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(oming July 101

Radio Ink is celebrating 75 years of Radio! On July 10
you will receive a special commemorative issue of
Radio Ink, The Official Publication of Radio’s 75th Birthday. It will

be packed with historic information about Radio ... from the begirning to the
present. You can look forward to seeing some never-before-published photos and
some outstanding memorabilia.

OFFICIAL SPONSORS OF RADIO’S 75th BIRTHDAY
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SMART MAPS
PRODUCE
SMART RESULTS!

@ Locate and track yvour station’s
audience by density and level of

responsiveness.

B Locate your competitor’s aud:ence
by density and level of loyalty to
target and attack.

# [ocate your clieni’s target market
while demonstrating your station’s
strength to their target.

® Countless strategic uses such as
HotZIPS™. P1/P2 data for your
station or conipetitive stations that

can be vital to your success.

# Provides your station personnel with
the competitive edge by linking all

n coos00 informational aspects of ratings and
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r RADIO'S 75TH CELEBRATION

Goming July 101!

Radio Ink is celebrating 75 years
of Radio! On July 10 you will
receive a special commemora-
tive issue of Radio Ink, The Offi-
cial Publication of Radio’s 75th
Birthday. It will be packed with
historic information about Radio
from the beginning to the
present. You can look forward to
seeing some never-before-pub-
lished photos and some out-
standing memorabilia.

OFFICIAL SPONSOR OF RADIO'S 75th BIRTHDAY

L
Katz Radio Group
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PUBLISHER’S NOTES

Beware of DBO

ike most people, | enjoy a chal-

lenge. | often do something just to

seeif  can do it. Financiai rewards
become secondary. Yet sometimes the
grief-to-dollarratio has to be explored. Is
the challenge worth the effort, and if so,
what is it worth?

Our industry has been putting our
managers to the test of late, with duopoly
and consolidation eliminating a lot of
jobs and causing tremendous stress for
those who still have them. For many the
price has become too high.

As two, three and four stations are
consolidated many managers are ex-
nected to manage all of the stations —
increasing their workload as much as
four times — with no additional com-
pensation. The savings of eliminating
two or three manager salaries is appeal-
ing to a bottom-line organization, but
when is the cost too high?

The developing trend is clear ... our
industry isburning outsome good people.

In addition to managing multiple
properties, these managers are expected
to oversee the merging of several corpo-
rate cultures ... a situation which can be
highly volatile. Plus many managers are
being held responsible for consolidating
new facilities which often includes con-

structing new buildings or space. That
alone is a major undertaking to oversee.

Duopoly offers some tremendous
cost savings, but at what price? What is
the cost of forcing an individual to sub-
stantially increase their workload to the
point where they don't even have time to
think> What ways will we suffer by burn-
ing out good people? Whatare the reper-
cussions for all four of the properties
when two are winners and two are dogs?

Few managers are willing to say they
can't do the job. Many are reluctant to
ask for help, support or more staff. Few
want torisk employmentuntil they reach
the stage of total exhaustion.

Now that we've been into duopoly
for a couple of years, I'm seeing signs of
defeat. I'm hearing the cries of managers
who can't take much more. Will our
newest industry acronym be DBO —
Duopoly Burnout? Perhaps some honest
corporate evaluation is in order. &=

To reach me, write:
RADIO INK,
B. Eric Rhoads, Publisher
224 Datura Street » Svite 701

West Palm Beach, FL 33401
Phone: (407) 655-8778
Fax: (407) 655-6164
EMAIL: Radiolnk @ aol.com
76326, 3720 @ compuserve

JUNE 5 - 18, 1995
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PEOPLE IN INK

THE GATHERING

The Southern winds mystically brought
some Radio folks together recently for a
Florida affair that happened to be in Radio
Ink’s neck of the woods. Gracing our flash
bulb were 1) the ex-president of The Pulse,
now Radio Ink, Jackson Dell Weaver (I) with
the be-goggled Courtney Thompson of Broad-
cast Direct Marketing (r) and his friend Kim-
berly. Doing the couple thing was 2) Rhody
Bosley of Bosley Associates Inc. and Research
Director Inc. and his wife Robin, while
caught alone on a sofa was 3) Kathy
Hyde, wife of the RAB’s George Hyde.
Bow-tied and smiling was 4) CPM Group’s
Dick Downes anc his wife Debbie, and
this issue’s celebrity impression goes to
5) attorney Barry Skidelsky doing a ... er,
a Tom Jones kinda thing.

TWO BRUCES

6) Celebrating his 20th anniversary in
Radio, Bruce Williams broadcasted his
Westwood One Talknet Radio show from
The Museum of Broadcast Communications
¢ in Chicago recently. More than 100 listeners
¢ from Wlinois, Michigan, lowa, Indiana and
Wisconsin made it to the windy city for the
show. Sitting in for the broadcast was museum
president and founder Bruce DuMont ().

SIGN OF THE TIMES

Now proudly d'splayed on the office
walls of Radio Ink is 7) the official logo for
Radio’s 75th anniversary. It’s the first thing
you see when you get off the elevator (just
in case you didn’t know where you were
when you got here)

MORE FROM THE RAB

Just wanted to squeeze in a couple of
extra photos from that fabulous RAB board
meeting in San Francisco (May 22-june 4
“People In Ink™). 8) RAB’s Wayne Cornils,
Allegheny Mountain Network’s Cary Simpson,
RAB’s new guy Mike Muthleb and Sorenson
Broadcasting’s Dean Sorenson share some
laughs. 9) Presenting a thank you to Pacific
Bell (represented here by Carol Maxwell) were
|-r Kaye-Smith Enterprises’ Ray Watson, CBS
Owned FM Stations’ Rod Calarco, Douglas
Broadcasting’s John Douglas and Harris Clas-
sical Broadcasting’s Dick Harris. Ray, Rod and
Dick allegedly shop at the same tie store.

SEND YOUR

“PEOPLE IN INK” photos to: Shawn Deena,
224 Datura Street » Suite 701, West Palm
Beach, FL 33401

JUNE 5 - 18, 1995



WE’VE JUST INVESTED IN OUR NUMBER-ONE ASSET.

One of the advantages of being the number-one billing sales rep firm in the radio business is that there’s no shortage of great
people who want to work for us. And, over the years. that's enabled us 1o cultivite and acquire the best sales managers around.
Of course. a lot of companies would be glad to be in our sitwation. But the problem with resting on your faurels is vou're
doing just that — resting. And in this bisiness, resting can have dire consequences. Fhat's why the Katz Radio Group is putting
s managers through the most comprehiensive management training available — an ongoing customized curriculum taught
bv the Impact Planning Group. @i collection of some of the brightest management professors and former CEOs around. Sure,
multi-year training is a big commitment. But so is remaining the best sales rep. Fhe Katz Radio Group — Banner Radio, Christal

Radio, Eastman Radio. Katz Radio and KRG Dimensions.

ECS

Katz Radio Group. The performance vou expect trom the world’s best radio rep firms.



READER LETTERS

Radio’s Premier Maragemnnt & Mardating Magarine E
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The Rest of the Story

Memory tends to tade events. |t is

true that back in 1971 some Cleveland
Nationwide agents were calling tor Imus'
dismissal [reference to a comment made
by Don Imus in the interview in Radio
Ink's April 24-May 7 issue]. However
Dean letfers who was chairman ot the
company at the time and a firm believer
in management's right to manage, stood
behind Don Imuos.

So, in other words, it we were a
bunch ot “tight-ass, right-wing crack-
pots,”as Mr. Imus suggests, his ass would
have been gone.

Steve Berger
Natienwide Communications

Late Payment Fees Solution

As a compatriot in the Radio busi-
ness, | know you share my belief in the
power ol Talk Radio. Itis powertul in its
ability 1o keep you and me abreast of
what is on the minds of our audience.

That's why I am writing to you now

—to ask for your help in sharing an idea
with your audience.

I 1alk to millions of people each
week about the aggravations they tace in
their daily lives. Way up high on the list
for many of them are the penalty and
interest charges we have to pay tor our
so-called late payments to our lenders. |
certainly can understand why. Under
most current contracts, the obligation is
not considered to be met “on-time” until
the check is in the lender's hands. So, it
something happeis that slows down the

RAD
INK ‘8

LS. maildelivery of apayment, or equally
trustrating, perhaps the lender sat on the
check before posting it tor one reason or
another, the consumer’s paymentis con-
sidered late. That consumer will have to
pay a penalty, or even worse, sutter harm
to their hard-earned credit record.

The solution to this trustrating situ-
ation is simple — and the model already
cxists — tederal income taxes.

When we pay our income tax, the
postmark on the envelope is demonstra-
tion of a timely payment. Period. If the
postmark says April 15, the government
acknowledges that we made the dead-
line. Fam proposing legislation that will
require all lenders to unitormly accept
the postmark date as an indication of a
timely payment.

I have written to every member ot
the House and Senate asking them to co-
sponsor the late payment legislation. I've
been talking about this issue on my show
and | have developed one ol my monthly
‘Smart Money” syndicated newspaper
columns o this issuc. | know it isn't
exactly world peace, or even the O
Simpson trial, but in my 20 years in
Radio, I have found it is issues like this,
the irritation and hassle of tighting an
undeserved late payment tee, that will
cause people to take action.

So, please, share my idea with your
programming and ncews directors. Let's
sce it by working together, Talk Radio
can get the chatter going on this issue.

If you or anyone in your audience
agree with what | am trying to do, just
send me a postcard. Please send it to
Bruce Williams — Bruce, South akota
57220. Trust me, itth gettomeand ['ll see
to it that our triends on Capitol Hill get
the message.

Bruce Williams
Talk Show Host
Talknet

On PBS & Strange Clients

} agree with Steve Coston's fetter in
the NMarch 27-April 9 issue regarding
BS ("Much Ado About PBS"). tt scems like
amisusc of the medium, it notan outright
abuse tor them o keep using the public
medium they've been entrusted with to
tell us to put pressure on Congress to
keep their millions coming.

Enough on PBS ... I have long ad-
mired Chris Lytle and his sales tech-
niques, but his article in the same issue
(“Strange Clients. So Who's Calling on the Com-
puter Dating Services>") was in my opinion a
“real” loser. | have been in the business
tor 36 years having observed teenagers
throughout the duration and they can do
enough to permanently mark and scar
theirbodies without we in Radioand TV
telling them where to have it done. Chris,
! hope we who consider ourselves Radio
and TV professionals aren't so hard up
that we have to dig many of these adver-
tisers up. Having been married tor almost
33 years, | wouldn t know about the com-
puter dating service, but Funderstand that
sometimes love needs a little shove.

Ken Jones
KTLR-FM/KHYI-FM
Terrell, Texas

Don't Forget The Little People

Thank you tor a great magazine, tull
of new ideas and old ones we should all
never forget.

I am the owner of a company in the
process of purchasing our lirst small mar-
ket Radio station. [ have been in televi-
sion tor the past 20 years, and am just
getting back into Radio, which is, and
always will be, my tirst love.

How about some more articles about
small market Radio. It is the backbone
ot our industry, and remains the closest
link Radio has to the people it serves. |
would like to hear from several success-
tul small station owners about their op-
crations. How about “A day in the life ot
a small market Radio manager.” This
would be interesting to everyone, big
and small alike.

Thanks again lor keeping us up-to-
date on the industry we love.

Ross Becker
BASIX Communications
Westlake Village, CA

ADDRESS ALL LETTERS TO

Reader Letters, c/o Radio Ink, 224 Datura
Street ¢ Suite 701, West Palm Beach, FL
33401. Or fax to 407-655-6134. Each letter
should include your full name, address
and telephone number, and may be edited
for clarity or space.

JUNE 5 - 18, 1995



CASE STUDY

What has been the most unexpected
development since taking over your
duopoly?

Robert Neil, President ¢ Cox Broadcasting ¢ Atlanta, GA

When we acquired WHQT, the station had been through several format adjustments, secking its niche
in the highly competitive South Florida Radio marketplace. lt was maving into an Urban Aduh Contem-
porary format, and at that time Cox had ro stations that programmed any torm of Urban Radio. The staff
of the station was understandably skeptical about our commitment to the tormat, and market rumors had
evervone convinced we were going to go Country. We also had the added strain of not being able to get
WHQT co-located with our other two stations (WIOD-AN and WELC-FN) tor nearly six months. Our

South Florida management team conducted numerous meetings with the WHQT statf between the time the

swap was announced and actuaily moving them into our facilities. We found thatuntit we could get those tolks into our building,
reassure them that Urban AC was our long-term plan tor that station, and get them over the “siepchild” syndrome — a good deal
of stress was created.

The lesson is clear. Get your new statt members in with vour other propertics as fast as possible; make them feel like real
team members and get into your game plan for the station as quickly as possible so they see vour commitment to a plan for the
new station. &

David Gingold, President/COO ¢ Barnstable Broadcasting Inc. * Waltham, MA

We have operated a duopoly (two Class C FAs) in Memphis tor a little over two and and a half ycars.

What we didn't expect was just how long it would take to gain the tull combination of expense savings,
programming success and increased revenue performance. We also did not expect the eight- to nine-month
period of operating the stations trom two separate locations prior te combining them at one site to be as
ditficult for our management as it was.

Lessons learned? Not to take our existing success in a market for granted or assume that our capabilities

in running one property successfully will automatically transter over to the second property. View a second

property as a standalone in evaluating its needs and future. Then, only afterwards, brainstorm and act on ditferent wavs of how

vour existing operation can work in coordination with the second station to reduce expenses, increase sales and strategically
support programming directions at both propertics.

Lastly, | would not go into any new market duopoly situation with a preconceived plan on how to doit. We started out

with one G in Memphis. Today we operate quite successfully with two separate GMs sales departments and programming

departments. =

IF YOU WOULD L/KE TO RESPOND TO A CASE STUDY SCENARIO, CALL SHAWN DEENA AT 407-655-8778

OVER ONE THOUSAND RADIO STATIONS EACH WEEK"*
DEPEND ON OUR RESEARCH!
PUT US ON YOUR TEAM!

/ RESEARCH
PARTNERS, Inc. 800-359-MRPI (6774)

*MRP! produces callout music testing for MEDIABASE RESEARCH

Circle Reader Service #109
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Contests, Events & Promotions
How to Manage Risky Business

ontests, events and other promo-
tions can help build station audi-
ences and profits; but, unless well-
planned and managed, they can be risky
business or worse. Government regula-
tions, civil liability (i.e.: lawsuits seeking
awards of monetary damages) and pro-
prietary interests are three key areas
deserving careful attention.
Governmental regulations vary from
one state or other jurisdiction to another;
and, although a detailed comparison of
the many different regulations or laws
involved is beyond the scope of this
article, the following should be helpful.
On both the national and local
levels, lottery and tax laws must be
complied with (e.g.: withholding report-
ing requirements for prize winners), as
must FTCand local fair trade laws, which
generally protect consumers against
being mislead or deceived.

The FCC

The Federal Communications Com-
mission, the primary federal agency with
authority to regulate broadcasting sta-
tions, has also focused on station con-
tests, and promotions which tend to
adversely affect the public interest.

For example, the FCC has imposed
substantial fines on stations for not
conducting contests as promoted. To
ensure compliance, stations must fully
disclose and follow all material contest
rules and terms, allow participation with-
out any purchase or other consider-
ation; and, the announced prize must be
available for the winner.

The FCC also frowns on contests or
broadcasts which frighten the public
(e.g. Martians are invading, nuclear ter-
rorists are downtown, etc.); and, which
may needlessly jam telephone lines or
divert police, fire and other public safety
services from true emergencies.

Also consider and comply with FCC
rules regarding hoaxes, station and spon-
sorship identification, payola and the
recording or broadcasting of telephone
conversations.

INIC 12

by Barry Skidelsky, Esq.

Avoid treasure hunts or other con-
tests which may lead to trespassing or
destruction of private property in pur-
suit of a prize; and, stay away from
contests which require participants to
travel to a specified place in a very short
time, as they can cause traffic violations
or result in personal injury and death.

In one case, a broadcaster was held
responsible for the death of a bystander
when a car was forced off the road by a
teenage listener to the station, which
had offered a prize to the first contes-
tant who found a station disk jockey
from on-air clues given as to his loca-
tion. A court held that the station cre-
ated an unreasonable risk of harm,
because it was foreseeable that the
station’s teenage listeners would disre-
gard traffic safety laws in responding to
the contest.

In sum, stations and other promot-
ers of contests and events are likely to
be held responsible when unreasonable
risks result. However, where partici-
pants or spectators are or should be
aware of ordinary and normal risks
inherent in an event, they may be said
to have assumed the risk of injury.

For example, injury to a participant
in a skiing contest or contact sport, or to
a spectator or bystander in an off-limits
or dangerous place, may not result in
civil liability.

Insurance & Written Agreements

Fortunately, most problems arising
in station sponsored contests, events
and other promotions can be addressed
through planning and the use of insur-
ance and other written agreements.

Such preventative measures include
the use of a written policy statement,
which requires that all contests be cleared
in advance with the station’s GM.

Good planning also means, in part,
that when you promote outdoor events,
you should inspect the premises in
advance; and, eliminate, or at least
provide adequate warnings or post no-
tices about possible hazards.

Whenever there is a risk of injury in
a station-sponsored promotion, it is also
good practice to require that participants
read and sign a written release before-
hand. By signing, the participant ex-
pressly assumes the risk of injury and any
liability to the station may be limited.

A release should contain clear and
concise language, which is easily under-
stood and plainly describes the claims
being waived. In addition to claims for
physical injury, stations may also be
subject to claims for invasion of privacy
and commercial misuse of a name, pic-
ture or voice. A signed release can go far
to help reduce the likelihood of litiga-
tion of such claims.

A release should also include a
statement of “consideration” to ensure a
binding effect (rather than being consid-
ered merely a revocable license). Offering
a chance to participate and/or win a prize
may be sufficient. Lastly, releases signed
by minors (generally persons under the
age of 18) should also be singed by the
minor’s parent or guardian.

Another useful written agreement is
an acknowledgement by a contest win-
ner that the prize has been received and
that he or she is satisfied. Prize substi-
tution can result in problems.

A good general liability insurance
policy is also desirable; but, careful
review is necessary to ensure coverage
under particular circumstances. For ex-
ample, if the station is participating with
others in promoting an event, it may be
found to be a joint venturer, resulting in
an unintended extension of liability or a
denial of insurance coverage. Check
with your insurance agent and secure
any needed special policy or rider.

