exceeding $.55 per
share. The programs were purchased in an
all-cash transaction that is not expected to
dilute the company’s stock. Terms of the
deal were not disclosed.

Stations Rap Rap Songs

In response to increasing objec-
tions over explicit lyrics contained in
records by various rap artists, Radio
stations in New York and Los Angeles
have begun to either ban some records
entirely or to edit selective words or
phrases. Management at WBLS-FM New
York and KACE-FM Los Angeles have
decided to prohibit the airplay of those
records which it considers “deroga-
tory, profane, misogynist,” or which
could incite violence, while KPWR-FM
Los Angeles — bowing to pressure
from community groups and advertis-
ers — has opted to “bleep” such
offensive words as “bitch,” “nigger,”
and “ho.” Among those songs on the
“hit” list is Buju Banton’s Boom Boom
Bye Bye, which reportedly calls for
violence against gays, and presum-
ably Ice T’s Cop Killer, which allegedly
advocates the killing of police officers.

Thurmond Pushes Hard For
Ad Wamings
U.S. Sen. Strom Thurmecnd (R-SC)
appears serious in his push to mandate
health warnings in all alcohol advertising.
Last month Thurmond said “ro way” to
compromise proposals submitted by vari-
ous broadcast groups, including the Na-
tional Association of Broadcasters, and
reiterated his intention to see this legisla-
tion (S.674, introduced last year) signed
into law. Thurmond, who lost a daughter
in an alcohol-related accident in 1993,
summarily rejected proposals which would
call for stations to develop local alcohol
education programs, community outreach
programs, and media campaigns, includ-
ing PSAs. Instead, he is expected to make
emotional appeals for full support from
his Senate colleagues, many of whom
12 p
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NEWS FEATURE

Radio Revenue Projection For 1994

Figures for the first 11 months of
1993 showed that Radio revenues in-
creased almost 8 percent over the same
year-to-date figures for 1992, tracking well
ahead of overall economic growth. And
with the U.S. economy poised to improve
significantly, so should Radio’s fortunes...
if all indicators hold steady.

Most economists agree (miracle of
miracles) that the U.S. economy should
continue to grow at a modest pace through
1994, based primarily on improvement in
consumer confidence levels and consumer
activity, lowinterest rates, depressed OPEC
oil prices, and an increase in across-the-
board employment. While some sectors of
the corporate economy (NYNEX and Xerox,
for example) still are downsizing their
operations and laying off middle-manage-
ment personnel, many smaller companies
have been adding to their payrolls, al-
though many new jobs are coming in at

by Reed Bunzel

lowerwages. Meanwhile, healthy increases
in new home sales should help spur
durable goods purchases and other con-
sumer activity, and even the job losses
incurred through corporate restructuring
could have a positive effect as cost-
efficiencies lead companies to make more
capital investments in the future.

Flies in the Ointment?

Overall, the economy should grow 4-
1/2 percent with real growth adjusted after
inflation hovering around 3 percent, ac-
cording to Mark Fratrik, vice president and
economist at the National Association of
Broadcasters. Fratrik expects the Federal
Reserve Board to push interest rates up a
bit, but any impact of these small in-
creases will be negligible. “We may see 1/
4 to 1/2 of a point, just to show the bond
market that they’re serious about infla-
tion,” Fratrik says. Meantime, the stock
market should benefit from corporate

SALES
TURNAROUNDS!

DAVE GIFFORD INTERNATIONAL

AMANGIFFORD

SALES TURNAROUNDS AND TROUBLESHOOTING
IN-STATION AND GROUP OWNER SALES TRAINING
SALES, MANAGEMENT & ADVERTISER SEMINARS
NEW ACCOUNT SALES AND CLIENT DEVELOPMENT
TAKEOVER COUNSEL TO FIRST STATION OWNERS

1143 TAOS HWY.,, SBANTA FE, NM 87501

1-800-TALK GIF ¢ (505)989-7007

REVENUE REPAIRS FOR ALL SIZE MARKETS
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restructuring; also, as people find job
stability, they should start spending more
on major ticket items.

Fratrik does see two flies in the
economic ointment. “We still have yet to
see what impact the Clinton tax increases
will have on April 15, and we still have a
major problem with the California
economy,” he explains. Across-the-board
employment gains could offset the first of
these potential setbacks, but the situation
in California could drag on for several
more years. “California is such a signifi-
cant part of the U.S. economy that, if you
took California out of the equation when
we had an unemployment rate of 6.8
percent, it would have been 6.1 percent,”
Fratrik says. “However, with increased
trade expected between the United States
and Mexico as a result of NAFTA, and if
thereis a revival in the Japanese and other
Pacific Rim markets, California is well-
suited to exploit its geographic location.”

Bottom line: Inflation should remain
at a minimum through 1994, particularly if
OPEC continues to drive down its prices ...
and that bodes well for Radio. Says
Fratrik, “In terms of Radio advertising,
there’s no reason why the marketplace
shouldn’t increase at least at a pace equal
with or greater than the general economy,
maybe 6 percent to 7 percent total growth.”

Radio Advertising Bureau President
Gary Fries concurs, calling for combined
local and national Radio revenues for 1993
to finish up 8 percent over '92, and
predicting this
growth to continue
into 1994 at a pace
of around 6 percent
to 8 percent for the
year. This expecta-
tion largely is based
on a “continued
strengthening ofthe
basic premises that
are the foundation
of Radio sales,” Fries says. In fact, while
conceding that the health of the overall
economy is crucial to Radio’s perfor-
mance, he notes that the industry’s strength
is influenced just as much by its position
relative to all other media.

“We see no indications that 1994 will

1 p

Gary Fries
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be anything other than a continuation of
this year,” Fries says. “It is important,
however, to throw in a little caution
because we must remember we’re going
to be comparing '94 against '93, which
was a really aggressive year.”

According to Fries, revenues should
increase nationwide, in all regions of the
country, with the slowest growth coming
in the East. “The Southeast and Midwest
were good through 1993, and if California
shows any signs of recovery, the West will
be off the wall,” he says. “The only trouble
with California is Los Angeles, but that’s
being offset by some individual markets
that are so strong they’re holding the
entire West up.”

The Network Outlook

Coming off a dismal year in ‘92,
network Radio — after December figures
are posted — should show a 7-1/2 percent
or 8 percent increase. According to Radio
Network Association President Rick Devlin,
October and November helped consider-
ably to push network billings up over the
7 percent mark — and this growth shouid
continue well into ’94. “Based on the
number of up-front buys and a general
overall economic outlook, next year looks
almost as good.” Devlin predicts that
revenues should increase another 5 per-

cent or 5-1/2 percent in ‘94, possibly more
if automotive leasing disclaimer legisla-
tion — already approved by the House —
is nassed by the Senate and signed into
law.

“Disclaimer restrictions have really
hurt the network business,” Devlin says.
“We deal a lot in 30-second spots, and the
disclaimers sometimes are 29 seconds in
length. So we have a lot to gain from this
if it passes.”

Fourth quarter 1993 national spot
revenues should finish up some g percent
compared with the same period in '92,
and the entire year should come in at just
over 7 percent vs. last year, once
December’s numbers are figured in. This
increase over ‘92 — national spot Radio’s
worst year in recent memory — came
largely from growth in a number of major
categories, including national and regional
retail, airlines, long distance companies,
and automotive.

Katz Radio
Group President
Gordon Hastings
projects growth in
'94 to be at least 5
percent, possibly
more if on-book
pacings hold steaay
at current levels.

12 b

6ordon Hastings

5 Million Dollar Club

Million Dollar Club For January 3-16, 1994

$30 M: WLWZ-AM/FM GreenviLLe, SC aNp WMFR-AM/WMAG-FM HicH Point, NC ano WNEU-FM
Epen, NC; aND WRDU-FM RaLeiers, NC; SELLER: VovaGER COMMUNICATIONS; Buver: HMW COMMUNICATIONS;
Broker: MEDIA SERVICES GROUP.
$22 M: WAAX-AM/WQEN-FM Gapspen, AL, WFKS-FM JacksonviLie, WOLZ-FM Fr. Myers, AND
WWNC-AM/WKSF-FM AsHeviLLe, NC; Seicer: HeriTace BroApcasT Grour; Buver: Os30rRn COMMUNICA-
TIONS.

$9 M: WTRG-FM RaeicH, NC; SeLLer: Tom Jovner; Buver: HMW CommuNicaTions Inc.; Broker: Mepia
SeRVICES GROUP.

$6.3 M: WAPI-AM/FM BirmINGHAM; SeLLEr: WAP! INc.; Buyer: Dick Broancasting Co.

$5 M: WRXR-AM Aiken, SC ano WKBG-FM MarTiNez, GA (CP) AucusTa, GA; SeLLER: )& L BROADCAST-
ING; Buver: MuLTi-MARKET RADIO; BROKER: BLacksurn & Co.

S4 M: WBUF-FM BusraLo; SeLLer: LINCOLN Group LTE.; Buver: PyrAMID BROADCASTING; BROKER: MEDIA
VENTURE PARTNERS.

$2.5 M: KQBR-FM Davis (SAckamenTo), CA; SeLLer: KYLO RapIO; Buver: PROGRESS VE MEDIA GROUP;
Broker: Kauw & Co.

$1.7 M: KFMH-FM Davenporr, JA; SELLER: FLamso BROADCASTING INC.; Buver: CONNOISSEUR COMMUNICA-
TIONS; BRCKERS: MEDIA VENTURE PARTNERS AND DAVE CowlLE.

$1.6 M: KEEL-AM/KITT-FM Shreverort, LA; SELLER: MuLTIMEDIA RADIO INC.; Buver: PROGRESSIVE UNiTeD
Core.

$1.5 M: WNOO-AM/WFXS-FM CrATTANOOGA, TN; SEILER: TENNESSEE CommunicaTions L.P.; Buver: Pye
BRCADCASTING INC.

JANUARY 3-16, 1994

SOLD!

KPGM-EM, Casper, Wyoming
from Western Inspirational
Broadcasters, Inc. to Mongo
Broadcast Group, Inc.,
Charles Owen Wailson,

Principal.

Randall E. Jeffery, Jr.
Broker

Providing the Broadcast Indus-
try with Brokerage Services
Based Strictly on Integrity,
Discretion and Solutions.

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
513-769-4477

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RADIO and TELEVISION
BROKERAGE < APPRAISALS

'V
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO

Subject to F.C.C. approval
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“We recognize that we may be a bit
conservative, and we are quite optimistic
that we will be able to raise that number
as soon as we get harder numbers for the
first quarter,” Hastings told Radio Ink. “A
broad range of advertisers helped us push
through '93, and we should continue to
see that support in '94.”

Interep Radio Store’s Pat Healy is a
little more optimistic in his expectations,
predicting 8 percent to 10 percent growth
through next year.
His reasoning:
“People are feeling
better about them-
selves, the economy
is picking up, ad
spending is increas-
ing, the pendulum
between advertising
and promotion is
skewing back to-
ward advertising, TV is continuing to
fragment, and Radio vs. competitive me-
diais doing very well.” Also, new business
development efforts promoted by the
major rep firms have generated at least
$25 million in new spot Radio revenues.

The darkest spot for Radio in 1994:
the serious thrust in Congress, spear
headed by U.S. Sen. Strom Thurmond (R-
SQ), to require warning labels in all beer
and wine advertising. “This one’s got me
scared,” Fries says. “It may not have ar
impact in '94 because, even if it gets
passed out of committee, it could get
bottled up. But I'm very fearful of the
mood of the country on social issues, and
this is a big one.” =]

o Dage

Pat Healy

=i

L\

<9 News In Review

might find opposition difficult in light of
heightened social awareness of drunk-
driving issues.

The alcohol industry spent approxi-
mately $850 million on advertising in 1992
(the last year for which figures are avail-
able), some $82 million in Radio alone.
Beer and wine producers have claimed
that warnings in ads might greatly reduce
the effectiveness of their spots, thus caus-
ing them to significantly cut back their
advertising programs. NAB and other
groups agree, claiming that ad warnings
will not curb alcohol abuse or drunk
driving but will have a severe financial
impact on all media. But this argument
may not wash with senators who have to
answer constituents’ concerns regarding a
number of highly charged social issues.

Heftel, SRN In S150 M Merger

In a deal valued at $150 million,
Heftel Broadcasting Corp. and the Spanish
Radio Network (jointly owned by Heftel
and Mambisa Broadcasting) have merged.

NEWS FEATURE

The company, which still will be known as
Heftel Broadcasting, will include KTNQ-
AM/KLVE-FM Los Angeles, WADO-AM New
York, WAQI-AM/WRTO-FM and WQBA-AM/
FM Miami, and WGLI-FM Babylon, NY.
Heftel Broadcasting is 100 percent owned
by former U.S. Rep. Cecil Heftel, and is
operated by company president Carl
Palmer.

