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PUBLISHER'S NOTES

United We Stand, Divided ... 
Well, You Know

here has been a lot of contro­
versy surrounding the National Associa­
tion of Broadcaster's (NAB) move to com­
bine the fall Radio convention with the 
conventions of other communications as­
sociations, taking away the previous all­
Radio status of the conference. I'm not 
particularly pleased about the move and 
have stated my reasoning in a previous issue 
(Radio Ink, Sept. 20, 1993).

The result of the NAB's action has 
been a growinganti-NAB sentiment. Many 
have suggested to me that it is time for the 
return of the NRBA (National Radio Broad­
casters Association), a splinter group that 
merged with the NAB a fewyears backafter 
they were convinced that the NAB could 
provide Radio the leadership it had been 
lacking. Others have suggested new splin­
ter groups and proposed activities, which 
could damage the NAB.

I, too, have some beefs with the NAB 
and believe they need a wake-up call re­
garding the feelings and needs of many 
broadcasters. However, this does not justify 
the development of a new organization or 
the abandonment of the NAB. If anything 
is needed, perhaps it is for us to properly 

communicate our needs and frustrations 
repeatedly to the NAB and give them an 
opportunity to address them. If they don't 

listen, perhaps actions should be taken to 
revisit leadership within the NAB — but 
industry division would be a tragedy.

It appears that much of the NAB’s 
recent focus has been financially moti­
vated. Instead of asking the question, 
"What's good for the NAB?" the organiza­
tion should be asking, "What's good for 
Radio?" Radio needs active, dynamic, self­
esteem-building leadership from the NAB 
and all ears focused on the needs of the 
Radio broadcaster. The NAB sometimes 
appears insulated and isolated from broad­
casters other than the Radio "elite." What's 
best for the NAB isn't always best for Radio.

As an industry, Radio is growing and 
becoming a more sophisticated marketer. 
The medium's clout and visibility is at an 
all-time high with advertisers, buyers and 
consumers. For the first time, we've built 
strong momentum and stand to reap out­
standing possibilities. Creating internal 
strife and industry division will do nothing 
but lessen the industry's chances of success. 
The timing for talk of dissension couldn't 
be worse, yet this is also a time when strong 
Radio leadership is warranted.

Though I am opposed to the com­
bined Radio show, I believe it would be 
best to give the redesigned convention a 
chance. By October, we'll know if it 
worked. And consider the alternatives,- 
Having a combined convention may not 
be the best thing for Radio, but it probably 
beats the devastating damage from dissen­
sion and division.

Please use Radio Ink as a sounding board 
to make your feelings about NAB known. I 
welcome your letters. q
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Should salespeople evaluate their 
sales manager? And if so, how?

Dick Martin, GM Stan Webb, VP/GM
WCMI-AM/FM KHFI-FM/KPEZ-FM
Ashland, KY Austin, TX

Randy Hershoff, GSM 
WBRU-FM

Providence, RI

Jotonlyshouldthe 
sales department evaluate the 
sales manager, but here at 
WCM1 we evaluate each other, 
whether it be sales, program­
ming, engineering or C&A.

We have found it most 
beneficial to work with each 
other in the sales department, 
because as sales goes so goes 
the station, and sales are fore-

most to our small operation.
The sales manager here is 

responsibleforputting together 
sales materials, sales promotions 
and working with each sales­

person on various troublesome 
accounts. Each salesperson sets 
goals and is expected to reach 
them in accordance with 

management's budgeted sales 
lor the year.

We meet twice per week 
W'lhone^>ondevotedonlv 
‘^«Wh each other on 
^m^ithchents program.

lasts le« >k Onc ^ton

station ! ?” Radio

truly

to get along. mg
Si

.0. The ongoing 
evaluation of the sales manager 
is performed by the manager. In 
addition to making our revenue 
goal, other evaluation perfor­
mance points of the sales man­
ager include: the recruitment, 
hiring, training, motivatingand 
professional development of all 
our sales employees.

Each salesperson fully par­
ticipates in the sales planning 
process of the station. Our 
monthly, quarterly and annual 
revenue goals are all developed 
in a one-on-one setting with 
the manager, sales managerand 
salesperson reviewing each ac­
count. In that setting, we are 
also able to discuss any prob- 
k-ms and recommend specific 

improvements that manage­
ment believes will assist the 

s® esPeRon.Thesalesperson has 
'his opportunity to address the 

managerandsalesmanagerwnh 
sPct,bt Problems or suggestions 
that may improve employee 
relations.

Also, my office is an open 
door and any employee knows 
'hey can come in and discuss 
’"y Problem and know that I 
W|H a solution

T

am a strong proponent 
of allowing the sales depart­
ment to evaluate its sales man­
ager. Although I have not initi­
ated a written evaluation proce­
dure to date, I have emphasized 

an environment that fosters 
teamwork and open communi­
cation. It is common for ac­

count managers to tell me how 
they feel about my manage­

ment techniques. Rather than 
become offended by any nega­
tive feedback, I consider their 

opinions to be crucial to the 
success of the department.

Unlike the traditional rela­
tionship between sales manager 
and staff, WBRU’s relationship 
pays close attention to mutual 
needs. Account managers 
clearly understand what I ex­

pect oi them, and I make it top 
priority to learn about their 
needs. In fact, I distribute "Ex­

pectation of Sales Manager" 
forms to learn how to manage 
the individual. Without honest 
evaluation on the part of the 
sales staff, 1 have no way of 
knowing if J'm satisfying their 

"^eds. And isn't satisfying the 
needs of your salespeople as 

toponant as satisfying client 
ccds. |n both cases, the result 

ls mcreased revenue S

toger McDowell, GM 
KTCR-AM/KEGX-FM 
KUJ-AM/KNLT-FM

Tri-Cities, WA

11 find nothing wrong 
with salespeople evaluating 
their sales manager if it is part of 
a larger evaluation process. To 
simply offer an opportunity to 
evaluate your boss, can imply 
some problems that may not 
exist, unless this is a routine 

practice at your station.
The value of an evaluation 

from subordinates can be tre­
mendous. You should be able 

to see what perceptions exist 
between the various salespeople 
and their sales managers. For 
instance: Are you getting the 
coaching you need? Do they 
have the freedom to excel? Is 
the SM being negative in their 

management style?
While! would not use this 

information as a rule, it prob 

ably would shed enough ¡o1 
on a situation to give me a he P 
ful perspective. We can a use 
constructive feedback. Itsw a 
allows us to identify the areas 
that need more concentratea 
effort. Wearing as many hats 

we have to wear, a little ee^ 

back can go a long way •

tie edit.« ”
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NEWS IN REVIEW
Contest Hou
Would 
you be 
most 
likely to 
participate 
in a 
contest 
when you 
know 
exactly 
when the 
prize will 
be given, 
or when 
you know 
that it will 
be given 
some time 
between 
8 a.m. and 
5 p.m.?

Neither/wouldn’t 
s. enter Radio / 
\ contest /<

' Don’t 
mow/

Source

6o% 
Exactly 
when

FCC Returns Volley
In ‘Safe Harbor’ Contest

In what appears to be an accelerating 
(if not exhilarating) game of regulatory 
volleyball, the Federal Communications 
Commission has requested that a federal 
appeals court reconsider its rejection of a 
midnight-to-six “safe harbor” period in 
which stations are permitted to broadcast 
“indecent” material (Radio Ink, Dec. 13, 
1993). The congressionally mandated policy 
was rejected in November by a three- 
judge panel of the U.S. Court of Appeals, 
which found that the FCC’s midnight-to-six 
limit was not “the least restrictive method 
by which to protect children from indecent 
material... and did not take Into account 
listeners’ and viewers’ First Amendment 
rights. Currently, broadcasters are required 
to limit any “Indecent” broadcasts to the 
hours between 8 p.m. and 6 a.m.

In its petition fora rehearing, the FCC 
maintains that the “safe harbor” struck 
down by the courts significantly aides in 
shielding children from Indecent and/or 
explicit material. The Commission claims 
that Radio attracts a sizable audience of 
children listeners to Radio before mid­
night, and adults who wish to listen to 
“indecent” programming would only suf­
fer the inconvenience of having to stay up 
past midnight... or tape the broadcasts.

/16% 1
/ Between
8 a.m. & 5 p.m.

“ RADIO POLL
cs that shape RadioCO i Ci Pi li_______________________________________

; Radio Ink—Vallie/Gollup Radio Pollai 1,003 adulls, margin of errar+3%

Attorneys on both sides of the net 
have expressed the belief that the consti­
tutionality of this policy ultimately will be 
decided by the U.S. Supreme Court.

American IPO Terminated
The Radio industry suffered its first 

public casualty earlier this month when 
American Broadcasting System was forced 
to terminate its Initial Public Offering, filed 
last February. The $5 million IPO foun­
dered after ABS’s underwriters — Grady 
and Hatch & Co. and Texas Capital Secu­
rities — failed to place the stock, even 
afterthe closing date was extended. While 
the ABS stock offering was relatively small 
(as is the company), the question remains 
whether this unsuccessful IPO presages 
an industry trend. Probably not ... but a 
number of brokers and financial analysts 
have been telling Radio Ink that the 
window of opportunity is closing for broad­
casters who intend to enter the public 
markets.

FCC Judge Denies 
Henry-Backed CP

An FCC administrative law judge has 
denied McCoy Communications L.P.’s ap­
plication for a construction permit on the 
grounds that McCoy’s original backer, US 
Radio Chairman Ragan Henry, is not able

Ragan Henry

to concurrently 
cover all his finan­
cial commitments, 
judge Arthur 
Steinberg found that 
Henry had commit­
ted a total of $3.6 
million to fund mul­
tiple applications, 

but said Henry had reinvested all pro­
ceeds from the sale of two Radio stations 
and no longer had the financial resources 
to cover his obligations. The CP in 
Vancouver, WA, for which McCoy had 
applied, was awarded to Florina Weagant, 
owner of KKEY in Portland, OR.

Paxson Buys
American Networks

Paxson Broadcasting Chairman/CEO 
Lowell “Bud” Paxson has purchased a

Lowell “Bud” 
Paxson

majority interest in 
publicly traded 
American Network 
Group for approxi­
mately $2.5 million. 
The deal includes 
ANG’s Radio net­
works in South Caro­
lina and Tennessee, 
the Florida Sports 
Network, numerous 
“ad hoc” networks 

carrying a variety of college football and 
basketball games, and Radio stations in 
Cookeville, TN, and Ocala, FL. Paxson 
owns 14 Radio stations throughout Florida, 
as well as the Florida Radio Network.

Jerry Brown Hits the Air
Former California Governor and presi­

dential candidate Jerry Brown has thrown 
his hat into the talk Radio ring. His daily 
two-hour talk program debuts Jan. 31 from 
Oakland, CA over the Marlboro, MA-based 
Talk America Radio Network, and will be 
aired live from 4 p.m. to 6 p.m. Pacific 
Time (7-9 p.m. ET). Talk America’s Tom 
Star says the concept originated after 
Brown was a guest on the network’s 
syndicated program with columnist Jack 
Anderson, and expressed his interest in 
hosting his own talk show. The network 
expects some 50 stations initially will carry 
the show, which the former governor 
expects to go head-to-head (in a manner 
of speaking) with conservative host Rush 
Limbaugh. First question: Will he have the 
same 800 number as last year?

10 ►
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infinity Broadcasting And CBS Rad» in Virtual Tie 

For 1993 Group Revsnuss

Infinity Broadcasting and CBS Radio 
tied as the top-billing Radio station groups 
in the United States, according to the 1994 
Duncan’s Radio Market Guide. Duncan

estimates that Infinity’s stations billed 
$243.5 million, and CBS’s stations had 

revenues of $242.6 million, in 1993, a 
statistical dead heat. If the FCC approves 

the transfers of KRTH-FM Los Angele, 
WPGC-AM/FM Washington to Infinire S 

company should emerge as Radio’s ton 
biller. Duncan expects Infinity to bill more

Top 15 Highest-Billing Groups In 1993 
(based on estimated revenues)

Top 15 Highest-Billing Stations m 1993
(based on estimated revenues)

1993 Rank (’92 Rank) Group Revenues

1 (4) Infinity $243.5 M

2 (1) CBS Radio 242.6 M

3 (3) Cap Cities/ABC 215.5 M

4 (2) Westinghouse 212.2 Ml

5 (15) Shamrock 118.6 M

6 (5) Cox 116.2 M

7 (7) Evergreen 110.0 M
8 (6) Viacom 103.5 Ml

9 (8) Bonneville 95.0 M
10 (12) Susquehanna 81.3 M
11 (10) lacor 796 Ml
12 (9) Great American 75.6 Ml
13 (13) Greater Media 73.2 Ml
14 (11) Gannett 72.5 Ml
15 (16) Clear Channel 68.9 Ml

1993 Rank
1
2
3
4
5
6

7
8
9
10
11
12
13
14
15

Revenues
WGN Chicago $39 6 M
WFAN New York 35 0 M
WINS New York 3o;o M

KABC Los Angeles 29.8 M
KOST-FM Los Angeles 29.0 M
KLOS-FM Los Angeles 28.6 M
WLTW-FM New York 26.5 M
WCBS-FM New York 26.0 M
KRTH-FM Los Angeles 25.7 M
KGO San Francisco 25.6 M
WXRK-FM New York 25.0 M
KIIS-AM/FM Los Angeles 24.0 M
WCCO Minneapolis 23.7 M
KTNQ-AM/KLVE-FM Los Angeles 23.1 M
KNX Los Angeles 22.3 M

SALES 
TURNAROUNDS!

SALES. MANAGEMENT r SALES TRAINING 

NEW ACCOUNT SALES AND SEMlNARs
TAKEOVER COl iNcci CL|ENT DEVELOPMENT 
_ VER COUNSEL TO FIRST STATION OWNERS

Ä-santafe.nm

than $300 million in ’94.
The Tribune Company’s flagship 

station in Chicago, WGN, remains the 
top biller among individual stations, 
with revenues of $39.6 million in 1993; 
Infinity’s WFAN New York is close 
behind with sales of $35 million. The 
highest-billing station outside the top 
10 markets was WCCO in Minneapolis 
($23.7 million). WLW Cincinnati was 
the highest biller outside the top 20 
($16.5 million); the highest billing sta 
tion outside the top 5° mar.^ts .waS 
WAMZ-FM Louisville ($7-2 million).

CBS Radio Acquires Rights 
To 1998 Olympic  Winter Games

As part of an Radio
Radio Sports has acquired the U.S. 

broadcast rights to the
Winter Games in Nagano, J P vj_ 
combined rights fee f°r Ra^°dio waS the 
sion is $375 million. CBS
exclusive Radio broadcaster and 
Winter Games in Albertvi e, . repOrts 
this year will air over 3?°/ckey fyom the 
plus live coverage of U.S- Norvvay, which 
1994 Games in Lillehammer,' ceremonjes 
begin with the open"

February 12.
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$$$$$ Million Dollar Club $$$$$
Million Dollar Club For January 31,1994

$100 M: KGRT-FM Port Sulphur, LA, and WNOE-AM/FM New Orleans, KOQL-FM ano KXXY-AM/FM 
Oklahoma City; WREC-AM/WEGR-FM Memphis, TN, and WRXQ-FM Olive Branch, MS; and WSJS-AM/ 

WTQR-FM Winston-Salem, NC; Seller: Newmarket Media Corp.; Buyer: Radio Equity Partners L.P.;
Broker: Richard A. Foreman Assoc.

