
[
il 7r--guP --- Lag 411k 411! 19 

Radios Premier Managemen & Marketing Magazine-

RADIO 

h 

WHAT' 
-AMR)/ 

›-

06 

= = a 
,z. ét, <.< 
75 . e" 
' 5— n L'o 74470 81947 a 



tose 

4 

* 
e 

RADIO'S 75TH CELEBRATION am 
• • * *     gm • .6 * 

I' • •   e • • In 
* * • • % 

S 

S 

4  

* 

Coming July 10! 
Radio Ink is celebrating 75 years of Radio! On July io 

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 beginning 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 r 
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Do they really work? 

y
ou don't have to go to the trouble to ask the folks at 
Kelloggs, Post Brands, Procter & Gamble or hundreds of 

other companies to find out if Free Sample mai:ings work. 
Just call any of our clients who've used our CassetteVelopeTAI or 

CassettePak' sampler concept. It's Radio's version of what's been 

used successfully for decades to drive trial and top-of-mind 

awareness for other brand management intensive industries... 

two of the most important by-products of any Brand Marketing. 

Virtually every client who's used our concept has been 
astonished by the resttlts and long term benefits derived 

through the revolutionary integrated plan developed for their unique 

challenges. Coupled with our SmartTargets"' Household specific 

audience targeting and segmentation system you'll see results, too. 

Whether you're News or NAC, Country or Classical. A/C 

or AOR. CHR or MOR. Spanish or English, we're experit.snced 

in all facets of Brand Marketing for the industry. 

Call us today to learn about market availability and anticipated 

results for your station. 

BROADCAST 
DIRECT 

DIRECT MAIL • TELEMARKETING/FAX SERVICES 

DATABASE • MEDIA PLACEMENT • CREATIVE SERVICES 

CUSTOM PUBLISHING • CASSETTEPAKT" CASSETTE MAILERS 

SMART lARGETST" AJD ENCE PROFILING • SMART MAPS' 

MIAMI 305-858-9524 • CHICAGO 708-382-5525 • LOS ANGELES 818-782-9524 • SACRAMENTO 916-757-2272 
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Power Eight discrete tracks with 100 layers per track. 
12 channel automated mixing and EQ. Time compression 
and pitch correction. Nondestructive, full featured editing. 
Sub-frame accurate SMPTE sync. Optional ADAT, DA-88 
or RS-422 interface. 

Speed The DM-800 is easy, fast and quick to learn, using 
powerful hardware controls with tape recorder style punch in 
and out. No computer required. 

MIDI Support The DM-800 supports MMC, MTC and 
dynamic functions like tempo mapping, bar and beat editing, 
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The Power Power Studio From Roland 
The new DM-800 provides power, speed, portat ility and reliability like no other system available., 

control of external sequencers and trigger mode for instant 
phrase playback. 

Portability All the features and functions you need are 
contained in a single 12 pound unit. You can literally grab it 
and take it with you. Uses internal and external SCSI drives. 
View any level of information on the built-in LCD or plug the 
DM-800 directly into your video monitor. 

Reliability The DM-800 is a completely dedicated piece 
of hardware with Roland's renowned reliability. 

Préte Incredible Power. Incredible Price. $ 5995. 

Call today for your free brochure and video. 

liRoland® 
Roland Corporation U.S. 720C Dom,nion Circle Los Angeles, CA 90040 (213) 685-5141 Ext. 756 Fax (213)726-3267 

Roland Canada Music Ltd. 5480 parkwocd Way Richmond, B.C. V6V 21e4 (604) 270-6626 Fax (604) 270-7174 
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Coming July 10!! 

RADIO'S 75TH CELEBRATION 

Radio Ink is celebrating 75 years 
of Radio! On July to 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 

Katz Radio Group 

NAB" 

The Incredible Shrinking FCC 

ewt Gingrich's latest target is the 
Federal Communications Corn 
mission. He intends to cut out 

90 percent of it. I hate to see anybody 
lose their jobs, but perhaps it's time to 
revisit the FCC and its mission and cut 
some people loose. More than a year ago 
I suggested that the FCC had outlived its 
purpose and that perhaps it was time to 
reinvent the organization. 

I'm not a fan of big bureaucratic 
organizations, especially those that fail 
to achieve their purpose in a timely fash-
ion. I've often compared the FCC to the 
local license bureau. The lines are long, 
the wait seems like forever, the people 
working there seem to hate their jobs 
and want to try and nail you on minor 
technicalities, the systems are inefficient, 
the rules are often contradictory, and 
there are more people employed than 
necessary. All too often government or-
ganizations are filled with people look-
ing to find something wrong so they can 
exercise what little power they have. 
There are no incentives for these people, 
no reason for them to be efficient and 
expeditious. Many would say the FCC is 
no different. 

Perhaps it's time for the FCC to 
ivide each area of control ( Radio , 
:elevision, cellular, et al.) into se .'. 
rate authorities with one small coordi- - 
noting body. Or maybe responsibility 
for each industry should be turned 

over to industry organizations ( like 
the National Association of Broadcast-
ers), or even privatized. 

The FCC is too big and too fat. The 
original charter of the Federal Radio Com-
mission was for the coordination of Ra-
dio frequencies. Today its purpose has 
gone beyond its original charter. 

There is no need for policing by a 
massive FCC. Compliance can easily be 
accomplished with a smaller Organiza-
tion. Most of the regulations requiring 
policing are antiquated anyway. Take 
the FCC's involvement (or lack thereof) 
in indecency issues. No one takes it seri-
ously because they levy fines and then 
don't fight to collect them ( i.e. Howard 
Stern and Infinity). Even the local license 
bureau eventually catches up to you for 
unpaid parking tickets. 

Our industry is sophisticated and 
responsible enough to maintain the pub-
lic interest without a huge organization 
to keep us in line. We do need a govern-
ing board to keep frequencies and trans-
mitter powers coordinated, but how many 
people can that require? 

From what I've seen and been told, 
the Radio Authority in England is very 
small, very efficient, and very effective. 
Though I don't agree with all their rules, 
the fact that they make them work with 
a small staff is important. Perhaps the 
FCC should hire an efficiency consult-
ant, put together a committee of broad-
casters and commissioners to determine 
what's really necessary, totally comput-
erize the operation, and as Steve Martin 
would say ... get small. 

To reach me, write: 
RADIO INK, 

B. Eric Rhoads, Publisher 
224 Datura Street • Suite 701 
West Palm Beach, FL 33401 

Phone: (407) 655-8778 
Fax: (407) 655-6164 

EMAIL: Radiolnk e aol.com 
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A Hot Little 
Number 

uncovered at 
NAB 

The smoke has cleared. If you didn't 

make it to NAB, this was the talk of the 

town. Still is. 

So, what's the big deal? We 

introduced the fir;t digital console 

developed for radio broadcasts— the 

DRC. 1000 Digital Radio Console oy 

Zaxcorr. Audio. 

And we kept the price very 

affordable 
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What more could you 

ask for— how abou: the 

fact that a basic unit offers 

11 AES/EBU inputs, 7 

output buses and can 

grow with you to fit any 

size facility! 

That's not all. Can yo J believe 

analog inputs are opt onal? It's true. 

All this and much more. 

Circle Reader Service #101 

gig 

RadioWerld 

Cool Stuff 

More good news— 

the DRC 1000 will 

be shipping in 

October. Call us for 

complete debils. 

1-800-622-0022 

FAX 317-966-0623 

Southern CA 1-800-690-2828 



PEOPLE IN INK' 

Big Conference, Fun Meeting 
Attending BCFM's 35th Annual Conference, "Play to Win," in 

Vegas were member; of 1) the Radio CFO Caucus, a BCFM 

unbrella group formed last year by Emmis Broadcasting's 

Howard Schrott and Noble Broadcast Group's Frank A. 

DeFrancesco. More than 1,130 attended 

the conference and 2) a large part of that 

crowd took part in a big ol' line dance. 

Meanwhile 3) Radio Music License 

Committee's Dave Fuellhart read out 

loud as Bonneville's Byrne Hopkin pre-

tended to listen. 4) Doing a classic J. 

Crew pose was Emmis' Schrott and 5) 

doing the podium thing was Nationwide 

Communications' Willard Hoyt and 6) 

Noble's DeFrancesco. Warner Brothers 

recording artists who played at the 

event included 7) Andrew and David 

Williams of "The Williams Brothers" (far 

I and far r), Gretchen Peters (2nd from l), 

and Iris DeMent (2nd from r). And sand-

wiched in the middle? David Gates, the 

former lead singer of " Bread." 

ht 

8 

The Hills Were Alive With 
The Sound of Women 
At the AWRT's 44th Annual National 

Convention in Beverly Hills, there was a 

great turnout. 8) Rolanda Watts, of TV 

Talk Show "Rolanda," emceed the event. 

9) FCC Commissioner Rachel B. Chong 

mingled, io) Mary Denman Inc.'s Mary 

Denman picked up an AWRT Achieve-

ment Award and 11) Katz Media Corp.'s 

Lucille Luongo (l) chatted with AWRT's 

Terri Dickerson Jones, who was doing 

her Patti Duke's cousin impression. 12) 

Later, the two sat with FCC Commis-

sioner James Quello. 13) A big moment 

came during the ribbon- cutting to open 

tie spanking new Technology Pavilion 

as AWRT National President Linda 

Tremere (1) and her helpers used the 

same scissors that once gave King Kong 

a haircut. 14) The hall looked fabulous of 

course, especially with great modern art 

as the centerpiece. 15) Women On The 

Cutting Edge subtitled, Man, them scis-

sors is huge. 

SEND YOUR 

"PEOPLE IN INK" photos to: Shawn Deena, 

224 Datura Street • Suite 701, West Palm 

Beach, FL 33401 
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Move Up from Carts to 
Touchscreen Di ital Audio 
Play Any Audio at a Touch 
Nothing else makes radio as fast or easy as 
having all your spots, sounders and sweepers 
start with your fingertip—always on-line and 
ready to play from hard disk. And nothing 
else makes your station sound as good or as 
exciting as touchscreen digital and creative 
talent with the new Scott Studio System! 

Here's how it works: Six buttons on the left of 
the 17" computer touchscreen play what's on 
your program log. Scheduled spots, promos, 
PSAs and live copy come in automatically 
from your Scott System Production Bank and 
your traffic and copy computers. You see 
legible labels for everything, showing full 
names, intro times, lengths, endings, 
announcer initials, outcues, posts, years, 
tempos and trivia. Your jocks can rearrange 
anything easily by touching arrows (at mid-
screen), or opening windows with the entire 
day's log and lists of all your recordings. 

On the right, 18 "hot keys" start uns-
cheduled jingles, sounders, effects, comedy 
or promos on the spur of the moment. 
You get 26 sets of 18 user-defined instant 
"hot keys" for your jocks' different needs. 
Large digital timers automatically count down 
intro times, and flash at 60-, 45-, and 30-
seconds before endings. You also get count-
downs the last 15 seconds of each event. 1 ABCDEFGHIJKLOANOPQRSTUVWXYZ 

The World's Fastest Playback! 
Touch either of the two buttons at the top 
right of the main screen to see our "Wall of 
Carts" with all your audio on-line! Touch 
the sound, spot, jingle, promo, PSA or 
comedy you want and it plays instantly. 
Or, you can put it anywhere you want in the 
day's schedule. Audio is displayed any five 
ways you like. 

The Scott System also gives you a "Make 
Good" button so it's quick and easy to 
reschedule missed spots or promos. 

Instant Requests from Hard Drive 
Our most popular option is 9 gigabyte disks 
with 1.000 songs pre-dubbed for free! 
The audio quality of digital music from the 
Scott System hard drive meets or beats the 
best CDs. 

And nothing could be faster than song 
requests frorn the Scott System! You also get 
five "Wall of Carts" we music that plays at a 
touch! Songs are displayed by title, artist, 
year, length, category, or any ways you like. 

12:15:38P 
Young Country Event Line Promo 

Q: Call today! 
:00/0:33/C PRO DA0307 12:15:47 
Doc at the Dance Palace tonite 

Young Country Traffic Bed 

:00/4:00/F JIN DA2608 12:18:40 

World's Easiest Contest 
Q: I Know the Answer! 

L:00/0:18/C PRO 102214 12:22:42.1 

Burger King $2 Breakfast RT 
a l Love This Place! 

:00/1:00/C CM DA1103 12:23:43 

K-Mart Photo Finishing SB 
Q: Across from Eastland. 

:01/1:00/C COM D.14310 12:24:01,  

Young Country Jirgle 
Q: 99 point five 

:00/0:06/C JIN DA1037 12:25:01 

Copyright 1995 by Scott Studios Corp. 

111 

The Scott Studio System is you best way to maKe the move to digi:al audio and eliminate 
troublesome carts. Each button on the touchscreen pays whatever yoi. want instantly. All 
scheduled spots, jingles, promos and scripts come in from your traffic and copy computers. 

Live Copy On Screen 
Live tags, weather, promo copy, music trivia, 
contest copy and winners' lists automatically 
pop up on your Scott System's screen. 

The Best Digital Audio 

When spots, promos, PSAs, or any other 
digital audio events are recorded, they're 
immediately playable in all your Scott 
System air studios. Nobody wastes time 
carrying carts down the hall or redubbing 
spots for additional stations. 

One question you don't have to worry 
about with the Scott System is "What if it 
breaks?" The Scott Car: Replacement 
System comes compete with every spot 
and jingle stored redundantly on two hard 
disks with a split-second switch to the "hot 
standby" computer and its own backup 
audio outputs! You get touchscreen 
convenience, digital quality, and backup 
redundancy for no more money than cart 
machines and commercial carts 

Sound Better With Digital Editing 
Scott Systems' graphic waveform editors 
work wonders with phone calls in the air 
studio and creative spots and promos in 
production. 