Ask Questions

Ask yourself lots of questions, such
as what can go wrong or who will have
control of the event? If responsibilities
are split among various parties, make
sure that you use one or more written
agreements which clearly define the

13 P
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party’s respective rights and obligations.

Will there be any sale of food or
alcoholic beverages? Will minors be
present? Will merchandise be sold at the
event? What if artists or celebrities don’t
show as promised? Answers to these
and other questions should help reveal
the risks associated with the event or
promotion and should aid in assuring
adequate insurance coverage or taking
other appropriate action.

Lastly, also consider the protection
of a station’s proprietary rights. Are
exclusive sponsorship or broadcast rights
possible or desirable? How vulnerable is

the event and any purported exclusivity
to being ambushed or otherwise under-
cut by a competitor? Have you taken all
necessary steps to register, license or
otherwise protect all copyrights, trade
or service marks involved?

To be successful, station contests,
events and other promotions require
careful planning; and in the process, the
risks involved should be identified and
managed. As a result, when (not if) things
go wrong, disaster wilt not follow; and, as
is well-known, prevention is better (and
cheaper) than the cure. =
Barry Skidelsky is an attorney and con-
sultant who specializes in Radio. He may
be reached at 212-832-4800.

S$SSSS Million Dollar Club™ SSSSS

$20 M: WYNK-AM/FM Batow Rouce, LA & W)BO-AM/WFMF-FM Baton Rouce, LA; SELLERS:
NARRAGANSETT RapIo L.P. & Baton Rouce BrOADCASTING COMPANY, RESPECTIVELY; BUYER: GULFSTAR
COMMUNICATIONS INC.; BROKER: MEDIA VENTURE PARTNERS

$7.1 M: KISN-AM/FM Sact Lake Gty & KUMT-FM Centervitte (Saut Lake City); SeLters: Sun
Mountain Broapcasting & US Rapio GRoup, RESPECTIVELY: Buver: TRUMPER COMMUNICATIONS INC.;
Broker: Star Mebia Grour

S$6 M: KFBI-FM Paxrump (Las Vecas), NV; Seiter: Americom Las VEGas L.P.; Buver: CRESCENT
COMMUNICATIONS; BROKER: MEDIA VENTURE PARTNERS

$4.5 M: WHIX-FM Brunswick (JacksonvitLe), GA; Seiter: EaGLe BROADCASTING; Buvir: Jacor
Broapcasting Corp.; BROKER: Meria ServicES GROUP

$2.2 M: WCC}-FM (CP) HarrisBurG, NC; SELLER: INTERMART BROADCASTING OF NoRTH CArOLINA; BuvER:
Davis BRoADCASTING OF CHARLOTTE INC.; BROKER: JORGENSON BROADCAST BROKERAGE

$1.7 M: KGHO-AM/FM Hoquiam-AgerDeen, WA; SeLLer: TRINITY BROADCASTING NETWORK; Buver:
SPENCER BROADCASTING OF SEATTLE; BRokER: MoNTCALM
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SOLD!

WLAY-AM/FM, Muscle
Shoals, Alabama from
Slatton-Quick Co., Inc.,
john Slatton, Principal,
to D. Mitchell Self
Broadcasting, Inc., James
Michael Self, Principal for
$1,700,000.

Randall E. Jeffery, Jr.
and
George 1. Otwell

initiated the transaction

GEORGE I. OTWELL
513-769-4477

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

RANDALLE. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572
ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION
BROKERAGE ¢ AITRAISALS

M

P

MEDIA VENTURE
PARTNERS

WASHINGTON, DXC
ORLANDO « CINCINNATI
SAN FRANCISCO
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QUALITY
CAST PEWTER

LOGO ITEMS

LAPEL PINS
WoRQs, /i
4., Ly
S, QE

AS LOW AS $1.00 ea.
In tumbled pewter
14K gold-plating also available

KEY CHAINS
BOLO TIES

,,n; b

Key Chains as low as $1.00 ea.
Bolos as low as $6.95 ea

EMPLOYEE
AWARDS

AS LOW AS $20.95 ea.

Engravable wood base included

[ J [} [ 4
All products made with pride
inthe U.S.A.

Call for more information

Normal delivery less than 4 weeks.

i~

coyote metalworks
529 Hillview Ct. NE
Alburquerque, NM 87123
(505) 296-1921

INIC 2

FORUM

Ernest jackson Jr., VP/GM
KMJQ-FM
Houston, Texas

Dcvcloping and holding

on to a diverse talent pool has
become an increasingly criti-
cal issuc for broadcasters, par-
ticularly inlightof theincrease
of duopolics in recent years.
As Radio stations look for new
sources of revenue (nontradi-
tional), many stations ftind
themselves looking tor people
with nontraditional skills as
well. In many markets with
Radio associations you'll find
broadcasters putting aside
their competitive interest to
join togetherinjointsalestrain-
ing programs.

There

among broadcasters 1o look

is also a trend

more to nontraditional sources
of training. Thisincludes train-
ing salespeople as “franchise”
owners, marketing specialists
and new customer develop-
ment specialists.

As Radio continues to
grow its overall advertising
share theissues that have been
important in the past (how can
I sell more Radio spots?) must
now take a back seat to the
issue of: How do | position my
Radio station to move our
customer's product, create new
retail opportunities and in-
crease our customer’s market
share? That is where the real
challenge is toraltofus. &

How do you train and
develop a talent pool?

Tim Farley, PD
WRVA-AM/WRVH-AM
Richmond, VA

Ihc traditional well tor

talent is drving. Satellite de-

livery of syndicated programs
and digital automation are
among the factors contribut-
ing to the process. Frankly,
PDs don't help when they in-
sist on force-feeding listencrs
a sterile air product replete
with lines supporting the lat-
est and greatest marketing
buzz phrases. They don't nur-
ture talent. They stitle it.
Look tor great people.
Listen to the morning show at
smaller stations in the same
market orone nearby. Insome
smaller markets, you may be
able 1o share talent. Network
with your state broadcasters.
They have the same problems.
Look outside the indus-
try too. Check local colleges
high schools and tech cen-
ters. Seck out people who arc
hungry for success, intetlec
tually curious, highly adapt-
able and who can communi-
cate. Asense of humoris vital.
In our current line-up we
have a former governor, ad
agency rep, stockbroker, AP
print reporter, prison counse-
lor, acrobics instructor and
two structural engineers. If
your well is drying, do what
adventurous pioneers have al-
ways done: find a new one. &

Bob Dellert, GM
WIOZ-AM/FM
Southern Pines, NC

Idemitying new talent is the
single biggest challenge we tace.
At times we find the answers
arc already on the payroll.
We groupairstaffin three
categories A through C. "A”
announcers are qualitied to
work any daypart and pro-
duction. “C"
given the opportunity to de-
velop their skills part-time in
the lessdesirable dayparts. We

board ops are

hire at the C level and give
them the cpportunity to ad-
vance as their skills develop
tn sales we take virwally
the same approach. We use our
sales assistant position as an
entry levelopportunity torthose
with“potential”but limited sales
experience. They set appoint-
ments, ride on sales calls, and
wiite proposals and tollow-up
letters, getting first-hand expe-
rience while developing the
skills needed as an AE
Another talent source is
an internship program. QOur
interns range from college stu-
dents looking tor classroom
credits to high school students
interested in a summer job. @

IF YOU WOULD LIKE

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

407-655-8778.
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MANAGEMENT

by Sharon Crain,
Ph.D.

Evnployce development is key to

achicving high pertormance and has be-
come one of the most important aspects
otamanager's responsibilities. Thismeans
as coach, managers need to diligently
watch for the slightest sign of a pertor-
mance problem and be -eady to take
corrective action.

Attacking a pertormance problem
head on becomes casier it we have a
process to tollow that we feel comfortable
with and that we know works. Before we
get to the process, we need to understand
that how each problem is handled will
depend on the cause of the problem.

For example, if you discover the
performance problem is the result of an
employce's unwillingness to perform to
the highest level, you have a discipline
issue. It you determine the employec is
willing, but is lacking the knowledge to
perform to the max, you have a training
issue. H you learn that the performance
problem is based on circumstances which
are beyond the employees current expe-
rience or judgment level vou have a
coaching issue.

W hile both discipline and training
issues may be your responsibility, by far
the coaching issue carries the most im-
portance for ongoing high performance.

6 Steps to Resolution

Once you have determined the
cause, you are now rcady to begin using
the tollowing coaching process with your
employce:

Step 1. Begin your meeting by stat-
ing factually what you have observed
happening (the problem1as compared to
what needs to happen. Direct your focus
to the problem and the solution — rot
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High Performance
It's in the Coaching

the person. Be very specific in your ex-
planation. For example, “lack, I'm aware
that in the fast two months we have had
cight specitic situations where customs-
ers have complained about mistakes in
their billing. This problem needs to be
corrected so we are 100 percent certain
that the numbers we send to our custom-
ers are correct.”

Step 2. Deveiop facts. Ask questions
that identity specifics like, "What is the
major cause of all these inaccuracies?”
Actively listen and paraphrase, such as
'So, are you saying that a miscommuni-
cation with the sales department is a
basic problem?” Dont argue — but re-
state your facts, it necessary at theerdol
your employce's explanations.

Step 3. Establish ownership ot the
problem. “Do you sec that we can't allow
this problem to continue” "Do you see
that you neced to take immediate action
to correct it?” Don't move on with the
discussion until vou -cally believe own-
ership has been taken.

Step 4. Ask vour employee to gener-
atesolutions within aspecitic time frame.
Forexample, "What are some actions you
could take to correct this situation within
the next week?” Or, “What steps do you
need to take with thesales department to
be certain the problem will he tixed by
next week?” Your challenge is to ask the
right questions without falling into the
trap ol giving solutions. Allowing your
employee to gencerate alternative solu-
tions forms the core of the coaching
process where learning and development
take place. This step also allows you the
opportunity to assess your emiployee’s
judgment and problem-solving skills.

It your employee comes up with poor
solutions, your coaching question might

QUICKREAD™

* As coach, managers need to diligently
watch for the slightest sign of a perfor-
mance problem and be ready to take
corrective action.

» Attacking a performance problem head on
becomes infinitely easier if we have a
process to follow that we feel comfortable
with and that we know works.

¢ While both discipline and training issues
may be your responsibility, by far the
coaching issue carries the most impor-
tance for ongoing high performance.

be, “IDo you see any downside to your
solution? It the answeris 'no," you can ask
a leading questicn like, “Looking at your
salution from the sales department’s point
ot view, do you think they wouid they be
cooperative?” This approach allows vour
employeeto think through relevantissues
with your dircction. The next time asimi-
far problem arises, they should be able to
correct it on their own.

Step 5. Atter you agree on the best
solution, ask your employce to “contirm”
his or her understanding of the solution
back toyou by asking, "So we are both on
the same mental track, what is your un-
derstanding of the steps you are going to
take and the date by which you will have
the problem corrected?”

Step 6. If you are in agreement with
vouremployec'sunderstanding, you now
wantto “attirm” success and your positive
relationship in the future. For exampie, ‘1
teel very good about this meeting.” 1
have every belief that your solution will
work and you are well prepared to pre-
vent such problems in the future” &
Dr. Sharon Crain is an industrial psychologist
and a pioneer int the field of biofeedback to manage
stress. She may be reached at 602-153-25 14.
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SALES

by Chris Lytle

Ihe solution to people problems is

simple, but not necessarily easy. It requires
changing your management mindset and
coming at the problem from a difterent
direction. Here's the background.

Several years ago | inherited $5,000
trom my great aunt Gertrude's estate and
promptly invested every pennyinasemi-
nar tor small business owners.

During the seminar the speaker ut-
tered three sentences that completely
changed my point of view — and dra-
matically altered my approach to sales
training and management consulting.
These three sentences returned my
$5,000 investment tentold, and they're
yours for the price of this magazinc.

But, if you internalize them, they
will force you to change your approach
to management, and not every manager
wants to change. (You've been warned.

1. There are no people problems.

2. There are only management prob-
lems. And

3. Most management problems are sys-
tems problems.

The simple solution to people prob-
lems, then, is to quit defining your prob-
lems as people problems. This trees you
of the need 10 psychoanalyze and coun-

QUICKREAD™

People Problems?

The Solution is in the System

sel every impertect employee.

That should give you more time to
concentrate on the vital task of manag-
ing. Part of that time can then be spent
designing systems for your people to
work so that they can become successtul.

Strong Systems

[t you have weak people, you need
strong systems. You might want to re-
peat those three sentences over and over
like a mantra until they sink in. Once
they do, you'll never utter words like, ‘|
can't find good salespeople.” You'll say
instead, "l need a system for recruiting
and selecting the best people | can, and
then | need to design systems that the
people I hire can work successtully.

The problem might not lie solely in
your hiring system. Perhaps your com-
pensation system needs a look.

I can't attract good people for the
moncey I'm willing to pay them” is an-
other way to retrame the problem.

Canyousee the powerin redefining
the problem as a management problem or
systems problem rather than a people prob-
lem? Admittedly, there's a downside.

The downside is that this kind ot
management makes you more accotint-
able. That can be uncomfortable. Since
there are no people problems, you can't
blame poor performance onyour people.
But successtul managers don't place

tine the problem as "my will against the
salesperson’s will.”

Lack of new business development
trom the top biller appears to be a people
problem. It's not, of course. There are no
people problems Therc are only man-
agement problems. And most manage-
ment problems are systems problems.

Lack of new business development
is not a retlection of your ability as a
motivator. It is a direct outcome ot the
compensation system. It there were con-
sequences for not developing new busi-
ness, then your veterans would be devel-
oping new business. But if they get paid
the same whether or not they develop
new business, then the compensation
system is driving their behavior.

Change the system and you change
the behavior. Yes, you'll take some heat
tor it, but that's what managers do.

As a group, sales managers are way
too hard on themselves. It'salot easier to
persuade a client to buy advertising than
it is to convince a salesperson to sell it.
Many sales managers detine their prob-
lems in terms of what they can't get their
people to do. The result is that they feel
ineftective as managers whensalespeople
don’t do what they want them to do.

Repeat After Me
Betore you throw up your hands in
trustration over your "people problems,”

¢ There are no people problems. With that
as a management philosophy, your ap-
proach to certain issues changes.

blame, they address problems repeat this mantra:

It's easier to change a system than it There are no peopie problems. There are only
is to change a person. | often hear this  management problems. Aundmostmanagement prob-
complaint from GSMs: "l can't get my  lemsaresystems problems. Then get to work on
veterans to develop new business. They're

in a comtort zone."

* Getting good people and getting people to
do what you want them to do are manage-

ment problems, not “people problems.” the systems that will help you get the
people and the behavior you want. &
Clris Lytle, president of The AdVisory Board Inc.,
as it they were not strong enough leaders — is an instructor at The Leadership Institute for

to get their people to change. They de- Managers. Hemay be reached ai 800-255-9853.

* Changing systems is easier than changing
people. Look at your compensation sys-
tem to see if it’s creating behavier you
don’t want.

Managers often take this personally,

RADIO
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MARKETING

by Mark Ramsey

C C hat it you evaluated your stock

portfolio the same way you evaluate the
effectiveness of your station's marketing:
once a month using three-month rolling
averages? Imagine buying a stock. You
buy a lot of it. And then you wait. And
wait. Is it going up? Down? Who knows?
By the time you tind out, it's months later
and you could have lost or gained a
tortune and never known. If you were
losing and knew it, vou could have sold
some shares and cut your losses. It you
knew you were winning, you could have
added to your investment.

In the movie business, the multimil-
lion dollar eftorts of a studio’s marketing
department are evaluated based on the
awareness of the moviegoing public tor
the tilm. It tolks know the movie's out
there, the marketing department has done
its job. This is measured continuously
among trequent moviegoers nationwide.
At any given point in time, the studios
know the awareness of their films in the
heartland If it's low in Peoria, thev can
boost advertising expenditures there. If
it'sthrough the root in L.A., they can pull
back. What it vou knew this much about
your marketing?

Wouldn'titbe nice it youknew carly
on whether anvbody was seeing your
TV2 Was anybody getting your mailer?
Did they get a telemarketing call? Have
they seen your outdoor? Why wait
months until the Arbitron report card
comes out? Arbitron ofters a great ser-
vice, butit's notdesigned to answer these
kinds of questions.

Spotting Trouble & Opportunity

Today, an increasing number of sta-
tionsare making use of research designed
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to spot trouble and opportunity carly.
You're nuts if you don‘t do this. Here are
some ways to get started:

1. Add On To Your Call-Out. If you do
regular call-out, then you already have the
opportunity to gather regular feedback.
lsn't awareness tor your station's market-
ing and perceptions as important as lis-
tener teelings on the currents? Your call-
out should include questions like: What
station, if any, sent you something n the
mail?, and What station plays your favor-
ite music? Be caretul, however. To be valid
and accurate, these questions need to be
asked not just of the tolks who listen to
your station and quality for your music
research, but also ot listeners who don't
tune your station in, but are in the right
age target. Don't make the mistake of
asking a group of core listeners to your
station: Who plays yourtavorite music? or
W hat station do you listen to more lately?
What do you think they're going to say? It
may be comtorting, but it's not accuratc.

2. Speand Your One-Study-A-Year Doi-
lars Differently. Many stations do one big
perceptual or strategic study per year.
Depending on the situation, it might
make much more sense for you to spend
your research money differently. Instead
ol one big perceptual studv, consider
doing one small one per month. What
you gain in trequency may more than
make up tor what you iosc in depth.
Nowadays things change much too tre-
quently to wait patiently tor an annual
study. Besides, the best reason we do
these studies once per year is because
we've always done them once per year.

3. Go With A Syndicated Service. For a
higher cost, at least one syndicated ser-
vice is available (through S:rategic Ra-
dio Research) which can measure listen-

Is Your Marketing Working?

I’s Worth it to Find Out

QUICKREAD™

* In the fast moving world of market-
ing, you need to cut your losses if
you’re spending on a dud, or add to
your investment if it’s making a dra-
matic impact.

* An increasing number of stations are
making use of research designed to
spot trouble and opportunity early.

» Adding on to your call-out research,
spending your one-study-a-year dol-
lars differently and going with a syn-
dicated service are some of the ways
to avoid trouble and spot opportunity.

e What is the real worth of market
intelligence? For my money, it’s price-
less.

ing behavior, perceptions, and market-
ing awarencss on a monthly — and even
weekly — basis. Betore you evaluate the
high price tag and immediately discount
this option, keep in mind the value of the
intformation you will receive with an un-
precedented frequency.