$50 M: KDNT-AM/KLTY-FM Denton (Dallas-Ft. Worth) and KAND-FM Corsicana, TX; Seller: 
Rodriguez Broadcasting Inc.; Buyer: Rodriguez-Heftel-Texas Inc. (merger with Heftel Broadcasting).

$22 M: WJMN-FM Boston; Seller: Aroman Broadcasting Corp.; Buyer: Pyramid Broadcasting.

$20 M: WJJZ-FM Philadelphia; Seller: Malrite Guaranteed Broadcast Partners; Buyer: Pyramid 
Communications; Broker: Media Venture Partners.

$14 M: WAXY-FM Ft. Lauderdale; Seller: Ackerley Communications; Buyer: Clear Channel Communica­
tions.

$13.5 M: WGNA-AM/FM Albany, NY; Seller: Barnstable Broadcasting Inc.; Buyer: Liberty Broadcast­
ing; Broker: Star Media Group.

$11.6 M: WLAC-AM/FM Nashville; Seller: Fairmont Communications; Buyer: Keymarket Communica­
tions; Broker: Alex Brown & Sons.

$6.5 M: WRMX-FM Murfreesboro (Nashville), TN; Seller: Nashville Partners L.P.; Buyer: South 
Central Communications Corp.

$5.8 M: KRJY-FM St. Louis; Seller: Communications Fund Inc.; Buyer: Heritage Media Corp.

$5.6 M: WHIT-AM/WWQM-FM Madison, Wl; Seller: Madison Communications Properties; Buyer: 
Enterprise Media Partners; Broker: Blackburn & Co.

$5.5 M: WLQT-FM Kettering, OH; Seller: Liggett Broadcast Inc.; Buyer: Regent Communications; 
Broker: Media Venture Partners.

$5 M: WWKB-AM/WKSE-FM Buffalo; Seller: Price Communications; Buyer: Keymarket Communica­
tions; Broker: Gary Stevens & Co.

$3.7 M: WGRD-AM/FM Grand Rapids, Ml; Seller: Regional Broadcasters; Buyer: Liggett Broadcasting 
Inc.; Broker: Blackburn & Co.

$3.7 M: WHBL-AM/WWJR-FM Sheboygan, Wl; Seller: Sheboygan County Broadcasting Co.; Buyer: 
Sheboygan Radio Inc.; Broker: Hague & Co.

$3.25 M: WMXW-FM Vestal, NY; Seller: Mix Radio Inc.; Buyer: Enterprise Media Partners; Broker: 
Blackburn & Co.

$3 M: WAYV-FM Atlantic City; Seller: Radio WAYV Inc.; Buyer: Atlantic City Broadcasting Corp.

$3 M: WOGY-FM Germantown (Memphis), TN; Seller: Ardman Broadcasting Corp.; Buyer: Keymarket
3 \ Communications.

$2.9 M: WLAV-AM/FM Grand Rapids, Ml; Seller: Radio Group Corp.; Buyer: Michigan Media Inc.

$2 2 M: WTCX-FM Lakeville (Minneapolis-St. Paul), MN; Seller: Southern Twin Cities Area Radio 
Inc.; Buyer: 105 Inc.

$2 M: WCKU-FM Nicholasville (Lexington), KY, and WCKY-AM/FM Crozet (Charlottesville), VA; 
Seller: High Communications Partnership; Buyer: Clark Broadcasting Co.

$1 k M- KXOK-AM St. Louis; Seller: Saul Frischling; Buyer: Crawford Broadcasting Co.; Brokers:
5 ‘5 ’ Bergner & Co. and Force Communications.

Si s M- WDSC-AM/WZNS-FM Dillon, SC (Fayetteville, NC); Seller: Metropolitan Broadcasters
’ 5 ’ Assoc.; Buyer: Beasley Broadcast Group; Broker: Bergner & Co.

$1 45 M: KGU-AM/KGMZ-FM Honolulu; Seller: KGU Partners and KTSS-FM Inc.; Buyer: 808 
Entertainment Inc.

$1.3 M: WKAN-AM/WLRT-FM Kankakee, IL; Seller: Imagery Inc.; Buyer: STARadio Corp.; Broker: 
Crisler Capital Co.

$1.2 M: KRSP-FM Salt Lake City; Seller: Holiday Broadcasting Co.; Buyer: KRSP Inc.

SOLD!

WBUF-FM, Buffalo, New 
York from The Lincoln 
Group, Ltd., Albert 
Wertheimer, President to 
Pyramid Broadcasting, 
Richard Balsbaugh, President 
for $4,000,000.

Charles E. Giddens 
Broker

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

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-827-2727

RANDALL E. JEFFERY 
RANDALL E. JEFFERY, JR.

407-295-2572

ELLIOT B. EVERS 
415-391-4877

GEORGE I. OTWELL 
513-769-4477

RADIO and TELEVISION 
BROKERAGE • APPRAISALS

PARTNERS
WASHINGTON, DC 

ORLANDO. CINCINNATI 
SAN FRANCISCO 
Subject to F.C.C. upprwul
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--------Sponsorship laemmcauwii ^ase 
Serves as Reminder to Stations

by Barry Skidelsky

| recently the FCC fined KOA-AM 

in Denver $10,000 for violation of the 
Commission’s sponsorship identification 
rule (section 73.1212). The facts involved 
are worth noting, and the case should 

serve as a compli­
ance reminder to all 
other stations.

The rule pro­
vides that any ma­
terial broadcast in 
exchange for money, 
services or other 
consideration paid 
to a broadcast sta­
tion, directly or indi­

businesses in the community of Cripple 
Creek and that the mention of the com­
mercial products or services promoted 

should suffice.
The FCC disagreed, stating that a 

listener hearing of Cripple Creek’s restau­
rants, lodgings, tours, train rides and 
other offerings does not think automati­
cally of Cripple Creek Chamber of Com­

merce.

rectly, be accompa­
nied by a sponsorship identification an­
nouncement or disclosure.

KOA aired a series of announcements 
sponsored by the Cripple Creek Chamber 
of Commerce but did not identify the 
Chamber as the sponsor in any of the 
announcements.

Informal Approval Not Binding
KOA also argued that the spots were 

played over the telephone to an FCC 
staffer who informally approved them 
prior to their broadcast, and that this 
demonstrates a good faith attempt to 
comply.

However, the FCC noted that the 
informal opinion concerned compliance 
with the Commission’s lottery rule rather 
than the sponsorship identification rule, 

and that such informal approval is »nt 
binding on the Commission 1

Each licensee is ultimately respon- 
sible for compliance with all applicable 
laws, including those regarding material 
broadcast over the air. Such responsibility 
cannot be shifted to the Commission’s 
employees or anyone else. And FCC rule 
violations can serve as ammunition fora 
license renewal challenger.

Call a Lawyer, Not the FCC
The lessons here are simple: Calling 

the FCC for legal advice is a penny-wise 
but dollar-foolish move (in this case, 
about $10,000, to be precise). It is no 
guaranty of compliance. Make sure that 
your station has a complete and current 
copy of the FCC’s rules.
Barry Skidelsky is an attorney and consult­
ant who concentrates in Radio. He maybe 
reached at 212-832-4800. S

In response to the FCC's inquiry, the 
station argued that each announcement 
was clearly an advertisement for commer­
cial services and attractions available from

Albany Broadcasting Company

Acqusition of

WROW-AM 
WROW-FM
Albany, New York

$4,300,000
Senior Note

1 ke undersigned arranged for the 
private placement of die note.

ANEVAN 
mnancial 1850 Parkway Place, Suite 420

Marietta, GA 30067 
(404)499'8090
Ron Stcutuid, linùient
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CASE STUDY

Dwight Case

Scott Farkas, GSM 

WPTF-AM

Raleigh, NC 

in dealing with 

this issue before, my 
policy has been to

take a wait-and-see attitude. I have found 
that the employees will make it a point to 
separate their business relationship from 
their personal relationship.

I only get involved when the relation­
ship begins to interfere with business in the 
office. Should there be signs of favoritism, 
too much time in one or another’s office, 
long lunches, etc., I call each person in­
volved into my office for a one-on-one 
conference. I explain the importance of 
every individual on the team and the prob­
lems that can be created for the whole staff 
as a result of an in-office romance. Utilizing 
each employee's input, wesketch out ground 
rules forconduct and performanceof duties 
at the station.

Once we have accomplished this on 
an individual basis, we meet again as a 
group with the two people who are dating 
plus myself. We use this meeting to essen­
tially repeat the individual meetings and to 
make sure we are all on the same page. This 
meeting serves a number of purposes. It 
reinforces the seriousness of the matter 
with each party and reassures the two people 
involved that they are being treated equally 
by management. This meeting also assures 
the rest of the staff that the situation is 
being dealt with appropriately.

Should the relationship not follow the 
rules and cause problems that have a nega­
tive influence at the station, then a decision 
would have to be made for one of the two 
individuals to end their employment at the 
station. ®

Office Romances
How do you handle them?

Fran Sharp, GM 

WBBR-AM

New York, NY 

j^^Skt Bloomberg 

L.P. (parent com­
pany of Bloomberg

News Radio, WBBR) we have couples who 
have met here, dated and even married, and 
both parties in all relationships are still 
here. However, if you walked onto the sales 
floor and spent the day here you wouldn't 
be able to pick them out. This is not achieved 
by rules and restrictions,- it happens be­
cause the entire company focus is on 
achievement of goals and an entrepreneur­
ial spirit that pushes everyone to excel. 
People here just don't have the time to sit 
around and wonder about where their sig­
nificant other is or what they are doing.

So my answer is really quite simple. 
Create a work environment that nurtures 
productivity, not intrigue. If a problem 
arises, deal with it openly and directly with 
the people involved. People will solve prob­
lems or situations outside the office if they 
see that in the office there just isn't the time 
to waste on being unproductive.

Do couples break up at Bloomberg? 
Sure they do, but they have a tendency 
here to just work a little harder at their jobs 
to use up that extra energy.

Management creates theenvironment. 
With tools to do your job and goals to 
meet, it works,- with closed doors and an 
active rumor mill, no one works at their 
best.

It's up to you to set the example,- if that 
doesn't work, maybe you had better re­
think your example.

IF YOU WOULD LIKE TO RESPOND

to a Case Study scenario, call the editorial 

assistant at 407-995-9075.

Payola?
Bribe?

Nope., just
a little spiff!

Here's the offer...
We've reduced the price of 
our MusicPaldll retail jingle 
packages from $1500.00 to 
$999.00, and then we throw 

in a $200.00 spiff for you! 
Your client gets a six piece 

custom written jingle package 
with the major market sound, 
and we get the opportunity to 
show you what Radio Concepts 
is all about... And of course, we 
offer a money back guarantee!

Radio Concepts, Inc.
Hot Sound...Great Price!

Circle Reader Service #107
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SALES

by Robert Nance

Prejudging The Customer
A Salesperson’s Fatal Mistake

>^^^s a salesperson, 1 am always 

amazed at how fellow salespeople treat me 
as a customer. The most critical weakness 
that salespeople have displayed while try­
ing to sell me is prejudging. Every time this 
happens, 1 am reminded of occurrences 
when 1 have prejudged customers, and each 
time I vow not to fall victim to it.

Selling Mr. Average Short

On a recent Saturday morning, 1 pa­
tronized a local men's clothing store. The 
attitude of the salesperson toward this 27- 
year-old, unshaven, yet relatively clean-cut 
customer in old jeans and a T-shirt was 
evident within seconds. I had every' inten­
tion of spending several hundred dollars in 
the store, but this salesperson (who didn't 
have any other customers) summed me up 
in his own mind without sparking a conver­
sation or asking questions, and generally 
failed to pay attention to me. I would guess 
that quite a few professional people who 
enter that store on their off-hours aren’t 
dressed as they would be Monday through 
Friday. It makes me shudder to think how 
much business that store and that salesper­
son have given to their competition.

Even while wearing a suit, I was re­
cently prejudged unjustly. I entered a local

QUICKREAD™
• The most fatal mistake that salespeople can 

make is to prejudge the customer.

• Judging people — and their ability to buy — 
based on appearance is a sure way to give 
business to your competition.

• Stamp out prejudging by checking your 
negative thoughts at the door, aim high and 
deliver service. 

fitness store with the purpose of buying a 
ski-type machinecosting$300-$500. Asan 
average size person with a fewextra pounds, 
wearing business clothes, I would have 
thought I would be viewed as a great poten­
tial customer. Wrong. A big, burly weight­
lifting type entered the store right behind 
me. Guess who the lone salesperson tar­
geted. The weight lifter wasn’t sold, and 
after only a few minutes left the store. The 
salesperson radiated negativity from every 
pore as he made a 
half-hearted at­
tempt at glossing 
over the features 
of a certain exer­
cise machine. It 
wasn't just gener­
ally poor salesmanship. His comments, his 
rudimentary tone and attitude, and his fail­
ure to take seriously me and my ability to 
buy demonstrated that he believed that 
only "fitness freaks” belonged in his store. 
My money spent just as easily in his 
competitor's store.

Burying Prejudgments

As a salesperson I have lost business by 
^judging and taking business for granted.

Can als° rcca11 stations while 
selling Radio advertising in Charleston and 
Huntington, West Virginia, in which I 
thought I was "wasting my time” because 
t e guys who owned the fishing lake didn't 
have any money, the seafood restaurant 
couldnt possibly handle any additional 
business, the lawyer would never in a mil- 
hon years buy Radio advertising, and the 
iurmture store that had not bought the 
statton in four years would keep right on 
creatrng those half-pagc ncw

Well, was I surprised.
After I uncovered the real objections, 

I was able to bury my prejudgments. The 
fishing lake spent a few hundred dollars,- 
the seafood restaurant in Charleston uti­
lized the Charleston station while I was 
there, as well as the Huntington station 50 
miles away when I went to work there,- the 
lawyer advertised on the Radio station and 
the furniture store became a major long­
term client.

Some of the dumpiest, most poorly run busi 

nesses have owners with deep pockets

What can we do to stamp out prejudg­
ing? First of all, check the negative thoughts 

at the door. Some of the dumpiest, most 
poorly run businesses have owners with 

deep pockets. They may not know any­
thing about running a business, but they 

may have money to buy what you are 

selling.
Second, shoot high. Ask for a large 

order and you might at least get a medium 
size order. As advertising guru Leo Burnett 
once said, "When you reach for the stars, 
you may not quite get one, but you won t 
come up with a handful of mud eit er.