TM Posts 94% Net Gain

TM Century has reported net income
of $765,000 ($.30 per share) on revenues
on $9.09 million for its fiscal year, ended
Sept. 30, 1993. This figure constitutes a 94
percent increase over 1992°s net income
of $394,000 on revenues of $9.17 million.
TM CEO Craig Turner attributed the in-
creased performance to “continued cost
reductions and efficiencies in all primary
product lines.” International sales rev-
enues were up 10 percent in ’93 over ‘92,
and last July the company moved to new
facilities, which led to corporate consoli-
dation and implementation of technologi-
cal improvements that significantly in-
creased the company’s product line. &
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CASE STUDY

Dwight Case

Dusty Black, VP/GM
KODA-FM
Houston, TX

I his

nightmare actually
happened to me!
The first order of business is to properly
handle the large number of calls to the
station. Listeners are confused and must be
reassured. Briefly give them the facts, be

polite, and thank them for calling. Try to
sound calm and confident.

It's essential you notify your listeners
and clients. Alert the local TV stations and
newspapers to your plight. Unless you'rea
direct competitor the news/talk Radio sta-
tions may pick up the story. Try ta find an
angle for them to get excited about. Fax
a press release to everybody, including
your clients.

Gather your staff, and organize a cli-
ent phone blitz. Update clients on the
situation, reassure them it will be fixed
ASAP, thank them for their loyalty, and let
them know you'll take care of them as soon
as the station is back on the air. You'll have
competitors making phone calls as well, so
make sure the client hears from you.

Appropriate staff members to assist
with media relations, client contact, ete.
Keep in close contact with the press; they
can be your best allies in this situation.
Make sure the sales staff is highly visible.

Once you get back on the air, don't
forget those media outlets who were espe-
cially helpful. Buy a full page ad and TV
spots and proclaim"We're Back,"and thank
your listeners for their foyalty.

Thank the audience for their patience
and capture attention with some kind of
“We're Back” on-air promotion. And dan't
forget to service your clients like crazy &=

JANUARY 3-16, 1994

Technical Problems

Force You Off Air

No Back-up. What Do You Do?

Don Morehead, GM
KWLO-AM/KFMW-FM
Waterloo, 1A

Mnin-

tain audience by
continuing as much outside visibility as
passible. Use other media to stage a contest
with prizes for first responders when your
signal returns. Continue appearances at
cluband malllocations and seek guest spots
on local TV interview shows. Make sure
you muster news exposure through TV and
print. A direct link to cable TV can provide
service to “cable” listeners and duplicate the
signal on access and background channels.
Do possibilities exist for an LMA?

In a "combo” operation, convert ad
schedules from the “"down” station to a
sister facility at a discount. Success stories
may encourage clients to invest tuture buys
onbothsstations. Giveadvertisers frequency
credit toward "bulk-buys” for ads scheduled
prior to your down time. And, with surplus
staff, what a great time to revise copy or
produce “spec” spats. Offer “sale rates” to
advertisers willing to air schedules immedi-
ately upon your return to the air.

Your staff is your most valuable re-
scurce! Look to them for ideas to exploit
your dilemma. Avoid layoffs and squelch
rumors of such. Turn support staff's “free-
time" into an opportunity to catch up on
projects you've never before found time to
do, like organizing storage areasandupdat-
ing music catalogues. Turn the entire staff
into telephone direct marketers placing
phone calls to “P1" listeners and updating
them on a forecasted back-on-air target &
to a Case Study scenario, call the managing
editor at 407-995-9075.

“I GOT THE
APPOINTMENT!
... NOW WE
NEED AN IDEA”

When aggressive prospecting
exceeds your creative resources
call CMC. Creative Marketing
has supplied over 3500 radio
stations with fully produced,
easy to sell 30 & 60 second
Commercial Wraparounds™

that fit virtually any format or
product category.

e Fitness

e Money

e Home

* Gardening

e Auto

e Health

» Decorating

* Real Estate
e Self-Improvement
e Legal

» Environment
* Holidays

... are just a few of the audio
concepts from CMC that will turn
your prospects into long term
radio advertisers!

For a topic list or demos call:

Creative
Marketing &
Communications Corp.

(800) 845-8477
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THE
GREENWOOD
LEADERSHIP
INSTITUTE
FOR

MANAGERS

The original Leadership
Institute curriculum,

New shorter, 3-day format.

New stronger station
application,

New lower rate.

The first Greenwood
Leadership Institute for
1994 begins on

January 19 in Dallas.

Call 800-331-9115 now
for an Institute brochure

to be faxed to you today!

MANAGEMENT

by Chris Gable

l lave you noticed the latest

marketing trend selling products that are
clear, clean, natural, refreshing, honest?
Are there implications that you can apply
to the way you operate, hire, lead, sell, hire,
fire, broadcast?

Think about it. We want CD-quality
sound because it is pure, crisp, digital. We
want clean water. We zap TV channels to
filter in or out, depending on our mood or
desires.

Think about other filters we use in our
daily life. Do you take your calls, all the
time, anywhere? If you do, you're a rare
breed. Most of ustilter out the unnecessary,
undesirable, boring orannoyingcalls when
we can.

Subconscious Filters

The humanexperience requiresa great
deal of filtering just to keep sanity. Our
subconscious is a constant filter, tuning in
to what our value system says is important
and tuning out what we find to be unwor-
thy of our attention.

It's been said that each day the average
American faces more requests for their at-
tention than George Washington faced in
his entire life. No wonder the thoughts and
writing of our founding fathers seem so
clear and simple. So, while you and every

Out of Touch?

Breaking Through Subconscious Filters

Tear Down the Roadblocks

Butwhatabout filters in business com-
munication? Too much filtering canisolate
a manager and rob you of perspective.
Want to break free? Start removing filters.
I'm not talking about symbolic filters. |
mean wipe out some obvious, visible road-
blocks. As a manager, take a few lunch
breaks this week at the receptionist’s desk.
Answer the phones. Sample the front line
of communication with the public.

Next, head back to traffic, bookkeep-
ing or production and fill in. Don't know
the process? Isn't that a dangerous filter
you've allowed to creep into your life? Get
back on the street. Talk to fellow managers
and turn off your filters, listen, and listen,
and listen, and absorb.

One of my tirst managers taught me
a great policy, and | try hard every day to
live it.

I'l never ask you to do something |
won't do.

I may ask you to do something | can-
not do, but please, allow me to look over
your shoulder so I'll be able to learn.

I must know how you and your job
contribute to my business. =
Chris Gable is president of Chris Gable Broadcast

services. He may be reached at 717-961-32535.

QUICKREAD™

GREENWOOD

American develop strongerandmorecom- e It's healthy to subconsciously filter out what

Performance Systems

3010 S. Harvard Ave., Suite 210

plexfilters, isitany wonder that we all seem
to seek a simpler existence?
Products compete for our attention

is not important to us in our daily life, as so
many people and products vie for our
attention.

Tulsa, OK 74114
(800) 331-9115+(918) 743-4152
*FAX (918) 743-8451-

¢ Too much filtering, however, can rob a
manager of perspective.

daily, usingbrand mamelogostocut through
our subconscious ilters. People do this too,
whether it's with a particular style of dress
or the way we arrange our office furniture.

* To remove some filters, spend some time
answering the office phones or filling in, in
other departments.
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Great Radio that
Makes Money
and Makes Sense!

THE DON MCDONALD SHOW
Talk About The Most Important Part Of Life

NB('s...Bruce Williams and Don McDonald...are knowledgeable pros.”
-Money magazine, June 1991

"We have the privilege of having a license....to serve our community and that community wants Don McDonald."
-Peg Dempsey, General Manager, KEZX-AM, Seattle, WA

" thought Bob Brinker was interesting...until | heard Don McDonald's show. He is the best I've ever heard."
-Kenneth Wismer, listener, Renton, WA

"Qur success this year is directly attributahle to the tremendous value that (Don's) show brings to this station."
-Ron Cohen. President, KFNN-AM, Phoenix, AZ

"It someone had told me...that [ weuld be making tens of thousands of dollars... of investment decisions based upon the words
of a...talk show host, | would have arranged psychiatric consultation for (them). Yet...that is exactly what is happening.”
-John Anderson, listener, Dallas, TX

"WPGC(AM) listeners love (Don's) show...he is always 'right on the money'."
-Steve Chaconas. Program Director, WPGC-AM, Washington, DC

" As a teacher trainer | recognize (Don) as a model educator as well as an entertaining talk show host."
-Pat Morfee, listener, Gig Harbor, WA

BROADCASTING FROM THE

&Q\SNEY% For More Information Call: 800-237-3863

Listen Line: 407-560-4 180 (10p-1a weeknights, 2-5p Saturday ET)

; Available on a 100% barter basis

RALIC STUDICS Delivered on Satcom C-$ digital
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The 1994 Edition
M Street

Radio
Directory

Comprehensive
Market Data:
* U.S. and Canadian
AM & FM Stations
* Program Formats
* Arbitron & Willhight Ratings
* The M Street Radio Markets
* LMAs & duopolies
* Fax numbers

1994 EDITION

$36o95 ppd.

A directory doesn’t have to be
expensive to be accurate.

For credit card orders call:

(800) 248-4242

Send check or money order to:

SALES

by Ra{t Holbrook

If you are a man, thinking ‘like a
woman’ will help you get sales other men
may never get.

Generally, | believe that men are more
adversarial sellers. Women, perhaps in-
stinctively, areless confrontationaland more
nurturing in theirapproach. Marketing is in
today ... it has always been in. Spot selling
isout ... but like the flu, there is still a lot of
it going around. We pay great lip service to
the premise that we should be marketers of
our client’s products instead of simply sell-
ers of our station’s spot inventory. It's casy
to say, and very difficult to do.

Kill or Be Killed?

There are
many men selling
Radio today who
have been trained
for the sales
“battle.” They have been told by whoever
trained them that “there will be a sale made
today ... either you sell him, or he will sell
you.” Either you sell the prospect your
program or package of spots ... or he will
sell you by saying “no.” We are not that far
away from the coliseums of ancient Rome
where a single victor was required in hand-
to-hand combat.

Sales, especially Radio sales, should
not be a win orlose combat for either party.
When carried to its best, and right, conclu-
sion, it will be a win for the salesperson, the
Radio station and the advertiser.

Think Like A Woman

If You Want to Outsell Other Men

abusiness on the first call with a package of
commercials to sell, a woman will usually
ask questions and get to know the manager
... and the business. Then she will take the
information gathered back to the office and
build a campaign, complete with sample
commercials, proposed advertising sched-
ule and intelligent reasons for airing the
campaign in the manner she has proposed.
She returns to the prospect and presents
the plan developed to solve the specific
problems outlined by the prospect in their
earlier meeting. More often than not, she
will walk out with the order.

Are women better salespeople then

Sales, especially Radio sales, should not be a
win or lose combat for either party.

men? | don't think so. However, | believe
that we men will be more effective sales-
people if we adopt some of their methods,
like sensitivity. If you want to be more
successful as a salesperson, use the sensitiv-
ity which is very much a part of you. &
Ray Holbreok is GM of WMDM/WPTX
Lexington Park, MD. He may be reached at
301-475-8383.

QUICKREAD™

* Women generally sell differently than men.
Men are trained to do battle, while women

approach a sale as a supporter.

Il

* Awoman will get to know a client’s business

M Street Corp.
P first and then sell them on a specific plan,

304 Park Avenue S., Floor 7
New York, NY 10010

5

Salesperson as Problem-Solver

Women, generally, are nurturers; they
approach a sales prospect as a supporter
notasan adversary. Instead of walking into

rather than try to sell the package on the first

call.

* Salespeople can be more effective by using

their sensitivity to a client’s needs.
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A Picture Is Worth A Thousand Words
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And Then Some...

The DSE 7000 is the fastest, most
efficient Digital Edlitor you can
buy. But, don't take our word for
it. Take theirs.

“We're very, very happy with the DSE
7000. It has exceeded everyone’s
expectations. Most jocks can operate it
after just 15 to 3 tes of training. The
DSE is in use an average of 15 to 16 hours
a day.”

"As far as I'm concerned, it's the best
workstation on the market. The one
negative thing | have to say about it is tnat
we only have one. We joke abou: how a
line forms around the studio with the
DSE, and nobody touches the other one

@

“When they tolc me they were going
dig'tal, | was ready to quit my job. But
within a week | was thinking how did |
ever live without it?”

“I'm in production heaven! The DSE is at
the top when it comes to production

apability, freedom and safety. UNDO
he best thing that's happened to radio
since the invention of tape.”

‘It has speecded up our editing process
so much that now the guys who ‘wanted
it yesterday’ can actually get it yesterday!
The on-air guys love it for their produc-
tion. If they took it away from me, | think
I'd give up the business.”

HARRIS
ALLIED =——

“We had all the other machines in here.
This was the only one we could actually
start up and start using in five minutes. No
setup, no confusion, no trouble.”

“It just blows everything else away.”

“Without question, the DSE has increased
he quality and creativity of our produc-
o

Start making your life a lot easier
while making a profit for your
station. Call us toll-free to order
your DSE.

1-800-622-0022
Fax 317-966-0623

Clrcle Reader Service #109 s
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ENGINEERING FOR MANAGEMENT"

by George
Whitaker

: C hen you talk about Radio,

you have to talk first of all about sound,
because Radio is merely a means of deliver-
ing sound. The business of broadcasting is
not Radio alone, it is a Radio frequency
carrier delivering sound.