Your Best Investment 
The Scott System leads the industry with 
the biggest broadcast groups like Shamrock, 
Alliance, Salem, Saga, Liggett, Regent, 
Tichenor, Heftel, Waterman, Max. Atlantic, 
and Rawlco in Canada. Our major markets 
include Detroit, D.C.. Dallas, Miami-Ft. 
Lauderdale, San Diego, Denver, Oklahoma 
City, San Antonio, Greensboro. and others 
large and small from Bangor to Bakersfield. 

Scott Sediee ero 
13375 Stemmons Freeway, Suite 300 

Dallas, Texas 73234 USA 
8 0 7 2 (- 8 5 7 7 

(800) SCOTT-77 
Circle Reader Service # 108 



READER LETTERS 

Don't Get AC Wrong 
The April 10-23 issue of Radio Ink, fea-

tured an article titled "AC's Dilemma. What You 
Can Do About It," which was written by con-
sultant Guy Zapoleon. While I agree with the 
majority of what Guy states in this article, lam 
concerned that some programmers will mis-
interpret his comments and lean their station 
too close to the Urban charts. 

AC began on FM as a strong format in 
the early '80s and continued to grow until 
that point when it ceased being mass 
appeal and focused more on those AC 
tunes that crossed from the Urban charts. 
This is one of the actions that allowed 
Country to grow as it did. Many AC 
listeners left the format for the non-ethnic 
appeal and excitement of new Country 
Radio. Let's not make that mistake again. 

Despite the Fall '94 rating sweep, AC 
continues to be the cumulative, most- lis-
tened-to format in America. There are new 
young artists on the scene who I believe 
will become the core performers of the late 
'90s. Individuals like Joshua Kadison, 
Michael English, Mariah Carey and power 
ballads from artists like Melissa Etheridge 

and Firehouse will keep this format fresh. 
Great opportunities face us at this mo-

ment as Country appears to have peaked 
and is seeing signs of erosion. The last thing 
AC programmers should be thinking about 
is moving away from what has been the 
backbone of the format. The artists may 
change, listeners may grow into and out of 
the 25-44 demos, but they way listeners use 
the format remains the same. Listening to 
AC is like tracking a favorite CD. You enjoy 
it from the first cut to the last. 

Michael A. McVay, President 

McVay Media 

Cleveland, OH 

Radio's Not All Alike 
We received your latest issue of Ra-

dio Ink and enjoyed your Publishers Notes, 
"Radio is All Alike Now, All the Time" (April 
24-May 7). Chester is alive and well in 
Vinita, OK, located midway between 

Joplin and Tulsa on Interstate 44. He isn't 
a hick and his grammar has improved 
considerably, but he is thriving at KITO-
AM, 50,000 watt FM Country music Ra-
dio station. Our "Chester" is a leading 

 BMW 

THE 

fl LEARANCE 
GROUP 

RADIO'S FIRST 
AFFILIATE SALES OUTSOURCING 

COMPANY 

HAS ARRIVED! 

Sales for Syndication and Long-form Programming 

214-669-1933 

citizen in the community and he does get 
calls just like Mr. Albom described. 

KITO's playlist includes Country art-
ists from Bob Wills to Garth Brooks and 
"young" Country singers. The disc jock-
eys are real people who make their audi-
ence feel that they are sitting in the living 
room with them going through their rack 
of records and sharing them. That's right. 
We still play records. Some are old and 
scratchy, but our audience enjoys the 
sound of scratches mixed with the CDs. 

Talented entertainers and "wannabes" 
alike have a chance on KITO. It is our 
policy to play all artists' music at least once 
and interview them. This is KITO's way of 
giving back to the Country music industry. 

What is the result? According to 
Arbitron, KITO is one of the top-rated 
stations in our listening area. Those travel-
ers you mentioned call on their cellular 
phones and request a favorite song they 
haven't heard in years. Some leave the 
turnpike and ask directions to our station so 
they can stop by and "visit." An Oklahoma 
City television station was so impressed 
with KITO's format and approach to Radio 
that they did a feature story on us. 

You might tell Mitch Alborn that the 
next time he's traveling though North-
east Oklahoma, he should tune his dial to 
96.1 FM. 

Dave Boyd, President 

DLB Broadcasting Group 

Vinita, OK 

Gorilla or Guerilla? 
Either Jack Rattigan (Radio Ink, May 

8-21) does not know the difference be-
tween gorilla and guerilla, or he is using 
a play on words to make one word fit 
when the other word would have worked 
just as well. 

In either case his point is well taken. 
Nobody else has to do it to us because we 
do it ourselves. 

Roy F. Soya, GM 

WRNS-AM/FM 

Kinston, NC 

ADDRESS ALL LETTERS TO 
Reader Letters, c/o Radio Ink, 224 Datura 
Street • Suite 704 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. 

RADIO 
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CASE STUDY 

11> 

MI 
Dwight Case 

How do you prevent duopoly 
burnout? 

Paul Fiddick, President • Heritage Media Corporation • Dallas, TX 
Since 've been reading "The Hot Zone," I've decided that duopoly burnout — like the Ebola virus 

— is a disease that is more effectively prevented than treated, and probably never cured. 
First, I think it's helpful to define what we're talking about. Duopoly burnout is really a condition 

of frustration more than fatigue. It's the result of managers who want to have the same level of 
involvement in a duopoly environment as they did before, but run out of hours in the day. 

Prevention begins with the recognition that duopolies take more people— not twice as many people, 
but more. The number is not as important as maintaining clear lines of responsibility. Otherwise, the 

frustration level just gets worse. 
Duopolies are not just bigger, they're also fundamentally more complex. And like any more complex organization, they 

have to be run "by the book" — in a more formalized fashion. Duopoly managers find themselves relying more on plans and 
schedules and less on the seat of their pants. lei 

George L. Sosson, President • Radio Equity Partners • Norwalk, CT 
Concerning duopoly, the only concept broadcasters seem to agree on is that the "book has yet to be 

written." Like everything else about duopoly, management burnout is also too new to provide definitive 
answers. However, it is something all duopoly operators should be concerned about because the 
potential for problems is very real. The first step is hiring GMs with high energy levels, the ability to 
handle multifaceted situations and excellent organizational/time management skills. All of our GMs at 
Radio Equity Partners have these traits. We recommend that the GMs run joint department head 
meetings with personnel fiom all stations attending. This is more efficient from a time management 

standpoint and it keeps all stations working together nicely. I ask my GMs not to be too hard on themselves as they take on 
the extra duties of duopoly. Managers possessing the types of skills noted above tend to push themselves harder than they 
often should, possibly leading to burnout. Although cost savings with using one GM is a primary goal of duopoly, we hope 
that our performance bonus for the duopolv will soften the blow of potential burnout. à 

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

Circle Reader Service # 110 
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NEWS 

High Speed Data Systems 
The FM OnRamp to the Information Superhighway 

The NAB convention gave FM sta-
tion owners and GMs a close-up 
look at what the much touted Infor-

mation Superhighway can mean to their 
facilities. 

In what was perhaps the biggest 

technological surprise of the conference, 
insofar as FM is concerned, Taiwan's Panya 
Enterprises suggested that, the narrow 
bandwidth of FM-SCA notwithstanding, new 
compression techniques will soon make it 
possible to deliver video over the SCA. 
They didn't say why anyone would want to 
do that but it did serve to demonstrate that 
the evolution of SCA technologies is con-
tinuing at a highly accelerated rate. This is 
an important point since there are still 
engineers and in some case owners, who 
seem to think nothing has happened to 
improve the SCA in the last 45 years. 

Seiko & RDS 

Today's digital SCA technology is a far 
cry even from those digital systems devel-
oped in the early '8os. Two companies, 
Seiko Communications ofAmerica and Mitre 
Corporation, are vying to become the na-
tional standard for IVHS (Intelligent Vehicle 
Highway Systems) and Seiko, in the most 

sustained and costly research and develop-
ment program ever put into FM subcarriers 
has created a fully discreet, frequency-agile 
FM-SCA receiver and 19 kb demod that fits 
in a standard man's size wristwatch. 

The services that can be provided to 
the customer, and potential station listen-
ers, is only one aspect of this new technol-
ogy. Both RDS and Seiko have developed 
methods of permitting station access to the 
data stream. With a little help from receiver 
manufacturers such things as call letters, 
dial position and instant real-time program 
information can be displayed on an LCD, or 
some other type of readout on the face of 
the Radio. The similarities between the two 
systems however, are far outweighed by 
their differences. RDS is a "low speed" 
system, i.e., noo plus baud. Seiko's scheme 
represents the latest in HSDS, or " high 
speed data systems," at 19,000 baud. This 
is not a trivial distinction since "speed" is 
directly equivalent to "capacity." 

High Speed vs. Low Speed 

Suppose a fire breaks out in your 
wastebasket. You can grab a cup and run 
back and forth to the water cooler, filling 
the cup each time and dumping it on the 

blaze. Or you can pick up a bucket, fill it and 
douse the blaze in one swoop. Theoreti-
cally you have done precisely the same 
thing no matter which method you choose. 
You have put out the fire with water. The 
difference is the amount of time and energy 
it took to do it. Theoretically a slow-speed 
system will do everytting a high-speed 
system will do but the time and energy 
involved is an important consideration. 

Additional speed or capacity means 
there is space on the data stream to insert 
things like commercial logos for both the 
station and their clients, promotions and 
contests, even the station's meter readings 
can be inserted, replacing phone lines or 
TSL equipment and the increasingly hard to 
find 450 mhz channels necessary for the link. 

At the present time there is no national 
or international standard and several tech-
nologies of varying speeds and schemes 
are vy'rig for that distinction. RDS first 
proposed their system as an international 
standard in 1983 and the NAB seems to be 
enamored of the concept. It does seem 
however that a high speed data system 
(HSDS) and it's far greater capacity, has 
some merit in a world where even a 57 kb 
data stream is considered routine. el 

CBS Newsman Dallas Townsend Dies 
Dallas S. Townsend Jr., a 44-year veteran of CBS 

News, died earlier this month from complications 
following a fall. During his four decades at the 
network he covered everything from presidential 
elections to space flights to peace talks. 

From 1941 to to 1985 Townsend worked for CBS 
in several capacities including newswriter, news 
editor, director of special events, manager of CBS 

television news broadcasts, and correspondent, until finally settling 
in from 1956-1961 and 1963-1982 as writer and anchor of the "CBS 
World News Roundup." From 1961-1963 he anchored "The World 
Tonight" and from 1982 until his retirement in 1985 he anchored 
several " News on the Hour" broadcasts on the CBS Radio Network. 

He received the duPont-Columbia University Broadcast Jour-
nalism Award, a Peabody Award and an Armstrong Radio Pioneer 
Award for his work on Roundup, the longest running Radio news 
broadcast in the nation. The duPont-Columbia jurors said, " No 
other newsman of our day has had a broader acquaintance with 
news nor communicated it with more economy and precision." 

Townsend is survived by his wife Lois; four children: 
Katherine, Nancy, Patricia and Douglas; and io grandchildren. He 
was 76. 

Greenwood Performance Systems' 
Stan Forrer Dies at 42 

Stan Forrer, executive vice president of broadcast-

ing for Tulsa-based Greenwood Performance Systems, 
died June 12 at age 42. 

Forrer helped develop and implement a variety of 
sales training programs in the broadcast industry. He 
had consulted with stations in every market size from 
coast to coast, and brought a wealth of hands-on 
experience and solutions to the'r sales problems. A native of Kansas, 
he had been an announcer, salesperson, co-op coordinator, promo-
tions manager, sales manager, and station manager prior to joining 
Greenwood in 1982. 

Forrer was a Certified Radio Marketing Consultant (CRMC), a 
member of the National Speakers Association, the American Society 
for Training & Development Speakers USA, and a certified instructor 

for Wilson Learning Corporation. He had conducted seminars for AT&T 
and Texas Instruments. 

Forrer is survived by his wife, Madeleine; his parents, Harold and 
Agnes Forrer; his brother, David; and two sisters, Rosine and Madeline. 

Memorial contributions may be made to The Stan Forrer Fund 
do Greenwood Performance Systems, 4500 South Garnett, Suite 910, 
Tulsa, OK, 74146. ieJ 
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$$$$$ Million Dollar ClubTM $$$$$ 
$36 M: KRZR-FM/KTHT-FM HANFORD-FRESNO, CA & WCHY-AM/FM SAVANNAH, GA & KSSK-AM/ 
FM & KUCD-FM HONOLULU-WAIPAHU-PEARL CITY, HI & WIPI-AM/WODE-FM EASTON (ALLENTCWN), 

PA; SELLER: W P RADIO; BUYER: PATTERSON LICENSEE CORP. 

$8.75 M: WHHY-AM/FM MONTGOMERY, AL & WXFX-FM PRATTVI1LE, AL; SELLERS: SoUNDVIEW MEDIA 
INVESTMENTS INC. AND DOWNS BROADCASTING II, RESPECTIVELY; BUYER: MCDONALD INVESTMENT COMPANY 

INC.; BROKER: H.B. LA RUE MEDIA BROKERS FOR WHHY-AM/FM 

$5.3 M: WJMZ-FM ANDERSON (GREENVILLE), SC; SELLER: AmCom CAROLINAS INC.; BUYEi: ABS 
COMMUNICATIONS; BROKER: MEDIA VENTURE PARTNERS 

$5 M: WQXA-AM/FM YORK (HARRISBURG), PA; SELLER: PENN CENTRAL BROADCASTING INC.; BUYER: TELE-
MEDIA BROADCASTING COMPANY INC.; BROKER: HO,T RADIO GROUP 

$4.5 M: WHWH-AM/VVPST-FM PRINCETON-TRENTON, NJ & WVPO-AMAAISBG-FM STROUDSBURG, PA ; 
SELLER: NASSAU BROADCASTING COMPANY; BUYER: NASSAU BROADCAST,NG PARTNERS L.P. 