Finally, service wins every time, he 
best salespeople live by the equation o 
service + service + service = success, 
anonymous person once said, ,s 
log jam on the extra mile. 
prospects and customers will on X - 

few travelers on that extra mi e. 
Robert Nance is an AE^^orklndmua. 

may be reached at 317-848-4404.
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YOU 
i DON'T 

KNOW 
WHATi 

YOU’RE uicciue

Kyou don't have an Eventide® VR240 Digital Broadcast Logger, 
you’re missing the easiest, most efficient way to keep track 
of everything that goes out on your air, and more There s no 
bulky, high maintenance, hard-to-use hardware, because Eventide has 

compressed a complete 8-to-24 channel digital broadcast logging 
system into one easy-to-use three-rack-space device. There s no 
need for a tape warehouse, either-the VR240 records upto t en day 
worth of audio on a single ultra-compact DAT cassette. With th 
drive option, total unattended logging time stretches up to t 
weeks. And yes, you can search and play a tape on one deck while 
simultaneously recording audio on the other.
Without an easy, practical, multi-channel logging system, you re miss­
ing what’s going on with your crosstown competitors, what your 
talent (and call-ins) really said on the air, when that commercial 
actually ran, who called your contest lines, what the police and fire

dispatchers said. The VR240 even records modem, fax, and transmit­
ter remote control telemetry transmissions. The advantages of logging 
have always been clear. Now the Eventide Digital Broadcast Logger 
gets rid of the disadvantages.
There’s no broadcast logging system as advanced as the VR240. And 
with hundreds of Eventide-built digital loggers already in service 
worldwide, there’s no other digital logger with our track record of 
reliable service. So don t miss out call Eventide or your broadcast 
distributor for full information on the logger that makes full-time 
logging practical: The Eventide VR240 Digital Broadcast Logger.

Eventide
One Alsan Way • Little Ferry, New Jersey 07643 USA 

Tel: 201-641-1200 • Fax:201-641-1640
Circle Reader Service #108



PROGRAMMING FOR MANAGEMENT-

by Fred Winston

Being a Good Listener
Makes a Better Broadcaster

call it having a big 
ear. Astute conversationalists refer to it as 
being polite. Successful broadcasters know 
it to be part of the foundation of a great 
show. Listening is an art form unto itself... 
it is the best source of material.

The fear of dead air has, for some 
reason, prompted PDs everywhere to issue 
a fili-every-hole edict. This has resulted in 
a brand of Radio that is unrealistic and 
upsetting. Pregnant pauses are filled with 
contrived laughter, comments of uh-huh's. 
Real conversations are not that way. A 
conversation, by definition, is an exchange 
of thoughts and ideas, opinions and facts 
and, perhaps even, a learning experience. It 
is punctuated with natural pauses so that 
the thought process may work. It should 
not be a wall of babble or a barrage of 
incessant talking. The conversation should 
have you both traveling down the same 
path with the intent of enlightenment, 
education and entertainment. These rules 
apply to on-air telephone conversations, 
studio interviews and cross talk with fellow 
air performers.

naturally as one might think. Much of the 
emphasis on the performing side of the 
Radio industry is on what we say rather 
than what we hear. As a performer, you
musthoneyourlis- 
teningskills.Todo 
this, you should 
start with the four 
stagesoflistening. 
They are:

1. Sensing: 
Hearing the infor-

Hone Your Skills

1 He art of listening doesn't come as

QUICKREAD

have completed th«

5. Don't let your mind wander. Oc­
cupy your thoughts with the interview 
only.

6. Ask questions. Probe and have a

If your listeners like to frequent tractor pulls or 

dwarf tossing, that’s where you should spend 

your time.

mation/message 
sent by the guest.

2. Interpretation: Understanding the 
meaning of the message.

3. Evaluation: Decision about the rela­
tive importance of the message.

4. Reaction: Your response to the in­
formation.

The two most important rules to re­
member are:

1. Dont react until you have com­
pleted stages 1 through 3.

2. Wait until the speaker has finished 
his thought.

Here is an eight-step process that will 
help you to become a better listener:

1. Analyze/research the topic in ad­
vance. Be aware of proponents and oppo­
nents.

2. Mentally prepare to listen. Fight 
urges to blurt. Pauses are not necessarily a 
tune-away factor.

3. Focus attention and concentrate. 
Give your guest your undivided attention. 
Use eye contact.

4. Overcome distractions. Close the 
studio curtains. Request that people refrain 
from milling around in your field of vision 
during an interview or phone call.

genuine curiosity about the subject matter. 
If you are not interested, how do you 
expect the listener to be? Assume the role of 
your listener and ask questions based on 
yourperceptionofthatspecific target group.

7. Paraphrase what the speaker said. 
Clarifying in your own words the context 

of the interview.
8. Anticipate what the speaker will say 

next. Mentally prepare forthe next thought 

process.

Losing Touch, Losing Sight
Perceptual Awareness Training is de­

signed especially for the DJ who has lost 
touch with hislisteningaudience. The prime 
candidate for this training is the brea ast

has adopted the lifestyle of someone mak­

ing a great deal of money. It is this i estY e 
that removes him further From those he 
talks to over the air. The average isten 
doesn't drive an expensive car, wear ta 

suits and dine in the finest res'aur'3 y 
town. They cannot identify " it1 Y, 
losetouchwithyourtargeri wan
you choose, but never lose sig

raw 
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needs of your audience.
Techniques used outside of the studio 

can help in developing a broad base of 
knowledge about current events or the 
buzz of the day. This allows you to key in 
on what your audience is talking about. 
When you are searching for the feelings, 
attitudes and opinions of your listeners to 
use as show preparation, you should step 
outside of yourcircle of friends. To be most 
effective, keep a low profile about your job 
to guarantee candid responses about your 
station and, perhaps, your show. If you live 
in a large metropolitan area make a con­
certed effort to get away regularly. Co into 
the suburbs or into the countryside. Try to 
go to restaurants, bars and events that at­
tract the largest numbers of the average, 
middle class working person. If your listen­
ers like to frequent tractor pulls or dwarf 
tossing, that's where you should spend your 
time.

To be a great communicator requires 
the skill of eavesdropping. Have dinner or 
a drink at the bar in close proximity to a 
number of people having a conversation. 
Observe and listen. Local breakfast restau­
rants are the best places for taking the pulse 
on town politics and scandal. Look at a map 
ofyourregion. Study it forcities, townsand 
suburbs to visit. Check the newspaper for 
weekend activities thatyourlisteners might 
attend. Get as much input as you can soyou 
will be topical, local and obvious.

Personal polling can be disguised as 
polite conversation. For some it may be 
difficult. The very nature of the Radio 
broadcaster lends itself to being cloistered. 
Be bold and talk with your listeners. It is this 
personal polling that will enable you to 
gain a greater understanding of what they 
are all about. You will be able to see what 
works and what doesn't. Most of your tar­
get audience is not that complex. They are 
not analytical in their thinking ... espe­
cially when they are listening to the Radio. 
Complicated subjects like politics or the 
nation's deficit should be presented in ev­
eryday speak. Being one of the guys or 
speaking the language of your target audi­
ence will make you a more believable com­
municator than being too hip for the room. 
Never lose sight of the fact that you are in 

the communications business ... so com-
s 

municate!
Fred Winston is a talent development consultant. 

He may be reached at 312-975-3555.

CONSIDERING VSAT 
omi MIO?
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It's been our phone number for 5 years
•First VSAT data network serving broadcasters

NSN's National Off-Premise Control via Satellite, 1988.

•ComStream® VSAT products distributor since 1990 

•First digital MUSICAM® audio/data network in the USA
Rocky Mountain Radio, 1992.

•First MUSICAM® digital conversion of an existing analog 
satellite audio distribution system

Colorado Public Radio on NPR satellite service, 1992.

No one in broadcasting has more VSAT experience. 
No one has more digital audio VSAT networks up and run­
ning. Why? Service. Only NSN provides 24-hour, toll-free 
technical support, and same-day, overnight shipping from our 
warehouse stock, should disaster strike.

We’ll help you put together your own fully integrated 
VSAT system to centralize programming and production for 
your radio group or network. Call us for network design, 
equipment, installation, spacetime, and superior customer 
service. Leasing available for qualified clients.

Share our VISION for your 
broadcast group or network.
Call today. NATIONAL

SUPERVISORY
network.

Avon, Colorado 
VISION

VSAT Intelligent Satellite Integrated Operations Networks

radio INK 19
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Get Rid of 
On-Air 
Clutter

engineering for management

by William Suffa

Attention, AMs!
Support MM docket 93-177

Geta 
Database

Get Closer 
to Your 

Audience

if you own, manage, work at, or 

even listen to an AM station, you should 
know that the FCC has finally taken an 
interest in using new technology to predict 
the performance of AM directional anten­
nas. But we need

values specified in the station license or 
changes are made on the antenna system, 
the station must readjust the antenna and 
perform a series of field measurements to 
determi ne that the system is operati ng prop­
erly.

interference

Get More 
Revenue

Get The 
RadioPhone

*he

you to tell the 
NAB and FCC 
thatyou support 
the changes.

The ben­
efits: reduced

This is the biggest change in AM rules pro­

posed in nearly 50 years. Don’t miss out in 

making it happen.

from directional antennas, improved an­
tenna performance, reduced costs for an­
tenna proofs of performance, elimination 
of field monitor points, and maybe even 
better coverage.

Sound like manna from heaven? Here's 
what it's all about.

Black Magic

Since the 1930s when directional AM 

antennas were invented, the FCC has im­
posed technical requirements which sup­
posedly ensure that interference does not 
occur between stations. For directional sta­
tions, these standards require that:

• the electrical parameters of each 
tower be measured using a phase 
monitor, base current meters, and a 
sampling system,-

• the performance of an antenna sys­
tem be established using field 
strength measurements,- 
routine monitoring be performed at 
designated field strength "monitor 
points"

It any of the parameters deviate by 
more than a specified amount from the

Over the years, the antenna adjust­
ment process has been likened to black 
magic. The engineers of old used cut-and- 
try processes or "vector analysis" to tune the 
antenna, so the field measurements "proved 
that the array was working right.

The problem with this process be­
comes apparent the first time you listen to 
an AM Radio station in a car. Do you hear 
fades, noise, "phase shifting" and other in­
terference in the first 20 miles from your 
station? Well, these phenomena affect the 
field measurements, too. For the techni­
cally inclined, there is also the fact that field 

meters measure "magnetic" field strengt 
and mathematically convert the measure­
ments to electric fields. Don t forget t e 
fact that the signal levels also change with 

the seasons. While suitable 60 years ago, 
field measurements are simply unrelia e in 
most cases for demonstrating antenna pe 
formance in the modern environment.

Enter The Computer -.„tifirFor quite a few years, the scenrih 
community and governmentengmeershave
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QUICKREAD™
• The FCC AM antenna performance meth­

ods are outdated.

• Adopting new techniques can tower 
cost and improve accuracy.

• The nation’s best engineers support 
these changes.

used computer techniques to predict the 
actual performance of antenna systems. 
These techniques—calledmomentmethod 
or Numerical Electromagnetic Code (NEC) 
— apply the same sort of calculations that 
a civil or structural engineer might apply in 
designing a tower, building, bridgeorother 
structure. By breaking a broadcast tower 
into a series of small antenna elements, 
engineers can precisely compute the elec­
trical performanceandcharacteristics. With 
appropriate analysis, this model can pre­
dict antenna performance and actually al­
low the engineer to specify the antenna 
monitor readings that will provide proper 
adjustment and antenna performance.

Some consulting engineers have been 
using these techniques foryears. Recently, 
I was able to make a six-tower antenna 
perform properly at five kilowatts, even 
though the station previously could only 
meet FCC limitation at 1.5 kilowatts. Total 
tune-up and measurement time for the new 
techniques? Six weeks. For the old meth­
ods? Two years. The cost savings? Let's just 
say that the total will be between 5 percent 
and 10 percent of the cost of using the old 
methods. And, since the adjustment is bet­
ter, interference will be reduced and cover­

age increased.
In fact, the five engineering firms that 

proposed changing the FCC rules believe 
that far more interstation AM interference 
can be reduced by using these techniques 
than from the recently adopted AM alloca­

tion rules.

So, What Can You Do?
Believe it or not, there are some parties 

opposed to this improvement in technol­
ogy. I've heard four arguments from the 

foes:
• Some engineers believe that it will 

cut their income.
• Some owners and engineers are con­

cerned about fraud and improper 

adjustments.

• Some owners fear loss of coverage 
when their illegally operating sys­
tems are made to meet the FCC 
design requirements.

• 1 he techniques don't work on "un­
usual" antenna designs.

To the first argument, wesay: Get real, 
and stop soaking your clients. To the sec­
ond: OK, there is potential for abuse, as 
there is in the present system. Let's improve 
things and apply true mathematical tech­
niques. Besides, improved measurement 
methods can allow better FCC rule en­
forcement. As for the third complaint, I'll 
bet that many stations would change their 
directional patterns and improve coverage 
if the proof of performance didn't cost 
$25,000 to $50,000 (or morel). To the 
fourth: True, folded unipoles, sectionalized 
and other"odd" towers are difficult to model, 
but few U.S. AM arrays employ these kinds 
of towers. New advances will eliminate the 
exceptions soon.

We Need Your Support

The FCC has extended the comment 
period until the end of February. If you 
support improved technology, lower inter­
ference levels and cost savings, send com­
ments to the FCC in support of MM Docket 
93-177. This is the biggest change in AM 
rules proposed in nearly 50 years. Don't 
miss out in making it happen.
William P. Suffa is principal engineer for Suffa & 
Cavell Inc. in Failfax, Virginia. He may be reached 
at 703-59 t-ouo.
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INTERVIEW

Thinking Big In Small Market Radio
. ■ ■ - ~......................

Cary H. Simpson is president of the Allegheny Mountain 

Network, a group of nine Radio stations in central and 

northern Pennsylvania. He began his Radio career at 

WMRF-AM while still in high school in Lewistown, PA, 

and, after being discharged from the U.S. Navy at age 19, 

helped build — and then was program director at — 

WHUN-AM in his hometown of Huntington.

After serving as PD at stations in Ohio and Nebraska, 

Simpson returned in 1950 to Pennsylvania, where he 

started WKBI-AM in St. Marys. He subsequently built five 

more stations, one of which failed, before marrying the 

former Betty Finnegan in 1958. At that time he says he 

“realized there’s a hell of a tot more to life than work­

ing,” and made a decision to slow down - and stay in 

small-market Radio. Since their marriage, the Simpsons, 

who make up two of the four-person corporate staff, 

have added a number of stations to their group, and also 

have sold three.

Cary Simpson has been a member of the Radio 

Advertising Bureau board of directors since 1971. He is 

chairman of RAB’s Small Market Advisory Committee and 

serves as secretary of the RAB’s Executive Committee. He 

also has been active in the National Association of 

roadcasters, served as president of the pennsylvanja 

EBS nt °f BfOadcasters' and headed Pennsylvania’s

111’3 Radi° 'nk h°nOred With 

United I AWard' He iS an elder in the 

the local Bov f°r many Vears headed
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InK: Let’s begin at the beginning. You’ve 

almost become a Radio legend in your own 

time...

