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TV

JIbLES

Call for our newest '94 demo reel and see creative,
cost-effective television production for your radio station that
works!

Get your new jingle demo and hear the hottest new packages
around. The newest jingles for your Morning Show, WPLJ,
KLOU, Country Variety, MIX 105, and WLIT are all available
now. Delivered to your station on Compact Disc.

3,000 stations! The World Standard in highly researched and

golddc°MP“°T3 The most popular music libraries in all formats in use on over

DIGITAL AUDIO

DIGITAL AUDIO

Ubvimare
Diiml
S rudio

O technically superior music for radio broadcast.

delivered weekly. Combine with optional Recurrent service to
keep your music completely up to date.

™ COMPACT _
n ® Hit CD releases for COUNTRY, AC, AOR, CHR, and URBAN

Morning show jingles customized for you, weekly delivery of
song parodies and comedy bits, and morning show consulting
are all available now!

SlamDunk and MegaMusic are our newest production libraries
filled with useful tracks and production elements for all
formats. Brand new music and digital recordings sound great
on the air!

See why hundreds of stations trust TM Century to reliably
control all music, spots, promos, jingles, and liners for on-air
broadcasts. The screen displays are designed for use by
people who understand RADIO, not just computers.

For information call: (800) TM CENTURY or FAX (800) 749-2121
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Reading the following may

lead 1o increased
AT WORK LISTENING

Broadcast Direct Delivers “At Work” Results Too!

You need increased at-work
listening NOW! You could look to
re-run one of your past campaigns,
but it's outdated. Consider the
undeniable advantages of Broadcast
Direct's TeleBiz** Telemarketing
program. This program has

delivered measurable results for each

client we've provided this service to

for nearly 7 years.

The old methods aren’t working like
they used to, right? So, while your
competition is boldly outspending
you in mass media and counting the
(unqualified) people they reach,
invest your budget in campaigns that
reach the (qualified) people who
count foday plus, pay dividends in
your future success. Concurrently,

you'll be building a valuable

database of known respondent users
to immediately profile your core at
work listener. Thus, learning more
about workplace perceptions
concerning your station and the
competition with our unique
Feedback™ system. In addition to
immediate results, this approach has
provided many of our clients
valuable data during a critical rating
book which, without knowing would

have surely meant disastrous results.

It takes the best research and
talented people for you fo create the
best on-air product. Why then settle
for second best or buckle under to a
low price bidder for your marketing
effort2 Broadcast Direct delivers
incomparable value. We consistently

generate the highest return on

investment when compared to other

available resources.

Our Telemarkefing approach is
unique. Just as with our Direct Mail,
Database and Sales Driven custom
programs, you'll find no boilerplate
promotions, no “cookie<utter”
campaigns, just Results to your

specific needs, goals and objectives.

So, put your caution “on-hold” and
call us today...it will lead you to

increases in “at- work” listening.

BROAD CAST
DIRECT

MARKETING INC

DIRECT MAIL « TELEMARKETING » DATABASE

MIAMI 305-858-9524 « CHICAGO 708-382-5525 * LOS ANGELES 818-782-9524
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Radio’s Premier Management & Marketing Magazines*
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FEATURES

Special Report:
10 Really Cool Sales Promotions

Coming up with sales promotions can be a challenge —
even to the most creative people on your staff. So, we've
provided 10 really cool sales promotion ideas for you to try.

Interview: COLUMNS
Tom Rounds,

. Management 15
pregldent, Benchmark outside of Radio for best competitive strategy.
Radio Express by Sharon Crain, Pb. D.
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Why Put 01t
Until Tomorrow
What Youlan ?
Play Today!

Break Today's Enropean Hits In Your Market With Bobby
Sicilia's Furopean Hit Survey And Take Your Listeners In A ,
Weekly, Two-Hour Journey Through Europe.

The Furopean Hit Survey, the only program of 5o, don’t put off until tomorrow what your lis-
its kind offering a profile of top Pan-European teners can hear today.
hits, is now available in the lnited States in a

weekly, two-hour magazine format. - Excite your audience with today’s European

hits.
RAlong with the latest music hits, The European bive advertisers a new and innovative
Hit Survey is packed with information about platform to reach young adults.
Furopean lifestyles, updates on current music Boost your ratings and propel your station
trends in Europe, entertaining industry news ahead of the competition.
and interviews with today’s hot artists.

Steamin’ Euro-Jock, Bobby Sicilia, hosts The

The
European Hit Survey. He’s got the inside track ” EUROPEAN
on the music and the artists, and he’ll keep - . i

your andience listening. Hit Survey

For more details call Sound & Stations USA at 214-444-2525,
Don’t keep your listeners waiting!
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PUBLISHER’S NOTES

Hooray For Radio!

In case you hadn't noticed, Radio is
booming. According to a report just re-
leased by McCann Erickson, from 1992
to 1993 Radio's share of advertising dol-
lars increased by $803 million, which is
within 1% of the RAB's 1993 estimate. In
1992, Radio's share was 6.6%, meaning
the 1993 increase puts Radio's share at
6.8%. That means $276 million came
from all other media. Radio was the only
medium to grow significantly faster than
overall advertising expenditures which
had grown 5.2% from 1992 to 1993.
Additionally, the RAB reports a 13%
increase for the first quarter of 1994. The
$803 million gain from 1992 to 1993 is
equal to Radio's total billing in 1964.

So to what (or whom) do we at-
tribute this growth? | suppose the first
response would be the return of a
healthy economy.

A great deal of credit has to go to the
industry leaders who are promoting pro-
fessionalism, training, and giving more
tools to the industry. The bulk of that
praise would then be targeted to the
Radio Advertising Bureau and its aggres-
sive crew, board, and leader, Gary Fries.
It's obvious to me that leadership and a

JUNE 6 - 19, 1994

well-communicated common purpose
can go a long way.

We cannotignore the national reps’
efforts. Both Interep and Katz have
undertaken extensive new business de-
velopment divisions and have instituted
creative programs to bring new people
into Radio.

One of the other factors which I be-
lieve is among the most important reasons
for Radio’s growth is the Radio Mercury
Awards in New York. These awards offer
big money prizes ($200,000) to creative
directors who do great Radio. CDs who
were before only interested in producing
TV spots because of the recognition it gave
them, are now interested in Radio for the
same reason. A $100,000 first place prize is
alot of recognition and is going a long way
to bring new people into the Radio fold.

Next week will be the third annual
Radio Mercury Awards (June 15) at the
Waldorf-Astoria in New York. It is the
big dinner for Radio and a night you
should not miss. If space is still avail-
able (212-387-2156) you should make
a point to attend. It's a black-tie event
that will make you proud to be in Radio
... and make you understand the value
of Radio's strategy to involve the cre-
ative community.

Give yourself a pat on the back.
Radio’s growth may have been directed
by many different forces and individuals,
but none of it would have happened
without your hard work and enthusiasm

. and you ain't seen nothin' yet! Wait
until the '94 figures are released. =]

To reach me, write:
RADIO INK,
B. Eric Rhoads, Publisher

8000 North Federal Ili%hwuy

Boca Raton, FL 33487
Phone: (407) 995-9075
Fax: (407) 995-8498

Have Your Own
Television

ur business Is producing tele-
vision. We can show you how to
tumn a 30 minute television show
Into a profit center for your sta-
tion. Here’s two types of televi-
slon shows we are currently
producing...

(COUNTRY VIDEO TODAY

Country Video Today today's hottest
country music featuring hit videos, the
latest interviews and hot news sur-
roundling this popular format.

“ If | came to you and said | can give you a
30-minute infomercial once a week, 52 weeks
out of the year with an opportunity to either
spend very little money on it or possibly break
even and maybe even turn it into a small profit

center for your station, would you do that?"

Steve Ennen, General Manager
WUSN - US99 Chicago, CMA Station of the year

L RIS

Rhythm City Videos - an upbeat pro-
gram featuring hot urban contempo-
rary music. Current music videos, a
close up look at urban performers
and news on what makes the urban
contemporary format so popular.

“ We ve been averaging a 4 rating and a 12

share making ‘Country Video Today' the num-
ber cne show in Detroit.”

Don McLeod, Marketing Director
WYCD, Young Country, Detroit

Both of these shows are avallable
on a first come-first served basls In
your market, call today to reserve
Country Video Today or Rhythm
Clty Videos In your market.

Klint Reid Associates, Inc.

71 East Wacker Drive, Suite 3711,
Chicago, lllinois 60601
312-201-1096 FAX 312-201-1098

* Advertisers pay for all production expenses.
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READER LETTERS

Beware Brewing ‘Partner’
I find itinteresting that Peter Coors,
vice chairman/CEQ of the Coors Brew-
ing Co.,iscallingfora
partnership "between
the brewing and
broadcasting indus-
tries to fight the threat
& of alcohol warning 'la-
bels' in broadcast ad-
4 vertising.” I'm not sur-
prised that any mem-
ber of the brewing industry would want
such a thing. I'm surprised that any mem-
ber of the broadcasting industry would
go along with it.

I can hear the cries now. "Think of
all the money the Radio (or television)
industry would lose if we lost the beer
dollars.” My response is, think of all the
money we would make if we sold those
beer units at rates in line with what the
rest of the advertisers on our station pay.

Coors is a perfect example of want-
ing everything and giving nothing. This
year we walked from the Coors business
because [ could not/would not meet their

$5 cost per point. The market is coming
in at $18 to $20 cost per point.

The agency buyer who had just
bought the station at that cost level, now
said she could not believe I would not
work with her to bring the buy in. I had
come down from the previous rate level
to $14 CPP, but that was not good
enough. "l might be able to go to $6, but
you're not willing to work with me.” Of
course, | am hearing the Coors spot on
several local stations.

Now that the beer industry is under
congressional attack, Mr. Coors wantsus
to work as partners. To him that means
we put forth our best efforts to try to get
Congress to kill the warning label legis-
lation, but it does not seem to mean that
Radio is going to get what it is worth
when it comes time to place advertising.

| think the best way for the beer
industry to beat the warning label legis-
lation is to point out to Congress that if
it weren't for the beer industry, those
running for political office would have to
pay more for Radio advertising. Afterall,
we have to charge the lowest unit rate,

Acquisitions + Valuations

CLOSED IN "94!

WHKX-FM, Tallahassee, FL

Voyager Communications Group, Columbia, SC,
Highpoint, NC, Greenville, SC, Raleigh, NC

WTRG-FM, Raleigh, NC
KRZQ-FM, Reno, NV
WGLU-FM, Johnstown, PA
KRQC-FM, (Formerly KBOQ-FM) Monterey, CA
WCFL-FM, Morris, IL, WQTL-FM, Ottawa, OH,
WCS]J-AM, Morris, IL

Media Services Group, Inc.

Phone: 703-351-5025 « Fax: 703-351-0361
E-mail: CompuServe 75120,3425

Washington « Philadelphia + Providence * Kansas City « Salt Lake City « Jacksonville

Financing < Consultation
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and for just about every Radio station |
know, that simply means going to the

beer contracts to see what they are paying.
Roy F. Sova, VP/Sales

Pinnacle Broadcasting

Kinston, NC

Taking Our Bows

Your [May 9-22] Publisher's Notes,
["Radio Needs Your Help—Now!"] was
excellent. Radio Ink is the
class periodical ofall broad-

cast publications.
Joe Vincent
Joe Vincent & Associates
Pensacola, FL

I have been impressed
by some of your positions
regarding indecency. When
I was Joint Board Chairman
of the NAB, I felt alone
many times because of my position on
trying to maintain ethicaland moral stan-
dards in broadcasting.

As broadcasters we have both an
opportunity and aresponsibility to main-
tain high ethical and moral standards.
That is the essence of leadership. When
we let greed drive us, we are doomed to
disserve our fellow man. When we truly

serve, our success is a by-product.
Ted Snider
KARN-AM
Little Rock, AK

You should be like a proud father.
Radio Inkis avery necessary part of broad-
casting, and it gives me great pleasure to

see that it has become so prosperous.
Bob Elliott, GM
WROK-AM/WZOK-FM
Rockford, IL

I have canceled my subscription to
Radio Only and have enthusiastically
opened my subscription to Radio Ink! Y our
publication is “head and shoulders” above )

the others in the industry.
Steven ). Autey, CRMC
Brooklyn Park, MN

Reader Letters, c/o Radio Ink, 8000 N.
Federal Highway, Boca Raton, FL 33487.
Or fax to 407-995-8498. Each letter should
include your full name, address and tele-
phone number, and may be edited for

clarity or space.
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by Reed Bunzel

TOP STORY

BEER-WINE DOWN
... BUT NOT OUT
Crucial Battles Still
To Come On Hill

by Reed Bunzel

When Sen. Strom Thurmond (R-SC) late last month
elected not to put proposed legislation calling for health
warnings within beer and wine advertising to a vote in the
Senate Commerce Committee, the National Association of
Broadcasters uttered a collective sigh of relief — but not too
deep, and not for very long.

While Thurmond lacked the committee votes this year to
muster majority support for his legislation, a statement issued
by his office suggested that he would try again in the next
session of Congress — one which could look significantly
different than this one. “We’re certainly pleased with this
development, but Thurmond already has issued a statement
indicating that he is hopeful that he and his allies could draft
legislation in the future,” observed NAB President/CEO Ed-
ward Fritts. “We are firmly and unalterably opposed to any
content regulation in this area, and we encourage broadcast-
ers to keep up their anti-alcohol abuse efforts. We think they
have done an outstanding job in promoting social responsi-
bility in the use of alcoholic beverages, and have made a big
difference both in society and on Capitol Hill.”

Fritts told Radio Ink that, while victory on this issue is
sweet, it is only temporary — and only one of many challenges
still facing broadcasters in Washington. “We predicted at the
outset of this Congress that this would be perhaps our most
important year on bottom-line issues that could have a really
significant impact on this industry,” Fritts recalled. “We’re
about halfway through the last session of this Congress now,
and our words were very prophetic. There seem to be more
stinger missiles in the air now than I’'ve ever seen before.”

One of these stinger missiles is Performers’ Royalty
Rights legislation, sponsored by Rep. William Hughes (D-N)),
chairman of the House Intellectual Property Subcommittee.
This legislation currently seeks to impose a royalty fee for
digital recordings equal to 3% of gross receipts on broadcast-
ers (and other related industries), and is being pushed
strongly by the recording industry. Hughes had been expected
to introduce a revised version of his bill on May 18, but it was
delayed until after the Memorial Day recess.

NAB, of course, is opposed to any performance rights
legislation that does not specifically exempt broadcasters.
“We've alerted broadcasters in specific districts whose repre-
sentatives are on this subcommittee to weigh-in with their
members of Congress,” said NAB Exec. VP/Government Rela-
tions Jim May, who noted that Hughes has stated his intent
to achieve some sort of performance rights legislation in this
session of Congress.

Perhaps the most threatening measure being considered
by Congress this session, however, concerns the proposal to

12p

JUNE 6 - 19, 1994

NEWS RECAP

ABC Radio Networks Moves More To Big D

Two years after moving much of its programming opera-
tions to Dallas, ABC Radio Networks is planning an additional
relocation from its headquarters at 125 West End Avenue in
New York. A significant number of positions — including many
in affiliate relations, finance, and research — are being
relocated to Dallas, while New York advertising sales and
affiliate sales will move to a mid-town office in order to be
closer to the networks’ client base. Program operations will
remain in Dallas but, with the migration south from New York,
the entire set-up will move into new facilities not far from
those currently being used. ABC Exec. VP/Programming,
Marketing, and Sales David Kantor will maintain offices in
both cities, and will be joined in his regular commute by ABC
Networks President Bob Callahan and ABC Radio International
Exec. VP Bart Catalane.

Operations for Paul Harvey will stay in Chicago, produc-
tion of American Country Countdown and American Top 40
will remain in Los Angeles, ESPN and The Babe will stay in
Connecticut, as will Dick Bartley. ABC Radio News, ABC Radio
Sports, and Information programming will remain where they
are in New York, while the Washington, D.C. news operation
will stay put.

These changes are being made “to spark greater cus-
tomer service, product growth, and business efficiency,” said
a high-level ABC executive. “They are never easy, but are very
necessary to position our company for the future.” All changes
are expected to be completed by Jan. 1, 1995.

RAB Sets New Fee Structure

The Board of Directors of the Radio Advertising Bureau
has approved a new dues system for its members structured
on a station’s annual gross revenues ratherthan on a multiple
of each station’s reported average unit rate, which currently
is in use. According to RAB President Gary Fries, the new dues
structure will group stations and sales organizations into 12
revenue classifications, “ensuring that every member contrib-
utes equally to the support of the organization.” Operating on
the honor system, RAB members will be asked to designate
their classification on an annual basis using the previous
year's gross revenues. The new system is expected to
accommodate duopoly and LMA situations better by treating
commonly owned or operated stations in one market as a
single facility. The new dues structure is effective immediately
for all new members; current members will convert to the new
structure Jan. 1, 1995.

Brenner Ascends To King’s Throne

On Monday (June 13) comedian David Brenner replaces
16-year talk show veteran Larry King in the afternoon (3 p.m. to
6 p.m. ET) slot on Westwood One Entertainment. King, who
earlier this year hinted that he had grown weary of Radio and
likely would leave the fold when his contract expired, last week
stepped down from his 16-year gig with the Mutual Broadcasting
System to concentrate on CNN’s Larry King Live — which will be
simulcast nightly on Westwood One, from g p.m. to 10 p.m. ET.
The new David Brenner Show will originate this summer from
Branson, MO, where Brenner is performing his “Super Summer
Spectacular” in the Ozark Theatre.

=
INK o




Study Shows Children Listen To Radio ... A Lot

his probably comes as no sur-

prise to parents who have chil-

dren at home, but a new re-

search study confirms it: 91%
of children 2-11 years old listen to the
Radio for at least five minutes during the
average week, compared with 95% of
teens 12-17 and 98% of adults 18 and
older. Additionally, children 2-11 spend
an average of seven hours a week
listening to the Radio.

