o~

G P T

g " ” R B ‘
-l r 4 | 1 )
"'.ra_ =4 “ =X Y - =3 -2
5_"~ a y , g
e &
1 oy 3 -
A " g | s

EBA

20 TO C

PP BUYING

MAXIMIZING ’
™ YOUR CORE

I MINIMIZING
YOUR RATINGS? |

MARKETING

(g
!;‘PREDICTIONS
FOR 1995




We CO\GMT TLATI

1
-
—

You @\ e ‘ '7".'

U [FTEENT;

ANNIV
I

-
79 N7
o. "- |
\ i
f
| |
> o
QU Bt

\merica’s ['inancial

Consumer \dvocate

Host of the

[ongest-Running

e

S} ndicated Financial .

Talk Radio Pu'ngmm a-.-
200 \Cﬁﬁiesy \"

24 Hours a Week 8
Live Feed Via

3 Satellites

Author of “Ev& bney Book”, “Inside Rea! Estate”, “171 Ways To Make ‘

Money In Real &SIAIET" Profiting From The S&L Bailout”, “Cover your Assets”
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INTEREP
, Generates
New Business.

~ Are You Getting
Your Share?

In the FIRST HALF of 1994 alone INTEREP generated
$25million 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 Specitic Networks ¢ Sales & Management Training *

Get your Share!
Call 1°800-INTEREP

THE INTEREP A RADIO STORE

INGITOU
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A Special Report: State Broadcast
Associations assess 1994 and
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ABC Naws & The World's Largest Business Magazine Deliver..

BusinessWee

R a d i o IN €« &£t w o r k

..areat hourly business reports!

— Interest Rates, Consumer Spending, Housing Starts, Marketing Trends, Taxes
- World Firarcial Markets, Wall Street Earnings, Mergers

- Delivered by ABC News Carrespondent Gary Nuan and
Business Week Broadcast Editor Ray Hoffman




BUILD YOUR
SALES WITH
ngadc

Grooa(

with his original
Selling Radio

tape series!

NOW
AVAILABLE!
The release of the
updated version of
his original Green-
wood Selling Radio
eight audio tapes series
is now available so that those who have
never been exposed to the fabulously
successful techniques will now have their
chance!

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
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PUBLISHER’S NOTES

Getting Listeners to

Think Radio!

Qe thing most of us have in com-

mon is that we really love the business of
Radio broadcasting and wish we could
pass our passion for the business to ad-
vertisers and listeners.

Radio has a certain mystique to it.
Moast people are tascinated by the indus-
try and want to know more about it.
They've come to rely upon it; after all, it
has always been there and always will.
To many, their favorite Radio station is
like a utility — they turn it on and off as
needed and never think much about it.

We need to find a way to get those
intrigued listeners to think about Radio
as well.

About a year ago, | took the oppor-
tunity in this column to encourage the
NAB {or someone) to resurrect Radio
Month, which had not been observed
since the 1970s. Lo and behold, the NAB
has again adopted Radio Month, which
will occur in January.

Part of my plea to NAB was to im-
prove upon the quality of Radio Month
materials from years gone by. | asked that
they contract for first-rate jingles and
develop a series of several formats so
they would get used. Face it, a CHR
jingle justdoesn't fit ona country station.
The NAB again answered the call, hired
TM Century and produced a series of

five excellent format-specific jingles, in-
cluding one for Spanish Radio.

In the past, small markets used this
kind of thing more than the major mar-
kets. Perhaps that was due to the lack of
quality or because the larger markets
found the promotions inappropriate for
their stations. This time, no matter what
your market size — and whether or not
you use the NAB materials — I encour-
age you to heavily promote and involve
yourseltin National Radio Month. Why?
We all need to look for PR opportunities
to make people think about Radio.

Whether you do special advertising
packages, client or market Radio Month
parties, tours of your stations, special
streetand on-air promotions, market pro-
motions, advertiser workshops on Radio,
local chamber of commerce speeches, etc.,
just do something that fits your station,
your market, your image. Use Radio
Month as a once-a-year opportunity to
get people thinking about Radio. =]
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READER LETTERS

Zapoleon's article on
the Top 40 comeback
[Sept. 19-Oct. 2] with
agrcatdeal of interest.
Those of us who were in Top 40 Radio
back in the '60s and 705 remember —
with no small amount of nostalgia — just

how powertul the format was and can
still be.

I had forgotten just what an amazing
variety of music was inherent to the for-
mat in those years. Much of the trouble
tor Top 40 came when station owners
and GMs began giving PDs unrealistic
audience targets. Their obsession with
the 25-54 demo resulted in a wholesale
abandonment of the teen audience or
relegating it to the teenage ghetto of 7
p.m. to midnight. When the teen audi-
ence was cast adrilt, there weren't many
triendly harbors. In a few years those
teens were young adults and, by the
1970s, tound alternatives to Top-40 Ra-
dio. The record companies became all
too willing accomplices as Top-40 Radio
dumbed-down its music requirements
and the result was a bland serving of
musical oatmeal.

Icansee some disturbing similarities
as to where country Radio is today and
Top 40 was in the late '60s and carly 70s.
Many owners, GMs and PDs are still not
entirely comtortable with the country
genre and welcome the pop-rock artists
like Mary Chapin Carpenter, Wynonna
and others. That's tine as long as that
type of pop-rock doesn't dominate the
music. Country, like Top 40, must have
thatbalance of pop-traditional to main-
tain the integrity and health of the
tormat. I country abandons its core
audience, then country will tind itselt
in trouble.

It what yousay about Top 40’s come-
back is true — and | suspect it is —
country Radio can expect some serious
audience erosion as Top 40's music and
presentation improves. It Top 40 comes
up with a tew truly charismatic stars to
showcase, then country Radio can ex-
pect some major hits in that audience,

DECEMBER 12, 1994 - JANUARY 1, 1995

which came from Top 40 and AC in the
tirst place.

Larry Kent

Strategic Air Consultancy

Tyler, TX

Don't Ignore
State Associations

I was pleased that Radio Ink surveyed
various Radio broadcasters across the
country on their feclings about the NAB
and RAB[Oct. 3-16]. However, you com-
pletely overlooked state broadcast asso-
ciations and their impact.

Without any formal tic to the NAB,
state broadcast associations work in har-
mony with NAB and, in truth, are the real
toot soldiers in the broadcast lobbying
ctfort. Vastly understatted, state associa-
tions not only spend a great deal of time
lobbying in Washington, where home
state legislators pay dlose attention to
their state associations, but at their state
legislatures as well.

Statcassociationsgenerally hold two
conventionsa year, numerous other semi-
nars from sales to programming, work

with the colleges and universitics in the
states, provide legal services, otter schol-
arships and internships to both high
school and college students and act as
a gencral resource of information for
their members.

Next time kudos are handed out in
the broadcast industry, don't farget the
dedicated men and women who statt the
state associations and the boards of di-
rectors who give so generously of their
time without the perks of meetings in
Palm Springs or Hawaii or other lush
surroundings. In addition, thev pay their
own way to meetings and conventions
and are the breeding ground for tuture
NAB board members.

Wally Gair
Exec. VP
Illinois Broadcasters Association

ADDRESS ALL LETTERS TO

Reader Letters, c/o Radio ink, 8000 N.
Federal Highway, Boca Raten, 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.

ANEVAN
INANCIAL

K & K BROADCASTING L.P.

CORPORATE DEBT RESTRUCTURING
ofF WZVU-FM

LONG BRANCH, NEW JERSEY
$3.300.000

HANEVAN FINANCIAL SERVICES ACTED AS
FINANCIAL ADVISOR TO THE COMPANY.

1850 PARKWAY PLACE. SuLTE 420
MARIETTA, GEORGIA 30067
(404) 499-8090

ERVICES RoOss SECUNDA, PRESIDENT
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PLE IN INK"

The AIR Up There

D.C. recently honored some of its own
(not politicians) at the 8th Annual Achieve-
ment In Radio Awards (AIR) sponsored by
Ford Motor Co. at the Sequoia Restaurant in
Georgetown. WKRP's “Mr. Carlson” Gordon
Jump helped present awards to Radio Zone’s
(WKDV-AM/WKDL-AM) Kenny Curtis, WTOP-
AM’s Jamie Bragg and WAMU-FM’s Richard
Paul and Eddie Walker. Other winners in-
cluded WRQX-FM’s Loo Katz.

Jump was also on hand for the AIR press
conference at the hospitable Hard Rock Cafe.
in return for the Hard Rock’s hospitality,
Herb Tarlek’s (a.k.a. Frank Bonner) jacket
and a copy of the Dec. 14, 1992 Radio Ink
issue featuring him in the jacket on the
cover, were donated to the cafe.

1. (I-r) WTEM’s Rich “Coack” Gilgallon, Curtis
and Jump 2. (I-r) Anne Bragg, WTOP GM Tom
McKinley, Jump and Jamie Bragg 3. (I-r) Paul,
Walker and Jump 4. Katz and Gilgallon
5. Jump at the Hard Rock Cafe.

RAB Board Meeting

... Meanwhile out West in San Diego, the
Radio Advertising Bureau (RAB) held its
annual board meeting to discuss, contem-
plate and speculate. Dishing out some awards
was head honcho Gary Fries to, among
others, Paul fiddick of Heritage Media, and
a lifetime achievement award went to past
RAB chairman Art Carlson. During the lulls
Tom Young of Young Radio Inc. and “Radio
Wayne” Cornils entertained while others
mingled. And everyone bid a fond adieu to
RAB CFO Harley Park, who hangs up his
calculator this year.

6. Fries and Fiddick 7. (I-r) Fries, Fiddick,
Carlson of Susquehanna Broadcasting, David
Morris of Texas Coast Broadcasters and
Richard Chapin of Chapin Enterprises 8.
Young and Cornils 9. (I-r) Rita and Dean
Sorenson (Sorenson Broadcasting), Cub
Radio’s Lee and Nancy Davis, and Richard
Buckley of Buckley Broadcasting 1o. (I-r)
Beck-Ross’ James Champlin, Shamrock’s
Bill Clark, William Hogan of Westwood
One, Cos Capilino and WKYS Radio’s Skip
Finley 11. (I-r) WAXQ GM Randy Bongarten,
Jeffrey Smulyan of Emmis Broadcasting,
Clark, Inner City’s Pepe and Karen Sutton,
and John Dille of Federated Media 12. RAB
CFO Harley Park at the mike.

SEND YOUR “PEOPLE IN INK”

photo w 8 N Federal
Highw R : 8



Five Of America’s Top 12 Highest TSL
Oldies Stations Use The Same Secret Weapon:

The Oldies Specialist — E. Alvin Davis & Associates

It’s no longer a secret . . .

Most Oldies stations need improved
time spent listening. Despite a big Cume,

the audience doesn’t stay tuned very long.

With limited TSL. stations fail to achieve
their full ratings potential,

But it doesn’t have to be this way.

Five of America’s 12 highest TSL
Oldies stations are clients of E. Alvin
Davis & Associates. Two of these
stations — WBIG-FM/Washington. D.C.
and KOMA-FM/Oklahoma City —
accomplished this despite having ta battle
(and defeat!) atready established market
leading direct format competitors.

These winning stations have a secret
weapon — a programming consultant
that specializes in Oldies, As specialists,
we've concentrated all of our efforts on
learning what makes the format work —
enabling our clients to achieve remark-
able results,

The 21 Critical Success Factors
That Create Big Ratings

Consistent success doesn’t happen by
accident. So why are these stations so
successful? These winning stations use
their resources in a more efficient,
effective manner. Instead of basing their
progranuning and marketing decisions
on conjecture or supposition — they use
specific proven strategies, ideas, and
techniques that increase ratings.

By studying and analyzing the Oldies

| format’s most successful stations. we've

| developed a list of 21 critical success

factors that maximize ratings. As a result.

* Data derived trom The Arbitron Campany, Falt 1993
survey. Monday-Sunday, 6 a.m. 12 mid.. Totat Week

1. WCBS-FM/New York
WQSR-FM/Baltimore
WWSW-FM/Pittsburgh
WMII-FM/Cleveland
WWBB-FM/Providence

| KOMA-FM/Oklahoma City

ok e

£

THE HIGHEST TIME SPENT LISTENING OLDIES STATIONS IN THE TOP 50 MARKETS *

7. WGRR-FM/Cincinnati

8. WHTT-FM/Buftalo

9. WOCL-FM/Orlando

10. WBIG-FM/Washington, D.C.
11. WKQL-FM/Jacksonville

12. KODJ-FM/Sait Lake City

our clients receive the most accurate and
reliable Oldies information available.
It’s based on research findings and
“real world™ experience that has been
thoroughly tested on radio’s front lines

| — in actual Arbitron performance.

We're Committed to Oldies

Oldies is our specialty — not a
sideline. Unlike "Jack-of-all-trades™
consultants who “specialize™ in five, six
or seven different formats — and view
Oldies as only a minor profit center —
Oldies is the only format we n:arket.

No consultant has more experience —
‘ more clients — more markets — or
| more success. Considered by many to be
the World Leader in the format. our
experience includes Oldies clients in 43
different markets in the U.S.. Canada
and New Zealand.

RADIO PRCGRAMMING
& MARKETING
57 GLEN DRIVE
51 FOREST U
QCBINONNATL OH 45242
| 513/984-5

\ The Oldies Specialist |

Circle Reader Service #108
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An Unequaled Track Record

l In start-ups. turnarounds, head-to-head
Oldies battles, and in maintaining ratings
consistency. our track record with Oldies
is unmatched. This 1s why E. Alvin
Davis & Associates has more Oldies

| clients than any other consultant in
the world. In fact, we have twice as
many clients as our closest competitor.

If you're interested in learning how
your Oldies station can achieve higher
ratings, increased revenue and
| maximized profit — the time to act
\ is now!

For more information — and your
free copy of the tape cassette “Emerg-
ing Trends and Predictions in the
Oldies Format™ — phone E. Alvin
Davis now at (513) 984-5000.

£, ALVIN DAVIS

_ Alvin Davis
£ president




MORE PEOPLE IN INK" "~

NRB Eastern Regional
Convention

Looks like everyone had a grand ol’
time at the National Religious Broad-
casters’ Eastern Regional Convention
recently at the Sandy Cove Bible Confer-
ence Centerin North East, MD. Folks got
together to greet, meet and have some-
thing to eat. Veteran Do Worth picked
up the 1994 Percy Award for her broad-
cast of Women Alive. Ne Larson of
WDCX-FM Buffalo, NY, lec a sing-along
(what they were singing w2’re not really
sure). Everyone else just had a good
time sharing and talking with each other.
1. (I-r ) Sue Bahner of WDCW-AM Syra-
cuse, NY, Dot and Phil Worth 2. Larson
leads convention attendess in song
3-4. Conventioners attending sessions
and dining.

Out where the cactus rule ... The Arizona
State Broadcasters Association (ABA)
held its 42nd annual convention at the
Sheraton Sari Marcos in Chandler. After
1994 ABA president Peter Padilla made
some opening remarks, both TV and
Radio broadcasters attended sessions
like “Crime & Drugs,” and a government
relations breaikfast addressed by U.S.
Sen.-elect Jon Kyl. Steve Allen, formerly
of KOY-AM Phoenix, Jewell Lewis of
Media America Corp. and Ray Smucker
formerly of KYUM-AM Yuma and KTAR-
AM Radio and TV were inducted into the
ABA Hall of Fame.

5. Kyl and 6. Padilla.

SEND YOUR “PEOPLE IN INK”

photos to: Shawn Deeng, 8000 N. Federal
Highway, Boca Raton, FL 33487
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$$$SS MillionDollar. Club™ $SSSS

$12 M: KKZR-FM Conroe (HousTon), TX; Seiter: US Rapio Core.; Buver: Salem
Communications Corp.
$9 M: KING-FM Seattie; Serter: HarRrier Butuitt ano Priscita Cottins (CLassic Rabio INC.); Buver:
BEETHOVEN
*$7.5 M: WAQI-AM & WRTO-FM Miami-Goutps, FL; SetLew: Mamsisa BROADCASTING; Buver: HEFTEL
BroapcasTing Corp.
$5 M: KENR-AM Hcuston; SELLER: SusqQueHANNA Rapio Corp.; Buver: Satem CommuntcaTions CORP.;
BROKER JOHN SAUNDERS
$4.8 M: WNBF-AM/WHWK-FM BingHamTON, NY; SELLER: AMERICAN RADIO SYSTEMS; Buver: Wicks
GrouP; BROKER: AMERICOM RAD:O BROKERS
$4.5 M: WQUL-FM Grirein, GA; SeLLer: Desion Menia Ine.; Buver: ATLANTA ACQUISITIONS INC.;
BRrOKER: MEDIA SERVICES GROUP
$3.68 M: KKCD-FM Omana, NE; SecLer: VANTAGE COMMUNICATIONS INC.; Buver: WTMJ Inc.
$3.5 M: WNLC-AM/WTYD-FM New Hottano (New Lonvon-Norwick), CT; Secter: New LonpoNn
BroapcasTinG LTp.; Buver: HalL CommunicaTions INC.; BrokErs: MeDia SERVICES GROUP FOR THE SELLER
AND AMERICOM RADIO BROKERS FOR THE BUYER.
$2.8 M: WRCQ-FM Dunn (FaverTevitte), NC; SeLLer: METROPOLITAN BROADCASTING ASSOCIATES L.P.;
Buver: KINETIC COMMUNICATIONS INC.; BROKER: BERGNER & Co.
$2.5 M: WRGX-FM Briarcuirr Manor (WHITE PLains), NY; SelLzr: WEST-LanD COMMUNICATIONS INC.;
Buver: Opyssey COMMUNICATIONS INC.
$1.6 M: WOWO-AM/FM Fr. Wavne-HunTinGTON, IN; SeLLer: INNer CITy BROADCASTING; BUYer:
PATHFINDER COMMUNICATIONS
$1.5 M: KMIX-AM/FM Turcock (Mopesto), CA; SeLter: Rabio AssociaTES GRour; Buver: SiLverapo
BROADCASTING; BROKER: STAR MEDIA GrOUP
$1.4 M: WACT-AM/FM TuscaLoosa, AL; Setter: New SoutH Rapio Inc.; Buver:
TavLor COMMUNICATIONS
S1 M: WHTO-FM Muncy (WiLLiamsporT), PA; SeLLEr: PRo MARKETING INC.; Buver: WiLLIAMSPORT
SaBreCom INc.; Broker: MEeDIA Services GrRoup
*APPROXIMATE

$55555555555555555555555555555555S

45% 35% 10% 4% 5% 1%
Day After ~ TwoWesks  One Week  Christmos Never  Don’t Know/

o G, HD, M e

VA"JE/ GA"."P RAD'O POI.I. A look at statistics that shape Radio

Source: Rodio Ink—Vollie/Gollup Rodio Poll of 951 odults, morgin of error + 3%
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CLOSED!