$4.5 M: WVFN AM, WVI C-FM/WMMQ-FM EAST LANSING-CHARLOTTE, MI ; SELLER: GOODRICH 
BROADCASTING; BUYER: MSP COMMUNICATIONS; BROKER: MEDIA VENTURE PARTNERS 

$1.95 M: KMEZ-FM BE_LE CHASSE, LA; SE_LER: COASTAL BROADCASTING INC.; BUYER: RIVER CITY 
COMMUNICATIONS 

$1.3 M: KDBX-FM BANKS (PORTLAND), OR; SELLER: ROBERT FOGAL; BUYER: 
SALEM COMMUNICATIONS CORP. 

M: KPIG-FM FREEDOM, CA; SELLER: RADIO RANCH; BUYER: ELETTRA BROADCASTING INC.; 
BROKER: KALIL & COMPANY 
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POSITION LETTERS 

STATION NONE 

NAME OF THESE 

SLOGAN DON'T REFUSED 

KNOW 

CLOSED!. 
WXXL-FM, Orlando, FL 
and WEAT-AM/FM, West 
Palm Beach, FL from 
J.J. Taylor Companies, 
John Taylor, III, Principal 
to Omni America 
Communications, Carl E. 
Hirsch, Anthony S. Ocepek 
and Dean Thacker, Principals 
for cash consideration, as well 
as a merged partnership interest 
resulting in combined assets 
worth $156,000,000. 

Randall E. Jeffery 
initiated the transaction. 

ELLIOT B. EVERS 
415-391-4877 

GEORGE I. OPX/ELL 
513-769-4477 

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-827-2727 

RANDALL E. JEFFERY 
RANDALL E. JEFFERY, JR. 

407-295-2572 

RADIO and TELEVISION 
BROKERAGE • APPRAISALS 

MEDIA VENTURE 
PARTNERS 
WASHINGTON, DC 

OR:ANDO • CINCINNATI 
SAN FRANCISCO 

Source: Rodio Ink—VallieGollup Rodio Poll of 1,001 persons lh, morgin of error + 3% 
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FORUM What is your opinion on posting? 

Stu Olds, President • Katz Radio Group • New York, NY 

The Katz Radio Group opposes any posting system for Radio that uses new ratings as the basis of 
awarding make-goods. We do not believe it serves the interests of advertisers, agencies or Radio stations. For 
some shops, posting means checking whether spots ran where they were supposed to. However, we expect that 
the majority of shops will use new ratings in addition to checking spot replacements. Schedules will be analyzed 
using the survey that most closely matches the time frame when the spots ran. While television is posted in this 
way, Radio is a different medium. Posting may be hard to prevent for specific accounts. In these cases, we should 
recommend specific guidelines to help to soften the impact and provide more accurate results. We need to agree 

in advance about spot placement and rates. We need to insist on multi-book averages to soften the effects of ratings wobbles. We need 
to concentrate on total market delivery, rather than individual station results. We must incorporate Arbitrons own margins of error to 
reflect the true reliability of the audience figures. It will take a concerted effort from all of us ( reps, group owners, local Radio organizations, 
the RAB and Arbitron) to keep this issue from turning national spot sales into an exercise in numbers delivery that no one can win. à 

Portland Area Radio Council (PARC) • Tim McNamara, President • Portland, OR 

The Portland Area Radio council joins leaders in the Radio industry, including station group owners and leading 
media rep firms, in opposing posting of Radio buys. Posting for Radio is unnecessary because a station's track record 
is a solid reflection of its current performance. Experienced buyers look at a station's performance over the long term, 
not just the most recent rating book. It's impractical. Since Radio ratings are released on a quarterly basis, posting 
would have to be done one to four months after the schedule actually ran. In many cases, the entire campaign would 
be over. It's inappropriate because there is no objective data to support the proposed practice of buying Radio off 
one book and posting off another. It's also more costly to advertisers, inconsistent with reasonable buying practices 
and unreasonable because Radio has far fewer units than TV and would be unjustly penalized if compensatory spots were required. 
Technology is changing the available method of processing, dividing and presenting Arbitron's audience estimates. What hasn't changed 
is Radio's commitment to be accountable for its scheduling. We cannot endorse any procedure that uses television standards to evaluate 
Radio schedules. However, as always, the decision to accept posted Radio buys lies with individual stations. à 

Deborah M. Bevilacqua, GSM • WMXV-FM • New York, NY 

At a breaklast recently sponsored by NYNIkAD, Joy Kingshot, supervisor of Ye Radio in New York was 
quoted as saying, "Yte has enlisted the help of Arbitron to determine acceptable tolerance of posting." 

Ye's position is that they are responding to their clients' request for accountability. It would seem that 
this accountability already exists without posting. Experienced buyers look at a station's performance over the 
long term, not just the station's most recent rating delivery. Any single rating book can be misleading — normal 
statistical variations that occur from book-to-book should not be taken as gospel. Agencies are kept apprised of 
changing market conditions and buyers should make allowances for any changes occurring in the marketplace. 

It is not the station that should be accountable for the changing marketplace, but rather the agencies' buyers themselves. The posting 
philosophy ignores many of the aspects unique to Radio. Statistical criteria cannot measure benefits such as listener loyalty, personality 
credibility, targeted formats and value-added promotion, all of which increase the value of the media schedule. To mandate posting 
and to expect Radio stations to abide by posting "requirements" would ignore the fundamental principles of Radio Ézi 

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

by Dave Gifford 

Pop Quiz For Sales Managers 
How Good Are You? 

To find out how good you are as a 
sales manager, score yourself by 
the following criteria against the 

scale below. 
5= Excellent 
4 = Good to very good 
3 = Only average; need improvement here 
2 = Definite weakness 
1 = Major problem 
Coming To Grips With Reality 

(write score in blanks below) 
  1Your commitment to company 

and station goals 
  2 Your leadership skills (taking 

management initiative) 
  3 Your decision-making ability 
  4 Measuring the long- and short-

term impact of your decisions 
  5 Managing change 
  6 Managing up (GM/group 

head/owners) 
  7 Managing laterally (working 

productively with department 
heads) 

  8 Managing down (managing 
people) 
9 Representing the station in 
outside activities 

  10 Pursuing your own manage-
ment development program 

  11 Developing a successor 

Planning & Organization 

  12 Planning the sales effort (long-
and short-term) 

  13 Your ability to forecast sales 
and set sales targets 

  14 Establishing real world stan-
dards of performance 

  15 Your abil i tv to prepare the sales 
budget 

  t6 Cash flow management 
(monitoring and controlling costs 

against same) 
  17 Your track record for increas-

ing the station's average unit rate 
18 Managing the inventory to 
maximize station billing 

  19 Managing collections 
  20 Your ability to organize 
  21 Managing multiple tasks 

22 Your follow-through 
23 Your time management 

Strategy & Tactics 

  24 Consistently hitting or exceed-
ing your monthly targets 

  25 The aggressiveness of the sales 
effort 
26 Sellingyourstation on the basis 
of supply and demand 
27 Posting impressive monthly 
power ratios 
28 Getting your "unfair" share of 
direct business 
29 Getting your "unfair" share of 
agency business 

  30 Securing agency buys above 
market cost-per- points 
31 Developing vendor promotion 
business 

  33 Identifying nontraditional ac-
counts and below- the-line profit 
centers 

  34 Outselling the competition on 
key accounts 
35 Upselling regular accounts 

  36 Selling annual accounts and/ 
or long-term business 

  37 Selling far enough in advance 
  38 Providing enough up-front 

selling time 
  39 Maximizing the station'scom-

petitive advantages 
  40 Countering your competitor's 

strategies and tactics 

Hiring 

41 Reducing turnover 
  42 Hiring winners 

Sales Training 

43 Your ability as a sales trainer, 
counselor and coach 

  44 Ascertaining your sales staff's 
critical training needs 
45 Identifying the skill deficien-
cies of each one of your sales-
people 

  46 The caliber of your induction 
training program 
47 Improving your salespeople's 
sales skills 

  48 Improving your salespeople's 
organization, planning, time and 
territory management, and follow-
through 

  49 Providing one-on-one indi-
vidual attention 

  50 Growing people 
  51 Developing people as "self 

managers" 
  52 Your communication skills 
  53 Your people skills 
  54 Building up your salespeople's 

self-confidence through positive 
reinforcement 

  55 Creating a culture for winning 
  56 Turning individual salespeople 

into a winning sales team 
  57 How "hungry" your sales staff is 
  58 Soliciting your salespeople's 

ideas, suggestions, recommenda-
tions, criticisms and bitches, and 
especially their opinions 

  59 Conducting productive per-
formance reviews 

  60 Planning and conducting pro-
ductive sales meetings 

21 
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MANAGEMENT 

Charles DeRose 

by Rick Ott 

Your Key To Sustained Success 
The System 

W
hat do the San Francisco 49ers 
McDonald's, and Disney have 
in common? Hint: The 49ers 

have used "it"— the common element — 
to win many more games than they lost 
for the past dozen or so seasons ( not bo 
mention winning more Super Bowls than 
any other team during this period), de-
spite the coming and going of many 
players and coaches over the years. 
McDonald's uses " it" to rack up a never-
ending stream of record sales and profits 
year after year, despite selling the same 
low-tech products every year, and de-
spite using a constantly changing cadre 
of inexperienced 17- year- olds to do the 
bulk of their selling. And Disney uses "it" 
to come as close to minting money as the 
U.S. Mint itself year after year, and is 
admired worldwide as a mecca of creativ-
ity and marketing innovation, despite 
high turnover in all its ranks, from top 
executives on down. 

"It" — the magic ingredient com-
mon to almost all consistently successful 
companies — is a good system. With a 
good, well-designed, well-oiled system 

in place, an organization can succeed 
despite any number of negative occur-
rences. ( Disney, for example, is losing a 
ton on its Euro Disney theme park in 
France, which doesn't seem to affect them 
in the least.) 

The Magic Is In The System 
A good, well-designed, well-main-

tained system (or a number of such sys-
tems) is an organization's greatest asset. 
The system is the magical element that 
determines success more often than not. 

A good system contains four key 
attributes, which together make it work 
so well: 

I . Leveraged intelligence. The intelli-
gence is contained in the system. Do 
you think McDonald's relies on the 
experience and expertise of their 
counter clerks to sell product? If so, 
they'd have been out of business years 
go. Instead, McDonald's relys on the 
wisdom of their system, which is 
adopted by each and every employee 
around the globe. 

2. Operational stability. People, at all 

QUICKREADTM 

• The magic ingredient common to almost 
all consistently successful companies is 
a good system. 

• A good system contains four key at-
tributes: leveraged intelligence, opera-
tional stability, common understanding, 
and difficulty in changing it. 

• A common misconception is that you 
need to acquire "good people" to be 
successful — what you need is a good 
system for your people to utilize. 

• Systems are established at the owner-
ship level. Owners must declare sys-
tems sovereign. 

levels from top management on down, 
come and go. Do you really want the 
success of your station(s) to depend on a 
few key people — people who are free to 
walk out the door whenever they please? 
You may not be able to keep people from 
leaving, but you can keep your system(s) 
in place forever. 

3. Common understanding. When people 
are taught the ways of the system, they 

17 

Sun Radio Network Makes Programming Weekends Exciting ... and Profitable! 

"The Charles DeRose Financial Advisor Show" 
• A Financial Show With Energy And Enthusiasm. Without The Typical Sales Pitch. 

• Your Listeners Can Expect Unbiased Advice Delivered With Patience And Insight. 

• Charles DeRose Is A Financial Advisor You Can Trust! 

Saturdays: 11 a.m. - 1 p.m., ET • Sundays: 11 a.m. - 2 p.m., ET 

Call (800) 572-9204 for more information and a demo tape. 
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MANAGEMENT 
16 

understand how things work in the orga-
nization. Communication, teamwork, 
and fairness is enhanced; confusion, mis-
understanding, and mistakes are reduced. 

4. Difficult to change If the system Es 
easily changed, it's not a system at all, 
but merely a fluctuating whim. Solid, 
unwavering structure gives the system 
its strength. 

The Best System In The World 

Consider, forexample, the U.S. Con-
stitution, which spells out the best sys-
tem of governing ever devised by man. It 
has a lot of intelligence and wisdom built 
in. Our country is the most stable in the 
world, year after year, despite constant 
turnover in leaders. Americans by and 
large understand our system of govern-
ment and abide by its directives. And it's 
very difficult to alter ( it literally does 
take an Act of Congress to do that). 

Do You Have a Good System In Place? 

I'll bet you have a good system work-
ing in your traffic department; most sta-
tions do. But do you have good systems 
in your programming, sales, and market-
ing/promotion departments? Many sta-
tions don't. A common misconception is 
that you need to acquire some "good 
people" to be successful. I contend you 
already have some good people. What 
you need is some good systems for your 
people to utilize. 

Remember: Systems are established at tbe 
ownership level. Owners needn't create their 
own systems from scratch — any number 
of people may be involved in the cre-
ation — but they need to adopt their own 
systems. Once a system is in place, the 
owners can back away and leave the 
details to others ( but not to a fault. The 
top executives of McDonald's work in a 
store at least once a year to stay in 
touch; Owners must declare the systems sover-
eign. Your people, including top man-
agement, will come and go. The only 
way to sustain success over many years 
is to have people adapt to the systems, 
not the other way around. 
Rick Ott is president of the management 
consultancy Ott 8, Associates in Richmond, 
VA, and author of "Unleashing 
Productivityrand "Creating Demand." He may 
be reached at 804-276-7202. 