These are just some of the findings
revealed in the Arbitron Family Radio
Listening Pilot Study, a survey of 1,043
persons age 2-plus in 444 households
throughout the Minneapolis metro com-
missioned by the Children’s Satellite
Networks last fall. Long ignored by most
Radio ratings researchers (except for
Canada’s Bureau of Broadcast Measure-
ment, which measures persons aged

by Reed Bunzel

7-11), children “are a meaningful seg-
ment of the Radio audience,” says Bonnie
Burgess, director of Radio marketing at
Arbitron. According to the study, “Not
only do formats targeted to children
attract a significant audience among the
children and their parents, but other
stations and formats capture the younger
set as well.”

By merging data from this Children’s
Pilot Study with audience estimates
from the 12-week fall 1993 Arbitron local
market report for Minneapolis-St. Paul
(both surveys were conducted during
this same period), researchers were able
to determine differences and similarities
in Average Quarter Hour Persons using
Radio levels. Their findings: listening
habits and levels are similar among
children 2-11 and teens 12-17, but differ-
ent from adults 18+. Listening among

SALES
TURNAROUNDS!

DAVE GIFFORD INTERNATIONAL

AHGIFFORD

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

1143 TAOS HWY., SANTA FE, NM 87501

1-800-TALK GIF ¢ (505)989-7007

REVENUE REPAIRS FOR ALL SIZE MARKETS
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children 2-11 peaks Monday-Friday from
6 a.m. to 10 a.m. and 3 p.m. to 7 p.m.
and, as one would suspect, drops to its
lowest point during Monday-Friday 10
a.m. to 3 p.m. — which is consistent
with when the majority of those in this
demographic group are in school. By
contrast, adult listening also peaks in
the 6 a.m. to 10 a.m. period, but
declines gradually over the rest of the
day. Radio listening on weekends,
however, is very similar among all
three cells.

When plotted according to Time
Spent Listening, children’s listening is
very consistent when compared with
teens 12-17 and adults 18-plus. Children
tend to listen to the Radio the same
number of hours regardless of daypart,
while teen listening begins low in the
morning, rises in the afternoon, and
peaks at 7 p.m. to midnight — the time
when homework theoretically is being
done. On the other hand, the adult TSL
curve starts high in morning drive, peaks
in mid-days, then declines in afternoon
drive and even further in the evening.
The amount of TSL on weekends, how-
ever, is similar, suggesting that when life-
styles among these three demographic
groups are similar, so is Radio listening.

The Pilot Study shows that children 2-
11 listen to a wide variety of formats which,
among other things, suggests that their
listening patterns are influenced to some
degree by their parents’ listening habits.
According to the chart on page 12, the
children 2-11 cume audience is highest
among AC stations, followed closely by
CHR/Top 40, AOR, and a virtual tie be-
tween country and children’s format (for
and by which the study was commis-
sioned). As stated in the study’s report,
“this chart is not an indicator of station
ranking or necessarily of the format pref-
erence of children ... (although) it is
reasonable to assume that children would
not choose news/talk, country, or perhaps
album rock and are therefore listening to
their parent’s station selection.”

Additionally, the study found that
persons in households with children

JUNE 6 - 19, 1994



Washington-At-A-Glance™

¢ The FCC has issued Infinity Broadcasting another Notice of Apparent Liability,
this one for $200,000, for “indecent programming” reported by a listener in
Buffalo. The fines cover broadcasts on Dec. 6, 1993 and Jan. 19, 1994.

e J.C. Corcoran, air personality at WFXB-FM St. Louis has filed a $2.2 million
lawsuit against WKBQ-FM, rival morning jock D.C. Chymes, and station intern Tim
Melton, stemming from an incident at a St. Louis charity event in April. According
to the suit, first reported in the St. Louis Post-Dispatch, Corcoran charges that
Melton and Chymes filed a false police report in which they stated that Corcoran
had hurt Melton physically during an altercation; the suit further alleges that the
WKBQ duo interrupted Corcoran’s broadcast at the charity event.

* Bob Hooper, morning man at WESC-AM Greenville, SC, was charged with several
counts of perpetrating lewd acts on a minor for allegedly fondling three young
girls in the back of a station van at a remote broadcast. Hooper and the station
VP/GM maintain that the charges are completely false; Hooper was suspended
one day before returning to the air, pending trial.

o Federal Judge Frederick Motz has dismissed a $3 million lawsuit filed by
WCBM-AM Baltimore against EFM Media, claiming breach of contract in EFM’s
decision to shift the Rush Limbaugh Show to cross-town WBAL. Judge Motz ruled
that the current contract, signed in 1990, provided for just such a move if 9o days’
notice was given. WCBM is considering appealing the decision.

Million Dollar Club”

For June 6, 1994

$11 M: WBCT-FM Granp Rapios, MI; SELLER: RADIO AsSOCIATES OF MicHiGaN, INC.; Buver: WOOD
RADIO L.P.; BROKERS: SERAFIN BROS. AND STAR MEDIA GROUP.

$6 M: KJAZ-FM Auameoa (San Franasco), CA; SeLLer: KJAZ INc.; Buver: Z-SpanisH Raoio INC.;
BROKERS: RAY STANSFIELD AND RANDY GEORGE.

$4.5 M: WCOA-AM/WWRO-FM PensacoLa, FL ano Mosie, AL; Sewer: WKRG-TV Inc.; Buver:
CoasT Raoio L.C.

$3.75 M: WKEZ-FM Houano, MI; SeLLEr: HOLLAND COMMUNICATIONS; BUYER: PATHFINDER
CoMMUNICATIONS CORrP.; BRokER: BLacksurn & Co.

$2 M: WWWZ-FM SummerviLLe, SC; SELLER; MILLENIUM COMMUNICATIONS; BUYER: SOUTHERN
COMMUNICATIONS INC.

$1.65 M: KFTH-FM Marion, TN (MempHiS); SELLER: Bic BEN ComMUNICATIONS INc.; Buver: Fuinn
BroaocasTing CorP.

$1.65 M: WNTA-AM/WKMQ-FM Rockroro, IL; Miowest FamiLy BROADCASTING; BUYER: AIRPLAY
BROADCASTING.

$1.5 M: WMKT-AM/WKHQ-FM Chartevoix, MI; SELLER: JAY MEYERS (RECEVER FOR A.). WALKER
COMMUNICATIONS); Buver: MacDonaLo BRoaDcasTING Co.; BROKERS: BLAckBURN & Co. AND QuEsTcom
RADIO BROKERAGE.

$1.3 M: KORD-AM/FM Pasco-Ricimono, WA; SELLER: 4-K RADiO; BuYer: DESCHUTES RiverR-TRI-CiTies
BroaocasTING INC.

$1.12 M: WZZF-FM HopkinsviLLe, KY; SELLER: REGIONAL BROADCASTING INC.; Buver: WRUS INC.;
BRroker: MEDIA VENTURE PARTNERS.

$1.1 M: KKTK-AM/KSTR-FM Grano Junction, CO; SewLer: First STar Core.; BuYer: LEGGETT
BROADCASTING.
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SOLD!

KSRY-AM/KSRI-FM, San
Francisco, California from
Viacom Broadcast Group,
Bill Figenshu, President, to
Crescent Communications,
Allen Shaw, President for
$16,000,000.

Charles E. Giddens
and
Elliot B. Evers
Brokers

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

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

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
513-769-4477

RADIO and TELEVISION
BROKERAGE ¢ APPRAISALS

'V
W

MEDIA VENTURE
PARTINERS
WASHINGTON, DC

ORLANDO « CINCINNATI
SAN FRANCISCO

Subject to F.C.C. approval

.



TOP STORY

4 9 Beer-Wine Continued ...

create a new spectrum royalty fee to
help pay forimplementation of the GATT
treaty. Under this proposal, broadcast-
ers would be charged a 1% gross re-
ceipts tax the first year, with the amount
increasing by 1% per year for five years
— which would raise $4.8 billion during
the first five years of its implementation.
Aside from the negative financial impact
such a tax would have on the Radio
industry, and the reversal of 70 years of
providing free, over-the-air service, this
proposal is patently ludicrous because
the -trade deficit produced by GATT
would not involve Radio or television in
any way.

Political strategists believe that this
piece of proposed legislation is the high
price a strong lobby organization has to
pay in Washington. Since Congress ei-
ther has to fund the deficit or waive the
budget rules requiring them to fund it,
some observers suggest that the
administration’s Office of Management
and Budget is counting on NAB and
other organizations to effectively defeat
the spectrum royalty fee so that Con-
gress has no other alternative but to
waive the rule.

A slightly less egregious proposal,
but one which NAB still opposes, would
require that the Federal Communica-
tions Commission be fully funded through
user fees. The White House is calling for
full funding so that any budget savings
could be funneled into a program to help

© 1993 Eagle Marketing, Fort Collins, CO

A promotion to avoid — the combination
Big Money/Mad Homet Booth.

RiC'2

states pay for incarceration
of illegal aliens — a notion

that has met with stiff resis-
tance both in the House and Monday-Sunday 6 am-Midnight
the Senate. Still, there are
indications that full funding AC
through user fees does have (2 stations) | 1214 ]
some support. CHR/To 4ol 125 |
With all these issues, (S e, '
“Wetencourage broadcaratst- Alb?sn;‘ '325:'} [ 1150 |
ers to use every opportu-
nity — not just when the (3033{.‘%[ CZH |
industry is under attack | Children’s Format —— g5}
— to get acquainted with {1 statioa)
their mlembhers okf Congrﬁss ]
and to let them know what
the broadcasters perspec- N(%asflroﬂ; Arbitron Family Radie
tive is on various issues Others A e
confronting ourindustry,” | o Oct-Nov 1933

COMBINED STATIONS’ CUME
Children 2-11 Listening, by Format

concludes NAB’s May. &

<4 10 Children Continued ...

2-11 spent more of their time listening
to Radio in the car during the average
week than persons 12 and older in the
total population. In fact, listeners to
the child-formatted station spent an
even greater percentage of their lis-
tening time in-car — 51% over the
total week. “The high share of listen-
ing in-car for the child-formatted sta-

tion may indicate that children influ-
ence the choice of station when in the
car,” suggested Arbitron’s Burgess. It
also suggests, perhaps, that such for-
mats serve as a peacemaker for par-
ents whose attention is split between
the road and their kids.

Interestingly, response rate among
the households who agreed to partici-
pate in the Children’s Pilot Study was
66.2%, compared with 44% in the Fall
’93 Minneapolis Arbitron report. =

A Man or A Woman ...

Radio team?

- 28%
= The female

Who would you prefer as the main host or star of a morning

The male

VALLIE/GALLUP RADIO POLL

A look at statistics that shape Radio

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

30%
They should
be equal
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How does your station

utilize interns and what
benetit do they bring?

Judi Pearl, Director
Promotions/Marketing
Paxson Broadcasting

Orlando, FL

C C e use interns in the

promotions, programming
and sales departments. In the
promotions department, in-
terns assist in the in-office co-
ordination and on-site execu-
tion of remotes and station
events. They also work on
projects such as updating me-
dia lists and data bases.

Programmingusesinterns
for specific shows on each sta-
tion that involve a lot of lis-
tener interaction. Interns as-
sist the DJs by taking listener
calls, pulling requested CDs,
taking traffic feeds, etc. It al-
lows the DJs more time to
prepare for each break.

In the sales department,
interns help prepare presen-
tations, put together wrap-up
materialsat the end of asched-
ule and mail out order confir-
mations and research materi-
als to clients.

Working with interns
gives the company and the
Radio industry a good base
from which to hire entry-level
employees. There is less time
and money spent on training,
and they graduate from col-
lege with a working knowl-

edge of the industry. =
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Matt Mills, VP/GM
KISS-FM
Boston, MA

c CC use interns in our

programming, promotion and
news departments on a regular
basis. Most receive class credit.
Ourprogramming interns
are primarily used as request
line operators. Once we feel
comfortable with them, we
assign duties such as tabulat-
ing the request sample each
week for use in our music
meetings, calling record stores
to aid in compiling sales re-
ports, or assisting our person-
alities in the control room by
filing CDs and commercials.
Our news department al-
lows the interns to learn the
basic elements of Radio pro-
duction: cleaning carts, cart-
ingup sound from the AP feed,
the essentials of tape editing,
and organizing wire copy. In
addition, they learn the fun-
damentals of news writing.
Qur promotions depart-
ment interns are involved in
writing copy, mailings to our
data base, matching winners
with prizes, prize inventory,
answering phone inquiries,
and assisting at events.
Many of our interns
have "graduated” to full-
time positions. &

Cindy Weiner Schloss, GM
KRZY-AM/KRST-FM/KOLT-FM
Albuguerque, NM

Our stations use in-

terns wherever possible. The
conceptiswin-win-win. The
stations win by having a new
person who is eager to learn
and ready to help. The in-
terns win because they have
the opportunity tolearn how
a station operates and may
ultimately get considered for
a job opportunity. The
broadcast industry wins be-
cause through internships we
are training the great morn-
ing talents, SMs, PDs and
GMs of tomorrow.

Many of our interns have
become full-time employees,
and some have become cli-
ents. An intern accepts the
role because they want to
learn, not because they want
to be a gofer. Be careful that
your intern doesn't become
one. Generally an intern is a
free or minimum wage em-
ployeeandit's easy to give them
tasks that no one else wants to
do. Manage an intern as you
would any other employee and
you'll be building your bench-
strength for tomorrow. &=

IF YOU WOULD LIKE

to respond to a Forum ques-
tion, call the editorial assistant

at 407-995-9075.

UPCOMING IN
RADIO
INK

A GLANCE AT RADIO INK
SPECIAL REPORTS

A Manager’s Guide To Regulation
Issue Date: July 11
Ad Space Deadline: June 23

Is There Anything New
in Radio Research?
Issue Date: July 25

Ad Space Deadline: July 7

Hot Programming Trends
Issue Date: August 8
Ad Space Deadline: July 24

Budgeting and Planning Guide
Issue Date: August 22
Ad Space Deadline: August 4

Software (Sales, Traffic & Billing)
Issue Date: September 5
Ad Space Deadline: August 18

Does Value-Added Add Value?
Issue Date: September 19
Ad Space Deadline: September 1

Industry Organization Report Card
Issue Date: October 3
Ad Space Deadline: September 12

Radio in the U.K.
Issue Date: October 17
Ad Space Deadline: September 29

Direct Marketing
Issue Date: October 31
Ad Space Deadline: October 13

Technology: What's New?
Issue Date: November 14

Ad Space Deadline: October 27

Long Form &
Syndicated Programming
Issue Date: November 28
Ad Space Deadline: November 10

Reach Radio’s top executives
with an advertising campaign in
Radio Ink.

For information call
Yvonne Harmon at

407-995-9075
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MARTI

Don’'t wait 8 weeks
togetyour new STL
system. We've beensell-
ing FCC approved STL sys-
tems since 1970, and we've
got them in stock, ready to
ship.

STL-15C Composite Transmitter

manre

R-15C Composite Receiver

STL-15C Composite system

* Frequency synthesized
* Unexcelled narrow band
performance
* Digital ready (w/external
modems)

STL10 Transmitter

R-10 Receiver

STL-10C SCPC system

* Best analog STL system
performance available
* Built in backup capability
* Available for narrow
band channels

Call your dealer or MARTI for more information.

MARTI Electronics
PO Box 661
Cleburne TX 76033
Phone 817 645 9163
Fax # 817 641 3869

Circle Reader Service #109
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CASE STUDY

Dwight Case

Allen Tibbetts, PD
WRFC-AM
Athens, GA

Reaction

should depend on
what kind of adult
contemporary station you are (e.g., hot
AC, oldies-based, etc). For a more cur-
rents-based AC you may well decide
what you are doing is so different from
what the Arrow station will be doing
that no music changes are necessary.

Though most AC formats will du-
plicate a lot of what your Arrow com-
petitor is going to be playing, I'd take a
close look at those songs and — at least
temporarily — cull the weaker ones
from rotation. The idea being that
whatever duplication occurs, it's not
going to be with so-so songs.

Also, positionyour broad-based for-
mat as superior to the Arrow’s narrow
format. Use liners, for example, that play
up the fact that you are drawing from the
“best of the '70s, '80s, and '90s.”

Most important, don't overreact.
When you tamper with your existing
format, it's either fine-tuning or it's
change. As a programmer, you must
realistically expect some audience sam-
pling of the “new” station, and you
must expect some attrition. &

ADDRESS CHANGE?

Let us know

800-226-7857

RADIO
INK

You're AC with no

format competitor. A

£
Y, 4 new 'Arrow’ threatens.
What do you do?

Russ Morley, PD
WRMF-FM
West Palm Beach, FL

O ne of the

greatest advan-
tages to program-
ming a foreground AC Radio station is
its flexibility. Unless you promote your-
self as some sort of homogeneous mu-
sic station, or box yourself in with po-
sitioning statements that limit your
music parameters, you can "flex” your
station to counter a new threat or com-
bat a current music trend.

My initial thought is to slightly
increase airplay of our '70s categories
and make sure when we do play them,
we make them stand out more on the
Radio. The types of music played on
most "Arrows” would not be an ex-
pected fare on this station. But it might
be strategic to increase awareness of
the fact that this era of music is avail-
able in the market, and the new station
isn't as unique as they claim.

Arrow is another oldies station. As
[ understand it, one of the more limit-
ing oldies formats to come along in
some time. As Radio Ink publisher Eric
Rhoads stated in a previous editorial, in
a market large enough to support a
niche format, it could do very well.
Win? Doubtful. Impress? Certainly, if
promoted well out of the gate. Longev-
ity? Time will tell. =

IF YOU WOULD LIKE TO RESPOND

to a Case Study scenario, call the editorial
assistant at 407-995-9075.
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MANAGEMENT

-

by Sharon Crain,
Ph.D.

Benchmarking, called creative swip-

ing by some, is more traditionally de-
fined as a technique to measure your
operations and services against those of
top performers, then to figure out these
leading companies’ secrets of success —
and copy them.

While this process may sound rather
wimpy, it's ethical, legal and is, in fact, a
required strategy to win the coveted
Malcolm Baldridge Quality Award.

How benchmarking works is best
demonstrated by Motorola’s approach
when they wanted to speed up their
delivery process of cellular phones. They
visited Domino's Pizza — an acknowl-
edged leader of quick delivery to dis-
cover how they made good on their 30
minute/$3 delivery guarantee. Federal
Express was the next stop on their dis-
covery process.