KRPQ(FM), Santa Rosa,
California, from Sunrise
Broadcasting to Results

Radio for $2,100,000.

Elliot B. Evers
Broker

GEORGE L OTWELL
513-769-4477

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

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-272%

ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION
BROKERAGE = APTRAISALS

IV
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO
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Survey Says: News/Talk Scores Big!

The Interep Radio Store research division recently did a profile on the news/
talk listener and came up with some interesting results. Overall the report revealed
news/talk delivers the highest share of the adult Radio listening audience, the
majority of whom (63%) are located within the 25 largest metros. The report shows
that the format appeals to both males (60.4%) and females (39.5%) and that its
audience is primarily comprised of educated, affluent adults employed in high
profile occupations. What do these listeners do in their spare time? (See graph.)

Own Weekend/Vacation Heme
Own In-Ground Swimming Paol
Own Hot Tub/Spa

Own Exercise Bicycle

Own Golf Clubs

Own Personal Computer at Home

Belong to Book Club

Belong to Local Body of Government

Belong to Country Club

Play Golf/Tennis/Racquetball at Country Club
Visit Art Museums

Visit Other Museums

search Bureau, 1993 Aduits 18-

Simmons Market Re:

National Averagz

As for leisure activities, a high number of news/talk listeners belong to a local
body of government, a book club and use clubs —golf clubs.

SALES
TURNAROUNDS?

DAVE GIFFORD INTERNATIONAL

ANGIFFORD

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-BO0O-TALK GIF ¢ (505)989-7007

REVENUE REPAIRS FOR ALL SIZE MARKETS
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Interep Seminar Covers
New Auto Leasing Law

Automotive executives are enthusi-
astic about the new “Radio Disclaimer
Law.” The only major concern on the
national level is getting a complete list
of the states with laws that supersede
the federal law.

This was the topic for discussion at
an “Information Breakfast/Seminar” held
by The Interep Radio Store Nov. 29
in Detroit.

The automotive industry’s top legal
counsel attended the seminar. Featured
were Michael Bader, legal counsel/prin-
cipal partner of Haley, Bader & Potts,
Washington D.C.; Ken Nelson, a national
AE for GM/EDS; AT&T; and Bill Burton,
president of the Detroit Radio Advertis-
ing Group. Jeff Edwards, VP/Radio spe-
cialist of the Interep Radio Store, mod-
erated the program.

The only problem states appear to
be California, Texas, Massachusetts,
Louisiana and New Jersey. Both NAB and
Interep are working on compiling a
complete list of all states and their laws.

In the meantime, Burton recom-
mends the following:

1. Check your state law by contact-
ing the state attorney general’s office.

2. Follow the guidelines put out by
NAB and RAB. The 800 number solves
most of the Federal Trade Commission’s
requirements. And NAB attorneys be-
lieve that if you overstep the line, at
worst you'll be asked to cease and
desist. You can then figure out how to
resolve the problem and go forward.

Burton continues to emphasize that
the Radio industry, with the utilization
of the 800 phone number, wants to not
only help the automotive industry but
also to better serve the consumer. Don't
let the few obstacles detract from the
enormous opportunity that’s in front of
you, he says. =]

GORDON’S WRATH!

Radio Ink’s office was struck by
lightning and it destroyed our
phone system. If you tried to

reach us when our phones were

down, we apologize for the
inconvenience.
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FORUM: Where do you find new salespeople

aside from other Radio stations?

Diane Battista, GSM
WBZZ-FM/WZPT-FM
Pittsburgh, PA

Rccruiting is like movie

casting in that we look tor a
candidate who will fit a spe-
citic role and service a par-
ticular client category’s needs.
Forinstance, a person with an
ad agency background can
teach us the perspective of
broadcast sales from the
agency's point of view.

I also look to other forms
ol media, including newspa-
per, outdoor and telemarket-
ing. Telemarketers are accus-
tomed to rejection and high-
pressure situations. Similarly,
people in the tood and bever-
age industry must be orga-
nized, able to upscltand juggle
multiple tasks and clients. |
even hired atrauma nurse who
was excellent. Obviously, they
know how to deal with pres-
sure. These are qualities that |
look for.

Real estate is alvo compa-
rable, as Realtors work on com-
mission and are independent
contractors. When | am im-
pressed with an intern or some-
onc with whom [ have worked
within the past, 'll keep track
ot them. Thisway when thave
a position available, t will al-
ready know theiremployment
history and track record. &

Ward Rice, co-LSM
WEZB-FM
New Orleans, LA

: C EZB-FMuses several

techniques to find salespeople
aside trom other Radio sta-
tions. We ask local and out-
ot-town mediabuyers to keep
in mind that our station is
always in search of a good
rep, and to let us know if they
are aware of anyane impres-
sive who is interested in mov-
ing to a new market.

Our direct clients often
have 10-15 salespeople call-
ing on them daily. From
these salespeople, good ac-
count executives can be
tound who can use theirsales
ability and quickly learn to
sell Radio advertising.

We also prospect for po-
tential candidates through tra-
ditional means such as net-
working, professional organi-
zations and personal reterrals
trom employees and acquain-
tances. In addition, grooming
existing personnel (i.c. sales
assistants) has delivered suc-
cesstul salespeople.

Our station continuatly
interviews people to retainan
active base of new salespeople.
This prevents us trom being
in a pressure situation to hire
when a position opens. &
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Joanne Tombrakos, GSM
WARW-FM
Washington, D.C.

Imding good, qualitied sales-

people is never an casy task.
Unless you have a specitic
opening that requires sales
experience, you do not need
to limit your search to other
Radio stations.

I addition to the more
traditional methods of plac-
ing ads in the trades and local
news publications, we actively
recru:t through local job fairs
and college career days. We
have participated in such
events as the National Black
Media Coatition's Media Con-
ference Career Night and the
Montgomery County and
Lirban League job fairs.

The key is to make your
recruitment practices ongo-
ing, whether or not you have
a current opening. As sales
managcers, we need to pros-
pect tor qualitied candidates
in much the same way we tell
our salespeople to prospect
for new clients. You never
know where you might find a
good one. It could be as near
as that last salesperson who
waited on you in Nordstrom's
shoe department. =)

Rick Anderson, GSM
KKSR-FM

St. Cloud, MN

Ihe challenge of finding

quality Radio applicants is
nothing new. However, over
the past tew years many of the
traditional methods, such as
newspaper, have become less
cettective. Using our own sta-
tion has provided us with
many quality applicants.
Some managers feel this
method shows turnover at the
station, but il done properly
you can avoid giving a nega-
tive impression. It also guar-
antees that the applicant will
be tamiliar with your station.
We've also found local
restaurants to be ettective re-
cruiting sources. Waiters and
waitresses tend to be very
good at customer service and
possess good listening skills.
With three universities in
town, there are many soon-
to-be graduates holding down
part-time jobs at area restau-
rants. Some of our best em-
ployees have come right out
ot school. Because they have
tewer bad habits, it's easier tor
them to learn our system. &

IF YOU WOULD LIKE

to respond to a Forum ques-
tion, call Shawn Deena at

407-995-9075.
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Representing
only the best
in broadcasting.

Executive Broadcast Services

Call today to find out how
these companies can assist you
in running a successful radio
station. Allow EBS to help you
generate revenue, increase
productivity, and build
listenership.

(800) 429-4640

Circle Reader Service #111
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CASE STUDY A employee commits

Dwight Case

an act that mandates
immediate dismissal
and it's two weeks
before Christmas.

How do you deal with it?

Sherland Priest, GM
KNLE-FM
Austin, TX

Rndl()hnds it-

self in a paradox
scheduling

over
during the holidays. Just when evervone
is home trom work, on vacation and
listening tor special holiday programs,
the staft decide they all want to be “ror-
mal people” and visit relatives, go owt of
town, spend time with family, etc.

These are not, however, insurmount-
able problems. fuckily, there are a few
advantages that are built into holidayvs:
Youknow when they are and can plan tor
them. In the case ot the Christmas-New
Year's season, some businesses are closed
o1 shut down for the scason. It you can't
conduct business with them until after
the holidays, the loss of statt will have
less impact.

The holidays put everything in a
“state of Hux,” so 1t is otten a matter of
starting over from scratch anyway. People
come back trom vacation and have to
tigure out where they left oft on projects.
Sometimes people require retraining.
Atter vacation, it's always hard 10 "get
back into the saddle.” And there's al-
ways the chance that someone, having
tasted lite outside the routine, may not
want to return.

The year's end holiday time is prob-
ably the best time to experience achange
in statf. It's just as easy to change a show
or change a staff position because it's a
new year and a new ball game.

Plan ahead, tire the oftender, enjoy
your holiday =

Roger Nadel, VP/GM
WWJ-AM/WYST-FM
Detroit, Mi

Icrminalmg an

employee should

Z)

job, no matter how obvious it appears

never be an casy

You always have 1o be cognizant of the
fact that you're changing people’s lives

Our policy manual identifies several
reasons tor immediate discharge: misus-
ing company money or property, insub
ordination, misconduct considered ad-
verse to the interests or weltare of the
company or its employees, or dereliction
of duty caused by drinking and drug use.
There arc exceptions, as well as extenu-
ating circumstances (How long has the
employce worked tor a company? What
might have triggered the action?) that
have to be taken into consideration.

Is the closeness to Christmas one of
those extenuating circumstances? [ don't
think so. You can always look tor a rea-
son notto do the right thing — an illness
in the tamily, a project the employce is
working on, or perhaps even how it might
inconvenience vou personally. But the
fact remains, you have an obligation not
to just your company but also to other
people working for you. If breaking the
rules is overlooked or condoned, how
can you hope to have the respect of
others at your station? Always ask your-
self, "What's best tor the Radio station?”
and then act accordingly. =]

IF YOU WOULD LIKE TO RESPOND

to a Case Study scenario, call Shawn
Deena at 407-995-9075.
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MANAGEMENT

by Ellyn F.
Ambrose

Ihink about your various kosses.

Which onets) you liked vs. the one(s)
who got the most performance. 1id you
pertorm because you liked him? He con-
trolled you? You feared him?

Most likely, you respected him, be-
cause he was clear and decisive.

Employees spend 80 percent of their
time trying to tigure you out — jockey-
ing tor position, power and tor a deci-
sion. The more decisive you are, the less
employee time is spent on the game and
the more time spent on accomplishing
the mission. Productivity increases.

Emplovment. Employces. Marriage.
Investments. Real Fstate. We all make
decisions and have experienced the anxi-
ety that a bad decision could cast your job.
Decisiveness is absolute. Detinitive. Con-
clusive. Al critical elements of leadership.

Put Your Foot on the Gas

The key to eftective decision mak-
ing? Determine the objective. (Or define
the problem.) Gather information. Evalu-
ate. Deaide.

Imagine speeding in heavy trafiic on
a tour-lane interstate. You neced to go
trom far lett to right in 60 seconds. You
determine the objective. You (visually)
gather intormation. You evaluate your
chances, put that toot on the gas pedal
and push. The wrong decision means
death; you don't think twice. Why? You
have confidence.

Indecisiveness comes trom both
lack ot contidence and tear of tailure.
But remember, The Wall Street fournal
does a monthly analysis of stocks se-
lected with darts. Oftentimes the dart
board outpertorms the experts. So, even
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The Decisive Power

Questions + Evaluation = Action

with darts, we have a 50 percent chance
of being right.

We can minimize that ather 50 per-
cent by following that same procedure:
Determine the goal, gather information,
evaluate the intormation. Decide. In its
simplest torm: To become more deci-
sive, ycu must question.

For example: Seclecting a new tor-
mat. One GM inatop 50 market nceded
aformat. Hisresearch, his consultant, his
boss and his P’I) all said AC. The target
demo and "underserved” subcell was
women 35-49.

Take a Position and Act

This manager focused an his objec-
tive: cash tlow. He grilled his sales statt,
his PDD, his marketing director and other
GMs. Which station in the marker was
getting the highest share of dollars and
why. (The country station, which was
ottering value-added promotions. '

His percentage of agency vs. direct
was standard; as was his market percent-
age of national dollars. However, ahigher
percentage of hisagency business was, in
tact, local retail. Plus, he could buy an
AC library for a discounted price.

In asking questions, he also tound
that other AC stations did a lower per-
centage of retail business. And that ACs
spent anadditional 10 percentin market-
ing dollars to maintain their audience.

He took a position and acted: oldies.
To achiceve his cash tlow goal, he opted
for a lower audience share that attorded
him more inventory, a greater opportu-
nity tor on-air pramotions, and that re-
quired a smaller marketing budget.

He exceeded his cash flow goal.
Then the station was sold.

QUICKREAD™

¢ The key to effective decision making? Deter-
mine the objective. (Or define the problem.)
Gather information. Evaluate. Decide.

¢ Indecisiveness comes from both lack of
confidence and fear of failure.

* |In its simplest form: To become more
decisive, you must question.

e Greater decisiveness will result in greater
respect; and the respect between you and
your staff will be mutual.

¢ A more effective decision maker is a more
effective leader.

Questions and Leadership

New owners, of course, wantto doiit
better The scenario for the format deci-
sion was identical. However, this owner
accepted what “everyone” told him. He
didn'task questions, so he couldn't evalu-
ate. He switched to AC.

The audience share tell below their
projection, they required even more
marketing dollars than projected, the
sales numbers were 100 percent cost-
per-point with no added value, and the
result was less cash tow.

Asking questions and gathering the
intformation will take our decision mak-
ing out of the realm ot dart boards and
into the realm of excellence and achieve-
ment. Not only for you, but tor your statf
as well. Greaterdecisiveness will resultin
greater respect; and the respect between
you and your statt will be mutual.

Ask more questions. Minimize risk.
Become a more eftective decision maker
and a more eftective leader. &
Ellyn F. Ambrose is CEO of The Marketing
Group Inc. in Washington, DC. She may be
reached at 703-903-9500.
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MARETING

by Mark Ramsey

I’m passing my hands over the crystal
ball. It lights bright and tills with smoke.
Through the haze, shadows begin to ap-
pear. 1995 ishere, friends. Here's a glimpse
into what the new year might hold.

Formats & More Formats

Yes, '70s oldies has legs; it's not
disappearing anytime soon. But now that
the '80s are five years behind us, can '80s
oldies be tar behind? There's a tormula
out there waiting tor the first adventur-
ous broadcaster, and it will be a band-
wagon as big as The Arrow.

Specialized tormats like new/alter-
native rock, AAA or progressive, and
NAC or "Smooth Jazz" will, ot course,
continue to grow, cvolve and fragment.
(Alrcady there are markets with multiple
alternative and AAA stations.)

Reaching Out with Marketing

All marketers in every industry are
spending more on direct mail and data
base programs not only to enhance rela-
tionships, but also because they are de-
manding accountability. They are being
held responsible for the contribution of
cach marketing dollar to sales. As a con-
sequence, marketing is becoming more

QUICKREAD™

e Specialized formats will continue to
grow, evolve and fragment.

* Radio will continue to turn away from
generalized mass marketing.

¢ 1995 will bring us technologies to
better measure sounds and melodies
regardless of listener familiarity with
each individual title.

¢ One thing that’s not changing: Listen-
ers love having new choices.
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targeted and customized, and the results
are becoming more measurable.

In 1995, Radio will continue to turn
away from gencralized mass marketing
such as television and outdoor and to-
ward direct marketing, event marketing,
and a better utilization of our own air-
waves to reach out and touch listeners,
particularly the intluential 15,

Research — The Measuring Stick

Research, too, is due to become more
accountable. 1995 likely will bring re-
scarch tools that help stations evaluate
the ctfectiveness of cach component in
their marketing mix. For example, did
listeners see your television campaign?
Didthey receive yourtelemarketing calls?
Did they get your mailer? The research will
tellyouhow, orif, your marketing worked.

Music rescarch will become more
sensitive. There is growing evidence that
we're not doing a good enough job mea-
suring listeners’ music tastes, because we
arcrelying on testing methodologies that
are more than a decade old. How do we
explain success in formats like AAA and
NAC, where “familiar songs” secem to be
less important? The answer is that listen-
ers evaluate not only songs but sounds
and melodies. There are sounds they like
and sounds they dislike. For example, a
listener may like many Pearl Jam tunces
but will steer clear of the heavy Pearl Jam
station because it's too "hard.” 1995
will bring us technologies to better
measure sounds and melodies regard-
less of listener tamiliarity with cach
individual title.

A Great Morning Show
As tragmentation continues relent-
lessly, the morning show continues to be

A New Year, A New Challenge

A Look Into the Crystal Ball

a key — perhaps the key — competitive
advantage for many stadions. The de-
mand for top-notch morning talent will
reach a new high in 1995

Are vou scarching out the next big-
thing in morning shows but don't quite
know what to look tor? lgnore the com-
petition and watch the late-night TV talk
shows. You can learn more about what
makes a great morning show by watch-
ing David Letterman, Greg Kinnear and
lon Stewart than by listening to all the
airchecks in the world.

Listen to the Listeners

Peopleare "edgy,” the trend-watch-
ers say. This anxiety is causing an explo-
sion of spirtuality in popular culture.
Angels are hot. Chant is popular music.
Marketers are responding not only with
spiritual themes but also with messages
of comtort and hope. Words like “genu-
inc” and “trust” and “true” are occurring
more frequently than ever in advertising
(c.g., "Genuine Chevrolet,” "ATT True
Voice”). Relationships and relationship
marketing are becoming a crucial part ot
every marketing eftort.