What we perceive as sound is change,
change in air pressure as detected by our
eardrums. There is always one atmosphere
of pressure. But what we perceive as sound
is any rapid change in this pressure. There-
fore, anything that can deliver this change
could be used as a broadcast medium. All
we're after is a change in something; it can
be water, air or whatever, as long as we can,
ultimately, get a change in air pressure on
the other end.

Now that we have established what
we are delivering, let's look at how AM and
FM Radio, each in their own way, work to
deliver sound.

AM Basics

First of all, let's look at our carrier.
Consider a station on 1600. This designa-
tion means that the station operates with a
carrier frequency of 1600 kilohertz. This is

QUICKREAD™

¢ Radio is basically a means of delivering
sound. Sound is change in air pressure
detected by the ear drums.

e With AM Radio, to effect a change we can
convert into sound, we are increasing and
decreasing the amount of signal we are
broadcasting.

e With FM, in an unmodulated carrier, sound
waves are the same distance apart. In a
modulated carrier the difference shows up
as the distance between waveforms.

INK 18

a sine wave, and 1.6 million times per
second this sine wave will rise from zero to
maximum, then reverse and swing back
through zero to maximum in the other
direction, thenback to zero. That, of course
is what we know as our carrier.

In AM we put the audio on the outside
of the carrier in what are called sidebands.
We impress the audio on the edges of the
carrier. Viewing a tone of about 20 percent
modulation on an oscilloscope, you would
sce it moving out, getting taller. That is
your positive modulation. And, at the same
time we are moving down toward the
middle. This is your negative modulation.

We can push the outer side out to 125
percent, legally. That is an arbitrary limit
chosen by the FCC; not a physical limit. In
fact, | have seen our transmitter pushed to
150 percent positive and it still sounded
fine. The FCC decided on the 125 percent
limit to reduce interference problems.

This is not the case at all with the
negative peaks of modulation. They are
moving downasyouincrease the volume of
the modulation and are moving toward the
center. When you over-modulate on nega-
tive peaks, you are actually cutting your
carrier completely off. We hear this as
noise and distortion because when you cut
the carrier off, the listener hears a “pfft”
because the Radio is hearing something,
then nothing, and then it's hearing some-
thing again. Not to mention the fact that
you will generate frequencies other than
the one you are licensed for.

When you cut your carrier with nega-
tive modulation, it actually goes to noth-
ing; if you are looking at it on a scope you
will see it make a straight line at the middle.

That'swhy it'svery important towatch

What The Heck Is "Radio” Anyway?

Sound Basics You Should Know

your negative peaks. And that's why the
FCC is interested in negative peaks.

I have seen managers say something to
the effect of, "Oh, let's crank it up a little
more. | know we're flashing the lights, but
I want it loud.” But you're not really going
to do anythingbutincrease vour distortion,
because once you pass the point that you
are cutting your carrier, you just can't put
any more on there.

AM stands for "amplitude modula-
tion.” We are increasing the amount of
signal there by adding the modulation;
that's why your antenna current goes up
with modulation.* Twenty-two and a half
percent &t 100 percent modulation. To
effect a change we can convert into sound,
weareincreasing and decreasing the amount
of signal we are broadcasting. The receiver
strips away the carrier, and we are left with
the changing level that corresponds to the
audio we put into the transmitter.

Another thing to note is that the parts
of the signal nearest the carrier are the lows,
such as the bass guitar, and the faredges are
thehighs, suchasthe cymbal Which brings
us to a preblem with AM. Why don't we
have the high fidelity of FM?

Noise Vs. Sound

The real truth is that we are broadcast-
ing highs up to 10 kHz. They just aren't
being received.** The highs have always
been there, but we don't hear them because
they are cut off by the tuning section of the
receiver cailed the intermediate frequency
(IF) strip. The IF strip is, by necessity,
somewhat narrow-banded. The effect is
referred to as limiting the bandpass.

In AM, limited bandpass kills youyr-
19 p
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highs. InFM, limited bandpass creates noise.
This is done to keep down interference
between stations. Because out in the far
edges of the sideband is where all of the
adjacent channel stations begin to overlap,
and cutting this off can reduce interference.
It also reduces the pickup of man-made
noise. Eversince the50s_thereceivermanu-
facturers have compensated for the design
flaws by chopping off everything but the
most intelligible frequencies. It cut down
on noise but killed the sound of AM. Now
that the FCC has adopted the NRSC stan-
dards to keep our sidebands sharply lim-
ited, the receiver manufacturers, in thcory
anyway, will increase the tuning width of
the 1F and allow mwore of our signal to be
heard, without having pcople complain
that their receiver can't separate stations.

With the NRSC receivers, we gain
back some of what we have lost over the
years. One of the problems here is that it
requires expensive circuitry to build a re-
ceiver to take advantage of NRSC.

FM Basics
InFM, instead of adding to the amount

/Announcings

he Jinalists

of energy present, we move the frequency
up and down. This makes the wave longer
orshorter, corresponding to theaudio. You
will see that what we are doing is stretching
and compressing the signal.

If you look at AM on an oscilloscope
you can see it moving up and down. If you
look atFMonascopeyoucansee it moving
inand outas it gets longerand shorter. Inan
unmodulated carrier they are the same dis-
tance apart. In a modulated carrier the
difference shows up as the distance be-
tween waveforms. Inthe FM receiver, when
we get rid of the carrier, what we have left
to convert to sound is the difference be-
tween the carrier and the points to which it
moved up or down. Again, we have deliv-
ered a change that can be converted to sound.

Now, the fact that the sound is down
in the carrier, as opposed to being added to
the outside, brings up the rcason that AM
is susceptible to lightning and other noise
and FMis not. If you have aboltoflightning
that creates a spike of r.f. energy, the effect
can be visualized as taking a chunk out of
yoursignal. If you take a chunk off the edge
of an AM signal, you have lost part of your
audio, and noise has been substituted. In
FM, however, the interference has to be

great enough to cut completely through
the carrier before the sum-difference
situation that the receiver is looking for
is altered. =
This article was excerpted with permission from
George Whitaker's book, Radio Engineering for
the Non-Engineer. Whitaker may be reached at
817-168-5981.

FOOTNOTES

*Ifyouare using a toroidal transformer type
of antenna current meter, the meter will
move downward with modulation. This is
because the meter is reading the carrier
only and, as the negative modulation in-
creases, the amount of carrier decreases.
This type of meter will ignore the audio
frequency energy in the sidebands even
though it is there.

**A few vears ago, the FCC adopted the
NRSC (National Radio Standards Com-
mittee) recommendations calling for limit-
ing AM s:ations to 10 kHz, instituting pre-
emphasis, and setting standards for mea-
suring the amount of “out-of-band” mate-
rial astationis broadcasting. These measur-
ing standards take effect this year, and each
station will have to prove compliance. See
FCC rules for proof-of -performance.

Best Overall Broadcaster (The Radio Wayne Award)

Skip Finley A WKYS/Washington, DC
Sally Hawkins A WILM/Wilmimgton. DE

Mike McKoy A KJJY/Des Moines, [A
Mary Bennett A KZFX/Houston, TX
Perrv St John A KQEG/La Crosse, W1

General Manager of the Year

Lou Vito A WPKO/Bellefostaine, OH
David Manning A WRBC/Tampa FL
Doyle Peterson A KMGA/Albuguergue, NM
Linda Byrd A WROO-WAIA-WNZS-WZNZ/lacksonville, FL
lohn King A WSIX/Nashville, TN

Sales Manager of the Year

Martiey Miller A KEKB/Grand Junction, CO
Richard Mecham A KSL/Salt Lake City, UT
Glenn Cheesman A WVNO/Mansfuld, OH
Gail Brooks A KCBS/San Francisco, CA
Dennis Burchill A WSVA/WQPO/WPKZ/Harnsonburg, VA

Previous Winners

1991 A Val Maki A The Radio Wayne Award
1992 A Cary Simpson A The Radio Wayne Award
1992 A Bob Poe A General Manager of the Year
1992 A louise Crawford A Sales Manager of The Year
1992 A Mary Bennett A Woman of the Year

Woman of the Year
Kim Woodworth A WTXT/Tuscaloosa, AL
Cecelia Breyault A WMXJ/Hollywaod, FL
Karen Carroll A KYKY/St.Lowis, MO
Mary Rawlins A KBCO/Denver, €O
Joan Gerberding A WPST/Trenton, NJ

RADIO
INK

\ panel of judges bas narrowed the nominations down to these finalists. Judges will select one winner
each category, wha will be awarded on Saturday, February 19 at RAB 9.4 in Dallas
The Radio Wayne Award is anied for “Rado Wayne” Cornils who has set an example of
leadershipand quality in Radio for a lifetime. The award 15 designed to recognize
intdinduals wio eprtomize professionahsm and have raised the overall level of excellence in
Radio within their market, avd in the mdustry as a «vhole

:
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Radio Executive of the Year

Mel Karmazin

Proposed or closed transactions in 1993 totalling more than $300
million. Revenues up 15 percent from a year ago, almost double that of
the Radio industry at large. The purchase of two major Radio network
companies, and with them most of the mega-talent in the industry.
Total assets pushing the $2 billion mark by year’s end, and still
growing. And all of it in Radio.

There was no question this year who deserved Radio Ink’s Radio
Executive of the Year award. Mel Karmazin, president and CEO of
Infinity Broadcasting, took advantage of newly changed FCC rules, an
upturn in the public marketplace, and a solid internal management
team to outpace virtually every other Radio group in growth and
operational success through 1993. While most other Radio companies
were breathing collective sighs of relief that the industry’s recession
finally appeared over, Karmazin was sifting through the ashes to find a
phoenix or six that would fit squarely into his corporate portfolio.

Not that 1993 was without turmoil for Karmazin and Infinity. Last
summer, the FCC issued a Notice of Apparent Liability against Infinity,
fining it $500,000 (on top of $600,000-plus in 1992) for alleged
indecent programming broadcast on The Howard Stern Show, and
WLUP-AM Chicago dropped the Stern program supposedly because of
concerns over potential charges of indecency (Karmazin disputes this
reasoning). Additionally, various “citizens’ advocacy” groups have filed
petitions to deny the transfer of KRTH-FM Los Angeles and WPGC-AM/
FM Washington. Karmazin is bothered by the efforts of his detractors,
but he refuses to have his company “held hostage” by other people’s
social agendas.

Karmazin joined Infinity as executive vice president of Infinity’s Radio
division in 1981 after holding a variety of sales and management
positions at WCBS-AM, WNEW-AM and WNEW-FM, all in New York. In
the late 1980s, he engineered a $500 million deal — 11.8 times cash
flow — to take the then-public company private. Last year, taking
advantage of solid corporate performance and a strong marketplace, he
took the company public again ... and since that time the stock has
more than doubled in price. Karmazin received his bachelor’s degree in
business administration from Pace College in 1965, and prior to
entering the Radio business worked for several years at the Zlowe
Advertising Agency as a media buyer and account supervisor.

JANUARY 3-16, 1994



NK: Industry-wide, Radio revenues in
1993 were up about 9 percent over ’92, but
Infinity’s revenues far exceeded that figure.
Why do you think your numbers looked so
good?

KARMAZIN: We have some very good Ra-
dio stations that are really well-positioned
within their markets. Our company be-
lieves in very large sales organizations and
compensating salespcople very hand-
somely. We put a great deal ot emphasis on
new business. We don't believe in fighting
tor share among other Radio stations, but
rather in trying to gencrate new Radio

o ‘We're proud of the fact that in every market
L. where we have duopoly, the total number of
people employed is far greater than it was

before we got there.’

dollars. We have commission rates at all of
our Radio stations and certainly reward
those people who do the best job in new
business. We also have the ability to attract
some of the finest talent in the Radio busi-
ness. We believe in paying them very well
we give them an awtul lot of freedom and
autonomy. Our company is only in the
Radio business, so we often say that if you
want to he in the Radio business, why not
work for a company where Radio is real
important, rather than be inasmall division
of a bigger company. Because of this phi-
losophy we've been able to attract a lot of
the stars of the industry ... and they have
delivered great results.

INK: How do you feel knowing you are
outdistancing so many other companies in
terms of revenue and cash flow?
KARMAZIN: Actually, we'd love to see ev-
erybodv up 15 percent for the year. There
certainly is enough money to go around.
Radio still is not getting its share of the pie,
but if more of the major players in this
industrv put their resources into Radio, the
net eftect would be a flow of more business
into the industry. By most estimates, Infin-
ity probably was the largest revenue com-
panyin 1993, followed by CBS, Cap Cities/
ABC and Westinghouse. We certainly
would iike to see those companies increase
their presence in Radio, because they're
fine companies with great management,
operations, and assets. We'd love 1o sec
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them spend what we have spent on acqui-
sitions, because we think it would help the
industry.

INK: Can you reveal to us how you see
Infinity continuing to grow through the next
year or 18 months?