What is the real worth of market
intetligence? What is it worth to know
that the competition is succeeding or
tailing before they do> What is it worth
1o know that your new morning show is
not catching on? What is it worth to
know that your TV 1s not breaking
through, but that your competition's TV
is? Whatis it worth to have a good night's
sleep, knowing that the station is going
to be OK months betore Arhitron tells
you so?

For my money, it's priceless. &
Mark Ramsey is president of NOVA Marketing
Group, a media research and marketing consult-
ing firm based in San Diego. He mery be reached
at 619-291-9322. His E-mail address is
mramsey t @aol.com
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PROMOTION

by Cliff Berkowitz

In just over a year it will be time again
tor another presidential clection. The
clection gives Radio a tremendous ve-
hicle for promotion.

This promotion incorporates mim-
icking the campaigns of the candidates
and turning them into station slogans.
Your on-air presence should be packed
tull of “campaign slogans,” most ot them
adapted from ones being used in the real
campaign. For example: “For a brighter
tuture, vote tor 97X," "More jobs, less
taxes, vote tor 97X." You get the point.
Lawn signs are an integral part of any
political campaign, so of course they
should be a part ot yours. Keep them
simple and easy to read.

In addition to all this nifty verbiage
andsigns, there is a killer outdoor, on-air
promotion that goes with it. First you
need to get a car to give away. It's got to
be something tlashy like a Camaro, Cor-
vette, Miata or Porsche. This is also a
perfect promotionforclientinvolvement.
This promotion requires a couple of com-
puters. The most simple of PCs will do.
Then you need to build a good looking
Voting Booth.” Then create a 9 digit
number; make it as random as possible.

QUICKREAD™

* Presidential elections afford tremendous

opportunities for promotions.

* Incorporate all the current hot politicat

verbiage into your promo liners,

* With the use of a couple of computers, a

“Voting Booth,” and a sexy car, you’ve got
a killer book promotion that mimics the
political gamesmanship of election time.

* The promotion affords an excellent oppor-

tunity for client involvement and possible
complete liquidation.

INK 3

For everyonce's protection, only the GM
and PD should know the number. Then
you need to have a simple program writ-
ten into which you enter this secret 9
digit number. All the program has to do
is display the word “Wrong" for an incor-
rect guess and "Correct, you are a winner
for a correct guess. Be sure to make the
program tamper-proof. One ot these com-
puters goes into the control room. The
other goes into the voting booth and is
taken on the road.

How It Works

Here's how it works: After heavily
teasing the promotion tor a couple of
weeks, you come on as “the only candi-
date giving the constituency the chance
at a brand new car, instantly, or only
candidate willing to buy your vote with a
brand new car.” Every day you take the
car and the voting booth out to high
visibility, highly populated places such
as the mallsand give everyone who comes
by a chance to win the car instantly by
letting them enter their guess at the se-
cret 9 digit “Ballot Number.” Those of
you doing this in cooperation with a
client or trading the car for mentions
should have a sign set up next to the car
saying where it came trom or who is
sponsoring it. Then several times a weck
you should set up at the dealership or
client(s), drawing large crowds for them.
On the air each hour let listeners take a
shot at the car. Have them call in with
their best guess at the 9 digit ballot
number. Here's where your production
director works his/her magic. Utilizing
lots of production values, and computer
sofx, enter their number into the com-
puter. Have the computer confirm the
acceptance ot the number with a vocal

The "Vote" Promotion

Campaigning for Ratings

response: "Your 97X secret ballot num-
ber has been received, good luck.” Then
tell your contestant to stay ott their phone
and thatyou'll be calling them back within
20 minutes, possibly withabrand new car.
The rcason for the delay is to give the jock
the opportunity to carctully and without
distraction enter the rumber correctly.
And in case you get a positive response
trom the computer, this attords you the
opportunity to verity it with the PD or
(M. The delay is also necessary tor the
next phases of the contest.

The odds of guessing a 9 digit num-
ber are a million to one. This allows you
to control how long you want the pro-
motion to run. When vou are close to
where you want it to end, move into
phase two. In phase two you make it
easier to get a winner by telling on-air
contestants how many digits they got
right. In order to do this the PI) must be
very accessible. During the 20-minute
delay, the jock must contact the PD to
find out how many digits the contestant
got right. Atter about a week of phase
two, move into phase three. In this phase
you will have a winner in less than a
week. In phase three you make it even
casier by telling the contestant not only
how may digits they got right, but how
manvy are in the right order. Once you
move into phase three, the outside por-
tion of the promotion should end because
at that point a winner is very likely and
you want your winner on the air.

It's a lot of work, but it can be ex-
tremely successtul. The political verbiage
willbe flyingwhetheryoutapintoitornot;
you might as well ride its coattails. =
Cliff Berkowitz is president of Paradigm Radio, a
Radio promotions and marketing consultancy.
He may be reached at 707-4143-98 12
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PD m Does utilizing local TV personalities
add to Radio's programming?

Carl Widing * KINK-FM « Portland, OR

Usingalocal TV personality certainly can enhance Radio programming, but the following steps must
be taken 1o ensure success. 1. Topics covered are relevant to the market and audience. Spending five minutes talking
about hockey on a music intensive 35-44 predominantly female station is obviously not the best way to woo
and excite listeners. 2. Make sure the profile of the TV personality’s audience fits the listener's profile. 3. The personality
actually listens to your station. 4. The exchanges aren't forced. Whether it's an exchange with the morning show
host (s) or a taped bit make sure it sounds naturat. 5. Establish a benchmark. 1t a bit is worth cultivating into

aregular teatare, do it on a regular basis. 6. Brevity. Leave listeners wanting more. 7. Briny listeners up to speed. -
Always introduce guests with their full name, local TV station 1D or slogan, and title. Make sure that you control the direction
of the exchange. Assume that listeners did not hear the bit aired last week, otherwise you could risk being “tooinside.” 8. Recognize
benefits to all parties. The Radio station gains depth, the TV personality gains exposure. the TV show may gain with ratings and
the listeners (hopetully) will be amused, entertained and enlightened. &

Wes McShayne * KOEL-FM ¢ Qelwein, IA

| think it can be a benetit but it's all relative to the image and the professionalism of the TV
personality. If you've got someone who has been in the market for a little while and is seen as verv much
a pro in their field, I think it can be very benceficial to your programming. And that of course is relative
to your format. We use one of the local TV weather folks to do our weather and | think it makes it more
otticial. We get a lot of nasty weather out here and when we need to be serious these guys can add a bit
of credibility to our weather presence. But it vou puta raw rookie straight out of meteorology school, who
can'ttalk, on the air then | think you're going to have the opposite effect. Whetheritbe a TV news anchor

or sportscaster, they have to be good and sound iike they know what they're talking about, then sure, it can add something.
It also helps if the personality listens to the station because it helps to have some rapport. &

Dave Michaels ® WKMI-AM/WRKR-FM/WKFR-FM * Kalamazoo, MI

I would have to say that it really depends on the kind of news vou wanttor your Radio station. Are you looking forsomeone
to do your news? Your sports? Your weather? Sports and weather | can understand ... weather more than sports. But news?
No way. With the weather, you can give the image of trustworthiness by using the local weather guy. The guy that evervone
watches every night on TV doing weather for your morning show. Or the local sports person doing your local sportscast.
That's a possibility.

But tor news itself, you really need to have your own news personality. Not only tor credibility but for the local aspect as
well. It you're going to do news, do it right and have an in-house taleat. Remember, TV gets more out of the deal than Radio
anyway. You mention the TV station every time you introduce their talent on your news or weather. Do you get mentions on
the TV H you do, then you've got a better deal than most stations using TV personalities do. &

IF YOU WOULD LIKE TO RESPOND TO A PD FORUM QUESTION, CALL SHAWN DEENA AT 407-655-8778.

) All work is done in-house. We operate from our 14,000
—_ square foot facility in San Diego with the latest state of the art

f D'RECTIONS 'N RAD'O Ci3 Cati™ Interactive Computer Interviewing System. DIR \

- - Interviewers follow the sun, starting in the Eastern time zone |

| A Full Service Broadcast Research Firm and working across the Country to Hawaii. v

» Quality Research/Affordable Cost

» Strategic/Perceptual Market Studies
» Auditorium Music Tests

| > Format Search 800-676-5883

. » Call Out Music Research

Call Don Nelson, Director of Marketing
to discuss your research needs
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PROGRAMMING FOR MANAGEMENT"

Ve

by Holland Cooke

Ihere's been lots of buzz lately about

“cause-related marketing,” sometimes re-
terred to as “passion branding.” The prin-
ciple: tie your product to a worthy cause
sharing values with consumers, rather than
making just another sales pitch.

Proponents suggest that doing so
cuts through the clutter ot our ad-satu-
rated society. And a Roper survey tound
that 52 percent would pay 10 percent
more tor a socially responsible product
and 67 percent actually consider a
company's social performance when de-
ciding what to buy.

More Than Bargain Burgers

Perhaps the best-known success
story is McDonald's. All along, tounder
Ray Kroc knew he was selling more than
bargain burgers. His vision was a culture
ol community involvement. Example:
Ronald McDonald House.

Remember how American Express
got behind the Statue of Liberty restora-
tion? They raised $1.7 million tor The
Lady, and stimulated a 25 percent in-
crease in card use.

How about Ben & Jerry's? The up-

scale Vermont-made ice cream attained
itsremarkable success without much paid
advertising at all. Not just delicious, it's
ice cream that stands tor something.

And the hottest new twist is pop-
ping up everywhere: Have you seen Julie
Andrews on TV singing about Arthritis
Foundation brand pain relicver? "And
while you're helping yourselt, you're also
helping tind a cure, and that helps us all.

It you're in the East or Southeast,
look tor VFW Premium Coffee on su-
permarket shelves. It's private-labelled
by tea maker Tetley, who expects to sell
a million American tlag-adorned cans
this year.

American Red Cross just started
selling bottled water and logo'd designer
watches; swimwear is on the way. Also
coming soon: a line ot sturdy, stylish
World Wildlife Federation outdoor
clothing.

Marketing experts say this is just the
beginning.

Why it's happening: Charitable do-
nations are down. Meanwhile, tounda-
tions' expenses are going up just like
everybody clse's. So, many are cashing in
on anunderexploited asset: the equity of

Make Money While Helping Others

Tie Your Station to a Worthy Cause

QUICKREAD™

* “Cause-related marketing” is big. The
principle: tie your product to a worthy
cause, sharing values with consum-
ers, rather than making just another
sales pitch.

* Why it's so popular: Charitable dona-
tions are down, while foundations’
expenses are up. So, many are cash-
ing in on the equity of their respected
names.

* This trend suggests two powerful
opportunities for Radio: one, you can
help do-gooders and help yourself in
the process; and two, you can make
the most of your own brand — your
call letters.

¢ If you want to think bigger, look into
pre-paid calling cards, or offering
your own Visa card. Getting a piece of
that action could be big bucks.

their respected names. And in the last
tew years, toundations have been re-
cruiting executives with marketing back-
grounds, rather than the tund-raisers
they've traditionally wooed.
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Let USA Radio Network Go To Work For You On The Weekends!

|

- UNLEASH WEEKEND RATINGS AND REVENUE PoTENTIAL WiTH LIVE TALK!

f The Ron Seggi Show

CAsSUAL CONVERSATION
WITH POPULAR PERSONALITIES .

Steve Crowley's American Scene

AMERICA'S PREMIER MONEY
ADVISOR AND COMMENTATOR,

The Jack Christy Show

CONFRONTATIONAL BuTt
RESPECTFUL TALK.

l“(lg

m—,,"ﬁ"‘“—,‘«r Sit Back, Relax And Enjoy Your Weekend!

Circle Reader Service #112
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ENGINEERING FOR MANAGEMENT"

by Eric Small

Ncw businesses based on “high-

tech” ottensneak up onus. Innovationcan
be the sum ot technological progress in
several seemingly unrelated areas. Some-
one puts breakthroughsin atew technoto-
gies together and suddenly a new kind of
businessis born. Cable televisionisa good
example ot business arising from the mar
riage of many new technologies.

Marrying Technologies
Electronicsignscontrolled by broad-
cast subcarriers may well become the
latest business born from the marriage ot
new technologies. Recently great strides
have taken place in electronic variable
message signs. There are signs with char-
acter size trom 1 inch to 2-toot tall gi-
ants. Costs have dropped, brightness now
competes with daylight and reliability
approaches maintenance-tree. In addi-
tion to just letters and numbers, graphic
capability of nearly a computer screen is
becoming available at prices that do rot
restrict theiruse to Times Square or $40 a
seat sports arenas. And thanks to the new

RS broadcast technology, reliable, wide
area, addressable data transmission aver
FA1 Radio stations is readily available

Real-Time Signs

Historically, promotion using atford-
able electronic message signs has been a
bust. The signs are boring. They just repeat
the same message over and over again
Even with eye-catching graphics, people
quickly learn to ignore the signs because
they have nothing new to say. In Radio
jargon, electronic signs are a tune-out.

RIS otfers a way to make electronic
signs come alive in “real-time.” Once a
sign carries immediate information ot
interest, such as newsand weather, pcople
will pay attention to them. Thev willalso
pay attention to whatever commercial
messages are interspersed with the news
and weather

Real-time intormation can also liven
up existing billboards. Some stations add
artist and title NOW PLAYING to their
promotiona! billboards. Technically this
is not hard to do, and it greatly increascs
the “grab” of tormerly “static” signs.

The Birth of New Technology

Radio Controlled Signs & Billboards

QUICKREAD™

o Electronic signs controlled by broadcast
subcarriers may well become the latest
business born from the marriage of new
technologies.

¢ RDS offers a way to make electronic signs
come alive in “real-time.”

¢ RDS controlled signs are not restricted to
self promotion. RDS technology can be
used to independently centrol thousands
of signs, so that unique messages may be
sent to signs in different locations.

* In addition to self promotion and as an
adjunct to air spot sales, controlling signs
with messages unrelated to the station
can generate revenue.

If you want to get in on the birth of a new
technology, now is the time to innovate
applications for RDS controlled signs.

The applications of RDS controlled
signs are not restricted merely to self
promotion. Because the RDS technol-
ogy allows tor independently control-
ling thousands ot signs, unique messages
may be sent to signs in ditferent loca-

22 p

Today's RBDS is a fully compatible system.
It will co-exist with proposed “high speed”

RBDS ...

... is the U.S. standard for radio data transmis-
sion. It's based on the proven European RDS
system, in use overseas for more than 10 years.

RBDS “smart radios,” now available, can
seek specific formats, display call letters, song
titles, promo or advertising messages, and
provide important travel and emergency infor-
mation.

@ |

applications.

.
.
- e

data channels now being developed for specific
Inovonics’ stand-alone RBDS encoder does
not require a host computer or programming

expertise. It simply lets you implement RBDS
at your station for under $1000.

MODEL 710 RBDS ENCODER -

)
ﬂ I n OVO n ICS, I n C- 1305 Fair Ave. * Santa Cruz, CA 95060 ¢ 1(800)733-0552

eea .
T a - w
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[l @PEN INVITATION

HICH DEES

PIEHS HINE':'I
Y EIPSED Bl

If you are a former Hiney Wine licensee
or just admired those two great Hineys
from afar (Big Red and Thor), or just
want to get some improved Hiney on the
air, call the Hiney Winery today!
Research shows there’s a whole group
of listeners that have never been
exposed to our Hiney’s. So, if you want
to take a look into our Hiney, call for an
information package. If you order toaay,
we'll even give you stock in the
winery...a share of common Hiney and
some preferred Hiney as well.

Call Thor Hiney at 817-595-4550
or my Syndication Rep, T.J. Donnelly
or Thom E. Vance

AMATELLIN U
From the Writers of Hiney Wine
“AMATELLIN U" is a great scripted

comedy feature created by the
originators of Hiney Wine and offered to
you by West End Media Group.
“AMATELLIN U,” the world’s smallest
rip-off 1-year university, offering
degrees in Bait Shop Management and
Construction Site Flag Wavin'. Have
your own fictious University complete
with a merchandise line and revenue
generating promotions. For mote
information or a Course Schedue,

call. 817-595-4550

| =
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Opportunities for Radio

This trend suggests two powertul
opportunitics tor Radio.

Opporwunity number one: Help do-
gooders, and help yourself in the process.

know of scveral stations that have
adopted local causes. The stations not
only enjov the exposure and image but
they also profit by aligning clients whose
on-airschedulessupport the worthy cause.
I's the “consultant sell” with a social pur-
pose. And ad agencies can dig it. There's
plenty of creative tor them to produce

Based on experience, | recommend
the following guidelines:

{. Determine what your station/cli-
ent stands for.

2. Know your listeners. What are
their values?

3. Identily a cause or issue that links
No. I with No. 2, about which vou can
become passionate, and about which lis-
teners will lecl you're sincere.

4. Commit long-term. |ike an ad
campaign, you'll need to build Irequency
and repetition. This is strategic, not tac-
tical. Think multivear, not quick results.

5. Critical: internal sell. Adopting a
cause can be great for employee morale

il your stalt buys in

Station opportunity number two: Are
vou making the most of vour own brand?
Your call letters are a respected local
logo. And your tnansmitter and clients
are an in-place distribution network. So
heed the sermon voursalespeople preach,
and “sell voursclt a schedule” on your
own air, to promote a product bearing
yourstation's name. Example: Ratherthan
giving away cheapo T-shirts, many sta-
tions are now sclling top-of-the-line
sportswear sporting their logos. Listen-
erssnap‘emup at station-sponsored con-
certs and other events.

Want 1o think bigger? Have vou
looked into pre-paid calling cards® And
whv not ofter vour own Visa card> Shop
the idea around to vour bank clients.
Getting a piece of that action could be
big bucks. =]
Holland Cooke is a Washington, DC-based
programming consultant specializing in news
talk and full-service AN He may be reached at
202-333-8112

ENGINEERING FOR

ILAANAGEMEN'I“

tions. This allows for easy insertion of
difterent commercial spots to ditterent
groups of signs. For example, all signs
can carry the same rews, weather and
time information, then, only the signs
located in a particular tast-food chain
will carry promotions for that day's spe-
ctals The same selective addressing to a
drugstore chain coula 1ake place. Simul-
taneously, a much larzer sign in the pub-
lic area of a mall could be displaying
news, weather, and promoting specials
in the mall. In theevent of an emergency
suchasaweatheralert, all of the signs can

be instructed to carry the same message.