• OFFICIAL HEADQUARTERS • 
R DIO 5 75 CELEPSTlOS 

Join RADIO INK 
in celebrating 
Radio's 75th! 

We're encouraging stations to 
make their audience and advertisers 

aware of Radio's 75th. 
We hope your station will promote Radio now 

and through the end of 1 995! 

it 3 
Katz Radio Group 

For information 
call 407-655-8778 

RAD(0 
INK Radio's 75th 
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MARKETING 
by E. Karl 

Thanks for Responding 
Directing Your Direct Marketing Efforts 

A
few years ago, I was visiting a 

station I work with, and the pro-
gram director and I were talking 

about marketing strategy. We were re-
viewing the importance of using direct 
marketing to build a database, and discuss-
ing ideas to "work" the database to make 
sure we got as much time spent listening 
from each listener that we made contact 
with in one way or another. 

The program director was talking 
about the success of a direct mail cam-
paign during the previous book, saying 
his marketing director reported to him 
that the station got a whopping 11 per-
cent response rate. The campaign in-
volved mailing a letter to "hot zips," and 
prospects were invited to listen to the 
station for a week, fill in a reply card, 
then listen to hear their names for a 
chance at $ 1,000 cash. 

I was thrilled to hear about the success 
of the direct mail campaign, knowing that 
the 11 percent response meant the station 
had more than 11,000 names to work and 
massage and coddle. 

The PD opened a closet in his office to 

show me the returned cards. And there 
they were, sitting in boxes, in the dark. 
untouched, in piles, and useless to the 
station since the "call in to hear your name" 
part of the campaign was over. 

Sound familiar? 
I am sure there are hundreds of thou-

sands of return cards/entries sitting in similar 
closets at Radio stations all over America 
And, in this day and age of PC power and easy 
database storage, there is no excuse for pro-
spective partisans to be left in the dark, with-
out a return phone call or thank you or fax or 
other piece of mail. 

'Work' the Response 
If your station does any kind of direct 

marketing at all, be sure you have a plan to 
work" the response to your best advantage: 

1. Call Them Back. As entries come 
back to the station, set up a boiler-room 
operation ( including air talent) to call the 
entrants, thanking them for responding 
and letting them know they are "officially 
entered." Each person you call will be 
blown away that you took the time to do 
it, and they will tell at least a handful of 

QUICKREADTM 

'Just collecting names of listeners doesn't 
mean you have a real database. 

• Enter all the data you get from direct 
marketing entries/replies that are re-
turned to the station. 

• Stay in constant contact with the 
listeners who take the time to reply to 
any direct marketing you do. 

other people that you called them back to 
thank them. 

2. Enter The Names in a Database. Keep it 
inside the building on PC, or even hire an 
outside source if you have to, but whatever 
you do, keep track of who sent you what, 
and where the entries came from. Throw a 
map on your wall (you don't need that gold 
record in a frame, anyway), and get a feel 
for where your "hit-rate" of return was the 
hottest. 

3. Send Them More Stuff. Send a fol-
low-up card or other piece of mail ( birth-
day card if you got birth dates, station 
newsletter with sales tie-ins and cou-

21 

SUCCESS WITH IMPA 
Impact Target Marketing has successfully developed over 300 integrated interactive mar-

keting campaigns for broadcasters nationally. As the industry's only full service interactive 
marketing company, Impact Target Marketing not only administers 

campaigns, but develops solutions that creatively and 

effectively meet your station's marketing goals. 
• Telemarketing 

• Direct Mail 
• Fax Promotions 

• Database Management 
• Get On The Phones' 
Interactive Television 

"GET ON THE PHONE!"" rune at 

1-800-3-IMPACT 
and well give you detail ratings results 

on turions TM campaigns 

Impact Target Marketing 

Circle Reader Service # 115 
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PROMOTION 

A Day at the Movies 
Your Station, A Retailer & A Theater 

‘09/11 
by Bill Haley 

Do you think a retailer would be 
excited if he could give all his 
Lustomers a pair of tickets to the 

movies when they made a specified pur-
chase at his store, and have it cost him 
nothing? I think so. Surprisingly, this is not 
a difficult thing to arrange. This sales pro-
motion, orchestrated by your station, brings 
together a retailer and a movie theater or 
entire movie chain in your market. 

All movie theaters have slack times, 
when attendance is low and theaters are not 

sold out. As a Radio station, you can arrange 
to "rent" the entire theater at little or no cost 
during these slack times. Here's how. 

Talk to the theater manager and tell 
him what you want to do. The theater 
manager can special-order a noncurrent 
film at very little cost (often $ 100 or less) 
for a limited-engagement showing. ( By 
noncurrent, we mean a film that is not 
currently in general theatrical release. An 
example would be 'Honey, I Shrunk the 
Kids.") Alternatively, you may be able to 
negotiate this promotion with a current 
film. It all depends on the dynamics of the 
theater business in your market. 

Show Time 
You have two options regaraing show 

times. The first is to rent the entire theater 
for a specific showing, during a slack time. 
A good-sized theater will have 300 or more 
seats. With this option, your retailer would 
"own" this private showing. A Saturday 
morning showing might work well. In this 
scenario, a station personality can "host" 
the event, and you can place signage for 
your client in venue. 

The second option is to negotiate an 
allotment of movie passes which are good for 
any current release, but only at nonpeak show 
times. For example, the passes might be good 
Sunday through Thursday only. Again, it is 
possible to negotiate a rock-bottom rate for 
these tickets (often $ I or less each), since you 
are buying the tickets in bulk. 

You have ammunition available to 
help you negotiate prices and terms with 
the theater. For example, you can agree 
to promote one of the theater's current 
films in exchange for the theater giving 
you a free showing of a noncurrent film. 
The promotion of the current film could 
be done by way of a simple one-week 

QUICKREADTM 

• Here's a promotion to offer a retailer in 
which he gives all his customers a pair of 
tickets to the movies when they make a 
specified purchase at his store. 

• Talk to a theater or chain and special order 
a noncurrent film at very little cost for a 
limited-engagement showing or negotiate 
for a current film. 

• You can either rent an entire theater for a 
specified showing or negotiate an allot-
ment of movie passes te give away with 
purchase. 

• Have fun with it. Let's say you're working 
with a retailer who is planning a June 
graduation sale. What better film could 
you pick than "The Graduate"? 

ticket giveaway during an existing morn-
ing drive contest. With creativity on 
your part, it is often feasible to get what 
you want at no cash cost to the station. 

The nice thing about movies is that 
they have universal appeal, and high per-
ceived value. As a result, they make an ideal 
gift with purchase incentive for many re-
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ENGINEERING FOR MANAGEMENT' 

by William 
P. Suffa 

Considering a Station Purchase? 
Some Technical Due Diligence is in Order 

I
f you're in the trading market, or are 
thinking about being in the market, 
what kind of "due diligence" do you 

perform on prospective purchases? If you're 
like most purchasers, the due diligence 
probably consists of a review of the books, 
ratings, market potential, and other busi-
ness factors. But what means do you use to 
determine the extent of market penetra-
tion by the station that you are purchasing? 
How about potential coverage problems, 
interference, or other technical factors that 
will raise the operating cost (and financial 
impact) of the prospective purchase? 

The question often is: "Can we own 
this station under the duopoly rules?" rather 
than: "What will this station do for our 
business operation?" The latter is the cor-
rect question to ask. It focuses not only on 
the "traditional" due-diligence issues, but 
also on issues related to the existing and 
potential technical performance of the sta-
tion, as well as regulatory and future tech-
nology matters. 

In the same way the Phase 1 environ-
mental assessments are now required by 
many financial institutions, requirements 

for technical assessments may well be-
come commonplace. Remember, profits 
are determined by subtracting expenses 
from revenue: therefore, greater profits 
can be achieved through revenue increases 
than through spending cuts, provided that 
a revenue increase does not require a 
disproportionate increase in expenses. A 
cost-effective technical improvement has 
the potential to more markedly improve 
station revenue and profits than does a cut 
in the engineering budget. 

If we can agree that technical due dili-
gence is appropriate, the question then be-
comes: who, or what, should you believe? 

Coverage Maps 
In 'The Radio Book: The Complete 

Station Operations Manual," several chap-
ters discuss the pitfalls of using coverage 
maps, particularly those derivedusing FCC 
prediction methods. These maps are fa-
vored by station brokers and sellers as 
being representative of the station poten-
tial. But, like maps used for station advertis-
ing sales, these maps sometimes overstate 
(and sometimes understate) the coverage. 

QUICKREADTM 

• Some technical due diligence is in order 
before purchasing a station to uncover 
potential coverage problems, interference, 
or other technical factors that could raise 
the operating cost (and financial impact). 

• Coverage maps are favored by station 
brokers and sellers as being representa-
tive of the station potential. But, they 
sometimes overstate (and understate) the 
coverage. 

• Do a technical analysis to see if the station 
can really be upgraded: upgrading could 
leave your signal so far from your market 
that you would get no "penetration." 

• Review FFC files for the possibility of 
incurable site problems. 

• Have an engineer make an on-site visit to 
establish equipment condition, capital in-
vestment required, and to evaluate the 
local landscape for conditions that might 
affect marketability. 

Upgrades 
I ni provement possibilities? I know of 

one station, near a middle market, that can 
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REmOTE 1100ADCAST STI.1010 

THE CELLZHAR DIFFERENCE 
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ENGINEERING FOR 
MANAGEMENT-

1 20 

be upgradeu by at liast one class ( doubling 
the coverage area), but neither the previ-
ous owner was, nor the present owner is. 
aware of this possibility. On the other 
hand, I also examined a recent transaction 
where the buyer was being sold a station 
that "could be upgraded," but doing so 
would leave the signal so far from the 
market that there would be no "penetra-
tion." Fortunately, a technical analysis was 
done before a deal was inked, saving sev-
eral million dollars in acquisition and con-
struction expense. 

Incurable Site Problems 
FCC and neighborhood issues? If the 

FCC file is replete with objections from the 
neighbors or interference complaints, there 
may be incurable site problems. Whether 
NIMBY (not in MY backyard), RF radia-
tion exposure, or interference, these sorts 
of problems can lead to large and unex-
pected expenses. Remember, the FCC has 
recently adopted an uncompromising 
policy that defines 'blanketing interfer-
ence" as any kind of interference within the 
blanketing contour (whether it is truly blan-
keting interference or some other kind of 
interference or merely poor reception). If 
there are unresolved complaints, you may 
be forced off the air. A review of the FCC 
files are clearly in order. 

On-Site Inspections 
On-site visits by an engineer? This is a 

good idea to establish equipment condi-
tion, capita! investment required, and evalu-
ate the local landscape for conditions that 
might affect marketability. The paperwork 
analysis described above will give a good 
indication of whether the station is capable 
of good "penetration," (or the number of 
people who listen to the station without 
effort as they go about life's business); an 
on-site inspection will allow you to develop 
cost-effective plans to achieve penetration. 
Sometimes, the inspection finds conditions 
so bad that the required ROI for the acqui-
sition cannot be made at the given purchase 
price, plus required capital purchases. 

Who to believe? Since the seller and 
broker both have a vested interest in the sale 
of the station, another resource is recom-
mended, be it your consulting engineer, a 
group chief, or another qualified technical 
representative. With station values rising 

again, can you really afford to overlook the 
technical part of due diligence? 
William P. Sulfa is principal engiueer for Sulfa & 
Cavell hic. in Fairfax, VA. He may be reached at 
703-591-01/0. 

SALES MANAGEMENT 
15 

61 Developing and managing 
sales tools and training materials 

Controlling 
  62 Your ability to identify and 

solve your station's critical sales 
problems 

  63 Getting to the center of prob-
lems quickly and solving same 
quickly 

  64 Resolving all "conflicts" within 
or relating to the sales department 

  65 Monitoring and charting the 
day-to-day progress of your sales 
effort and salespeople 

  66 Managing all procedural, pa-
perwork and reporting systems 

  67 Keeping all parties informed 
as appropriate 

  68 Delegating and empowering 
your salespeople 

  69 Managing by example ( selling 
and assisting in the field) 

  70 Helping service key and new 
accounts 
71 Getting accountability from 
the salespeople 

  72 Getting salespeople to make 
more presentations 

  73 Getti ng salespeople to increase 
the size of their average order 

  74 Getting the salespeople to in-
crease their average unit rate 

  75 Being a "tough love manager" 
and disciplining when discipline is 
called for 
76 Firing failing salespeoplewith-
out delay 

Bottom Line 
77 Building a track record you 
can cash in on 

Average Score  
Now, add up all your scores, di-

vide by 77 and record your average score. 
OK, so you're not perfect. But at least you 
know where you need to improve as a sales 
manager, true or false? 
Dave Gifford is a sales and management consultant 
from Santa Fe, NM. He may be reached at 1-800-
TALK-GIF. 

MARKETING 
is 18 

pons, another "exclusive" contest that 
can be played off-air). Send a question-
naire, asking how your station is doing. 
Beg them to try you again, or to keep 
listening if they are hooked. 

4. Use Terms of Endearment. Let these 
listeners know how important they are to 
the station. Think of the ways you see 
airline frequent flier clubs take care of their 
"best customers" and do alt you can to get 
these people to use your station more often 
than they do your competitor's. 

With TV costing so much, and be-
coming more and more difficult to use in 
hitting narrow targets, investigate ways to 
use real target marketing to touch listeners 
at home and at work to let them know you 
really want them to listen and be heard. It 
takes time, it takes careful attention to 
detail, and it takes constant contact, but it 
is surely worth it on a cumulative basis 
when diaries eventually find their way back 
to Arbitron. 
E. Karl is president of E. Karl Broadcast Consulting, 
a Radio programming and marketing firm. He may 

PROMOTION 
19 

tailers. You can have fun with them, too. 
Here's an example: Let's say you're working 
with a retailer who is planning a June 
graduation sale. What better film could 
you pick than 'The Graduate"? 