Beyond Radio

Let's look at five major mind-set
shifts that define this strategy of
benchmarking:

1. From internal to external focus.
Rather than focus on how to improve

QUICKREAD™

o Shift from an internal to an external focus

to maximize improvements.

o Shift from competitor comparisons to com-

parisons with successful companies out-
side Radio.

¢ Don’t cling to “we’ve always done it this

way.” Update and improve old methods.

o Improve business stability by looking for

more than one way to make money.

* Set goals in terms of quantum change, not

just incremental improvement.
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delivery time by problem-solving within
the company, Motorola forced them-
selves to think “outside the box” by visit-
ing Domino's.

Stations whose management is
locked into an "inside the box" mind-set
will look primarily to improve some as-
pect of last year's performance by 10
percent, for example. These stations are
disregarding the fact that others may
already have figured it out and have
improved performance by 100 percent
or better.

2. From competitor comparison to
best-in-class comparison. Initially it might
seem wise and
certainly easierto
focus on
benchmarking
our competitors’
success secrets.
Yet, to acquire
another station’s strategy wouldn't put us
ahead — just even. It's outside the Radio
industry where you can find access to
cutting-edge techniques which you then
apply to Radio.

For example, First Chicago Bank
benchmarked airlines to find secrets to
handling long customer lines. Xerox
benchmarked L..1.. Bean toimprove ware-
housing operations. This resultedina 10
percent gain in productivity.

The benchmarking strategy is not a
shoot-for-mediocrity approach but rather
to find the world-class performers and
find out how they do it.

3. From "We've always done it this
way” to “What's the best way to do it?"
Any approach that has worked for many
years and has not been updated and im-
proved should be highly suspect. The
old adage, "If it ain't broke, don't fix it"

Benchmark Qutside Radio

For Best Competitive Strategy

most certainly has given way to "If it ain't

broke, break it.”

More Pillars, Please!

4. From one way to many ways to
make money. Thiselement perhaps more
than any other will define those stations
that will lead the pack into the next
decade. Stations need to ferret out their
many unrecognized assets and turn them
into income opportunities. When a busi-
ness is supported by only one profit pil-
lar, there isaninherentinstability. When
a business is supported by a number of
profit pillars, there is much more oppor-

To acquire another station’s strategy wouldn't
put us ahead — just even.

tunity to grow and develop important
strategic alliances. The stations of the
future are those who continue to expand
the definition of the business of Radio.
5. From incremental improvement
to quantum change. To the degree that
we continue to do the same things in the
same way and attempt to get better at it,
usually we will see an incremental im-
provement. When we benchmark world-
class companies, we are likely to leap
ahead of our direct competition. Our
task then is to translate the state-of-the-
art principals into the Radio business.
The future will be owned by stations
that not only learn from other industries
but form strategic alliances that allow
quantum leaps in profitability. =
Dr. Sharon Crain is an industrial psychologist
and a pioneer in the field of biofeedback to manage
stress. She may be reached at 602-483-2546.



MARKETING

by Ted Bolton

Ritua]s are a powerful means of mar-

keting your Radio station. If you under-
stand and orchestrate ritualistic listener
behavior, you can develop marketing
powers unparalleled by others. Why?
Because rituals are a vital part of every-
day existence.

Aritual provides people with asense
of belonging. We all know that belong-
ing to a common group brings with it a
certain sense of comfort and opportunity
for celebration. Rituals are also a means
of entitlementand recognition. Virtually
every successful organization, religion,
or political party takes great care in the
development and maintenance of itsown
unique set of rituals. Even the Grateful
Dead understand that their success is
one part music ... and one part ritual.

There’s Nothing Like a Successful Ritual

According to a survey by a New
Hampshire Grateful Dead publication
called Deadbase, the average Deadhead
attends 75 Dead concerts in their life-
time. Yes, they go for the music. But the
concert-goers also talk about the com-
plete Dead concert experience. What

QUICKREAD™

e Making an institution out of a marketing
event requires a successful ritual sur-
rounding it.

¢ Successful rituals — like a Grateful Dead
show — give people a sense of belonging
and breeds loyalty and dedication.

* “Innovative imitation” means taking an
existing idea and making it your own. The
same can be done with rituals.

¢ Think of innovative rituals that can be tied
to your format, basing it on music, a
change of seasons or a sporting event.

.

the Grateful Dead have done is not only
create a single experience, but they du-
plicate the experience time and time again
until it becomes a ritual. While every
show is different musically, each is also a
ritual defined by how you dress, act and
feel. It's the Dead guarantee, and they
deliver every time.

The result is a loyalty and religious
dedication to the
experience of the
ritual. The ques-
tion is whether or
not your Radio
station can de-
velop theserituals
toyouradvantage.
The answeris yes because ithas been done
before, and it's going on right now.

Radio Rituals

You need only turn to the most
successful Radio stations across the coun-
try to find benchmarked station rituals
that have become institutions over the
years.

KBCO Denver developed a combi-
nation of music and land/water racing
called Kinetics. Participants turn out in
strange attire and self-constructed crafts
that compete in a race over land and
water. Kinetics has become part of
Denver's Guide to Tourist Attractions
and Events.

This past April, WHFS Washing-
ton, D.C., sold 45,000 tickets to the
W HFestival in four hours. The festival is
a celebration of music, sideshows, danc-
ing and stage diving that goes on for 10
hours under the heat of the Washington
sun. WMMR Philadelphia’s best ratings
took place when the station upstaged all
others with their annual Louie Louie

Unparalleled Marketing Power

Taking Advantage of Listener Rituals

Parade. Every Friday in Philadelphia
also became WMMR's Hawaiian Shirt
Gonzo Friday.

The key to these events is that they
are regularly scheduled. These are not
one-shot deals. They are institutions,
and they are identified by the rituals that
take place during the event.

Even the Grateful Dead understand that
their success is one part music ... and one
part ritual.

Create Your Own

Ted Levitt, a professor at Harvard,
once coined the term “innovative imita-
tion.” The idea is to take an existing idea
and creatively make it your own. The
same applies to the development of your
own rituals.

Look around for rituals that can be
tied to your format. It may deal with
music, seasonal changes, a location in
town, or a sporting event. Whatever you
do, don't rely on somebody else. You
must create and control the eventand the
rituals surrounding it. If it works ... keep
it. If it doesn't, go back to square one.

The secret to bonding groups of
people together lies in the ability of
these groups to participate in rituals sur-
rounding an event. Be smart and take
advantage of what people want. Better
yet, get out your tie-dyes and go to a
Dead concert. =
Ted Bolton is president of Philadelphia-based
Bolton Research Corp., a Radio research and
marketing firm, and publisher of "Radio Trends."
He may be reached at 610-640-4400.
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INTEREP

(Generates
New Business.

Are You Getting
Your Share?

In the FIRST QUARTER of 1994 alone INTEREP generated
$16 million in NEW BUSINESS for national spot radio.

And that’s on top of a $26 million record year in 1993!
We’re making radio the media choice of the 90’s

We're doing it with:
* Radio Marketing Specialists * Format Networks °
* Brand Specific Networks * Sales & Management Training *

Get your Share!
Call 1°800-INTEREP

(467-3737)

THE INTEREIARADIO STORE

Selling Today...Innovating for Tomorrow




PROMOTION

by Mike McDaniel

Rthe food high in the grocery store,

and pile the money high on your way to
the bank. Here's how you do it.

Talk your friendly grocer into dis-
playing, in the middle of the store, enough
food to feed a family of four for amonth.
Boxes and crates are piled to the ceiling.
A big display. Lots of bulk items.

Encourage the public to visit the
store, survey the mountain of food and
register a guess as to the total dollars to
buy it all. Here's the hitch: They must
go to registration locations. A promo-
tion based on human need with a prize
(food) everyone can use. A sharp gro-
cer will work with the food vendors at
no cost.

The winner claims the prize (food)
in four weekly visits. Each visit the win-
ner selects the food items on the prize
list. No substitution. Each food item that
goes in the display goes on the official
prize list, along with its price. Grocery
people are experts at telling you how
much a family should eat, so let them
pick it all out.

QUICKREAD™

¢ Talk your grocer into displaying, in the
middle of the store, enough food to feed a
family of four for a month.

* Encourage the public to visit the store,
survey the mountain of food and register a
guess as to the total dollars to buy it all.
The hitch is they must go to registration
locations.

¢ All the food on display goes on a prize list
for the winning entry to choose from.

* You make your money by selling the

registration locations. Give each location
regular commercials as well as promos

inviting listeners to register.

Food For Four

A Grocery Promotion

No Substitutions

Display a big sign at the grocery
store with a list of all the food to be given
away. (Frozen food cannot be displayed
in the middle of store.) Mark it no substi-
tutions so the winner won't hassle the
grocer to change this and that... "l don't
like cottage cheese, | want ..."

Have signs at all registration loca-
tions. You may put a photo of the mound
of food at all registration locations. All
locations should post simple rules and a
list of sponsors encouraging listeners to
visit other stores to register. A large ban-
nercan be hung from the grocery ceiling.
You may also explore putting laminated
signs (not really expensive) on each shop-
ping cart, telling of contest and listing all
sponsors (value added).

Broadcast promos with a partial list
of food items to be awarded. Broadcast
different promos telling listeners where
to register to win the food. Broadcast the
rules at least once a day with a matter-of-
fact announcement.

What You Sell

You make your money by selling the
registration locations. Give each loca-
tion regular commercials as well as
promos inviting listeners to register. The
grocery store agrees to be part of the
promotion and to arrange the food in
return for the numerous promo mentions
for the length of the contest. Complete
the promotion in 45 days, with split,
even billing for up to 10 sponsors.

Here's how to price it. Get a base
figure by multiplying 45 days by the
number of commercials per day at rate
card. Get an "extras” figure by adding
the value of 45 "Register at” promos.
Plus, figure the value of generic promos

orannouncements and rules listing and
the cost of registration boxes and slips
and any extras, and divide by the num-
ber of sponsors. Combine the base and
"extra” for “per advertiser” price. Add
10 to 15 percent as a promotion bonus
for the station.

Some Value-added Ideas:

® Broadcast the drawing of the win-
ner — live from the grocery store.

® [f store doors will permit, display
a pickup truck in the store, overloaded
with groceries, on the hood, in the seat,
on the floor around. This will work only
in a store not obsessed with floor space
use. |t makes a great display idea for a
truck dealer.

Your profit is almost 100 percent.
The only cost is time and some signs.
Crocery store people are experts with
signs and will provide most on request.

The Pitch

Here are the points for salespeople
to make in the presentation:

e Grocery stores have great traffic
patterns. Everyone has to eat.

® This promotion pulls traffic to
your store.

* You get mentioned in "Register
at” promos.

®* You get signage display at the
store.

® You get registration box and slips
(and picture of food), and you get listed
in shopping cart sign.

® Plus, three (or more) half-minute
commercials per day for 45 days. &
Mike McDaniel produces the Action Auction
promotion nationwide, bas written a book about
promotions, and owns and operates two Radio
stations. He may be reached at 812-847-9830.
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NEW BUSINESS DEVELOPMENT

by Kathryn Maguire

One of the biggest reasons sta-

tions are looking more toward vendor
sales as a new business generator is be-
cause it tends to be direct, numbers-
proof billing at a higher average spot
rate. The underlying theme here is that
we don't have to call advertising agencies
to get this big-buck business. But, alas,
we are still running into agency walls and
are sometimes unable to get over them.
One of the most predominant Radio
station concerns is losing the agency's
business. Few Radio stations call on re-
tailers for retail-driven vendor programs
because of this. Occasionally, stations de-
velop incremental sales promotions for
manufacturer sales reps only to get halted
by the company's agency so that they can
check the efficiency of the Radio buy.

Agency Advice

Here are some tips on interacting
with advertising agencies when they have
connections to vendor-oriented accounts.

1. If you are targeting a retailer that
is an agency account, your best bet is to
go to the agency first. (Your only excep-
tion here would be if it's an agency that
does not buy your station and/or me-
dium.) Retail-driven vendor programs
cannot be pitched orcarried out through
a typical advertising agency. Sit down
with the people at the shop who have the
relationship with the account. Thisis not
typically the mediabuyer. Explain briefly
how a vendor program works, showing
why you must meet with retail buyer(s).
Make the agency understand that the
new dollars you will be raising are not a
current part of their ad budget.

2. The agency will have the same
objections as the retailer. Be prepared for
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The Agency Route

Avoiding Roadblocks to Your Vendor Program

this. Look for: "We're getting all the
possible funds from our vendors.” Or
"We don't want you calling our vendors.”
Another is: "We don't want to destroy
our relationship with our vendors.” An-
swer all of these as you would a retailer.

3. Remember that it is not for you to
decide if the agency gets commissioned.
It isn't the agency’s decision either. The
account should make that call. Don't feel
like you didn't do it right if your billing
didn't end up direct. The largest retailers
are the best vendor program prospects,
and they are nearly always covered by an
agency. You are better off partnering
with an agency rather than alienating
them. This may be the difference in you
doing a program or not.

4. If you are conducting the vendor
program, with the agency’s best wishes,
and the agency is getting commissioned,
you must decide up front what percent-
age of the vendor money will be billed on
your station. Most vendor programs are
two- to six-week, theme-oriented pro-
motions, not annual programs. So less
money is raised.

Try not to turn this into a typical
Radio buy. If your station were to receive
100 percent of the vendor dollars raised,
remember that the promotion is also
going to be demonstrated in signage,
displays, retailer’s print ads, shelf talkers,
price reductions, sampling/demos and/
or whatever else you come up with. It's
your job to see that the vendors get what
they need to increase their sales. That's
what will bring them back next time.

Avoiding Roadblocks

5. This tip concerns vendor-driven
programs — that s, doing a sales promo-
tion working with one manufacturer who

QUICKREAD™

» Educate the retailer’s agency on why/how

you wish to do a vendor program.

¢ Be prepared to answer the same objec-

tions you would hear from a retailer.

e Let the account decide if the agency gets

commission.

¢ Ask lots of questions if a manufacturer feels
he must take your promotion to his agency.

will use your campaign to gain incremen-
tal sales with one or more of his retailer
accounts. If in the closing stage of pre-
senting your campaign, the manufacturer
sales rep says he must get “approval” from
the company’s ad agency, here are some
questions to ask or points to make:

e "Why?"

e "When you take other deals or
promotions to your accounts, do you run
these by your agency too?"

e "When a retailer requests funding
from you for a promotion, do you go to
the agency for approval or funding?”

e "Often agencies try to make sales
promotions into Radio buys. We're con-
cerned that if your agency tries to break
up this package, we will be unable to
provide these things."

* "How do you feel about this pack-
age?” (I like it.) "Do you think your ac-
counts will respond to it?” (Yes.) "Would
you agree that you know more about
selling your product than your agency?”
(Yes.) "Somehow you must communi-
cate to them that although you wish for
them to see your promotion, you believe
it is a terrific incremental sales program
and should not be altered.” =]
Kathryn Maguire is president of Revenue Devel-
opment Systems. She may be reached at
617-589-0695.
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PROGRAMMING FOR MANAGEMENT"

by Holland Cooke

Ioo often, while we (management)

think we're “coaching,” they (talent) feel
like they're in the dental chair. Perform-
ers’ egos are every bit as sensitive as their
teeth and gums. So, based on my experi-
ence as both doctor and patient, here’s
some "nitrous.”

"Logger” machines are the best
source for critique tapes. Knowing that
the machine is constantly rolling, talent
eventually becomes desensitized ... or at
least real careful about what's said on-air.

Worst source for critique tape:
Airchecks you ask talent to tape for re-
view later. Or they see you set up a
special recording in the production stu-
dio. Either way feels more like employer-
employee than the ongoing partnership
you should have.

Two Techniques

Unless you need to pinpoint a cer-
tain moment, | recommend two tech-
niques that have worked well for (and
on) me:

1. Ask talent to choose a show they
thought went well. Why rake ‘em over
the coals for one even they didn't like?
And a tape with none of their perceived

QUICKREAD™

e The worst way to critique is to ask tatent

to tape themselves for review later or let
them see you set up a special recording in
the production studio.

* Two effective techniques are to ask the

talent to select a show they thought went
well or select several shows and ask them
to pick one at random.

¢ Usually, only you and the talent should

attend an aircheck meeting. Better yet,
have the talent review themselves.

INK 20

negatives allows you to focus on any
points you want to make ... and offer
positive reinforcement for what worked.

2. Grabseveral shows, and ask talent
to choose one at random, like they just
turned on the Radio.

Suggestion: Talent should listen to
airchecks at least a couple weeks old or
older. Talent
hears them with
more objectivity
than more recent
tapes, when they
can remember
each break word
for word, how they felt that day, etc.

Three’s A Crowd

Who should attend aircheck meet-
ings? As few people as possible. Pride-of-
authorship is powerful, so unless you're
working with an on-air team, three's a
crowd. In fact, why not just present tal-
ent an aircheck to listen to on their own?
We all tend to be our own worst critics.
"Have alisten, and tell me what you think
worked ... and what you'd do differently”
isvery non-threatening. And take-homes
allow talent to listen where so many
listeners do, in the car.

Major Surgery?
Gab is a gift, butbrevity is a blessing.
Listeners have more choices — and

shorter attention spans — than ever. So
if there's someone on your air who uses
17 words to communicate what they
should be sayingin seven, try this method
of demonstrating "word economy.” It'll
take some prep on your part, but the
results can be worth it.

Play back several versions of the
same aircheck:

This Won't Hurt a Bit

Painless Talent Checkups

1. The first is lean and mean. It
moves right along. It should. Before the
meeting, you've edited an actual show
down to only what should have been
said. Talent hears themselves sound tight
and bright. "Nine before three on WXXXI"

2. Then play the original uncut ver-
sion. "It's just about nine minutes before

Worst source for critique tape: Airchecks you
ask talent to tape for review later.

the hour of three o'clock right here on
WXXX Radio.”

3. Finally, play the edits. “It's just
about ... minutes ... the hour of ...
o'clock right here ... Radio.”

The point you're making: Not only
can you do what I'm suggesting. You did!
Hear how much better it sounds without
what was cut out? You might task talent
to similarly edit other tapes, acquiring,
with benefit of hindsight, a sense of how
to execute live with the same frugality.

How Many Checkups?