KARMAZIN: Since our revenues were up 15
percent last year, iU's clear that our stations
are experiencing great growth. Therefore,
we are not dependent upon making acqui-
sitions to grow our company. We've always
said that buying Radiostations is the easiest
thing, while running them successfully is
much more difficult. From our point of
view, as long as our existing core Radio
stations — the 22
plus WPGC and
KRTH — con-
linue to operate as
successiully as
they are, we'llcon-
tinue to make pru-
dent acquisitions.
We have room to
buy twomore Fs
under the current FCC rule, which bumps
up to 20 next September. So we have the
opportunity without any changes in the
ownership rule to buy four more FMs.
INK: Has your operation and expansion of
Infinity been part of a long-term plan, or are
you just taking advantage of good opportu-
nities as they have presented themselves?
KARMAZIN: When 1 joined Infinity in No-
vember of 1981 we owned a Radio station
in Jacksonville, FL., and it didn't take us long
1o see that it takes as much hard work to be
successful in Jacksonville as it does to be
successful in Los Angcles. The rewards are
far greater for success in Los Angeles, pri-
marily because you are able to tap into a
higger and stronger talent pool We de-
cided that we wanted to be a major market
Radio company, so we put together a port-
folio of Radio properties in the major mar-
kets. We have identified the markets in
which we want to operate, and we often
have identified specific Radio stations in
those markets that we'reinterested in...and
you will see this company continue 0
expand its position in major market Radio
by acquiring properties that we believe
have a large upside

INK: You'’re currently in all the top 10
markets. How far down would you be willing
to go and still consider yourself only in
major market Radio?

KARMAZIN: Our smallest market is Tampa,
and that station is generating more cash

flow than many New York City Radio
stations. WQYK is a very protitable Radio
station and takes a very substantial amount
of money out ot the Tampa market. It has
double digit shares in audience and is gar-
nering a very big chunk of the advertising
pie in that market. So we certainly have
seen that it is possible in a market that size
10 be very important to this company. Bur,
with the current ownership constraints we
will only be able 10 own four more Radio
stations in 1994, so we probably will con-
centrate our etforts on markets in or near
the top 10.

DOUBLED-UP

INK: You've taken great advantage of the
ownership rules that were relaxed in 1992,
but your primary aim does not seem to have
been to consolidate operations but rather to
run your duopoly stations separately. What
is your philosophy on this?

KARMAZIN: | can't speak to the motives of
other broadcasters, but we believe that the
people we have working for Intinity are
assets. Having two general managers means
that you have twice as many assets. The
people we have are what make this com-
pany successtul. When we look at the op-
portunity of having two Radio stations in
the same market, we don't view the general
manager’s salary as a disadvantage. We
view the general manager as somebody who
is going 1o help us make a lot more money.
INK: Are there any ways in which consolida-
tion can be effective?

KARMAZIN: That option always exists, but
once you make a cut, you can't make it
again. ltyoueliminate the general manager's
salary you save that amount of money, but
you can't do it again next year. Our view is
that Radio has a high degree of fixed cost
and relatively low variable cost. Once you
get beyond your fixed costs, roughly 80
percent in excess of that falls to the bottom
line. Therefore, it you're able to generate a
million dollars in incremental revenue, you
can increase your cash flow by $800,000.
And we believe that, by having scparate
staffs and general managers, we can gener-
ateincremental revenues much greater than
the savings we could realize by cutting a
salary. We also have yet to implement any
back-office consolidations, because every-
one who works for us adds value to our
shareholders. We also believe that it is in
the country’s best interest not to reduce
employment. We don't belicve that it was
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the intention of the govern-
ment when they were decid-
ing to change the ownership
rules to find out that the net
etfect of changing those rules
was to reduce employment.
We're proud of the fact that in
every market where we have duopoly, the
total number of people employed is far
greater than it was before we got there.
INK: Butin some respects don’t you operate
and sell your stations in tandem?
KARMAZIN: We share a lot of information
between ourstations, and we do coordinate
our selling activities at the stations where it
makes sense. For example, the sales depart-
ment at WFAN, which has a male 25-54
target audience, is in constant dialogue
with K-ROCK which has the similar 25-54
male demographic. They are constantly
coordinating pricingand helping each other
to maximize Infinity's revenues in the mar-
ket without having one salesman selling
both Radio stations.

INK: The big duopoly question remains
whether one plus one equals two. Is that
important in your management equation?
KARMAZIN: The main advantage when the
FCC changed the duopoly rule was that it
enabled companies to buy more stations in
bigger markets. The biggest advantage for
Infinity when the rules changed was that
we can own 18 FMs where previously we
couldonly have 12. People who have viewed
one plus one equaling more than that are
finding that when they combine their sales
staff, it hasn't proven to be the case. |
believe we're seeing some people benefit
from being able to fire a general manager,
but we can only wait and see what they can
do next to generate more revenues.

INK: In the past year you opened some eyes
by paying hefty prices for a few choice
stations. While you can justify paying those
prices in a simple cash-flow multiple equa-
tion, can you see a point where duopoly
values become as absurd as some of what
we saw in the late 1980s?

KARMAZIN: First, | wish | was able to buy
every one of the Radio stations fora lot less
money. It's not like we like paying that
much, but we like to buy blue-chip proper-
ties, which tend to have a lot of cash flow.
And that makes them worth lots of money.
Certainly, duopoly has helped on the pric-
ing side because it increased the number of
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potential buyers.
Forexample, prior
to duopoly we
wouldn't  have
been able to buy
KRTH-FM in Los
Angeles. Theonly
people who could
have bought it
were companies
not already in that market, and most of the
major players in the business are in L.A. So
the seller would have been forced to find
somebody in a smaller tier, and the price
might have been different. Even so, many
of the major players in Radio have yet to
aggressively pursue acquisitions, but if they
did it would be beneficial to the industry —
and we probably would see a great impact
on pricing.

INK: How serious are you in petitioning
Congress to lift the ownership caps, or at
least raise them?

KARMAZIN: Youknow, | really have noidea
where that story came from, but | can figure
it out. Generally, however, we agree with
the FCC's original
vision to have no
limits on owner-
ship ... or maybe
50, if that would
ease the concerns
of Congress. It's
important to un-
derstand that Ra-
dio is a local me-
dium, andlitting the ownership limits would
not resultin restraint of trade or concentra-
tion of power, just because somebody would
be able to have a bunch of Radio stations in
abunch of different markets. The FCC and
Congress dealt with community domina-
tion by imposing the 25 percent ownership
caps, but what difference does it make if
someone owns 20 Radio stations or 30?
There is no limit to the number of newspa-
pers that a company can own, and that's a
local medium, too. If | were in Congress |
would be more concerned about the one
newspaper in a market than | would be
about a corrpany that owns 20 or 30 sta-
tions in a number of different markets.
INK: Have you been speaking with members
of Congress about this issue?

KARMAZIN: Anytime | can, whenever | can.
I've urged our general managers to do the
same thing.

INK: Speaking of the FCC, are you at all
concerned with the petitions that have been

filed to deny your purchase of either KRTH
or WPGC in Washington?

INDECENT PROPOSAL

KARMAZIN: Section 504-C of the the Com-
munications Act says you can't use any
unadjudicated claims against a licensee for
the purpose of dealing with ownership.
Because we think that the Commission is
incorrect in its assessment of its indecency
fines, Infinity has never paid one. We feel a
need to follow due process, and we have
seen a couple transactions slow down be-
cause of that. Now, there are a few indi-
viduals who say that, because we have
broadcast material that the FCCbelieves to
be indecent, we should not be permitted to
buy Radio stations. We have a legitimate
First Amendment disagreement with the
Commission, and we should not be held
hostage while this issue is resolved. And
until we have been found to have done
something wrong, we shouldn't have our
transactions delayed.

INK: Do you ever get tired of being the point
person on the issue of indecency?

‘We have a legitimate First Amendment
disagreement with the Commission, and
we should not be held hostage while this
issue is resolved.’

KARMAZIN: Do | ever get tired of it? | don't
like it at all. Our company s against inde-
cency. We do not believe that indecency
should be on the airways, even in the time
period where the FCC has said that there is
asafe harbor. Our policy is we don't broad-
castindecency,and we don't want tobroad-
cast indecency. And we don't believe that
the Stern program is broadcasting inde-
cency. Howard may say things that offend
people, he may say things that are in bad
taste, and he discusses sex, but we don't
believe it is indecent. There is a big differ-
ence between dealing with something that
is in bad taste and something that is inde-
cent. The indecency definition is a vague
standard to which we are trying to con-
form. Unfortunately, when people think of
Infinity they think of the disagreements we
have had with the Commission on the
subject of indecency. They don't talk about
the things we have been doing with our
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Congratulations, Mel, on being
Radio Ink’s Executive of the Year.

Katz Radio Group. The best.
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Radio stations and the community service
we've provided. All we are getting isa lot of
publicity when one listener complains that
Howard is broadcasting indecency.

INK: Can you envision a specific definition
that the FCC could hand down that you and
Howard would be able to live by?
KARMAZIN: Absolutely. It used to exist.
Whenwe hired Howard, he wason WNBC.
We went to the FCC and spoke with the
head of the Mass Media Bureau, who as-
sured us that as long as a person did not say
the seven dirty words, he would not have
any trouble from the FCC. So we hired
Howard, who doesn't say the seven dirty
words. As a matter of fact, there has never
even been a claim that he's aired one of
those words. Then, back in 1987, the Com-
mission redefined the definition of inde-
cency to make it broader ... and 1 don't
disagree with that, because there are things
beyond those seven dirty words that could
be indecent. But clearly, the FCC has said
that therc is no taboo to discussing sex, so
what we don't understand is how Howard
can be considered indecent, when Geraldo
— whose material is much more graphic —
isnot. | don't mean to imply that Geraldo is
indecent; wesimply don't think thereshould
be the double standard. Rather than be so
vaguc, the FCC needs 1o give ussome more
guidance so we can understand specifically
what we can and cannot do.

NET WORTH

INK: Let’s take a look at the network side of
your business. You took over management
of Unistar earlier this year, and you currently
have a deal pending with Westwood One.
Tell us how the Unistar deal came about.
KARMAZIN: Infinity had made itknown that
we liked the programming distribution
business. On the television side of things
we were seeing an awlul lot of companies
that provided stations with programming,
and those companies are financially very
successtul. Our vision was to do the same
thingin Radio. We had some conversations
with Unistar and were able 10 work out an
cquity position in Unistar. Unistarisavery
exciling company for us, because in addi-
tion to having cight 24-hour formats, it had
alot of special programming. We also used
Unistar 0 syndicate G. Gordon Liddy,
which is now in almost 200 Radio stations,
and we began to simulcast Don Imus. The
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key is that there are all
these Radio stations
around the country who
can'tatfordtohirea Rush
Limbaugh or a Howard
Sternora Larry King, so
in order to get that kind
of quality programming
they're going to have to
get it from national syn-
dicators. Since our stations tend to place
most cmphasis on local sales, we figured we
could hedge our bets by havinga vehicle in
which we could share in national advertis-
ing.

INK: But the network business suffered
significantly in 1992. Do you think it has
rebounded enough to remain healthy, or are
you prepared to weather it out if there is
another economic slump?

KARMAZIN: Through the first three quar-
tersof ‘93, network Radio was up 6 percent.
Just to give you an idea, newspaper was up
4 percent and television was up 4 percent,
while local Radio was up 8 percent. We
think that the opportunitics will existin the
combined resources of Unistar and
Westwood Onc for us to provide advertis-
ers with opportunities that they hadn't
had before.

INK: How will Westwood One be structured
once that deal is finalized?

KARMAZIN: Westwood One has some won-
derful assets, including the people who
work there. While

Unistar has CNN
News, on the
other hand

Westwood One
has Mutual and
NBC, with some
great namesinthe
Radio news busi-
ness. Through Unistar we've been able to
distribute G. Gordon Liddy, but on the
Westwood One side, we have Larry King,
Casey Kasem, and Pat Buchanan. Unistar
has done a good job of having a strong
positionincountry music, while Westwood
One does a great job in the rock 'n’ roll
componentof thebusiness. Westwood One
has some very strong programming talent
with a very strong library that fits very well
with the library of Unistar. So while Cap
Cities/ABC will continue to be the largest
company in the network business, we think
Unistarand Westwood One together have
some incredible assets that will provide
stations the programming they need while

allowing advertisers to
reach the audience more
effectively.

INK: What happens with
Norm Pattiz?
KARMAZIN: Norm will be
chairman of the board
and he will become
richer than he is today.
INK: Previously you men-
tioned the criticism that syndicated pro-
gramming diminishes the localism of Radio.
Do you think this notion of localism is
warranted, or is the nature of the industry
changing.

KARMAZIN: There always are going to be
somc stations that are going to have some
very strong local news, traffic, and weather.
But we also believe that there isa market for
Radio stations to provide stronger enter-
tainment. A lot of otherwise strong local
Radio stations can't provide the same kind
of entertainment programming that we are
able to provide The Radio business is very
fragmented, and we think there will be
room forall types of Radio stations— those
that are strong locally, and those that can
operate more efficiently by getting stron-
ger programming on a national level.