Of course, you will want to work closely 
with the retailer to come up with a practical 
distribution plan for the movie passes. If you 
have a total of 300 pairs of tickets to give 
away, you will want to be reasonably confi-
dent that not more than 300 consumers will 
take advantage of the offer. While the re-
tailer can cover himself to some extent with 
a 'While supplies last" disclaimer, consum-
ers will still be irate if they make the purchase 
only to find out that the supply didn't last. 

This type of cross-promotion pack-
age, tied to an advertising schedule on your 
station, is a strong incentive for new busi-
ness and increased business from existing 
advertisers. If you are pleased with the 
results, you may want to enter into an 
ongoing arrangement with the theater or 
chain. This way, you can offer the promo-
tion to your clients on a regular basis. à 
Bill Haley is president of Haley Productions, a film, 
video and multimedia production companyfor Ra-
dio, and creator of the Trivia Super Challenge"" 
game. He may be reached at 610-892-7970. 
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PD 
FORUM 

How is the role of PD changing? 

Warren West • KELO-AM • Sioux Falls, SD 
Today's PD wears so many hats that he or she could run a first-rate chapeau shoppe in their off-hours. 

It wasn't too long ago that PDs mostly wore the "programming" hat: managing air personalities, tending 
to on-air talent, holding weekly air-check sessions and inspiring, hiring and firing. 

Now, as owners and managers downsize, economize and maximize employees, most if not all ( yes, 
even major market PDs) wear the "on-air jock" hat too ... on top of their Arbitron, promotion, marketing, 

budgeting, research and production headwear. 
Smart PDs have already donned the "nontraditional revenue stream" hat to help their employers find 

new sources of profit from direct mail campaigns, listeners, database promotions, event marketing and telemarketing. 
In the future, PDs will tip their 'Virtual Radio" hat to those who have made the jump to cyberspace and have seen the 

tremendous financial opportunity in Radio station computer on-line services and side-band usage of the spectrum. It is an 
exciting, expanding Radio world out there. Hats off to change. à 

"Big Jon" Allen • WGNA-AM/FM • Latham, NY 
Technological advances have made the job more productive. Technology has also led to more 

interaction with the listeners. Stations are setting up interactive phone systems, to do research and stay 
in touch with the core audience. Station "club cards" with magnetic strips, like a credit card, provide all 
sorts of marketing opportunities. Marketing has become a big part of the PD's job. Not just buying TV 
spots or putting up billboards, but direct one-to-one marketing through databases. Event marketing has 
become a big part. I don't mean just showing up with the van and jock at an event in town, but actually 
creating, planning, selling and executing events that are designed to target and attract the core listener 

and bring in some new listeners. Today's PD has to be more of a business person. We have to be the liaison between the creative 
"performer" side of the station and the bottom line "dollars and cents" side. We also have to find a way to give the sponsor value-
added without subtracting value from the product that we create. Duopoly also has changed the boundaries of our job. We are 
now joining hands with the people we used to compete against. Today's PD wears all of the following hats at one time or another: 
strategist, marketer, engineer, performer, personnel manager, psychologist, coach, salesperson and cheerleader. à 

Shelley James • KKRW-FM • Houston, TX 
It's exciting how the role is changing. In the last five years, PD's have begun spending more time with 

the sales department helping to create profitable promotions, and less time on how that process can 
corrupt the product. It's a bottom-line business. We need to make money. PD's have a detail-oriented 
perspective, but our roles are taking on a wider vision — similar to the GM's — in that all the details have 
to balance with the end goal and the product/customer. Though we still might sit at the computer 
spending hours on the music, we are spending many more hours in marketing, in where our product stands 
in the marketplace, in assessing new technology (DAB, Internet, RBDS) and how that may change our 

product, our customer, our bottom line. We are looking "outward" as much as "inward" in creating and maintaining success for the 
product and for the company. gi 

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

DIRECTIONS IN RADIO 
A Full Service Broadcast Research Firm 

> Quality Research/Affordable Cost 

> Strategic/Perceptual Market Studies 

> Auditorium Music Tests 

> Format Search 

> Call Out Music Research 

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 
Ci3 CatiTM Interactive Computer Interviewing System. DIR 
Interviewers follow the sun, starting in the Eastern time zone 
and working across the Country to Hawaii. 

Call Don Nelson, Director of Marketing 
to discuss your research needs 

800-676-5883 

Circle Reader Service # 118 
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PROGRAMMING FOR MANAGEMENT' 

by Corinne 
Baldassano 

Alternative and Album Rock 
Wit. History Repeat Itself? 

Have you noticed that there are 
uncanny parallels between the 
early days of AOR and the current 

climate of the Alternative or Modern Rock 
format? As a participant in those earlier days 
(even before the term AOR was coined!) I 
get a strong sense of deja vu as I watch the 
development of this current "hot" format. 
Maybe a look backward will help predict 
some of the issues Alternative will confront 
as it becomes truly mainstream. 

Album Rock grew out of the Progres-
sive Rock movement. Back in the late '60s 
and early '70s, d'underground" FM stations 
payed music not heard anywhereelse. WOR-
FM and WNEW-FM New York were leaders 
of this new kind of music-driven Radio. It 
was exciting Radio, but at that time it was 
not successful enough in the ratings to gen-
erate more than a passing interest from those 
responsible for the business side of Radio. 
Then the ABC Owned and Operated FM 
stations took a chance and developed the 
Rock 'N' Stereo format, which took Album 
Rock in the direction of a weekly playlist, 
tighter rotation of the hits, and significant 
rati ngs growth. Legendary stations I ike WPIJ-
FM New York KLOS-FM Los Angeles, and 
WRIF-FM Detroit were part of this new 
variation on Album Rock. 

At about the same time, Lee Abrams 
was creating his Superstars format and be-
coming a superstar himself in the process, 
and Mike Harrison labeled this new trend 
"AOR," for Album-Oriented Radio. 

Poised for Mainstream 
Alternative Rock also came from an 

'underground' movement —college Radio. 
It developed at a time when listeners were 
getting tired of CHR because it was splitting 
off into many directions that weren't com-
patible with each other, and the AOR sta-

tions were aiming for an older demographic 
The 18-34 Rock listeners had no place to go 
so they gravitated toward the college sta-
tions that shared many similarities with tilt 
Progressive stations of old. Once again, the 
buzz si arted, and alternative gained ground 
when KROQ-FM Los Angeles earned ratings 
credibility with a variation on the format 
that echoed those early days of AOR shorter 
playlists and heavy rotation of the most 
popular cuts. It took AOR between 5-7 years 
to becomea mainstream format. Alternative 
Radio is poised at that threshold right now. 

AOR was music-driven as opposed to 
personality-driven in its early stages, and 
Alternative is primarily music- intensive 
right now. Album Rock developed its own 
core group of artists, such as Led Zeppelin, 
Pink Floyd, the Rolling Stones, and the 
Allman Brothers. Alternative has given air-
play to new artists such as Pearl Jam, Green 
Day and Soundgarden. Some will become 
so popular that they will eventually no 
longer be played on leading Alternative 
stations. It may be hard to believe, but in 
the early days of AOR, Stevie Wonder, 
Billy Joel, and the Doobie Brothers were 
core artists. Today, they're perceived pri-
marily as Adult Contemporary acts. 

AOR was a late afternoon/nighttime 
format when it started. So is Alternative. The 
ratings peaks were usually after 3 p.m., and 
this is generally true of Alternative stations as 
well. Alternative is an 1 8- 34 format. AORwas 
an 18-34 format when it started, and there 
were many debates at the time about whether 
the format could grow old with the demo. It 
did— but it became brand extension Classic 
Rock in order to do so. 

So if the past is any indication, what do 
Alternative stations have to look forward to? 
First: the development of strong on-air per-
sonalities. AOR segued from music-driven 

QUICKREADTM 

• There are uncanny parallels between 
the early days of AOR and the current 
climate of the Alternative or Modern 
Rock format? 

• It took AOR between 5-7 years to 
become a mainstream format. Alter-
native Radio is poised at that thresh-
old right now. 

• The next phase in the overall success 
of Alternative is the development of 
strong on-air personalities. 

to a combination of personality and music, 
and did it with the development of strong 
morning or afternoon shows Jim Kerr, Dave 
Herman, Steve Dahl, Arthur Penhallow, and 
Mark and Brian helped propel their stations 
to new levels of growth. Some Alternative 
stations have started to move in this direc-
tion, but it's definitely the next phase in the 
overall success of the format. 

Music fragmentation will eventually 
become an issue as well. As more stations 
climb on the Alternative bandwagon, sta-
tions will differentiate themselves not only 
in presentation, but in the music they play. 
Already, Alternative has a younger end 
(grunge), and an older end (SOs based artists 
like Talking Heads and INXS). AOR sta-
tions in markets with more than one com-
petitor tried to hold on to the mainstream 
position, but eventually had to choose a 
narrower profile to remain competitive. 

Some of these issues are basic to Radio in 
general. But program directors at Alternative 
stations would do well to go back and look 
closely at the trajectory Album Oriented 
Radio took from its inception. Clues to the 
future may very well lie in the past. 
Corinne Baidassano is vice president of program-

ming for SW Networks in NW York. She may be 
reached at 212-833-5706. 
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NEW BUSINESS DEVELOPMENT 

by Kathryn 
Biddy Maguire 

Hello Kraft? ... (click) 
Getting the Manufacturer to Call Back 

O
ne of the biggest grievances about 
callingon manufacturers is track-
ing them down and getting them 

to return your call. You leave what seems to 
be dozens of messages or phone mails and 
no one will even call you just to say "please 
leave us alone." If you are trying to get a 
different response then you have to create 
a different stimulus. Here are a few ideas: 

In The Manufacturer's Shoes 
I. If you were him (and you are like 

him, you know) when are you most likely 
to be in the office? Answer: early morn-
ings and late afternoons. If the manufac-
turer has a large territory, he probably 
travels midweek, leaving Monday morn-
ings and Friday afternoons open for phone 
calls and paperwork. 

2. If you were him, what sort of mes-
sage would motivate you to call back some-
one you don't know? Probably someone 
that sounds fun and will increase your 
business at the same time. 

3. Is he the kind of manufacturer that 
everyone in the "vendor-know" calls on? 
(Examples: Kraft, Nestle). Then study up 
and leave a message that sounds like you're 
in the vendor-know. Brand week, Wall Street, 
Business Week, USA Today, and your local 
library can easily help you out here. 

Get Creative 
I. Fax the manufacturer a humorous 

note that also explains why you are calling. 
2. Leave a funny message ... a joke 

where he has to call back for the answer 
... a "slice of life" sales story that he can 
relate to. 

3. Get someone you know he knows 
to call on your behalf (another manufac-
turer or retailer). 

4. Send a letter of introduction first. 

5. Leave tidbits of other successful 
programs you or your station has done on 
his voice mail or with the receptionist. 

6. Leave power messages like: " I de-
sign manufacturer sales promotions that 
improve store performance" or "My pro-
grams are used to maximize sell- in and 
sell- through." 

Consider Your Alternatives 
I. It you arc trying to get an ap-

pointment with the regional sales man-
ager and he won't even have his dog call 
you back, then find out who works for 
him — maybe a district manager? And 
find out who works for the district man-
ager — a few key account managers or 
a broker? Find out who the RSM's boss 
is. Now you have not one but perhaps 
several people with whom you can call 
and get an audience. 

2. Call on a key account ( retailer) of 
the manufacturer's. First find out who 
his buyer is and do a needs analysis with 
them. Ask the buyer questions like, " If I 
were to design an ideal promotion for 
you that would be funded by one of 
your suppliers, what would that promo-
tion be?" Then ask, "Which of your 
manufacturers would you prefer to do 
this with? How would your stores sup-
port them in-store?" With this informa-
tion you are now ready to call a manu-
facturer loaded with information and a 
sentence that goes like this: " I was just 
talking with (buyer) at (key account) 
and he was saying that he would support 
a promotion like ..." 

3. Give yourself permission to give 
up and move on if you have honestly 
tried all of these ideas. There are some 
manufacturers that just will not call you 
back for whatever reason. Call on their 

QUICKREADTM 

To get the manufacturer to call you back ... 

• Be the person you would like to return calls to. 

• Study up on the manufacturer. 

• Use a referral. 

• Leave messages that are filled with vendor 
terrrinology and past successes. 

• Get names of subordinates or superiors 
and call them. 

• Get a retailer on your side first. 

• Don't be afraid to give up if you have tried 
it all. 

competitors. And guess what? In a few 
months you might call back the manufac-
turer only to find that he has moved to 
another region or company. 
Kathryn Maguire is president of Revenue De-
velopment Systems. She may be reached at 
617-424-8718. 
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"The Radio Book" 
The complete station operation manual! 

This three-book series covers the 

challenges you'll face 

as a Radio manager. 

Vol. 1 • Management & 

Sales Management 

Vol. 2. Programming & Promotion 

Vol. 3 • Sales & Marketing 

All three only $89.95 (plus 5.50 S&H) 

Available for Immediate Delivery! 

1-800-226-7857 
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An Ounce of Prevention 
An important part of our customer service program is the " HIG" call. As part of our service, we keep in 
touch with our clients to see " How's It Going?" Time and time again, we've found that these random 
checks help us understand how to build better. easier-to- use software and help our cl ents maximize 
their investments with CBSI. 