Just as you manage each employee
individually, the frequency of aircheck
review will vary from person to person.
Bottom line: Make an aircheck review
an ordinary part of your relationship,
so that it's not perceived as fault-find-
ing but simply one of the things coach
and player do. If you make the most of
this special opportunity, talent will
appreciate the attention. =
Holland Cooke is a Washington, DC-based pro-
gramming consultant specializing in news/talk
and full-service AM. He may be reached at
202-333-8442.
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What do these Emmis Broadcasting
Account Executives have in common?

Sharon Ritterband Ana Deranja J. (hapman Linda Sutton Robin Daugherty
WOHT KPWR WENS KSHE WK
Hot 97 Power 106 Lite Rock 97 KSHE 93 o1

( Choose one.)

A. They are members of the Revenue Development
Systems Network.

B. They won Emmis’ Fourth Quarter
(December- February) New Business Sales Contest.

Their picture is in this ad.

They are going on a cruise.

C
D.
@ All of the above.

Congratulations!

EMMIS



SALES

by Chris Lytle

11 I
require my salespeople to make 10

calls a day,” boasted the sales manager.
“The more doors you open, the more
sales you close.”

“Are they making budget?” asked
the consultant.

“Not all of them. Should we up the
number of calls to 15 per day?”

The solution to most sales problems
is making more sales presentations, not
just more sales calls.

Just Visiting

By calling everything they do “sales
calls,” salespeople fool themselves into
thinking that they're selling when they're
just visiting. You know you're in trouble
when people start writing things on their
call sheets like this:

"Dropped off station coffee mug.”

"Made a cold call, but Ed was out
for pizza."

"Faxed information about new
package.”

Seven more calls and this person has
putin a full day. Frightening, isn't it? But
it could be happening in your sales de-
partment unless you insist on ...

Truth In Labeling
To build accountability and sales,
salespeople need to accurately label each

QUICKREAD™

¢ To reach your quota, worry about sales

presentations, not sales calls.

e Label each step of the sales process

truthfully and accurately to give you a
reality check.

¢ Counting the things that count gets people

focused on the behaviors that make a
difference in their selling performance.
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Quit Making Sales Calls

It’s Presentations That Count
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step in the selling process.

Here are the labels we recommend:

® Seed. Send or fax clients or pros-
pects an article about issues or trends in
their businesses.

® Letter. Includes letters to request a
meeting, follow-up letters, and thank-
you letters.

® Dial. Every time you dial the
phone, you get one dial. This is true even
if you get a wrong number.

® Contact. This is when a phone call
orcold call results in talking to a decision
maker.

® Appointment. You book a firm ap-
pointment.

¢ Data Call. You meet with the client
to discuss needs. This can be a formal
consultative interview or a more infor-
mal store tour. The purpose of the meet-
ing is to gather information for a subse-
quent presentation.

® Presentation. You meet with a deci-
sion maker and present a plan to use your

Radio station. This presentation includes
a schedule, a strategy and often a sample
commercial.

These labels depict what really goes
on out there. Tallying each activity on a
simple box score form (see box) results in
a daily...

Reality Check

Follow a salesperson through a typi-
cal day, and you'll quickly see the value
of counting the things that count.

8 a.m.: The salesperson calls up a
new prospect and gets a wrong number.
At best we could call this activity a dial.
She puts down one hatch-mark on her
box score under dial.

She dials again and this time it's the
right number. She talks to a charming
receptionist who informs her that the
decision maker is out. Is this a sales call?
Nope. Chalk up another dial.

Next, she dials a prospect, gets past
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the receptionist, and talks directly to the
advertising manager. He cannot meet
with her for a month due to his vacation.
She gets two hatch-marks for this effort:
one dial and one contact.

Bingo. She makes her fourth dial,
talks to the decision maker, and books an
appointment for the following Monday.
She marks down another dial, another
contact, and one appointment (booked).

And She Scores!

At 9:20, she meets face to face with
a direct account to take a tour of a new
location. They also sit down to discuss an
upcoming grand opening. At the end of
the meeting, she books an appointment
to make a presentation with the client in
three days. Chalk up a data call and
another appointment set.

Her 10:30 meeting is a formal pre-
sentation with a spec tape. She asks for
$2,300 and ends up with a $1,900 sale
(in large markets, add a zero). The box
score would reflect one presentation
and a sale.

She takes a client to lunch and over
coffee steers the discussion toward an
upcoming promotion. She decides to call
it a data call. This continues throughout
the day.

At the end of the day, she sends a
letter to a client she has been unsuccess-
fully trying to reach by phone.

She clips an article from the Wall
Street Journal on automobile leasing,
copies it five times, attaches her busi-
ness card to each, and mails the five
article copies to her car dealers and
banking clients. She notes one letter
and five seeds.

At the end of the day she reports
accurately to the sales manager, "l made
12 dials, five contacts, booked three
appointments, made two presentations,
sold $1,900, and sent out one letter and
five seeds.”

Quit making sales calls and start
counting the things that count. Tracking
the behavior you want is the first step in
getting that behavior consistently. If you
can't measure it, you can't manage it. &
Chris Lytle, president of The AdVisory Board
Inc., is author of the Radio Marketing Master
Diploma Course. He may be reached at
1-800-255-9853.
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by Ken Costa, RAB: 212-387-2100

Oh well, the TV shopping channels will love this ...

some 37% of adults have changed their shopping habits (where they shop
and when) due to fear of crime. Of them, 43.6% don’t shop after dark and
15.3% never shop alone. 25% feel unsafe in malls where they once
shopped. Among categories, banks were the highest on the “fear” list
(39.1%), followed by fast food 15.4%, grocery stores 14.8%, drug stores
13.6% and video stores 9.9%.

COPY THOUGHT: why not promote stores and malls as being safe ...
security-patrolled, well-lighted, electronic detectors, etc. How about stores
on the same block as police stations!

BUSINESS FACTS

(Source: Video Store, May 8, 1994.)

We've always
done news.
Now we’re

making news!

United Press Intemational’s new product line
changes the way the media uses information!

UPI has always meant accurate news and
information. Our recent investment in worldwide
satellite telecommunications makes us the fastest,

easiest and most affordable way to get required
information. And now more than ever, UPl means
business with a new line-up of products and services
that will put you ahead of the competition.

Talk to us now!

(800)
503-9993

Worldwide
Headquarters
1400 Eye Street NW
Washington, DC
20005

Circle Reader Service #110

RiC S



ENGINEERING FOR MANAGEMENT"

by William P. Suffa

As I write this | am sitting in

Munich, Germany, listening to one of
three (1) privately owned Radio stations
that cover the city. In Germany — as in
other European countries — the State,
Post and Telecom officials provide all
equipment necessary to transmit the sig-
nal over the air. The State also provides
all maintenance on the transmitting
equipment (for a monthly fee of course).

The Dichotomy Dilemma

| point out this one difference be-
tween our system of broadcasting and
Europe's — the maintenance aspect —
because it brings up a dichotomy which
presented itself quite clearly in two dif-
ferent conversations | had recently in the
States. One was with a very competent
station engineer who was considering
leaving his company in light of an own-
ership transfer. Seems he was concerned
that the new owner would eliminate his
position, that capital budgets would be
slashed, and he would lose pay and ben-
efits. So he was considering a way out ...
to a more “stable” industry like Cellular
Radio, PCS or Cable. The other was with
a Radio group owner who asked me why
itis so difficult to find and keep qualified
technical staff at Radio stations. Seems
he had to rid one of his stations of a
thoroughly incompetent individual.

Sell Your Value

Certainly, there are a number of
very good engineers. But the money is-
sue is clear: If it's not there, it's got to
come out of someone’s budget. Con-
versely, if the smart engineer knows he/
she can have a better life ( more money,
shorter hours and better benefits) by

INK 24

working in another industry, he or she
will leave.

Much of the income issue may be
attributed to the engineer’s lack of sales-
manship. I've seen contract engineers
undervalue their services by neglecting
to include things like overhead and travel
which can add 100 percent or more to
their cost ... and then complain about
having to work so hard just to make a
buck. I've said it before, but it bears value
repeating here. The engineer should
know his/her value to the station and
should “sell” that value to management.

it's Not Just The Pay

It's not just the pay either. Often,
engineers have to work with transmitter
or antenna systems during "after mid-
night” hours (to avoid disrupting prime
listening times). Unless your station has
an auxiliary transmitter and antenna sys-
tem, maintenance must be performed at
night — or not at
all (guess which
option the over-
worked engineer
chooses). It's not
easy to putin a full
day at the studio
and a full night at the transmitter. Con-
tract engineers who have big companies
with a large staff can provide that kind of
service — some self-employed engineers
tend to overwork themselves to keep
their income at a reasonable level.

There are a lot of demands on an
engineer in today's Radio environment.
Newer, solid state transmitting equip-
mentand well-designed transmitter plants
reduce the need forsome midnight work.
Unfortunately, unless a reasonable capi-
tal program has been in place for a num-

Keeping Quality Engineers

A Matter For Discussion

QUICKREAD™

* How you keep qualified station engineers
may depend on better internal communi-
cations, salesmanship, prudent use of
contract engineers along with a willing-
ness to pay for their skills, operational
improvements, and continuing education.

ber of years, many transmitting plants
fall in the "high maintenance” category.
And, some of the oldest equipment is in
the smaller markets ... areas where the
engineering problems are most acute.
So how can you keep qualified
engineers? Certainly, management and
engineering staff can work to improve
internal communications. Engineers can
use sales training to improve their ability
to communicate "value” to management.
Prudent use of contract engineers, along
with a willingness to pay for their skills,
can provide a good supplement to sta-
tion staff (or be the “station staff’ for

Much of the income issue may be attributed
to the engineer’s lack of salesmanship.

smaller stations). Also, consider asking
your consulting engineer to recommend
staffing and operational improvements
that can both improve engineers’ effi-
ciency and reduce their burden.

And continuing education is very im-
portant. [t should be encouraged and schol-
arship programs established. | know of
only one scholarship designed for Radio/
communications engineering students. &
William P. Suffa is principal engineer for Suffa
& Cavell Inc. in Fairfax, VA. He may be reached
at 703-591-0110.
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The Next Generation Digital Audio System
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3

SAESA
by LPB
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INTERVIEW

He's Got The Whole World ...
In Radio's Hands f|

Tom Rounds, president
Radio Express

Tom Rounds is president of Los Angeles-based Radio
Express, a leading global Radio programming syndica-
tion company he founded in 1985. Radio Express
distributes programming and program-related products
to Radio stations throughout the world, and also sells
advertising time and program sponsorships to multina-
tional advertisers serving 93 countries. Radio Express
represents programming produced by such suppliers as
ABC Radio Networks, TM Century, FirstCom, and Sound
Ideas, and recently launched its own proprietary
programming, including The World Chart, Hollywood
Express, and Love Songs.

Rounds’ career in Radio began after graduation from
Ambherst College, where he formatted and commercial-
ized the school’s Radio station. He landed a job at
WINS-AM New York as news supervisor, and subse-
quently moved to KPOI-AM Honolulu, where he served
as news director, afternoon drive personality, and
program director. During this time he also served as
president/CEO of Arena Associates, a concert produc-
tion firm. In 1966 he was named PD at KFRC-AM San
Francisco where, as part of a station promotion, he
developed the KFRC Magic Mountain Music festival,
widely regarded as the first pop music festival in the
United States. In the late 1960s he moved to Los
Angeles to become president of Charlatan Productions,
and in 1969 founded Watermark Inc., a diversified
media company perhaps best known for the creation
and production of American Top 40. ABC purchased
Watermark in 1982, and Rounds continued to serve as
president of ABC/Watermark until he founded Radio
Express three years later.

Rounds lives with his wife Barbara in Los Angeles.
They have three children, Debbie, Michelle, and Tom IV.
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ZINK: With Radio Express you literally
are undertaking a venture of global pro-
portions. How did you develop the con-
cept that there was a global market for
American Radio product?

ROUNDS: Actually, the idea goes way
back to 1970 when we started American
Top 40. Our arrangement with Billboard
magazine permitted us a certain number
of ads in the magazine, and some stations
in international markets almost immedi-
ately began to respond — especially
Australia. The Australians, who have al-
ways had a great Radio industry, looked
tous Americans as the source of ideas and
everything that was exciting and hap-
pening. The show became very success-
ful there, and began to spread through-
out Southeast Asia and to South Africa,
before eventually taking hold in West-
ern Europe and Latin America. So, way
back 24 years ago, there began to appear
to be an international market for this
kind of thing.

INK: To what extent did the sale of Water-
mark to ABC Radio in 1982 affect your
international marketing efforts?
ROUNDS: When ABC acquired the com-
pany, [ABC Radio President] Ben
Hoberman requested that we take over
the odd pieces of international business
that were running through ABC head-
quarters in New York. By 1985 itbecame
clear that what was beginning to happen
in the world was very similar to what had
already happened in American syndica-
tion, which had changed from a cash
business into an advertiser-supported
business. We felt that if we could sell the
benefits of barter syndication to world
player multinational advertisers, we had
quite a promising business opportunity.
INK: Both the Radio industry and the
world have changed considerably since
you entered the global marketplace. How
have those changes affected the way you
do business?

ROUNDS:First, we've gotten a lot smarter.
There really is only one company like
Radio Express, and we decided at the
start that we would focus completely on
sales, marketing and establishing mar-
kets for Radio product. The production
end has been handled very nicely by
ABC, TM Century, FirstCom, Hot Mix,
and other companies, which enables us
to zero in on developing contacts in the
marketplace, educating people, and es-
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tablishing channels of communication.
Our data base has grown from about
1,000 accounts to about 13,000 accounts
— and twice that many personal con-
tacts. We basically have identified the
total potential world market, although
that keeps changing because Radio con-
tinues to become privatized and deregu-
lated. This means that a lot more stations
are coming on the air all the time, espe-
cially in developing countries.

IN DEMOCRACY’S STEPS

INK: Where do you see the greatest poten-
tial today for commercial Radio program-
ming that didn’t exist five years ago?
ROUNDS: Two years ago | would have
written off Africa, but Africa is moving
very quickly right now. As Africa be-
comes democratized, Radio will follow.
Also, the Radio stations in China that
were under government control now are
becoming quite independent.

INK: What do you consider the strongest
commercial markets today ... where do
you see the greatest potential for growth?
ROUNDS: The developed countries are
those where all the advertising money is
being spent. For a variety of reasons,
however, our best markets tend to be
developing countries where Radio is es-
sential in the media mix. In developed
countries, Radio in some cases has be-
come a secondary medium — it's what
advertisers use to back up their television
and their print. But if an advertiser is
trying to reach a broad audience in de-
veloping countries, you've got to use
Radio. It's the only medium that is cheap
enough for the people to afford, and
therefore it reaches people wherever they
are — and whatever they are doing.
INK: To what extent do you credit Radio
Express with opening up these markets?
ROUNDS: One of the best relationships
we have had — and still have — is with
Armed Forces Radio and Television Ser-
vice, which go back to our first deal with
American Top 40in 1971. In addition to
American servicemen who tuned in, a
huge local population also listened —
especially in Japan and Germany. Inalot
of ways, the early affiliation of AT40
with Armed Forces introduced our prod-
uct to the global population. It also has
made Japan and Germany great markets
for us today.

INK: But you’ve taken that introduction
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¢ Leisure activities: sailing, hiking,
playing/listening to music.

For The Twenty-First Century, by Paul
Kennedy; anything by Carlos Fuentes,

|
|
|
| ¢ Recommended reading: Preparing
|
| Gabriel Marquez, or Peter Matthiessen. 1

¢ Mentor or role models: polar ex-
plorer Roald Amundsen, movie director
Jonathon Demme for his skill at mixing
media, and Radio guys Casey Kasem,
Bill Drake, Ron Jacobs, and Ed
McLaughlin.

¢ |If you were granted one wish, what
would it be? That the media discover an
effective way to motivate people on
issues relating to the environment.

¢ If you could go back in time, where
would you go ... and why? To the 1960s
and the Renaissance ... two times when
media were mixed freely and optimism
was high.

¢ What did you listen to on Radio
when you were growing up? Jack |
Armstrong, Capt. Midnight, and Sgt. :
Preston, Lowell Thomas, newscasts,
Jack Benny, The Lone Ranger, sus-
pense, and The Shadow.

|
¢ When you were a kid what did you !
want to be when you grew up? | was |
brought up much too well to say | |
wanted to be a DJ, but | broke a lot of |
records cueing them up on the family |
record player.

|

|

|

|

|

|

|

|
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|

|

|
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|

|
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|

|

|

|

|

|

|

|

|

| |
| ¢ What is your pet peeve with Radio? |
| Research, ratings, too many stations, '
| infiltration by the music business. !
; ¢ Whatis the most embarrassing thing l
‘ that ever happened to you in your
| career? In 1964 | was riding a burro in ‘
| the KPOI Donkey Derby, and my mount |
: developed an irresistible urge for the i
| mount of one of my fellow jocks. l
' |
| |
| |
| |
|
: |
|
|
|
|
|
|
I
|
|
|

¢ What has been your most elusive
goal? Discovering a simple but effective
method to help advertisers really un-
derstand Radio.

¢ What would you do differently if you
had it to do over again? Fewer hours
behind the mike and more time on the
street would have been good. |

¢ What advice would you give some-
one who wants to get into Radio? Learn
disciplines that don’t come easy. To
succeed in Radio you must be a master
Lof many trades. ]




INTERVIEW
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and run a long way with it.

ROUNDS: Yes ... but the main difference
between Radio in 1970 and 1994 is that
we're now dealing with a global market.
Anybody who is going into the Radio
business is sending people here to the
United States. They come into a market
and listen to all the stations, or they hire
a professional scout, which the Japanese
have done on a number of occasions. We
also have our own scouts, and we do
extensive traveling and research. Also,
since so much of our business is in barter
syndication, a lot of our introductions to
new broadcasting operations in these
countries are through the field represen-
tatives of such traditional advertisers as
Coke, Pepsi, Sony or Kodak. These
people have been in the market foralong
time, and they know what the global
media opportunities are. Also, we're al-
ways combing through every broadcast-
ing publication we can get our hands on.
Plus, we've worked side by side with the
National Association of Broadcasters in
attracting foreign visitors to their con-
ventions. At the Radio Show here in Los
Angeles in October we're expecting at
least 1,200 foreign attendees.