The titness craze is over. The baby
boom is turning away trom aerobics and
toward more leisurcly activities like walk -
ing and gardening. Glamour is out; ca-
sual is in.

Onc thing that's not changing: Lis-
teners love having new choices. That,
more thananything clse, will continue to
make this business of ours a non-stop
thrill ride of challenge and change. &
Mark Ramsey is president of NOV A Marketing
Group, a media research and marketing consull-
ing firm based in San Diego. He may be reached
al 619-201-0322. His E-mail address is:
mramsey 1 @aol com
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SALES

by Dave Gifford

1 e Do you buy strictly by cost-per-
point, ordoyouuse yourown brainas wetl?
2. How come your CPP targets are
lower than the CPP targets of every
agency in this market? | tind that very
puzzling. Would vou explain that to me?
3. It cost-per-point is the way to buy
Radio, then why don't we buy cars on the
basis of cost-per-part? It cost-per-thou-
sand is the answer, then why don't we
buy cars on the basis of cost-per-thou-
sand miles?

4. We don't set our rates based on
agency CPPs Our rates are based on
supply anddemand. Scarcity of any com-
modity — inchiding our spots — in-
creases its value, and value justifies price
Allbecause of demand onourtime. These
spots will not go unsold, [ promise you.
5. Look, how would you fecl if tomor-
row you bought a Radio station and dis-
covered that you're not allowed to price
your ewrn Radio station because that's the
agency’s job?

A Bargain at Any Price

6. Youneed to understand something,
Bertha: We don't set our rates. Our ad-
Vertisers set our rates.

7. Oh, who are you kidding> I our
CPP was too high, then we couldn't be
the highest billing station in this market,
could we?

8. l.ook, every time we're sold out its
because our rates are too cheap. and tao
otten we're sold out!

9. | hope to tell you our CPP is the
highest in this market. In fact, our rates
are theenvy of every Radio station in this
market. For good reason: because we're
the No. t station in this market for get-
ting results! Our advertisers have come
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20 Answers
Hardball Comebacks To Cost-Per-Point Buying

to realize that we're a bargain at any price.
10. You'reright, we're not No. T incheap
advertising. When you pay peanuts, you
get monkeys. But we are No. 1 in cost-
per-results, and that's all your client re-
ally cares about, isn't it?

11. | don't blame you tor working me
over tor lower rates; it's vour job to fish
tor the bottom, so nice try! And now that
you know that nobody in this market can
buy WXXW any cheaper than you can,
let's get on with it .. !

A Done Deal or No Deal

12. What do you think vour client is
going to say if you tell him, “WXXW has
more potential customers for what you
sell, but their CPP is too high.” He'li tell
you, Thengetthe bestrate youcan,”and
| just gave you my best rates.

13. You mean to tell me that a station
with more adults — adults with multiple
purchase needs — isn’t worth more on a
CPP basis than an audicnce of teens
those adults buy tor?

14. You mecan to tell me that a station
thatotfersdesirable valuc-added services
isn't worth more on a CPP basis than
another station with value-less services?
15. Look, what good is a low cost-per-
thousand it the station you buy doesn't
have enough thousands?

16. Of course their CPP is lower than
ours — nobody would buy them at our
rates! F mean, how is it possible for cheap
spots to attract listeners they don't have?
17. We anticipated you'd beat us up tor
a lower CPP, so — to save time and
climinate the haggling — we already cut
our rates down as tar as we can. Any
lower and I'm prepared to walk; it's just
not worth it.

18. Uh, hold on, Berthat It's not a good

QUICKREAD™

» Salespeople go into agency negotiations
with media buyers psychologically de-
feated despite the facts.

* Fact: The only reason media buyers buy
your station is because they want your
time more than the money it costs. Other-
wise, why would they make that exchange
on behalf of their clients?

* Fact: Media buyers wouldn’t be negotiat-
ing with you if they didn’t want to buy
what you’re selling. Think about it.

e Fact: This is what you have to resort to as

a consequence of not selling against cost-
per-point buying between the buys.

deal for either one of us unless it's a good
deal tor both of us. So, let's button this
thing up now and get things moving ...
tair cnough?
19. Look, either we have listeners your
client wants to sell or we don't. i we do,
then the CPP at WXXW is X-bucks.
That's it I've gone as tar as | can possibly
go ... and  think youknow that, don't you?
20. OK here'sthedeal. You're the buyer,
and I'm the seller. And [ cannot go any
lower, so I'm done sclling. Now it's your
turn. Eitherit's no deal, orit'sa done deal
- what's your calk =
Dave Gifford is a sales turnaround specialist
from Santa Fe, NM. He may be reached at
1-800-TALK-GIF.

JOIN RADIO INK’S
EXCHANGE PRDGRAM.
Sand your best salesperson to a
station oversezs ... and get one in
return. Interested? Drop us a note.
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by Kathryn
Maguire

I f station management has made the
new business commitment, onc otthe hard-
est parts of it is not handling the invest-
ment, but changing the old sales habits.
Reterencing Stephen R Covey's The
7 Habits of Highly Effective People, in order to
create anew habit, you need three things:
knowledge, skill and desire. Manage-
ment and salespeople need to know what
to do and why they are doing it, to learn
how 1o do it, and to have the motivation to
pursue new business. Here are some tips
on infiltrating new business into your
sales routine to make it a new habit.
Vendor knowledge: The special
sales staffs that have 100 percent par-
ticipation in the new business program
are armed with pcople who understand
the station's commitment to new busi-
ness development. All managers sup-
port and understand it. They will al-
ways send this commitment as a consis-
tent message. Untortunately, you lose
a lot more than just sales when you
allow vour staftt to de-prioritize new
business. Often new salespeople don't
pursuc new business because they are
unclear on what they are supposed to

QUICKREAD™

¢ Stations need knowledge, skill and
desire to change old sales habits to
new business-oriented ones.

¢ Often new salespeople are unclear on
how to pursue new business.

e The more senior AEs often are the
most uncomfortable about replacing
old habits.

¢ Even the most seasoned new business-
savvy group needs to be constantly
challenged with new information.

@ NEW BUSINESS DEVELOPMENT

Getting into the Habit

The Commitment to New Business

do. Perhaps you have provided train-
ing and your station management is
committed, but the sales statf doesn't
know what they're supposed to do next.
They nced standards ot performance.

Training & Motivation

Vendorskills cannot be fearned cas-
ily. Going to a seminar is a great begin-
ning, but it takes more than that. Train-
ing and brainstorming should be done
cvery week. Even the most seasoned new
business-savvy group needs to be con-
stantly challenged with new intorma-
tion. Bring guest speakers in. Get the
salespeople to train others on what they
know. The best training is learning by
going on sales calls.

Desire often comes casily to the new
salesperson who has tew selling accounts
torely on. The more senior AEs oftenare
the most uncomtortable abaut replacing
old habits with new ones. This is the
toughest clement of the three because it
cannot be forced on people. it is some-
thing that must be telt. It is also a per-
sonal experience, because what moti-
vates one person may mean nothing to
another. To change onc's desire is to
learn what motivates them. Most of us
will change the way we do something it
we know it will help us to get what we
really want.

Change s difticult for everyone, but
if the new business commitment is im-
portant to your station, put your Radio
station under a microscope. Honestly
ask yourself if vou are paying close atten-
tion to the three important elements of
establishing a new habit. &=
Kathryn Maguire is president of Revenue De-
velopment Systems. She may be reached at
G17-589-0605
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PROMOTION

by Cliff Berkowitz

Most ot what we read about in

the trades revoives atound major market
Radio. Major market Radio is exciting,
but the majority of Radio stations across
the United States is in small markets. |
never gave much thought to small mar-
ket Radio until | moved to a small market
tast year. I've discovered this is the true
heartbeat of Radio. Untortunately ! feel
like a man who discovered the wondrous
buttalo as the last ot them was being
herded over a clitt.

Operating at tull potential, small
market Radio is magic. Lite in a small
community can be wondertul. The daily,
trenetic march and stress ot city lite give
way to a more humane pace. Cool dis-
tance between strangers is replaced with
open triendliness. And being somewhat
isolated from the rest ot the world, these
communities develop their own distinct
culture and activities. Smart operators in
these markets reflect this on the air by
becoming the voice ot the local culture
and intertwining with the very fabric ot
the community.

Driven to Extinction

This kind ot Radio is rapidly disap-
pearing trom the American landscape.
Much like the buttalo, these icons of
American history are being driven to
extinction, and we are to blame. Small
markets have become addicted o 24-
hour, satcllite-delivered programming.
They have replaced local voice and com-
munity involvement with tactoids from
LISA Today and gencric voices that don't
even tell us the time. | realize that satel-
lite Radio has saved the economic bacon
ot many a broadcaster, but we are leaning
on this crutch tar too much.
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At this point you may be asking
vourselt, “What does this have to do with
promotions?” Inaword: everything. Pro-
motions can demonstrate to your listen-
ers what you stand tor, what you're all
about, and what you're up to. Becoming
part of the tabric ot your community and
getting involved in its activities is the
best promotion a Radio station from a
small market (or any size market tor that
matter) can do.

Homogenized Culture

Once you make the commitment to
being areal ocal Radio station, act like it.
Too many small market Radio operators
try to make their stations sound "major
market.” Truth be known, most of the
best major market stations sound like
good small market Radio by keying into
the community as best they can. Generic
liners that don't mean anything to any-
body and big voice drop-ins rob vour
station ot its local identity by homog-
enizingittosound like Anywhere, U.S.A.

Remember, vour market is special,
and you've got something major market
stations wish they had: the opportunity
to connect with the audience. Asa strong
local station you can be in the center ot
everything ot importance to the commu-
nity. Know what's going on and talk
about it. Get out and be with people
whenever possible —not just at sales
remotes. Put tocal figures on the airregu-
larly — not just the local celebrities and
public tigures, but interesting, everyday
tolks, too. This is your community, and
your station should be a mirror of it
Celebrate what makes your market dit-
terent trom the rest of the world and
extol its virtues.

With so many good, smalt market

Rescuing Small Market Radio

CPR for the Heartbeat of America

QUICKREAD™

e Most Radio stations across America
are in small markets.

¢ Satellite Radio has gutted the soul
and substance of small market Radio.

e Generic liners that don’t mean any-
thing to anybody and big voice drop-
ins rob your station of its local identity.

e Promotions are more than contests.
They can define not only a Radio
station but a community by becoming
the voice of the local culture and
intertwining with its very fabric.

¢ Celebrate what makes your market
different from the rest.

stations gone, the tew remaining really
stand out. And while the herds have
thinned signiticantly over the years, |
remain hopetul tor the tuture of small
market Radio. Atter all, the butalo are
making a comeback, too. &=
Cliff Berkowitz is president of Paradigm Radio, a
Radio promotions and markeling consultancy.
He may be reached at 707-1443-0812.

Dont forget to
send in
your nominations
for the
Radio Wayne Awards.

See page 41.
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PROGRAMMING FOR MANAGEMENT"

by Corinne
Batdassano

Ovcr the years during my career

in Radio, I've watched ditterent trends
emerge in just about every part of the
business, often after extensive debates
over two ways to do things: the playlist
vs. no playlist controversy in the early '70s,
the tight playlist vs. the toose playlist, the
liner card readers vs. the air talent as per-
sonalities discussions, and many others.

These controversies provide fuel tor
convention panel discussions and keep
us all on our toes as we hope we've sided
with the visionaries who turn out to be
right. Although most ot my experience
has not been in program research, | can't
help but notice some potential common
sense red flags regarding the trend to-
ward maximizing your core audience to
raise ratings.

Beyond the Core

The general thinking gocs that it
you increase time-spent-listening with
your core audicnce, you can improve
your ratings, which you hope is casier to
do because these are your loyal listeners,
not people you have to lure away from
otherstations. While the concept sounds
reasonable, the danger occurs when you
tocus on your core audience only and
limit your research to that group.

QUICKREAD™

* Beware the trend toward maximizing
your core audience to raise ratings.

¢ The real growth potential for your
station lies in the non-core or casual
listeners.

* Stations that focus their research on
core listeners not only jeopardize the
casual listener but the fringe group of
core listeners as well.
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Red Flag Alert

Is Maximizing Your Core Minimizing Your Ratings?

Core listeners arc extremely impor-
tant to your station. They provide a solid
toundation. It you lose them, you're usu-
ally in trouble (that's why program direc-
tors always talk about “not alienating the
core audience”), but the real growth po-
tential for your station lies in the non-
core or casual listeners. By converting
them to core listeners, you set the stage
for solid growth.

Jeopardizing the Fringe
Core listenership consists of those
who are dyed-in-the-wool listeners, and

those who exist on the tringes — the
ones who are really just starting to like
vour  station
enough  that

they'll stay with
youityouremain
consistent. Sta-
tions that tocus
theirresearch on
core listeners

only, trying to

get them to listen longer, not only jeop-
ardize the casual listener, but the tringe
group of core listeners as well. Your sta-
tion superserves its core audience, but
that audience may be too small to sup-
port you.

Chances are, your core listeners are
not going to signiticantly increase their
TSL no matter what you do. Look at TSL
among your Pls, using any ot the re-
scarch tools available, to find out what's
happening at your station. Go back to
last year's numbers to get a historical
trend. Most likely, those numbers will be
consistent trom book to book. It you are
researching core listeners only, it may be
time to re-evaluate that strategy. You
have to keep your core listeners happy,

but you must work toward converting
casual listeners to core users to grow.

Stability and Growth

So what steps must you take to rec-
tity any damage you may have done by
tocusing too narrowly on your core? First
of all, realize that in terms of program-
ming and research you have two audi-
ences: the core, which provides stability,
and the non-core audience, trom which
your growth will come.

These groups are not necessarily
incompatible. For each decision you
make, you must evaluate its impact on
both your core and non-core listeners.

You have to keep your core listeners happy,
but you must work toward converting casual
listeners to core users to grow.

Work with yourresearch directororyour
research firm on these issues, and you'll
maximize your entire listening audience,
and not just your core, &=
Corivne Baldassano is vice president of program-
ming for SW Networks in New York. She may be

reached at 212-833-5706.
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ENGINEERING FOR MANAGEMENT"

)

by Eric Smatl

Makingprcdictions is risky busi-

ness. But with the trn of the century
coming up, the temptation is irresistible.
I'm put in this mood by just having
attended the Audio Engineering Socicty
Conference. A walk around the exhibit
arca gives you a good ideca what's new in
audio and what may be happening in
Radio over the next scveral years.

You Want a Revolution?

Forawhile, revolutionary audio pro-
cessing happened every 10 years. The
'80s scem to have been a miss; only a lot
ot incremental improvements with no
revolution. Stand by for the late '90s.
The promise ot digital processing, up till
now a disappointment, will deliver the
long-awaited quantum leap in loud but
high quality audio.

RBDS

RBDS will take oft by 2000. So tar
it's been slow because of the chicken-or-
the-cgg problem: The consumer Radio
manutacturers won'tadd RRDS to Radios
until a majority of stations are broadcast-
ing RBDS; broadcasters are reluctant to
invest in new technology until there are
enough listeners with Radios to receive it.

Fortunately the EIA (Electronics In-
dustry Association) has been providing a
lot of good pressure on all the players —
unlike NAB, which can't seem to make up
its mind. In addition, the auto makers,
who will really decide the fate of RBDS,
seem to be committed to making RBDS
happen. By the new century, the pen-
ctration ot RBDS-equipped cars willmake
RBIS consumer-oriented transmission a
competitive necessity forall FM stations
Your competitors will be running artist
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and title information during music, and
advertisers' phone numbers and addresses
along with spots. Any station that can't
or won't do that will be at a disadvantage
in the market.

Audio Editing

This will have a greater impact than
anvthing since the introduction of the tape
cartridge machine. Many major market
stations have acquired digital audio edit-
ing, but the ettect on day-to-day opera
tions will be greatest at smaller stations.

Digital audio editing means replac-
ing the quarter-inch tape deck, editing
block and razor blade with a personal
computerand some neat sottware. [tdoes
not mean converting your station to digi-
tal or anything grandiose like that. APC-
based digitalaudio work station will prob-
ably double or triple the efficiency of rou-
tine audio production. Best of all, the com-
puter, software and audio card will cost a
tot less than even an inexpensive produc-
tion-capable conventional tape deck.

Cart Machines

Cart machines will gradually disap-
pear from Radio stations. However, this
will be more evolutionary than revolu-

tionary. Already, centralized computer

disk-based spot and music storage sys-
tems are replacing cart machines in new
studio construction. Over the next five
years, such systems will continue to drop
in cost, especially if the cost ¢t a disk-
based system is expressed in terms of
how many cart machines it replaces.

Consoles

Twenty-tive years ago, | was pre-
dicting the demise of the console, espe-
cially for on-air use. Now I'm not so sure.

Brave New Predictions

Radio in the Year 2000

QUICKREAD™

» The late '9os will deliver on the promise of
digital processing with the quantum leap
in loud but high-quality audio.

» RBDS will take off by 2000.
« Digital audio editing will have a greater

impact than anything since the introduc-
tion of the tape cartridge machine.

* In general, costs will drop, efficiency will
increase, and technology will continue to
make a creative contribution to the art of
making good Radio.

Sexy as virtual devices (things that exist
only on the screen ot acomputer) can be
they tend to be physically unsatistying.
Put another way: When a jock wants to
cook, he or she wants to grab something
in therr hand and move it, not run their
tinger across a CRT screen.

My bet is that consoles very much
iike what we have today will stay with us
well into the next century.

DAB

Pontiticating about DAB seems like
a great way to get lots of pcople mad at
me, so | won't say too much. However
I'll be surprised it by 2000 the issue isany
more resolved than it is today.

Aside trom all the technical issues, |
tear that HDTV and DAB will both be-
come real around the same time. The
public may develop high-tech overload,
and Radio will be the loser.

All in all

bright for Radio technology. It scems

| think the future looks

that costs will drop, efticiency will in-
crease, and technology will continue to
make a creative cantribution to the art ot
making good Radio. &
Eric Small is president of Modulation Sciences
Inc. He may be reached at 800-826-2603
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INK: Why did you decide to do a Radio
show?