Additional Revenue

In addition to sclt promotion and as
an adjunct to air spot sales, controlling
signs with messages unrelated 1o the sta-
ton can generate revenue. The best ex-
ample ol this tvpe oi revenue is highway
variable message signs. Flighway authori-
ties and state departments of transporta-
tionare just discovering broadcast station
subcarriers as awav to control these signs.
In Europe, especially France, RDS has
beenemployedtorsigncontrol forseveral
vears. Not having a means to control
highway signs has delaved multimillion
dollar projects. RDS is the ideal solution.

Mass transit offers a unique oppor-
wnitv for RDS controlled signs. 1n Dal-
las, TX, 1,000 arca buses are equipped
with 3-foot long clectronic signs facing
the passengers. The signs carrv news
weather, transit injormation, jokes, and
commercial spots. The information is
loaded into the signs via the subcarrier of
alocal FM station. This svstem has been
operational tor mare than three years. A
similar svstem has been in use in Provi-
dence, RI, for even longer.

Pioneers Needed

Right now, none of these applica-
tions are "ready to go." All of the picces
are available, but you cannot vet buy a
svstem “off the shelf.” If you want 1o get
inon the birth of 2 new technology, now
is the time to innovate applications for
RDS controlled signs. =]
Evic Small is president of NModulation Sciences
Inc. He may be reached at 800-826-2603
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NEW BUSINESS DEVELOPMENT

by Bob Pedder |r.

ENCW Business Development (NBD
departments that have been up and run-
ning for tive years ormore, and for markets
that are increasingly seeing more competi-
tion trom additional Radio stations enter-
ing the NBD arena — sponsorship selling
is a viable and protitable next level.

Ownership of real estate tied to a
particular preperty is the philosophy
behind sponsorship selling. Who has the
rights® Who can sell what to a potential
sponsor? You can imagine the contract
tor Coca Colas sponsorship of the Olym-
pic Games. Well these same principles
can be applied to your local arts testival.
NBD departments should explore and
exploit sponsorship opportunities. Our
experience ot selling an intangible prod-
uct makes us uniquely qualified to repre-
sent sponsorship programs.

There is much that NBD depart-
ments can otter an event promoter or
property manager. These items should
become the basis of your sponsorship
services. NBD departments can offer a
teeder program of lower level promo-
tional sponsors that can someday be-
come major sponsors ol the event, rev-
enue-sharing options if the sponsorship
rizhts that can be sold are valuable enough
to gencrate substantiai sales remote in-
store merchandising support programs,
or-air promotional support as well as
incremental on-air advertising through
the sponsors promotional program, tie-
ins to other cross-promote partners such
as print, cable TV, and varicus interac-
tive services, and in-kind programs trom
the client base of the Radio station. All ot
these servicesare the foundation ot spon-
sorship services that should be presented
10 an event promoter.

JUNE 5-18, 1995

Tricks of the Trade

Caution: These programs are typi-
cally high cost of saies opportunitics.
There are some “tricks-of-the-trade” that
youcan apply before venturing into spon-
sorship sales. Some GMs will at first
glance see a $50,000 gross with a cost of
sale of $30,000 as unattractive. Set up
arrangements tor billing options with
your business department so thatyoucan
show the $50.000 as $20,000 to your
station and $30,000 as “pass-through”
money. This pass-through money is for
merchandising costs associated with the
program and foradditional medianeeded
to satisty the items in your sponsorship
agreement with the event promoter. Al-
ways try to remember that NBID is selling
in the opposite direction of the media
sales side. Where with media sales you
buy the spots and get some added value
like a promotion on-air or otherwise,
NBD is scHing the promotion with a set
list ot fixed costs and then must otter
perceived added value that sometimes
also comes with tixed costs. This is why
we always price our NBI ) programs using
a promotional price strategy rather than
a media spot rate strategy.

When developing an event sponsor-
ship program you first must find an appro-
priate event. Pick one thatis format com-
patible. Set up your mecting with the
event promoter and present your spon-
sorship services from a local level point of
view. Your ettorts should be scen as in-
creasing value to the property (the event).
Present a promotional worksheet that has
several items tor which you necd to nego-
tiate access. It you get most of them, you
can develop a tully integrated program
that will seem attractive to a potential
sponsor (manufacturert.

The Art of Sponsorship Selling

From the Olympics to the Local Arts Festival

QUICKREAD™

» |dentify an event that is format compatible.

* Prepare a worksheet that can list the items
for negotiation with the event promoter.

¢ Be prepared to offer revenue-sharing for
exclusive opportunities.

* Position your services as adding increas-
ing value to the property (event).

| mentioned revenuce-sharing previ-
ously. It you get access to many options
on your worksheet, then you will cither
he asked, or feel obligated, or in the
future be torced by competition, to ofter
a 1evenue-sharing option which might
be something akin to an agency commis-
sion. Onsome programs | have otfered as
much as 20 percent on the net revenuces
as a rights tee back to the event pro-
moter. It all depends on how protitable
this opportunity can be tor your NBD
department and how badly you or vour
station want the event. Working from an
exclusive advantage usually warrants a
rights fee of some sort.

ltems on your worksheet should in-
clude sampling, access to concession,
signage, redemption, discount tickets, hos-
puality/ VIP, access to stars/performers,
spokespeople torremote appearances, logo
attachments to property’s print and other
collateral, on-site promotional extenstons
(ie: stage announcements), access to spon-
sarship levels (ie: title, presenting, promo-
tional, ofticial product, ctc.).

The bottom line to sponsorship sell-
ing 1s increcasing nonspot revenue and
protecting your market share of NBD
revenues. =]
Bob Fedder, Ir. is divector of the Greystone Alli-
ance, promo!ionul service lo the mmzuﬁu‘lurim}
community. Hemay bereachedat617-251-1230
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INTERVIEW

STU OLDS

PRESIDENT OF THE KATZ RADIO GROUP

s president of the Katz Radio Group, Stu Olds is

chief executive officer and oversees the operations

of the KRG’s Radio sales subsidiaries — Banner
Radio, Christal Radio, KRG Dimensions, Eastman Radio,
Katz Radio and Katz Hispanic Media. Together, these
companies sell more than $650 million in Radio advertis-
ing each year.

Olds began his career with the KRG when he joined Katz
Radio’s Chicago office in 1977 after working as an account
executive for Leo Burnett. He was named a vice president
of Katz Radio in 1981 and was appointed vice president,
manager of the Katz Radio Group Network in 1984. He
assumed the presidency of the Katz Radio division in 1987.

In 1990, Olds was named executive vice president of the
Katz Radio Group. In 1992, in addition to his responsibili-
ties as executive vice president, he undertook the duties
as general manager. Olds was appointed president of the
Group and named to the board of directors in 1994.

Olds has a bachelor’s degree in communications from
the University of Wisconsin, and a master’s degree in

communications from the University of Oklahoma.

INK 24

INK: What were the most startling revelations for you when
you became head of the Katz Radio Group?

OLDS: Well, the very first issue | faced was the decision by
Infinity to consolidate their representation under Infinity Ra-
dio Sales at Interep. This is not exactly how you want to start
your new reign, by havinga 30 million dollarclient move away.
INK: Why do you think you lost them?

OLDS: It is interesting because the good news in that entire
thing is that the two companies that have done this, IRS and
Shamrock, both chose to stay inside of a traditional rep
organization. The bad news is that we were not able to
construct an arrangement that philosophically and financially
met our long-term goals and objectives and those of Infinity or
Shamrock. [ think itis important because we really are commit-
ted to the station groups — like Cap Cities/ABC, Viacom,
Cox, Citicasters, EZ Communications, American Radio Sys-
tems, Jacor, etc. — who, it you will, brought us to the dance.
We didn't believe it was in those clients’, and accordingly, in
our best interest to divert people and tinancial resources to a
standalone rep firm at the expense ot the stations that we are
in business with. | think what has happened has proven, for us
at least, that we made the right decision. We've filled the holes
and remain the number one, three, four, and five individually
ranked rep company. We've held on to our share as the number
one rep organization in the nation as an entirety. Our share loss
due to Intinity is tenths of a point as opposed to anything larger
than that. So, I think it has probably been a good deal tor Intinity
and also a very good deal for the Katz Radio Group.

WHAT WERE THEY THINKING?

INK: Can you share the thinking behind Infinity and Shamrock
setting up their own individual rep firms?

OLDS: Well, I think you've got to separate Infinity and Sham-
rock tirst of all. Infinity is a 75 to 80 million dollar group and
Shamrock is a 22 to 24 million dollar group. Infinity, unlike
most of our major groups, didn't have singular representation
in some of their KRG markets and wanted to make sure they
had control of what the rep companies had to sell. Add to that
some of the cost benetits and you have the basis tor Infinity's
decision. In the case of Shamrock, I really don't see any logic
to it. I don't think they have the critical mass to make even the
type of impact that Infinity would inside ot an agency. | don't
think they canstatf it with the depth of sellers that Infinity can
or that clearly Katz, Christal, Banner or Eastman is able to
inside of our companies. While Shamrock probably wanted to
do it tor some of the same reasons, and cost is one of them, |
don't think they had the same critical mass for entering the
business that Infinity had, or will be capable of having over the
next couple of years.
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INK: Is this a trend? Are other broadcast-
ers expressing interest in creating their
own rep firms?

OLDS: | don't think it is a trend at all. |
think we have a giant test going on right
now and, over the next year or two,
people are going to be watching to sce
what the success or failure is of Infinity
and the Shamrock sales approaches. No
one ¢lse has really expressed a sincere
interest in doing it. H anything, most of
our clients have said that we did the right
thing. They are very happy tosce that we
didn't divert people and financial re-
sources to standalone rep companies in-
side of our organization at the expense of
the existing companies

INK: How do the agencies look at this?
OLDS: | think for the agencies it would
become a real concern it it did become a

Olds with daughters Whitney (l) and
Morgan on “Take our Daughters to
Work Day” this year.

trend. Agencies are more thinly statted
today than they were tive or 10 years
ago. Media departments do not have the
same number of bodies that they once
did, so they don't want to go back to a
world where they are going to have 20 or
30 individual rep organizations trying to
call on them. They like the traditional
structure of having a Katz, a Christal, a
Banner, an Eastman and the major play-
ers at Interep and CBS call on them. |
don't think that you arc going to sece
them encouraging the business to go in
the otherdirection. The best evidence ot

RADIO
INK 24

that is that the fastest growing segment
ot the Radio business, in terms of repre-
sentation, is in group sales. Group sales
today inside the KRG, between network
marketing, sports, farm and the like ac-
counts for almost 23 to 24 percent of the
total business that we do. | think you are
going to see that trend continue.
INK: Everybody is talking about business
being good. How is it on your side of
the fence?
OLDS: Radio as a whole is enjoying a
local and national resurgence thatis prob-
ably unparalleled in the history of the
medium. The interesting thing about it is
it isn't just in terms of revenue growth,
but the fact that Radio is being recog-
nized as a primary marketing medium. |
think this is happening because the sales
and marketing etforts of individual com-
panies, like the Katz Radio Group
Interep, and CBS, arc investing people
and tinancial resources to tell Radio's
story in concert, with individual Radio
stations, the RAB through
RIEP, the NAB, the local
sales organizations, trade
organizations like
Southern California
Broadcasting Asso-
ciation, Detroit
Radio Advertising
Group, and many
more. | think that it
isareal positive story
that is being told out
there vertically to both
advertisersand agencices.
Add 1o that the story that
comes trom improved product
quality, dircectly attributable to expanded
ownership rules, and | think you've got a
really great tormula for 1995 and be-
yond, and our business is retlective of
that with the industry being up 22.5
percentintirstquarterand withnoendin
sight to the double digit increases that

\y

|

we are currently experiencing.

INK: What about “national” becoming a
commodity buy where buyers are con-
nected to stations by modem?

OLDS: You know, it is interesting with
the ability to hook up computers in di-
rect link trom agencies to our Radio
stations — which is something that we
have been in tront of for the last several
years because, obviously, that represents
a real concern to everyone — | don't
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® Leisure activities: Golf.

® Recommended reading: “How to
Win Customers and Keep Them For
Life,” “Beware, The Naked Man Who
Offers You His Shirt,” and “The Mirror
Makers.”

@ Mentor orrole model: Bob McArthur
and Ken Swetz.

@ The most interesting person you
know is: My wife, Kim.

# If you had 30 minutes to sit and
talk with one person, whom would
you choose? My dad who died in
1990.

® If you were grantec one wish, what
would it be? That Butrum, Chires,
Fortenbaugh, McCurdy and Press will
all be with the company for my entire
career.

#® If you could go back in time, where
would you go? | wouldn’t. The best is
in front of us.

@& Whom did you listen to on the
Radio when you were growing up?
Larry Lujack.

# What did you want to be when you
grew up? A trial lawyer.

# What is your pet peeve with Radio?
National sales reps don’t get the full
professional respect they deserve.

# The most embarrassing thing that
ever happened in my career was ...
Having the time wrong for the first
KRG party at the NAB in 1985, and
missing the entire event by an hour.

@ What has been your most elusive
goal? Meeting the goals and expecta-
tions of 1700 client stations simulta-
neously.

# Of what achievement are you most
proud? Dawn, Morgan, Whitney and
Madison ... my four daughters.

® As a listener, what is your favorite
format? Oldies.

@ What advice would you give some-
one who wants to get into Radio? Get
into a national sales training pro-
gram, work hard, work smart, reach a
little higher every day, and you’ll find
the sky’s the limit.
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» QFFICIAL HEADQUARTERS ¢ f
RADIO’S 757H CELEBRATION

75th Anniversary of
Radio Celebration Update

Radlio Ink is proud to announce that NAB and BMI have joined as official sponsors of our
anniversary celebration. We thank all three companies for their support.

A

bl

Katz Radio Group

Make the best (ocal Radio commercials celebrating Radio ... and win
Radio Ink is awarding a grand prize of a table for eight of the Radio Hall of Fame Radio Anniversary Weekend in Chicago {October 27-
29). Plus winning stations in each of four categories (Mcjor, Large, Medium and Smalf Market) will have their spot sressed on a (D and
distributed to all Radio Ink subscribers. Criteria: Make a spet that celebrates Radio’s 75 years and makes consumers and/or advertisers aware
of Radio and Radio’s creativity. Make a generic version that can be aired an any station in the world. Run these spots on yaur stations ...
plus send us a cassette copy (for judging). All entries must be received by May 30, 1995 Send all entries to: Radio Spot Entry, ¢/o Radio Ink,
224 Datura St., Suite 701, West Palm Beach, FL 33401. More ideas every issue. Remember to celebrate Radio’s 75th anniversary all year!

LAST CHANCE: WE ARE EXTENDING THE DEADLINE TO JUNE 16TH FOR ENTRIES!

INIKK  The Official Publication of Radio’s 75th Anniversary Celebration
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believe that is going to be happening.
The reason it's not going to happen is
that the scll out there is becoming more
complex, not less. If you take a look at
what is taking place in the world of Radio
with duopolies, LMAs, JOVs, and the
like, tor an individual to sort out a mar-
ketplace today it's not just a rating and a
rate. You have to have somebody in
there who can actually walk you through
and have the knowledge to explain the
dynamics of the marketplace being sold.
So, Idon't think it is going to become just
a rating and rate. In fact, if anything, |
think the future ot our business will be
healthierandstrongerthan ever, because
| guess that as Swetz once said to me,
interestingly enough, The rep's job is to
do the impossible.” The impossible in a
more complex world today really re-
quires reps to have more people with
more knowledge, with more support staft-
ing, and better structure and systems
than they ever had before to separate and
sort that world out. So, | don't think it is
going to become computer to computer
anytime in the near tuture.

MORE FROM THE REP

INK: A lot of broadcasters want to know
how they can get more dollars out of their
rep, and how they can get them to focus
more on their Radio station.

Olds with
daughter
Morgan.

OLDS: There are a couple of things. One

our success as an organization has really
been built on strong leadership at the
operating level, having great sales man-
agement, very good sellers, and an infra-
structure that supports that. | think what
broadcasters have to continue to realize
is that successful selling organizations
are substance based. You can't provide
quality performance-based representa-
tion with shortcuts that are camouflaged
in acronyms for the benefit of public
relations. You really have to be able to
identify, hire, grow and keep good sales-
people and management talent that is
committed to the high norms and expec-
tations of the individual stations and the
KRG companies. | think what they have
to do is continue to demand excellence
trom the individual rep companies and
that will provide them with the long-
term success they are looking for.

INK: What about the influence of things
like the Mercury Awards and the whole
Creative Led Sell Push?

OLDS: Radio is, to me, a communicator's
medium. It is local, very personalized
highly targeted and, obviously, can stir
the imagination. I think as Radio be-
comes an increasingly important part of
the media mix, advertisers will demand,
and agencies will obviously follow and
deliver, higher quality creative. | think
the industry efforts through programs
like the Radio Creative Fund's Mercury
Awards, RIEP plus individual company
efforts are all increasing the focus on
Radio and its creative possibilities. This
is very, very positive for Radio.

INK: What is Katz doing related to devel-
oping new advertisers for Radio?

OLDS: We have, as a company, made a
tremendous investment in developing
new Radio dollars going back to 1987.
Today, we have six full-time new busi-
ness development offices. We have
around 25 people who are 100 percent
dedicated to creating new revenue
streams. We've supported these people
with extensive vertical sales and market-
ing training. As a result, we developed in
1994 over 30 million dollars for KRG
stations and are running, this year, sub-
stantially ahead ot that. Without a doubt,
new business will continue to be an im-
portant part of KRG as we go forward.

INK: Talk to me about the IPO that Katz is
in the middle of.

OLDS: Financially strong, growth directed

companies with a quality depth of people
have a huge advantage today and are
going to continue to have a huge advan-
tage in the future. Katz has successfully
attracted DLJ, has successtully completed
an PO, and has seen almost 500 of our
employees invest theirown money in the
company. | think wi.at the IPO has done
for us is reintroduce a sense of owner-
ship. It has provided long-term financial
rewards for our people and has really put
the company in a position to find, at-
tract, and keep good people tor a longer
career in the rep business. As a result of
that, i think we will be a company with
less turnoverand more stability, and that
in a people-driven relationship business,
results in improved productivity. And
that is good tor our clients and tfor our
company. So, there is nothing but posi-
tives in the 1PO.

INK: Talk to me about posting. YNR recently
had a meeting to talk about accountability,
and so on. Can you touch on this?

OLDS: We've been in front of this issue
since early February when Gerry Boehme,
who is our vice president and director of
research, started talking about it. We
came out with a very clear position in
terms of what we think about the posting
idea. We really oppose any kind of post-
ing sysiem for Radio that uses new rat-
ings as the basis of awarding make goods.
We don't believe it serves the interest of
the advertisers, agencies, or our stations
tojudge the results strictly on the basis of
audience numbers. We're more than
happy to be accountable for everything
thatwesell, but the ratings methodology
by itself does not stand up to the scrutiny
that posting procedures would demand.
So, we've been real clear about that.
INK: What if they decide to go ahead and
do it anyway?