During a recent call to a long-time CBSI client, we were told how pleased they were uth our product. 
But the station's business had increased so much over the years that the demand for avails reporting 
had become very critical. While CBSI's Time Sold Report wo'ked well for moderately sold days, the 

station had overlooked our new Unit Avails feature that had been included with a 
software upgrade last year. Within minutes, we helped them -un the Unit Avails 
Report which helped track more precisely the placement of ROS and other adds 
over multiple dayparts. 

Once again, a " HIG" call paid off at no extra cost to the client. So, if a paperwork 
logjam is the problem. CBSI is the solution. 

CLASSIC 
TRAFFIC & BILLING 
SOFTWARE 

Call your CBSI Representative today—he'll keep your work and your cash flowing. 

Custom Business Systems, Inc. 

Straight Talk From The Big Name In Broadcast Solutions 
P.O. Box 67 • Reedsport, Oregon 97467 
Call 800 547-3930 in the USA and Cauca 
Telephone 503 271-3681 • FAX 503 271-5721 
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INTERVIEW 

Pier 
Bomar, 
GM, 
laitron 
Radio 

Pierre Bouvard became gen 

eral manager of Arbitron Ra-

dio in February. Prior to re-

joining Arbitron (he began his career 

with Ar6itron in 1982 and quickly rose 
_ - 

from customer sere rep to Dallas 

office mane), Bouvard was execu-

tive vicresident and a principal of 

Coleman Research. 

In his newly created position, 

Bouvard's first priority is to help 

Arbitron customers translate program-

ming strategies into selling strate-

gies. He is responsible for developing 

and marketing new and improved 
e 

e 4 ervices to aid in integrating ratings 

4 ith other databases; analyzing audi-

ence and consumer information using 
r r 

r. * sophisticated software; and training 

customers in eff profit-

ably using Ar 

, Additionally 

managing Arbitron 

jilio - nd field sales operations as well 

fffe; marketing customer set4ce and so 

ware applications. ''''\ 

Bouvard is a graduate _of 

western University with a bach 

degree in Radio, television and 



INK: Why did you take on this new job with Arbitron? 

BOUVARD: I think the biggest reason I came back to Arbitron 
is Steve Morris Steve is the new CEO. He has been on-board 
for two years and has created a whole new Arbitron and 
demonstrated a tremendous openness to improving customer 
service and customer focus. This made me very excited. Hav-
ing worked for the company before, I wanted to return and help 
continue a lot of the :flings that Steve had started in getting 
customer satisfaction up 
INK: In all due respect, we as broadcasters have heard this kind 

of thing from Arbitron so many times and it's been nothing but 

lip service. What is making the difference this time? 

BOUVARD: I think when it comes to improving customer 
service, actions speak louder than words. In the last two years 
there has been some hard action. A couple of specific examples: 
For decades, broadcasters have been concerned that Arbitron 
sample size was not sufficient to measure highly fragmented 
markets. Nothing ever happened. Then about a year and a half 
ago, Steve Morris put an offer out in conjunction with the 
Advisory Council and said, I will increase your market samples 
70 percent for an additional 4 percent increase in your rate. 
That was a tremendous offer and many, many markets took 
Arbitron up on that. So now you have a market like Tampa, for 
example, where the sample size was about 1,800 two years ago, 
and now, in this winter book, it is about 3,000. Actions speak 
louder than words. That is the difference this time around. 
INK: There are those who believe the bigger the sample, the 

more accurate the ratings, which may, in fact, result in lower 

listening levels. 

BOUVARD: So far we haven't seen that. Some do believe that the 
higher the response rate, the lower the listening levels. This 
might indeed be true. Our response rate two years ago was in 
the mid- 30s. Now the response rate is around 41 percent, so 
that is a big increase. 
INK: How did you get that response rate up? 

BOUVARD: Oh, millions of dollars 
ol research. What we did was cre-
ate a team inside Arbitron called 
The Response Rate Team. This 
consisted of people from all over 
the company in different depart-
ments who came together and 
brainstormed hundreds of ideas. 
Then, they started going down the 
list and implementing them. I'll 
give you a couple of examples. 
One was reducing the amount of 
time from when a respondent is 
asked to participate to when they 
actually get the diary. Reducing 
that time really helped response 
rates. Many other things have been 

L- r: Bouvard, Debbie Buckley, 

then manager, now GSM of 

WRCX Chicago, and Jay 

Guyther, now VP/GM, Arbitron 

Radio New Ventures, at a 

1989 Arbitron event. 

implemented as well. So in addition to a new openness with our 
customers, there is a new openness inside the company. We are 
a company of about 550 very bright people; given the oppor-
tunity to change things, we can. Before Steve, the company 
didn't really unleash the power of these people to submit ideas 
and change things. It was somewhat like the Pentagon. There 
is one other interesting program that demonstrates our focus 
on customer service. There is an annual year-end bonus that all 
employees get. The amount is the same for everyone, from the 
CEO to the person on the loading dock. This bonus, the 
majority of it, is driven by customer satisfaction. We do an 
annual customer satisfaction survey and the result of that is 
used to determine this bonus. So for the first time, every person 
in the company is getting bonuses for customer satisfaction. I 
think when you provide incentives for people, you really start 
to see things happening. 
INK: What is your mission at Arbitron? 

BOUVARD: I think the mission is to enhance the usability and 
actionability of our services at Radio stations from both sales 
and programming folks. Arbitron has a lot of great data, but you 
need to help stations turn it into knowledge. I think it that can 
be accomplished, I'll feel like I've made a difference here at the 
company. Another goal is to get Arbitron more Radio oriented. 
One of the things in my first two months that I've talked to a 
lot of people about inside the company, is a little campaign 
slogan that I am using, which is that "Arbitron needs to get out 
of the data business and into the Radio business." 
INK: So, what does that mean? 

BOUVARD: It means we have to learn more about Radio. We are 
no longer in the TV business. We've got to learn about Radio 
programming. We have to learn about sales. We've got to learn 
more about the business of our customers. When we do that, we 
can get stations data that will help them more. 
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Arbitron Abuse 
INK: There seems to be a lot of abuses of 

Arbitron. What do you think? 

BOUVARD: Well, let's break it into two 
issues: sales usage of Arbitron and pro-
gramming usage of Arbitron. From a sales 
usage standpoint, we are taking a much 
more active role in trying to teach people 
how to understand and use our service. 
For example, in January, we acquired 50 
percent interest in a company called 
Scarborough, which is a qualitative re-
search company that has become the 
gold standard of qualitative. In knowing 
that we were going to be adding this 

Bouvard's first sales meeting as client 

service representative in Arbitron's San 

Francisco office in January 1984. 

service to our portfolio, we hired trainers 
last year specifically geared to teaching 
stations how to use qualitative. How do 
stations use qualitative now? I will call it 
the re- ranker mentality. It is not a very 
good use of qualitative. It is saying that I 
am No. 10 in the book, but by using 
qualitative, ! can re- rank myself and now 
I am No. 4. This is not good use of 
qualitative. It is just another way of rank-
ing yourself. What we are teaching these 
stations is something called retail profil-
ing, which is throwing out the rankers, 
walking into a retailer, and spending 20 
minutes speaking intelligently about that 
retailer's business. In other words, forget 
about your Radio station, learn about the 
retailer and say, "OK, of the people who 
go to this mall, this is their income, 
occupation, and socioeconomic profile." 
For years we in Radio have put marketing 
consultant on our business cards; it's time 

1 I •1 1 1 I 4-

• Leisure activities: Movies, travel. 

• Recommended reading: "The Discipline of Market Leaders," by Michael Treacy & Fred 
Wiersema; "The 22 Immutable Laws of Marketing," by Jack Trout & Al Ries; "Radio 
Advertising's Missing Ingredient — Optimum Effective Scheduling," NAB Publications; 
"The Pursuit of Wow!" by Tom Peters 

• Mentor or role model: Jon Coleman, president of Coleman Research. 

• The most interesting person you know is: Rick Cummings, vice president of 
programming, Emmis Broadcasting. 

• If you had 30 minutes to sit and talk with one person, whom would you choose? My 
grandmother, Valerie Galembert, who died in 1976. 

• If you were granted one wish, what would it be? The ability to stop time, so I could get 
my in-flay clean, return my voicemail and have some free time! 

• If you could go back in time, where would you go? I would go 
back to the '6os to experience Top 40 in its infancy, and hang out 
with my grandmother. 

• Who did you listen to on the Radio when you were growing up? 
Growing up in Boston it was Dale Doorman in the mornings on 68 
WRKO and Jess Cain, hilarious morning man on 850 WHDH. 

• Whatdid you wantto be when you grew up? I went through some 
bizarre stages: secret agent, airplane pilot, magician (all these skills 
help me at Arbitron). 

• What is your pet peeve with Radio? While many stations 
complain about cost per point, few stations have the guts to 
aggressively implement Optimum Effective Scheduling (OES) which 
dramatically increases results for advertisers. 

• What has been your most elusive goal? Return all the phone 
calls on my voicemail. 

• Of what achievement are you most proud? Helping popularize Optimum Effective 
Scheduling with Steve Marx of New City Associates. 

• As a listener, what is your favorite format? Churban, AOR and Top 40. 

• What advice would you give someone who wants to get into Radio? Read 
everything you can about the industry. Subscribe to the trades. Get an internship at a 
company that is a vendor to the Radio industry (such as Arbitron). In this fashion, you 
get a tremendous exposure to hundreds of people in the business. Attend as many 
conventions as you can. Learn the lingo of Radio. Study top-line ratings and revenue 
using Jim Duncan's publications ("Duncan's American Radio," "Radio Market Guide," 
and "Revenue Share/Audience Share"). 

we live up to that. So we are trying to 
work very hard in terms of Scarborough 
to teach salespeople this concept and get 
them to quit saying, "I'm No. 1 and that's 
why you should bu, me. " 

INK: If the retailers, the clients, and the 

agencies need to be thinking qualitative, 

what can Arbitron do to help train them? 

BOUVARD: One of the things that we'll tell 
you is, it you walk into a retailer who has 
historically been bombarded with stations 
saying I'm No. 1, and a Radio station starts 
a 20 minute presentation on the lifestyle 
profile of that retailer's customers, that is 

like throwing an atom bomb into the 
meeting. Suddenly, the retailer stands up 
shocked saying: "Wait a minute. You mean 
you don't want to tell me that you're No. 
1? You actually have spent 20 minutes 
talking with me about the profile of my 
consumer. Wow!" I think that is one very 
important step. But, secondly, it is our job 
and we have an advertiser agency division 
of Arbitron, which specifically calls on 
clients at agencies. We are initiating train-
ing sessions and marketing seminars in 
terms of using qualitative. The day is 
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going to come when instead of seeing an 
avail request that says adults 25 to 54, it 

will say high income and well-educated 
persons 25 to 54. 
INK: There are those who believe that the 

Radio business can never leap beyond its 

current ceiling of biking until we get out of 

the "we're No. r sell, and get more into 
a customer focus sell. 

BOUVARD: Absolutely. And throughout 
our company, whether it is Scarborough 
or a qualitative product that we have in 
some test markets called Local Motion, 
the concept is retail profiling. We are 
really pushing very hard on that 
INK: Is that in reaction to AccuRatings? 

BOUVARD: No. You know what is funny, 
Local Motion and Scarborough are all 
things that were on the drawing board 
for a couple of years. We were in a 
marketing agreement with Scarborough 
for a couple of years before we acquired 
50 percent of the company. This whole 
concept of retail profiling is not new to 
Radio. There are dozens of the country's 
finest sales trainers reporting that sta-
tions should learn about their client and 
tell them about it before getting into the 
pitch. So this whole concept is nothing 
new. The thing that is key is that qualita-
tive research is finally becoming some-
thing that stations are embracing. Fifteen 
years ago, we had an ill-fated service that 
we called Qualidata, which was basically 
qualitative research. I remember selling 
it in San Francisco for Arbitron in the 
early '80s. It was fantastic, but it was a 
decade ahead of its time. People were 
pretty happy back then with rankers and 
8 second sells. 
INK: Jack McCoy was doing it with RAM zo 

to 25 years ago. 

BOUVARD: Sure. It is just the industry has 
really ... I think part of it is the compres-
sion of shares when you have stations so 
close together. When you talk about the 
misuse of data, let us also talk about the 
programming side. I would argue that for 
the majority of programmers, it is not a 
misuse of Arbitron data, it is the lack of 
use. If there is one area where we have an 
opportunity to improve, it is in dealing 
with program directors Developing ser-
vices that are helpful to them and spend-
ing time with them. Historically, Arbitron's 
sales staff has come from the sales side of 

Radio. Therefore, those are the people 
who they are comfortable with. I've man-
dated that we need to spend more time 
with programmers. There are a lot of very 
strange wives tales that have been handed 
down from generations of programmers 
to generations, simply because they haven't 
had the education. This is an issue bigger 
than Arbitron. We know how much we 
spend on sales training for sales folks. 
Your publication is filled with interesting 
articles from sales trainers. How much 
training do we spend on our program 
directors? None. So we are going to start 
by trying to spend more time with them 
and developing some services for them. I 
recently appointed a guy by the name of 
Bob Michaels in our Dallas office, he is a 
former program director, to head up a 
team of programming, vice presidents of 
groups and consultants, just to pick apart 
our services and enhance them. With pro-
grammers, it is not poor use, it is just lack 
of use and understanding and the ball is in 
our court on that one. 
INK: What effects are you seeing as a 

result of duopoly? 