INK: You also must get to travel to conven-
tions a lot ...

ROUNDS: We do. We attend as many
foreign conventions as we possibly can.
We go to Canada and Mexico every
year. Brazil and Argentina arereally good
shows forus. We'll be doing the Montreal

Discussing promotional tie-ins with some of the weekly programs

are (1 to r): Miriam Ivey, VP of sales; Rounds; Lynn Anderson, VP,

worldwide sales and marketing; lleana Landon, promotions
manager; and Clemment Connoly, VP of sales.
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show this summer, and Poland has had a
wonderful Radio show for the last couple
of years. Singapore has a very good Ra-
dio show. We've identified about 45
shows that we should be going to.

INK: Are other countries interested in
American Radio product because we do it
so well, because we're American, or de-
spite the fact that we're American?

ROUNDS: In most countries, American
popular culture is still asred hot as it ever
was. Therestof the world looks at Ameri-
can pop music as being original, unique,
inventive, fun, and probably one of the
great representatives of the youth cul-
ture ... and MTV has paved the way for
much of this. MTV has identified some
common denominators, wants, and needs
throughout these markets that pecople
are responding to. And they are doing it
primarily in English. The English lan-
guage is the language that you want to
sing in if you want an international hit
record. Depending on the country, be-
cause of movies and pop music, most of
the younger generation knows enough
English to be able to enjoy music.

INK: Obviously, none of this could be done
without the advertising. How does the
international advertising community differ
from doing business here in the States?
ROUNDS: Most American corporations
that are doing business globally have
foreign branches that are variously au-
tonomous. Some years ago, one of our
biggest multinational sponsors decided
that they would disband their interna-
tional operation, which was centralized
in New York, and transfer most of the
people who were
involved in that
operation into six
different global re-
gions. When they
did that, the com-
pany was able to
be a lot more ap-
propriate to the
region in which it
was doing busi-
ness. These com-
panies know that,
if they are going to
market on a global
basis, they also
have to market lo-
cally at the same
time. Every ac-
count that is in-

volved with one of our shows has many
moving parts. All of the budgets we have
pursued have a great deal of local input.
There is no territory outside of the United
States where we don't have to get com-
plete approval from the local people,
which includes the advertising agency,
the distributor, and the manufacturer.
INK: Are international media buyers more
receptive to Radio than they are here in
the United States?

ROUNDS: We have to fight for Radio's
share of the media budget and, in most
cases, television still gets a lot of the
share. There is alot of work to be done in
that area. Marketing people generally
look for ways to show their product, and
they don't know very much about the
magic of Radio. But a lot of Radio’s sales
techniques have never been exposed in
these markets before, so we have a great
story to tell. People are pretty receptive
to it, because we're talking about some-
thing that is quite economical.

INK: Are the marketing objectives of inter-
national advertisers very different than
those of domestic clients?

ROUNDS: Lynn Anderson, worldwide di-
rector, sales and marketing, has identi-
fied seven different stages in the selling
process. The one that we spend the most
time with is development. In develop-
ment, you've got to be a great listener
and try to determine the wants and needs
of the local advertising people. You may
get several different stories, so you try to
talk to as many different people in a
company’s marketing division as pos-
sible. Then, once we are able to show
them how we can help them achieve
what they want, we can begin talking
seriously about Radio.
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THE GLOBAL MARKET

INK: In lieu of any tangible global re-
search information, how do you demon-
strate to an account that the listeners are
out there — and that they’re reaching
their target?

ROUNDS: The advertisers we deal with
are pretty smart and already have a good
feel for their markets. Even without any
ratings at all, it's not too difficult to tell
what stations people are listening to in
what markets. There is research in every
world market, although much of it is
useless or out of date. What strikes me as
odd is how, in a lot of countries, going
after reach is the rule rather than the
exception. Now, we have to be careful
about the definition of terms, because
reach is how many people in a total
population are apt to listen to a specific
station over a long period of time, which
is a vital part of any mass formula when
you try to figure out what you're actually
delivering and what you're buying. But
here in the United States, we need a lot
more than reach to make sales.

INK: So how do you demonstrate results?

ways for remotes.

Lape! Pins

ROUNDS: We have to look for other ways
to sell ... and one of them is with promo-
tions. Every advertiser-supported project
that we have going has lots of promo-
tions with trackable results. You're ask-
ing people to pick something up at a
specific location or make a phone call or
mail something in. All of these mecha-
nisms are very important when it comes
to validating the advertiser's decisions to
buy these sponsorship packages.

INK: We’ve recently heard a lot of com-
plaining about such value-added promo-
tions here in the United States. How
receptive are stations to these techniques
on a global front?

ROUNDS: They love it. Right now, we're
organizing some extra value-added call-
in promotions associated with our shows
in China. When advertisers want to in-
troduce a product in China, they give a
lot of it to Radio stations to give away
because it gets the buzz going. China is
pretty amazing, because there are huge
product categories that are virtually un-
known there, and which advertisers would
like the population to become acquainted
with as soon as possible. Radio is a really
good way to do that.

‘“A Dollar a Holler”’

Now’s the time to think
about first-class give-a-

Here’s the deal: Our high-
quality cast pewter key tags
and lapel pins are priced at
just a $1.00 each plus set-up
and shipping. Minimum quan-
tity 250 pieces per item.
Please call for details and or-
dering information.

Take advantage of our intro-
ductory offer ... send us your
logo and $100.00 and we will
send you 50 tumbled pewter
keytags or lapel pins.

INK: In your overseas travels, what myths
have been dispelled ... and what lessons
have you learned?

ROUNDS: One myth that threw a lot of
people off balance was that there isn't
any good Radio in Europe. A lot of people
here in the United States thought all
they had to do was go in and put a good
American Radio station on and it would
take off. The fact is, European Radio is
really good. Europeans have made a huge
effort to come over here and find out
what works and what doesn’t work. Aus-
tralian Radio has always been super ...
some of the best in the world. And in
Latin America, Radio is a well-devel-
oped, highly professional business.

INK: What could we learn from our over-
seas counterparts?

ROUNDS: There is one big difference
between American Radio and Radio al-
most everywhere else — we've got too
many Radio stations. As a result, stations
have to pursue more restrictive format
perimeters. The number of stations per
capita are far fewer almost everywhere
else, which means that Radio stations
can be much more full-service than they
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are here. News, special events, and cre-
ative Radio projects are much more
present in foreign Radio. It's always re-
freshing to go listen to Radio outside this
country because you hear a lot of stuff
that you would really have to hunt for
here. Radio stations in other countries
view their responsibility to the listening
audience in much broader terms than
American Radio stations tend to do —
and that's something great.

THE WORLD CHART

INK: Where do you feel the most innova-
tive music and programming is coming
from — and how receptive do you think
this country and other countries would be
to more of a “world music” approach to
Radio programming?

ROUNDS: First, let's get our definitions
straight. A lot of people call world music
"world beat” music which, actually, is
indigenous cultural music that is not in
the mainstream of Western pop music.
Having said this, we compile a world
chart primarily based on the stations that
are taking our mainly American Radio
programming and are playing what they
call international music ...

M.,

Rounds examines the intemational territories he covers.

INK: Does this chart look or sound very
much different from our charts here in the
United States?

ROUNDS: International music is domi-
nated by American and British popular
music, with some European and some
Australian material, and most of it would
be familiar to audiences here. What we've
been doing is putting all these stations'
playlists into a computer and tabulating
the results, unweighted so that each sta-
tion has equal input. Two hundred and
fifty stations actively participate in com-
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piling this chart, and we're flattered that
a lot of them are using this chart to do
their own local countdown shows. Ironi-
cally, the Radio Express World Chart has
become a factor in this genre of world
programming. No matter where you go,
nomatter how far off the beaten path you
get, you'll always find at least one Radio
station that's playing Western music that
is familiar to people in the United States
and Europe. This is an interesting com-
mon denominatorbecauseit's something
everyone can relate to, and we're launch-
ing a World Chart Radio program for the
world market this year.

INK: How does this music mix with “tradi-
tional” programming in specific markets?
ROUNDS: Well, I'm not sure how well you
can mix mainstream Western music and,
say, Chinese music, but it's being done.
You'll hear a popular music station play-
ing traditional Chinese music, which is
almost impossible for most Westerners
to listen to, right next to Mariah Carey.
... Basically, Radio has to stick with one
genre or another. It's been a long time
since stations like KMPX in San Fran-
cisco were playing everything from
Tchaikovsky to Iron Butterfly. It was fun
while it lasted, butit neverreally worked.

IN THEIR OWN VOICES

INK: How crucial are locally pro-
duced “co-productions” in breaking
the language barrier?

ROUNDS: It's an important element
that we brought into the game. In
fact, it's really nothing new. Some
of our international subscribers in
the '70s did voice-over translations,
talking over Casey Kasem and, later,
Shadoe Stevens. We got to the point
where we thought that was not the
greatest way to enjoy listening to
Radio, so we began to train foreign
disc jockey talent to do the show in
their own language by sending them the
different components every week. Cur-
rently, we have 34 of these operations in
various places around the world — three
in China alone. It works so well, in fact,
that we access many thousands of times
more listeners than we could access with
a purely English-language Radio pro-
gram.

INK: And these listeners, one might as-
sume, are a bit more upscale?

ROUNDS: Exactly. A good example is
American Top 40 which, in the United

States, is perceived as a youth Radio
program. But it isn't handled that way in
Latin America. It'shandled for an upscale
market, because the upscale market com-
prises those who speak English as well as
Spanish. In alot of developing countries
some stations are structured to sell to a
wealthy listening clientele, and the age/
sex demographic isn't as important. In
the United States, it is believed that all
people between the ages of 18 and 24
will behave more or less the same way.
INK: Do you think we in the United States
ignore some of these global influences
that inevitably have a hand in shaping the
direction of the world?

ROUNDS: In his book, Preparing For The
Twenty-First Century, Paul Kennedy raises
the point that, as the developing country
populations grow, you see a planet with
80 percent of the population in develop-
ing countries and 20 percent in industri-
alized societies. All the leverage in terms
of world media is going to be in develop-
ing countries. Now, American entertain-
ment has been very successfulin the form
of movies, television, and music, but we
have to ask ourselves whether there is a
point at which these forms of entertain-
ment will cease to grow. American enter-
tainment will always be acceptable and
there will always be a great deal of inter-
est in it, but we've already begun to
experience — especially in fundamental-
ist countries— people who say "nomore.”

CULTURAL COOL-DOWN

INK: So, as red hot as American popular
culture is today, we can expect it to cool?
ROUNDS: We should expect it to change.
Therefore, to serve our market, it is nec-
essary to begin to look for ways that we
can continue to do what we do without it
being seen as an American cultural ex-
port. By cooperating with our co-pro-
ducers and making them regular parts of
the programming, and by focusing on
some of the events that are happening in
their areas, we can create a product that
will grow into the next century. A lot of
the conditions that were present when
American Top 40 got started in 1970 are
now definitely present in the world mar-
ket. This is not to say that it was easy to
sell American Top 40 in 1970; [Water-
mark partner] Ron Jacobs and I thought
we would launch on a hundred Radio
stations, and everything would be asnap.
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Rounds with his wife Barbara.

We started it up on seven Radio stations,
and it was a tough sell all the way.

INK: Do you envision this World Chart
show conceived as international, or will
American Radio stations also cany it?
ROUNDS: That remains to be seen. Cur-
rently the countdown market in the
United States has alot of problems, some
of them due to the fact that conditions
are completely different now in 1994
than they were in 1970 when there was
only one chart. Now there are many
charts, many genres of music, more
choices. At the same time, partly because
of MTV and other media, there is a great
deal of interest among American young
people about what's going on in the rest
of the world. Some great music is coming
out now that could fit right into the
American musical system.

INK: Would it be fair to say that some
people are too myopic, not only in regards
to the influence of international musical
tastes, but also toward the future?
ROUNDS: We have to have arevolutionin
both Radio and the music business be-
fore the conditions are ripe for a new
entry into this market. | believe that if
you come up with something that's en-
tertaining and innovative, you can get
people to listen to it and get Radio sta-
tions to play it. But one has to happen
before the other one can happen.

INK: Where do you see Radio Express
going in the near future?

ROUNDS: We're very interested in estab-
lishing viable relationships with joint
venture partners in Europe, Asia, and
Latin America. We already do quite a bit
of business with people who are some-
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times our competitors and sometimes
our joint venturers in these places, and
we'd like to continue to build those rela-
tionships. We have to rely on their ex-
pertise in their markets. In five years, |
think that Radio Express will expand its
proprietary programming. We want to
be able to develop programs that are
suitable to the world market and world
advertising. We have a good idea what
those programs are and how to accom-
plish this, and my personal goal is to see
it realized.

INK: Do you have any thoughts on this
global information superhighway?
ROUNDS: The deciding factorin the user-

friendliness of this superhighway is the
English language. We're always striving
to access the largest audiences, and this
means that somebody has to be in the
pipeline who can adapt product to for-
eign language, styles and tastes. We
would love the opportunity to do in-
teractive Radio on a global basis ...
worldwide call-in shows. The expense
would probably be horrendous, al-
though there is always a solution to
everything. Right now interactive Ra-
dio in the United States is probably a
lot closer to becoming a reality than in
the foreign market, but watch out ... it

won't be far behind. — REB (=]

of dollars.

©1994 Reef Industries, inc.

Expose yourself with a minimum of risk.

Today’s level of fierce competition demands
that you prominently display your name every
chance you get (location broadcasts, concerts,
station sponsored autograph sessions, etc.).
With theft, vandalism and loss, it becomes a
costly proposition to continuously replace
expensive signs and banners costing hundreds J

Roll-A-Sign™ offers a better way. You get up
to four vibrant colors printed on durable, high
quality 4 or 6 mil plastic film to display your
logo and message brilliantly for an economical
price. Now you can afford to display a bright
new sign at every public event. They even
make great cost-effective promotional give- &
aways. Just roll off what you need and cut.

dCallf today o
GRGgSHEXpCse. Reef Industrles, Inc.
800/231-2417 WE L,

mxwwmmmwu

36° x 24" gves you 330 banners per rol.

| 31" x 18" gives you 340 banners per roll

o e vty |
EERIE QIR

8< Durable banners for a
throw-away price.

& UV stabilized plastic
won’t fade indoors or
outdoors.

Simply FAX your logo
and color separation
information for a free
price quote.

713/947-2053 FAX

Circle Reader Service #113

INK 31



SPECIAL REPORT

ales
romoti

by
Bill Haley
Za oming up with some really cool
Z% sales promotions can be a chal- -
/4 ”A\\ lenge — even to the most cre- F
! y ative people on your staff. The £
key is: It's nice to be creative, -
but it's far more important to be a good
listener. We work in the realm of ideas. -

The fuel that powers the idea generation
process is information. So when you need
an idea but feel you've reached an impasse,
start asking questions. Find out more about
your client's specific needs. Find out more
about the promotional tools your station
has to work with. Once you've done this,
you will find the ideas start to flow, almost
automatically.

What follows are 10 really cool pro-
motional ideas. Some of them may fit your
station's needs exactly as written. Others
may require some tinkering, oreven whole-
sale redesign. Think of each promotion as
a pre-built Erector Set. You may like it just
the way it is. But you are always free to
rebuild it as you see fit. In the end, the only
important thing is that the promotion work
for you and your client,

RADIO
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Love Your Mother

No, thisisn't a Mother's Day promo-
tion. We're talking about Mother Earth
here. When the
environmental
movement swept
the country, many
businessesjumped
on the band-
wagon. Why? Be-
cause they found
that“green” prod-
ucts sell. (Of course, it's also because
they're environmentally responsible. )

Love Your Mother is an outreach
program that affiliates the sponsor witha
positive environmental message. Over
the course of a year, your Radio station
probably makes many appearances. You
will want to make the Love Your Mother
program a part of these appearances.

It's easy. Have special staff shirts
made up for the program, featuring the
sponsor’s logo (and the station's too, if
youwant). At each appearance, you have
two or more people wear them, and set
these people up at a table next to what-
ever the station is doing. Create a banner
and other appropriate signage to make
an attractive display. The Love Your
Mother Crew will give out two things: a
freeseedling (orseed packet), and a Love
Your Mother pamphlet.

The seedlings can be purchased in
bulk at very little cost from a local nurs-
ery. You may even be able to get them
below wholesale if you agree to give the
nursery display signage (e.g., a table
stand) at the appearances. Seed packets
are a convenient alternative to seedlings.
You can also have the sponsor's logo
printed on the front of the packet. (Most
seed companies have promotional divi-
sions that can arrange to do this.)

The pamphletis full of useful house-
hold tips to help the environment. (Ex-
ample: install a water-saving shower head
to reduce water consumption.) Your lo-
cal gas, electric and water companies can
supply you with these tips. At the option
of its sponsor, the pamphlet may also
contain discount coupons on environ-
mentally friendly products the sponsor
sells. Of course, it will have the sponsor's
logo on the front. Make sure it is printed
on recycled paper, and include the “re-
cycled” seal on the back.

You'll sell this program as an ongo-
ing outreach program for the sponsor.

Let potential sponsors know how many
appearances you are guaranteeing over a
six to 12-month period, and how many
people they will be exposed to. It would
make sense to kick the program off on
Earth Day, which is in April.

Instant Fax-Back Coupon

The Fax-Back Coupon is a coupon
vehicle that makes use of the fax ma-
chine. It pro-
vides nearly in-
stant response
to interested
consumers —
and requires
virtually no effort on the part of the
advertiser. Best of all, it can generate a
considerably higherreturnrate thancon-
ventional coupons.

The concept is fairly simple. The
advertiser offers a special discount in his
Radio commercial. Listeners are given a
fax number to call and are instructed to
fax their name and fax number. Once this
information is received on the station’s
fax machine, a discount coupon is faxed
back to the listener. The listener takes
this discount coupon to the store and
makes a purchase. (Of course, there is no
reason to tell the listener that they are
faxing to the Radio station.)

The station sells a turnkey program
to the advertiser, including coupon de-
sign, fax services and Radio advertising
schedule. At the conclusion of the pro-
gram, the station can also provide infor-
mation to the advertiser, including the
number of responses, and a breakdown
of the area codes from which the calls
came. Depending on yourstation's policy,
youcould also provide acomplete printed
list of respondents.