OLDS: Well, it is really a decision that is
going to have to be ultimately enforced
by ourrepresented stations, and the groups
as a whole have come out very strongly
against any type of posting that uses new
ratings going forward. The industry as a
whole has stood firmly behind that.

WHAT ABOUT TRAINING?

INK: How is Katz addressing training?
OLDS: Training is, first of all, critical to
keeping and growing exceptional sales
talent. We invest over a million dollars
ayearin five primary training areas. The
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first being the KRG sales training pro
gram, which is an eight- to 10-weck
program for new hirces. The second one
is Miller Heiman Strategic Selling,
which teaches people how to get to
economic decision makers. We've
pur over 200 managers and sellers
through that inside the KRG, The
third area is the Impact Planning
Group, which is our management
developmentcurriculum. In our busi-
ness, historically the best scller has
gotten promoted to become the man-
ager and the next day is supposed to
be able to manage a sales organiza-
tion. What we made the decision todo
is to try and give them the tools and the
knowledge trom which to manage
people. The tourth area is our advanced
marketing course, which teaches mar-
keting trom a brand manager perspec-
tive. ttis about 13 weeks in length. We
have putalmostall of New York through
that and that is paying huge dividends
The last area is we have selected indi-
viduals to attend speciai seminars focus-
ing on leadership, consultative selling
and the like — a significant ongoing
investment by the KRG,

INK: That is a tough investment to make.
OLDS: It is actually not a tough invest-
ment to make from the standpoint that
national sellers, we believe, make a dit-
terence. it they are well-trained, ex-
tremely knowledgcable, work real hard,
and they care, they are going to have a
huge impact on our business. Some people
in our industry believe that gray area
sales don't exist. You only sell agencies
what they want to buy. We don't accept
that. We believe that stations have niches
that are important to market segments
and our job is to find a way to make that
segmentimportant to the advertiser. Sales
protfessionals doing this makea ditterence
in getting that done. When the business
becomes just ratings and rates, then we've
stopped hiring sellers and started ta call
clerks, salespeopie, and we retuse to do
that. This is why our investment is more
than worth it to our organization.

INK: What are your frustrations with sta-
tions on a local leve! who are either your
clients or not?

OLDS: There is a tendency in our busi-
ness to call people partners. Cur stations
clearly are our partners, but I'd like to see
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moie meat come into that meaning. |
think as we go forward we're going to be
doing more things in concert, like train-
ing, which we will be doing and facilitat-
ing together. | think we will be doing
more new business development in con-
cert as we go forward. | think we'll be
doing more team sching with individuals
at the stations as we go ftorward. | think
you are going to see over the next several
years that partnership in this business i
going to be redetined, because | oreally
think we are going to be ina much closer
relationship with those stations that we
are fortunate enough o represent.

INK: 1 would be remiss if | didn’t touch on
Radio’s 7s5th anniversary and the fact that
you were the first to jump on the band-
wagon and become one of the official
sponsors. Why do you think this is an
important event?

OLDS: From our perspective, Katz is the
single oldest most tenured rep company
in the business. We started in 1888 in the
newspaper business and have gone ali
the way trom newspapers to Radio, Ra-
dio to TV and have continued 1o grow. |
think for us not to be a participant and
acknowledge this historic year ot Radio
would be a mistake. | think it should be
recognized. When we're having such a
great year together, locally and nation-
ally, 1 think anything we can do to sing
the praises ot Radio ought 10 be done
Toud and clear, so we look torward to
being part of Radio Ink's 75th anniversary
celebration of Radio. =

.
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RADIO'S 75TH CELEBRATION

Goming July 101!

Radio Inkis celebrating 75 years
of Radio! On Jjuly 10 you will
receive a special commemora-
tive issue of Radio Ink, The Offi-
cial Publication of Radio’s 75th
Birthday. It wili be packed with
historicinformation about Radio
from the beginning to the
present. You can look forward to
seeing some never-before-pub-
lished photes and some out-
standing memorabilia.

OFFICIAL SPONSOR OF RADIO'S 75th BIRTHDAY

Katz Radio Group
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ith the evolution of technology, the information age

is upon us with a vengeance. The ability to compile,
assimilate, and manipulate massive amounts of infor-

mation has awesome ramifications tor broadcasters and ad-
vertisers alike. The fragmentation ot electronic and print
media within the past two decades has torced broadcast-
ers and advertisers to redirect their marketing objec-
tives. While .nost everyonc agrees that mass marketing

nas gone the way of the dinosaur, positive opportunities
have emerged tor broadcasters and advertisess to tap into

the frontier of our high-tech society, and consequently
direct marketing has become the buzzword for the '90s.
Exactly what is direct marketing? Quite simply, it is the
ultimate torm ot high-tech selling. Its purpose is to identity
specific buyers who have a need tor your product, have the
tinancial ability 1o obtain the product, and are willing to make
a decision today. In <hort, the job ot direct marketing is o
ascertain who is buyving, where they are, how they will pur-
chase, why they need the product, and when they will make
their decision. This is accomplished through the use ol re-
search which indicates demographic and litestyle clusters,
customer and prospect locations, media consumption informa-
tion, advertising preferences, and buying patterns. By identity-
ing the prospect in this manner, it becomes much easier to

dominate consumer activity in any given industry.

STATE OF THE ART

Industry professionals talk about the benetits for adver-
tisers and broadcasters to use direct marketing. Courtney
Thompson, president/CEO ot Broadcast Direct Mar-
keting, says, "I think the most important advantages are
that in today’s competitive environment, nobody has
unlimited budgets and nobody's in a position to be able
o aftord waste in their media, and this is where we
come in. What we're able to dois to help
adveriisers identity not only which forms
ot media will be the most successtul tor
them, but also how to utilize each ot

those torms of media.”
Smart Targets 'isa program de-

veloped by Broadcast Direct Marketing,
# OF CHILDREN

‘ AGE - HOH

which goes bevond the traditional cen-
sus tracts and block groups. It s quite
literally, houschold-by-household mar-

MARITAL STATUS

important 1s that it was built ground-up. It starts with the
household and plugs the information in, instead ot starting
with the neighborhood and then trying to deduce intormation
as opposed to applying intormation that is real. This has
proven to bea highly ettective targeted marketing toottorboth
advertisers and broadcasters. Smart Targets helps advertisers
move retail products, and helps Radio stations increase ratings
and cume as well. The combination of what Smart Targets has
done and developed and produced has been really rather
dramatic Just to give vou an idea, from one promotion to
another, we've seen from 50 percent 1o 500 percent increases
in results by integrating Smart Targets into the management of
what our clients are doing.

Other direct marketing com-
panics are making tremendous
strides in the tield ot direct mar-

COURTNEY

keting as well. Paul Meacham,
president/CEQ ot Eagle Market-
ing, talks about how dircct market-
ing can help Radio operators etfec-
tively increase their ratings.
Mecacham says, "Direct marketing
is the biggest media now used tor
Radio and TV stations around the
country, especially Radio. Our Radio clients are very smart
They're using direct marketing not only to market themselves
but they use the intarmation gathered through direct market-
ing to help better market their Radio stations, and tie them into
this medium. What Eagle Marketing does is actually direct
market for Radio stations to help them increase audience, and
which theretore helps them increase Radio revenues. Eagle
Marketing's complete and ultimate target is reaching and
intluencing diary keepers. When we do direct marketing, our

marketing is targeted directly at diary keepers not the

HOUSEHOLD 1

HOUSEHOLD 2

Single

HOUSEHOLD 3

Married Married

| INCOME (ACTUAL)

MEDIAN INCOME

AGE (MEDIAN OF

65,000

Warking couples wchildren,
homeowners, medium home
value

29,400
4
47

18.1

5

College grad

Some post grad

White collar/service

Mixed employment
photgraphy, TV sports, TV
movies, leisure activities &
hobbies

4X4 trucks, do-it-yourself
home, satellite TV dish, pets,
house appliances, suto
products & servies,
newspapers, mail order (gen.
merchandise), cameras,
economy autos, TVs, mail
order (financial), vans &
trucks

150,00C

Single professionals, high
home value, mail order
buyers

43,100
0
38

3
College grad &
Post grad

Professional
Managerial

antique autos, water sports,
leisnre activities & hobbies

Import autos, scuba diving,

home PCs, foreign autas, luxury

autos, rental/lease financial
services, savings, TVs, tapes,
mail order (financial), distilled
spirits, wines, low-calorie

drinks, travel, bank cards, retaii

cards, magazines, CDs, records
& audio, radios

CHILDREN)
keting in which litestyle is not defined by | # autos
neighborhoods, but rather, by the activi- OWNED/LEASED
ties which occur in cach particular house- | EPUCATION

hold. Thisinnovative approach on the edge | EMPLOYMENT
of newmarketing technology is based on the
premise that interests and product usage are | INTERESTS
extremely ditterent in cach household within
the same neighborhood. (See Figure 1). “Basi- | propucrs
cally what Smart Targets does is utilize a multi-
/ tude of databases to create an individual picture ot
a houschold, rather than trying 1o detine your
ncighborhood as the way you live your life " ex-
plains Thompson. "The other clustering programs
were built during the mid '70s and very early '80s. | -
Our system is much more current and what's most ~ Figure 1
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Families wfyounger children,
above average rent & home
values

1,800
3
42

5.2

3
College grad

Professional/Managerial

Own business
theme parks, summer home

Domestic autos, theme

parks, women’s apparel, VCR

& video cassettes, home
PCs, foreign/tuxury autos

rental/lease, cosmetics, CDs,
records, audio tapes, low
calorie drinks, beer, distilled
spirits, wines, newspapers,
magazines, home dining.
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masses, but the people who fill out dia-
ries for Radio stations in the Arbitron
ratings — that's our game. The whole
purpose is to help Radio stations to tan-
gibly increase their ratings.”

Reg Johns, president of Fairwest
Direct talks about how his company is
helping Radio gain exposure, increase
ratings and revenue, and how to position
themselves for success in the future. He
explains, “Radio now is just starting to
learn what targeting is all about, and it's
using direct mail and/or databascs, and/
or telemarketing, to integrate with its
own marketing efforts. When more and
more information is understood about
the consumer, then less and less appeal
will be made on the so-called mass me-
dium message. Mercedes Benz certainly
just wants to find the people who can a)
aftord a Mercedes Benz, and b) are in the
market for a Mercedes Benz. For anyone
to walk into Mercedes Benz and say, 'I've
got the names, addresses, and telephone
numbers of all the people who want to
buy a Mercedes Benz this year, and can
afford it, and have good credit ratings,’
that person will probably get the lion's
share of Mercedes marketing dollars. For
Radio to survive through all this, all it has
to do is learn how to engage itself with
the various forms of integration, and
apply it to its marketing message. The
days ol just selling Radio spots are de-
clining. More and more, Radio has to
become more of a marketing entity, ver-
sus a just selling spot type entity.”

Nancy lzor, president of Creative
Media Management, talks about the
growing pains of the direct marketing
industry. She points out that direct mail
worked well for Radio stations in the
19805, and brings up the issue of ex-
pense. ‘Since
I've been in
the business,
there have
been Six
postage in-
creases,” lzor
states. “What
these  in-

creases have
actually
done for us is torce us to be smarter. I'm
not sure we would have gotten as good at
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targeting, had we not had these postage
increases. The other thing that's hap-
pened with the broadcast industry, is
that a lot of broadcasters have left the
Radio vocation, either of their own ac-
cord, or in the case of duopolies, and
have decided to work in the direct mar-
keting business, so we have alot of people
who have good, solid broadcasting back-
ground. We brought our good broadcast
knowledge with us, and now understand
graphics. We made some mistakes, and it
took us a few years to put all that to-
gether butwhatit'sdonetor theindustry
is incredible.”

THE BELIEVERS

The advantages of using direct mar-
keting for Radio are many. Direct mar-
keting can enable Radio operators to
build listener databases, map ratings in-
formation, align outdoor with direct mail
tfor optimum reach and frequency, utilize
interactive phone linesand special phone
cards for listeners, develop 'listener loy-
alty’ programs with special contests tar-
geting theirlistener database, attract new
listeners with cassette samplers mailed to
a highly targeted demographic, and cus-
tomize promotions and campaigns to
specifically fit the profile of both the
station and the listener. This vertically
integrated marketing approach will vir-
wually guarantee that advertisers will be
able to reach the greatest number ot a
specitic group or desired demographic
tor the greatest response possible.

Have innovative Radio operators
been successtul in their direct marketing
campaigns? You bet! David Lykes, se-
nior vice president ot Tichenor Media
System Inc., talks about the company's
successtul direct marketing ventures. He
says, "We're one of the Radio pioneers in
direct marketing. Webelieve initand we
know the success of it. Forexample, what
we did with KELT and KCOR in Texas
in the early '80s yiclded tremendous re-
sults. We conducted the Texas Lottery
which was a Radio game where you had
to listen to the Radio and listen tor the
fottery numbers that you received in the
mail. In the mailer itselt, there were dis-
count coupons from the advertisers that
were supporting the campaign, and it
forced listening to the Radio station.” He
emphasizes the fact that it is the Radio
station that makes direct marketing work
tor advertisers. There's a value to the

coupon, but the value is enhanced be-
cause the listener or recipient of the mail
piece keeps that and is looking atit every
day or several times a day because there's
a chance to win $25,000 or some big
prize. Lykes declares, “It's a double-bar-
reled attack, becawse it's focused on a
target. We always use the ritle — not a
shotgun.” Lykes talks about another pro-
motion done with TMS property WIND-
AM Chicago, in which one direct mar-
keting campaign called “Write Your Own
Check” generated 150,000 unduplicated
names. "The retailers are very interested
in these people, because we know their
name, age, sex, where they live, and we
know that they listen to our station,”
Lykes explains. “We meld this all to-
gether into a dynamic marketing picce.
We're not just selling Radio spots, we're
marketing for the advertiser to the con-
sumer. We believe in it, we're excited
about it, and we know that it yields
measurable results.”

Otherbroadcasters have discovered
the power of direct marketing as well.
Jose Luis Munoz, general manager of
KGBT-AM/KIWW-FM in the Rio
Grandc Valley talks about how direct
marketing has helped the stations. Munoz
says, "I teel that direct marketing has
truly given us tremendous advantage.
We've used it for our FM which we really
brought up here, from a station that was
in the sixth or seventh spot, and we took
it all the way to the first spot in the
market. it was done in one book only
when we did direct marketing the first
time. Not only that, but the response we
gottrom our mailer was just phenomenal
in what we call the bonus Iistener, when
we got back 30,000 out of 100,000 mail-
ers. Direct marketing is a proven winner
for us. We've now been number one in
the market tor over two years.”

Cary Kneisley, president/general
manager of WNWV-FM Cleveland, talks
about how direct marketing has helped
him position the station in terms of im-
age, and helped increase sales — the
bottom line of the industry. He says,
‘We've been doing the newsletter for
tour years now. lt reinforces the profes-
sionalism of the Radio station by having
a piece this slick. There are cssentially
two purposes for the newsletter —one to
create new listeners and the other is o
work with the database of listeners who

33

JUNE 5 - 18, 1995



32

are an integral part of the Radio station
and we want them to be touched by the
Radiostation frequently. We use a higher
targeted mailing list for the newsletter —
it's going directly to the listeners of the
station. We're building the mailing list
with acassctte mailer this vear." Kneisley
tatks about the challenges of being a
suburban station in a major market, and
believes that direct marketing has made
The Wave,” a major contender. He ex-
plains, "This magazine basically becomes
ourmediakit, and we can usc it when we
walk into advertising agencies and time
buyers and show them a very proles-
sional presentation. It's a gieat wol for
selling. l'salotof work on the part of the
statf and it's a very expensive and time
intensive project for any Radio station to
undertake, but it's realiy paid off. It's
definitely an image picce and it has
helped in positioning the station. Our
Radio station is a suburban station, try-
ing to play with the big boys downtown
and this puts us right in their league.
We're no longer a litde guy out in the
boondocks — we're very competitive in
the major market.

Matt Mills, VP/'CAN of WXKS-FM/
WJIMN-FM Boston, is another believer
in dircct marketing. He savs, "Here at
KISS 108 we've had direct marketing for
10years through acity line
[U'svery, very successtul for
us. Not onlv is it a great
tool for our listeners, but
we goout and sell advertis-
ers into our program and
it's very rewarding from
that standpoint. We pur-
chased WINN (fammin
94.5) last lune, and now

we're using direct market
ing tor that <tation as well. [t has helped
both ratings and revenue. For the past
two years, we've had the KISS Club with
roughly 120,000 members. The KISS
Club was done through the direct mar-
keting campaign, and we really utilize
our database. We have quarterly news-
letters that we send o our listeners, and
special contests for them (only) to win
cash prizes. So it's very beneficial not
only to the audience, but to the station as
well. Both ourstations are very successful

in Boston.
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DIRECT MARKETING —
FRIEND OR FOE?

Judy Carlough, executive VP of marketing for the Radio Advertising
Bureau, addresses the issue of how direct marketing may be putting
Radio in jeepardy. Carlough says, “One of our strengths
long has been our segmented audiences, which
traditionally have given our advertisers great
targetability. But the ‘new targetability’ offered by
database-driven direct marketing dramatically sur-
passes Radio’s vaguely identified audiences. For
example: station X may deliver teens, but a database
compiled by a computer retailer in conjunction with a
software manufacturer might deliver an ‘audience’ of
teens who have purchased a video game worth over $5o in the last 9o
days. That’s much more specific, and much more useful if you want to sell
computer games.” Carlough explains that since sales can be tracked
directly to the database marketing effort, advertisers may be tempted to
divert dollars from the traditional advertising budget into direct marketing
campaigns, particularly in light of the fact that trackability and account-
ability are two areas in which Radio has never been strong.

What is the answer for averting this potential danger? Carlough
believes that Radio stations should become partners with advertisers in
their direct marketing objectives. How can this be accomplished? She
says that Radio stations should defend themselves by building their own
customized listener databases which offer advertisers the advantages of
direct marketing in conjunction with Radio’s unique ability to build image
awareness, brand equity, to create and inform, and reach busy people in
the office, driving, or enjoying recreation. In this way, Radio can offer
advertisers an excellent opportunity to execute highly effective marketing
campaigns. Carlough warns, “As long as we pay attention to what is
working for our advertisers — like direct marketing — and understand its
value, Radio can continue to evolve and remain useful and relevant to our
advertisers. If we ignore these competitive trends, we’re sealing our own

fate.” — RS

JUDY |
CARLOUGH
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Outdoor concerts? Live remotes?
Contests?