PEROT: W¢ had heen buying 30 minutes
ol television time periodically and up-
dating the American people on the is-
sues. Then the networks decided they
would not sell us time, so we explored
Radio. The closer we got 1o that, the
better | liked the aliernative. You have a
dialogue in Radio, and you tend to have
a monologue on television. We had the
opportunity to put together this network
ot the big Clear Channel stations and a
number of other major stations to get
really good coverage across the country
and shortwave to give uscoverage around
the world. The purpose ot the show is
defined :n the name, Listening to America.
The American people desperately wanta
voice. They are supposed to have a gov-
ernment that comes from them. Instead,
we have a government that comes at us
and tells us what 1o think and what to do.
The American people would like 10 have
amuch more eftective voice. So, this has
becn a great experience.

INK: Are you having fun doing it?
PEROT: Yes. This has been a lot of tun.
W e asked the listeners to writeand tell us
how to improve the show and give us
future opics, as well as topics tor our
daily commentary that we do during
drive time. They have great suggestions,
and | love their letters. Of course, the
best part is when they callin. A lot of my
friends who wouldn't normally listen to
Sunday night Radio listen just to sce it |
can do a Radio show. The consistent
respanse from what you would call the
clite group is, “These people are really
very well-intormed.” And the primary
reason that they are well-informed is that
they listen to talk Radio a lot.

INK: That is really true, isn’t it?

PEROT: It is. It you want to get a lot of
detailed intormation, you have to go 10
talk Radio. There are subjects that other
parts of the media will just black out and
not discuss. These issues get discussed at
great length on talk Radio. GATT and
the World Trade Organization, the cur-
rent subject, really just does not get into
print or get on television in any depth.
Yet it affects our ecconomy and will atfect
millions ol jobs in this country

INK: The television industry does not
seem to have learned that in-depth is
what people want. They believe that people
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want 10-second sound bites because of a
short attention span. That seems to be one
of the successes behind talk Radio.
PEROT: Absolutely. When | ran my first
30-minute show, all the experts 1old me
that nobody would watch it, that the
American people have an attention span
of three to five minutes. Both shows had
huge audiences, and that should have
sent up a giant tlare to people that are
only concerned aboutselling one-minute
ads on television. There is a huge audi-
ence tor the facts. I they couldn't figure
it out that way, they ought 1o go 1o 1atk
Radio and realize that there are people
who listen tor two or threc hours a day to
get the faces.

INK: Oftentimes, they get misinformed
as well.

PEROT: Well, thatis truc in all the media.
INK: What was your biggest eye-openerin
dealing with the media during your cam-
paign for president?

PEROT: It is the only event that | have
ever been part of in my lite where there
are no rules. There are rules of normal
cthical behavior in business. There are
rules of war. There arc rules in mud
wrestling. When it comes to politics, just
throw all the rules out. Forget anything
you were ever taught as a Bov Scout and
realize thatitisstrictly dog-cat-dog. The
saddest truth is the unbelievable number
of negative ads that werc run in the 1994
campaign. It's just sad. It is propaganda
and has nothing to do with governing
our country and it just assumes, again
that we out here are all so stupid that we
will buy that stutt. The American people
are not buying those ncgative ads. They
hate those negative ads. They wish the
people would take a minute and explain
what they are going to do if they are
clected, instcad of chewing on their op-
ponents. ... ltalsoassures that the people
that you would most like in public otfice
would not touch it

INK: What do you say to the Radio broad-
casters who might consider your show as
just a platform for Ross Perot to further his
political aspirations?

PEROT: At first, i would justlaugh and say
that [ do not have any political aspira-
tions. My aspirations are to sce that the
country has its best century in the 21st
century, and wecannot passon the Ameri-
candream toourchildrenunless we solve
these problems that we talk about on the
show. I do not want anything far myself

¢ Leisure activities: Horseback riding,
speed boats, and all kinds of athletics

¢ Recommended reading: Leadership
Lessons of Attila the Hunand All I’ll Ever
Need To Know | Learned In Kindergarten

4 Mentor or role model: My father. He
taught me everything | know about
business. He was my best friend.

¢ Whom did you listen to on the Radio
when you were growing up? | remem-
ber Gabriel Heater — “There’s good
news tonight,” remember that one? Of
course, Jack Benny, Bob Hope, Amos &
Andy, and the children’s serials in the
afternoon.

¢ What has been your most elusive
goal? My only goal in life now is to do
whatever | can in the time left to me to
try and get this country back on track
so that boys and girls from nowhere in
the 21st century can live the American
dream, just like | did.

4 Of what achievement are you most
proud? My five children.

Nobodv could have been tuckier than |
have been in every single part of my life.
... Mydad nevergottofinish highschool,
but his son got to live the American
dream. ... it anybody ought 10 be doing
this, Ishould. It ljustlooked atit from my
own seltish point of view, | wouldn't do
any of it. I would just go and enjoy my
family and take care of husiness. It anv-
body has an obligation to do it, somcone
aslucky astamshould doit. I do not have
any goals for myselt. P have a lot of goals
tor our country.

INDECENCY & THE FIRST AMENDMENT
INK: Broadcasters are mighty concerned
about where the Federal Communications
Commission is going. They are concerned
about limits on ownership rules, govern-
ment controls and the indecency issue.
Indecency seems to be an area where
everybody is really uptight, because there
are not very specific guidelines. Yet, there
are some people, like Howard Stern, for
instance, who are getting away with things
that are unconscionable. If you had con-
trol over the FCC and so on, what would
you do?
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PEROT: | feel very strongly that only
decent material should be presented on
Radio, because children listen to it and
there is no way to monitor or control the
fact that children will listen to it. The last
thing we should do is do anything that
makes our society more violent than it
already is. Since the airways belong to
the people, | think that there is an enor-
mous obligation to make sure we do not
produce things that really adversely im-
pact children. That would be a very im-
portant issue on my agenda.

INK: How then do we deal with the issue
of the First Amendment in controlling that,
or not controlling it, as the case may be?
PEROT: | would use the same process that
we used for decades when you couldn't
even say "hell” on Radio. Right? What-
everthat process was, just put it back into
etfect. If youwent to the American people
and say that we have to change our rules
of government to get the filth off of
Radio, you would get an overwhelming
endorsement of that. We are talking about
a very narrow spectrum of things that
children shouldn't see or hear.

.

Perot on the presidential campaign trail.

INK: Many believe that the role model for
many children, and many young families,
has become the television. As a result, the
lack of consciousness in Hollywood, and
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sometimes in the news de-
partments in New York, is
fueling the problem.
PEROT: | think that's true. It
isall driven by money. You
getabiggeraudience if you
play the O.J. Simpsonstory.
So the American people are
at fault, and that is true.
Television is all driven by
audience ratings, and that
determines how much you
can sell your ads for. This
[Simpson trial] should not
be played out on television.
I'm a little bit surprised that
Judge Ito didn't just take
this thing off televisionand
just run this as a regular court case.
That would have done a great ser-
vice to the people.

INK: It's getting to the point where it
is going to be impossible for anybody
to get a fair trial any longer because
of the media.

PEROT: If they are famous. Right? If
you are nobody, then they can put
you away. If you are famous, have
glamorous lawyers and if your case
will attract an audience, then
we're stuck. These are all prob-
lems that we have to deal with in
the electronic age. We ought to
deal with them head on. Just
face them, have a big debate
across the country, develop a
consensus, and then do it.

INK: How do you feel about the
concept of self-regulation for
broadcasters?

PEROT: That is the best: the
person who owns a Radio sta-
tion who says, “I'm not going to put
junk on my station.” For example, a
person who owns a grocery store —
the most profitable thing you could
sell would be illegal drugs, right? But
a good citizen wouldn't think of that.
Why are we willing to put porno-
graphic material on the people’s air-
ways? The buck stops with the people
who can make the decision there. Ina
free society, this should be a non-
problem, because the people who own
the stations, who were fortunate
enough to get the frequencies, have an
enormous moral obligation not to put
anything out that would be damaging
to children.

[

Perot in 1970 when EDS was listed on the NYSE.

Perot shaking President Eisenhower’s hand during
Eisenhower’s visit to the United States Navel
Academy in 1953.

INK: Some might say, “Well, if | put
Howard Stern on the air, our Radio station
is going to make five times as much
money as it was making before.”
PEROT: So will the grocery store owner if
he sells drugs. What is the difference?
You could say, well, itis notillegal to put
Howard Stern on the air. However, is it
right or wrong? That ought to be the test
in a free society.

JUST DO IT

INK: The Radio industry only gets 7 per-
cent of the advertising dollar in America.
No matter what we seem to do, that’s all
we get. Now, Ross Perot, you're a man

25 p

DECEMBER 12, 1994 - JANUARY 1, 1995




« 24
who has been able to work
magic in business. What
should we do to increase our
percentage?
PEROT: | would ask mysell
whatis my problem. My prob-
fem is television. Right?
INK: Television and newspa-
pers, yes.
PEROT: With no television
you would be the market. So,
your best competitor is tele-
vision. The good news is that
when you are listening 1o Radio. your
brain has to create the picture. Itis a lot
more fun o listen 1o Radio than it is 10
watch television. | remember the serials
that | listened to as a child — | had to
visualize Superman and Captain Marvel.
| had, in ettect, color television in my
head and my mind was working all
through those programs. That is the rea-
son that talk Radio isso effective. People
really getinvolved. [tisachallenge to the
Radio station owner to present pro-
gramming so interesting that it lures
people oft of television. Thatway, you'll
get more market-sharing and more of
the ads.
INK: It is obvious that you love doing
business. What are the most important
disciplines one needs to develcp in busi-
ness to become a success?
PEROT: If you are starting a business, the
first thing you have to have isan idea that
you have 1o do. The Wright brothers had
to fly. Steve Jobs hadn't even gone to
college and was playing with chips, night
and day, in his father's garage. His dad
said one day, “Steve, make something
you can sell or go get a job.” Sixty days
later, the first Apple computer in a
wooden box built by Steve's dad wassold
in Calitornia and the rest ts history.
The deciding factor in my decision
to start my company is that | had the
idea, and really wanted to do the idea.
IBM had been kind enough 1o listen to
me about this idea, all the way to the top
of IBM, but they weren'tinterested. | was
sitting at a barber shop one Sawrday
afternoon reading an old Reader's Digest. |
read a passage from Thoreau — "The
masscs of men lead lives ot quiet despera-
tion.” | said, “That's me.” So, | decided
that | had (o do it. Everybody thought
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Perot and his daughters in 1991.

my idea was so unorthodox
that nobody would support
itfinancially. | had tostart by
myself with no capital, but 1
had to do it. That's the bad
news. The good news is that
[ had 1o build acompany that
generated cash. | boot-
strapped that company with
profits that it made. It be-
came a worldwide multi-bil-
lion dollarcompany. The fun
part of it is, since nobody
would back the idea, | was

28 p

Today's level of fierce competition demands
that you prominently displayv vour 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
of dollars.

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 promotiona! give-
aways. Just roll of! what you need and cut.

Call today
and get exposed.

800/231-2417

PLAST
BANNERS

' Expose yourself with a minimum

r

x

- Ty = poXF -~ we oy B e o
e a-éw.ﬁ;.‘.)rr.el{;_afs‘.a.' a,{ai\kxfx‘w

K3

Circle Reader Service #112

e

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.

P.O. Box 750245
Houston, T\ 77275-0245
713 7484-6892
713/947-2053 FAX

RADYO
INK 25

Reef Industries, Inc.

-1

of risk. |
-

|

i



AMERICAN
URBAN

RADIO
NETWORKS

THE ONLY NATIONAL RADIO
NETWORK TARGETED TO THE
AFRICAN-AMERICAN MARKET.

WE REACH

WE SELL

WE SERVICE

AMERICA’S #1 URBAN NETWORK

SALES OFFICES:

NEW YORK
463 SEVENTH AVE. e NEW YORK, NY 10018
(212) 714-1000 * FAX: (212) 714-2349

CHICAGO
75 EAST WACKER DR. ® CHICAGO, IL 60601
(312) 558-9090 « FAX: (312) 558-928Q

BROADCAST OPERATIONS/AFFILIATE RELATIONS:

PITTSBURGH
411 SEVENTH AVE. e PITTSBURGH, PA 15219
(800) 456-4211 o FAX: (412) 456-4040

o TR T7 0 S C e aets m: G v B N EERETET 8 e L e G TS -‘JJ




g PRESIDENT CLINTON AND
PRESIDENT MANDELA
USE AURN TO REACH
AFRICAN-AMERICANS




INTERVIEW
42

stuck with the whole thing. It is a story
with a happy ending when you make
it work.

The second thing: Most
entrepreneurs are not smart
enough to realize when they
have failed. For example, the
Wright brothers in their di-
ary said, “Not within a thou-
sand years will man fly." They
basically said, we can't do it.
Yet they wouldn't quit. And
their success rests squarely on
the rubble of all those other
crashes. In other businesses,
there is this solid list of fail-
ures where the successful busi-
nessman was probably just too
dumb to recognize that he
was beaten, and he just kept on going.
Beyond that, since they are not extraor-
dinarily bright, they bring in people far
more talented than themselves, and they
get the multiplier effect. On the other
hand, the genius entrepreneur has an
inherent disadvantage in that he can do
it better than everyone else and tends to
want to try to do it all, winding up with
a one-man business or a small business.
But, if you surround yourself with very
talented people, and create an environ-
ment where their goals, hopes and dreams
can also materialize, you have planted
the seeds that can grow into giant oak
trees. Those are just some constant fun-
damentals that | have observed along
the way.

WHAT MONEY CAN'T BUY
INK: You see a lot of these motivation
gurus who talk about goal setting, imag-
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ing, dreaming and all of that. Do y=: buy
all that?

PEROT: Well, not a lot of that. They
mostly now have got everybody holding
hands in a circle around a candle and
humming, which | can't relate to. My
whole orientation is that we
can figure out what to do and
then go and do it. We built a
company doing things in 90
days that all of our competitors
want to do in 18 months. Our
philosophy was, God created
the heavensand the earth in six
days, so it doesn't take forever
to do something good. So, let's
just go do it. The big competi-
tors always had giant teams,
and we used small high-talent
teams and just zapped them.

INK: How do you moti-
vate your people to
do that?

PEROT: Just the
thought of climbing
the cliff. It was the
challenge. Everybody
would look at that cliff
with ice all overit, and
grin and scramble up
it, while the others
were sitting there
bringing in consultants
asking how do we get
the ice off the cliff.
INK: Many entrepre-
neurs may say that money isn’t their
primary motivation.

PEROT: Well, that's another fundamental
part that | preach at Harvard Business
School, Stanford, Wharton, and when
I'm speaking to young people who are

studying business: Money should not be
your goal. If making mnney is your goal,
you probably won't succeed. [f building a
great company is your goal, you may
make a lot of money as a byproduct. |
never cared about money, believe it or
not. It was never a goal. It just kind of
happened. | have a lot of thoughts about
what is important in life, and money is
way down the list. I've had the opportu-
nity to know the richest people in the
world and most of them are very bitter
and unhappy people. Most of their chil-
dren are a mess. If your children don't
turn out well — and | don't care how
many yachts or airplanes you have or
how many girlfriends and wives you have
— as an old person, you are going to be
sitting there knowing — not feeling like
— butknowing you are a failure. Margot
and |, when we came into
Dallas in 1957, everything
we owned was in the back of
a '52 Plymouth and we were
just as happy then as we are
today. Happiness is a state of
mind. It has nothing to do
with money. Our greatest
source of happiness has
been, is, and always will be,
our children. Money can’t
touch that.

TRUE VALUES
INK: You mentioned your father
earlier. Obviously, you had great

admiration for both your parents.

PEROT: | have said it again and again that
we lived under very modest circumstances
during the Depression, but | was born
rich because of my parents. My father
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an<' ! had alife toge:her that tew children
could possibly have today in the corpo
rate world. We were lngt'lhcr for several

hoursadavandall weekend, every week
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end. He was literally my best friend. The
one thing | learned from him, it | had to
—— s single out one thing, 1s that he always
treated his customers fairly. He made a
very simple point. He said, “Son, if vou
do that and give them a fair price, they'll
be back next year. If you cheat them, er
take advantage of them, they will go
somewhere else. lust treat them fair
thev'll come back every year.”

My mother — she was special. She
was perfect. The most beautiful story
that | could tell you is at her funeral, | had
a little 7-year-old daughter with me. As
we walked out of the church, she squeezed
myv hand and said, "Daddy, when | grow
up, | want to be just like grandmother
She was just as kind and sweet as she
could be. She never had to raise her
voice. For my sister and |, our greatest

concern was that we never dlsapplnnl

o = ourmother. She neversaid, "Now, you're
Perot’s father, G.R. Perot, standing in front of his

’ goingtodisappoint me.” That nevercame
cotton office, circa 1940.

up. We loved her so much. She was so

good, kind and sweet that wea'  ys telt
that the least we could do was try to be
what she was teaching us to be. For
example, during the Depression, the
hoboes would come up from the railroad
track, knock on the door and ask for
food. This tiny little lady, my mother
would go to the back door and she would
always feed them. And we didn't have
much, but that is what she feltas a Chris-
tian she should do. One day this fellow
said, "Lady, you've got a lot of people
stopping here?” She said, “Yes, we do.”
He said, "Come out here and I'll show
vou why.” She went out there and there
was a mark on the curb. He said, “Lady,
vou're a mark. That's marked to tell ev-
ervbody that vou will feed the hoboes.”
After he left, L asked herif she wanted me
to wash that off. She said, "No son. These
are people just like us and they're down
on their luck.”