INK: How do you think the introduction of
digital Radio will affect the marketplace?
KARMAZIN: We believe that in-band, on-
channel would be in the best interest of the
Radio industry, and we also do not envision

‘I dont see any advantage to satellite DAB. Who
needs more programming choices? There arent
enough advertising dollars to support it ...’

that we will ever be in the business of
delivering programming that won't be on
Radio stations. It's important to note, how-
ever, that we have done extensive research
and we're finding no indication that the
consumer is listening to FM Radio less
because the quality isn't there. In fact, our
most recent research showed that Radio
listening is at an all-time high. Therefore,
I'm not sure that the marketplace has any
interestin digital Radio. Now, in noway am
[ suggesting that broadcasters should stand
in the way of technology. We must em-
brace it, if there is a reason for it. But with
the exception of those who would like to
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Different markets... different circumstances... one common gcal... IMMEDIATE RESULTS!

These GM's realized that it takes a
lot more than “the lowest price” or
even a “good idea” o win foday.
Because they sought the highest
refurn on their investment, they
hired Broadcast Direct Marketing.

Dave Kendrick's phene call
ultimately resulted in « CUME
jump from 249,500 to
365,800 in San Frandsco...
one of the most competitive
redio markets in America.

S0, as you look for your next
CUME, TSL and/or revenue driven
campaign, call us first. We'l

BROAD CAST
DIRECT

MARKETING INC.
DIRECT MAIL » TELEMARKETING  DATABASE

deliver a free market profile....
and confidentially work fogether
with you to evaluate your goals.

MIAMI 305-858-9524 + CHICAGO 708-382-5525  LOS ANGELES 818-782-9524

Circle Reader Service #113
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manufacture digital Radios, docs everyone
want tothrow away all their Radios and buy
new ones so that they can listen to digital
audiowhile they're driving 50 miles an hour
on a noisy highway?

INK: Do you see a threat coming from
satellite-delivered DAB?

KARMAZIN: | don't sce any advantage to
satellite DAB. Who needs more program-
ming choices? There aren't enough adver-
tising dollars to support it, even if the FCC
does approve it. Without the tinancial re-
sources Lo make it profitable, it won't be
possible to deliver programming on a na-
tional level.

INK: You often have said that you intend to
remain strictly in Radio. Is that still your
game plan?

KARMAZIN: Yes. Wehaven'tfounda business
that is nearly as good. As | like 1o say to our
investors, Radio is the fastest driver on the
clectronic superhighway — and [ sce no
reason why we should be going into other
arcas. At this point, we have no plans, or
interest, in expanding into other areas.
INK: There are rumors that you have been

kicking the tires of a Radio rep firm or two.
Do you have any intentions of buying one?
KARMAZIN: | saw that in print and my
secretary and | were hysterical. Basically,
that is not a business that a broadcaster
shouldown. I think Intinity would certainly
considerstartingourown rep firm, butif we
did the purpose would not be to divert
dollars from other Radio companies. There
would always be that skepticism of "Gee,
maybe Infinity is going to divert moncy
away from my station and give it to their
own.” It just isn't worth being in that busi-
ness. Instead, what we would be more likely
to do would be 10 take our 25 Radio sta-
tions, which would have a very substantial
amount of national billing, and just start our
own rep firm. We even have a name for it,
ano-brainer: Infinity Radio Sales. We think
the "IRS" identification has a nice ring to it.
But it's really not on the front burner right
now, because we're very happy with the job
Intcrep has been doing for our Radio sta-
tions. As long as they continue to serve our
Radiostations well, we would see no reason
o open up our own company.

INK: Earlier you mentioned the telecommu-
nications revolution. How do you see Radio’s
role in all of this?

KARMAZIN:
| think most
people
wouldagree
that Radio
comes out
the best, or
at least very
strong. Ra-
dioisgoing
to be the
bencficiary for advertising tor all of these
500 programming choices. We're already
seeing it at most of our stations, where the
largest category of advertisers has become
either the television stations or the pro-
gramming syndicators. 'n a fragmented
world, they nced to tell listeners that their
programming is on. Also, we believe that
people are going to spend increasing
amounts of time out of the home. Traffic is
getting worse, people are living farther
away from work. Fortunately, Radio is the
best advertising mediurm to reach thesc
people. | am widely known to love traffic;
no one has ever hcard me complain when
I'm stuck in a traffic jam. Because when I'm
stuck ina traffic jam, I think of how our cash
flow is growing. =]

Our Clients Know

and have for three years...”

-Diana Coon, General Sales Manager, WMAN/WYHT, Mans,

The Griffin Reports provides quali-
tative research tailored to your
market. It's original research that’s

e - -
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CLICIN
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Griffin Works!

“Any service that gives you more than 10 times return on invest-
ment is a smart purchase. That’s why we use the Griffin Reports

ST =

flexible and affordable. And best of
all, our clients know it works. Call
Craig Harper for more information.

Sales Office: 5910 Mt. Moriah Suite 113-257 Memphis, TN 38115 1-800-723-4743
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How much effort do you
ut into evening, overnight

¢

weekend programming!

Announcing live, satellite-delivered programming from Music Channel One.

Save money by reducing personnel and programming expenses!
No network commercials to air!
No minimum programming to clear!

It’'s a proven winner ...

' London Bridge
Broadcasting., [ne.

|4 20Q1 Industrial Boulevard
l'. Lake Huvasu City, Arizona 86403 © (602; 855-4098

Deceaber 8, 1993

i
|

I l

[ TO: The Music Channel One Gany
[ From' Havasu's "HOT 10!"1
b

|

|

[

RE: Your incredible TOP 4O/CHR format!

As ywu can tell by the great msouct of relephone rejuests from

liateners ir my town cvery single night, your programm.ng is

phensmenal . ..they love it (and so do wel).

i We are a "live” CHR operatian and we suffered from the very real

l problem with what to do, inexpensively, wirh evenings, overnights
and veekends without mufferimg any loss in our "hot™ suund! MC-|

cerzainly took care of that problem 100T.

f
d 1 was very pleased to read in Billboard magazine about the receat

l . upswing in TOP 40/CHR muaic listening. It clearly validates exactly
{ what we (and you) alrsady keew! Always on the cutting cdge, aven't

ve?

Keep up the good work 1f anyone wants to call me and ask about
MC-1 please tell them to do se. I'm your biggest supporter (and

4 LL&‘M.

President /General Marager

KBBC s 101.1 « KFW ] am 98
LU .

Music Channel One is represented nationally by Executive Broadcast Services.
Call today for additional information. Market-exclusive.

(800) 800-0107

CHANNEL

- ONE

Circle Reader Service #115




Yotn Cur Setvér Celebeation!

MARCH 2 - 5, 1994
Opryland Hotel

Nashville, Tennessee

Register Now!

Registration Deadlines: "Early Bird" through January 7, 1994
Regular Registration: January 8 through February 4, 1994

Late Registration: February 5 through On-site

The COUNTRY RADIO SEMINAR is presented by
COUNTRY RADIO BROADCASTERS, INC.
FOR INFORMATION CONTACT: 50 Music Square West, Suite 702, Nashville, TN 37203-3227
(615) 327-4487



BARTER FOR YOUR
HARD CASH EXPENSES

Are you spending $$$ on...

® Billboards ® Hotel Rooms
® Bus Signs e Contest Prizes
® Printing e Sales Incentives

® Production Library

Then you need to call:

West End Media Group

T.J. Donnelly or Thom Vance

o S1T5954550

THIS SPACE COULD BE
GETTING RESULTS 1|
FOR YOU ... |

“Advertising in Radio ink’s Showcase
has exceedec our hopes in bringing
in new revenue.” — Thom Vance,

West End Media Group

Call

407-995-9075
E Today! |

FREE |

Trial Offer!

Over $7,000,000 in Station
billing already generated!

Hiney Wine generates:

* Ratings * New Revenues
* Promotions * Great Comedy

For a FREE TRIAL call
T.J. Donnelly or Thom Vance at

817-595-4550
West End Media Group

e ————————— ]

West End Media Group

1O ADVERTISER 4T

Representing

only the best

in broadcasting.

Call us fer

additions| infformation
on how these companies.
can improve your statien,

BARTER FOR YOUR

(800) 800-0107

{ HARD CASH EXPENSES

Are you spending $$$ on..

I

I

I

|

l

® Billboards e Hotel Rooms :
® Bus Signs e Contest Prizes |
® Printing e Sales Incentives |
® Production Library I
Then you need to call: :

!

I

I

|

T.J. Donnelly or Thom Vance

817-595-4550

THIS SPACE
AVAILABLE NOW

Call
407-995-9075

today!

Radio’s most successful feature ever!

Station’s have earned over $7,000,000 and
counting.
HINEY WINE’S CAUSE AND EFFECT FORMULA:

, . CAUSE:
Heightens Listeners awareness
of Station

EFFECT:
Increases Revenue

For Hiney exposure...
Call Thom (817) 595-4550

——— e __F ]

é WANTED!
Bartered Radio Time in
Florida!

Also need time in other specific markets.

Call Thom Vance
(817) 5954550

Representing
only the best
in broadcasting.

| Call us for

additional information
on how these companies

can improyve vour statwon (800 800-0107



COPY CLIPS

Below are nine different Radio Spot copy ideas which have been used on the air successfully in various markets. Simply cut

out the cards, put them in a filing box and use them as a reference for tried-and-true copy ideas. Send your great Radio spot

copy by fax to 407-995-8498, or mail them to: Radio Ink, Attn.: Copy Clips, 8000 N. Federal Highway, Boca Raton, FL 33487.
Please remember to include the copy category, client’s name, your name, title, station and whether the spot is :30 or :60.

NIGHTCLUB

:30 EAST 40TH LOUNGE

Ann: Some pubs try to show you a good time ... but
fall short. (sfx: Rock music playing under) Club D):
(Muffled voice) Welcome to Lucky Larry’s! Tonight’s
your lucky night, guys! We're giving away a tub of
peanuts and a beautiful mood ring! Ann: Tired of
those cheesey bar giveaways? The bad music? Well,
get together with the gang at the East 4oth Pub. Enjoy
good music from Hume Eyefurd, on stage this
Thursday through Saturday at the East 4oth. No cover
charge. There’s a table waiting for you at the East
4oth Pub in the Eastview Shopping Centre.

Morris Brese, CKGY-AM/CIZZ-FM, Red Deer,
Alberta, CN

RADIO
INK
EEE Ey BEES BT e G SIS B GEES BNy B S

RESTAURANT

:30 DINO’S

Ann: The Smorgason family, on their way to Dino’s.
Girl: Mom! Trevor's drawing on the window. Boy: Am
not! Girl: Yes, you are! Boy: Mom! She’s bugging me!
(sfx: car tires screeching to a halt) Mother: You guys
stop fighting, or we're not going to Dino’s. Boy & Girl:
(together) OK, Mom. Ann: Families like the Smorgasons
keep coming back to Dino’s. They get two pizza or
pasta dishes for the price of one. And Dino’s has a full
menu for Mom and Dad. Good prices ... good food.
Dino’s Family Restaurant, downtown Red Deer. Girl:
Mom! Trevor's blowing bubbles in his pop. (sfx:
gurgling)

Morris Brese, CKGY-AM/CIZZ-FM, Red Deer, Alberta,
CN

RADIO
INK
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PRINTERS

:30 HOSPERS & BROTHER PRINTERS

Why should | have Hospers & Brother Printers do all
my printing? Well, you can do your printing by hand
if you want, but your hand is gonna cramp up after
just a few copies. It’s hard to write really, really small
and frankly it takes a real long time to do 1,000 copies
by hand. But don’t worry, Hospers & Brother Printers
has a huge army of tiny workers who make fabulous
copies and are totally dedicated to their craft.
Hospers & Brother Printers ... We put zip in your print!
Tom Suter, KCJ) Radio lowa City, 1A

RADIO
INK

FURNITURE

:60 WANDA’S FURNITURE

(Music under) Anncr: And now, the continuing story
of All My Furniture. Female: (sobbing) Ch, | can’t
stand it anymore! ... Male: There, there Gabrielle ...
what’s wrong? Female: (sobbing more) Oh Victor, it’s
our furniture ... it’s getting old and ... stale. (sobbing
hysterically) Male: Everything’s going to be all right.
we'll get new furniture — from Wanda’s Furniture.
Female: (calming down) Oh Victor! Male: Wanda’s has
the lowest prices on excellent quality furniture. They
have beautiful sofas, recliners and antigue reproduc
tions as well as lovely dining room and bedroom sets
...and, we can custom-order at Wanda’s Furniture as
well! ... Female: (crying again) Oh Victor! Mate:
Darling, what's wrong? Female: (Hysterical) | can’t
bare to tell the news to our old furniture!!! ... (music)
Anncr: How will Gabrielle break the news :o her old
furniture? ... Find out next time on the continuing saga
of All My Furniture brought to you by Wanda’s
Furniture, 78-20 Lincoln Way West, Saint Thomas.
Jeff Wine, WCHA-AM/WIKZ-FM Chambersburg, PA

RADIO
INK
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REALTY

HARDWARE

:30 COLDWELL BANKER ANDERSON-BENDER REAL- l :60 WAYNESBORO AGWAY

TORS

Did you ever hear the rea! story about the old woman
who lived in a shoe who had so many children she
didn’t know what to do? Well, in the story, she wasn’t
given much credit. She knew what to do all right. She
calied Ann Lawyer of Coldwell Banker Anderson-
Bender Realtors. She told Ann that she wanted a
house with many bedrooms and a large yard with
room to run. Ann found her the perfect house and
sold the shoe to a man with soul. For your happily
ever after, call Ann Lawyer of Coldwell Banker
Anderson-Bender.