Let us take the headache out of your promotions
and help you find unique
logo identified items.

If you can think of it - we can find it!

To make sure your summer events have

a lasting impression-
all you have to do is call!
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Clint Culp, VP/GM of KTXQ-FM/
KRRW-FM Dallas, talks about the ben-
clits of using direct marketing, and as-
serts that promoting the stations in this
manncr has proven to be a winning com-
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From top to bottom:
Direct mail piece pro-
duced by Eagle Mar-
keting for KTXQ (Q102)
Dallas; KISS Club Card
produced by Fairwest
Direct for WXKS (KISS)
Boston; Quarterly
newsletter preduced
by Broadcast Direct
Marketing for WNWV
(The Wave) Cleveland;
and direct mail piece
produced by Eagle
Marketing for Froggy
101 Pittston, PA.

bination. He savs, "What we always try
todoistonotonly getlisteners'attention
with the direct mail picce, but also to
give people a reason to listen to our
stations with some sort of major give-
awav. A 1ot of them have been automo-
biles and carstercasand such, but we also
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provide a listening guide. It gives people
something usctul and a reason to go back
to that picce multiple times, and 1 think
that's a good intent of direct marketing.
With the return section, we are building a
database for our Radio station. We obvi-
ously usc it that way — the greatest help
there is in the merchandising efforts with
the clients to increase the rate or increase
the amount of the buy tor merchandising
purposes. Advertisers were tied into this
— they ail spent money with us onit, and
the dealer gave us the choice of those cars
for the prize. | would detinitely recom-
mend direct marketing for Radio opera-
tors because it's a real good way ta try and
reach new listeners and increase the cume
of your Radio station.”

THE FuTure

What does the tuture hold tor the
Radio and dircet marketing industries?
Every marketer knows that Radio is a
superior advertising medium because of
its powertul targetability. ttis one of the
most cffective media vehicles for adver-
tisers to reach the greatest number of
theirtargetaudience withan added value
ot overdelivering in other demos as well.
As a trequency medium, Radio’s strength
is unsurpassed. Radio enables advertisers
to rcach the greatest number of a specitic
group or desired demographic, and if the
advestiscr commits to a realistic advertis-
ing budget, Radio guarantees that listen-
ers will receive the message asatistactory
number of times to produce the greatest
response available.

The Radio industry grew at an enor-
mous 11.3 percent in 1994 to an esti-
mated $10.652 billion, giving Radio its
fastest rate of ad revenue growth since
1985 when Radio revenuce grew 11.5 per-
cent. More good news for Radio opera-
tors is that the industry rounded out the
first quarter of 1995 with an incredible
13 percent jump in combined local and
national spot advertising revenue versus
revenue levels tor the same period in
1994, According to investment banking
tirm Veronis Suhler & Associates, Radio
is expected to grow fastest of ali mea-
sured media over the next tive years at an
annual compound rate of 7.1 percent,

Dircct marketing is also one of the
fastest growing advertising mediums in
the country. In the United States, more
than 184 million adults ordered from
dircct mail campaigns last vear with a

catalog revenue of $57 4 billion. Research
indicates that Fortune 500 companies arc
investing more of their advertising bud-
gets into exceedingly targeted market-
ing, and since Radio and direct market-
ing arc such highly targeted tormats
mote money is being spentin these areas.
In tact, Radio and direct mail are one of
the best, most natural combinations that
an advertiser could want, because of how
tarzeted they are.

Mcacham says, “The smart people
out there arc using direct marketing for
themselves as wellas a tool to be a partof
that direct marketing craze or that direct
marketing industry right now, to help
them better control budgets. It their cli-
ents are using direct marketing, then the
Radio stations should be able o offer
them Radio advertising as well as the
benetits of direct marketing, tied to-
gether, and most of our clients do that. it
detinitely gives Radio operators an edge
on their competitors.”

Thompson says, "Why shouldn't a
Radio station, instead of thinking of it-
seltas a place that airs music and puts :30
and :60 spots between the musicand talk,
think of themselves as a marketing en-
tity? Why shouldn't a Radio station be
akle to say, ‘Let us help vou with your
direct marketing, let us help you with
your interactive marketing, et us help
vou with database marketing, tet us help
you with all ot your marketing objec-
tives'instead of "'Why don't you buy some
spots from me today? The direction that
I see in the tuture is that more and more
Radio stations are going to realize thatas
time goes along, they're going to need to
be more etfective in solving the market-
ing challenges that their clients have
ahcad of them.”

It is inevitable that this trend in ad-
vertising willproceed ata breakneck pace;
thatadvertisers will continue to be smarter
with their advertising dollars, and focus
their concentration on reaching the cus-
tomers who are going to buy. Smart Radio
marketers are getting into direct market-
ing on the ground tloor now. And those
who have the vision and toresight to unite
this high-tech marketing with Radio, will
create a brave new world, indeed. =]
Rosemary Scott is a free-lance writer who spe-
cializes in media marketing, as well as a princi-
pal of Guy Scott & Associates, a Sen Anlonio-
based marketing/PR firm. She may be reached
al 210-821-5054.
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CELEBRATE RADIO’S 75TH ANNIVERSARY AS YOU PREPARE FOR THE FUTURE!

oin the industry s most successful
Jmunag('rs at The NAB Radio Show and
find real solutions to real problems, You'll
address the issues of today and discover
the tools needed to ensure your succeess
and the suceess of your organiza-
tion. From new revenue streams.

duopolies and ereative leadership

DON'T MISS THESE NAB RADIO
SHOW HIGHLIGHTS...

8 Mel Karmazin and Lowry Mays.
CEQO's of two of the worlds largest,
most influential radio groups,
explore ~Radio: Today's Trends,

Tomomrow’s Opportunities.”

techniques to regulatory, motivational

and technological issues—there is some-

thing here for everyone on your staff !

8 Management sessions witl help vou
achieve maximun results from yvour sta-
tion and staff.

8 Programmers will learn wavs to improve
lstener lovalty and market share.

m Sales and marketing professionals will

B\DID

oz
/ .
e S

8 At the NAB Radio Luncheon Ben Cohen and
lery Greenfield of Ben & Jeny's lee Cream

share their secrets to
success and Nancy
Widmann. President
of CBS Radio, re-
ceives the National

Radio Aw.ard.

henefit from the tools offered in RAB's
high energy sales & marketing sessions,

An intense one day Digital Radio

SEPTEMBER 6-9, 1995
EXHIBITS: SEPTEMBER 7-9, 1995
New Orleans Convention Center

= “Opportunity "95 the Complete Radio
Job Fair™ provides managers and owners
with an opportunity to meet qualified

individuals seeking careers in radio.

Seminar offers expert advice and

solutions for preparing vour

= New Orleans, Louisianq, USA = -

® Join FCC Chaimman
Reed Hundi at the

radio facilities for the digital
age without wasling assets on
unproven technologies,

8 Small markel stations will
benelit from a series of sessions

tailored 1o their unique needs.

DISCOVER INNOVATIVE
PRODUCTS & SERVICES

SEPTEMBER 6-9, 1995
Exhibits: September 7--9, 1995
New Orleans Convention Center
New Orleans, Louisiana, USA

post-production. Don’t wait antil NAE 96
to see the latest prodiects and services—

Register Today!

also have Iree access to World Media Expo.

By registering for The NAB Radio Show, vou'tl

leaturing over 100 of the world’s leading suppliers
and manufacturers of products and services for

broadeasting, communications. and production

Friday moming FCC

Chairman’s

Breakfast and meet Commis-
sioners James Quello and Susan
Ness. along with other high level
FCC stalf, as

~ thev take part in
a variety of regu-

dl()l"\ sessions,

8 Celebrate everything that makes radio great today at the NAB
MARCONI Radio Awards Dinner & Show. Entertainment provided by

Premiere Radio Networks,

» “Radio: Profiting From Technology in the
L *90s." I an exciting FREE session for all World
. Media Expo and NAB Radio Show attendees,
Dr. John I Abel. NAB's Executive Vice President of

Operations. will show vou. through entertaining demonstrations,

>

how innovations like data broadeasting, the Internet. the World
Wide Web. digital compression and other exciting opportunities
made possible by digital technologies can impact your business and

vour bottom line.

{J Yes! Please send me information on The NAB Radio Show and World Media Expo!

Name Title
! | | AM
i Company Call Letters

Address

City, State. Zip Country

Phane Fax

prmsmmmessoseco-oooooopo-—

E Mdl| Address T E-Mail Service

FAX THIS COMPLETED FORM TO: (202) 429-5343 R

You c:an also receive information from:

Fax-on-Demand—dial (301) 216-1847 from the touch-tone handset of your fax machine
and follow voice instructions.

World Wide Web-—http.//www.nab.org
To speak with an NAB representative, call (800) 342-2460 or (202) 775-4970.
To learn more about exhibiting at World Media Expo, call (202) 775-4988.




MOVERS & SHAKERS

*Brian Purdy has been named president of the Noble Sportsradio Network. He had been GSM at
KEBQ-AN Kansas City, MO, 913-469-0404

*Andy Bloom has ioined Coleman Research as executive VI Bloom had been VP/Radio programming
for Greater Media. 919-571-0000

*Ben Hoberman has become a member of Premicie Nerworks' board of directors and has signed a
three-year consuiting agreement with them. He was tormerly president ot ABC Radio. 510-838-7127
or 818-377-5300

*Robert Dunn has been appointed senior VP of aftiliate relations tor Westwood One Radio Networks.
Dunn had been VIP/GA of WHYN-AN/FN Springtield, MA. 212-641-2052 Erle Younker

* Michael Muthleb has joined the RAB as VP/marketing in Detroit. He was tormerly in sales and sales

management with Sports Mlustrated. 212-387-2166

*Mark Erwin has been appointed NSM of KMOX-AM St. Louis. Erwin was previously manager for Katz Radio Representatives
314-444-3240

*Ricardo Borges has been hired as man- = e —

ager, marketing development for adver-

tising sales, ABC Radio Networks. He
SETTING A NEW STANDARD IN NEWS

had been regional marketing manager ot
the northeast and central regions.
214-776-4644

*Dave Herring has been appointed re
gional manager, atfibate marketing, small
markets tor ABC Radio Networks. Her-

ring was formerly director of affiliate

operations and in attiltate sales for Major
Networks. 214-776-4644

*Erle Younker has been named director
major market affiliations for the
Westwood One 24-hour formats. He
had been northeast regional manager for
formats and CNN. 212-641-2052

*Jon Wilson and Caren Read have joined
Arbitronas AEs. Wilson had been broad-
cast licensing, senior representative, sta-
tion relations at ASCAP, and Read had
been tield marketing director for Long
John Silver's Restaurants, Atlanta.
212-887-1314

* Jeff Steele has been named AE for ad-
vertising sales, ABC Radio Networks.
Stecle previously worked in SN posi-

At StandardNews, we set the highest
standard in broadcast journalism by
balancing the demands of immediacy
with accuracy and objectivity.

Our Washington NewsDesk is staffed by
the most experienced team of broadcast
journalists and editors in the nation.
We work 24 hours a day to bring you the
latest breaking news stories from around
the globe.

tions at Gannett and Bonneville stations.
214-776-4644

*Jeff Boyet has been promoted from
sales representative to AE at WCBW-FM
St. Louis. 314-487-1006

*Michael Rose has been named AE for
McGavren Guild Radio/Los Angeles. He
had been an AE tor Eastman Radio/Chi-
cago. 212-916-0524

*Sheldrick Williams has joined ABC
Radio Netwaorks as an atfiliate marketing

From Albania to Zaire
and everywhere in between -
StandardNews keeps you informed.

SETTING A NEW STANDARD IN EXCELLENCE

For more information call Major Networks

312-755-0791

representative. Williams was the minor-
ity cconomic development representa-

tive tor the Greater Dallas Chamber of
Commerce. 214-776-4044
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PRODUCT NEWS

With a nickname like "The Gireaseman,
Doug Trachtdoesn’t have o worry about
being forgotten. "The
Greaseman Show,’
nationally syndicated
by Infinity is broad-
cast trom Hollywood
and features Tracht
and his talents four
hours a day. Penthouse
described the show as

“acartoon fortheears,
a fast-paced barrage of ad-libbed songs,
stories and jokes.” 310-277-6200

New from Andrew is their Valuline®
series of microwave antennas that offer
cost-clfective solutions
for short-haul applica-
tions in the 10 to 57
GHz frequency bands.
Designedioruncompli-
cated, low-cost system
integration, they're
available in high-per-
formance shield and
standard unshiclded
versions. 708-873-2485

CDQPrima™ is the third generation of
CCS codecs containing MUSICANM®,
the “tirst and only
compatible digital au-
dio enhancement o
MPEG lLayer 11”7
CHQPrima possesses
basic features as well
the ability to be con-
figured with ditferent

options for optimuns

value. The CDQ-

Station Magazines &R

Completely Customized & Localized

Prima can be upgraded at any time. 908-
739-1818

*“What’s in the News” is the latest
feature from CBS Radio Newtwork. The
two-minute feature, hosted by Christo-
pher Glenn, focuses on and examines
one story {rom the day's news beyond
the headlines. Itreplaces "Entertainment
Update.” Guess it's out with the old and
in with the news. 212-975-3773

ePrepareware. Now available from Win-
ning Edge Productions & Software is
AIRWARE™ orWindows, Version 1.0..
The application is designed to aid per-
sonalitics in prepping for their shows. It
comes with an air-ready library of 1,200
calendar entries, 1100 comedy entries, a
promotional database and a format clock
template. Add o that the ability to store
Internet World Wide Web addresses and
all you need is somebody to do the show.
804-227-3390

eVideomarket. Broadcast Electronics
helps answer questions about its
AudioVAULT® Digital Studio Systems
with a new video that features three
stations in the country that use the sys-
tem. “Digital Questions, Digital Answers”
isa 12-minute video covering everything
you need to know in an “infotainment”
style and then some. To getthe video call
217-224-9600.

*SW interNetworks. The constantly pro-
ducing SW Networks launched NetSpace
last month, its on-line computer service
that otters a veritable plethora ot music
and entertainment-based programming

andinformation Already availableis “The
Fun House,” chock full of stuff that will
keep you on the superhighway for a
while. 212-833-5656 or §527. On the
World Wide Web huep//

W\/V\\’.\\VHC(WOI'kS.C()I“

it's

eTechno Sports. The Sports Network
has added coverage of international soc-
cer to its expanding information base
andintroduces WENN and TECH a k.a.
World Entertainment News Network
and The Educational Consultant Helper
215-947-2400

*The Home Broadcast Company
KHME-FNM Winona, MN and the Winona
Daily News have formed a collaborative
merger to create an electronic media
service on Luminetand the Internet. One
of its main teatures will be the Luminet
Marketplace, a cyberspace mall. Says a
Luminet project manager, Bud Baechler,
“This initiative is a unique and unheard of
partnership in the mass media. [t's a great
example of synergy.” 307-454-4663

sMusic Multitude. Energetic Music is at
it again with an additional three-disc
package of :60s, :30s, and bumpers/sting-
ers. The packageincludes 269 Hot Tracks
from many styles including Rock 'n"Roll
Rap, Country, New Age, Funk, Jazz, Clas-
sical, Technical, Exotic, Dreamy, Posi-
tive, Retail and much more. Could there
be any more? 800-323-2972

SEND PHOTOS OF YOUR NEW PRODUCTS,

services and programs to: Product News, c/o
Radio Ink, 224 Dature Street ¢ Suite 701 » West
Palm Beach, FL 33401.

oG
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No Boilerplate * No Syndication

JROU

ALL FORMATS AVAILABLE!

(407) 743-0548

FAX (407) 743-7842

CusToM PUBLISHING & MARKETING GROUP, INC.
POB 1150 ® JUPITER, FL ¢ 33468-1150

“We bumpeq fi
16 10 20 thep o4
pPages on oy

Spring issue, W
tquidated o]
costs and “"hl)ll,'
a profit.” d
— Raleigh Neq;
and M;,
wires Mike Allen,
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Call Now For Free Samples!.

All logos, trademarks, characters and/or artwork represented are protected by various copyrights.
Data Base Marketing * Superlists™ » Direct Mail » Cassette Mailers » Posters * Mascots * Cards « Graphic Design Services
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Radio Ink Mission Statement for Readers:

Radio Ink is a positive Radio industry resource de.igned to
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Radio, quick-to-read, with « na-bias editorial balance, giving
equal emphasis to all formats, maret sizes and geographic
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success of our readers, their siations and the Radio industry overall,
Radio Ink Mission Statement For Advertisers:

Radio Ink provides an upbeat, first-class, pro-Radio envi-
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widespread, loyal readership f industry decision-makers, We
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EVENTS CALENDAR

1995

| June 7-10—PROMAX & BDA Conference &

Expo, Washington, DC. 213-465-3777
June 12-14— ANA Interactive Marketing
Seminar & Media Strategy, Rye Brook, NY.
212-697-5950

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 Convention, Hous-
ton. 617-437-9757

July 12-14—McVay Media Radio School,
Cleveland. 216-892-1910

July 13-16—Upper Midwest Communica-
tions Conclave 2o0th 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

July 27-29—1995 Southwest National Re-
ligious Broadcasters Convention, Dallas.
318-783-1560

Aug. 5-6—Dan O’Day’s Morning Show
Weekend, Dallas. 310-476-8111

Aug. 7-9—ANA Creative Advertising, Pro-
motion Strategy, Rye Brook, NY. 212-697-
5950

Aug. 16-20 —National Assoc. of Black Jour-
nalists Annual Convention, Philadelphia,
PA. 703-648-1270

Aug. 17-19—Morning Show Boot Camp
‘95, Atlanta. 404-926-7573

Aug. 23-26—Asian American Journalists
Association National Convention, Hono-
lulu, HI. 415-346-2051

Aug. 24-26—West Va. Broadcasters Assoc.
Annual Convention, White Sulphur Springs,
WV. 304-744-2143

Sept. 6-g—Associated Press Broadcasters
Fall Board Meeting, New Orleans, LA. 202-
736-1100

Sept. 6-9—SBE Engineering Conference,
New Orleans, LA. 317-253-1640

Sept. 6-9—NAB Radio Show & World
Media Expo, sponsored by NAB, New
Orleans. 202-429-5335

Sept. 6-9g—RTNDA s5oth Internat’l Confer-
ence & Exhibition, New Orleans, LA. 202-
659-6510

Sept. 12-15 —Expo Central 95 Conference

| & Product Equipment Exposition, Colum-

bus, OH. 614-895-1355
Sept. 14-18—International Broadcasting
Convention Annual Meeting, Location TBA.