SIMPSON: That's certainly nicer than the 
alternative.
INK: True. But how did you get started in 

Radio, and what led you to where you are 

today?

SIMPSON: When 1 was 6 years old my 
parents took me shopping in a big depart­
ment store where they had this booth be­
hind big glass windows, and people were 
performing in there. It was a Radio station. 
And, at that moment, my life was set forth. 
That's all I wanted to do. So a fewyears later 
I went back and talked my way into the 
station instead of having to look from the 
outside. One fellow at the station said, 
"Stay out of this industry, don't everget into 
Radio." We both laughed, and a little later 
on I got into the business and hegot out. He 
ended up moving to Atlantic City and 
working in the Miss America pageant.
INK: Where and when did you get your first 

Radio job?

SIMPSON: My first Radio job was at WMRF- 
AM when I was in high school in Lewistown, 
Pennsylvania.
INK: You worked on the air?

SIMPSON: Oh yes, that was all 1 was inter­
ested in at that time. But I did promise to go 
out and sell some advertising in order to get 
a program. All this was cut short, however, 
by my entry into the United States Navy 
right at the end of World War II. By the 
time I was 19,1 was a discharged veteran of 
the United States Navy with overseas ser­
vice and a couple semesters of college. It 
was kind of unusual to be a veteran at the 
age of 19. After that 1 helped start a Radio 
station — WHUN-AM in my hometown 
of Huntington—and 1 also graduated from 
Juniata College, where 1 met my future 
wife. For a time I worked in western Ne­
braska and Ohio, then 1 built the first 

station in our group.
INK: That was the start of the Allegheny 

Mountain Network?
SIMPSON: Well, it was just WKBI in St. 
Marys, Pennsylvania. My goal was to have 
a group of small-market Radio stations in 
the central and northern part of this state. 
I achieved that goal in eight years, but 1 was 
also kind of a dull boy: all work and no play. 
Then, 1 got married and realized there s a 
hell of a lot more to life than just woiking. 
I found that I could be more efficient work­

ing a norma! day rather than working a 16- 
hour day... and I could have a hell of a lot 
more fun, too.

CREATING AND SELLING PRODUCT
INK: When did you decide to start working 

behind the microphone rather than in front 

of it?

SIMPSON: I'm not sure 1 ever did. 1 still love 
to broadcast parades, and foryears 1 contin­
ued to do sports events until one time the 
president of the school board said to me, 
"You know Cary, it's a shame you can’t find 
somebody who is good to do those broad­
casts." At that point I retired from sports, 
but I still love to be on the air.
INK: How many stations do you have in your 

group?

SIMPSON: We have nine stations in four 
markets. These are all very small operations 
and we have tried to eliminate as much of 
the detail work at each of the stations so 
that the concentration is on creating the 
product and selling the product. We have 
a corporate engineer, a corporate accoun­
tant, my wife and myself... and that's it.
INK: Do you have general managers at each 

of the stations?

SIMPSON: We have found that, in small 
operations, it has been more successful if 
the primary occupation and time by the 
station manager isspent in sales. Wealways 
try to have an extremely responsible opera­
tions manager in charge of the product so, 
as much as possible, the general manager 
does not become involved in that. How­
ever, in our present situation, the station 
managers have come up from starting as 
disc jockeys. They understand the product, 
but they don't have to spend the time 
producing it. To answeryour question, we 
have one man who runs five of our stations 
— two AM/FM combos and a small 
standalone FM.
INK: In a philosophical sense, what has your 

career experience taught you about Radio 

and the people who are in Radio?

SIMPSON: One of the great things about 
this industry is the fact that it really is show 
business. It's not a financial business, and it's 
not a sales business ... it's show business. 
When you view the product in terms of a 
sales vehicle, you tend to leave the station 
very vulnerable. What troubles me these 
days as competition increases, is how we 
tend to reduce the size of the product. Any 
time you spend less effort on a product, 
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♦ Leisure Activities: Listening to people 
and learning from them.

♦ Recommended Reading: Emotions of 
Normal People, by William Moulton 
Marston, Fragile Species, by Lewis Tho­
mas, and The Winning Within, by Pat 
Riley.

♦ Mentor or Role Model: My parents. 
They allowed me to do what I wanted, 
rather than what they wished.

♦ The most interesting person you’ve 
ever met Is: Vic Diehm, broadcaster, 
salesman extraordinaire, showman, 
peacemaker, devoted family man.

♦ Ifyou had 30 minutes to sit down and 
talk with someone, whom would you 
choose... and why? Jesus Christ I’d want 
him to go over things again, so I could 
see how much his words may have been 
twisted by others since then.

♦ If you could go back in time, where 
would you go? To a moment just before 
the Civil War Battle of Antietam, to talk to 
my Great-Great-Uncle George, who vol­
unteered to carry the flag into battle at 
the head of his company. I’d like to find 
out what motivated him to do this, and 
how he felt during the remaining 15 
minutes of his life.

♦ Who did you listen to on the Radio as 
you were growing up? The announcers 
and pitch men, the comedians, the news­
men, the “stars" of the time.

♦ When you were a kid, what did you 
want to be when you grew up? Just what 
I am.
♦ What is your pet peeve with Radlo?Too 
many stations are totally irrelevant in 
their community.

♦ The most embarrassing thing that ever 
happened In my career happened 30 
years ago when I was addressing a high 
school assembly and I called a famous 
figure Lee Oscar Oswald.

♦ What has been your most elusive goal?
1 can’t seem to find enough time to teach 
sales staffers how to do better.

♦ Of what achievement are you most 
proud? At the age of 30, I stopped 
working 90 hours a week, got married, 
and began to smell the roses.

♦ As a listener, what is your favorite 
format? Any well-done locally oriented 
format, from rock to talk.

♦ Is there anything you would do differ­
ently ifyou had it to do over again? I was 
too stubborn to give up on unsuccessful 
Radio stations, and too protective of 
marginal or untalented staffers.

♦ The best advice I could give someone 

wanting to get into Radio is this: Start at 
the bottom. And start in sales.

RADIO
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ITC CORPORATE EXPO
Advertisement

Celebrating 25 Years of Excellence
The Heritage
"Bullet-proof equipment" ...
"Fast, friendly service"...
"Great tech support"...
"Reliability and Quality" ...
“First-rate telephone service when I need it"

Delta Premium line

The Future is Now

hese were just a few of the re-
sponses ITC customers offered when asked in 
a recent survey what they liked most about 
ITC. In addition to ITC equipment, the ITC 
Service Center received high marks and was, to 
some, the most compelling reason to purchase 
ITC products. „

When broadcasters see the I Ki logo, they 
typically think of cart machines. In the past 24 
years, ITC has placed approximately 120,000 
cartridge machines in the market gaining a 
reputation for ruggedness, longevity and ser­
vice. However, the radio market is moving to

digital and ITC has positioned itself once again 
to lead the way. As in the past, ITC’s focus is 
on managing the station’s audio library, whether 
it be CDs, CD ROMs, Hard Disk Drives or 
NAB cartridges.

The first ITC cartridge machine went on 
the market in 1970 and was an instant success. 
ITC machines featured a more compact chas­
sis, easy to use controls, and most important 
were the most rugged and reliable cartridge 
machines made. The result has been; today 
more than 50% of all advertising revenues in 
radio are delivered by ITC equipment.

ITC still manufactures many of the famil-

iar Series 99, Delta, ESL V and Series 2 ma­
chines to customer order. They also accept 
these machines as trade-ins on the DigiCenter 
digital audio management and delivery sys­
tem. Many trade-ins are in good working con­
dition and are refurbished to original factory 
specifications and sold with ITC’s value-added 
support and warranties.

The ITC plant is located in America’s 
heartland. With over 20,000 square feet of 
engineering, manufacturing and office space, 
ITC has gained an industry-wide reputation for 
its Service Center in Bloomington, Illinois, 
where service is only a phone call away.

ITC— ' is positioning itself for
another 25 years of leadership in the radio 
marketplace. Since 1983, ITC has developed 
several digital audio products using various 
technologies in search of the best solution for 
radio. Driven by the compact disk, digital 
audio has claimed its place in radio. ITC 
listened to what broadcasters had to say regard­
ing their expectations in digital audio systems 
and responded as they have for more than 
two decades ... with products that v^ll set the 
standard in digital audio equipment for

many years to come.
With DigiCenter, ITC’s digital 

audio management system, the busi­
ness is being transformed from a 
hardware producer into a systems 
design, manufacturing and service
organization. Radio’s move to digital is the 
start of a natural migration to a system opera­
tion with the electronic integration of traffic 
and music scheduling, billing, digital produc­
tion and electronic control of the on-air studio, 
right down to loading and playing CDs. The 
digital audio management system becomes the

central store of the station’s valuable audio 
assets and interfaces with virtually every func­
tion in the station. DigiCenter is ITC’s flagship 
product, leading the market into the digital 
systems business of audio management with 
custom digital hardware designed specifically 
for the future of radio.

The Promise

The People
Willem Bakker, 

President

k-zince Willem F. 
Bakker came to ITC 
in January, 1993, the 
company has launched 

an array of Digital Audio Products to comple­
ment its leadership position in broadcasting 
products. Mr. Bakker was educated in Holland 
and received an MBA from Rutgers University 
and a BSEE from the New Jersey Institute of 
Technology. He is a member of the Young 
Presidents Organization and has participated 
in leadership roles in a large number of indus­
tries.

WillemBakkerunderstandsthechallenge 
of change facing today’s radio management. 
It seems like new technology is developed 

every day. We already have seen the emer- 
Scnce and disappearance of many companies 
that offered technology ‘toys’ to the industrv. 
They faded because they didn’t know their 
customer.thebroadcaster.whoneedstechnol- 
^^tomeethtsneeds... not adapted as 
a marketing afterthought.”

Charlie Bates, 
Sales and 

Marketing Director

harlie has 21 
years of electronic, 
electro-mechanical, 
system design and 

project management experience, Charlie re­
ceived his Bachelor of Science degree from the 
University of Illinois, and joined ITC in 1979. 

While designing many of ITC’s products, 
Charlie Bates began working with focus groups 
consisting of leading broadcast operators. His 
mission: to establish ITC as the digital leader 
... just as it is in the cart machine market. “We 
are dedicated to serving the industry. We plan 
to manufacture the last cart machine. Cer­
tainly, we will service tire last one. Now, we 
have developed digital broadcast technology 
that will keep ITC leading the way in this ever- 
changing business.” Bates continues, “ We 
brought a cross-section of radio people to­
gether to discuss their perceptions and needs. 
The result of this on-going interaction is the 
design of equipment that is revolutionizing 
radio, and benefits literally every department 
in the radio station.”

Bill Kidd, 
Engineering 

Director

ill received his 
Bachelor of Science 
Degree in Electrical 
Engineering in 1978 

from Bradley University. In his 15 years at 
ITC, he has been involved in many develop­
ment projects involving imbedded micropro­
cessor control systems, generally in a leader­
ship role. He has guided design teams in the 
development of both analog and digital record 
ing products working with Marketing, Produc 

tion and end users directly.
Bill Kidd spearheaded ITC’s entry into 

digital audio recording, leading technology 
investigative developments involving hiDh 
density magnetic recording and magneto op 
tics. Bill’s message to the radio industry: “Sta­
tion owners should not compromise their source 
audio quality by recording and storing it tn a 
compressed mode. Today, all stations maintain 
original master copies of audio events, us 
should be the case for digital-

adio is moving to digital and with 
that comes an integrated systems operation. 
ITC is poised to address this transition in the 
market with its new digital products, techno­
logical leadership, continued commitment to 
quality and its adaptation of internal operations 
to meet the market’s needs. They have ex­
panded their customer service area by offering 
computerized remote diagnostic analysis for 
systems, 24-hour, 7-days-a-week emergency 
phone service, and are building their direct 
sales force to handle the complexity of custom­
ized system sales which cannot be effectively 
marketed through conventional distribution 
channels.

ITC makes your transition to digital easy 
with DigiCenter. The conversion from analog 
tape is a major step for broadcasters. Hard 
decisions have to be made that concern broad­
casting continuity, audio quality, personnel 
training and program management; not to men­
tion budgetary considerations, financing and 
profitability. Feedback from radio general 
managers using the DigiCenter system indi­
cates a fast return on their investment and 
increased profitability by substantial margins 
... often within a year’s time. They also report 
increased efficiency and productivity by their 
engineering, programming and talent person­
nel. DigiCenter buyers have appreciated ITC’s 
trade-up policy, providing for a generous al-

lowance on analog cart machines toward the 
purchase of their DigiCenter systems.

President Willem Bakker summarizes, 
“As in the past 25 years, ITC has stepped up to 
meet the technological challenges of radio. We 
are now prepared to lead the way into this new 
digital systems business of audio management. 
With expanded customer support, a system 
design philosophy and a continued focus on 
customer needs, ITC is looking forward to 
another successful 25 years of progressive 
partnership with radio’s operators.”
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NBC'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

"I thought Bob Brinker was interesting...until I heard Don McDonald's show. He is the best I've ever heard.
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the quiz shows all moved to TV. As (former 
RAB President) Warren Potash pointed 
out, the same number of people are listen­
ing to the Radio the same number of hours 
today as they were 50 or 60 years ago. That 
is hard for people to understand. For six 
hours a day the typical American spends 
half of his or her time watching TV, and the 
other half listening to the Radio. What is 
different is that these people are doing 
something else while they're listening to 
the Radio. They do not dedicate them­
selves to sitting down and listening, as they 
do when they're watching television. I think 
that this has been a fundamental change 
that not only was brought about by televi­
sion but also the evolution of Top 40 and 
other formats that become an integral part 
of someone's life.

RADIO AS A COMPANION

INK: Do you think some people simply take 

Radio — and Radio listening — forgranted? 

SIMPSON: When I was on the Futures 
Committee of the NAB and RAB, we com­
missioned a study to determine why people 
listen to the Radio.
INK: That was the Omega Study, correct?

SIMPSON: Yes. And what the study found 
was that people listen to Radio basically 
because they don't like to be alone. But they 
also like to have their own personal space. 
So there are two reasons why people listen 

‘At every level we need to continue to make 

Radio relevant It has to be a leader in the 

community rather than simply a music service.’

to the Radio: When the Radio is on they re 
not alone anymore, and conversely, if they 
are sitting alone, they don't want to devote 
their attention to a TV program. So, they 
find a companion, which is Radio. This is 
fantastic, because itmeansthatRadiodoesn t 
have to compete with television or with 

anything else.
•NK: You’ve been in small market Radio 

virtually all of your career. Why?