We had to memorize this poem as
soon as we were old enough to memorize
anything: "Help the man who is down
today. Give him a lift in his sorrow. Life
has a very strange way. No one knows

what may happen tomorrow." &

[ - - - -
| |
| f
| * 7 |
| Looking For Revenue Increases? |
i 4 I :
- Griffin Knows How To Help You Sell More!
B The Griffin Reports ... syndicated, localized, m If you want to sell more to current accounts ...
i original qualitative and product-usage informa- or if you need help convincing new clients that |
, tion. We've helped radio stations in over 50 your station should be on their buys ... call
| markets increase their sales. Griffin. We know how to help you with audi-
I m Our research provides demographics, plus ence infqrmation that can give your stationa |
| information about what & where listeners buy competitive edge.
... how they use media ... and much more.
|
|
THE |
| "Wh! |
[ |
‘I ™
‘ L REPORTS
| Contact Craig Harper ... and let’s talk about your market and your station today. |
- @ 1-800-723-4743
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SPECIAL REPORT

YEAR IN REVIEW

The States Speak Out

Instead of doing the typical run-of-the mill look back at the year’s big events in the eyes of movers
and shakers, we decided to do something different. We asked the state associations for taeir point
of view, which is often neglected and hardly heard. We gave them an opportunity to say what they
thought was important in 1994 as well as give their own forecast for 1995.

We asked associations from all states and Puerto Rico to participate. Some felt they had nothing
worth reporting; others simply failed to respond. In the end, those who responded had a general
consensus on the issues that affected them, mixed feelings about the new kings of Capitol Hill and
a positive yet wary outlook for 1995. We asked the following questions:

was the outcome’

é will be your biggest
Radio in 1995?

RADIO
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ALABAMA

In our opinton, the two major prob-

lems that broadcasters taced in the past
12 manths were. (1) the spectrum roy-
alty proposed by the Clinton administra-
tion to raise more than $4 billion to otfset
taritts trom the new GATT agreement
and (2) LL.S. Sen. Strom Thurmond's (R-
S.C.) bill, Senate Bill 674, regarding beer
and wine advertising warnings.

In 1993, two of the major problems we
will face will be (1) resurfacing ot some
version of campaign retorm, with public
tinancing ot federal candidates and turther
reduction of lowest unit rates and (2) alco-
hol ad warnings in some type of new legis-
lation similar to Thurmond'sS.674. We are
also greatly concerned about further re-
duction of ad tax deductibility and perfor-
mance rights tor sound recording.

— Ben K. McKimnon, executive director
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CONNECTICUT

Our higgest issues this year were
tighting oft turther spectrum fees, pro-
testing alcoholic beverage warning la-
bels and campaign reform proposals that
would lower the lowest unit rate charge
— 56 percent discount for political spots
—allotwhichwe succeeded indoing. As
for 1995, we expect to deal with holding
the line on spectrum fees, restructuring
EEO rules to be more pragmatic and
sensible tor small market situations and
reaching a realisticaccommodation with
FCC Chairman Reed Hundt's unclear
signals about the content of programs.

— Paul Taff, president

FLORHE ﬁ

GEOR f:'d_\
HAW . . gj
IDAH ﬁ
ILLINOIS -

Working closely with some key
members of our 1llinois congressional
delegation, we made significant contri-
butions in the fight against the alcohol
labeling act and the 4 percent fee that
would have been levied against broad-
casters to fund GATT. For mere than a
decade, two bills have continually resur-
taced in varied forms: one on some sort of
beer and wine legislation, and the other
a pertormer’s royalty bill. These bills
likely will come up again in the next
Congress, and with the turnoverit's hard
to predict how these new, probably more
conservative representatives will vote —
especially on the beer and winc issue.

— Wally Gair, exec. VP

World Radio Histo

KANSAS

Our government seems to cause the

greatest challenges, yearinand year out,
through onerous regulation and legisla-
tion. In 1994, one of the issues with the
greatest potential to cause harm to Radio
stations in Kansas was the real threat to
beer and wine advertising revenue in-
herent in the alcohel and warning leg-
islation. We vigorously participated in
the industry’s grass roots ettort oppos-
ing it. The greatest challenge: EEO
and tinding elfective wavs to help our
members recruit minorities and com-
ply with FCC polictes.

Our response has been to sponsor
EEO compliance workshops, compile a
list of reterral sources for minority job
applicants, and provide minority schol-
arships to potential future broadcasters.

We anticipate
more of the same tor
1995: government
intrusion — cither
actual or proposed.
It's incumbent on all
broadcasters to be
vigilant and to par-

ticipate in the pro-

cess through grass Harriet Lange

roots lobbying and

staying in touch with their elected of-
ficials. Our challenge is to make he-
lievers out of our members so that they
can make a ditterence.

— Harriet Lange, president
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KENTUCKY

I would say the most important issue
is GATT orthe administration’s proposal
that broadcasters fund a large portion of
the lost revenue trom the implementa-
tion of GATT. Intensive grass roots lob-
bying by most broadcasters, led by state
associations and the National Associa-
tion of Broadcasters, beat the proposal
down. With the change of lcadership in
both the Senate and the House, the new
lcadership has a very tull plate. To tulfill
campaign promises, money in large
quantities is going to be needed badly
and quickly. Spectrum fees, auctions,
etc., are among the arcas they will be
looking over.

There is a misconception in Wash-
ington that all broadcasters are fat cats
and that business is booming. In the case
of some metro broadcasters and some
networks, business is up, as are profits.
But for the small and midsize broad-
caster, this simply is not true. Many sta-
tions are dark. Congress has lost sight of
the fact that the bulk of Radio stations
are small and midmarket stations. Any
additional tees of any type will darken
many more ot the smaller operations at
the grass roots level. | know. | own two
stations in a town of 6,000 people; my
stations have been in red ink for the past
three years. ‘94 will sce a continuation of
this picture.

— 1.T. Whitlock, executive director

LOUISIANA

5

32

MAINE

MARYLAND/D.C./
DELAWARE

MASSACHUSETTS

The most challenging issue facing
Massachusetts broadcasters in 1994 will
most likely repeat in 1995. The Massa-
chusettsDepartmentof Revenueis charg-
ing broadcasters a sales tax on machinery
and materials, a tax from which newspa-
pers are exempt. We began an ctfort in
‘94 to secure an exemption for broadcast-
ers and will continue that tight in the
1995 legislative session.

— B. Allan Sprague, executive director

MICHIGAN

MINNESOTA

MISSISSIPPI

MISSOURI

The series of tax proposals coming
from the Clinton administration all year
— none of which
was successful —
was our most im-
portant issuc.

The chal-
lenge for 1995 isa
new federal tele-
communications
bill, which gives
broadcasters the

Donald Hicks

right to use their
allocated spectrum for non-broadcast
profit centers with the advent of digital
technology. This must be achieved with-

out spectrum fees.

— Donald Hicks, exec. VP

MONTANA

NEBPASKA

The most important issue for our
association in the state was a potential
tax on syndicated
programming. For
the first time in his-
tory, ourassociation
sponsored and got
passed our own leg-

islation, a tax ex-

emption on copy- )
righted material Richard
whetherin the form Palmquist

ot satellite transmis-
sion, tilms, tapes, records, discs, etc.
The biggest challenge tor Radio in
1995 will range from keeping new leg-
islation and regulation from hurting
ourindustry's ability, to making a profit
so that stations can continue to serve
their communities.
— Richard Palmquist, executive director

NEVADA

The legalization of gaming adver-
tising in the state of Nevada was the
most important issue our association
had to face in 1994. The outcome was
a victory for the broadcasting industry
in the LLS. District Court in Nevada.

We do not know what our biggest
challenge will be in 1995, However,
the rebuilding ot our association has
created a growing cohesion of all our
stations, so that we will be in a better
position to fight any battle. Of con-
cern right now is the consolidation of
Radio stations.

— Robert Fisher, CEO/president

NEW HAMPSHIRE

In a slowly recovering economy,
many New Hampshire stations are still
struggling for survival. Therefore, the
association has spent a lot of energy
trying to thwart the federal government's
attempts to saddle broadcasters with ad-
ditional taxes and fees and to effectively
climinate beerand wine advertising from
broadcast. It's highly probable that these

33 b
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issues will continue to require our atten
tion in 1995,

— B. Allan Sprague, presides.t

NEW JERSEY
This year it was tower registration
fees. The New lersev Department of
Favironmental Protection and Energy
DEPE) decided 1o register towers at
$510 pertower. The association in both
public hearings and private testimony
convinced the dcparlmcnl to torgo
its plan
Looking ahcad, we toresee the chal-
lenge of wrming the ad disclosures tor
leasing on Radio trom a tederal regula
tion into a contorming state regulation.
Phil Robirts, president

NEW MEXICO

This year our biggest challenge was
an advertising tax in the state Legisia-
wire. We deteated it

For 1995 we will contront adverse
legislation — both state andfederal. Leg-
islation like taxes on advertising or the
han of beer advertising on the air are
expected to be problematic.

— Dee Schelling, execudive director

NEW YORK

For 1994 we dealt with gaining com-
pliance with the New York State Attor-
ney General's oftice so that the state
Radio stations could accept auto lease
advertsing Ctollowing passage of the auio
lease advertising legislation in Congress).

Neat year we expect one challenge
to be maintaining the fevel of Radio dues
as duopolies continue 1o shrink our uni-
verse as far as a dues base.

Andapotential challenge witl be the
new administration both on a state and
federallevel. Atter 12 years of Gov. Mario
Cuomo, we now have to deal with a
wholc new group. That will be a tremen-
dous tearning process

On the tederal level there's still this

DECEMBER 12, 1994 - JANUARY |, 1995

rereeation ol us as being “fatcats " ready CHIO

tor the plucking. They may ook to our The most important issue the Ohio
industry as a place to go for revenue, and — Association of Broadcasters protested on
that's nota comtorting feeling. We could 1994 was a state tax
be very vulnerable. commissioner’s rul -
Joe Reilly, executive director ing that ratings scr-
vices were subject
to Ohio sales tax.
The OAB success-

tully challenged

NORTH CAROLINA

that tax at the lower

NORTH DAKOTA

court level and had

Dale V. Bring 34 P

Insert your commercials, finers and jingles  scheduled by third party software. Dalet
seamlessly into a satellite program. Simply  software also lets you integrate commands
“drag and drop” titles into to trigger external equipment
alog window, or import logs | while the system broadcasts.

Dalet Digital Media Systems 2 Phone: 212 370 0665
Suite 4906, 1292 East 42nd Street Dalet Express Fax Line:
New York, NY 10168 d Ol et 1800 257 1223
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OHIO CONTINUED

the tax thrown out. However, the state

is appealing to the Ohio Supreme Court,
where the battle continues.

fanticipate Radio's biggest challenge
in 1995 to be continuing its bottom-line
growth. A big part ot Radio’s 1995-96
economic well-being will be tied to the
regulatory schemes developed by Repub-
lican-dominated state and federal legisla-
tures looking to make up additional rev-
enue to tund their programs.

— Dale V. Bring, exec. VP

OKLAHOMA
Our greatest concerns lie in Wash-
ington. This past ycar, the adminis-
tration's proposed
tees to tund GATT
and to pay tor a pro-
gram to incarcerate
criminal aliens would
have been devastat-
ing to many broad-
casters.
With the
new Congress, the

same old issues will

tace us but with a
new tapestry. Cam-
paign reform, ad tax deductions, alco-
hol ad warnings and performance rights
will again surtace but in a new form.
Our challenges will be to make sure
that the new members on the Hill know
our story and protect and preserve the
nation's free broadcasting system.

— Carl Smith, executive director

5
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OREGON

PENNSYLVANIA

We are inan extended dispute with
our state high school athletic associa-
tion over rights, tees and anti-broad-
cast activities.

Pennsylvania will have a new gover-
norandsenatorin 1995. The State House
also changed hands, which will bring
new committee heads and changes in
leadership ot state agencies and depart-
ments. Building relationships will be a
key activity forusin 1995. Working with
the NAB on such issues as performers
royalty, campaign retorm and other
broadcast issues will also, undoubtedly,
require our attention.

~ Richard E. Wyckoff, president

PUERTO RICO

RHODE ISLAND

The Rhode lsland Broadcasters' As-
sociation is a state-based group that
monitors bills introduced into the Rhode
Island Legislature.

At this point in its 30-year history,
the membership prefers to maintain an
active lobbying pressure on both state
leaders and the tederal elected otticials.
The association continues to watch et-
torts to tax broadcast revenues and im-
pose legislative mandates that may be
costly to broadcasters in Rhode Island.

~— Roger E. Bouchard, executive director

SOUTH CAROLINA

SOUTH DAKOTA

The biggest issue to face South Da-
kota broadcasters in 1994 was Senate Bill
674, the "Sensible Advertising and Fam-
ily Education Act,” introduced in 1993
by Sen. Strom Thurmond.South Dakota
broadcasters lobbied our senator, Larry
Pressler, but were unable to get a tirm
commitment opposing it. However, the

Eill was vithdrawn just tour days prior to
a sck~duled committee vote.

With the November clections has
corae added clout tor both South Dakota
senators. And the challenge of state
broadcasters will be to gain their support
on critical communications issues. Sen.
Pressler will chair the Senate Commerce,
Science and Transportation Committee.
It appears likely Sen. Tom Daschle will
become the Senate minority leader, and
his strong influence among his colleagues
on specitic issues will be crucial.

— Joe €ooper, president

TENNESSEE

TEXAS

This year our biggest challenges
were: EEQ, the retroactive rules applied
by the FCC; pursuing state rax exemp-
tions; tighting proposals tor various spec-
trum/user fees in Washington; and op-
posing whatever other crazy revenue-
raising proposal Washington tries to
impose on broadcasters.

The next mostimportant thing will be
protecting broadcasters' advertising busi-
ness in telecommunication deregulation.

— Ann Arnold, executive VP

UTAH

VERMONT
In Vermont, most concerns existed
at the national level and included legisla-
tion to require warnings on beer and
wine advertising, to reduce tax deduct-
ibility of advertising, performance rights
royalties, reintroduction of the fairness
doctrine and the FCC's establishment of
unfairly high tines for rules violations.
We avoided most of this legislation
this year, but most will be reintroduced in
the coming session. Hopefully, members
of the Republican-controlled Congress will
live up to their campaign rhetoric and will
continue todeteatsuch negative proposals.
— Alan Noyes, executive directer
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VIRGINIA

WASHINGTON

The latest roadblock was a proposal
to imposc afecol 4 percent ot broadeast
ers gross receiptstor broadcasters use ot
the spectrum tolund CATT. We worked
successtullv with <everal members of
Congressin the nationwide ettort to fight
the administration's proposed spectrum
fee. Washington Radio stations saved
more than $6.5 million in spectrem tees
annuallv as a result

Maintaining an adequate funding
plattorm for core programs such as legis-
fative lohbving » Washington law must
be changed to accommodate the recent
changeir tederal law onauto leasing ads)
and information services (as Washing-
ton stations prepare for license renewal
will be tundamental challenges nextyear.
Radio duopoly acquisitions eroded our
membership base and theretore funding
for the services we provide to Radio
stations. The association will need sup-
port from stations in new wavs to meet
this challenge.

Mark Allen, execntive director

and legal counsel

WEST.VIRGINIA

WISCONSIN

The issue tor this year and next vear
in Wisconsin is the possibility ot the
state sales tax extending to currently
untaxed services — including advertis-
ing. The Fegislature passed new K-12
cducational tunding last spring, increas
ing state tunding from about 45 percent
1o 66 percent, heginning in 1996, and
they did this without tunding the in-
crease about $1.2 billion per year.
Raising those funds will be the issue
tacing the Legislature and the communi-
cations indusiry when the Legislature
convenes in January.

Extending the sales tax to advertis-

DECEMBER 12, 1994 - JANUARY 1, 1995

ing would ¢ devastating to Wisconsins
qealthy ccenomy, costing us thousands
ot wbs and hundreds of millions of dol-
lars in lost cconomic activity. The failed
Ilorida experiment with anadsales taxin
the late 19805 should provide the labora-
torv-tested answer tor whether this kind
of business taxation is a good idea. For
the time being, however, we in Wiscon-
«incan be assured thatan ad sales tax will
be part ot our legislative agenda through
out the Legislature's six-month budget
session beginning in January

Tobi Laabs, presideint

WYOMING

W hile the state Fegislattre proposed
repealing sales tax exemptions on services
W'voming broadcasters worked with legis-
lators 1o see that the exemption for Radio
and television advertising was fettalone. As
of this writing, it is still exempt. We sl
have the specter of the sales tax hanging
over our heads, and we will continue o
work on this project. We willalso continue
to monitor any legislative attempts to put
broadcasters into a ditterent property clas-
sitication, which would raise our taxes

Ray Lansing, executive secretary/treasurer

(=]

EDIT

for news editing. Use it with the
Dalet text editor and prepare

Dalet Digital Media Systems
Suite 4906, 122 East 42nd Street
New York, NY 10168

The Dalet sound editor lets you cut and
paste audio so quickly it's the ideal tool

a complete news broadcast in minutes.
Unlimited undos/redos, real-time displays
and quick preview are only
a few of its powerful features.

Phone: 212 370 0665
Dalet Express Fax Line:
1 800 257 1223
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Below are nine different Radio Spot copy ideas which have been used-on-the éi(}xxtessﬁq!lyﬂﬁ vagious marke®.-Just-copy this
page, cut out the cards, put Bhem in a filing box and use them as a reference fortried-and-true copy ideas Send your great Radio
spot copy by fax to 407-995-8498, or mail to: Radio Ink, Attn.: Copy Clips, 8000 N. Federat Highway, Bo:ca Raton, FL 33487. Please
remember to include your address, the copy category, client's name, your name, title, station and“whethe- the spot is :30 or :60.

AUTO REPAIR

:60 BROTHERS FOREIGN CAR

If your car comes from Germany (music clip and
nonsense German syllables), from Japan (music clip
and nonsense syllables), from Italy (music clip and
nonsense syllables), from Sweden (music clip and
nonsense syllables), or somewhere else ... When
your car needs service, there’s only one phrase you
need to know. Brothers Foreign Car Service. For 11
years, Brothers Foreign Car Service has specialized
in import car repair and body work with honest
service ina clean atmosphere ... at very competitive
prices. And Brothers Foreign Car Service keeps
Mercedes, BMW and Volvo parts in stock so your
repairs can be done quickly and accurately. So,
don’t worry about learning a foreign tongue. Broth-
ers Foreign Car Service speaks your language.
Rental car service, insurance claims welcome and
free estimates. Brothers Foreign Car Service is open
Monday through Friday 7:30 till 6, on East Indepen-
dence, 3 miles east of the Highway 51 intersection.
Most major credit cards honored.