44-71-240-3839 in U.K.

Sept. 15-17 —Maine Association of Broad-
casters’ 1995 Annual Convention,
Sugarloaf/USA, Carrabassett Valley, ME
Sept. 18-19—ANA Interactive Marketing,
Managing Brands for Success, Nashville.
212-697-5950

Sept. 20-22—NAB Libel Defense Confer-
ence, Tysons Corner, VA. 202-775-3527
Sept. 27-29g—ANA Creative Advertising,
Promotion Strategy, Media Strategy, Rye
Brook, NY. 212-697-5950

Oct. 5-7—Oregon Association of Broad-
casters Fall Conference, Bend, OR. 503-
257-3041

Oct. 5-8 —Audio Engineering Society Cen-
vention, New York, NY. 212-661-8528
Oct. 7-10—Assoc. of Nat’l Advertisers 86th
Annual Meeting & Business Conference,
Boca Raton, FL. 212-697-5950

Oct. 14-17—RAB Board of Directors, Boca
Raton, FL. 212-387-2100

Oct. 15-19—EIA/CES Fall Conference,
Scottsdale, AZ. 202-457-8700

Oct. 18-22—National Broadcast Associa-
tion for Community Affairs Conference,
Seattle, WA. 602-325-0940

Qct. 28-29 —Radio Hall of Fame Weekend,
celebrating Radio’s 75th anniversary and
inductions into the Radio Hall of Fame,
Chicago. 312-629-6026

Oct. 19— Internat’l Radio & Television
Society Foundation Newsmaker Luncheon,
New York, NY. 212-867-6650

Oct. 19-20—O0hio Association of Broad-
casters’ Fall Convention, Columbus, OH.
614-228-4052.

Oct. 19-23—International Broadcasting &
Telecommunications Show, Milan. 39-2/
48-155-41 in Haly.

Oct. 25-28 —SBE Broadcast Cable & Satel-
lite India "95 Exhibition, Paragati Maidan,
New Delhi. 317-253-1640.

Nov. 5-7—NAB European Radio Operations
Seminars, Barcelona. 33-1-46-92-12-79
Nov. 6-10 —Managing Brands for Success,
Media Strategy, Interactive Marketing, Cre-
ative Advertising, Promotion Strategy, Rye
Brook, NY. 212-697-5950

Nov. 12—NAB Small/Market Mgrs.
Roundtable, Washington, D.C. 202-429-
5402

1995 Arbitron Survey Dates
e Spring March 30-June 21

e Summer June 22-Sept. 13

¢ Fall Sept. 21-Dec. 13

FAX YOUR ORGANIZATION’S EVENTS TO:

Events Calendar, c¢/o Shawn Deena
407-655-6134.
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7 COPY CLIPS

)

PROM FASHIONS

:60 PENELOPE’S BRIDAL BOuTIQUE

(sfx: phone ring) Male: Hello? Female: (happy) Hey,
Jeremy. Male: (unexcited) Hi, Susan, what's up?
Female: | was just wondering if you want to go with
me to Penelope’s Bridal Boutique? Male: (annoyed)
Why would | want to go there? We’re not getting
married. Female: | know that. | just wanted to go
pick out my dress for the prom. Male: (with a who
cares attitude) | don't care what kind of dress you
get. Female: (getting annoyed with his attitude)
Well, | thought if we go together you can see all the
great styles they have at Penelope’s Bridal Bou-
tique. That way we can co-ordinate what we are
wearing. Male: (shocked) You want me to wear a
dress? Noooo Way!!! Female: (laughing) Oh, you're
such a typical guy. I'll go to Penelope’s Bridal
Boutique myself. (enlightened) In fact, | think Pll
find someone more understanding to go to the
prom with, too. (sfx: phone hangs up and dial tone
fades into music under announcer) Anncr: Tag.
Jennifer Peterson, WJEN-FM/WJAN-FM Rutland, VT

RADIO
INK

TRAVEL AGENT

:60 QUEST TRAVEL

(sfx: wind howling in beginning; then use music)
Anncr: Listen to that wind! Man, it’s cold out there.
Let Quest Travel turn those howling winds into ...
(use Caribbean vacation sounding music). Quest
Travel can replace the wind and snow with sun and
sand. Going on vacation? Planning a short weekend
getaway? Quest Travel can take care of the arrange-
ments for your vacation, business, school or dub
trip, whether it's foreign or domestic. From your
boarding pass to your hotel and rental car arrange-
ments, Quest Travel handles every trip in a friencly,
professional manner. Air, Amtrak, cruises, tours
Quest Travel has over 50 years combined travel
experience. So say good-bye to this (sfx: wind) and
say alohato this (vacation music)!! Let Quest Travel
put you where you want to be. Call 935-2500 and
talk to a Quest Travel agent. Their prices are
competitive and there’s always something exciting
going on. Check for possible last minute specials.
Quest Travel in Kankakee, 935-2500.

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

RADIO
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ARCADE

:30 PINBALL WizZARD

(sfx: off the top with pinball) That was then ...
Pinball Wizard, is “Now!" ... (In hard with space
alarm ... To echoey zap ... to heart-beat up loud &
awed read) ... From a new dimension of electrical
entertainment — the grand opening of Pin ... Ball
... Wizard ... (Pause for heartbeat) ... Corvette ...
rreddie — Nightmare on Elm Street ... Maverick ...
Star Trek The Next Generation The most
extreme engineering advancements have allowed
for the finest pinball available for “you,” at
Pinball Wizard ... (Pause for heartbeat) ... And don’t
miss the latest innovations of virtual reality
Virtua-Fighter Two ... Virtua-Cop ... Virtua-Racing ...
and more — the grand opening of Pinball Wizard,
next to A&W on Lasalle ... “Feel” the magic.
Robert Watson, CIGM-AM/CJRQ-FM Sudbury, Ontario

RADIO
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HOME ELECTRONICS

:60 CURTIS MATHES

March comes in like a lion ... (sfx: lion roar) ... and
out like a lamb ... (sfx: into flowery springtime bed)
... but in-between, it's Mathes Month at your local
Curtis Mathes dealer. Take your pick for as low as
21 dollars per month ... 13- to 35-inch televisions,
or wireless remote-controlled VCRs as low as 21
dollars a month! It’s a Mathes Month special! Get
free delivery and forget about those repair bills. Ask
your dealer for details, but make sure to ask now
during Mathes Month! Curtis Mathes makes it easy
to bring quality home entertainment into your
home. Choose from leasing, rent-to-own, 9o days
same as cash, and no payment for 8o days plans.
You can turn your family room into a family theater
with Curtis Mathes and your very own Toshiba
Premiere Home Satellite System. Let your easy chair
become a front-row seat for the final four on TV. Ask
now during Mathes Month at Curtis Mathes ... 2422
Wade Hampton Boulevard in Greenville, Main Street
in Woodruff, and 483 West Main in Spartanburg!
Richard Breen, WROQ-FM Greenvitle, SC

RADIO
INK

| PIZZA DELIVERY

:60 DomINOS

Moderator: We now continue the debate. The next
topic is the budget deficit. Mister Perot ... you have
two minutes. Perot: The deficit is very important to
me. The solution is very simple. We need to get
everybody in a room, lock the door, and we can have
this whole problem solved in 30 minutes or less ...
Bush: (laughing) Startin’ to sound like a Dominos
commercial, there Ross. Clinton: That was a cheesy
remark, Mister Bush. Bush: What | want to know is
how Gov. Clinton is going to deliver ... Clinton: Hold
it right there! With the Dominos Pizza carryout
special, you don’t need delivery! Perot: All right! Now
we’re getting to the meat of the issue ... Clinton: Go
to an area Dominos and you can pick up a medium
pizza with one topping for Just $4.99 or a large one-
topping pizza for only $6.99 any way you slice it. It’s
a delicious new idea! Bush: But that doesn’t address
the deficit, Gov. Clinton! Frankly, | think the idea’s a
little crusty, (chuckle) ... Perot: Now let me get a little
piece of the pie here. Gentlemen, it's very simple.
Have the government buy 200 billion dominos
carryout specials ...

Richard Breen, WROQ-FM Greenvilte, SC F,ﬁ?‘o

PARTY SUPPLIES

:30 PaPER PLuS

(music under: “Pomp & Circumstance”) Principal:
And now, your valedictorian, Miss Julie jalinski ...
(applause) Julie: Thank you. Parents, teachers,
students ... as we look to the future ... remember
one thing ... (overly excited) ... my graduation party
is going to be sooo cool, thanks to Paper Plus in
Hagerstown ... (0oohs, aahs, and gasps) Principal:
Uh, Miss Jalins — Julie: They've got everything
plates, cups, napkins — Principal: Uh, Miss Jalinski,
please — Julie: Decorations, balloons — Principal:
Uh, thisis not — Julie: Everyone’sinvited! Principal:
The appropriate time ... Did you say everyone? Say
... will you be serving those cute little cheeseballs
and those adorable finger sandwiches and ... (ad lib
and fade out) Anncr: Paper Plus, in the Foxshire
Plaza — Dual Highway, Hagerstown.

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

RADIO

Below are nine different Radio spot copy ideas which have been used on the ai:
successfully in various markets. Just copy this page, cut out the cards, put them
in a filing box and use them as a reference for tried-and-true copy ideas. Send

your great Radio spot copy by fax to 407-655-6134, or mail to: Radio Ink, Attn.: Copy Clips, 224 Datura Street * Suite 701, West Palm Beach, FL
g 33401. Please remember to include your address, the copy category, client’s name, your name, title, station and whether the spot is :30 or :60.

, HEALTH CLUB

|

' .60 WoopY’'s WorkouT _
I With the first warm breezes of spring in the air,
l thoughts turn to summer ... more to the point what

you'll look like when it comes time for cutoff shorts

|- and swimsuits. True to nature, winter was spent

storing fat supplies, relaxing and ... reshaping your
| body sure shoveling snow forced you into a
weekly exercise routine, but spring is a time for
I melting! Woody’s Workout in Harrisburg can help
| you melt away those unwanted pounds by
starting slcw today, you can turn up the heat by
summer, and turn heads with a better body. Woody’s
Waorkout features today’s equipment, technologi-
I cally designed for faster, easier and safer workouts.
And, because Woaody’s is open all year round, 24
hours a day during Monday through Friday — come
| the fall season, you won't fall short of your goals.

I Call today 232-4700 for information for a better

body, a better you, better health. 232-4700, for
Woody’s Workout, Amity Road in Harrisburg.
Stephanie Pedrick, WHP-AM/WRVV-FM Harrisburg,
FA

I INK

| CARD SHOP

I :30 LLOYD’S HALLMARK

(sfx: through entire spot, different cultural music is
fading in and out softly, i.e., Indian, tribal, oriental)
Woman: By studyirg the many cultures of our world

| we learn, and as we learn, although we may appear

l to have many ditferences, we also have many
common threads that bind us together as one. We
dream the same dr2ams and yearn for love and to
be loved. Celebrate our differences and our com-

| mon threads. Celebrate multiculturalism. Man: Com-

l mon threads — a new offer from Lloyd’s Hallmark
Card and Party Shops, Fashion Square.

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

Charlottesville, VA

RADIO
INK

| CARPET

| :30 CARPET STORE

| You are cordially invited to walk all over us. No.
We're not wimps. We're the Carpet Store and we've

| got something for your piggies (sfx: pig). Not that
kind of piggy. | meant your toes. Your toes are very

| important to us at the Carpet Store. Actually your

I whele body is. We want you to be comfortable at
home or office. That’s why we carry only the best

l carpet. Soft. Plush. Down right cushy. We also have
custom-made blinds so let the sunshine in or

| stay in the dark like a mushroom. And if you’re too

I busy to come to us — shoot — we’ll come to you.
Just cali 646-1571 and we’ll tell you all about it. The

| Carpet Store behind the ITC Building in Tamuning.

| Deborah Rosario, KOKU-FM Agana, Guam

|

|

|

|

|
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1-800-226.7857 CLASSIFIEDS § YELLOW INK'

B HELP WANTED DIRECTOR
OF AFFILIATE RELATIONS

New York City-based radio syndication com-
pany seeks individual to manage staff as well
as affiliate atl major markets - all formats -
salary, over-rides, benefits and profit-sharing.
Salary commensurate with experience. Send
resumes to Blind Box 640 cjo Radio Ink.

B HELP WANTED MANAGEMENT

Market Leader Seeks Dynamite LSM. KRST New
Mexico’s leading station has a rare opening for
a local sales manager. If you have sales and
management experience, censiger yourself an
inventory guru, are ready to work with a senior
sales staff, have a strong promotional back-
ground and love working hard, then you're the
person we're looking for. Send resumes/refer-
ences to: Cindy Weiner Schloss, P.O. Box 3280,
Albuquerque, NM 87190 EOE.

Proven General Sales Manager. Expanding Mid-
Atlantic group seeking exceptionai sales leader
for recently acquired Class C in picturesaue,
growing Virginia market (:83,000+ TSA). De-
centralized, client-driven structure with strong
local programming philosaphy. Sales mgt ex-
perience with winning results required. Com-
petitive compensation plan. Station mgt track
position. Forward credentizls, in confidence, to
Blind Box 620 ¢/o Radio ink. EQOE.

M HELP WANTED PROMOTION DIRECTOR

WAJI Fort Wayne needs someorne who: wants to
have fun; sees an opportunity and goes after it;
has a sense of urgency; likes to meet people;
wants to manage a promotions department
that is heavily active, both on- and off-air; can
lead, not be just a gopher; wants to work hard
and grow his/her career, Must be computer
fluent. Letter/resume to: Lee Tobin, WAJI, 347
W. Berry Street, Suite 600, Fort Wayne, IN,
46802. Fax: 219-422-5266. E.Q.E.

M HELP WANTED SALES

Immediate opportunity for experienced sales
professional. We have an established list, Sign
Pro affiliate, print pubiications, excellent com-
pensation, great potential for future manage-
ment and much more. If vou’ve got the talent,
I’'ve got the position. Let’s Talk! Send resume to
Walter Koschnitzke, WRJN/WHKQ, 4201 Victory
Avenue, Racine, WI 53405. EOE.

Leave the big city headaches behind without
sacrificing income or an exciting career and stili
be only 2 hours from Minneapolis and Des
Moines. Progressive Midwest broadcast group
currently interviewing for sales professional
who is self-directed and customer-focused.
Ours is a multi-state broadcast company of 23
stations with a history of success offering salary
plus commission, 401K plan, etc. Send resume
to: Radio Park, P.0O. Box 1300, Mason City, lowa
50401 Attention: Barb Salz (or) fax: 515-423-
2906. If Radio is your passion — you will like
it here. EOE.

B HELP WANTED SALES

WARW-FM has an immediate opening fcr an entry
level account executive. The position reports to
the Retail Sales Manager and is primarily respon
sible for deveioping and servicing direct and new
business accounts. One to two years radio or
related sales experience and computer skills a
plus. Coliege graduate preferred. Aggressive self
starters interested in a career in radio sales at
Washing:on’s fastest growing station snould con-
tact: Sharon Mager, Retail Sales Manager, WARW-
FM, 5912 Hubbard Drive, Rockville, MD 20852.
WARW-FM is a CBS Owned property and an Equal
Opportunity Employer.

B MISCELLANEOUS RELATED INDUSTRY

Need Exira

Revenue?

NO COST. Turn
Avails Into Cash.

Y00#'s are cash machines.

We provide 900 line, program
copy, vou receive 50% of our gross.
Current cash generating line "Tax Se-
crets of the Rich and Famous.” To
hear call 900-329-9195 Ext. 50. Then
fax us your name and number for
free information (412) 795-2956.

M SITUATION WANTED PROGRAMMING

Record Ratings! Format switch the day before

ARB started. Results: 12+ 17.9 #2, 18-34 31.6 #1,

25-54 18.5 #2 (20 station book). Looking for

next challenge AC or Ccuntry. Bruce Buchanan

407-745-2419.

M SITUATION WANTED PROGRAMMING
AND PRODUCTION

Programming, Production, On-Air, Sports since

1985. Degree, Computer literate. 205-758-6172.

M STATIONS FOR SALE

Maine ... Small Market FM, asking price $300k.

(407) 295-2572

Soutnern Ohio FM Positive Cash Flow, Univer-

sity Town. (407) 295-2572

1000 watt AM

located in
Southern New England;
includes all studio
and transmitter equipment;
400K or best otfer.
Serious buyers call
1-800-845-0338

]

All orders and correspondence pertaining to this section should be sent to: RADIO INK, 224 Datura ST » Suite 701 « West Palm Beach, fL 33401.
Call (407) 655-8778 or fax to (4D7) 655-6164. Alt ads must pe prepaid and if not paid by deadline may be subject to cancellation.
Checks, Mastercard”, Visa” and American Express” cards accepted.

iepﬁes to Blind Box numbers should be addressed to: Blind Box ), cfo Radio Ink * 254 Datura Street * Suite 7oi *» West Palm éeach. fl 3;1;):
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COLLECTION CONSULTANTS

Szabo Associates, Inc. ........... 404-266-2464
Media Collection Professionals. Local, National
and International Receivables. No other offers
you so many value-added services.

Suescrise Now—get 26 crisp,

usable :60s that sell, every month.

(Or try us out—send $29 gL a day!
for your sample pack

of 10 great :60s.)  \¢5°

d ‘o i s
‘o\o 'ﬁ]_l ot |

. Q :60s To GO
Hire g co?¥

1007 GREEN BAY ROAD
WINNETKA, ILLINOIS 80093
708.926.0881

e o

ot

_Circle Reader Service #171

Right Brain Visions .................. 800-646-3339
CUSTOM COMMERCIALS. No “fill-in-the-blanks.”
Try it right now...FREE!

FINANCIAL/BROKERS

Financial solutions! Accounting and tax ser-
vices ... single station or group ... Fixed monthly
fee .. Also banh financing and refinarcing
plans, purchase investigation analysis and sales
presentation packages at per diem rates. Ref-
erences from industry leaders. McEntee & Asso-
ciates P.A. 407-640-3585 ask for Bill.

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

Media Services 6roup, Inc. .... 904-285-3239
Brokerage, Valuations, Financial Services, Asset
Maragement, and Due Diligence. George R. Reed.

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

Resource

Directory ...