SIMPSON: That was my choice. A man 
named Sy Goldman from Jamestown, New 
York, once told me, 'The smallerthe town, 
the larger the Radio station." We find that

Simpson with Bill Moses, who 

for 37 years was an AMN sales 

giant Now semi-retired, Moses 

still makes sales from home; 

while hospitalized recently, he 

sold Christmas ads over the 

phone. To quote one long-time 

friend: “How the hell could I 

say no when he called me from 

his hospital bed!”

theeditorialswerunhave 
a dramatic impact in the 

community. Many of 
them are tributes to local 
people, either when they 
achieve something or 
when they pass on. It 
gives us the opportunity 
to be involved on a con­
tinuing basis in the ac- 
tivitiesofthecommunity. 
Also, 1 think one of the 
things that is nicer about 
smaller markets is the 
pressure level is so much 
less. For instance, I've 
been able to be involved 
in the RAB, the Pennsyl­
vania State Broadcasters, 
the state Cancer Society, 
and the Emergency 
Broadcast System. I'm 
able to just do what needs 
to be done without put­
ting any particular prior­
ity on one thing or another.
INK: Earlier you mentioned that Radio needs 

to maintain a quality product in order to 

keep its audience. Do you think Radio is 

doing its best to turn out the best on-air 

product possible?

SIMPSON: No. We are held captive by a 
very primitive thing that says all people 
between the age of 18 and 24 are exactly 
alike. Until thecurrentmethodofcounting 
listeners came about, nobody seemed to 

care. In the 
early days of 
Radio, people 
were not spe­
cifically tar­
geting mass 
audiences,- 
they were tar­
getingpersons 

who would like a program, respond to it, 
and buy the product. Today, especially in 
the larger markets, were turning out six 
models of the same thing. If I want to listen 
to an AC station, 1 can find six sub-brands 
of that. There has to be something that is a 
little bit more sophisticated. Particularly if 
you get into a situation where the audience 
is really fragmented.

SALES CANNIBALS

INK: In terms of shrinking the product or the 

packaging... what is your opinion of the air 

personalities who tend to push the envelope 

of what might be consid­

ered good taste?

SIMPSON: I am repelled 
by these people. They are 
offensive. But the Federal 
Communications Com­
mission allows things that 
are equally filthy on tele­
vision, particularly when 
kids are sitting in front of 
it. It disturbs me that the 
entire effort seems to be 
against Radio. Now, I'm 
not tryi ng to defend these 
shock jocks,- we all need 
to have greater responsi­
bility. All this filth is a 
disturbing thing, and it 
puts those stations into 
the same category as a 
newsstand where you can 
find all sorts of dirty 
things.
INK: On the marketing 

front, is Radio doing ev­

erything it can to meet the sales challenges 

of today?

SIMPSON: Our biggest challenge is to move 
away from the idea of the enemy. (Former 
RAB President) Bill Stakelin used to de­
scribe this as cannibalism, an effort to take 
business away from the other guy — and 
that's ridiculous. Some Radio people ap­
proach the local newspaper as the enemy, 
and that’s ridiculous, too. There shouldn't 
be any enemy. Were trying to generate 
sales, were trying to get the cash register to 
ring. One of the problems today is that so 
often the decisions are not made by the 
person who hears that cash register. This is 
happening for people in all markets, par­
ticularly in the smaller markets where local 
banks have disappeared into regional or 
area banks. The local restaurants are, quite 
often, supplanted by franchises. The dis­
count store will come in, and a half a dozen 
stores will close as a result. There was a day 
when every town was a shopping center. 
Now the shopping center is a big mall 30 
miles down the road.
INK: Is small-town America — and small­

market Radio - threatened with extinction? 

SIMPSON: Yes. In several of our markets the 
only thing we can sell is local news and local 
sports. People just don't want to buy spot 

announcements anymore. Because of this 
we get into value-added: the "buy this and 
you get that mentality. It's getting to the

30 ►
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INTERVIEW

point where people are buying a contest or 
a display and they're getting Radio as a 

throw-in. 1 hat is alarming.
INK: Is there any way to change this, or is 

this a fact of life we simply have to prepare 

for?
SIMPSON:Sales departments are going 
through the same thing that the program­
ming department went through when tele­
vision came along. There is a need for some 
new thought, some inductive reasoning, 
some thought as to why this has happened. 
The fact is, things change... and we need to 
find new sources of revenues. For instance, 
one day a year ago I was talking with a 
young fellow who was telling me how he 
had been selling job recruitment, particu­
larly in the health field. It was such an 
exciting idea, because Radio can do a much 
better job than the newspaper want ads. A 
nurse is not going to sit there and read the 
classifieds,- she's too busy. But it might be 
possible for Radio to steer her away to 
another health facility. We must never 
become so unimaginative that were not 
going to go after new things.

NO MORE GOOD OLE JOE 

INK: Yet it’s very difficult 

to alter the old tried-and- 

truehabitsorsellingtech- 

niques...

SIMPSON: But were go­
ing to have to. The days 
of the "good ole J oe" who 
sells advertising just be­
cause he’s a nice guy are 
gone. The days of sim­
ply selling by the num­
bers or by following a 
script are gone, too. 
Frankly, I’m disap­
pointed that more sta­
tions haven’t used the 
services of RAB — par­
ticularly now that they 
can get them on thecom-

Simpson as he accepts The Radio Ink 
Radio Wayne Award last year.

PU» nght in their station. RAB traly is the 
organ.zat.on that can bring salespeople of 
all types what they need, if salespeople 
^^«^-oughandifthemanage. 

T"'* StTOng Cnou«h to saY 
hat their salespeople have to do these 

things.
INK: How has duopoly affected Radio? Not 

lust in major markets, but in the markets 

you’re in? Has duopoly been 

good or bad for small-market 

Radio?
SIMPSON: We are in a very cre­
ative business. The cumulative 
result of all the competition in 
and out of our industry, plus the 
lessons we learned from the 
crash of 1989, has returned some- 
sanity to the market ... and 
duopoly certainly has helped 

this process. It's having a ter­
rible effect on employment in 
the industry, but, at the same 
time, there were too many Ra­
dio stations and, therefore, too many people 

in Radio.
INK: Will it be necessary for operators to 

enter into duopolies to survive in today’s 

highly competitive environment?

SIMPSON: The efforts to nonnalize our 
industry through duopoly have worked, 
for the most part. But, after everybody has 
picked up a partner, there are going to be 
some leftovers. Those are the ones that are 
going to have the pressure against them. 
Suddenly, their numbers can't be added 
together as those in duopolies can. The 
question is whether a time buyer is going to 

buy two or three 

separate stations 
simply because the 
numbers are 
bunched together. 
When all the 
duopolies are in 
place, the other 
stations are either 
going to be inno­
vative and remain, 
or they are going 
to want to get out 
...andthis will pro­
vide a tremendous 
opportunity for 
ambitious people 
to come into the 
business.
INK: Where is the 

next generation of

people in Radio coming from?

SIMPSON: I really don't know. Once, dur­
ing a Futures Committee meeting, 1 asked 
everybody around the table who hadstarted 
as a teenage DJ at a station to raise their 
hand Well over 50 percent of them around 
that table said they had started that way. 
Unfortunately, for a station that is on satel­
lite today, you don't need a disc jockey

Wife Betty and Simpson with son Ted, now sales 

manager of WGMR, and daughter Barbie, who held the 

same post 10 years and two kids ago.

anymore, you need an operator. Now, we 
all know disc jockeys have big egos... but 
that translates into strong management po­
tential. Conversely, if you have somebody 
who has a very poor self-image, they are 
going to have difficulty succeeding at any­
thing. I believe the enthusiastic, outgoing 
DJ should be our industry's ideal.
INK: What are the greatest challenges fac­

ing Radio today — and what should we be 

looking at tomorrow?

SIMPSON: At every level we need to con­
tinue to make Radio relevant. It has to be a 
leader in the community rather than simply 
a music service. Every cable system will 
soon have hundreds of channels with dif­
ferent forms of music, and, if that's the case, 
our industry is going to become even less 
relevant than it is now. One of the fantastic 
things that is happening today is talk Radio. 

Fifteen years ago it really didnt exist, ex 
cept for John Gambling in New York or 
KABC in Los Angeles. Our strength lies in 
this sort of innovation. We have to stop the 

cookie cutter, or the six format limitation, 
and get back to a place where we take our 
chances. We need to give things a chance, 
not cancel them after two performances 

like they do on TV.
INK: Assuming the delivery of hun re 
cable channels into the home, what role will 

Radio play in the upcoming electronic

video dial tone in every home peopl 

going to have .0 sit in Iron. 
that will keep them there.
hand, Radio has the marvelous dexi 
gowithusinrheklrchem^ 

in the basement in any kind
ging. That won t be a t0^g that
of fiber optic. You won want
fiber optic to the basemen 
to clean up down there.

BPS CCDPiiARY 13, 1994
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To reach the most influential and listened to radio 

stations in the Hispanic community, there's 

only one place to call - Katz Hispanic Media. 

We represent the finest Spanish-language 

radio stations in virtually every market you 

need to reach your consumer.

Call Louis Romero in New York (212) 424-6255,

Jodi Desser in Chicago (312) 755-3885,

Elias Lucero in Dallas (214) 999-2093,

Ed D’Abate in Los Angeles (213) 966-5095,

Doreen Cappelli in San Francisco (415) 281-2434.

Or call the local Katz Radio Group office 

in your market.

Katz Hispanic Media. The Best.
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Se Habla Espanol it Some of 
the nation's top Radio stations do, and 
they're capitalizing on one of the country's 
most overlooked, yet thriving audiences.

The blockbuster success of Los Ange­
les' KLAX in 1993 served as a wake-up call 
to the power and importance of the His­
panic audience. When KLAX rocketed to 
the top of the LA market a year ago, the 
shock wave that reverberated throughout 
the broadcast community was palpable. 
How could a Radio station that few had 
ever even heard of, much less a Spanish- 
language station, betheNo. 1 station in the 
country's most important Radio market?

Spanish Language Stations Are Hot

If the broadcast community at large 
had been payingcloserattention they would 
have seen some pretty important signs along 
the way. In this era of format erosion, the 
number of Spanish language stations has 
increased significantly over the last several 
years. According to the M Street Journal, the 
number of Spanish language stations in the 
United States rose from 322 in 1990 to 390
in 1993.

KLAX isn't the first Spanish language 
station to hit No. 1 in general market 

Radio, and it doesn't even have the 
highest market share of any Spanish 

language station in thecountry.Just 
ask any CM or PD in Texas or 

South Florida where Spanish lan­
guage stations have been a force 
to be reckoned with for quite 
some time. In markets like El 
Paso, McAllen-Brownsville, San 
Antonio and Miami, Spanish 

imusic stations have consistently 
ranked No. 1 in key demos for 

the last few years.
Why the sudden surge? 

A combination of inevitable 
population trends and some 
savvy broadcasters. The His­
panic population in the 
United States grew more than 
seven times faster than the 
general market population 
in the '80s and almost that 

fast in the '70s. With the release of the 
updated 1994 Census population numbers, 
it looks as if growth in the '90s is going to be 
even stronger. (See figures 1 & 2). By the 
next Census, Hispanics are expected to 
overtake African - Americans as the country's 
largest minority group. Currently the more 
than 26 million hlispanic people living in 
the United States represent one in every 10 
consumers, and that figure is music to the 
ears of Spanish language broadcasters.

A Loyal Audience

Radio is a terrific way to reach the 
growing Hispanic market. A Person Using 
Radio (PUR) analysis of the top 50 Radio 
markets done by the Katz Radio Group on 
the Spring ’93 Arbitron report shows that 

34 ►

Figure 1

CENSUS

QUICKREAD™

• The Hispanic population is growing 
seven times faster than the rest of the 

population.
• U.S. Hispanic consumers had an esti­

mated buying power of $190 billion, 
nearly triple that of a decade earlier.

• Advertisingspending in Hispanic media 
continues to rise due to both the addi­
tion of new advertisers and a growing 
commitment to the medium by existing 
advertisers.

• You don’t have to be Hispanic to run a 
successfulSpanish language Radio sta­
tion. Six out of the top 10 Spanish 
language stations are not minority 
owned.

• With the recent passage of NAFTA and 
the growing Hispanic population, the 
possibilities of Spanish language Radio 
are exploding in the ’90s.

radio
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Hispanics index much higher in Radio us­
age than their non-ethnic counterparts. 
According to a recent Arbitron national 
study, Hispanic listeners over the age of i 2 
spend an average of 25 hours and 15 min­
utes per week listening to the Radio, com­
pared to 22 hours per week in the general 
market. More than three hours per week in 
time spent listening can make a tremen­
dous difference in AQH on a market-to- 
market basis, and that can make a tremen­

dous difference in revenue.

Wb heard you're 
in the hot seat.

^sults-oriented «¿A 
¡!ail camPa'9ns

Creative Media
Maiujtmtm. Im.

Hispaniclisrenerc arealtan extremely 

loyal Radio audience One of *e - 
common myihs ata. the Hupame Radio 
audience is that II can be reached effec­

tively with general market Rad» «aota 
This reflects a basic Ignorance about he 

language and assimilation patterns 0’ e
U.S. Hispanic population. Almost 
the growth in the Hispanic population over 
the last 25 years has been due to immigra­
tion, and the 1990 Census showed that the 
number of Spanish speakers in the United 
States grew by almost 60 percent in the 80s 
alone. Spanish language stations generally 
have minimal duplication with general

1000 Belcher Rd. S., Suite 10 
Largo, FL 34641-3307

(813) 536-9450 

market stations and a powerful exclusive 
audience. A quick glance at adult 18-49 
exclusive cume across top Radio markets 
like New York, Chicago and Los Angeles 
will invariably find a Spanish language sta­
tion ranking in the top five for exclusive 
listening. That fact would probably take a 
lot of station people by surprise in the 
general market.

Growing Economic Power

The latest figures from Hispanic Business 
Magazine estimate 1993 buying power for 
U.S. Hispanics at $190 billion, nearly triple 
that of only a decade earlier. It also repre­
sents a significant shift in the future of the 
country's consumer landscape.

Karen Ritchie, VP/director of media 
services for McCann-Erickson Worldwide 
gave a speech last year that spurred the 
recent "Generation X" sensation. This gen­
eration of adults 18-29 is the most ethni­
cally diverse generation this nation has ever 
seen and is expected to overtake baby 
boomers as the primary consumer target as 
soon as the year 2000. "Generation X will 
be a generation of fourminorities: Hispanic 
Americans, African Americans, Asian 
Americans and whites,' Ritchie said in her 
speech to a convention of print journalists 
"Minority marketing will have little rel­
evance to these people because all market­
ing will be minority marketing." With the 

Hispanic population continuing to grow 
more than seven times that of the general 
market, their importance as a target market 

increases every year.

Spending on the Rise

Not surprisingly, while advertising 
dollars in the general market have been 
stagnant or in decline over the last several 
years, ad spending in the Hispanic market 
has continued to rise. This phenomenal 
growth is due to both the addition of new 

advertisers and a stronger commitment to 
the Hispanic audience by existingadvertis 
ers. For instance, Montgomery Ward was 

one of the newest retail converts to 15 
panic media in 1993, while both Sears an 
JC Penney, longtime supporters of Spams 
Radio, increased their Hispanic bu get

AT&T demonstrated its commitmen^ 
to the Hispanic audience by sponsor! g 
the first-ever live national Radio pro^ 
in Spanish, Buenos Nodes, America, to addre 

the need for information regar ing 
immigration and orientation issues_ L

RAWO
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Carza, AT&T's director for Hispanic mar­
kets, explains, These individuals are ener­
getic participants in the U.S. economy and 
prime consumers of products and services, 
including long distance telephone service. 
Yet they often feel lost when they come to 
this country because of the demands of 
adapting to a new life. With this show we 
hope to make the transition a bit easier."