Rosemary Roelf, KCJJ-AM lowa City, |1A

Female: OK, do we have the grocery list? Male: Yep
... off we go! (sfx: car starting) Deep Vce: Hold it!!
Male: Oh no, it's our driveway again! Deep Vce: Hey,
it’s time to fill in my cracks and put a new coat of
Agway Driveway Sealer on me for the year. Hurry to
Waynesboro Agway because Agway coal and tar
driveway sealer is sale-priced at just $6.99 for five
gallons! it smooths, protects and preserves my
weathered surfaces and resists oil and gas! ... And it
costs just pennies per foot! Male: Sounds great, but
why do we have to hurry? Deep Vce: Tell ’Em, Henry!
Female: Oh no, not the car! Another Deep Vce: You
have to hurry because you'll get a free automatic car
wash at Town Center when you purchase five gallons
of any driveway sealer ... but it’s only for a very limited
time. Female: We should start on the driveway before
the weather gets bad ... Male: True ... Then we won't
have to worry about constant nagging from cars and
driveways. Female: Whoever started this whole thing
with talking inanimate objects anyway? Deep Vce.:
Waynesboro Agway. West Third and Cleveland Av-
enue, Waynesboro. Male & Female: We're going!

Jeff Wine, WCHA-AM/WIKZ-FM RADIO
Chambersburg, PA 2
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LANDSCAPING

:30 NITTERHOUSE CONCRETE

Female: Hey, let’s go to Nitterhouse for their big sale!
Male: Yeah! I'm dying for the great taste of a
Nitterhouse Candy Bar! Female: No, silly ... Nitterhouse
isn’t a candy bar. Nitterhouse Concrete. It's where |
get everything for the yard. They have big savings on
all planters, pavers, benches, landscape edging and
stonein stock! Nitterhouse’s sale is only four days, so
we have to go now! Male: (chewing) Sounds good!
Female: What are you eating? Male: A Nitterhouse.
Female: Oh ... my ... gosh. Anncr: Nitterhouse Con-
crete, Cleveland Avenue, Chambersburg.

Jeff Wine, WCHA-AM/WIKZ-FM, Chambersburg, PA

RADIO
INK

TRUCK DEALER

:60 LANDMARK NISSAN

(SNL characters Hans and Franz) Hans: | am Hans!
Franz: Und | am Franz! Both: And we're here to ...
(clap) ... pick you up! Hans: Ya! We can pick up many
things wit our rippling muscles, but when we need
help, we go to Landmark Nissan und get a hardbody
pickup! Franz: Ya! Und Landmark Nissan is bulging
with a gieat selection of popular, well-built Nissan
hardbody trucks! Hans: Ya! Landmark is getting ready
for truck monthiin July, but they want to start pumping
out the sales now! Franz: Ya! You can get a four-by-
two Nissan hardbody with cloth seats, dual mirrors,
carpeled passenger compartment und tinted glass
for as low as $6,788! Buy one now und hear me later!
Hans: Ya Only a girly-man would pass up a deal like
that! A man who needs his mommy to drive him
around, a cottage-cheese-buttocks person! Anncr:
Forrst Nissan is now Landmark Nissan. Stop by today
and chec< out the entire selection of Nissan hardbody
pickups. The new Landmark in town is at 330
Woodruff Road, just off the Motor Mile.

Richard Breen, WROQ-FM Greenvitle, SC

SEAFOOD RESTAURANT

:60 W.G. SHUCKERS
Robin: Batman, ever since we moved here from
Gotham City, | can’t seem to find a decent seafood
restavrant with a raw bar! Batman: Why, Robin,
haven’t you been to W.G. Shuckers on Woodruff
Road? Robin: Holy steaming scallops, let’s go there
for dinner tonight! Batman: Quick! To the Batmobile!!
Well, nere we are, Robin. Shall we try some oysters,
shrimp, and clams from the raw bar? They shuck and
cook themright before your eyes! Daily tunch specials
and nightly fish specials include Swordfish and Mahi
Mahi. Rabin: Holy catch-of-the-day! Batman: And if
you don’t like seafood, there’s steaks and chicken.
Robin: We should invite the Mayor and Catwoman.
Batman: Or better yet. Let’s have W.G. shuckers cater
a parly at Wayne Manor! Well, let's order. Might |
suggest the Lowcountry Boil? It’s a pot full of shrimp,
sausage, corn, onions, and new potatoes. Robin:
Holy All-1-Can-Eat! Anncr: Will Batman and Robin ever
finish the Lowcountry Boil? Will Catwoman have a
purr-fect evening at stately Wayne Manor? Find out at
W.G. Shuckers Restaurant and Oyster Bar, 1145
Woodruf* Road.

RADIO
Richard Breen, WROQ-FM Greenville, SC INK




All orders and corresponden=2 pertaining to this section
should be sent to : RADIO 1K, 8coo ivo-th Federal
Highway, Boca Raton, FL 33037

Call {407) 995-9075 or fex to (por)ges-8593. All ads must
be prepaid and if not paft by deadin2 may be subject to
cancellazion. Checks, Mestercard”,. Visar' and American
Express” cards accepted.

Deadline: Ten days before *he iesue dzte. Ads received after
the deadline will be placedin th followng,issde unless you
are otherwise notified.

Rates: Classified Listings (nonrdisp-ay). Penissue $1.50
per woro. Situations wantec: sy :a words are free,
additional words: $1.50 perword. 3lind Box: %15 perissue.
Word Count: Symbols sudt as &M G3V, Az, etc., count as
one word' each. Each abbr2viazion, siagle figure, group of
figures, letters and initials count as ore wesd. We also
count the phone number with a-ez cade anc he zip code
as one word. Rates: Classified Displey (virimum 1 inch,
upward in haif-inch incrementsk: $230 pe- ach. Blind Box
Numbers: The identities of RAD/® IRKK Blinc 8cx holders are
never revealed. When respanding t2 a alind biox, mail your
reply to the box number ¢/o RADW) INK, Booo Rerth Federal
Highway, Boca Raton, FL 33487. If ycu Jo n3 want your
reply to reach a certain company, s.mply irdicate the
company on the outside of gour envelope. IF the company
named on vour envelope corresponds with te box holder,
your reply will be discardec.

CATEGORIES:

SITUATION WANTED

SITUATICN WANTED PERSONALITY/TALENT
SITUATION WANTED NEWS

SITUATION WANTED PROGRAMMING AND PRODUCTION
HELP WANTED

HELP WANTED MANAGEMENT

HELP WANTED SALES

HELP WANTED ON-AIR

HELP WANTED TECHNICAL

HELP WANTED NEWS

HELP WANTED PROGRAMMING AND PRODUCTION
MISCELLANEOUS RELATED INDUSTRIES

HELP WAMTED BROADCAST SCHOCLS AND SEMINARS
EMPLOYMENT SERVICES

WANTED TO BUY EQUIPMERT

FOR SALE EQUIPMENT

STATIONS FOR SALE

SITUATION WANTED: MANAGEMENT

Broadcast Financial Professional F e CFO of
The Interep Radio Store and ASI Coremunica-
tions, Inc. now available for pzart-time or full-time
financial consulting; let me help with yous financ-
ing needs, set up your accounting systems or
help you with any other financial matters. Call
Vince Bellino at (D) 914-698-0900 07 tN} 914-698-
7614.

HELP WANTED: MANAGEMENT
Group Chief Financial Officer. Immeaiate opening
for pro-active Group CFO for an expanding nine
station radio group, headauarterec in Northeast
Wisconsin. Must have CPA certification wiih radio
experience. MBA not required. Responsible for
budgeting, cash management and implementing
financial systems. Reply to Blind Box 545 c/o
Radio Ink.

S

Replies to Blind Box numbers
should be addressed to:
Blind Box (#), ¢/c Radio Ink
8000 N. Federal Hwy.
Boca Raton, FL 33487

CLASSIFIEDS

0

JANUARY 3-16, 1994

1-800-226-7857
MISCELLANEOUS RELATED INDUSTRY

American Women in Radio and Television's
Careerline, a member service. proviges new job
listings each week to our 47 chapters nation-
wide. Call or write AWRT at 202-429 5102, 1101
Connecticut Ave. NW Ste. 700 Washington, DC
20036 tor more information.

Meetings & Seminars: The University of Co-op/
Vendor Sales Training. The on'y ongoing vendor
sales training course in the U.S.! In three days
you'll be vendorized! For information on upcom-
ing seminars call Kathryn Biddy Maguire, Presi-
dent/Revenue Development Systems.

Ron Balonis’ Broadcast Engineer's Computer
Toolbox makes a computer a technicat assistant
for an engineer. For details, write COMPUTER
TOOLBOXES, 118 Rice St., Trucksville, PA 18708
or call 1-717-696-1490 <300/12¢0,8,N,17.

Run PER INQUIRY advertising in unsold time and

make money with every sale. Fax your fax number
to THE RADIO STORE 812-847-0167 and get
complete kit by return fax. Several products,
always fresh. “So you don’t forget, call before
midnight tonight!!”

WANTED TO BUY

Djs! We buy 45s - 12” - LPs - CDs - Promos - Radio
Shows. Cash Paid! Call/Fax 716-388-0984. Liqui-
dating your stock? Call us!

Jazz Records Wanted 19505 & 1960s Jazz &
Vocal LPs. Top dollar paid. Jerry 801-277-7100.

STATION FOR SALE-

and profitable

Dominant FM for Sale
FourCorners Area station serving Cortez/Durango,
€o. and Farmington, NM with great duopoly
opportunities. Principles only call 602-623-7380.

i O
Think RINAI?Q

LISTING AD RATES 13 Issues 25 Issues
Listing (Name & Phone) $195 $300
Additional per extra line 65 100

BOX AD RATES
AD SIZES

1"

13 Issues

$ 975

25 Issues
$1,7%0

11/2" 1433 2,572

3,360

1,872

2 1/2" 2,291 4,112

" 2,691

3 4,830

3 1/21-

3,071 5,512

4" 3,432 6,160

'WANTED: Old AM Transmitting Tubes
They don’* hove to work,
they just have to look unique.
The funkier the better!

Call Radio Ink ot 1-800-226-7857

Classified
Ads

&
Directory
Listings

WORK!

RESOURCE DIRECTORY

COLLECTION CONSULTANTS
CCR=

e

1-800-32-REMIT

Media collections s aur orly business.
Fast resolution of ad sales
payment disputes.
NY locationAWorld-wide capabilities.
Superior track record.
| Call: George Stella, Attomnay. }

Faormer NBC/Katz/Petry Sales Manager.
Circle Reader Service #188

J

Resource Directory ...



RESOURCE DIRECTORY ......

StationBase ..1-800-359-2818 of 602-545-7363
Provides mailing lists on computer diskette or
labels of AM, FM and television stations in the
United States.

Jefferson-Pilot Data Services, Inc. ....901-762-8000
Offers computer software products for single/combo/
network radio to handle sales, traffic, accounting and
more. Contact Susan Harris for more information.

Register Data Systems .............. 1-800-521-5222
912-987-2501 Traffic, accounts receivable, ac-
counts payable, general ledger systems for racio-
television. Single or multi-user PC-based systems.

Tue Secrer's Qur—Digimat FurNITURE

ASTEALTH SErits A

PHONE 619/698-46 'iN FAX hl‘l/l 98-126.

Circle Reader Service # 176

Sentry SYStEMS ....ciciinniicisneens 1-800-426- 9082
or 206-728-2741 Compact Disc Automation for 24-
hour walk-away. Digital Commercial Audio Systems.

FINANCIAL/BROKERS

HEENU U
RESTRICTED
CASH FLOW

Circle Reader Service # 170

Gary Stevens & CO. .ovviivnneiienanees 203-966-6465
America’s leading independent radio broker.
Fax 203-966-6522

Satterfield & Perry, Inc. .....co..... 303-239-6670
Radio, TV and Cable Brokers, Appraisers, Con-
sultants and A/R Funding — nationwide.

INK 30

Star Media Group, Inc. ....ccoveeuee 214-713-8500
Radio’s Full-Service Financial Specialists. Bro-
kerage, Investment Banking and Merger & Ac-

quisition Consulting.

INDUSTRY ORGANIZATIONS

Country Radio Broadcasters....... 615-327-4487
Presenters of the Country Radio Seminar. For more
info call 615-327-4487. Fax 615-329-4492

NAB 1-800-545-5728
National Association of Broadcasters provides
management, research, legal, technical, sales
and marketing help to members, lobbies for
radio and holds the NAB Radio  Show.