Here are some tips to help imple-
ment the program. First of all, you must
have at least one dedicated fax machine,
ready to receive listener inquiries. If you
anticipate a high response, consider in-
stalling a second machine. Have the
phone company install a rollover line.

If you don't have them already, geta
modem and fax software for your com-
puter. The $200 investment is well worth
it. Design the coupon on your computer,
using any word processing or layout pro-
gram. Then set the computer to do a
"broadcast fax.” After that, all you have to
do is type in the names and fax numbers
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of the respondents, and then push the
start button.

Dashboard Mechanic

The Dashboard Mechanic is a pro-
motion forauto supply stores, auto dealer
service departments,
brake shops, tire dealers
and the like. It makes use
of your station’s ability to
produce audio programs.
Itisactually an infomercial
for the sponsor.

The Dashboard Me-
chanic is a cassette tape
that consumers can listen to in their cars.
It combines useful, non-technical car
maintenance tips with a low-key sales
pitch for the sponsor. For example, let's
say the sponsor is an auto partsstore. You
may decide toinclude three topics on the
tape: oil changes, tire rotation and bat-
tery testing. Afterabrief discussion about
each topic, you would include a soft sell
about the sponsor. You could talk about
the sponsor's expert, free advice, the fact
that they stock parts for all domestic and
foreign cars, that they guarantee the low-
est prices, etc.

Looking for a great travel
promotion?

Call today for your free
promotional planning packet.

Branson
RadioTours

1-800-877-8687
Branson RadioTours
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You produce the tape using infor-
mation provided by the sponsor. You
may want to have a prominent air per-
sonality on your station voice it. Include
appropriate music to make the program
flow smoothly. (Remember that you may
be responsible for licensing fees, unless
the music is from your production li-
brary.) Avoid any temptation to make
the cassette sound too commercial. Con-
sumers are wary of blatant sales pitches
that are disguised as something else. But
if you are truly providing useful informa-
tion, they will be receptive to a more
subtle commercial message. Remind the
sponsor that you are building consumer
trust and loyalty with this promotion. An
overpowering sales message can damage
his credibility.

Send the quarter-inch master tape to
a duplication house for the cassette cop-
ies. Bulk copies can be made quite inex-
pensively. The sponsor will be distribut-
ing large quantities of tapes to consum-
ers. The sponsor may choose to make the
tape available to anyone who wants it, or
anyone making a minimum purchase, or
anyone purchasing a specified product.
Build the duplication cost in to the sales
package. As an alternative, you might
provide the tapes, in any quantity, at cost
to the sponsor.
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This can be an ongoing promotion
for the sponsor. If so, it might make sense
to produce a different tape for each sea-
son with timely topics.

Radio Bulletin Board

This promotion makes use of a com-
puter bulletin board — a forum for two-
way communica-
tion that uses
computers and
standard tele-
phone lines. The
Radio Bulletin
Board can have
multiple sponsors
at the same time. Obvious candidates are
computer hardware and software manu-
facturers and retailers, but there are many
other possible sponsors.

Computer bulletin boards (also
known as BBS, for bulletin board sys-
tems) can be used to exchange informa-
tion with people, play games, obtain
information, and send or receive com-
puter programs and files. Anyone own-
ing or having access to a computer and
modem is a possible BBS user. Nation-
ally, the number of users may surprise
you. It has been predicted that by the
year 2000, the total number of users will
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be somewhere between 15 and 20 mil-
lion. Many systems today have tens of
thousands of users.

An interesting thing happens when
youestablish aBBS. There isavery active
word-of-mouth network among users.
Consequently, a person who does not
even listen to your station may become
an active user of your BBS. You may
eventually have many, many users, thanks
to the grapevine effect. Many of them
can become new listeners for your sta-
tion. The BBS can become a real market-
ing device for the station, as well as for
your advertisers.

As the BBS system operator, your
station will possess vital information
about each user: name, age, address,
phone number, personal interests, and
more. When a person signs on to the BBS
for the first time, he or she is given a
questionnaire that must be completed
before use of the BBS can begin. After
that, the user is free to sign on anytime,
as often as he or she wishes. Use of the
BBS is free.

Here are some types of information

you can put on your BBS:
4 An Electronic "Newsletter” that talks
about the station and upcoming events.
& A "Contest Tip Line” giving advance
information on upcoming contests.

A "Jock Talk” forum in which a user
can leave a message for an air personal-
ity. The air personality (or someone an-
swering on his behalf) leaves a response.
¢4 A Games section, in which two or
more users can challenge each other to
on-line games, such as golf, poker or
alien invaders.
¢ A "Weather Update” giving up-to-
the-minute forecasts.

4 A "Computer News"” bulletin discuss-
ing the latest hardware and software.

You can place "ads” for sponsors
almost anywhere within your BBS. For
example, you might place an ad on an
"opening screen” that all users see as soon
as they log on. The ad could be simply a
transcript of the sponsor's Radio spot. A
better alternative is to customize the
copy so that it applies specifically to
users of your BBS.

You can have a bulletinboardup and
running for less than $2,000. You need a
computer, a modem, BBS software, and
at least two dedicated phone lines. You'll
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also need someone to set the system up.

If you're interested in finding out
more, get a copy of your local computer
user’s publication. It is usually available
free at supermarkets and computer stores.
It will have a section devoted to local
bulletin board systems, listing system
names and phone numbers. Dial up some
of these systems on your computer, and
check them out. When you find one that
you like, get in touch with its system
operator. He or she can advise you on
hardware and software, and may even be
willing to set a system up for you at
nominal cost.

Eat Right for Life

Here's one promotion that you can
sell to three sponsors: a restaurant, a
hospital and a
mall. It capital-
izes on our
health-con-
scious society.
Many restau-
rants now fea-
ture "Heart Smart” or "Healthy Heart"
entrees on their menus. Likewise, many
hospitals have outreach programs in
which they perform free blood pressure
andcholesterol screenings. Combine the
two by organizing a free "Eat Right for
Life” exhibit at the local mall.

The "Eat Right for Life" display
should be set up in a central area of the
mall, preferably on the stage, if there is
one. The restaurant’s chef would demon-
strate how to cook healthy dishes, while
the hospital workers would do blood
pressure screenings.

Create a special brochure including
information about cholesterol level, so-
dium, fat content of foods, blood pres-
sure, proper diet and exercise. The hos-
pital can provide this information. Also
include a tear-out discount coupon for
any Heart Smart entree on the restaurant’s
menu. Include space at the bottom of the
brochure to fill in each person’s blood
pressure reading and the date.

I recommend thatyou do blood pres-
sure screenings, but not cholesterol
screenings at this event. The reason: cho-
lesterol screenings require the drawing
of blood, which may be unsettling to
some people, especially in conjunction
with food preparation.

The chef should be given a lavaliere
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EVENT TAPE

Be Everywhere'

Plus Shipping Cost
LOW ONE TIME SET-UP CHARGE

Dominate Indoor &
Outdoor Events!

Multi-purpose... as many
uses as there are great ideas!

* Create walls of logos, slogans & theme graphics
* Promotion streamers & snipes

* Valance for tents, tables & displays

* Wrap large giveaways

* Registration areas- 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

&% PLEASE
%' RECYCLE

PLASTIC

FirstFlash!

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

1-800-21 FLASH

(1-800-213-5274)

MC & VISA accepted

5
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Get More
Revenue

Get Rid of
On-Air
Clutter

v -

Nt
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~

Get a
Database

Get Closer
to Your
Audience

Wz

Get The
RadioPhone"

!
\‘iz@az.,
Z
< (Y —
Get all the information about the

RadioPhone™ by calling Ruth Presslaff at
310-533-0855
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microphone so that he can speak while
he works. Obviously, provide for the
necessary safety precautions, such as fire
extinguishers, and stanchions around any
hot plate areas. Check your local ordi-
nances, butyou should not need a vendor’s
license, since you won't be selling (or
even giving away) any of the food.

Couch Potato’s Dream Deal

The Couch Potato's Dream Deal is a
cross promotion that brings together two
advertisers: an
electronics re-
tailer and a fur-
niture store. You
sell the program
to both.

The couch
potato's two
most important pieces of equipment, the
television and the sofa, are put on sale by
the electronics retailer and the furniture
store. But this is not your usual sale.
When the consumer comes in to either
store, he or she is given a printed "Couch
Potato’s TV and Sofa Guide.” This guide
lists the television sets that are on sale at
the electronics retailer and the sofas that
are on sale at the furniture store. Stylisti-
cally, it is laid out like a TV Guide.

Items in the guide are categorized
by price. For example, television sets
normally priced at $200 to $300 might
be discounted $50 for the sale. The same
is true for the furniture section. The
discountamounts are presented as “Couch
Potato Savings Certificates,” which the
consumer redeems by clipping them out
of the guide.

Of course, accessories can be part of
the promotion, too. This could include
VCRs, laser disc players, recliners, enter-
tainment centers, and the like. Encour-
age the cross-promotion partners to re-
ally work together to make the sale a
success. The electronics dealer can dis-
play furniture on its showroom floor; the
furniture store can display electronics on
its showroom floor. Creative displays
will sell merchandise for both partners.

The Radio station’s role is to bring
the partners together and to execute the
promotion. This includes designing and
printing the guide. Build the cost into the
package. Naturally, you will have to work

closely with both advertisers to deter-
mine discounts.

Ideas for Tomorrow
The Ideas for Tomorrow Awards are
meant for a corporate advertiser interested
in showing its civic
commitment. It is
~ image advertising
that reinforces a
reputation for pub-
lic service.

Here is the
idea. Actingonthe
sponsor's behalf, the Radio station estab-
lishes a blue ribbon panel of prominent
citizens in the community. The group
may include educators, doctors, elected
officials, artists, writers (it is a good idea
to include someone from the local pa-
per), athletes, and of course, representa-
tives from the Radio station and the cor-
porate sponsor. The panel should have
between eight and 12 members on it.

Itis exceedingly hard to get a group
like this together at one place and time.
Fortunately, you don't need to. The first
task is to determine the community’s
most pressing needs. Think of this as a
mini ascertainment study. Just have each
member rank-order the items on your
pre-made list of community needs. Then
tabulate the results.

The campaign is completely self-
contained within the corporate sponsor’s
Radio spots. At the beginning of the
campaign, you will use the spots to intro-
duce the awards and describe the top
community needs (“the issues”). You will
then solicit ideas to help solve these
needs. If possible, make use of a dedi-
cated telephone number for this. If you
or the sponsor cannot commit a person
to staff the line, install an answering
machine. Callersshould be asked to leave
their name, address, and phone number.
They should also be informed that by
leaving a message, they are consenting to
have their idea and name used on the air.

Transcribe the calls on a regular ba-
sis (at least weekly). Have the members
of the panel evaluate each idea, based on:
applicability to the community’s needs;
originality; feasibility of implementing
the idea.

Each week, a new idea is chosen,
based on the panel's evaluations. The
idea is presented in the sponsor's Radio
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We Can See You Getting An

Enormous Amount Of Money
From A Totally
Unexpected Place...

Your Audience.

You may not have heard of
us, but TV stations all over know us
very well. We're Inphomation, the
. people behind the single most suc-
cessful infomercial ever created,
“The Psychic Friends Network "
| Starring Dionne Warwick

====% and psychic Linda Georgian,
Psychic Friends has had over one million callers in the past three years.
Which has handsomely rewarded us for our efforts.

And as a way of making “friends” with you, we've got a very special,
one-time offer.

We're going to cut you in on the action.

But before you ask “What did we do to deserve this good fortune,” fet
us explain one important thing,

We want you to run our “Psychic Friends” direct-response spots for free.

Here’s How It Works.

Your station will get its own Psychic Friends telephone number, and for
every call generated, you'll get $.80 per call per minute. The average call is
11 minutes, and lots of people call.

You can run our spots whenever you want. It's your decision. But the
more you run, the more money you can make.

Al call counts are monitored and audited by AT&T, and you'll get 2
monthly statement showing how many minutes. Then you get a check
from us. Probably a big check.

This Is A One Shot Deal, Folks.

Are you starting to get the picture? This could be the single most lucra-
tive proposition you'll ever have. But we're only going to do this once. And
only one station in each market gets the opportunity.

You will do very well with our offer, but if it's not right for you, we still
have a lot to talk about. Because we can guarantee that you'll make more
money with our offer than if you sold us the time.

Call today before another station in your market does.

INPHOMATION, INC.

Bonnie Lasky at 305-973-0621
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spot that week. Naturally, you will either
paraphrase the idea or use a sound bite
from the recorded message.

Theweekly winner is presented with
anaward. The award can be monetary, or
it can be something unique to the spon-
sor. It could even just be a certificate ora
plaque. If you decide on a monetary
award, you may want to consider giving
U.S. Savings Bonds. You pay only half of
the face value of the bond.

At the end of the campaign the spon-
sor might want to have an awards ban-
quet. All the recipients would be invited
and acknowledged for their ideas. It
would be a good idea to put together a
printed compilation of all the winning
ideas. This could become an annual cam-
paign for the sponsor.

Pump it Up
Pump it Up
is an exercise video
produced by your
stationand co-spon-
sored by one or
more advertisers. It

is sold through the sponsors’ retail out-
lets, as well as by mail from the station.
The station generates revenue from the
sponsorship package(s) as well as profits
from the sale of the videos.

Exercise videos are a major industry,
but your video will have local interest. It
will feature local talent, such as air per-
sonalities from your station or local fit-
ness experts. It will be shot at local spots
of interest. A portion of the proceeds will
benefit a local charity.

The key to making this work is to
find one person who will serve as pro-
ducer. The producer oversees the project,
from pre-production to the distribution
of videocassettes. The producer should
be someone who has television produc-
tion experience.

A local camera store with video pro-
duction capabilities could be given co-
sponsor credit in exchange for bartered
production work. Other possible pro-
duction sources are a commercial pro-
duction facility, or the television depart-
ment of a local college. The non-profit
group you work with may also have in-
house video production capabilities. Be
sure to review the demo reel of anyone
you are contemplating working with. It

AP
Makes
All News
Radio
Affordable.

Thanks to AP All News Radio, stations everywhere can afford to take advantage of
one of radio’s most successful formats. Call The Associated Press for details.
800-821-4747
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is of utmost importance that the finished
video be slick and professionally pro-
duced. Insist that the video be shot and
edited on a professional video format,
such as Betacam.

Create several sales packages around
the video. Items that can be included in
a package are: a Radio schedule running
around the time of release of the tape;
sponsor's logo in the opening credits;
product placement in one or more scenes
in the video; logo on the talent's workout
outfit(s); mention in the closing credits;
logo on the videocassette box or sleeve.

You may be lucky enough to have
someone on the air staff who can lead
exercise routines. Even if you don't, you
can still include an air personality as
host. Use the tape as an opportunity to
market the station.

You will need to secure the rights for
any commercial music youuse. The aver-
age cost is 10 cents per song, per tape.
Most tape duplicating services will be
able to tell you how to go about this.

Rocket Back to School

Rocket Back to School is a sweep-
stakes contest designed to be sold to
any retailer who
is promoting a
back-to-school
sale or event. It is
straightforward:
Consumers enter
to win an all-
expense paid trip
to space camp.
(There are two: the U.S. Space and Rocket
Center in Huntsville, AL, and the U.S.
Astronaut Hall of Fame/Space Camp near
Kennedy Space Center in Cape
Canaveral, FL.)

You can add runner-up prizes, such
as tickets to the local science museum or
Star Trek videos.

Space camps are not just for kids;
parents and teachers can go, too. Camp
lasts three to eight days, depending on
the program. You can get more informa-
tion by writing to: Space Camp Booklet,
P.O. Box 1680, Dept. BHG, Huntsville,
Al 35807. You may be able to trade for
the trip with a travel agency.

Make sure that your sweepstakes is
not alottery. You should be familiar with
lottery regulations. In particular, there
must be a "no purchase necessary” clause

4 p
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Miles Above Your Competition!

As authorized distributors for multiple lines of
satellite communications products, we’ll make sure
you have the right system for your needs. Then we’ll
handle the implementation details: from licensing &
lease financing; satellite selection & space segment; to
turnkey installation & training. But we don't stop
there— NSN maintains 2 24-hour Technical

Support Center because your network doesn’t stand
still after five.

Experience and service is why NSN Network Services
is the nation’s leading distributor of SCPC digital VSAT
audio and data networks.

Look to us for:

& Audio & Data VSAT Network Equipment
& VSAT Network Design

& Domestic & International Spacetime
& Integrated Operations Networks

& 24-Hour Technical Support

& Installation & Training

& Disaster Recovery

P l o Lease Financing

P ut yourself above the rest with a satellite system from NSN Network Services. NSN's digital
VSAT audio and data distribution systems have enabled broadcasters around the world to
reach new heights in program and spot distribution, while keeping costs grounded.

If you want to program distant stations, centralize commercial production and billing, start your NSN NETWORK
own programming network, or expand your existing operation, call us. NSN has established SERVICES

M
and supports over 60 digital satellite audio systems, with over 1,000 receive sites worldwide. Avon, Colorado Usé A

303494947774 800+ 345 o!%'g Fax 3039499620

NSN is an authorized distributor of ComStream, Gilat, Audisk, Crown, and other fine satellite and broadcast communications products.
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in the official contest rules.

Hot Wheels

This promotion will work best with
an auto dealership that sells family cars.
It rewards con-
sumers who take
atestdrive. The
gift is a Hot
Wheels toy car.
Consumerswho
actually buy a car after taking a test drive
are rewarded withacomplete Hot Wheels
kit, including track and accessories.

The logic used in this promotion is
similar to that used by McDonald's.
McDonald’s knows that when you've got
the kids, you've got the parents.

The incentive should be part of a
larger dealership promotion. A good
name for it is "Great Deals on Hot
Wheels!” Auto dealers know that when
the whole family comesin to look at cars,
the kids can have a positive influence on
the decision makers (Mom and Dad).

They also know that a test drive can go a
long way toward closing the sale. The
Hot Wheels promotion accomplishes
both of these objectives.