The Wave of the Future

The recent passage of the North Ameri­
can Free Trade Agreement (NAFTA) has 
made Spanish language media even more 
attractive to many of the country's largest 
corporations. The merger of U.S. Spanish 
Radio NetxvorkSIS with the Mexican-based 
station group Promomedias is a strong indi­
cation of the global possibilities of Spanish 
language Radio.

If the Fall ’93 Arbitron report is any 
indication, then the future of Spanish Ra­
dio is bright. KLAX-FM experienced sig­
nificant upturns across key demos, turning

The Talk Sensation's 
Spanish Translation

Not all Spanish stations are music stations. Talk Radio is the hottest 

format in the general market, and the Spanish market has its share of 

successful talk Radio stations. Many of Spanish Radio’s most successful 

stations are talk- and information-based.

New York’s WADO-AM has been programming to the New York 

Hispanic community for more than 32 years, providing a vital news, talk 

and information link to New York’s Puerto Rican and Cuban communities. 

In Miami, where Hispanic people make up 36 percent of the market, there 

are two Spanish language news/talk stations, WQBA-AM and WCMQ-AM. 

WQBA-AM is Miami’s heritage news/talk station and has been serving the 

South Florida Hispanic community for more than 25 years. WCMQ-AM has 

been in the news/talk format for less time but is an important addition with 

informative programming that includes news, talk shows, sports, weather 

and traffic. 1993 brought Spanish Radio its first 24-hour satellite talk 

network with the debut of RADIO LABIO. KTRB-AM, a Modesto country 

music station for almost 60 years, signed on as one of RADIO LABIO’s first 

affiliates, and the response from local advertisers has been overwhelming.

Announcing the 'finalists 
for the

1993 Radio Wayne 
Awards ‘

Best Overall Broadcaster (The Radio Wayne Award)
Skip Finley A WKYS/Washiugton, DC

Sally Hawkins A DE
Mike McKoy A KJJY/Dcs Moines, IA 
Mary Bennett A KZFX/Houston,TX 

Perry St. John A KQEG/Lt Crosse, UT

General Manager of the Year

Previous Winners
1991 A Vai Maki A The Radio Wayne Award

1990 A Cary Simpson A The Radio Wayne Award
1992 A Bob Poe A General Manager of tbt Year

1992 A Louise Crawford A Saks Manager of Tlx Year
1992 A Mary Bennett A Woman of the Year

Lou Vito A WPKO/Mkfontaine, OH 
David Manning A WRBQ/Tampa, FL 

Doyle Peterson A KMGA/Albuguergue, NM 
Linda Byrd A WROO-WAIA-WNZS-WZNZ/Jacksowilk. FL 

John King A WSIX/Nasbvilk, TN

Sales Manager of the Year
Martiey Miller A KEKBIGnml Junction,CO 
Richard Mecham A KSL/Salt Lake City,UT 
Glenn Cheesman A WVNO/Mansßeld, OH

Gail Brooks A KCBS/San Francisco, CA
Dennis Burchill A WSVA/WQPO/lV/’KZ/HurrisonbMn;, VA

Woman of the Year

A^eloffudgeshasnarrowcd^^^
each category. who will b< awarded on Saturday. 9 al RAB 94 m Dalia . 

The Radio Wayne Award is named for "Radio Wayne Conals who has set an example of 

leadership and polity in Radio for a lifetime. Th award « designed o recognize 

individuals who epitomize professionals and have raised the overall kvel of excellence m 

Radio within their market, and m the industry as a whole.

Kim Woodworth A UTXT/lTscnloosri,AL 
Cecelia Breyault A WMXJ/Hollywood.FL

Karen Carroll A KYKY/St.Louis, MO
Mary Rawlins A KBCO/Diwer.CO

Joan Gerberding A WPST/TrcntA^fl

RAI 
INI
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in its fifth book at No. 1 and its highest 
book ever. As expected, the country s hot­
test Tejano station, KXTN-FM, dominates 
in San Antonio, and Spanish language sta­
tions continue to be a major force across 
Southwest Texas. There arc, however, a 
few surprises. KLOX-AM, a Spanish lan­
guage station in San Jose, jumped to the 
No. 2 position with adults 18-49; WSKQ- 
FM, a tropica] station, vaulted into the No. 
7 spot with adults 25-54 after a recent 
format adjustment.

A rapidly increasing U.S. Hispanic 
population combined with the recent pas­
sage of NAFTA have made Spanish lan­
guage broadcasting the wave of the future. 
Advertisers can no longer afford to ignore 
the changing demographics of the United 
States, and broadcasters can no longer af­
ford to ignore the changing demographics 
of their markets. The possibilities of Span­
ish language Radio will continue to ex­
plode into the '90s and beyond. S 
Knthla.it Bohan is resarch manager for Katz Hispanic 
A lidia. Six may be nadxdat 212-/2/-S253.

Not For Hispanic Managers Only
While an understanding of the Hispanic community and a knowl- 

edge of the Spanish language is clearly important, some of the country’s 

most influential Spanish language Radio stations are proof that you don’t 

have to be Hispanic to run a successful Spanish station. Of the io top-billing 

Spanish language Radio stations, four are Hispanic-owned, and the 

remaining six are owned by non-Hispanics.

While Hispanic people share a common language and religion and a 

wealth of other similarities, there are some important cultural differences 

that must be taken into account when programming a Spanish language 

station. The US. Hispanic market is made up primarily of Mexican, Puerto 

Rican and Cuban listeners; the rest come from a wide variety of Latin and 

Central American countries. While the Hispanic community in Los Angeles 

and the Southwest is primarily Mexican, South Ronda’s Hispanic commu­

nity is mostly Cuban and New York’s is heavily Puerto Rican. The Hispanic 

market offers a diversity of musical styles that appeal to Hispanic listeners 

on an ethnic and regional basis. KLAX Los Angeles* Banda format, which 

is based in Mexican music, is as different from WRTO’s salsa-based Tropical 

format in Miami as a country station is to a Hot AC.

2 Ways to Increase Your Sales
-------- ©---------

PAM LONTOS’
RADIO AUDIO CASSETTE

learninocourses
“Tune Into Success in

Broadcast Selling”

• This is the original set that has 
made thousands of salespeople 
millions of dollars

• 24 cassette sides
• Sales and motivation

“Guerrilla Tactics for 
Streetwise Radio Selling”

’ 12 cassette sides and 
a 100-page manual

* All sales, all Radio

ix-gmner to advanced

"Pam Lontos is #1 
at training new and experienced 

salespeople.... Believe me, 
she knows what works on the streets 

and can teach your salespeople." 
— George Green, President, KABO

------------@-----------
PAM LONTOS’

IN-STffnOH SEMINARS

Pam teaches proven sales 
techniques that double 

and triple billing.
• Seminars on all aspects of selling 

— group participation and role 
p!ay.

• Questioning, closing, eliminating 
objections, suggestive selling • • • 
more.

• On the street calls made with the 

staff.
• Hiring, testing, evaluating-

Can (714) 831-8861
Lontos Sales & Motivation, Inc- 

p o Box 2874 
t ¿Hüls CA 92654

Laguna rim1»’__________—

Radio
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COPY CUPS
B^thW are.n'ne Radio Spot copy ideas which have been used on the air successfully in various markets. Simply cut 
U em 'n a box and use them as a reference for tried-and-true copy ideas. Send your great Radio spot

DiQC<^y y . ° 4°7_995'8498, or mail them to: Radio Ink, Attn.: Copy Clips, 8000 N. Federal Highway, Boca Raton, FL 33487- 
ea e remem er 0 include the copy category, client's name, your name, title, station and whether the spot is 30 or :6o.

RESTAURANT
30 PORKY’S PIT STOP BARBECUE
Anncr: (straight read) It’s now time for another 
edition of “No Such Thing." Man: There's no such 
thing as a flying pig (six: Pigs with airplane flying). But 
there is such a thing as great barbecue. And you can 
get that great barbecue at Porky’s Pit Stop Barbecue. 
Porky’s Pit Stop Barbecue has Forsyth County’s best 
barbecue and all the fixings ... like Brunswick stew, 
corn on the cob and potato salad. All at Porky’s Pit 
Stop Barbecue. It's on Atlanta Highway 9 in Cumming. 
Don’t waste your time looking for flying pigs (sfx: pigs 
with airplane flying)... spend that time at Porky’s Pit 
Stop Barbecue.
Tracy E. Myers, WHNE Cumming, GA

RADIO 
INK o

AUTO SERVICE
:6o SHAW SALES AND SERVICE
Fred: Hey, Freddy Bumperbuster here. Remember 
me? Vc. 1: Yeah, I remember you almost killed me. 
Fred: You’re not gonna hold that against me are you? 
Your car looks great! Vc. 1: You stay away from my car, 
you loon. Shaw’s Sales and Service made it just like 
new, and I’m keeping it as far away from you as 
possible. Fred: Well Excuuuuse me. Shaw’s Sales and 
Service, huh? Maybe they can bang out some of these 
dents in my car. Vc. 1: You may be better off with a 
new car, but either way Shaw’s Sales and Service can 
get you underway for less. Shaw’s Sales and Service 
worked wonders after I met Freddy, and they’ll be 
there for you, too, to help fix whatever ails your 
vehicle. From body work to general repairs, Shaw's 
salesand service is there for you with 24- hour towing 
service and all kinds of automotive accessories. Give 
Shaw’s Sales and Service a ring. 446-2650. Shaw’s 
Sales and Service, Route 7, Wallingford, a Vermont 
state inspection station.
Eric Justason, WSYB-AM/WZRT-FM Rutland, VT
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FURNITURE
:6o HAGERSTOWN FURNITURE OUTLET
(sfx: door knocking continuously) Merle and Marge: 
Yoooo-Hooooo! Female: Oh no, it’s Merle and Marge 
from next door again! Male: Sssshhhh ... pretend 
we’re not home. Female: Ever since we got our new 
furniture from Hagerstown Furniture Outlet, they’ve 
practically lived here. Marge: Yoooo-hooool! We need 
to borrow some sugar! Merle: Yeah, and some ... 
shampoo! Female: Shampoo?! ... He's bald! Male: 
They both are! Anncr: You won’t believe the values 
you'll find when you shop Hagerstown Furniture 
outlet! They sell only quality furniture for every room 
in your home!... Brand names you can afford! Come 
to Hagerstown Furniture Outlet today, Route 11 on 
Pennsylvania Avenue, Hagerstown ... just one block 
north of Mack Truck. Open daily 10 to 8 and Saturday 
10 to 6. But when your neighbors find out, be 
prepared ... (sfx: door knocking) Merle: Oh, OK!... We 
give up! We want to borrow your new sofa! Anncr: 
Hagerstown Furniture Outlet... isn’t it time you give 
your home the make-over it deserves?
Jeff Wine, WCHA-AM/WIKZ-FM Chambersburg, PA
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LOUNGE
30 NORTH HILL INN
Anncr: It’s time for... let’s make a deal! (start cheesey 
game show music) Tonight, the Silver Buckle pre­
sents “Let’s make a deal night.” Join your party host, 
Lou, as he climbs into a plaid suit and makes the 
deals of the century! Host: OK, Tony, I’ll give ya 20 
pounds of pork hocks for your shoes. Whaddya say? 
Guy: I love pork hocks! (sfx: Crowd gasps) Come to 
the Buckle tonight and join the excitement as Lou 
gives away cash and prizes. “Let’s make a deal night” 
— tonight and every Wednesday night at the world 
famous Silver Buckle in the North Hit! Inn.
Morris Brese, CKGY-AM/CIZZ-FM Alberta, CN
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WOMEN’S CLOTHING
:6o LEVY’S
Cop: Excuse me, ma’am ... Woman: Yes, officer? I was 
only going 5 miles an hour. This is only a parking lot. 
Cop: Speeding isn’t the charge here, ma’am. It’s 
stealing. I saw you corning out of Levy’s. Is it or is it 
not true you paid $25 for a $100 blouse? $50 for a 
$200 coat? Woman: Yes, it’s true! Cop: Sounds like 
a felony to me. Woman: The only felony would be to 
miss out... on the 75% off sale at Levy’s on the Island 
at Willow Lawn! Anncr: This is it... the final sale... on 
all fall and winter clothing at Levy’s 75% off sale! 
Come choose from beautiful fall and winter jackets, 
dresses, sweaters ... all at 75% off! Officer: A 75% off 
sale? Are you sure that’s legal? Woman: Look, I just 
got a whole new wardrobe ata fraction of its original 
cost... I’m not asking questions. Anncr: Levy’s 75% 
off sale! And while you’re there, you can check out the 
gorgeous spring clothing arriving daily! Like fun 
bathing suits, beautiful spring dresses and suits! Cop: 
This is one sale I might actually tell my wife about. 
Anncr: Levy’s 75% off sale, at Levy’s, on the Island at 
Willow Lawn.
Holly Buchanan, WMXB-FM Richmond, VA RADIO

I PAWN SHOP & ANTIQUES
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30 ANN’S PAWNS AND ANTIQUES
(Medium/up tempo music background) L: Hi, Roomie! 
(nerdy voice) K: (cool guy) Yeah ... Hi. So this is our 
place huh? L: Yeah! What do ya think? K: Nice. L: You 
really think so? K: No. L: What do ya think it needs? 
K: A desk. L: Uh huh. K: Fish tank. L: I should be 
writing this down, huh? K: Yeah, you should. We’ll 
need a mountain bike. Refrigerator, TV, VCR, Nintendo, 
electric guitar... L: Electric guitar! Wow, do you play? 
K: No but the girls dig it. L: Hey... When are we gonna 
study? K: (pause) We’re not gonna study. Don’t get 
the desk. Ann: Students, see Ann’s Pawns and 
Antiques, at 302 South 2nd.
Keith Pilrto, KOWB-AM/KCGY-FM Laramie, WY

I

Iauto dealer
•60 BUD JENNINGS’ AUTO SALES
(sfx: Game show music; applause) Vc. 1: W'elcome 
back to “Big Bucks with Bob”... I’m Bob Barkley. Jim, 
today’s final question goes to you. The category is 
nIms... in what 1987 movie did Barbra Streisand play 
a mentally disturbed killer? Vc. 2: Oh,! know that one 
••• Oh nuts, oh nuts, I know it! Vc. 1: That's correct —
Nuts.” You've won $4,000! Vc. 2:1 don’t believe it! 