NARTSH. cornecercecniccenees 617-437-9757
National Association of Radio Talk Show Hosts,
a non-profit organization of professionals en-
compassing all aspects of talk broadcasting.

PROMAX 213-465-3777
PROMAX is an international association of
professionals in the electronic media dedi-
cated to increasing the effectiveness of promo-
tion andﬂrketing.

RTNDA 202-659-6510
Radio-Television News Directors Association is a
non-profit, professional organization dedicated
to improving the quality of radio and television
journalism and defending the rights of radio and
television iournalists._ Fax 202-223-4007

We exist to help you make $$3$$

Call for Details
1-800-998-2153

Radio

Radio Advertising Bureau
Circle Reader Service #196

LEGAL

Protect Yourself.
Call the
Industry’s Lawyer.

BARRY SKIDELSKY

Attorney at Law

655 Madison Avenue
New York, NY 10021
(212) 832-4800

Think

Radio Ink!

COMPUTERS AND SOFTWARE FINANCIAL/BROKERS MANAGEMENT/SALES CONSULTANTS

Dave Gifford International...505-989-7007
Sales turnarounds and troubleshooting. In-sta-
tion and group owner sales training. Sales man-
agement & advertiser seminars. New account
sales and client development. Takeover counsel
to first station owners.

Star Media Group, Inc. ....cc...cuu... 214-713-8500
Radio’s full-service Financial Specialist. Investment
marketing and promotion.

MARKETING AND PROMOTION

ACTION AUCTION ......cocceeeeneaanannae 812-847-9830
Unique one day promotion trades merchandise
with non-radio advertisers and sells to listeners
who call and bid by phone. Complete package,
including auctioneer. Works in all size markets.
Over ten years in business. Make $15-$40K in one

w0010 0]
VECT

ING INC.

! MARKET

COMPLETE TARGET MARKETING,
SALES AND PROMOTIONAL CAMPAIGNS

 Dotabose & List Monogement
® Direct Moil ® Market Research ® Telemarketing

o Sales Cansulting @ Sweepstakes
® Medio Plocement o ‘ntegroted Compoigns
e (reative & Design Seivices
e Punting & Pant Production

2041 S.W. 3rd Ave. ® Miomi FL 33129-1449
Phone (305) 858-9524
Fax (305} 859-8777
Circle Reader Service #195

Broadcast Products, Inc. ......... 1-800-433-8460
Custom promotional vehicles and portable displays
for broadcasters. The Remote Booth™, Mastercruiser™,
Super Roving Radio™ amd Proset™.

“Money Machine”
Gives your station instant impact ...
Create excitement

with cash or
coupon promotions

Circle Reader Service #194

Communication Graphics Inc...1-800-331-4438
Your decals are one of the best visual images you
have that your listeners see each and every day.
Communication Graphics can offer you design &
consulting as well as great bumper stickers that
last. Producing a praduct you're proud of is one
of the most important things we do. It lets you
build instead of replace.

JANUARY 3-16, 1994



RESOURCE DIRECTORY......

! MARKETING AND PROMOTION [T s NETWERKS: - 1" - i PROGRAMMING CONSULTANTS

Creative Media Management, Inc.813-536-945¢C
Direct mail and telemarkering for rad...business
mailers, personalized letters, post cards, sweep-
stakes and database creation/management.

Sell your
products or servica
in Radio Inkd

RADIC STORE

"THE INTEREP

Selling Today... Innovating for Tomowrow

1-800-INTEREP

"Press 1 for the Ski Report,
Press 2 for concert information,
Press 3 for school closings,
Press 4 for traffic updates....."
Make $$8$ using a phone
line! The Telephone Info

System makes it easy!

HENRY ENGINEERING [

tel (818) 355-3656 fax (818) 355-0077 |
Circle Reader Service #198

Aluminum frame is 25%

lighter and 40% stronger
than the - =
10 x 10 or 10" x 20’ inc'udes [

a heavy duty carry bag.

Direct Mail, Telemarketing and Database Service.
Servirg the Broadcast Industry since 1981,

BILLBOARD & MEDIA PLACEMENT
We specialize in trade agreements.

Let us do your placements and
YOU KEEP YOUR CASH CLIENTS
We place Billboards, TV, Taxi-cab anc Bus sigrs.
Call T.). Donnelly at 817-595-4550

West End Media
Circle Reader Service #179
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Satellite delivered

CHR

service for $495 a month.
| ONE
" Yes, $495 a month!

America’s only sofellile delivered CHR service
Availabiz 6PM-6AM Mondoy-Friday cnd ail weekend!
Call Music Channel One today tor
lmamet availabitity. 1-800-800-0107

L—"

\/\
Circle Reader Service #193

PRODUCTION

¢ An amazing sales tool!*®
Phone 1/800-621-6949
0

Circle Reader Service # 182

Bob Wood 315-682-7446
A/C VOICEQVER SPECIALIST. Fax script (315-699-
8484) for tree demo cassette test drive. Limited
time offer.

Jeff Davis Productions ...........cccoeuenie 310-288-7944
The voice of |eff Davis (WLS/Chicago, K-EARTH 101/Los
Angeles) on your station’s promos. Fax 818-763-4800
PROGRAMMING:

Broadcast Programming .......... 1-800-426-9082
or 206-728-2741
Radio Music formats on CDs and tape. The local
alternative to satellite programming.

PROGRAMMING CONSULTANTS

Classified
Ads & Directory
Listings

WORK!

BP Consulting Group ........c...... 1-800-426-9082
or 206-728-274* Radio music format consulting.
Music and audience research.

J.R. Russ Programming & Research ... 215-494-0910
Specializing in CHR. Hot A/C, HITROCK® formats
and AM radio! AFFORDABLE CCNSULTING, DIARY
REVIEWS, IN-MARKET VISITS.

RESEARCH

Center fos Radio Information ...1-800-359-9898
Radio/TV statian databases, labels, radioscan.
Alliypesif'Arbitron analysis.Fax914-265-4459

THE INTE l{lﬂw)loj

Selling Today.. Innovating for Fomorrow

1-800-INTEREP

Stadien Radio Associates, Inc. ....319-365-0410
Spedalizing in AC and Lite AC programming...top
100 markets, limfted client base; highly individu-
alized service and attention. Fax 319-365-0567

THE I_‘\".H{Rl{lﬂ{:\.l)l() STORE

Selling Today... Invovating for Tamorrow

D&K Radio
Group W Radio Szles
Major Market Racio
MeGavren Guild Rzdio
The Torbet Rad:o Group

1-800-INTEREP
Fax: (212) 916-0772

10C Park Avenue

New vork, NY 12017

SERVICES

Accu-Weather, InC .....ccociinnieciimenew. 814-237-0309
The Workds' Weather |eader, 619 W. College Avenue,
State College, PA 16801 Fax: 814-238-1339

More

Resource
Directory ...

3l



RESOURCE DIRECTORY ...

FORMAT CHANGE?
NEED A LoGo Fast?
L0Go DESIGN
From $249!

We can offer you design & consulting
as well as bumper stickers that last.

Call Today!
Toll Free 1-800-331-4438

Circle Reader Service #183

THE BUSINESS OF BROADCASTING
IS FAXED MONTHLY, FREE-OF-CHARGE.
INFORMATIVE, TIMELY ARTICLES ON
RESEARCH, PROGRAMMING, SALES,
RADIO TRENDS AND MORE.
WRITTEN BY RADIO PROFESSIONALS.
FAX (719) 579-6664 OR
CALL (800) 8000107
FOR A SAMPLE ISSUE.

NO OBLIGATION!

EXECUTIVE BROADCAST SERVICES

Circle Reader Service # 187

R RADIO STORE

Selling Today... Innovating for Tomorrow

1-800-INTEREP

Comprehensive

Market Data
by the Editors of
The N Street Journal
536.95 ppd.
call:

(800) 248-4242

National Supervisory Network ...303-949-7774
Satellite services including digital audio net-
works, off premise control services, data net-
works and space time.

1994 EDITION

Remote Equipment Rentals ...410-252-8351
Hear 50-8000 Hz audio response from your
next remote for much less than costly TELCO
loops by renting GENTNER EFT-3000 or
COMREX 3XP/3XR

Skywatch Weather Center ....... 1-800-759-9282
Rain or shine, here’s a custom formatted, person-
alized and localized weather torecasting system
your audience will stay tuned for every day.

INIKC 32

SERVICES SPEAKER/TRAINING SPEAKER/TRAINING

Bill BUMON .....cceeeeeeearaencencanansaes 313-643-7455
Radio’s most enthusiastic speaker/motivator. Out-
standing sound and slide presentations on Ra-
dio. Fax 313-649-3180 B

Chris Lytle. ..cceeoeenericcenneceeeenaanens 800-255-9853
Power Selling. Chris Lytle’s newest video sales
training program. Call for details on both pro-
grams. Special pricing available NOW.

THE l:\‘fl'lfl{[{lﬂ{;\_l)l() STORE

Selling Today.. nnovating for Tomorrow

1-800-INTEREP

Dave Gifford International...505-989-7007
Sales turnarounds and troubleshooting. In-sta-
tion and group owner sales training. Sales
management & advertiser seminars. New ac-
count sales and client development. Takeover
counsel to first station owners.

Bob Weed, Master Trainer .......... 203-227-1762
RELATIONSHIP MARKETING MAKES BIGGER SALES!
Over 10,000 radio professionals trained in rela-
tionship marketing. “The best meeting we’ve had
in 20 years.” Sales department startups, turn-
arounds and advertiser seminars. Call today for
RADIO INK discount.

WHAT WOULD YOU
GIVE TO
DOUBLE YOUR
BILLING?

PAM LONTOS' PROVEN TECHNIQUES
WILL MAKE YOUR STATION MORE
MONEY...FAST!

* SEMINARS * SPEAKING * AUDIO TAPES

. =
3
4

!

"PAM LONTOS IS #1 AT TRAINING
NEW AND EXPEREINCED
SALESPEOPLE ... SHE KNOWS
WHAT WORKS ON THE STREETS AND
CAN TEACH YOUR SALESPEOPLE.”
— GEORGE GREEN,
KABC/LLOS ANGELES

714-831-8861

Circle Reader Service # 186

Revenue Development Systems ....... 617-689-0695
Co-op/Vendor training seminars and custom
consulting. The only ongoing vendor sales train-
ing course in the U.S.! In three days you'll be
vendorized! Call for information, locations and
dates. Kathryn Biddy Maguire.

SPEECHES/CREATIVE WRITING

Katy Bachman .........ccoeeeeereneesnenae 203/353-8717
Communications that work. Copy that compels.
Promations that build both your bottom line and
image. Experienced, published writer with more
than 13 years in broadcasting and morethan g years
in radio research promotions. Call now. Let me help
your station get its voice heard and remembered.

TRAVEL

Carlson Travel Network/Media Travel USA
1-800-283-8747
CTN Media Travel USA specializes in the travel
needs of broadcasters. Cal! to save time and money
on your next corporate meeting or incentive trip.

Classified
Ads

Direct
irecto

Lisﬁngrg

WORK!

If you've got a
product or service
that caters to Radio
management, talk to the
decision makers first in
the Radio ink Classifieds
and Resource Directory
listings!

Call

1-800-226-7857

TODAY!

JANUARY 3-16, 1994



“We affiliated with HOT COUNTRY
over a year ago
just to keep it out of the market.
Now we have it on the air
and

I'm glad we own it!

—Bob Gourley, General Manager :
KKCS/KIXX-FM, Colorado Springs, CO 4

‘77

,AI'OHE ORIGINAL 24-HOUR,
' * SATELLITE-DELIVERED,
N NEW COUNTRY FORMAT:

- Y~=HOT
=" COUNTRY.

rom -

. ums'urn #”
805-294-9000

Circle Reader Service #117
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EVENTS CALENDAR
1994

Jan. 14-20— National Association of Broad-
casters Winter Board Meeting and Legisla-
tive Forum, Carlsbad, CA. 202-429-5300
Jan. 29-Feb. 1—National Religious Broad-
casters Convention & Exposition, Washing-
ton, DC 703-330-7000

Feb. 4-5—Oklahoma Association of Broad-
casters Winter Convention, Oklahoma City,
OK. 405-848-0771

Feb. 5-6—Dan Q’Day’s PD Grad School,
Dallas. 310-476-8111

Feb. 7-8—Annual NAB Radio Group Head
Fly-In, Washington, DC. 202-775-3511

Feb. 9-10—Broadcast Cable Financial Man-

agement Association & Broadcast Cable
Credit Association Board of Directors Meet-
ing, Tampa, FL. 708-296-0200

Feb. 9-11—29th Annual Broadcast Cable
Credit Association Credit and Collections
Seminar, Tampa, FL. 708-827-9330

Feb. 13-14—West Virginia Broadcasters As-
sociation Winter Meeting, Morgantown, WV.
304-344-3798

Feb.16-19—Radio Y Musica Convention, Los
Angeles. 813-877-6615

Feb. 17-20—RAB '94 Managing Sales Con-
ference, Dallas. 800-722-7355

Feb. 21-22—2nd Annual Midwest Broad-
casters Conference & Broadcast Electronics

And Finish On Time And In The Money!