Ron Harper, WWMG-FM Charlotte, NC

RADIO

RETAIL

:60 DOuBLE M. WESTERN

(sfx: crowd noises throughout) Anncr: (cheesy re-
porter type) it’s Harry Sugarmaker here, to find out
what all the hoopla is about here at Double M.
Western Store’s George Washington Sale. Sir! Man:
(paranoid) Uh ... what?'? Anncr: What brings you
and thousands of others here? Man: I'm sorry, |
can’t say. Are you recording? Anncr: Is it the fact that
you can get 20 percent off all boots? Man: No.
Anncr: How about how men’s Western shirts are on
sale for 20 percent off, or men’s flannel shirts now
40 percent off? Man: That’s not it ... go away. ...
Anncr: Then, why else would you be here? Man: |
followed my wife ... | thought she was having an
affair. Anncr: No, she just wants to take part in all
the savings at Double M. Western Store’s George
Washington Sale like H. Bar C and Wrangler ladies
shirts now for $19.95. Man: Oh ... well, I'd better go
?nd)check it out. Anncr: Well, there you have it. ...
tag

Jennifer Peterson, WJEN-FM/WJAN-FM Rutland, VT

INK

GARDEN TRACTORS

:30 CHAMBERSBURG FARM SERVICE

(sfx: stadium crowd) Popcorn Guy: Get your pea-
nuts ... get your popcorn ... get your Cub Cadet
Garden Tractors at Chambersburg Farm Service,
priced as low as $4,199 with no interest and no
payments until October! (slowly start to fade out
crowd noise) ... Get your Cub Cadet Series-2000
tractors, priced as low as $2099 ... and get your
home maintenance products, too — both with 9o
days same-as-cash! (silence) Stadium Anncr: Now
batting, number 34 — Hey, where did everybody
go? s the popcorn guy talking about Chambersburg
Farm Service again? Regular Anncr: Chambersburg
Farm Service, 975 South Main St.,, Chambersburg.
Offer ends soon!

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

FURNITURE

:60 EAGLE Oak

Anncr: We’ve sealed off the 200 block of North York
Street, Mechanicsburg. ... In an attempt to show you
just how much furniture you'll find inside the Eagle
Oak Furniture Outlet — see, enough furniture to fill
an entire city block! Vc. 1: Excuse me, your curios
are blocking my cab. Anncr: And aren’t they lovely.
Vc. 1: Well, sure, but | have a fare and ... Anncr: And,
Eagle Oak Furniture Outlet has nothing but top-
quality, affordable furniture for every room in your
house all at factory direct prices! Vc. 1: No retail?
Anncr: You don’t get out much do you? Vc. 1: Well,
I just thought with this kind of quality ... Anncr: just
forget about retail. Vc. 1: It's out of mind! Anncr: No,
Eagle Oak Furniture Qutlet is out of this world! Vc.
1: Nice tie-in. ... Anncr: And now, Eagle Qak Furni-
ture Qutlet has all American-made, solid oak book-
cases, just $79 each! Vc. 1: No particle board?
Anncr: EEEOOQO Vc. 1: Sorry. ... (tag)

Stephanie Pedrick, WHP-AM/WRVV-FM
Harrisburg, PA

MAGIC SHOP

:30 MAGIC TRICKS

(This is meant to be read quickly and with a slight
tongue-in-cheek attitude.) Move over David
Copperfield! In the true spirit of hocus pocus,
abracadabra, now you see it now you don’t ... (sfx:
a big poof) Magic Tricks! (sfx: a big tah da!) Open
24 hours (but not in a row)! Magic Tricks —
specializing in oddities and curiosities from around
the world! Stun your family and stun your friends
with tricks, books and novelties from Magic Tricks!
Magic Tricks has gifts and gadgets for the beginner
to the advanced magician. And although she’ll
probably know you’re coming — appointments can
be made for psychic readings as well! Magic Tricks
— off University Avenue on 14th Street.

Kathy Zaleta, WINA-AM/WKAV-AM/WQMZ-FM
Charlottesville, VA

MINIATURE GOLF

:30 LITTLE LINKS

(sfx: jazzy music starts) Anncr: The top five reasons
to play Little Links Miniature Golf at Keglers!
Reason #5: It's the largest miniature golf course in
Central Virginia. #4: Cooling off in water hazards.
#3: Building sand castles in sand traps. #2: Three
words — great snack bar! And the number 1 reason
to play Little Links ... (sfx: music stops and drum roll
begins) Anncr: One club, one ball, no need to tip a
caddie! Little Links, in front of Kegter's, Route 29N.
Kathy Zaleta, WINA-AM/WKAV-AM/WQMZ-FM
Charlottesville, VA

PHOTOGRAPHY

:60 EDWARD’S PHOTO

(sfx: cars, traffic, honking, people talking, then
fade) (deliver slowly) Anncr: Everyone’s in a hurry.
We want it now, with no waiting. What would we do
without drive-thrus, fast cars or, better yet, instant
coffee!! Instant isn’t bad, but in today's crazy fast-
paced world, sometimes when we rush, quality
suffers!! But not at Edward’s Photo. Sure Edward’s
Photo does one-hour film processing for those
times when you do neeg it right away. But actually
they’d like to take some time. Time to look over
each one of your pictures before they give them to
you. That way they can make sure each picture
looks the way it should. with the proper contrast
and color. And if Edward’'s notices something
wrong, or they think they could do a better job,
they.l do it!! Guaranteed quality photos every time,
only at Edward’s Photo. Edward’s Photo, across
from Boz Hot Dogs in Bourbonnais.

Julie Lambert, WKAN-AM/WLRT-FM Kankakee, IL

INK
BAR & GRILL

:30 WEeT WiLLIE'S BAR & GRILL

Deep in the heart of Tumen ... Lies Wet Willie's Grill
and Bar ... It's turning 1 ... Let’s all have big fun ...
Everyone jump in the car ... Hit Radio 100 and Bud
Light ... that wonderful drink ... are playing host ...
to the party that most ... people will want to be at
...don'tyou think ... to make the party better ... they
set a fee that was nifty — ice-cold Bud Light ...
priced for a budget that’s tight ... at a most thrifty
buck-fifty ... Rub Pre-Sun on your body ... from
Bristol-Myers/Squibb ... Join Games and win stuff ...
Nothing too rough ... We oromise and we wouldn’t
fib ... We’re telling the truth ... Your chain we’re not
a yanking ... Sunday the 26th from noon to 6 ...
Come give Wet Willie’s a spanking ...

Deborah Rosario, KOKU-FM Agana, Guam

INK

NIGHT CLUB

:30 SAMBUCCA SAM’S

Anncr: (cold) Ladies ... this Thursday night, you
could enjoy an evening of poetry at Cappuccino
Corner ... Rearrange your sock drawer ... clean your
oven ... paint your dog’s ioenails or ... you could
party all night long at Sambucca Sam’s! (Stinger:
Your choice. BGM Up: Your choice.) Anncr: Thurs-
day night is ladies’ night at Sambucca Sam’s! Be
there at 8 p.m. and get ready to party with some
fantastic male exotic dancers! These muscle-bound
hunks are ready and rarin’ to go! Guys are welcome
after 10:30. What else are Thursday nights for?
Ladies night — 8 p.m. Thursday at Sambucca Sam’s
— downtown!

Kelly-Sue Thompson, CKGY-AM/CIZZ-FM Red Deer,
Alberta CN




MOVERS & SHA..ERS

xLarry Julius has bhean appointed exec. VP and regional excc /Midwest of the marketing division of the
Interep Radio Store. He was previously VP senior account manager tor Interep’s BBDO Account
Management Team PANT).

wMarc Leunissen has been voted chairman of the advisory board of Taterep's Najor Market Radio. He s
VPIGM ot WEZB-EFN New Orleans.

* Cathy Biegel has been clecied co-chairperson of the Radio Adverusing Burcaus COALS Comnuuee. Biegel
has been a member of the GOALS Comnuttee tor the past 15 vears, serving on several subcommittees
*james E. Flaherty will assume the office of chiet tinandial otficer (C1O) and secretery of Racotek
following the resignation of William . Baker.

*Annell Kirkland has been appointed GNP ot WORD-AN Spartanburg and WEBC-ANY N Greenville
SC, and will also be oversecing WSPA-AN/EN Spartanburg. She w

Richmond, VA

* Mark Lawrence has been named Furopean SM for Orban Tawrence has been a recordmg engineer and

e She had been an SMO%
account manager

at  Scientitic-

Adanta’s Newwork

Svstems Group.

*Charles W.
Gerding has been
named SN of
CBS Radio Rep

resentatives' St

has an extensive

background in
pro-audio sales.

* Virginia Lee Wil-
liams has joined

Marc Leunissen
International

Datacastingasthe
dircctor ot sales
and markcting.

-
Mark Lawrerce

lLouis  otlicce.
Gerding hasheen
an AE at CBS-
owned WCCO- itk g
=~ AN NMinneapolis. St ey 1%
Virginia Lee Williams  *Dave Rizzo has
been named AP

i3

ixpress SAor the broadcast division of
the Associated Press. He has been an AP
regional Radio exec. in Kansas Clity

*KRWM-FM Seattle has added scveral
new members o its sates team including:

Michigan State University graduate

Kendra Sharp as sales assistant Wash- Switch between live and autcmation and automated. Fine-tune and preview
ington State Univeraity graduate Shane with the click of one button. Dalet crossfades with Navigator's graphic mix
McArthuras Af former KMTT-ANLEN gives you the tools for a editor and make them sound

and KRPN TN Tacoma employee Kelley high-quality sound, both live better than live!
Clary as an Al; and Washington Transit
Advertisings Lence Ault as an Al

*Erik Sorensan has been named produce

of Day & Date. adaily, live hour of newsand | Dalet Digital Media Systems @ Phone: 212 37¢ 066?
opical information being developed by | Suite 4906, 122 East 42nd Street Dalet Express Fax Line:
Group W and CBS. Sorenson is tormerly New York, NY 10168 1 809 257 1223

dalet
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exceutive producer of The € BS Epenng News.
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SALLS PROMOTION PLANNER

ideas you should start planning now

MARCH

TARGET PRODUCTS

Lawn & Garden
Paint & Hardware

Frozen Food Vendors
Restaurants/(

Tan Products
lubs Tuxedos/Prom Dresses

Air Conditioning

DATES TO REMEMBER

1 Ash Wednesday
13 Chocolate Week

7 St. Patrick's Day
Spring Break

21 1st Day of Spring
Prom Season

NATIONAL
Nutrition, Frozen Food, Peanut and American Red Cross Month

SPRING FASHIONS
March is the time of year consumers are in the

market for the latest in spring fashions and
swimsuits. Beach gear, patio furniture, pool sup-
plies, air conditioners and fans are also jumping
off the shelves. In the United States, $110.8 billion
was spent on women's and children’s apparel in
1992 and $62.6 billion was spent on men's and
boys® clothing. The typical woman spends 27
percent of her annual clothing budget on career
clothes, and 27 percent on leisure wear. Eighty
one percent buy clothes from department stores,
70 percent frequent discount stores, and 68 per-
cent shop in local specialty stores and boutiques
(source: The Complete Retail Planner by Barbara
Wold)

PINT-SIZED
DELIVER GIANT
SOUND!

SPECIAL
$21 each or
all six for 5116
— Save *10.

Add S .95 for shlwl g: hlndllng plus
sales tax for

EMPORUN

TO ORDER CALL

1-800-226-7857

Our vintage
models

and shapes

RADIOS

replicate color

from the best “turn of the
century” designs. Perfect
detail and finishing with
chrome and marbled effects.

? w AWEFM battery operated. Approx. 5" x 2" x 3-1/2".
I — Limited Supply.

SPRING FLING

*“Frozen Food Frenzy” To celebrate National Fro-
zen Food Month, have sampling around a grocery
store, and show different ways to cook frozen food
products, give away a microwave or freezer.
*“Green for Green” Retailers, Car Dealers, and
restaurants offer discounts and specials on green
merchandise for St. Patrick’s Day.

*"“The Secret Sale” Provide a client with special
invitations to pass out to customers for a two-week
period before the big sale day. Open the store
early, serve breakfast, have fashion shows, deco-
rate and do it up right for the special customers.
*“Prom Preview” Work with a formal wear and
tuxedo store and have a fashion show. Tie-in shoe
stores, florist, accessory stores and restaurants.

31500

31400

Shipping out of U.S. will be billed if higher than standard S&H.
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JANUARY QUICK FIX

e“Fitness for Free” Cross promate with a health club
and a sporting goods store. Offer memberships with
the purchase of merchandise and merchandise for
memberships.
*“Super Bowl of Savings” A vendor program to give
away party products and a pariy or gift packs.
*“Ski Reports” Offer this as an option for sponsor-
ships. You can dedicate a phane line with several
sponsors as well.
DATES TO REMEMBER
1 New Year’s Day
4 Trivia Day
8 Elvis® Birthday
13 The First Radio Broadcast
16 Martin L. King Birthday
24 Spouse’s Day
NATIONAL
Pizza, Ski, and Bowling Week; Soup, and Eye Care Month

FEBRUARY QUICK FIX

*“Cupid’s Corner” Retailers set up a specials display
with make your own Valentines, gift wrapping, and
specials on Valentine products.
*“Win at Love” Listeners call in when they hear songs
with the word “love” in the title to win a prize.
s“Kid's Day Out” Work with a movie theater and have
special screening of kids movies on Saturdays. Have
discounts on prices with snack food wrappers. Have
posters for the theater and P.O.P. for the store
displays.
DATES TO REMEMBER
2 Groundhog Day
14 Valentine’s Day
20 President’s Day
Grammy Awards
NATIONAL
Black History, Crime Prevention, Meat, Snack Food
and Wedding Month, Mardi Gras

APRIL
TARGET PRODUCTS
Easter Fashions; Florist; Bicycles; Lawn & Garden;
Outdoor Furrishings; Children’s & Infant Apparel;
Restaurants
DATES TO REMEMBER
April Fool’s Day

2 Begin Daylight Savings

14 Good triday

16 Easter

15 Tax Deadline Day

26 Professional Secretaries Day
NATIONAL
Home Improvement, Lawn & Garden Month

MAY
TARGET PRODUCTS
Sporting Goods; Bridal Market; Vacations; Boating
Supplles Pools; Hot Tubs; Lawn & Garden
DATES TO REMEMBER
5 Cinco de Mayo
6 Kentucky Derby
14 Mother’s Day
20 Armed Forces Day
28 Indianapolis 500
29 Memorial Day
NATIONAL
Mental Health, Barbecue, and Photo Month

-

* Radio Ink assumes no responsibility for the
viability of the promotions mentioned. Stations are
advised to check with legal council regarding
legality and posuible tottery.

Sales Promotion Planner is compiled by Kim Stiles,
creator of The Stiles System Radio Day Planner. She
may be reached at 919-846-6449.
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Elegance is not a luxury. The Dalet digital audio system
has been carefully designed to fit your needs as well as grow
with industry standards: that translates intd> substantial
productivity gains for you.

The Dalet system offers powerful tools...
i * multi-user networks
2 * multitasking
¢ user-friendly Windows interface

i)
I

...to bring innovative solutions ‘o radio stations’ needs:

Nortneast 412 733 1994
215 322 2410

» satellite and walk-away music automation
* live assist
¢ news and audio editing

Dalet is distributed
Northwest 206 545 6546
Scutheast 904 673 8943

\ 4 SYSNTEMS ST

from:
Station:

Address:

Tel: Fax.

)

DALET EXPRESS FAX: 1500 2571223

)
Jdalet

DALET IS

THE ELEGANT
SOLUTION

Dalet quality means:

1. Off4he-shelf PC hardware: Dalet's refiance on incustry
standards protects your investment: you know ycur equipmert
will grow with future developments in the market.

2. User-friendly software: Thanks to W.ndows' superior graphics,
even absolute begirners will fearn quickly.

3. An extensive choice of applications: With its wide rance
of preducts and unlimited expandability, Dalet can bring solutions
to all your needs — today's and tomorrow’s.

4. Nigh-tech support: Dalet's unique hatine software takes you
step by step througn a trouble-shooting routine which 'w

helps idertify potential problem sources. Support géﬂ
phone calls are as & result quicker and more efficient.