Iwon, I won, I won!!!! Vc. 1: Tell us, Jim, what will you 
do with the money? Vc. 2: I’m going to Bud Jennings 
Auto Sales in Chambersburg! For anyone who’s in the 
market for a car, there’s no better time than now to 
Go to the dealer who treats you like a winner. They 
have 35 already-sale-priced vehicles for $4,000 or 
under, and Bud Jennings is paying the tax and 
registration! Vc. 1: OK, Jim, for an extra prize, you have 
nve seconds to tell us Bud Jennings’ sale hours! 
¿Lr ”• Tuesday, Thursday, and Friday, 9 to 9 ... 
Wednesday, 9 to 5 ... and Saturday, 9 to 2! Vc. 1: 
you re a winner!!! Anncr: Bud Jennings’ Auto Sales, 
.¿Vnc?ln WaY West- Chambersburg.

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

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I

PRINTER
30 HOSPERS & BROTHER PRINTERS
Well, let’s face it! It’s a little impractical these days to 
have your printing done on stone tablets. They’re 
expensive, they’re unwieldy, they’re really heavy and 
if you drop them ... well ... that’s it! At Hospers & 
Brother Printers we use state of the art equipment to 
get your job done quickly, efficiently, and properly 
the first time.
Tom Suter, KCJJ-AM Iowa City, IA

I 
I 
I 
I 
I
I

DRY CLEANERS
30 RIVER CITY CLEANERS
Great Moments in Dry Cleaning History, sponsored by 
reVe^liy C rSn j today’s Suest, George Washing­
ton. Anncr: Good day. My guest today is the father of 
our country-, Gen. George Washington. Sir I am 1 
£°"°re.d;£eorge: Th® Pleasure is all mine, siri Anncr 
General, the war must have been very difficult on vou

| are the best. I know th.Y^
■ comments? George-How am ^ny Rnal
I River City Cleaners u^mhy.withwo°^^
I milfion bucks ~ We 11 make yott look like a 
j Tom Suter, KCJJ-AM Iowa City, IA

I RADIO



barter for your 
hard cash expenses

I Are you spending $$$ on-

• Billboards • Hotel Rooms
• Bus Signs • Contest Prizes
• Printing • Sales Incentives

• Production Library

Then you need to call:_____

West End Media Group

TJ. Donnelly or Thom Vance 
817-5954550

THIS SPACE COULD BE • 
GETTING RESULTS

; FOR YOU... ;
> “Advertising in Radio Ink’s Showcase < 

> has exceeded our hopes in bringing <

* 'nn^revenue.”-ThomVance,

>

West End Media Group

Call
I » W-995"9O75

Today!

WinFS00 “ S«™ 

generated!

* Promotions ft Venues 
Grea> Comedy

i Donnelly or 4*yAlL call817-59?? Va"“ “
5^®-4SS0

I- - - - - - -

Representing 

only the best 
in broadcasting.

XX
XX

X ^X X X^X ¿X * ¿X ^x
. <xx
a XXX XX

'XX

( all us for 

additional information 

on hou these companies 
can improve tour station. iSIHh 8(111-01(17

BARTER FOR YOUR 
HARD CASH EXPENSES

Are you spending $$$ on...

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

• Production Library

Then you need to call:

West End Media Group
T.J. Donnelly or Thom Vance 

817-5954550

THIS SPACE 
AVAILABLE NOW

Call 
407-995-9075 

today!

Enjoy the Profit 
o of

Hiney Wine

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

WANTED!
Bartered Radio Time in 

Florida!

Also need time in other specific markets.

Call Thom Vance
(817) 595'4530 i

Representing 

only the best 
in broadcasting-

lxoo> KO«-0"1
...ml'""*

addili»"-11 
on host llu
ça» blip1’0'4 'oU



CLASSIFIEDS ...oo.M678S7
AH orders and correspondence pertaining to this section 
should be sent to : RADIO INK, 8000 North Federal 
Highway, Boca Raton, FL 33487

Call (407) 9959075 or fax to (407)995 8498. Alt ads must 
be prepaid and if not paid bv deadline may be subject to 
cancellation. Checks. Mastercard . Visa and American 
Express cards accepted.
Deadline: Ten days before the issue date Ads received after 
the deadline will be placed in the following issue unless you 
are otherwise notified.

Rates: Classified Listings (non display). Per issue $1 50 
per word Situations wanted: first 10 words are free, 
additional words: $1.50 per word Blind Box: $15 per issue 
Word Count Symbols such as GM. GSM. AE. etc., count as 
one word each. Each abbreviation, single figure, group of 
figures, letters and initials count as one word. We also 
count the phone number with area code and the zip code 
as one word. Rates: Classified Display (minimum 1 meh, 
upward in half inch increments) $130 per inch. Blind Box 

Numbers: The identities of RADIO INK Blind Box holders are 
never revealed. When responding to a blind box, mail your 
reply to the box number c/o RADIO INK, 8000 North Federal 
Highway, Boca Raton. FL 33487. If you do not want your 
reply to reach a certain company, simply indicate the 
company on the outside of your envelope. If the company 
named on your envelope corresponds with the box holder, 
your reply will be discarded.

CATEGORIES:
• SITUATION WANTED
• SITUATION 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 WANTED BROADCAST SCHOOLS AND SEMINARS
• EMPLOYMENT SERVICES
• WANTED TO BUY EQUIPMENT
• FOR SALE EQUIPMENT
• STATIONS FOR SALE

HELP WANTED MANAGEMENT

GSM. It’s a toughie. Following Mark as one of our 
GSMs will be a challenge only for the “best of the 
best.” Meet the challenge and you’ll be joining 
Saga Communications, Inc., one of broadcasting’s 
most dynamic group operators. Mark is leaving 
behind a high-performing CRMC marketing staff 
ready to go to the next level. Give me your best 
shot. Send or fax your resume to Phil Hoover, 
president, The Des Moines Radio Group, 1416 
Locust Street, Des Moines, IA 50309, # 5>5'
280-3011._____________________ _________
GeneralSales Manager: Barnstable Broadcasting’s 
WHLI/WKJY-FM, Long Island, New York, has an 
immediate opening for a General Sales Manager 
with the experience, skills and leadership to take 
these solid stations to the next level of share 
performance in this huge retail market. This is not 
a developmental position. There are $34,000,000 
radio dollars up for grabs, plus millions more 
from other media and manufacturers. Candidates 
must be seasoned pros with exceptional training 
and motivational skills, as well as the knowledge 
and systems for producing superior effort from a 
large sales force. Success in major suburban 
market radio, a college degree and computer 
literacy are big pluses. Send letter and resume 
with current references and salar* ‘n 
confidence to: Jane Bartsch, VP/GM, WHLLWKJ - 
FM, 1055 Franklin Avenue, Suite 306, Garden 
City, New York, 11530- EOE______

HELP WANTED MANAGEMENT

General Sales Manager: Solid family broadcast 

group needs a ‘90s sales manager in a Top 75 
market. Station is paid for and growing. Send 
resume and philosophy to Blind Box 471 c/o 
Radio Ink.

HELP WANTED SALES

Move to enchanting New Mexico and join our 
winning radio team! Number one adult station in 
Santa Fe, expanding into Albuquerque has excit­
ing sales opportunity. Qualified applicant has 
adventurous team spirit, desire for high quality of 
life and broadcast advertising background. Send 
cover letter and resume ASAP to: KOYT/KIOT, 
2730 San Pedro NE, Suite H, Albuquerque, New 
Mexico 87110._____

Experienced, hard working professional but not 
making the money you should be? Florida FM 
Regional Powerhouse is looking for you! Call Joe 
Russo: 904-672-9210. Heritage Broadcasting is 
an equal opportunity employer.______

MISCELLANEOUS RELATED INDUSTRY

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

Breakers, Sweepers, Voiceovers, Spots, Promos, 
Liners, Etc. Major market voice (Boston, NYC, 
Philly, DC) at small market fee. Write - P.O. Box 
2733, Reading, PA 19609 Att: Jim (or call 215-777- 
0456)-

WANTED: Old AM Transmitting Tubes 

They don't hove to work, 

they just have to look unique. 

The funkier the better!

Call Radio Ink at 1-800-226-7857

RESOURCE DIRECTORY

CCR^M 
1-800-32-REMIT 
Media collections is our only business.

Fast resolution of ad sales 

payment disputes. 
NY location/Wortd-wide capabilities. 

Superior track record.

Call: George Stella, Attorney 
Former NBC/Katz/Petry Sates Manaoer

Circle Reader Service #188

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

25 Issues 
S300

100

BOX AD RATES 
AD SIZES 13 Issues 25 Issues

1" $ 975 S1.750

1 1/2" 1.433 2.572

2 " 1.872 3.360

2 1/2" 2,291 4.112

3" 2,691 4.830

3 1/2" 3.071 5.512

4" 3.432 6.160

COLLECTION CONSULTANTS

More
Resource Directory

MISCELLANEOUS RELATED INDUSTRY

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!!"

The Ten Commandments of salesmanship are 
now available. Inspire your sales team. It works! 
Suitable for framing. Send $5.00 per copy to: The 
Master Closer, P.O. Box 1228, East Stroudsburg. 
PA 18301._______________________________

SITUATION WANTED: MANAGEMENT

Experienced operations manager/air personality 
seeking company that’s on the move. Call Keith 
314-683-6906.

Classified
Ads
&

Directory
ListingsWORK!
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resource directo
■ FINANCIAL/BROKERS I

SE
StationBase.. 1-800-359-2818 or 602-5457363 
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 computersoftware products forsingle/combo/ 
netwoik 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 radio-

EQUIPMENT/SUPPLIES
television. Single or multi-user PC-based systems.

MODULAR FLEXIBILITY WITH A CUSTOM FIT
Hr iMIrr flrfpnt lin> stufa fumtun- 

4IU IomhSiuh Skim. Vvin C » «HVT 
"“»M b im bR/bU-tJbR

MURPHY
SIL DICHLRMIURE

Circle Reader Service # 176

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

Gary Stevens 8 Co
America’s leading' 203’966-6465 
£$i_?03'966-6522 Pendent radio broker. 
SatteifieldTpiZh? '—-------------
Radio, TV and Cable b-l........ 303-239-6670 
suitants and A/R Fundi™ erS’ ApPraisers- con- 
’ ~—■ —nationwide.

Star Media Group, Inc.
- --------------------------------- —-___

214-713-8500
Radio's Full-Service Financial Specialists. Bro­
kerage, Investment Banking and Merger & Ac­
qui s i t i 0 n 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............................................1-8OO-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.

N.A.R.T.S.H.................................... 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 and marketing.___________

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 journalists. Fax 202-223-4007

IVe exist to help you make $$$$ 
Call for Details 
1-800-998-2153 

Basfe

Radio Advertising Bureau
Circle Reader Service #196

Dave Gifford lnternational...5os.QRo , 
Sales turnarounds and troubleshooting |n «°7 
tion and group owner sales training SalesX 
agement & advertiser seminars. New aZ 

sales and client development. Takeovercounse 
to first station owners. 5e

Star Media Group, Inc............. 21. 7 _
Radio's full-service Financial Specialist. Investmem 
marketing and promotion.

MARKETING AND PROMOTION

ACTION AUCTION.............  8?,«,, D J
.. . , ................o!2-847-9830
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-$4oK in one 
day. Fax 812-847-0167

COMPLETE TARGET MARKETING, 
SALES AND PROMOTIONAL CAMPAIGNS

0 Dotobose & list Monogement 
» Dnect Moil 0 Motket Reseotch o Telemoiketing 

0 Soles Consulting 0 Sweepstokes
0 Medio Plocemenl • Integioted Compoigns

0 Creotive & Design Services
0 Punting 8 Punt Production

2041 S.W. 3rd Ave. »Miomi FL 33129-1449
Phone(305)858-9524

Fox (305) 859-8777
Circle Reader Service #195

Broadcast Products, Inc............1-800-433-8460 
Custom promotional vehicles and portable displays 
forbroadcasters. The Remote Booth’”,Thundertruck , 
Super Roving Radio'“ and Proset_

CASH CUBE
“Money Machine”

Gives your station instant impact ... 
Create excitement 

with cash or 
coupon promotions

Call Toll Free 
80Q.747-U.44 

Circle Reader Service#^

------------- r,„ inc. .1-800-331-4438 
Communication Graphics ‘ v’isual ¡mages you 
Your decals are one of the b every day.
have that your listeners se - design a 
Communication Graphics c stjCkers that 
consulting as well as grea proucj of ¡s one 
last. Producing a produc: y do |t )ets you 
of the most important tl 8------------  
build instead ofreplaçe.-------------- - ■ —
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RESOURCE DIRECTORY.__
PROGRAMMING

MARKETING AND PROMOTION MARKETING AND PROMOTION

s KD!
Creative Media Management, lnc.813-536-9450 
Direct mail and telemarketing for radio...business 
mailers, personalized letters, post cards, sweep- 
stakes and database creation/management.

It s better tha 
Brand Z!

■"Press 1 for the Ski Report, 
Press 2 for concert information, 
Press 3 for school closings, 
Press 4 for traffic updates 
Make $$$$ using a phone

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

BP Consulting Group 1-800-426-9082
Selling Today~Iunoralingjor Tomornur

1-800-INTEREP
or 206-728-2741 Radio music format consulting.
Music and audience research.

System makes it easy!
HENRY ENGINEERING 

tel (818) 355-3656 fax (818) 355-0077

Center for Radio Information...1-800-359-9898 
Radio/TV station databases, labels, radioscan.
All types of Arbitron analysis.Faxgi4-265-4459

KD (Canopy»

J.R. Russ Programming & Research... 215-494-0910 
Specializing in CHR, Hot A/C, HITROCK3 formats 
and AM radio! AFFORDABLE CONSULTING, DIARY 
REVIEWS, IN-MARKET VISITS.

RESEARCH

Circle Reader Service #198

Aluminum frame is 25% 
lighter and 40% stronger 
than the Originals.
10'x 10’or 10'x 20'Includes 
a heavy duty cany bag.

1<@»432»4435 The Ixterep Radio Store

Circle Reader Service #177

BßAU CROUl/BS TO your remotes 
wHh th© JAŒFOÏ MACHINE!

Selling Today-Innoraling for Tomorrow

1-800-INTEREP
NETWORKS

This Las Vegas style one-armed bandit 
distributes custom printed "coupons," 

"incentive offers" or "prizes."
WIN NEW BUSINESSII

o Riverboat Casinos
o Indian Gaming Facilities
o Shopping Malls
= Car Dealers

Call today for information on how you can

Satellite delivered 

CHR 
service for $495 a mentii, 

■ CHANNEL

ONE
Yes, $495 a month!

America's only satellite delivered CHR service.

Available 6PM-6AM Monday-Friday and all weekend!

Coll Music Channel One today for 
market availability. 1-800*800-0107■0107

Circle Reader Service #193

PRODUCTION

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

SERVICES

Accu-Weather, Inc. 814-237-0309
The Worlds' Weather Leader, 619 W. College Avenue, 
State College, PA 16801 Fax: 814-238-1339

Classified
Ads & Directory 

Listings
Orde Reader Service #171

The Radio Marketing Dept., Inc. .2Oi-993-%7i7 
Direct Mail, Telemarketing and Database Service. 
Serving 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 and Bus signs. 