BOUVARD: One of the trends I'm seeing, 
and I think it is partially because of duopoly, 
is a tremendous continued segmentation in 
Radio programming. What I mean by that 
is, as late as a couple of years ago, in any 
given market, you might have had three 
AORs, four ACs, and now you look at a 
typical market and there's almost no two 
stations that are alike, even within formats. 
Stations are differentiating themselves. I'll 
give the example of Philadelphia. There 
used to be four ACs in that marketplace not 
long ago. Now, one of them went Top 40 
with a modern swing, one of them went 
'70s, and of the two remaining, one is a 
softer, kind of traditional AC and the other 
has become a rhythmic AC. This is incred-
ible. I think this is a trend. I think duopob 
has helped give broadcasters the courage 
to experiment and try more unique blends 
of formats. 
INK: Talk to me about the Media Target-

ing 2000. 

BOUVARD: Many broadcasters might be 
familiar with the study in the mid-80s 
funded by the RAB called the Bruskin 
Study. It was probably one of the most 
positive studies ever developed for Radio 
that showed how much time people spend 
with Radio verses other media. It showed, 
for many qualitative categories, Radio's 
ability to reach people. Arbitron, in joint 

cooperation with the RAB, is going to 
bring an updated study to the Radio in-
dustry. Arbitron is donating this study as 
a gift to the Radio industry. It is being 
designed with the RAB and will be pub-
lished sometime this summer. I've had the 
opportunity to see some of the first early 
releases from it. I'll just give you a couple 
of the key findings. It is very exciting. First 
of all, if you look at the major purchase of 
the day from a consumer, and then ask 
them what was the last medium they were 
exposed to, 57 percent of Americans say 
Radio. Distantly followed by 30 percent 
who say billboards outdoor, and only 22 
percent who say television. We will show 
that relationship among all qualitative cat-
egories. What it basically means, is that if 
you want to reach the active mobile con-
sumer, Radio is the medium 
INK: Since this will be a gift to the Radio 

industry, and since Arbitron is primarily in 

the Radio business, if I were in the adver-

tising community I might suspect that this 

study would automatically favor Radio. 

What about that? 

BOUVARD: As a research company, we 
have very high standards. First of all, it was 
patterned after much of the old Bruskin 
Study. It is a multimedia study. in other 
words, we are looking at all media. Sec-
ondly, throughout the questionraire, we 
worked very hard to be quite impartial. To 
give you an example of the media time 
spent questions, where we asked people 
how mitc-11 time do you spend \‘' ith yahoo,: 

Bouvard with his father Jacques, a 

software entrepreneur. 

media, we rotated those questions so as 
not to favor any one medium. There is no 
question, as you look into this research, 
and you look at the amount of time people 
spend with television at night, there is no 
question about it that at night TV has a 
huge dominant share of media time spent. 
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So, as you go through the study and look at 
total week numbers, yes, you are going to 
see TV looking very strong. So, this is an 
impartial study that, I think, puts Radio in a 
favorable light, but I think it is in a favorable 
light because of Radio's natural strengths, 
not because it is tilted toward Radio. 

Posting & Book Changes 
INK: How are we going to overcome the 

problems with posting and what are the 

benefits of it? 

BOUVARD: Well, at this point, there are no 
firm guidelines that have been developed 
by any agency in this country for posting. 
Secondly, a proportion of agencies thatare 
doing posting in spot Radio is minuscule. 
We are talking about an issue that is very 
much in its infancy. So it is very difficult to 
say what does it really mean and what 
shape is it going to take in its final form. 
Advertisers for years, when they do their 
audits, have been asking their agencies 
what they intended to buy with this sched-
ule and what did they get. For years, agen-
cies have said it is too complicated to do a 
post-buy analysis on Radio. It is too much 
work. Trust us, they say, it will cost more to 
do this post-buy analysis than the end 
result. Now, technology is here from com-
panies like Donovan to do post-buy analy-
sis. There are many different types of post-
buy analyses. I heard the head of a buying 
department, Y&R in San Francisco, say that 
the No. 1 reason buys don't post is rotation. 
Meaning, I bought four spots in the morn-
ing, I bought them off morning drive num-
bers, but they all ran 5 to 5:30 a.m. Well, 
guess what? That is not a ratings issue. It is 
a rotation issue. His point was, if we can, as 
two industries together, work on better 
understanding when things are going to 
run and the proper price to charge for that, 
then Radio is going to look very good, very 
consistent, and very accountable. 
INK: There has been talk about removing 

hour by hour from the book. How do you feel 

about that? 

BOUVARD: Well, the Arbitron Advisory 
Council discussions on redesigning the 
rating book requested of Arbitron not to 
put hour by hour in the ratings book. We 
are moving ahead with that plan. So, when 
the redesigned rating book comes out in 
early 1996, you will see that there are no 

hour by hour ratings in the book. How-

ever, stations did say that they would still 
like to have them on the tape, because 
there is some benefit to them in terms of 
their computer programs, such as Strata 
and Tapscan. I think the issue of how rat-
ings are used in a post-buy analysis and to 
what manner they are used is still very 
much on the drawing table. 
INK: It's still up in the air? 

BOUVARD: Extremely up in the air. I think 
what's important for broadcasters to re-
member is that here is an opportunity to be 
part of the process, to help shape and form 
policies before they begin. The question 
that broadcasters have to ask themselves is 
do they want to be outside pissing in, or 
inside pissing out. I think that you have an 
opportunity to participate in this. 
INK: Any other changes in the rede-

signed book? 

BOUVARD: Yes. Reach and frequency will 
be in the rating book. You talk about 
different ways of buying Radio, and I 
think most broadcasters would agree that 
reach and frequency is a far better way to 
look at Radio, as opposed to cost per 
point, which has never been in the rating 
book. For each station in the book there 
will be two variables, frequency distribu-
tion (what percent of the station's audi-
ence is hearing the message two or more 
times, or three or more times), and what 
percent of the station's audience is being 
reached. Then, you will see in the middle 
how many commercials you need to achieve 
this. So the first time in recorded history, 
reach and frequency will be in the book and, 
I think, it will be in a form that will be very 
useful. Even on a retail level, it will show a 
retailer how many commercials they need 
to get results. One of the questions that I was 
always asked when I was training stations for 
Arbitron was how many commercials do I 
need to get results. Well, now you'll be able 
to see it right in the book on, basically, 16 
different schedules foreach station, which is 
going to range from a very light schedule to 
a huge schedule. 
INK: I could see that having both positive 

effects and negative effects depending on 

how good the salespeople have, or haven't, 

been in the past. 

BOUVARD: Well, you know the compo-
nent ol OES which means very heavy spot 
schedules in a short period of time. Few 
stations have the guts to sell those kinds of 
schedules. When I did some research with 
the NAB, only about 5 percent of the 
schedules in America are OES. So I sug-

gest that there are few stations that are 
selling the right number of commercials 
in a typical week, too few commercials 
that we're selling. The other thing that 
will be in the rating book will be time 

Bouvard with his mother Marguerite, a 

poet, professor and author. 

spent listening. The two most basic dimen-
sions of listenership are cume and time 
spent listening. Yet, for the past 30 years, 
time spent listening has been something 
you had to calculate by hand or with a 
computer program. If it is such a crucial 
dimension, put it in the book. So for total 
week and broad demos, it will be time spent 
listening. Not only for individual stations, 
but for Radio. You will be able to look and 
show a retailer "Look, in my market, on 
average, folks spend 22 hours a week with 
Radio," which is a great selling point. That 
will he there for numerous demographics. 
INK: What about the people meter? 

BOUVARD: We are in a joint venture with 
BBM (the Canadian version of Arbitron) 
and are spending a lot of time and energy 
testing the people meter. There are so 
many issues for us to test with this. I'll give 
you a basic one. Somebody is wearing the 
people meter, which is a beeper-like device 
that records encoded audio signals pas-
sively. How do you know if the person is at 
home, in the car, or at work? You know, it 
seems a strong part of Radio is the ability to 
get people outside the home. How do you 
determine that? They are doing things 
right now like looking at patterns of listen-
ing or the vibration that occurs when you're 
in the car, verses when you are stationary. 
So we are spending a lot of energy in 
testing, but I think the key point is that we 
are not about to just drop a new methodol-
ogy into Radio before we've really done our 
homework on it. At this point we are still in 
the testing phase. 
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Which Way to the Future? 
by 13. Eric Rhoads 

p h ople are fascinated by the future. 
ough no one can accurately 

predict the future (or so I believe), 
there are clues and probabilities that indi-
cate certain developments. Though people 
are interested in knowing what deve!op-
ments are coming, few are willing to react 
to them. After all, they're so busy trying to 
balance today's activities that they have 
little time to plan or eventual change. Its 
only after the fact that the typical reaction 
is, " I should have listened" or "I should have 
done something about that." 

Fifteen years ago I became fascinated 
with the fact that digits could be a means to 
another end. Computers were about to 
change the world. I began asking technical 
people why we couldn't give AM stations 
with inferior audio the same quality as FM 
signals by turning all Radios into reception 
devices that could decode a digitized sig-
nal. Everyone laughed. I was told it could 
not be done. I persisted for years, but no 
one was willing to accept the premise Not 
having the technical background orcapital 
to pursue this dream, I eventually moved 
on to other passions. The technology to 
transform inferior AM audio exists today 
and will be a reality on all AM stations as 
DAB within a few short years. I should have 
persisted more. 

I certainly cannot tay claim to invent-
ing DAB on AM, however I can make two 
important points about the future. The first 
is to recognize the convergence of ideas. 
As computers were becoming more so-
phisticated, the quality of AM Radio was 
suffering. Putting these two ideas together 
led to someone (or perhaps several people 
simultaneously) developing DAB. 

The second point is that while every-

one laughed when I suggested turning all 
Radios into reception devices that could 
decode a digitized signal and gave me a 
hundred reasons why it cou!dn't be done 
(the bandwidth was too narrow, they said, 
but I didn't know any better because I did 
not understand analog's limitations), it was 
done. So if you want a clue to the future, 
look at the perceived "crackpots' of today. 
Who are people laughing at? Who is con-
sidered way out in left field? The more 
oppos;tion you hear to an idea, the sooner 
you can expect it to gain acceptance. 

Case in point would be LMAs and 
duopoly. In an editorial several years ago I 
suggested that a solution to ow industry's 
economic crisis would be consolidation, 
common representation, shared studios, 
facilities, etc. I received more negative mail 
and phone calls on that editorial than any-
thing else I have 
written to date. 
Two years later 
the industry ac-
cepted the con-
cept and today duopoly is driving our 
industry. I did not invent duopoly, I only 
expressed the convergence of ideas hap-
pening in other industries and applied it to 
our industry. When people laughed and 
expressed violent opposition, I knew I was 
on to something. Others simultaneously 
explored and eventually made the conceot 
a reality. Convergence and ridicule are 
important clues of future technology. Tim-
ing, of course, is everything. 

So just what does the future hold for 
Radio? What ideas are being ridiculed to-
day? What convergence is occurring? What 
ideas are so radical that most people are 
saying they will never work? The list is 

long, so we'll just take a brief look at a kw 
of them. Before we do, it's important for 
you to understand that if you want to know 
what's in your future, take control and 
create your own. There are hundreds of 
radical ideas that will make millions of 
dollars. Those who take action will have a 
better chance at success than those who 
take a wait-and-see attitude. 

Digital Mania 
The world is entering a third age. First 

there was Radio, then television ... and now 
digital. The invention of the computer and 
the development of digital audio will have 
an impact lar greater than that caused by 
Radio and television. Radio and television 
have been primarily delivery systems that 
have focused on entertainment and educa-
tion. The digital age will change all of this. 

So if you want a clue to the future, look at 

the perceived "crackpots" of today. 

Other media will be able to deliver many 
things, including erterta'nment and edu-
cation, and the cost of entry to these new 
media will be quite low. 

No longer will the high cost of a Radio 
or television property, or cable system, 
become a barrier. Something as simple as a 
telephone line will allow anyone to de-
velop theirown Radio or television station. 
People will have so many entertainment 
options that Radio's purpose as we know it 
could change. Other technologies have, 
and will, become new competitors. For 
instance, the development of the cellular 
phone and its relatively affordable service 
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has appealed to a large number of people 
who now talk on the phone while driving 
rather than listen to the Radio. Many sta-
tions are trying to cope with this dilemma. 

Internet Radio is already in existence 
in real-time audio. Though the technology 
is currently less sophisticated than it even-
tually can be, it will give anyone the oppor-
tunity to be in the Radio business. This is 
when we will begin to see Radio become 
more like a newsstand. You can go to any 
bookstore now and choose from a selec-
tion of 2,500 magazine titles. Internet Ra-
dio will give people very narrow targetmg 
opportunities as well. 

Digital's impact will be felt in many 
other areas as well. Stations are no longer 
required to have "live" personalities to 
provide programming. They can now digi-
tally record their program an hour (or 
more) before their broadcast time, main-
taining topical content and involvement. 
Then those same people, instead of talk-
ing and pushing buttons for four hours, 
can be utilized in other areas of the opera-
tion. The Radio station- in-a-box will make 
automation smoother and streamline op-
eration costs. This will also mean fewer 
jobs in the industry. 

Digital technology allows formats to 
be driven by audience calls, by day-to-day, 
minute-by-minute research, and by ourabil-
ity to create formats from a combination of 
many different sources. Stations will create 
non-network-networks, meaning they will 
not get all their programming from one 
network, but will take bits and pieces from 
all networks, all coordinated by computers 
and digital storage and delay systems. 

Digital technology will expand the"im-
mediacy" of the Radio sell. Now with "audio 
fax," or immediate digital downloads, sta-
tions are receiving spots via phone lines or 
satellite links, and will be doing so more 
often with the Virtex system, and others. 
Radio can now sell immediacy nationally. 

Digital technology will allow in-
band, on-channel digital audio broad-
casting ( IBOC-DAB), which has the 
potential of making Radio even more 
popular because of the digital quality 
provided by stations. The question is 
whether the consumers (other than high-
end audiophiles) really care. 