© st

ggﬁ:li"(‘egyATl(}seable names you did get
Database, Fast And are still waiting to be
Inexpensively. deciphered.

You know the impor-
tance of database mar-
keting.

But you're faced with
shrinking budgets and a
shrinking staff. And the
last time you tried to get

the database started,
it cost a lot of money,
but didn't get a lot

of results. In fact, the

Database building
shouid be ecasier for
you and your listeners!

KWIK START™ is data-
base collection through
the phone. All the infor-
mation you want from

your listeners, none

of the transcription for
you. Instant member-
ship in your loyal listen-
ing club. Transcription
within 72 hours.

To Get a KWIK START'™
call The Media Gallery
at 310-533-0855.

TRY KWIK
START " NOW!

1-800-487-7234

Circle Reader Service #118
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Expo, St. Paul, MN. 612-926-8123.

Feb. 21-23—Annual Great Lakes Broadcast-
ing Conference and Expo, Lansing, MI. 517-
484-7444

Feb. 26-March 1—NAB State Leadership
Conference, Washington, D.C.

March 2-5 —Country Radio Broadcasters 25th
Country Radio Seminar, Nashville, TN. 615-
327-4487

March 18-21— Broadcast Education Associa-
tion Annual Convention, Las Vegas. 202-
429-5354

March 21-24— National Association of Broad-
casters Annual Convention, Las Vegas. 202-
429-5300

March 24—National Association of Black
Owned Broadcasters 1oth Annual Communi-
cations Awards Dinner, Washington, DC.
202-463-8970 or 212-878-1558

April 24-28 —National Christian Radio Semi-
nar, Nashville, TN. 615-373-8000

April 27-30—Classical Music Broadcasters
Association Convention, Los Angeles. 415-
986-2151

May 11-14 — 4-A’s Annual Convention, White
Sulphur Springs, WV. 212-682-2500

May 22-25 —Broadcast Cable Financial Man-
agement Association and Broadcast Cable
Credit Association 34th Annual Conference,
San Diego, CA. 708-296-0200

June 1-4—American Women in Radio and
Television 43rd National Convention, Min-
neapolis, MN. 202-429-5102

June 8-11— PROMAX Intemational and Broad-
cast Designers Association Conference and
Exposition, New Orleans. 213-465-3777
June 16-18 — Missouri Broadcasters Associa-
tion Annual Convention, Branson, MO. 314-
636-6692

June 23-26—National Association of Radio
Talk Show Hosts Sixth Annual Convention
and Exhibition, Los Angeles. 617-437-9757
Aug. 1-4—TS2 Exhibit Industry Conference &
Exposition, Chicago. 703-876-0900

Aug. 25-27—48th Annual West Va. Broad-
casters Association Convention, White
Sulpher Springs, WV. 304-744-2143

Oct. 6-8—45th Annual Minnesota Broad-
casters Association Convention,Willmar, MN.
612-926-8123.

Oct. 12-15—Radio 94 Convention, spon-
sored by NAB, Los Angeles. 202-429-5409

1994 Arbitron Survey Dates
¢ Winter Jan. 6-March 30

* Spring March 31-June 22

* Summer June 23-Sept. 14

e Fall Sept. 22-Dec. 14

FAX YOUR ORGANIZATION'S EVENTS TO:

Events Calendar, c/o Radio Ink,
407-995-8498.
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Affordably Priced Easy 90-Second Set Up

Custom Designed Rooftop On-Board Generator

& Ground Effects Double Brite LED Message Signs
Built-in Pyle Speaker System Over 175 sq. ft. of Promotional
High Promotional Impact Graphic Space

PO. Box 2500 = 421 South Second Street = Elkhart, IN 46515 U.S.A.
{219) 293-4700 = Fax: {219)295-1711

1-800-433-8460
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Sales Managers

Is selling more than a mumbers gume
for vou? Huas your sales team evolved
from agency transactions to customer
partnerships?

Do vou hive the best, and then create
an environment that allows each
individual to reach peak performance?

Are you a winner who meets and '
exceeds goals reliubly? Does your ;
track record show that you always find |
away 1o succeed?

How many of your salespeople have
vou turned into marketers?

Do former employees still call you for
advice on important career decisions?

After creating your strategic plan, can
Yyou settle down to the duily routine of |
working your strategy without getting
hored?

Can you he one of the 50 best radio
sales managers in America?

NewCity Associates/The Center for Sales
Strategy is butlding its Talent Bank now for
both immediate and future openings for
highly-talented radio sales managers. If
you've had a desire to work with Steve Marx
and Jim Hopes as your consultants and to
grow your skills in Customer-Focused Selling |
and Tulent-Focused Management, this may
be your opportunity. We work with a short
list of America's very best broadcasters, and
we're looking for the besr sales management
talent.

Want to take the first step? Call Tom

Hatton at [-800-793-0451. He needsonlya
few minutes of your time. And it's all totally
confidential. |

Helping
broadcasters
develop
salesmanagement
salespeople and
sales

Circle Reader Service #120
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GRAPEVINE

Bound For Branson, CKTA
Lethbridge, Alberta, recently
sent listeners to the new coun-
try music capital. Shown (L to
r) CKTA’s Charlie Brown, cli-

ent John Keenen, winner

Alice Gregory, and CKTA’s

o First there was coun-
try music, then doz-
ens of theaters and
millions of tourists.
Now Branson, MO
has sprouted a 24-
hour Radio network.
The formatoffers live
personalities and special appearances
by the country musicstarson aregular
basis. The Branson Country Music
Network is available now. For infor-
mationcall Ron Nickell orDoug Raines
at 800-680-2261.

¢ Good show, old boy ... Audio producer
Bert Berdis has brought home two first-
place honors from the Fifth Annual Lon-
don International Awards for two spots
produced for DCC Philips and Friendly’s
Restaurants. This is the second consecu-
tive year Berdis has captured the top honors
at the London show. Berdisis also celebrat-
ing 20 years as one of the nation’s leading
Radio commercial producers.

¢ If you’re looking to do your morning show
from London, formerBBC engineerJohnnie
Dymock is offering “Wired For Sound”
remotes that sound like they're originating
locally. According to WGST Atlanta SM
Steve Youlios, "l woke up, tuned in and
thought this is fabulous, just like the stu-
dio.” For information call (+44) 81-442-
8900.

* MusicScan’s Tom McCarthy has left the
company to open ParaNMAX Radio Solu-
tions, a program consulting group. The
company will focus on AC, oldies and easy
listening formats. Forinforma-
tion, call 414-781-6071.

Murray Vair.

San Diego has released its calendar,

The Interep Radio Store has completed its
first RAP (Radio Apprenticeship Program).
Shown here are eignt “Rappers” who re-
cently graduated from the 13-week pro-
gram. The program prepped interns on
national sales, research, Radio operations,
agency operations and buyer operations.
Sad to say, but these kids got more training
than most Radio sales reps in the average
Radio station!

¢ A new home for Alchemy Communica-
tions and Universal Broadcasting. Put this
inyour Roledex: 1086 Teaneck Road, Suite
4F, Teaneck, NJ 07666-4853. Phone 201-
837-0400: Fax 201-837-9664. =]

Being avid “Raider Haters™ KUDL Kan-
sas City’s meming team of Dan Hurst
and Gloria Goadwin ran this biliboard to
psyche out the other team. They raised
the money on the air to pay for the
board. It was worth it ... making NBC
nationat news. The Chiefs won 31-20,
and of course, the station is claiming
credit.

featuring recording artists wearing station garb.

Proceeds go to a local children’s hospital.
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Sunday, March 20 - Thursday, March 24
Las Vegas Convention Center

INNOVATION
EVERYWHERE
YOU TURN!

Innovation is easy to find at NAB "94. It is all
around you.

You'll see it at the NAB '94 exhibition, where
800 companies will captivate you with the most
innovative broadcast and multimedia equip-
ment, products and services available
anywhere.

In the separate radio/audio exhibition hall,
you'll see the latest developments in radio
transmitter technology, studio and audio
equipment, consoles, CD players, digital pro-
duction workstations and digital audio tape
machines.

And, you’ll discover innovation in world-class
conference programs such as the Broadcast
Engineering Conference, the Radio Manage-
ment Conference, the Radio Advertising
Bureau Sales and Marketing Management Con-
ference, the Broadcasters’ Law and Regulation
Conference and NAB MultiMedia World. In all,
there will be 250 technical seminars and work-
shops from which to choose — each designed
to give you the knowledge you need to com-
pete and succeed.

REGISTER TODAY!

Call 800 342 2460, or 202 775 4972
or send a fax to 202 775 2146.

Get up-to-the-minute convention registration
and program details by calling the NAB '94
Fax-On-Demand service 301 216 1847 from the
touch-tone handset on your fax machine and
follow the voice instructions.

For exhibitor information, call Eric Udler at 202
429 5336.

JOIN NAB AND SAVE!

Save $300 on NAB '94 registration when you
become a member of NAB. For information on
member benefits, call 202 429 5400.

—
Formgn Boyer
Program



It Will Be A Cold Day In ...
Fairbanks as this unidentified KFAR
breadcaster does a remote from Ladd
Field, now Ft. Wainwright, (circz 1948).: y c

SEND US YOUR OLDIES!
We’re looking for old photos! (They will be retumed.) Send them to: “BLAST,” c/o RADIO INK, 8000 North Federal Highway, Boca Raton, FL
33487. Put your name and address on the back of each photo with “please retum.” Include a description of the photo and any people pictured.

ADVERTISER
INDEX

Representing BroadastDREtMANeling .S s e 55

Broadcast Products. Inc. o 35

only the best — R
W

Computer Concepts Corp. ......oouieivamececiaananae

5 . G il
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G o Creative Marketing & C ications Corp. 13
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ITC Corp./Digicenter 4
Katz Radio Group oy .23
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(800) 800-0107 Unistar Radio Hetworks ........
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“1 did it

. I thought
right from - impress%Q
the start by buying the

A cheapest hard disk
with system I could find.
After all, they all look
Comp uter the same! Their promises
Concepts’ sounded good and 1
DCS.” “" wanted to believe.

I found out promises come
cheap. But their system wasn’t
really cheap—not once you added
up the little “extras” it took to do the
bare minimum. And it still couldn’t do
all the things our station really needed.

I don’t sweat when it comes to our spot-heavy morning
drive or complicated LMA formats. The reason is simple: First |
did my homework. And then I bought a DCS hard disk system
from Computer Concepts. In fact, I bought several.
I found out the hard way, at 3 AM when the
system we bought crashed. And in morning
drive, when missing spots meant dollars down
- the drain. When 1 finally reached customer sup-
port, they said they were working on software they
thought would fix my problem, but they weren’t sure
And Computer Concepts customer support is when it would be done. Guess what I told them?

terrific. Their software experts can even Now I know better. We're getting a Computer Concepts
troubleshoot my DCS and upgrade the g

. ¢ DCS. 1learned a costly lesson: Get it right the first time.
software remotely, via modem. *  Call Computer Concepts first.

[ smile at the thought of multiple program formats and
satellite automation, live and live assist. I laugh at
complex spot rotations, two-channel crossfades with
simultaneous recording and networking to
traffic—they’re no problem for the DCS.

No wonder Computer Concepts DCS
has turned hundreds of stations
into happy customers. I'm glad

I'm one of them. Oh, 1 almost f “
forgot. The price was y I should
right, too. [ have

bought

( ' a DCS in

) Tl the first

¢ | place.”
';,'Fc'w

/and « Wrong Way

-l

p ¢S 0
' D Computer Concepts Corporation
r — 8375 Melrose Drive, Lenexa, KS 66214
Phone: (913) 541-0900 Fax: (913) 541-0169
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™moeEntury |

748 Highly researched and technically superior music
gnlddlsc libraries — the choice of over 3,000 radio stations

DIGITAL AUDIO around the world.

COMPACT
i CD Hits of the week for AC, CHR, COUNTRY,
URBAN and ACR.

DIGITAL AUDIO

Get our newest demo reel and find out why Gannett,

» / < ) ' '
1 l\ ‘» Lc’lllu&l)' Bonneville and others have turned to us for creative,
- AN cost-effective television production.
Television

See why we're so HOT!

The newest jingles for KIIS-FM, WMXV, KSCS, WPLJ,
Virgin Radio and many others. Delivered to your
station on CD. New demos available for all formats.

Our newest and hottest production library for radio.
All brand new hot tracks and production elements.
It breaks all the rules!

The best song parodies and comedy bits
released weekly on CD.

. . . . .
Our newest fully integrated automation and live-assist
Ulrimare y integ ive-as F
Di iTAI. system. New features and enhancements including
q ° “ audio controller with software-controlled audio levels
Studio and mixing

Powerful, easy to use music scheduling software,
Po'EnPlAv in use on over 500 stations.

For information call:
(800) TM CENTURY !

The World Standard®
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