LISTING AD RATES
13_ISSUES

LISTING (NAME & PHONE] GEE
ADDITIONAL PER EXTRA LINE 65

AD SIZES
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YELLOW INK PAGES"

IDS, SWEEPERS, LINERS MARKETING AND PROMOTION MARKETING AND PROMOTION

MEDIA ASSOCIATES VOICEOVERS
1-800-669-9278
All formats. Danny Jensen, 30 year Voice Pro
Announcer.

INDUSTRY ORGANIZATIONS

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.

BROADCAS]

DIRECT

MARKETING INC.

STRATEGIC TARGET MARKETING,
SALES AND PROMOTIONAL CAMPAIGNS

o Direct Moil ® Databose & List Management ® Morket
Research @ Inbaund /Outbaund Telemarketing © Sales
Consulting ® Sweepstakes & Cantests ® Medio Plocement
| e Integrated Campoigns @ Creative & Design Services
. o Printing & Print Praduction ® Custom Publishing
|
\
\
|

 Smart Targets™ Customer Profiling @ Broodcost FAX
® Intermet Marketing ® Smart Maps™

2041 S.W. 3rd Ave. * Miami FL 33129-1449
Phone (305) 858-9524 Fax (305) 859-8777

Circle Reader iervice #172

“Money Machine”

Gives your station instant impact ...
— Create excitement

= with cash
\ . or coupon
PR e N promotions
\€p .\
=Y, Call Toll Free
& 800-747-1144

Circle Reader Service #173
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Creative Media Management, Inc.813-536-9450
Direct mail and telemarketing forradio...business
mailers, personalized letters, post cards, sweep-
stakes and database creation/management.

Listener’s On-Air
Participation Builds Loyalty!

The game LN.LT.LA.L. Response” Radio
tests who vou know based on their initials.

Inventor with the initials GM.
Paintor with the initials M.C.

Answers come from limitless categories ...
Today’s news ... history ... the music or

entertainment industry ... you decide.
For more information call:

CURRY GAMES, INC.
1-800-766-9880

2004 N. 12th Street, Suite 7
Grand Junction, CO 81501

[ 2K 3K BN R BN BN BN BN BN BN B BN BN BN N BN N J
Circle Reader Service #174
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PAINTER CAPS — T-SHIRTS — BANDANNAS.
Inexpensive Premiums That Work! English,
Ethnic, Rock, EZ, Classical. We’ll help you
with the art. Valuwear, Monroe NC

800-277-0031. Gorgeous screening.

INFLADABLE IMAGES ...
Attract attention to your station events
with a customized giant inflatable.
Perfect for your next BIG promotion!
Blow up your mascet 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 #176

It's better tha
Brand ‘Z"!

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

1’800'432'4435

__ Circle Reader Service #177

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

Sell your products
or service in Raglojrk!

JUNE 5-18, 1995
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DRAW CROWDS TO YOUR REMOTES
with the JACKPOT MACHINE!

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

WIN NEW BUSINESSI!

» Riverboat Casinos
= Indian Gaming Facilities
= Shopping Malls
= Car Dealers
Call today for information on how you can

E‘Eﬁm the Jackpot Machine

@C/nunumus 702/248-6373
- Eircle Reader-Servicg #178

MAKE TYEg““ \ b

O1E> s‘ >

REM

AP -

B q \\

‘ If you've

5 been looking

for a proven

concept that car

create a umique draw in
your market - then . .

%
Look No Further!!!
[ EXCLUSIVE MARKET RIGHTS GRANTED |

A.R. ENTERPRISES
1-800 334-3848

Circle Reﬂierjewice #179

PROGRAMMING

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

CRAZY FOR BROADWAY !

A UNIQUE ONE-HOUR PROGRAM OF
THE BEST OF BROADWAY SHOW MUSIC
WITH TALK, ANECDOTES & INTERVIEWS

Music by these great compasers:
RICHARD RODGERS , COLE PORTER, IRVING BERLIN
JEROME KERN, GEORGE GERSHWIN,
STEPHEN SONDHEIM, JULE STYNE ..snd many more

For more info or a free demo, call
KANBAR INTERNATIONAL

914-472-9808

girclg ReadeLSgrvfce #180
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GIVE CLIENTS A
REASON TO ADVERTISE

Short programs, jingle/spot
packages ... for Easter, Christmas,
Valentine's Day, National Music Month,
Sherlock holmes' Day ... and more!

Call

ARCA

(501) 224-1111
ask for Cindy or Dick

Eirclg Re_ader Service» #181

%

Rick Dees just bought some Hiney
again. My Hiney is for sale in your
market too! Call big red Hiney
817-595-4550.

E

Circle Reader Service #182

PRODUCTION

t{"w Rabio
| /Potato

1 SWEEPERS
1 ProbucTion Music
o News/TaLk Packaces

FOR A FREE DEMO, CALL
ROO-GOT-NUP
(800-468-6874)

Circle Reader Service #183

NATIONAL REP FIRMS

THE I,\_"Jil-;f\{lglﬂw)l( ) STORE

Selling Today... nnovating for Tomorrow

1-800-INTEREP

Give your salespeople the tools they
need to fight out in the street.

*Negotiation Fundamentals
+Negotiating Peaple
*Negotiation Tactics >

*Negotiation Strateg.es
g =%

Stan Forrer can help them — call 918-488-1914

Circle ltsader Service #184

SATELLITE SERVICE

PROGRAM DELIVERY _« &5
YOU CAN 'k\f
COUNT ON... l
Toreceive ~ RadioServe
media kit and “"Fy . X
details on special &=~ ¥
introductory rates I

CALL TimeRite, Inc.
1-800-777-1127

Circle Reader Service #185

H ‘
|

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

‘ SPEAKER/TRAINING

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

SYNDICARED PROGRAMS

Dr. "Red" Duke's Health Report

has been a TV success for more than a
decade. By popular demand it is now
available for radio as 5 segments

weekly of 40-seconds each. For

complete details, call
Mark Carlton,
713/792-4633.

CDO
D D" DUKPS

-Hmmnmn

Circle Reader Service #186
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SALES PROMOTION PLANNER

Fall & Winter Fashions
Hunting & Fishing Supplies
Carpet & Floor Coverings

4 Labor Day
17-23 Farm Safety Week

HOME & HEARTH

When fall hits, home furnishing begins. An impor-
tant targetis the 18-29 age group. They are forming
households and still buying and building loyalty to
styles, brands, and retailers. Forming household-
ers are also more price conscious than any other
group. Growth householders aged 30 to 44 are
settling down. Their median incomes are above
average, they are better educated and probably
hold management and professional positions. Sixty-
two percent of this age group owns their own
homes. Growth householders are more likely to
have remodeled in the past two years. The last
group is the established householders aged 45 to
59 and they are in a position to upgrade their
furnishings. Whatever your format or target demo-
graphic, there is opportunity to get this business.
(Source: The Home Furnishings Market For Tomorrow, 1993)

ideas you should start planning now

SEPTEMBER

TARGET PRODUCTS
Home Furnishings
Heating

Beer
New Car Sales
Home Furnishings

DATES TO REMEMBER
10 Grandparents Day
22 Business Women's Day

25 Rosh Hashanah

17-23 Singles Week
23 1st Day of Fall

NATIONAL
Self Improvement, Cable TV, Literacy, Baby Sefety, Chicken, Piano and Rice Month

EVERYONE IMPROVES

+“Remodel for Free.” Customers bring in photos of
aroom they would like to have remodeled for free.
The winner will receive the works. Tie in many
vendors and sponsors.

*“Labor Day Gamblers Sale.” Customers will draw
a poker chip to determine their discount at the
register.

+“Self Improvement Remote.” Have a remote at a
drug store, hair salon, or a health club, and set up
booths with tips and free product and services.
*“Single's Survival Kit.” For Singles Week give
away dinners, movies, video rentals, club passes,
dating services freebees, and condoms.
e“Football Frenzy.” Have speciality items printed
{Megaphones, footballs, fans, etc.) with station
logo and a sponsor.

In Todayss
Media Jungle,
You Can't Afford
Not To Change.

In the fast-paced world of media, vou have
1o keep improving just to keep up.

You ought to expect the same from vour
collection service.

AUSzabo Associates, we're improving as you
improve. As the firt and largest media collection
firm. we're providing more specialized service
than ever. Weve created separate divisions
dedicated to each individual medium. No one
else focuses so sharply on vour individual needs

This know-how helps us offer value-added
services you won' find anvwhere ele. Szaho
clients have free use of the world's best database

Szabo Associates, Inc. 3355 Lenoy Road, N Fo 9t Floor

Alinta Georgla 3082

on advertisers and agencies. an unequaled library
of media information. proprietary management
reports. international collection senvices. and
much more.

Since 19710 Szabo has helped more than
3,000 clients achieve faster. more substantial
settlements in every medium imaginable. Let us
help vou. Send us deils of a
past-due account. or call us for
more information.  Because in
a business as tough as vours,
vou need a different breed of
collection service.

5 -

szaho

Phone #04-200-2401 Fav #04-206-2103

Circle Reader Service #121
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o“4th of July Beach in the Street Party.” Block off the
street or a large outdoor location and bring in
truckloads of sand for a big party. Have music,
vendors, and a volleyball tcurnament. No time to
organize? Tie in a charity anc charge admission.
»“Thirsty Thursday’s.” Give away free cases of soft
drinks, or sports drinks on Tnursdays.
o“Light up the Night Sale.” n car dealer stays open
late with special deals on cats that have the parking
lights turned on.
DATES TO REMEMBER

4 Independence Day

16 Ice Cream Day

Christmas in July Sales

NATIONAL
Baked Bean, Ice Cream, Tennis, Peach, Hot Dog and
Parks & Recreation Month

AUGUST QUICK FIX

*“Player of the Week.” As high school sports kick off,
get a sponsor for a prize ard cross promote with a
television sportscast for this good community pro-
motion.
*“Off with the Old, On with the New.” To celebrate
Natioral Eye Exam Month, an eye care retailer gives
discounts for the purchase of new glasses when old
ones are donated to a homeless shelter.
*“A Good Sport.” Sporting goods stores offer dis-
counts to students with sctool IDs.
DATES TO REMEMBER
Back to School
Summer Clearance Sales
11 Presidential Joke Day
16 Elvis Died
26 Commercial Radio Broadcasting Day

NATIONAL
Romance Awareness, Eye Exam and Catfish Month

OCTOBER
TARGET PRODUCTS
Heating: Ski Equipment; Furniture; Pet Supplies;
Candy Vendors; Drug Stores; Fabric Stores
DATES TO REMEMBER

9 Columbus Day

14 Dessert Day

21 Sweetest Day

22 Mother-in-Law Day

31 Halloween
NATIONAL
Country Music, AIDS Awareness, Pizza, Popcorn and
Car Care Month; Baseball World Series

NOVEMBER
TARGET PRODUCTS
Grocery & Turkey Sales; Toys; Clothing; Jewelry;
Electronics; Major Appliances
DATES TO REMEMBER
3 Sandwich Day
4 Sadie Hawkins Day
7 Election Day
11 Veteran's Day
16 Great American Smokeout
3 Thanksgiving
24 Busiest Shopping Day
NATIONAL
Diabetes Month

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

Sales Promotion Planner is compiled by Kim Stiles,

creator of The Stiles System Radio Day Planner. She
may be reached at 919-856-6449.
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GRAPEVINE

eDiamond Party. The Nuseum of Broadcast Communications
is pulling out all the stops for a celebration of Radio’s first 75
vears. The eveni takes place in Chicago, October 27-29 .and
Il nclude the 1995 Radio Hall of Fame induction ceremony
and broadcast. Check out this year's living inductees, who
have by the way, confirmed their attendance: Himan Brown
Dick Clark, Norman Corwin, Paul Harvey, Casey Kasem
Larry King, Rush Limbaugh, J.P. McCarthy, “Cousin Brucie
Morrow, Gary Owens, Wally Phillips, Chuck Schaden, Vin
Scully, Dr. Frank Stanton, Les Tremayne and Shirley Bell Cole
of "Little Orphan Annic.” Wow. To reserve your table, call
Anne Barlow at 312-629-6026
eTower Trouble. What's the worst thing that could happenin
the middle of a spring rating period> How about your tive
month-old 370-toot FM tower crashing o the ground at 3 in
the morning? That's what happened to WCRZ-FM Flint, Ml
last month. Even stranger was the fact that the fence Tocks

Now here’s a way to open a rep company
... have everyone show up in kilts. Pictured
in the Shamrock Radio Sales Clan are -r:
president Bob Turner, AE Beth Russell,
Interep Chairman Ralph Guild, AE Bill
Sickles and AE Anthony DeVito.

A Westwood One’s Ed Salamon and
twist king Chubby Checker goofed
around recently after an interview.
Apparently Ed had twisted himself
into a frenzy and Chubby was at-
tempting the heimtwist maneuver.

surrounding the tower and the guv-wire anchors had been cut
Tough market. Police have a suspect in custody

< The National Association of Radio Talk
Show Hosts and Michael Harrison, editor
and publisher of Talkers Magazine, have
chosen currently controversial G. Gordon
Liddy as the recipient of this year’s Freedom
of Speech Award which will be presented at
the seventh annual Talk Radio Convention in
Houston on June 24. NARSTH President
Gene Burns says it was, “the single most
difficult decision made by the board of
direcfors.” Well it’s a good thing they
didn’t break under public pressure and
stuck to their guns.

= Variety Clubs International recently awarded
Metro Networks and its president David
Saperstein for their “leadership and un-
selfish commitment” to Variety Club and
the children of Variety Club. The children’s
charity organization is made up of 55 clubs
and more than 15,000 members world-
wide. L-r: Variety Club Members Pat Fant,
Gary Huddleston, Laura S. Rowe and John

A Speaking of Salamon, | N5y 111, and Metro’s Saperstein. ¥
dog George Escriva sent

us a letter and photo 0 .
asking for a new copy of . (?f
our Feb. 27 Ed Salamon 4

A

issue for his owner, GM
Maggie Escriva of KWIC-
FM Topeka, KS. Seems
he ate it and now has to
sell his milkbones to get
the money for a new
one. But get this, he
found the information ...
easy to digest.

Martha Harrington, president of Interep’s
promotion marketing division, chaired the
“Value-Added Radio Advertising and Pro-
motion” Conference in Chicago recently.
Actually she stood behind the podium but
a chair was nearby.

SEND PHOTOS OF YOUR ORGANRZATION'S MAJOR EVENTS TO:
grapevine ¢/o Shawn Deenae224 Datura ST*Suite 701*West Palm Beach, FL 33401
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Ringside Radio ... If you’re wondering
what the guy in the middle is looking at, it’s a
boxing match. He, then Lt. Tom Young, and his
colleagues (r) Gen. Keller Rocky and (l) engi-
neer (unknown) are doing play-by-play on
XONE-AM in Tientsin, China, in 1947. Young
was in charge of four Armed Forces Radio
stations then, and is now owner of KVON-AM/

[

SEND US YOUR OLDIES!
We’re looking for old photos! (They will be returned.) Send them to

4 KVYN-FM Napa Valley, CA. The engineer? He
was in charge of that sign.

‘BLAST " ¢ .0 Shawn Deena, 224 Datura Street « Suite 701, West Palm Beach,

FL 33401. Put your name and address on the back of each photo with “please return.” Include a description of the photo and any people pictured.

ADVERTISER
INDEX

75th Anniversary of Radio Update/Information2, 6. 27. 29

Invest in Your Private Seminar
in Power Negofiating

The Secrets of

Power Negotiating
by Roger Dawson.

Six audiocassettes with 24 flash cards and workbook.

In the radio business you must negotiate daily, and most successful radio executives will tell you
that your ability to negotiate well is the most important personal skili you can hove.

Roger Dawson, who was the hit of the NAB Los Angeles show, is the world’s lecding expert on
Power Negotiating. Thousands of people pay $495 each to learn about Power Negotiating at his
public and corporate lectures.

By listening to this cossette program in yaur car you'll .eorn how fo:

Get full rate card and still have the other side think they won.

Apply the five most critical issues in any negotiotion.

Metch your negotioting style fa the personality of the other side.

Use 20 negotiating gambits thet will give you totel control of the other side.
Leern how to resolve conflict smaothly.
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Warranty: If yau and your solespeople are not easily odle fo sell at full rate card within 30 days of listening to this program
send it back for a camplete refund!

Special Offer: Thraugh this Radio Ink promotion only, you get the 6 tasseste album Secrats of Power Negosiationwith 24 flosk
cards, comprehensive workbook and a free copy of Roger Dawson’s 296 poge book Secrets of Power Perstasion, All for only
565 plus $3 shipping. (A residents add opplicable sales tax. To order coll 1-80-YDAWSON {932-9766) 8A.M.-5P.M. PST.

Roger Dawson Productions ® 1661 Hanover Street / Svite 215 ¢ City Of Industry, CA 91748
Fax 818-854-3595
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SELLING

Don't miss your best opportunity for real suceess!

We have finally gotten
Ken Greenwood to write the
formula that has served him
well for over 40 years.

¢ How to develop sales leads
¢ How to manage a sales staff
¢ How to sell anything from products to ideas

Available now at the introduciory price of
$29.95 « SAVE $10.00 off the $39.95 price

This hardcover book is a must
for everyone in broadcasting.

Learn the secrets Ken has used to train
over 3,000 successful Radio executives.

NO RISK GUARANTEE: | understand that if | am not satisfied 0”.‘ '0"'!

for any reason, | may return the book within 30 days.

1 YES, send me copies of Ken Greenwood’s new book at $29.95 {plus $5.50 S&H.) Florida residents add 6% sales fox.

Name
Title (ompany
Address

(ity State Lip

Business Phone Fax

Payment Enclosed 0 Charge My: Q1 VISA Q MC 1 AMEX  Card # Exp. Date
Signature

Fax in Your Order 1-407-655-6164 "‘"'jl"j" STREAMUINE 224 Doturo Sreet» 74h lor
Phone in Your Order 1-800-226-7857 or 407-655-8778 |y pase— ) A S AL ZUOR T TRET T




o Youre uffering From Sticker

You've waited patientiy for your new stickers or decals to arrive. Then, zap, just like that you've got big problems. The color isn't right.
They're out of registration. Worse yet, they just look cheap and nobody wants them. Don't get stuck with poor stickers.
Call us first, Communication Graphics, the leader in stickers and decals.

Communication
Graphics Inc

Images that last.
1765 North Juniper, Broken Arrow, OK 74012 » (318) 258-6502 » FAX 1-918-251-8223 « 1-800-331-4438
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