A

by RF Specialties
Midwest 816 6355959
Southwest 806 372 4518

West {oast 805 68% 9429
510 687 9990

[l 202

| would like to:
receive more documentation on:

satellite automation  walk-away music automation
live assist non oestructive audio editing
auto-record text and audio eciting for news
ISDN applications other:

visit one of your installations

receive a phone call

Abscisses Infographie - Pans

Circle'Reader Seivice #118




Ray Hoffman

PRODUCT NEWS

Getting down to business Jan. 2 will be
ABC Radio Networks and Business Week
magazine with The Business
Week Radio Network for af-
filiate stations. Expanding its
coverage, ABC Radio will be-
gin broadcasting the new 60-
second Business Week Business
Reportstrom5:24a.m.-8:24p.m
(ET). Delivering the business
from Wall Street to the Tokyo
NK will be ABC news corre-
spondent Gary Nunnand Busi-
ness Week broadcaster Ray
Hoftman. Call Frank Raphacl
at 212-456-5131

eJampro Antennas Inc. has
created a new division of its
company called lampro RF Systems Inc,
which specializesin the designand manu-
facture of passive RFF components. The
product line will include things like har-
monic lilters, directional couplers, patch
panels and much more. And the new
division will be headed by former Micro
Communications Inc. electrical engineer
lames T. Stenberg. 916-383-1117

Just launched by London-based HHB
Communications is the DH-1 trom CE
DAR Au-
dio. It's a

rack-mount

device ca-
pable of removing broadband noise in
real-time without using signal destruc-
tive filters and without the need for en-
coding/decoding. The DH-1 is said to
accurately differentiate between hissand
the genuine signal, removing hiss and
restoring the signal almost instanta-
ncously. (Don't drop any pins around
this thing.) 207-773-2424
What’s in a name? Everything if you
have a label maker ... like the P-Touch

XL30 (PT30) trom

i\ Brother's P-Touch Line

Ny T —— ol clectronic labeling
RV Sm—

- . systems. A label maker

and then some, the
PT30 offers up to tive
lines of type onalabel
five sizes of tapes from
quarter-inch to 1-inch and a 2,000-char-
acter text memory. Warning: Label ma-

Post MODERN

Nationally Syndicated

RaD10 NETWORK

programs available now

THE POST MODERN WEEKLY
GUT LEVEL MUSIC SHOW
GRINDING THE GEARS
THE LIGHTER SIDE

MODERN ROOTS

Circle Reader Service #119
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INKltg

nia inay sweep your sta
tion. 212-532-5151.
*Book out — A syndi-
cated Radio show exclu-
sively about books hits
the airwaves soon with
poputar humorist Mort Sahlas host. Between
the Covers with Mort Sahl, produced by Pub-
lishers Weekly, will feature Sahl interviewing
a plethora of authors and take an inside
look at book publishing. It's a bookworm's
dream come true. The show will be offered
on a barter basis for live clearance on
Sunday evenings. 203-264-2186

From the American Association for the
Advancement of Science (AAAS) and
Radio AAHS™
comes the Ki-
netic City Super
Crew about six
kids and a

fricndlv com-

puter traipsing

around the world on an imaginary high-
speed train, solving real-life, science-
based mysteries. The show began airing
on 25 LS. stations in November and is
broadcast three times a week. Pictured (1-
r): Emerson (Alvin Perry, 17); Fernando
(Joaquin Andres, 17); Curtis (Reggie
Harris, 15); Tia (Chantel Fitzgerald, 17);
P.). (Jenniter Roberts, 11); and Megan
(Melody lohnson, 14). 202-326-6431
*WXRT-FM Chicago’s On XRT: Live
from the Archives: Volume 1 did <o well
last year (raised $120,000 for homeless
children: they made a second volume
this year to benefit the XRT Family Sup-
port Program at Chicago House, and the
Chicago Abused Women's Coalition. No
flutt here, this disc contains previously
unavailable live concertandin-studio per-
formances broadcast on the station from
folks like Lou Reed, Talking Heads, Bob
Marley and Robert Cray. 312-777-1700
¢Just for news/talk stations comes Head-
line Songs trom United Stations Radio
Networks. Headline Songs uses the top sto-
ries of the day to create song parodics
from a classic library of music. It's avail-
able on a market exclusive. barter basis
212-767-1111

of your new products, services and pro-
grams to: Product News, c¢/o Radio Ink, 8000
N. Federal Highway, Boca Raton, FL 33487.
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Decide.

Being the best is worth recognition. Each year Kadio Ink magazine honors the too people in
the radio industry by preserting the coveted Radio Wayne Award in each of several categories.
If you know someone who epitomizes professionalism and has raised the ove-all kevel of
r d excellence in Radio, this is an excellent opportunity to hanor them. Tc nominate sarieone for
The Radio Ink 4th Annual Radio Wayne awards, simply fill out the form: below giving reasons you believe this
person deserves the recognition, and mail or fax it to us by Dec. 15, 1994. Finalists will be announced by jan.
. 3, 1995. Awards will be presented Feb. 18, 1995 at the Saturday luncheon in Dallas during the RAB Managing
Sales Conference. You may nominate as many people as you please — for more than one nomination please
ghotocopy the form below.

MASANAMNMAM

a w

mmumoin, £ 008 v+ ('

... And the Categories are:

m Broadcaster of the Year @ Sales Manager of the Year
| ® General Manager of the Year m Street Fighter of the Year (Account Executive)

Nominee
Nominee Station

Nominee Phone
\’\/W\/V\N\/\/\ .

"q RADI Mominating This Person For: (one only please)

3 Best Overall Broadcaster (The Radio Wayne Award)
3 General Manager of the Year

7 Sales Manager of the Year

7 Street Fighter of the Year (Account Executive)

ENTRY FORM

Nominated by
Your Phone Your Station _
In 100 words or less, describe in detail why this person should be the recipient of this year's award. (Attach separate sheet)

Deadline: Entries must be postmarked by Dec. 15 1994
Mail to 8ooo N. Federal Highway, Boca Raton, FL 33487 or Fax to 407-995-8498.

The Radio Wayne Awards are nramed in honor of Radio Wayne Cornils who has devoted his entire career to the tetterment of training,
professionalism and quality in the Radio industry. The award is not affiliated with the Radio Advertising Bureau.




GRAPEVINE

*in D.C., the morec than a quarter-cen-
tury-old NARB building is getting a make-
over carly next year ... so oftices will
temporarily be moved down the street to
2001 Pennsylvania Ave. During the esti-
mated 12-month renovation, ashestos will
be removed and space will be added, but
not to worry — phone numbers will be
the same.

*The “Master of Motivation,” Westwood
One's David Essel, is now on Saturdays
from 4-7 p.m. (ET). The move to a more
prominent weekend air time is an attempt
to get more folks 1o hear him and be
motivated. In addition, Essel's David Essel-
Aliver will continue 10 be re-fed at its origi-
nal time trom 10 p.m. 1o 1 a.m. (ET).

<« “Bear-Zilla“ doesn ¢ bizathe fire, but it
does give awcy stuff. Introducing the new
WGRL-FM indianapolis remote .. ah ..
thing. Touted as a “one of a kind” state-of-
the-art remote vehicle “Bear-Zilla” is roam-
ing the roads of Central Indiana playing
“New Hit Country” and heading for Tokyo.

Wolfman Jack is back — thanks to Liberty Broadcast-
ing and the Hard Rock Cafe in Washington, D.C. After
a howling debut the day after Thanksgiving, the show
has kicked into gear spinning the oldies live from the
cafe every Friday from 7-11 p.m. (ET). Digi-Net is
handling the syndication, so call 813-253-4500. Said
the wolfster, “Baby, it’s great returning to the national
scene just down the street from the White House. The
party’s so loud, Bill and Hillary can’t even get any ...
sleep.” Howl on. p»

<« An all-news station playing rock music? Here’s the story ... KCBS-AM San
Francisco decided to welcome the Rolling Stones to the Bay Ar=a recently with
a promotion that had some lucky listeners join veteran newsman (of 26 years)
Al Hart for opening night of the Stones’ show. How did it go? They say Mick and
Al reminisced about the good ol’ days — before electricity. Pictured (l-r) are:
winner Brad Anderson; KCBS promotions manager Kimberly Olsen; winners
Danya Darrington and Chris Husband; newsman Al Hart; winners Paul Astrup,
Barbara Floyd and Leonard Floyd; and Sally Hart.

Put your party hats
on because January
not only marks the
75th anniversary of
Radio, butit’s National
Radio Month. And the
NAB wants you to
know — in a big way. By now, stations
nationwide should have a kit including a CD

H aff E{ : of 30- and 60-second jingles :ailored for five

Holidays!

different formats, logos and codles of infor-
mation on promotions, facts, speeches. The
only thing they didn’t send was a cake. For
information, contact 202-429-5444. A

*CRN International has been chosen to
design the olficial network for the Special
Olympics 1995 World Summer Games in
New Haven, CT., July :-9. Games presi-
dent Tim Shriver says, “This Radio net-
work to be launched by CRN International
will promote the message or the Special
Olympics World Summer Games whilce
providing a mechanism tor local chapters
to enhance their communications goals
and fund-raising efforts.” 212.682-6565

SEND PHOTOS OF YOUR ORGANIZATION'S

major events to. Grapevine % Shawn Deena,
8000 N Federal Highway BocaRaton FL 33487.
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We Just Wrote The Books
on Radio

Finally ... A Book Series That Answers All Your Questions About Running a Radio Station.

Introducing THE RADIO BOOK: The Complete Station Operations Manuval
How many times have vou wished there was a place to go for fresh ideas. answers to problems. and articles about how other stations have cancuered a problem or challenge”
Volume One: Mzaagemont and Sales Namagement
Yolame 7wo: Pregramming and Promotion
Volame Three: Sales and Marketing

his three-book series from the industry’s leading authoritative his series is a refererce
source provides timely answers to hundreds of today's key ques- guide no station will want 95
tions and specially selected articles from the pages of Radio Ink to be without. A must-

We've compiied the best authors and the best articles on just about every  read for every radio station manag-

subject you can imagine related to running a radio station. This definitive  er, sales manager. program direc- fo

answer book series provides information and solutions on managzment,  tor, promotion director, engineer-
sales management, marketing. promotion, programming, engineering, sales  ing director. or those aspiring t0 M

and more. Hundreds of subjects covered in a quick. easy-to-read format. learn more about the business T"RE Pln E

-BOOK
How to turn a station around Systems for training
How to put cash on the books Digital technology ’Es,

Duopoly strategies Mastering new business °
IN K_ Sales Warfare Community-minded prometion

Strategy and Tactics How to pass an FCC inspection

Competing effectively in the face of change Elements of successful programm:ng

Seiling with research Getting the most from your air taients

Ways to sound better now

Order Today.

This special pre-publishing price will expire sogn!

1-800-226-7857



EVENTS CALENDAR

1995

Jan. 5-7—NAB/Maxagrid Marketing and
Revenue Management Conference, Dallas.
800-738-7231

Jan. 19—International Radio & Television
Society Foundation Newsmaker Luncheon.
New York. 212-867-6650

Jan. 19—Virginia Association of Broad-
casters Winter Convention, Richmond, VA.
804-977-3716

Jan. 24 —Radio License Renewal Seminar,
Jackson, MS. 202-775-3511

Feb. 5-6—NAB Radio Group Head Fly-In,
Washington, DC. 202-775-3527

Feb. 9—Oklahoma Assoc. of Broadcasters
Student Day, Tulsa, OK. 405-848-0771
Feb. 9-11—Louisiana Assoc. of Broadcast-
ers Convention, Lafayette, LA. 504-922-9150
Feb. 10—International Radio & Television
Society Foundation Newsmaker Luncheon.
New York. 212-867-6650

Feb. 10-11—O0Oklahoma Assoc. of Broadcast-
ers Convention, Tulsa, OK. 405-848-0771
Feb. 11-14 —National Religious Broadcast-
ers, Nashville, TN. 703-330-7000

Feb. 15-17—Broadcast Cable Financial
Management Assoc./ Broadcast Cable Credit
Assoc. Board Meeting & Seminars,
Scottsdale, AZ. 708-296-0200

Feb. 16-19—RAB Marketing Leadership
Conference and Executive Symposium, Dal-
las. 212-387-2100

Feb. 20-22—Great Lakes Broadcasting
Conference and Expo. 517-484-7444
Feb. 24-27—Nat'l Federation of Commu-
nity Broadcasters Meeting, Albuquerque.
202-393-2355

Feb. 25-26 —Dan O’Day’s PD Grad School,
Dallas. 310-476-8111

Feb. 25-27 —NAB State Leadership Con-
ference, Washington, DC. 202-775-3527
March 1—AWRT Nat’l Commendation
Awards Gala, New York. 703-506-3290
March 1—Country Radio Broadcasters
Country Radio Seminar, Nashville, TN.
615-327-4487

March 14—Radio License Renewal Semi-
nar, Louisville, KY. 202-775-3511

March 16—Internat’l Radio & Television
Society Foundation Newsmaker Luncheon,
New York. 212-867-6650

March 23 —NABOB Comm. Awards Dinner,
Washington D.C. 202-463-8970

March 25—Nat’l Assoc. of Radio Talk
Show Hosts Regional Forum and Spring
Board Meeting, Vienna, VA, 617-437-9757
March 26-27—West Va. Broadcasters As-
sociation Spring Conference, Huntington,
WV. 304-744-2143

March 30-April 2—Associated Press Broad-
casters Spring Board Meeting, Asheville,
NC. 202-736-1100

RAD
IC

April s —Internat’l Radio & Television So-
ciety Foundation Gold Medal Award Din-
ner, New York. 212-867-6650

April 7-10—Broadcast Ed. Assoc. Conven-
tion, Las Vegas. 202-429-5354

April 10-13—NAB Convention, Las Vegas.
202-429-5335

April 21-22—Upper Midwest Communica-
tions Conclave PD retreat and TalenTrak,
Minneapolis, MN. 612-927-4487

April 29-May 5—RAB Board of Directors,
New York. 212-387-2100

May 8—The Peabody Awards Banquet,
New York. 706-542-3787

May 9—Internat’l Radio & Television So-
ciety Foundation Awards Luncheon, New
York. 212-867-6650

May 16 —Radio License Renewal Seminar,
Toledo, OH. 202-775-3511

May 21-24—Broadcast Cable Financial
Management Assoc./ Broadcast Cable Credit
Assoc. 35th Annual Conference, Las Ve-
gas. 708-296-0200

May 24-27—Native American Journalists
Association Annual Conference, Bismarck,
ND. 612-874-8833

June 1-4—Am. Adv. Federation Nat’l Adv.
Conference, Tampa. 202-898-0089

June 6-11—National Association of His-
panic Journalists Annual Convention, El
Paso, TX. 202-662-7145

June 7-10—PROMAX & BDA Conference &
Expo, Washington, DC. 213-465-3777
June 12-14 —New Jersey, Maryland, DC and
Delaware Broadcaster assoc. joint conven-
tion, Atlantic City, NJ. 609-860-0111

june 14 —Radio Mercury Awards, New York,
NY. 212-387-2156

June 22-24—Virginia Association of Broad-
casters Summer Convention, Virginia
Beach, VA. 804-977-3716

June 22-25—Nat’l Assoc. of Radio Talk
Show Hosts Talk Radio ‘g5, Houston. 617-
437-9757

July 13-16—Upper Midwest Communica-
tions Conclave 20th anniversary/The Great
Reunion, Minneapolis, MN. 612-927-4487
July 18 —Radio License Renewal Seminar,
Chicago. 202-775-3511

July 21-23—North Carolina Assoc. of Broad-
casters Annual Convention, Asheville, NC.
919-821-7300

1995 Arbitron Survey Dates
e Winter Jan. 5-March 29

e Spring March 30-June 21

* Summer June 22-Sept. 13

* Fall Sept. 21-Dec. 13

FAX YOUR ORGANIZATION’S EVENTS TO:

Events Calendar, ¢/o Shawn Deena 407-9958:08.
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Radio Ink Mission S For Read

Radio Ink is a positive Radio industry resource designed to
continually educate readers by providing fresh, stimulating and
actionable ideas in marketing, sales and programming along
with refreshers on the hasics. Content is 100 percent related to
Radio, quick-to-read, with a no-bias editorial balance, giving
equal emphasis to all formats, market sizes and geographic
regions. All editorial material is geared toward building the
success of our readers, their stations and the Radio industry overall,
Radio Ink Mission Statement For Advertisers:

Radio Ink provides an upbeat, first-class, pro-Radio envi-
ronment for advertisers wishing to associate their product with
positivism, productivity and quality. Radio Ink strives to
provide enhanced results and added value by offering strong,
widespread, loyal readership of industry decision-makers. We
make our customers our most important asset by providing
services which focus on their needs.

To Subscribe Call: 1-800-226-7857
407-995-9075
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HOW DO YOU GET THE LATEST BREAKING NEWS
WHEN YOU AND YOUR BUDGET HAVE REACHED
THE BREAKING POINT?

With Metro Networks as your programming pariner, you can provide your
listeners with the latest breaking news, weather, sports and traffic, including
“This Just In” coverage, from local talent without increasing hard costs.

If this sounds like one break you can’t pass up, call 713-621-2800.

We are not the best because we are the biggest.
We are the biggest because we are the best.™

A A

METRO NEFWORKS
NEWS » SPORTS « WEATHER ¢ TRAFFIC
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B HELP WANTED MANAGEMENT

E HELP WANTED MANAGEMENT

B HELP WANTED SALES

r qa
: W are expanding our existing busi- ¥
, ness segments. We have an immediate *
. opening for the newly created position of !
. Controllerin our St. Louis market. Report- :
A ing directly to the General Manager of .
g lhree stations, the selected individual will :
¢ have hands on responsibility for the .
g monthly reporting, budgeting projections .
a and general accounting. The ideal candi- '
¢ date will be a self-motivated starter and ,
¢ leader, with a minimum of 2 years public 4
s accounting, preferably in the broadcast-
s ingindustry, CPA desired. Aworkingknowl- ,
1 edge of Windows based products, Microsoft
¢ Excel, and Word a plus. To be considered
s for membership on this dynamic team
t please forward your resume to: ]
[ 1
L} L}
1 [
' 1
' 1
L} L}
[ 1
[

[ [/
V.7 4
( [ 7 4
COMMUNICATIONS, INC.
3100 Market Street « St. Louis, MO 63103
or P.O. Box 10103 Fairfax, VA 22030
Attn.: Human Resources EOE

FROGGY 94 (WOGY) Memphis’ newest country
station, has an immediate career opportunity
for a Sales Manager. Qualifications include a
minimum of four (4) years sales experience.
Must have strong organizational/training skills,
inventory control, ability to lead a sales staff of
eight. Excellent compensation package. Send
cover letter and resume to Curt Peterson, Vice
President/General Manager, 5904 Ridgeway
Center Parkway, Memphis, TN 38120. EEQ.

GSM - East Texas - state’s sth largest market -
oversee 2 market simulcast news/talk organiza-
tion. Need great coach whose team knows they
have done what they teach. Promotion ori-
ented. Young company with unlimited growth
potential. Perfect for big billers ready to break
into management or small market GSM looking
for upward career move. No lateral moves
accepted! Good pay and bonuses, great lifestyle.
Total management support - but we are particu-
lar. Confidentiality respected. Can wait until 1st
quarter 1995. KEES, 1430 W. Highway 8o,
Longview, Texas 75604. E.O. E.