The dealership should have a com-
plete Hot Wheels set, including track,
cars and accessories, in some central lo-
cation on the showroom floor. As a Ra-
dio station, your best bet is to trade with
Toys R Us or another local toy store to

The Right Time

Many of these promotions can run
in any month of the year. However,
some of them may be more practical or
more salable during certain months. Here
are suggestions for the best months to
run each promotion. Please note also
that we recommend you plan the promo-
tion four months in advance, and begin
selling it three months in advance of

get the merchandise. when it will run. =

RUN IN: JAN | FEB | MAR| APR [MAY | JUN | JUL |AUG | SEP (OCT | NOV | DEC
PLAN IN: SEP | OCT | NOV| DEC| JAN | FEB | MAR|APR |MAY [JUN | JUL | AUG
SELL IN: OCT | NOV| DEC| JAN | FEB | MAR | APR [MAY | JUN | JUL | AUG | SEP
Couch Potato’s Dream Deal . . . . . . .
Dashboard Mechanic . . . . . . . . . . . .
Eat Right for Life o . . o | o . . . N N . N
Hot Wheels . . . . . ¥ . B . . . .
Ideas for Tomorrow Awards . . . e [ o . o | o . . . .
Instant Fax-Back Coupon . . . o |0 [ET| o0 | e . D . .
Love Your Mother . . . . 0 . . . . . . .
Pump It Up . o e . . . - . . . .
Radio Bultetin Board * . . . . . . . . . . .
Rocket Back to School . .

Bill Haley's consulting firm, Haley & Co., provides training, development and implementation of sales
promotion programs to Radio stations across the country. Haley Productions, bis film and video
production arm, produces promotional videotapes and television commercials for Radio stations. He

may be reached at 610-892-7970.

“Your salespeople will increase
their sales with my tapes.
| guarantee it!”*

— Pam Lontos

1 You can learn from audio tapes in your car, at home, in sales meetings.

Everywhere. You can get two complete and different audio courses for less

than half the price of most small video courses. “Guerrilla Tactics for

Streetwise Radio Selling” is a 12-session sales course with a 100-page

manual. “Tune into Success in Broadcast Sales” is a 24-session sales and
motivation set. Your station will have these courses in-house permanently.
They will pay for themselves the first month and continue to bring in billing
month after month. *30 day guarantee or your money back.

111

=

Lontos Sales & Motivation, Inc.
P.O. Box 2874 « Laguna Hills, CA 92654 ¢ (714) 831-8861

;
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All orders and correspondence pertaining to this
section should be sent to : RADIO INK, 8ooo North
Federal Highway, Boca Raton, FL 33487

Call (407) 995-9075 or fax to (407)995-8498. All ads must
be prepaid and if not paid by deadline may be subject to
cancellation. Checks, Mastercard , Visa~ and American
Express cards accepted.

Deadline: Ten days before the issue date, Ads recelved
after the deadline will be placed in the following issue
inless you are otherwise notified.

Rates: Classified Listings (non-display). Perissue $1.50
per word. Situations wanted: first 10 words are free,
additional words: $1.50 per word. Biind Box: $15 per
ssue. 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
inch, upward in half-inch increments): $130 perinch. 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,

8oo0o North Federal Highway, Boca Raton, FL 33487. Ifyou
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
MISCELLANEQUS RELATED INDUSTRIES

HELP WANTED BROADCAST SCHOOLS AND SEMINARS
EMPLOYMENT SERVICES

WANTED TO BUY EQUIPMENT

FOR SALE EQUIPMENT

STATIONS FOR SALE

HELP WANTED MANAGEMENT

General Sales Manager: Solid family broadcast
group needs 'gos sales manager in Top 75
Southwest markets. Station is paid for and
growing. Send resume and philosophy to: Blind
Box 594 c/o Radio Ink. EOE.

General Manager — Muskegon/Grand Rapids -
2 FM’s, 1 AM. Client focus must be your priority.
Proven leadership skills essential. Competitive
salary and benefits, excellent facilities. Please
send resume, salary history and management
thinking to Bob Goodrich, Goodrich Broadcast-
ing, 4417 Broadmoor, Grand Rapids, Ml 49512.

Vendor Consultant. Revenue Development Sys-
tems (RDS), a division of Emmis Broadcasting,
is looking for a full-time consultant. RDS works
primarily with radio stations in developing
manufacturer funded business. Interested can-
didates must have at least 1 year’s experience
as a Broadcast AE with co-op/vendor suc-
cesses. Mandatory skill: Sales training, public
speaking, organizational skills, co-op/vendor
knowledge, high energy. Includes a heavy
travel schedule. Please mail resumes to: RDS,
P.0. Box 92, Boston, MA 02113.

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

HELP WANTED MANAGEMENT

General Sales Manager Muskegon, M| - 2
FM’s, 1 AM. Skilled coach and trainer to develop
our salaried (with bonus) sales staff is key.
Includes carrying a list. Solid salary and ben-
efits, excellent facilities. Please send resume,
salary history and sales approach to Bob
Goodrich, Goodrich Broadcasting, 4417
Broadmoor, Grand Rapids, Ml 49512.

HELP WANTED SALES

WRVQ/WRXL Ri 1d  Virginia. CHR/AOR
Duopoly is interested in compensating a new
business pro with a minimum of 2 years in
media sales. If you are driven and able to
handle established client list while being the
new business leader send a resume to: Sales
Manager, WRVQ/WRXL, 3245 Basie Road, Rich-
mond, VA. 23228. EEO/Clear Channel Radio,
Inc.

Account Executive: Plans, coordinates and di-
rects advertising campaign for clients of the
radio station and selling time and space to
client. Studies demographic data and con-
sumer profiles to identify target audience of
radio advertising. Prepares fact sheets, scripts
and layouts for clients in advertising for em-
ployer. Researches marketing data, creates
ideas, writes copy, and represents employer
directly before client. Advises client in regard to
advertising requirements and budget, media
capabilities and audience characteristics. Pub-
lic relations with client. Must speak, read and
write Spanish fluently. M-F, 7:00-4:00, 3 years
of College or University or Asso. Deg. Public
Relations and Marketing. 4 years exp. $21,000/
YR. RESUME ONLY TO: JOB SERVICES OF
FLORIDA, 701 SW 27 AVE, ROOM 47, MIAMI, FL
33135-3014, RE: JOB ORDER NUMBER FL-
1040456.

Fresh and proven ideas

on your desk every
other week!

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

BOX AD RATES
AD SIZES

1" $ 975

13 Issues 25 Issues

$1,750

11/2" 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

RESOURCE DIRECTORY

1-800-226-7857

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 703-506-
3272, 1650 Tysons Blvd., Suite 200, Mclean,
VA 22102 for more information.

SITUATION WANTED MANAGEMENT

Experienced Sales Manager 15 years radio

J

experience. Looking medium/large markets.
Prefers Western states. Call Paul: 909-783-
8373.

Classified

Ads &
Directory
Listings

WORK

Call
1-800-226-7857
TODAY!

COLLECTION CONSULTANTS

CCR

1-800-32-REMIT

Media collections is our only business.
Fast resolution of ad sales
payment disputes.

NY location/World-wide capabilities.
Superior track record.

Call: George Stella, Attorney.
Former NBC/Katz/Petry Sales Manager.

COMMUNICATIONS CREDIT & RECOVERY CORP.
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RESOURCE DIRECTORY......

COMPUTERS AND SOFTWARE FINANCIAL/BROKERS MANAGEMENT/SALES CONSULTANTS

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

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

Tue Secrer’s Our—DigitaL FuRNITURE

ASTEALTH SERIES A

STREET SPRING VALLEY, €A 919
PHONE 619/698-4658  Ax 619/698-1268

Circle Reader Service #176
Sentry SYStBMS veveeresesarasassasnsaesanse 1-800-426-9082

or 2067282741 Compact Disc Automation for 24-
hour walk-away. Digital Commercial Audio Systems.

FINANCIAL/BROKERS

Broadcast financing is available! Call Greg
Thomas. (800) 292-1492

RESTRICTED
CASH FLOW

Call Your Personal Consultant
Denise Smith

1-800-553-5679

=MANAGENVENT=
We specialize In operating capital

for the radio industry

Circle Reader Service #170

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

Media Services Group, Inc. ...... 904-285-3239
Brokerage, Valuations, Financial Services,
Asset Management, and Due Diligence. George
R. Reed.

FINANCING

“Loans By Phone” 2
(800) 699-FLEX -
D A EASYAPROVALS - S0
> YA tina Eauioment
= N:m:f:ﬁs%inunciu?ss;gbmi:muwy
= You se Equipment a
= New or Used Equipment

For Information Call Jeff Wetter Toll-Free.

24hr. fax: (214) 578-0944

J FLEXLEASE, Inc.

Bl COMMERCIAL EQUIPMENT FINANCING

/
<
F i

—
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Satterfield & Perry, InC....ccccoee 303-239-6670
Media Brokers, Consultants and FDIC Approved
Appraisers — nationwide. Fax: 303-231-9562.
Al Perry

Star Media Group, InC...ccccsueeee. 214-713-8500
Radio’s Full-Service Financial Specialists. Bro-
kerage, Investment Banking and Merger &
Acquisition Consulting.

INDUSTRY ORGANIZATIONS

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

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

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

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

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

Radio Analyst. A definitive answer to manage-
ment, sales or programming problems. Small
group of radio pros with 50+ years of manage-
ment, sales, programming and ownership expe-
rience. Case study method, 100% accuracy,
confidentiality. “Treatment without diagnosis
is quackery.” Box 684, Cambridge, MA 02142.
Fax: 617-267-3905. Phone: 617-721-1805.

LEGAL

Protect Yourself.

Call the
Industry’s Lawyer.

BARRY
SKIDELSKY

Attorney at Law

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

PROMAX 213-465-3777
PROMAX is an international association of
professionals in the electronic media dedi-
cated to increasing the effectiveness of pro-
motion 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 joumal-
ism and defending the rights of radio and television
joumalists. Fax 202-223-4007

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

Radio

Radio Advertising Bureau

MARKETING AND PROMOTION

BROADCAST

D IRECT

MARKETING INC.

COMPLETE TARGET MARKETING,
SALES AND PROMOTIONAL CAMPAIGNS

e Dotobose & List Monogement
® Direct Moil ® Morket Reseorch ® Telemorketing
@ Soles Consulting ® Sweepstokes
© Medio Plocement © Integroted Compoigns
® (reotive & Design Services
e Printing & Print Production

2041 S.W. 3rd Ave. ® Miami FL 33129-1449
Phone {305) 858-9524
Fax (305) 859-8777
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 your products or se|
Iwuinpkadlo Ink!

Broadcast Products, Inc........ 1-800-433-8460
Custom promotional vehicles and portable dis-
plays for broadcasters. The Remote Booth™,
Thundertruck™, Super Roving Radio™ and Proset™.
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RESOURCE DIRECTORY ...

MARKETING AND PROMOTION

“Money Machine”
Gives your station instant impact ...
Create excitement
with cash
or coupon
promotions

Call Toll Free

Circle Reader Service #194

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

% The Mystery
a Files of Simon Q°®

Radio’s Most Famous

One Minute Mysteries
0 Creative Marketing & Communications Corp.
1-800-845-8477

Circle Reader Service #166

THE [.\'I'IZI(IZIAJ{;\QI() STORE

Selling Today... Innorating for Tomorrow

1-800-INTEREP

DRAW CROWDS TO YOUR REMOTES
with the JACKPOT MACHINE!

This Las Vegas style one-armed bandit
distributes custom printed “coupons,”
“incentive offers” or “prizes.”

WIN NEW BUSINESSI

s Riverboat Casinos
= Indian Gaming Facilities
= Shopping Malls
s Car Dealers
Call today for information on how you can
start winning new business
Erinm the Jackpot Machine
{(J="PHONOTIONS 619/360-4266

Circle Reader Service #171

MARKETING AND PROMOTION

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

The Radio Marketing Dept., Inc.201-993-8717
Direct Mail, Telemarketing and Database Ser-
vice. Serving the Broadcast Industry since 1981.

Riley Marketing, Inc. ...ccceeoveene. 800-533-1769
Weather/Hurricane Alert Maps build listener
loyalty! Be the storm station. Make $ too!
Custom map products. Call ira for details.

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.). Donnelly at
817-595-4550
West End Media

Circle Reader Service #179

PROGRAMMING

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

PROGRAMMING CONSULTANTS

BP Consulting Group ........ce 1-800-426-9082
or 206-728-2741 Radio music format consult-
ing. Music and audience research.

David Paul McNamee................ 813-576-8958
Customized. Programming, personality,
promotion.

IS SPANISH RADIO FOR YOU?...
We can help! Call TOP SOUND
Spanish Consultants (818) 841-0078
Ricardo Salazar

RESEARCH

Center for Radio Information 1-800-359-9898
Radio/TV station databases, labels, radioscan.
All types of Arbitron analysis. Fax .. 914-265-
4459

THE 1.\'l'l{Rlil’lﬁR:\l IO STORE

Selling Today... Innovating for Tomorrow

1-800-INTEREP

RESEARCH

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

SERVICES

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

" 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

I

Comprehensive

Market Data

by the Editors of
The M Street Journal

536.95 ppd.

call:

(800) 248-4242

FORMAT CHANGE?
NEED A L0oGO Fast?

L0GO DESIGN
FroM $249!

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

Toll Free 1-800-331-4438

ommunication
raphics Inc
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SERVICES SPEAKER/TRAINING SYNDICATED PROGRAMS

THE l\’l'lilﬂ;lﬂ(\l)lt)§'l'(‘)l<li

Selling Today... lnnovating for Tomorrow

| -S8O00-INTEREDP

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

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

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

SPEAKER/TRAINING

Bill BUTON ..cocevecrncnccrssrnsoncassoones 313-643-7455
Radio’s most enthusiastic speaker/motivator.
Outstanding sound and slide presentations on
Radio. Fax 313-649-3180

Jim Doyle 813-378-4898
Jim Doyle’s UPGRADE STRATEGY shows sales-
people how to dramatically increase the spend-
ing of already large accounts. It’s high impact,
innovative training for stations, management
meetings, and associations.

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

THE l\'l'lil(lflﬂ{\l 0 S

Selling Today... mmovating for Tomorrow

1-800-INTEREP

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

David Paul McNamee......ccceeeenee 813-576-8958
Customized training seminars specializing in
talent training, promotion, production, local-
ization programming, talent management, com-
munity involvement.

Mr. Radio™ John Fellows......... 800-587-5756
The Wall Street Journal says, “Mr. Radio is
without doubt one of the best radio sales-
people anywhere.” He practices on the streets
what he preaches in his sales and advertiser
workshops. “No fluff, just real stuff that works
in the real world.” Call toll free.

RESOURCE DIRECTORY ...

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

Bob Weed * Master Trainer .... 203-227-1762
1994 “GENERATION X” WORKSHOP RATED A+
AT NATIONAL RADIO SALES CONFERENCE! “Great
new information,” “high-energy session,” “ter-
rific handouts!” Sales training, startups, turn-
arounds, advertiser workshops. Call today for
the best availability!

WHAT WOULD

YOU GIVE TO

DOUBLE YOUR
BILLING?

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

* SEMINARS * SPEAKING * AUDIO TAPES
“PAM LONTOS IS #1 AT TRAINING

¢

NEW AND EXPEREINCED
SALESPEOPLE ... SHE KNOWS
WHAT WORKS ON THE STREETS AND
CAN TEACH YOUR SALESPEOPLE.”
— GEORGE GREEN,
KABC/LLOS ANGELES

714-831-8861

Circle Reader Service #186

SPEECHES/CREATIVE WRITING

Katy Bachman .......ccesceessinsaseos 203/353-8717
Communications that work. Copy that compels.
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.

NOW AVAILABLE
_FOR RADIO
i ! l

d |

L‘

has been a TV success for more 1han a
decade. By popular demand it is now
available for radio as 5 segments
weekly of 40-seconds each. For

complete details, call Q
DUKE'S

Mark Carlion,
Circle Reader Service #167

713/792-4633.

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

ORK!