Call T.J. Donnelly at 817-595-455° 
West End Media

Circle Reader Service_#iZ2------------

Sell your 
products or service 

in Radio

Jeff Davis Productions
The voice of Jeff Davis (WLS/Chicago, K-EARTH 101/Los 
Angeles) on your station's promos. Fax 818-763-4800

A/C VOICEOVER SPECIALIST. Fax script (315-699- 
8484) for free demo cassette test drive. Limited 
time offer. 

ORKINsI

«/In amazing sales tool!" 
Phone 1/800-621-6949

Circle Reader Service # 182

Bob Wood 315-682-7446

310-288-7944

WORK!
More 

Resource
Directory
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RESOURC
"^SERVICES I

Format Change? 
Need \ L(m;o Fast?

Logo Design 
From $249!

Ue can offer jou design & consulting 
as well as bumper stickers that last.

Call Today!
Toll Free 1-M1-4438

Communication 
Graphics Inc

Circle Reader Service #183

FREE NEWSLETTER
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) 800-0107

FOR A SAMPLE ISSUE. 
NO OBLIGATION!

EXECUTIVE BROADCAST SERVICES
Circle Reader Service # 187

Comprehensive 
Market Data 

b> tb* Editors of 
Tfc M Street Journal

*36.«^ 
call:

(800) 248-4242

works off orem- digital audio net-
data net-

Hear -410-252-835!
ne” remote for murh ^POnse from your

COMREX 3XP/UR 6£NTNER EFT-3000 or

Rain or 
alized and tocaiize¿ 
your audience win <

.....1-800-759-9282
” formatted, person- 
f forecasting system

every day.

continued

SPEAKER/TRAININGSPEAKER/TRAINING

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

Bill Burton.................................... 313-643-7455
Radio’smostenthusiasticspeaker/motivator. Out­
standing sound and slide presentations on Ra- 
dio. Fax 313-649-3180_________________

Selling May-lntioialingfor Tomomir

1-800-1NTEREP
Dave Gifford lnternational...5O5-989-7OO7 
Sales turnarounds and troubleshooting. In-sta­
tion and group owner sales training. Sales 
management 8c 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.

Think

714-831-8861

What would you 
GIVE TO 

DOUBLE YOUR 
BILLING?

Pam Lontos’ proven techniques 
WILL MAKE VOUR STATION MORE 

MONEY...FAST!
-Seminars ‘Speaking ‘Audiotapes

Circle Reader Service #186

Pam lontos is #1 at training 
NEW AND EXPEREINCED 

SALESPEOPLE ... SHE KNOWS 
WHAT WORKS ON THE STREETS ANO 

CAN TEACH YOUR SALESPEOPLE." 

— George Green. 
Kabc/Los Angeles

Revenue Development Systems..... 617-680 
Co-opA'endor training seminars end cu-v 
consulting. The only ongoing vendor .ales 
ing course in the U.S.! In three days you’ll bo 
vendorized! Call for information, locations and 
dates. Kathryn Biddy Maguire.

SPEECHES/CREATIVE WRITING

Katy Bachman................................. 203/353-8717
Communications that work. Copy that compel 
Promotions that build both your bottom line and 
image. Experienced, published writer with more 
than 13 years in broadcasting and more than 9 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. Call to save time and money 
on your next corporate meeting or incentive trip.

Classified 
Ads

Directory 
Listings 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!

8»?
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WITH TAPSCAN'S NEW SOFTWARE SYSTEMS, YOU CAN LEAVE 

YOUR COMPETITION WITH EGG ON THEIR FACE.
For over a decade, TAPSCAN has re-defined the way in which radio is bought and sold. This year will be no 

exception. As we unveil this year’s achievements at die RAB Managing Sales Conference, grab a sneak peek at our

Windows system.
The new interface gives our tried-and-true TAPSCAN system limitless flexibility and speed.

Prospector"' will give you
the ability to determine who is a liable prospect to advertise on your station, and

SalesSCAN gives you the means to handle this mountain of Information. Last year’s hit, Retail Spending

Power”',
has been beefed up as well. RSP version 3.0 sports new sendee categories as well as dozens of retail

categories. Call us today or come
by Booth 41. You’ll see what you want. You’ll like what you see.

I- - - - - 1 
TAPSCAN 
INCORPORATED

3000 RIVERCHASE GALLERIA • EIGHTH FLOOR 
BIRMINGHAM. ALABAMA 35244 • 205-987-7456 

BOSTON • CHICAGO • LOS ANGELES • TORONTO • VANCOUVER
Retail Spending Power. Prospector and SalesSCAN are trademarks of TAPSCAN. Inc. ©1994

Check out the full dozen at the RAB Managing Sales Conference, Booth 41.
Circle Reader Service #119



EVENTS CALENDAR

ProSet

REMOTES & PROMOTIONS 
^9h Impact Graphics 
/^Construction 

W-Mmute Set-Up

PO.Box^^

______tlkhart, IN 46515

1994
Feb. 4-5-Oklahoma Association of Broad­

casters Winter Convention, Oklahoma City, 

OK. 405-848-0771

Feb. 5-6-Dan O’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. 12-West Virginia Broadcasters Asso­

ciation Winter Meeting, Morgantown, WV. 

304-344-3798

Feb. 15-17—49th Annual Georgia Radio-TV 

Institute, Athens, GA. 404-395-7200

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 
Expo, St. Paul, MN. 612-926-8123,

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

484-7444

Feb. 26-March i-NAB State Leadership 

Conference, Washington, D.C.

March 2-5—Country Radio Broadcasters 25th 

Country Radio Seminar, Nashville, TN. 615- 

327-4487

March 14-17-Second International Sympo­
sium on DAB, Toronto. 613-241-9333

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 10th 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 J

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 International and Broad­
cast Designers Association Conference and 

Exposition, New Orleans. 213-465-3777

June 9-11—2nd Montreaux International 
Radio Symposium and Technical Exhibition, 

Montreaux, Switzerland. ++41 21 963 32 20

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

July 7-10—Annual Upper Midwest Communi­

cations Conclave, Minneapolis, MN. 612- 

927-4487

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. 4-6—CES® Mexico ’94, Mexico City. 

202-457-8728

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

1995
May 21-24 Broadcast Cable Financial Man­
agement Association and Broadcast Cable 

Credit Association 35th Annual Conference, 

Las Vegas. 708-296-0200

1994 Arbitron Survey Dates

• Winter Jan. 6-March 30
• Spring March 31-June 22
• Summer June 23-Sept. 14

• Fall Sept. 22-Dec. 14

EVENTS TO:

il I bili li '/Ludi 1 1. Events Calendar, c/o « 

4O7-995'8z*9

gAMO
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EVENT TAPE
Be Everywhere!

Dominate events, remotes, concerts and promotions!
Multi-purpose... as 
many uses as there are 
great ideas!
• Create walls of logos, 

call letters & theme 
graphics

• Promotion streamers & 
snipes

• Valance for tents, tables 
& displays

• Wrap large giveaways... 
entire buildings

• Registration area 
signage & boxes

• Barricades for people 
movement & crowd 
control

Budget-priced on 
continuous rolls!
• Add value to client 

promotions with 
sponsor logos and 
event themes

• Call letter signage 
always clean & ready on 
a moment’s notice

• Low cost & low 
minimum orders

♦X USE IT & LOSE IT 
W PLEASE RECYCLE 
PLASTIC

6307 Constitution Drive • Fort Wayne, IN 46804 • U.S.A. • Fax: (219)432-8464

1-800 21 FLASH
(1-800 213 5274)
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GRAPEVINE

CHAM

WHIR

Carlson Travel Network/Media 
Travel USA is marketing special 
Las Vegas tour packages for the 

NAB in March. In many cases, 
complete packages with room 
and air are priced less than air 
alone. For information, call 

800-283-TRIP.
• Wheatstone has announced a 
new audio console called the A- 

According to the company, 
the fully modular construction 
has "one module does all" phone 
modules along with other mod­
ule features enabling stations to

of his nationally syndicated program, which holds the

record for the highest number of stations upon debut 

The morning team consists of (L to r) band leader Butch 

Stewart, producer Ray Delagarza, MD Steve “Silk” 

Hurley, news anchor Sybil Wilkes, Joyner, publicist 

Yolanda Starks, sportscaster Kevin Woodson, and 

writer Doug Starks.

upgrade on an as-needed basis. The com­
pany says this will be ideal for console 
longevity as technology changes occur in 
the digital future. For information, call Jim 
Peck at 315-452-5000.

Radio AAHS Network President Bill Barnett 

poses with television’s Mary-Kate (L) and 

Ashley Olsen who displayed their double 

platinum awards fortheir debut music video. 

The network was credited with propelling 

the twins’ music to the top of the charts.

° Valentine’s Day is rapidly approaching, 
and who better to host a Valentine's Day 
special than heartthrob Billy Ray Cyrus. 
The three-hour "Heart of the Country” 
special on the Unistar Radio Network fea­
tures the hottest love songs from the hot 
country stars. For information call Unistar 
at 212-373-4977.
• After huge growth in the last year, Jack­

pot Promotions has moved to new digs. 
Make a note: 77-670 Springfield Lane, 
Suite 10B, Palm Desert, CA 92211. Phone: 
619-360-4266. Fax: 619-360-4226.
• Ted Griffin, exec. VP of the Missouri 

. isretiringafter23 
years with the group. His wife and assis­
tant, Dottie, will retire at the same time 
after her 22 years with the organization. 
President Rod Orrhas announced the search

for a successor. Griffin noted a 42 percent 
growth in the number of commercial sta­
tions since his appointment in 1971 with a

Proven 
Remote Power!

• Fast, Easy Set-Up & Take-Down
• High Profile & Remote Visibility
•Highly Profitable and

Self Liquidating 
• Immediate Delivery!

051 ^cts, Inc.
V800-433-846O

i ne waoio Advertising Bureau training 
programs are picking up speed. Not only is 
the RABs Managing Sales Conference in 
Dallas supposed to be the most well-at­
tended ever, but the organization's new 
study-by-mail program „ aiready out
for the next term. The Radio Sales Univer- 
suy (RSU) is also a great opportunity to 
P-kupsomeUpswhenitlandsatacitynear 

Atlanta (2/22), 
I hdadelplua (3/8), Balt.more (4/5) and

75 percent membership rate.

Meatloafing around KDWB Minneapolis

and PD Mark Bolke.

SENO PHOTOS
of your organization’s^ * 

Grapevine, c/o Radio Ink. 
Highway, Boca Raton, FL 334 7-

RADIO 
INK 44
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RAB‘^4
Managing Sales Conference & executive Symposium

RADIO'S SALES MEETING IS

RAPIDLY 
SELLING OUT

Register today to guarantee 
your room at the 

Anatole Headquarters Hotel!

Your future...Radio's future 
unfolds at RAB '94!

February 17-20, 1994 
Loews Anatole Hotel 

Dallas, Texas

REGISTER NOW 
CALL 1 -800-RAB SELL



BLAST from the past

That golden voice 
on WFOM-AM Marietta, GA, 

was that of Harold Thomp­

son, heard between 8 p.m. 
and midnight (circa 1954). 

The “45” in his hand is / 

Love Only You on the Tin 

Pan Alley label.

SEND US YOUR OLDIES!
We're looking for old photos! (They will be returned.) 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 return.” Include a description of the photo and any people pictured.

"I've worked with Chris Porter and Mike Henry in 
three different markets since 1986...in Houston, 

Washington and Albany. Each and every time our 
projects were completed successfully, on time...and the 
respective stations had great books. These aren't your 

typical research geeks - they're radio guys."
Ed Levine - Consultant, WPYX-FM/Albany 

President, WKLR-AM/FM & WTKW-FM/Syracuse, WKLL-FM/Utica

Paragon Research
'he Research Company of Choice

Contact Mike Henry to d
Programming research opt1Ons for your station — (303) 922-5600

ADVERTISER 
INDEX

AKG Acoustics/Orban.................... —................——47

Broadcast Direct Marketing ——.....—-------- «—.«3

Broadcast Products, Inc........................ ............— 42. A4

Creative Media Management...------ ------------——•—*34

Dave Gifford International.—...... ........-— -..............10

Eventide

First Flash

Hanevan Financial Services

International E-Z Up

ITC - International Tapetronics Corp.

Jackpot Promotions

Katz Radio Group

Lontos Sates & Motivation

McDonald Financial Services

Media Venture Partners

National Supervisory Network

Packaged For Progress

Paragon Research

RAB *94 Conference

Radio Concepts..
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Reef Industries

Scott Studios Corp.

Tapscan

TM Century, Inc. —
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...A3
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A 60 Second Look 
at the Last 25 Years in 

Commercial Radio.
The DSE 7000.

The fastest 
digital 

workstation 
for radio 

production. 
Simplest to use. 

And still the 
best way to gel 

sixty seconds 
of history 

on the air.

Orban.

Celebrating 
25 years 

in broadcast.

he Eagle has landed-New York 
State Thruway is closed, man...And 

Pepsi's got a lot to give...Wake Up, 
Maggie, I think I’ve got something to 
say to you...Peace is at hand-Bye, Bye, 
Miss American Pie...I am not a crook... 
I shot the sheriff...Plop Plop, Fizz Fizz... 
Tramps like us, baby we were bom to... 
Hi, I’m Jimmy Carter...Ah, Ah, Ah, Ah 
Stayin' Alive, Stayin’ Alive...No 
Nukes...Are you better off than you 
were four years ago?...Have a Coke 
and a smile...She’s got, Bette Davis 
eyes...Where's the beef?...Beat it!...Beat 
it!...Four more years... What’s love got to 
do with it?...Gorby! GorbyL.We are the 
world, we are...The ultimate driving

machine-The Dow fell over 500 points 
today...I'm Tom Bodette for Motel 
Six...we'll leave the light on for ya... 
That's “potatoe" with an"E"....You got 
the right one baby, Uh Huh!

There is just no faster way to 

slice through 25 years of radio, or 

your next sixty seconds, than the 

DSE 7000. The New Speed Of Sound.

Ofbon
H A Harman International Company

All other trademarks arc

<0 1994 AKG Acoustics, Inc. Orban 
e property of their respective companies.

and OPT1.MOD are registered trademarks of AKG Acoustics, Inc.
1525 Alvarado St.. San Leandro. CA 94577 USA Phone 1*510*351*3500 Fax 1*510*351*0500.

Circle Reader Service #115



i

i
I ■

;

Audio: I'm TM Man, and this Is IM Century Television. 
Wb're here today to ask a few of our clients about TM1V 

Audio: "Our TM Century TV spot was well planned, 
well done, delivered on time and helped propel 
KHFI to the highest 12+ share In years."

Audio: TMIV designed a creative campaign for us. 
From storyboarding to copy, TMIV met all of our 
goals within our budget and time constraints.”

Audio: 'TMTV did an outstanding job animating 
our mascot, especially with an Impossible deadline! 
The listener feedback Is nothing but positive."

Audio: This is TM Man saying GOOD DAY 
and GOOD RATINGS!! Audio: Call (800) TM Century and speak to 

the TV SPECIAUSTS about our NEW 94 DEMO'
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