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

Rates: Classified Listings (non-display). Per issue $1.50
per word. Situations wanted: first 10 words are free,
additional words: $1.50 per word. Blind Box: $15 per
issue. Word Count: Symbols such as GM, GSM, AE, etc..
count as one word each. Each abbreviation, single figure,
group of figures, letters and initials count as one word. We
also count the phone number with area code and the zip
code as one word. Rates: Classified Display (minimum 1
inch, upward in half-inch increments): $130 per inch, Blind
Box Numbers: The identities of RADIO INK Blind Box
holders are never revealed. When responding to a blind
box, mail your reply to the box number c/o RADIO INK,
8000 North Federal Highway, Boca Raton, FL 33487.

All orders and correspondence pertaining to this
section should be sent to: RADIO INK, 8000
North Federal Highway, Boca Raton, FL 33487

Proven sales professionals, sales managers
and general managers with desire to succeed.
Great growth potential with solid 9 station, and
growing group on East Coast. Previous sales
experience and commitment to radio as a
career required. Fax resume to Great Scott
Broadcasting, (610) 326-4809. EEQ. Minorities
are encouraged to apply.

Sales-focused GM for FM in small Florida
coastal market. 55K+ benefits. Resume to Blink
Box #496 EOE.

SALES MANAGER. Benchmark Communications,
one of America’s leading broadcast companies
is seeking a dynamic sales manager to lead our
newly upgraded Salisbury-Ocean City CHR sales
team. The ideal candidate should be well
organized, have strong leadership skills, under-
stand the importance of on-going sales train-
ing, and be prepared to roll up her/his sleeves
to get the job done. This is not a desk jockey
job. Only those with a winning attitude need
apply. Send your resume and cover letter with
your philosophy on sales management to:
Ralph Salierno, General Manager, WOSC-FM,
215 North Blvd., Salisbury, MD 21801. Equal
Opportunity Employer.

KSUE/93 DX offers a full-time position in
advertising sales. The right person will be
responsible for an existing list of advertising
sales. That makes this a unique opportunity for
a career-oriented person desiring to join our
team of professionals. This person must enjoy
hard work and earning well over average in-
come & benefits for this area. Strong verbal and
written communications skills are a must along
with a strong desire to help business people
solve their marketing problems. A minimum of
two years of direct sales experience is preferred
but not a must ifyou possess a winning attitude
and the desire to succeed. This position is not
for clock watchers who belong to the 8 to s
club. In addition to an attractive income, our sales
representatives enjoy attractive benefits ... free
vacations and other attractive perks for our top
producers. Send resume to: KSUE/g3 JDX, 3015
Johnstonville Road, Susanville, CA 96130. EOE.

M HELP WANTED WRITERS

Radio Ink is looking for someone to write
special reports and news features. Interested?
Fax resume and writing samples to the manag-
ing editor at 407-995-8498.

B CAREER HELP

Vice president of sales for key market of
northeast Pennsylvania 98.5 KRZ (#1 Heritage
station for 15 years), WGGY / top country station
WILK 910/980 / #1 news-talk stations and, WISH
102.3 (J.5.M. agreement) / #1 soft contemporary
station. This is a newly formed position. This
person will be responsible for the local and
national sales management of five radio sta-
tions. Must show proof of a successful track
record in regard to sales goals, training, recruit-
ment, planning and creativity. All candidates
must have a minimum of g years radio sales
management experience. All inquiries held in
strict confidence. Send cover letter and resume
to Gerald A. Getz, Vice President/General Man-
ager, 305 Highway 315, Pittston, Pennsylvania,
18640. E.O.E.

Power up your career ... Discover your radio
success guide today! Guarantee your future
earnings now! Proven results ... $24.95 in
check/MO to: Think Tank Inc., P.0. Box 4469,
Columbus, GA 31904-0469.

E SITUATION WANTED ON-AIR

TOP MORNING TALENT WILL WORK FOR FREE!
Doug Stephan and Good Day, USA, the early
morning personality, caller driven, user friendly,
quality radio program on more stations than
any other show in its time slot. For a marketable
personality, no matter what size market or format,
call Lisa at 617-937-9390 or 508-877-8700.

E SITUATION WANTED OPERATIONS

E HELP WANTED SALES

Santa Fe, salesperson, proven history of suc-
cess a must, list available, guarantee plus
benefits. Successful candidate knows the im-
portance of call sheets and projections. Is out
of the office early and works until the job is
done ... beautiful ski resort area. Send resume
to Jim Leary, Plaza Broadcasting, 1718 W.
Alameda, Santa Fe, NM 87501

WR)N/WHKQ Racine-Milwaukee has an estab-
lished list, great compensation plan, and ad-
vancement potential with a growing company
for an experienced salesperson. Vendor expe-
rience a plus. Fax resume to Walter Koschnitzke
(414) 634-6515. EOE.

Need some help? OPERATIONS MANAGER knows
the nuts & bolts of radio: Programming, Pro-
duction & Engineering. Many formats, AM & FM,
small and large markets. Specialist in systems,
solutions and daily operation of quality radio
properties. 29 years experience; 16 years for
the same employer. Now available. Reply to
Box #1212 c/o Radio Ink.

B STATIONS FOR SALE

Are You Ready To Cash In On Communications?

Norman Fischer & Associates, Inc.
Media Brokerage » Appraisals » Management Consultants
1209 Parkway » Austin, Texas 78703  (512) 476-9457

Replies to Blind Box numbers should beradressed to: Blind Box (#)—c/o Radio Ink, 8ooo N. Federal Hwy.*Boca Raton, FL 33487
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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.

Circle Reader Service #181

Szabo Assodates, Inc. ............. 404-266-2464
Media Collection Professiorals. Local, Natioral
ane International Receivabies. No other offers
you so many value added services.

COMPUTERS AND SOFTWARE

lefferson-Pilot Data Services, Inc. ..... 901-762-8000
Ofters computer software products for single/
comba/network radio to handle sales, traffic,
accounting end more. Contact Susan Farris for
mare information.

LA PALMA BROADCASTING....... 714-778-6382
Music scheduling software. Dump the file cards!
Hot Mix $295 buyout. Need to interface with
digital automation? Try Music Pro! Buyout
price.. $495.

Need a Radio Station Database? Why pay up
the Gangees for just ASCII data?! RADIR is a
complete database program containing 11,800+
stations. PRINTS MAILING LABELS, gives phones/
faxes, performs numerous searches. $99.95
includes quarterly updates. |BM/MAC compat-
ible. Visa/MC orders: 1-800-626-2360 2xt. 30¢.
BBH Software Inc.

StationBase1-800-359-2818 or 602-545-7363
Provides mailing lists 0n computer diskette or
labels of AM, FM and television stations in the
United States.

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

Apo Sizs 13 Issues 25 Issues

1" $ 975 $1,750

1-1/2" 1,433 2,572

2" 1,872 3,360

2-1/2" 2,291 4,112

3" 2,691 4,830

3-1/2" 3,071 5,512

4" 3,432 6,160
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“Out Damned Spot!
Out, I say.”
— Macbeth, Ac V Scene |, 1605

Even Shakespeare had trouble
getting good commercials written.

We Write Them For You.
RIGHTBRAIN VISIONS

Radro’s Favorite Copywriting Service

Major Market Copywriters
Without the cost of
major market copywriters
E. Mail: RightBrain @aol.com

800-646-3339

Circle Reader Service #170

SuBscRrige Nov—get 26 crisp, l
usable :60s that sell, every month.

(Ortry usout—send $29 ¢ a day!
for your sample pack ¥
of 10 great 60s)  \¢5°

X
N
)

e

b il

:80s To GO
1001 GREEN BAY ROAC
WINNETKA, ILLINGIS 80083
708.926.0881

\\

Hire g cot¥ k

Circle Reader Service #181

LOCK THE DOORS
AND GO HOME!!

Now you can operate vour
radio station legally
withcut an operator in your station

StationWatch will
¢ Monitor your tiansmitter
s Take transmitter readings
* Monitor your EBS
o F t itter | hd

ALL FOR $275 A MONTH

plet t
StationWatch

(803) 773-7370

WANTED: Old AM

Transmitting Tubes

They don’t hove to work,
they just have to book unique.
The furkier the better!

Call Radio Ink
1-800-226-7857

Circle Reader S¢ 2 _

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

Cash Flow Management ....... 1-800-553-5679
The end of restricted cash flow. We specialize
in operating capital for the radio industry. Call
Jenise Smith

Financial solutions! Accounting and tax ser-
vices ... single s¥atie os group ... Fixed monthy
fee ... Also bank financing end refinancing
plans, purchase investigation analysis and sales
presentation packages at per diem rates. Ref-
erences from industry leaders. McErtee & Asso-
ciates P.A. 4¢7-640-3535 ask for Bill.

Gary Stevens & Co. ......... oo 203-966-6465
America’s leading independent radio broxke:.
Fax 203-966-6522

Media Services Group, Inc. .... 904-285-3239
Brokerage, Valuations, “inanzia. Services. Asset
Management, and Due Diligence. Gearge R. Reed.
Satterfield & Perry, Inc........... 303-236-6670
Media Brokers, Consultants and FDIC Approved
Appra'sers — nationwide. Fax: 303-231-9562.
Al Perry

W Caria

M. A.' C,

PRODUCTIONS

IDs — Liners — Sweepers — Promos
All Formats » All Digital = All Great
512-218-0878 Dero Line

Circle Reader Service #183

Circle Reader Service #186
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Talk Radio 95. June 22 25, 1995. Sponsored by
the National Association of Radio Talk Show
Hosts. For more information and membership:
Tel 617-437-9757; Fax: 617-437-0797.

MANAGEMENT/SALES CONSULTANTS

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.

PROBLEMS WANTED .. FREE one hour to
discuss your Radio problem and what you can
do about it. Small group of Radio pros with 5o+
years small/large market experience in sales,
management and programming. 617-721-1805
to schedule appointment

MARKETING AND PROMOTION

GOMBINATION
GASH VAULT

“People Were Lined Up
to Play All Day!”

1-800-546-2131

__Circle Reader Service #189

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.

IN.ILT.LAL.
Reogonse” RADI

QUESTIONS?? How many FAMOUS
or WELL-KNOWN PERSONALI-
TIES do you know with the initials
“1.D.2* How many names can your
audience come up with? How many
initial sets can you derive from the al-
phabet? Howlong would “LN.LT.LA.L.
Response™ " RADIO air on your station
if vou could change the CATEGORY of
FAMOUS PERSONALITIES every
morning?? Finally.do the Corporations
vou advertise for have initials??

Call in at 1-800-760-9880 or write to

CURRY GAMES, INC.; 2004 N. 12th
St.Suite#7; Grand Junetion, CO81501.

__ Circle Reader Service #190

EVERVISTTIONS

- * Vl‘l- L -. :W
E-ZUP INSTANT SHELTERS

SETSUPINLESS
THAN 60 SECONDS!
*No Tools, Ropes or Assembiy!
6 Sizes -- From 5x5 to 10x20
« 23 Designer Colors
* Custom Siik Screening of
Logo or Call Letters

* Dozens of Uses On: Site Remotes,
Off-Air Events, Promotions and All
Qutdoor/Indoor Events!

_ INTERNATIONAL E-Z UP, INC
Corporate & Manufacturing
Headquarters
5525 East Gibraltar
Ontario, California 91764

(800) 45-SHADE

077 2

Circle Reader Service #191

INFLADABLE IMAGES ...
Attract attention to your station events
with a customized giant inflatable.
Perfect for your next BIG promotion!
Blow up your mascot or create your
own shape and event.

Contact: Lenny Freed
(216) 273-3200 ext 137
Fax: 216-273-3212

INFLADABLE IMAGE INDUSTRIES
2773 Nationwide Parkway- Brunswick, Ohio 44212

_ Circle Reader Service #192

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

with cash
or coupon
promotions

Call Toll Free
800-747-1144

KD Majestic—
Aluminum frame is 25%
lighter anc 40% stronger
than the Originals.

10° x 10’ or 10" x 20" includes
a heavy duty carry bag.

1800°432°4435

Circle Reader Service #193

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

PROGRAMMING

Broadcast Programming ....... 1-800-426-9082
(17 oot oo SO PP M 206-728-2741
Radio Music formats on CDs and tape. The local
alternative to satellite programming.

LA PALMA BROADCASTING...714-778-6382
Save time and money. Music Logs/program-
Ting to your specifications. All AC format
variants.

Fresh and proven ideas on
your desk every other week!

DECEMBER 12, 1994 - JANUARY 1, 1995



. YELLOW

IK PAGES™

'°  PROGRAMMING  * - © PROGRAMMING

CIVE CLIENTS A
REASON TO ADVERTISE
Short programs, jingle/spot
packaces ... for Easter, Christmas,

[ Valentine's Day, National Music Month,
Snerlock Holmes' Day ... and more!

Call

ARCA

(501) 224-1111
ask for Cindy or Dick

|

_ Circle Reader Service #195

Harrv Rinker
America’s Top Authority
on Antiques and Collectibles

Live Saturday - Listener Call-In |
FOR DEMO CONTACT:
DAVID P. WEST

201-385-6500

| Another Fine Radic Program From

|
|
|
!

“WHATCHA GOT" |

| Dick Brescia Associates

1

P —

_ Circle Reader Service #196

OLD TIME RADIO!
When Radio Was
ioi Art Fleming

| hos!
| featuring

The Shadow. The Lone Ranger.
Our Miss Brooks. Suspense.

| Lights oul. The Bickersoens.

} Five 1-hour programs each week for BARTER! l
| For more information contact

1 David West ¢ 201-385-6566 |
. When Radio Was \

| celebrates its 6th yvear on 150 stations! i

Another Fine Radio Program From
Dick Brescia Associates

Circle Reader Service #197
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Cong‘ratulations.

You're the third best
A.C. in the market ...
It's Time For

> & o
A Toucl of Class |

A Touch of Romance ...

A Touch of Jazz

A Fouch of Class |
4

' The New Rich Sounding |
| Adult Format

Call for a FREE demo .
[dentity Programming

401-461-6767

_Circle Reader Service #198

PROGRAMMING CONSULTANTS

Common sense for country radio.
Formatics = Strategy = Promotiors
Success
First consultation is free!
R)I. Communications...605-343-4416

David Allen Oldies Consulting._...... 702-227-9695
Excuse Free Consulting! It’s simple! One phone
call and you’ll find out about our satisfaction
guaranteed or your money back.

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

MOR Media & Country Company builds exciting
Adult stations. Ratings and results! Steve War
ren 800-827-1722.

NATIONAL REP FIRMS

THE INTEREIAR,@()_STQRE

Selling Today... Innovating for Tomorrow

1-800-INTEREP

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

National Supervisory Network ..... 303-949-7774
Sateilite 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

The only service specializing in media! |
Innevative lemporary
staffing solutions for ’
4 Sales
a Promotians
a Traffic
5 JTEMPS,INCY 4
Chicago - New Vork « (800) 556-5550
~-

a Engincenng
a Sales asustants

_ Circle Reader Service #199

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

SPEAKER/TRAINING

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

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

NEGOTIATION STRATEGIES
for Radio salespeople who give away more
than they get. Stan Forrer 918-743-4152.

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-
atounds, advertiser workshops. Call today for
the best availability!



e wish you a mobile Christmas
«.In 1958 WIKY-AM/FM Evansville, IN, showed off its
brand new unit by parking it next to the big ol’ town
tree — with lights that had been modulated to blink
to the station’s music. Playing that music inside the
unit was Charles Blake, (now station VP), who
seemed glad he wasn’t outside with that weird guy.

ISLAND PON
EVA y‘i VILLE, ma

SEND US YOUR OLDIES!
We’re looking for old photos! (They will be returned.) Send them to: “BLAST,” c/o Shawn Deena, 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.

T - 1
|
\‘ ' ADVERTISER
| / | INDEX
' [
| |
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| n 3.00 fa | il |
( settlements in every median ables Lot s | Metro Networks 45
| ¥ help vou. Send es details o y
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DUN
I | Sonny Bloch 2
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Szabo Associates, [gc. 2t \ T™ Century 52
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It's In There!

Every word of the

Federal Communications

g', Commission’s Regulations.
Including all charts and tables.

Broadcasters lide

Every word of the

are contracts and job descriptions for every position at your station,
every possible sales contract and decument, collection letters and
notices, political request forms, payola affidavit, Public File self-in- Completely fulfills FCC

spection, EEO guidelines, model employee handbook, engineering requiremcnts for broadcasters

contracts and so much more. i !
to have regulations on premise.

for Windows Communications Act.
'4. The only software package to provide all of the necessary regula-
; tions aiong with every document needed to operate legally and prof- Every word of the
H itably. Over 180 documents are available for instant creation. There Copyright Code.

Please fill in all of the information requested below, fax the form to
= us, and we will ship the program immediately. Or simply have your .
{ credit card handy and call 800-278-4660 to place your order or re- Completely searchable with
quest more information. License is registerec to the person and firm Windows Help Screens.
listed below. This is a license for one site — one computer. Additional
site licenses are half price.

If it's in there, you will find it!
Broadcasters Legal Guide for Windows $389.00 i
Shipping & Handling 6.00
Hardware requirements: Any computer which can
Total Charged to Your Card $395.00 run Microsoft Windows 3.k Mouse recommended.
Company Call Letters

Name on Credit Card

Phone Fax
Card Number
Type of Card: A Visa A MasterCard 3 American Express ' Discover  Expiration Date

Mailing Address
City State Zip

Signature

Fax this form to Federal Regulatory Software, Inc. at 813-894-3358  To order by phone: 800-278-4560
To order by mail: Send check fer $395.00 to: Federal Regulatory Software, Inc. ® 265 Mateo Way, N.E. © St. Petersburg, FL 33704
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You’'ve used
Bob Rivers every
Christmas, isn’t it time
vyou made him a part
of your morning show?

TM Century presents Bob Rivers Twisted Tunes, the best
parody songs in the world. And starting in January, they'll be
available on a market exclusive basis. Plus, if you subscribe before
December 20th, you'll receive Bob’s Twisted Christmas 1994
absolutely free.

That’s not all. Your sales department will get 16 commercial
units to sell which goes a long way toward liquidating the entire cost
of Bob Rivers Twisted Tunes.

A
Ma,-n/*g '_ghaW

Servi®

For more information call 1-800-TM-Century®

Executive Director - Rusty Humphries
Circle.Reader Service #122