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

JUNE 6-19, 1994



FURNITURE

:60 MARTIN’S FINE FURNITURE

(sfx: music box lullaby) (2 cute babies) 1: WAAAAA!!!
2: Oh, will you hush up ...What are you crying about
now, you big baby? 1: Hey ... I'm only 6 months old,
gimme a break! 2: Well, I'm 9 months old and you
don’t see me throwing any temper tantrums ... What
did you do, wet yourselfagain?1: No ... it’ s this darn
crib .. Itsso uncomfortable. 2: Dude, you gotta tell
your Mommy and Daddy to get your baby furniture
from Martin’s Fine Furniture in Hagerstown! 1
That’s where they get all their grown-up furniture!
2: Then they probably don’t know about Martin’s
Fine Furniture’s new department — The Stork’s
Nest! 1: The Stork’s Nest? 2: Yeah. They've got
everything for us little people: cribs, strollers,
changing tables, playpens, and much more. it's
awesome! Totally cool! It’s happenin’! 1: | think
you’ve been watching too much of that M-TV. 2:
SSHHHH! My Mommy thinks I’'m watching Romper
Room and Sesame Street, but yesterday | got a hold
of that remote control thing! 1: Oh yeah. We have
;)r#e too ... tastes pr;etty golt:)d' (Tag.)

eff Wine, WCHA-AM WIKZ-FM

Chambersburg, PA ﬁ(m

|

COFFEE SERVICE

:60 NATURE’S PURIST

(Heavenly music) Anncr: Imagine ... That first great-

tasting cup of coffee in the morning. (sfx: S|p/sp|t/ |

coughing) (Music upbeat/fun) OK, so maybe it’s not
that great. That’s why your office should call
Nature’s Purist — the onla coffee service that
delivers mixed Eackages of flavored coffee. Great-
tasting flavors that are the perfect way to start your
day. Like Breakfast Blend, a morning blend of
mostly American and a little dark roast ... Mocha
Java Harrar, combining the creamy richness of Java
beans with the exotic flavor of Ethiopian mocha
beans ... Colombian Supremo, Columbia’s finest
grade with a rich aroma and full-bodied flavor ..
and Royal House Blend, a royal blend of their finest
Colombian, Brazilian, Indonesian and African beans.
Other flavors include Almond Amaretto, Hazulnut,
Irish Cream, and Vanilla Nut Cream. Nature's Purist
can even bring soup mixes, gourmet microwave
popcorn and hot chocolate to your office. Plus the
supply the coffee makers and everything you nee
Nature’s Purist; The only way to start your day. (tag)
Jim Mulvaney, WOKY- -AM/WMIL-FM Milwaukee, WI

NK

SKI RESORT

:30 RIB MOUNTAIN TRAVEL INN

A1: We're talking today to Sven Slalom, interna-
tional skiing enthusiast, here at the Rib Mountain
Travel Inn. Sven, you said you're confused. Why?
A2: The Rib Mountaln Travel Inn offers this “Sleep-
N-Ski Weekend Winter Package.” A1: Yeah? A2: I've
tried sleeping and skiing, and | usually end up with
a broken nose, scraped knees ... A1: Well, I’'m sure
they don’t mean sleep and ski at the same time. A2:
... destroyed ski equipment ... A1: Sven! They call it
“Sleep-N-Ski” because the package includes two
nights sleeping accommodatlons along with the
skiing. A2: Oh. A1: The “Sleep-N-Ski Weekend
Winter Package” at the Rib Mountain Travel inn.
Call the Rib Mountain Travel Inn today. (tag)
Michael Hutchison, WOFM-FM Wausau, WI
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NIGHTCLUB

:60 TJ'S

Monday: Hi. This is Monday. Used to be nobody
liked me too much. (sfx: alarm) Guy: Hmmmm ... 6
a.m.Ohno, it sMonday Wife: Roll overand go back
to sleep. Maybe it’ll go away. Monday: But now,
thanks to T)’s and B103.7, all that has changed.
Because Monday is now Manic Monday at TJ's!
(music up) People come to T)’s right after work and
have fun — on Monday! Girl: It's Monday! Guy:
Monday! How ya doin’ buddy? Monday: Yup, people
are actually glad to see me! Cause they can get
together and kick off their week with all their
friends, talk about the weekend, feast on a free
buffet, and win prizes at Manic Monday at T)’s! Guy:
Monday' Hey! Come here! | want you to meet some
of my friends. Monday: The fun starts at 5:30 and
doesn’t stop til 9! Then you can watch Monday
Night Football! B103.7’s Jon Seid joins me from 6 til
8 with official team caps and other prizes! Sexy
Girls: Hi Monday! Monday (conspiratorial) I've
even had to get an answering machine. (Tag.)
Holly Buchanan, WMXB-FM Richmond, VA

CAR DEALER

:60 SHIVELY MOTORS
(sfx: playground) Boy: Hey, think your Mom can
give me a ride home from school again? Girl: Yeah,
llask her... Butyou only live right down the street.
Why don’t you just ride your bike? B: Uh ... It needs
to be fixed ... Yeah ... It needs to be fixed! You know,
your Mom’s minivan is really cool. Where did she
get it? G: Shively Motors. She loves it. It’s a new
1994 Dodge Caravan. It's got everything: Child
safety seats, driver and Fassengersude air bags, all-
wheel drive, four-wheel anti-lock brakes ... Every-
thing! B: Cool! G: Billy’s parents have the new 1994
Plymouth Voyager minivan from Shively Motors.
It's got everything, too! Hey, here comes my Mom
now! B: She’s not driving the Dodge Caravan! G: My
Dad needed ittoday. B: Uh ... Uh ... Hey, there’s Billy
and his Mom! | just remembered they invited me
over for supper! Gotta go. . (tralllng off) Billy, wait
up! G: HMPH! polcal male. Anncr: Sto by Shively
Motors today and see the new 1994 Dodge Minivans
. See what all the hype is about! After all, if our kids
think they’re cool, then isn’t it worth checklng into?

(Tag.)
II(

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

L8 3 & N B §N §N § §F § N |
FURNITURE
:30 PAYLESS FURNITURE
Robert: This is Robert Dueck from Payless Furniture
with ... Anncr: (sfx - echo) FURNITURE HISTORY.
Robert Let’s visit George Washington as a young
boy! (sfx: outdoors, birds) Father: George! Did you
cut down the cherry tree? George: | cannot tell a lje.
I did it to build THIS! Father: What is it? George: The
world’s first entertainment unit! Hope someone
invents the TV soon! (sfx: music) Robert: At Payless
Furniture, WE'RE making furniture history with a
great selection AND great prices! Ask about our free

delivery! Payless Furniture, in downtown Steinbach.
Allan G. Lie, CHSM-AM Stembach Manitoba, CN
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BEDDING

:60 BEDS & MORE
(sfx: nightclub, music, etc.) M: So, what do you like
to do? F: Oh my, | like dancing .. . old movies ... and
macramé. How about you? M: Oh I enjoy bowllng
. the outdoors ... oh, and | love going to bed! F:
(gasp') | beg your pardon7' M: Oh, no ... You don’t
understand. | just got my comfy new bed from Beds
and More in Shippensburg. They've just opened
and you won't believe your eyes! Beds and More
has everything and anything for your bedroom. F:
Oh my! M: Beds and More is the area’s complete
bedding headquarters! They've got brass, bunk,
storage, and canopy beds! Daybeds! Waterbeds!!
Sofa beds! Rollaway beds! Bedroom sets! F: Oh my!
Beds and More sounds great! I think I’'m ready to go
to bed! (giggles) M: | beg yourpardon’Anncr Don't
sleep another wink until you’ve been to Beds and
!(\Aor;a. Bedding is their business ... They do it better!
tag,
Jeff Wine, WCHA-AM/WIKZ-FM Chambersburg, PA
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CO-OPERATIVE SERVICES

:60 CLOVERBELT CO-OP

(sfx: car door shutting, sounds of car moving) 1:
Where to, buddy? 2: Cloverbelt, please. 1: Which
Cloverbelt7 2: What? 1: See, Cloverbelt’s dis big co-
op service thingy, so there’s several different
Cloverbelts ... Like the Cloverbelt Fertilizer Plant in
the Schofield Industrial Park ... 2: No, not that one.
1: Then dere’s the Cloverbelt Lawn and Pet Center
in the Schofeld Plaza. Dey gots lawn and pet
supplies, an’ tons a neat aminals. They've got all
kindsa aquarium stuff. 1 even bought my iguana
there. 2: Your iguana? 1: Yeah, she’s in this cab
somewheres. 2: Aaaalright. It sounds nice, but
that’s not it. 1: All that’s left is the Cloverbelt Ofﬁce,
Feed Mill, and Petroleum. They're all located to-
gether on North First Street in Wausau. 2: That’s it!
Cloverbelt Petroleum! I'm looking for a propane
tank, and | heard Cloverbelt’s Radio ad ... 1: Is that
the one wit’ the cab driver who talks about how
right now you can save on 20-pound propane
cylinders at Cloverbelt Petroleum, because refills
are only 750, and new tanks with gas are 2999? |
t’ink that one’s real funny. RADIO
Michael Hutchison, WOFM-FM Wausau, Wl INIK

RESTAURANT

:30 DINO’S

Anncr: Lunchtime at Dino’s. (sfx: kitchen sounds,
pots, pans) W: (Italian voice) I’'m a Momma Tortelli.
Gotta cook for my little Tony. He lefta home justa
last week, you know. I tell him, Tony — you gotta
put some meat on your bones What kinda girl
gonna want to marry a skinny bambino? You go to
Dino’s. (start music) Anncr: For good food like
Momma used to make, try Dino’s Family Restaurant.
Mouth-watering pasta dishes, steak, seafood and
dessert. Served in a warm, relaxing atmosphere.
Dmo s Family Restaurant, downtown Red Deer. Tell
’em Momma Tortelli sent you. W: (off mike) Tony!
Time to eat!

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




EVENTS CALENDAR

1994

June 8-11—PROMAX Int’'l and Broadcast
Designers Assoc. Conference and
Exposition, New Orleans. 213-465-3777
June 9-11—2nd Montreaux Int’l Radio
Symposium and Technical Exhibition,
Montreaux, Switzerland. 213-938-3228
June 10-14—Am. Advertising Federation
National Advertising Conference, Hous-
ton, TX. 202-898-0089

June 11-17—NAB Executive Management
Development Seminar, Notre Dame.
202-775-3510

June 15—1994 Radio Mercury Awards Event,
New York. 212-387-2156

June 16-18— Missouri Broadcasters Assoc.
Annual Convention, Branson, MO.
314-636-6692

June 23-26—Nat’l Assoc. of Radio Talk
Show Hosts Sixth Annual Convention and
Exhibition, Los Angeles. 617-437-9757
July 7-10—Annual Upper Midwest
Communications Conclave, Minneapolis,
MN. 612-927-4487

July 15-16—0klahoma Assoc. of
Broadcasters Summer Meeting, Checotah,
OK. 405-848-0771

July 15-16—Arizona Broadcasters Assoc.
Summer Board Meeting, Flagstaff, AZ. 602-
274-1418

July 17-18 —California Broadcasters Assoc.
Annual Summer Convention, Monterey,
CA. 916-444-2237

July 21—Nat’l Public Radio (NPR) Board of
Directors Meeting, Washington, DC.
202-414-2000

Aug. 14-16 —Arkansas Broadcasters Assoc.
Annual Convention, Little Rock, AR.
800-844-3216

Aug. 18-20— Morning Show Bootcamp,
presented by Talentmasters, Atlanta.
404-926-7573

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

Sept. 1—Nat’l Assoc. of State Radio
Networks Sales Seminar, location TBA.
919-890-6030

Sept. 9-11—QOregon Assoc. of Broadcasters
54th Annual Fall Conference, Bend, OR.
503-257-3041

Sept. 22-25—Women in Communications
Inc. Annual Conference & Communicators
Expo, Dallas, TX. 703-920-5555

Oct. 6-8—45th Annual Minnesota
Broadcasters Assoc. Convention, Willmar,
MN. 612-926-8123.

Oct. 12-15—1994 Radio Show & World
Media Expo, sponsored by NAB, Los
Angeles. 202-429-5409

Oct. 14-15—AWRT South Central Area
Conference, Austin, TX. 703-506-3290
Oct. 15-18—Assoc. of Nat’'l Advertisers
Annual Meeting & Bus. Conference, San
Diego, CA. 212-697-5950

0Or
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Feb 16-19—RAB Managing Sales
Conference, Dallas, TX 212-387-2100
April 10-13—National Association of
Broadcasters Annual Convention, Las
Vegas. 202-775-3527

1994 Arbitron Survey Dates
* Spring March 31-June 22
e Summer June 23-Sept. 14

* Fall Sept. 22-Dec. 14

FAX YOUR ORGANIZATION’S EVENTS TO:
Events Calendar, ¢/o Radio Ink, 407-995-8498.

A Handbook for the
Non-Financial Manager

A MUST READ!

WHAT IT IS:

BCFM Press
216 Pages

ONLY $49.95

A unique and easily understood look at industry specific
financial information, taking the reader from basic
financial systems to budgeting - cost controls - capital
expenditures - cash flow - trade and barter - credit and
collections - general ledger - taxation - all the way to
primary information regarding broadcast acquisition.
Each chapter was written by a broadcast or cable
financial expert, with attention paid to basic information
explaining how the financial applications actually work.

WHo IT’s FOR:

Non-Financial Managers - This softbound book takes the
non-financial manager in broadcast or cable to a new
level of financial sophistication and understanding of the
business. For the General Manager who does not have a
strong background in finance, or the Sales, Programming,
News, and Promotion managers who aspire to run a
station or cable operation - This is a Must Read!

To ORDER CALL
708-296-0200

3
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adio has never been the
same since Master Trainer Ken
Greenwood trained thousands of
radio salespeople with his original Sefling Radio tape
series! After receiving hundreds of requests, Greenwood
re-releases an updated version of the original

Greenwood Selling Radio eight audio tapes series!

14 Tapes

NLY
249

Topics Covered in the Program:

¢ Time Management e Account Management

* How To Handle Interruptions e Listening * How
To Overcome Strong Opinions ¢ What To Do If You
Are Early For An Appointment ¢ How To Get Your
Foot In The Door e Making it Easy For People To
Communicate e Self-Management e A Professional Atti-
tude e How To Learn The Advertiser's Budget ¢ Getting Facts
Right e How To Use The Phone In Prospecting ¢ What To Do If
The Client Is Pressed For Time e Asking: Who, What, When,
Where * How To Position Yourself To A New Prospect

What You’ll Get:

¢ 8 cassettes ¢ Approx. 40 min. per tape e 26-page work-
book, which is not just reading material; it contains exercise
sheets to use with the tapes ¢ Brand new salespeople really
benefit e Individual use for personal sales growth e Tapes
include role plays to practice new techniques e Can be used
as part of a sales meeting

YOUR SALES WITH

GI/‘ CCrue 00

The series originally sold for
$3,500. We are offering the up-
dated series again so that those
who have never been exposed to the fabulously successful
techniques will now have their chance! As a SPECIAL
BONUS, the first 100 orders will receive “How To Deal
With The Four Great Fears’” —a six cassette series— FREE!

CALL NOW ¢

800-331-9115

First 100 orders also receive
‘““‘How To Deal With The
Four Great Fears”

— a six cassette series —

FREE!

Performance Systems

3010 S. Harvard Ave., Suite 210
Tulsa, OK 74114 (918) 7434152

Circle.Reader Service #122
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favorite Garrison Keillor's new dailv Radio

series, “The Writer's Almanac.” K
5-minute show was created to stimulate
an interest in poetry and reading and
usually features one of many special inter
est magazines for its content, The show is
currently being run on 161 stations nation-
wide throughout the American Public Ra-
dio
212-737-5714.

Nelwork. For more information catl

*The windy city goes country this summer
as the Museum of Broadcast Communi-
cations in Chicago's Cultural Center fea-
tures an exhibit called “Country Music:
On-the-Air." It's an audio/video exhibit
tracing the history of country music
and the growth of its now overwhelm-
ing popularity. Presented in collabo-
ration with the Country Music Foun-
dation of Tennessee, the exhibit will run
from June 25 through September 30. For
more information call 312-629-6026.
*New “Hooks” hope to catch on. Seattle-
based Radio format music company,
Broadcast Programming, now has avail-
able, Chartbreakers Weekly Hit CDs.
And added to the hottest new CHR, AC,
Country and AOR hits, the disc has mu-
sical "hooks" (used for research) for each
hit. The company's idea is to eliminate
the time consuming process of choosing
and producing "hooks” from new music
every week. The cost? ... The first month
is free after which it's $75 a month. To
find out more call 800-426-9082.

INK 48

KDMX-FM
Dallas rallied logether with thousands
of North Texans last month to raise
e American Red Cross

ey e i ue money

nado Reliel Effort. When the day
nded, a whopping $10,000 in cash
vas the fruit of their
b To ve Yy ation

the Tonado Rellef Effort ca
214-688-0641.

sNumber one in news is what the Associ-
ated Press rated Atlanta's WSB for the
fourth yearinarow. It wasaclean sweepall
around with the competitionlosing to WSB
in all five categories, including Best Regu-
larly Scheduled Newscast. WSB also has
the honor of being the only Radio station
in Atlanta in the last 10 years to win the
prestigious Pacesetter Award from AP.
*Simply the best. Gary Swartz, head of
The Radio Consultants’ representative
practice, says 10 of the consultants TRC
represents are among the best according
to a national study of group and station
executives perceptions, beliefs and atti-
tudes. The consultant A-list includes: Larry
Bruce, Jerry Clifton, Dennis Constantine,
Jack FitzGerald, Bob Henabery, Don
Kelly, Lorna Ozmon, Terry Patrick, Bill
Richards and Rusty Walker.

There's A Mouse On The Alrl ... New from

Disney-MGM Studios is a weekly show

called “On Location at Walt Disney World,"™
hosted by talk show veteran Wanda
Rowland (not the mouse). “On Location

" is syndicated on Florida’s Radio Net-
works and features celabrity interviews,
listener call-ins and Disney Trivia. It runs
for an hour every Saturday throughout the
stale and in Georgia. Te find out more call

407-934°7500.

SEND PHOTOS
of your organization’s major events to:
Grapevine, c/o Radio Ink, 8ocoo N. Federal
Highway, Boca Raton, FL 33487.
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==THE NAB ==

ShO

OCTOBER
12-19, 1994
LOS ANGELES,

CALIFORNIA

The NAB Radio Show offers you information-packed
seminars and workshops that add up to more money-
making radio management, sales and marketing and
programming ideas than you can find anywhere else.
You'll also have complete access to the exhibits at World
Media Expo, and a special Radio/Audio Pavilion featur-
ing equipment and products of special interest to your
engineering and new operations.

REGISTER TODAY!

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

THE NAB RADID SHOW
INFORMATION BY FAX

Call 301 216 1847 from the
touch-tone handset of your
fax machine and follow
voice instructions.

EXHIBITOR INFORMATION
Call Eric Udler at 202
429 5336.

JOIN NAB AND SAVE

Save $290 on registration.
Call 800 455 5394 or 202
429 5400.

SBE CONVENTION

Call the SBE Fax-On-
Demand Service after June 1
at 301 216 1853,
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SEND US YOUR OLDIES!
We’re looking for old photos! (They will be returned.) Send them to. “BLAST ” ¢ 0 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.
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QU e NEETS

— \:“.‘.\.\.\_—_—- 31300

51600

51500

Our vintage models replicate color
and shapes from the best “turn of
the century” designs. Perfect detail
and finishing with chrome and
marbled effects. AM/FM battery

"DISPLAY CASE operated. Approx. 5" x 2" x 3-1/2".
Order now! Supplies are limited!

Special Introductory offerl

1
$21 each or all six for $116 — SAVE $10!
" Add 6% sales tax for Fla. residents. L
Model Price Quantity Total B
b 31100 $21. B %’(’ WAVES
NG MPORIUM
City/State/Zip 31400 21,
31500 21.
e — 1-800-226-1857
Setof6 116.
OMC OVISA DAMEX Card # DISPLAY CASE 25. : or Fax Order Form to (407) 995-8498
Shipping & Handling $7.95

Exp Date Signature GRAND TOTAL $ w -

Shipping out of US will be billed if higher than standard S&Hy Mail to:8000 N. Federal Highway, Second Floor, Boca Raton, FL 33487



7305 Performance Drive, Syracuse, NY. 13212
(tel 315-452-5000 /fax 315-452-0160)