Digital will also affect our receivers 
with the invention of RBDS technology 

and HSDS (High Speed Data Systems). 
Suddenly your Radio dial will display sta-
tions, formats, song titles, advertiser phone 
numbers, maybe even logos and other text. 
This will allow Radio listening habits to 
change. Listeners could scan for songs with 
the volume muted! 

The digital revolution will also mean 
that Radio receivers will be placed in com-
puters, wristwatches, microwaves, etc. Not 
necessarily for the purpose of receiving 
"entertainment" signals, but to exchange 
information. Radio will no longer be looked 
at as just an entertainment medium, but as 
a way to transmit a lot of data from one 
place to another ... quickly and inexpen-
sively. The digital signal allows a lot of 
common and a lot of custom information 
to be broadcast and downloaded on your 
computer. Data delivery will become one 
of the biggest income opportunities for 
Radio, possibly much bigger than advertis-
ing sales. 

Advertising agency relationships could 
change. The computer could tie all agencies 
and all stations directly together, totally 
eliminating the salesperson. Commodity 
buying could give greater meaning to tar-
geting, qualitative research and quantitative 
research. It is likely that the changes in 
media will mean a change in perceptions 
about Radio. With the confusion created by 
many new technologies in cable and televi-
sion, Radio may remain the one stable, 
easy- to- buy me-
dium that is 
within the 
comfort 
zone of 
the 

buyer. As the agency world maures and 
baby bombers come into power, Radio may 
be rediscovered by those who never before 
understood what creative could be done on 
Radio. This is why the push for the creative 
led sell is becoming Sc) prominent at the 
Radio Advertising Bureau. Sales will also be 
affected by high-level software that will 
allow improved on-the-spot presentations 
and ordering with devices similar to those 
used by the UPS delivery man, for example. 
The PDA (Personal Desktop Assistant) will 
provide avails, copy, audio (spot examples), 
contracts and more at the touch of a button. 

It is highly likely that Radio will be-
come a truly interactive medium, allowing 
listeners to respond to commercials with 
the push of a button. This would improve 
the power of the medium and prove actual 
listening by direct response Radio. An on-
Radio button could send your request to a 
clearinghouse and have your product de-
livered to your door the next day. Your 
credit card billing number could be built 
into your Radio. 

Satellite Effects 
Low-Lost satellite is already changing 

Radio. One of the first changes is the 
development of the group network. A group 
can feed customized, local programming 
from one location to all stations simulta-
neously. This is being done by some groups 
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now lor partial dayparts ... putting their 
best morning person on in all markets, or 
their best midday person. We will also 
begin to see more group selling, especially 
after Infinity and Shamrock started their 
own rep firms. Group shares will be created 
with Arhitron numbers. 

Duopoly 
Our industry is changing as a result of 

duopoly. I believe theFCC will loosen up the 
requirements and restrictions and allow 
ownership of more stations and more per 
market. This will put more stations in the 
hands of the big operators. It will change the 
industry's employment structure by elimi-
nating an estimated 30 percent of the jobs. 

Government 
The government will continue to inter-

vene. I believe the NAB has more purpose 
than ever because of the continued attacks 

on this industry. The electronic media will 
be targeted for new regulations and for new 
bills to fund new projects. We will see more 

attacks like spectrum fees, music royalties, 
sales taxes, and loss of beer and wine adver-
tising. We may also see the FCC open up 
ownership to international companies. 

Changing Demos 
As demographics in America change, 

Radio will need to respond with formats 
that reflect those changes. Many new for-
mats and variations on current formats will 
be created. The way people commute will 
change as crime becomes more of a prob-
lem in the cities and people move to the 
suburbs. Currently 40 million people work 
from home. As that number increases, how 
will that affect things like drive time, in-
home and in-office listening? 

Revenue Opportunities 
Revenue for Radio stations will soon 

be generated differently. Currently we look 
at advertising dollars as our main revenue 
stream. This will change as the predicted 
boom in Radio will mean higher rates and 
more demand. The demand will outgrow 
the rate and stations will be forced to limit 
their inventory and find new ways to gen-
erate higher dollars. I predict that 39 per-

cent of all station revenues will come from 
nonspot revenue. Not just from off-air pro-
motions and value-added schemes, but from 
other income streams as well ... such as 
joint ventures, other business projects fu-
eled by on-air advertising, new services to 
local businesses, and infomercials ( rein-
vented for Radio). The franchise of the 
station will become a more marketable 
trademark. We'll see more stations in local 
market representation programs, selling 
other media like cable, television, outdoor 
boards, and even newspaper. 

Radio's future is vast and somewhat 
predictable, although it could take a 
turn in any number of directions What 
is critical is that you learn and under-
stand all the possible directions it could 
take, and experiment with these differ-
ent facets of the future. The ideas that 
seem the most likely to succeed might 
fail; the ones that seem most likely to 
fail might succeed. 

The only thing that is certain ... is that 
Radio will change. So if you see ideas 
converging, and you hear people laughing 
and ridiculing an idea, you can be certain it 
is worth exploring. 

The greatest names in sports, 

now appearing day and night. 

Movers, shakers, record breakers and opinion makers. Our listeners get to hear 'em 

all on the One-On-One Sports Radio Network. 

It's non-stop, 'round the clock entertainment on the fastest-growing, 24 hour 

sports talk network in the country. For a demo tape or more information, 

call Chuck Duncan at (708) 509-1661. 

One-On-One Sports 
If you haven't signici on, 

You ain't heard nothin' yet 

Reader Service # 121 
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QUENCH YOUR 
LISTENERS' THIRST 
FOR THE LATEST NEWS 
AND INFORMATION. 
The latest survey research indicates that now, more 

than ever, listeners are thirsting for mo-e brief 

updates of the latest news, sports, weatier, traffic 

and information. 

Tighter margins and increcsed competition make it 

increasingly difficult to meet this need. 

Here's some refreshing news: with Metro Networks, 

you can quench your thirsty listeners without drying 

up your budget. 

To discover your oasis of the latest information, call 

713-621-2800. The Research Group, 1994 

1111RO 'V ' WORKS 

NEWS • SPORTS • WEATHER • TRAFFIC 
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GRAPEVINE 

• NAB Screams for Ice Cream. Dig this ... 

Ice Cream moguls Ben Cohen and Jerry 

Greenfield will speak during the keynote 

address at the NAB Radio Show, on Friday, 

Sept. 8 in New Orleans. They will share 

some of their insights on how "two real 

guys" made it so big and add some humor-

ous commentary. Could this mean a new 

flavor — Chocolate Fritts Ice Cream? 

• Hello Southern California. ABC Radio's 

Morning Jock Tom Joyner will now surf 

the airwaves from L.A. to San Diego via 

KMAX-FM, KAXX-FM and KBAX-FM 

Los Angeles Groovy dude. 

A Why, it's Oscar winner Isaac Hayes 

with WLUP-FM's Danny Bonaduce. Pos4ig 

together stirred up memories for the two 

from the days when they were "Dan & 

Zack — The goofy guys." (OK, not really.) 

41 Well, it's no sit-in but ASCAP 

member and singer/songwriter 

Harvey Sid has written a song pro-

testing the "Fairness in Music li-

censingAct" (H.R. 789)which would 

permit owners of restaurants, bars 

and other commercial establish-

ments to use copyrighted music 

without compensating the writers. 

It's called? "Vote no on 789." 

Shiny-domed G. Gordon Liddy celebrated 250 stations 

in two years with a lovely, " patriotic" pastry. Pictured 

with the G-Man are Debbie Brand (0, Westwood's 

director of affiliate rela-

tions, and Gordon Peil, 

senior VP of affiliate re-

lations. Guess G shot his 

cake and ate it too.> 

A Recording artist Milla (yes, that's her name) took a 

moment to sort of model the WMMS-FM Cleveland 

sweat-shirt during a recent visit where she sang live on 

the air, dedicating the song to her mother. Uh, Milla ... 

you're supposed to wear the shirt. 

Super-hunky NYPD Blue star Jimmy 

Smits stopped by in his "civies" to visit 

the WPI.J-FM studio and posed with (l-r) 

Scott Shannon, anchor Naomi Diclemente 

and morning co- host Todd Pettengill. Do 

you think he was packing heat? 

Thanks 

A It seems that O.J. Simpson trial judge 

Lance Ito likes to collect coffee mugs. So 

WOMX-FM Orlando sent him one of theirs. 

He sent them back a lovely thank-you 

note. If only the trial were as speedy as his 

responses to gifts. 

SEND PHOTOS OF YOUR ORGANIZATION'S MAJOR EVENTS TO: 

GRAPEVINE c/o Shawn Deena • 224 Datura ST • Suite 701 • West Palm Beach, FL 334(1 
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AS LOW AS $20.95 ea. 
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All products made with pride 
in the U.S.A. 

Call for more information 

Normal delivery less than 4 weeks. 
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coyote metalworks 

529 Hillview Ct. NE 
Alburauerque, NM 87123 

505) 296-1921 
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COPY CLIPS 
Below are nine different Radio spot copy ideas which have been used 

on the air 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 33401. Please remember to include your address, the copy category, client's name, your name, 

title, station and whether the spot is : 3o or : 6o. 

PAINTING 8( PREFINISHING 
:30 NEWMAN PAINTING & PREFINISHING 
OK ... let's settle this. You want to go fishing ... she wants you 
to paint the house. You want to play golf ... she wants you to 
paint the house. You both want to take a vacation ... but who's 
going to paint the house? Call Newman Painting and Prefinishing!!! 
Now you go fishing ... Steve Newmar paints. You play golf ... 
Steve Newman paints. You both go on vacation ... Steve goes 
fishing ... just kidding! For dependability, call Steve Newman 
Painting and Prefinishing. Serving Central Oregon since 1980 ... 
Newman Painting and Prefinishing. 
Dan Carty, KQAK-FM Bend, OR 

VIDEO STORE 
:30 STARLAND VIDEO 
(sfx: music background) When you think home entertainment, 
you naturally think Starland Video in Crookston. When you think 
selection, and the latest new releases ... yes, you think Starland 
Video. And, when you think Nintendo, Super Nintendo and Sega 
games and systems, of course, it's Starland Video. Starland 
Video has the new releases like (insert list of new releases ...). 
There's games for the kids, and Starland's own Country Boy 
Special for the value conscious. So, now that you're thirking of 
it, head on over to Starland Video, South Main in Crookston. 
Jo Gast, KROX-AM Crookston, MN 

AUTO DEALERSHIP 
:60 STOCKMANS FORD LINCOLN MERCURY 
Anncr: Hi America, we're live from Hollywierd, Califimia and wa:ting on 
the stars to arrive for the 43rd Annual Crammy Awards ... all right, pulling 
up now is a blue 1993 Lincoln Continental Signature ... (crowd noise) 
... It looks like Arnold Swartzincager. Yo! Arnie, where did you pick up 
the Lincoln? Arnold: Stockmans Ford Lincoln Mercury. They shot me the 
sweetest deal. It was only $23,000. It was a great price, so I'll be back! 
Anncr: Oooh, look, a1991 Lincoln Town Car. Oh, and it's Clint Westwood. 
Clint, are you likin' the '91 Lincoln? Clint: Listen punk, don't touch the 
car, unless you've got $17,500 in your back pocket. Go ahead, make my 
day! Anncr: Gulp, aahh, there you have it folks ... (cheers) ... America's 
hottest stars driving America's luxurious cars from Stockmans Ford 
Lincoln Mercury at moo West Second. Without a doubt, 
the sweetest deals on four wheels. RADIO 
Mark Ricci, KGWY-FM Gillette, WY INK 

LAWN CARE 
:30 KANKAKEE THERMOGAS 
Anncr: Your neighbor has a secret. About his lawn. How it stays 
so green and healthy while yours looks fried and barren. 
Turftreet. You know Turftreet — Treat your turf with the best 
lawn products around. Turftreet Lawn Program — for a healthier, 
greener lawn with no weeds, no bare spots and no work on your 
part. I know you thought your neighbor was just a hard worker 
— hardly. He's sitting on the porch right now watching you pull 
weeds. Call Turftreet today. 1-800-281-7792. Or stop by, 2251 
Grinnel Road in Kankakee. 
Julie Lambert, WKAN-AM/WLRT-FM Kankakee, IL 

THEATER 
:60 PALACE THEATER 
Music: In The Jungle (Theme from Lion King) You've seen the rest ... 
now, experience the best! Canton is home to one of the finest 
Landmark Theaters in the country ... our very own "Palace Theater" 
in downtown Canton. Bring your loved ones in for a feast for the senses 
... come see this year's treasured movie — "The Lion King" — playing 
three days only, January 13-15 — in a magnificent three-story tall movie 
screen. Surround yourself with the sounds of the jungle with state-of-
the-art (sfx: echo) Dolby Six Channel Sound System. Know the thrill 
of the wild with your family without ever leaving the comfort of your 
warm seat. Look up at a ceiling that features clouds and twinkling stars 
that move constantly ... It's like being in a planetarium. With low-price 
concessions, free parking across the street, and this year's most talked 
about family movie. Tag. 
Mackie Berro, WDPN-AM/WZKL-FM Alliance, OH 

FRAME SHOP 
:30 CAROL'S COTTAGE 
Defining. Describing. Explaining. Bringing it all together. Mark-
ing natural limits. Setting the scene. Wrapping it all up. 
Confining. Protecting. Making a statement. Selecting. Display-
ing nostalgia. Beautifying. Confirming. Guaranteeing. Establish-
ing. Designating. Custom framing and frame repair by Carol's 
Cottage in Spirit Lake. Custom Framing by Carol's Cottage. 
Preserving. Safeguarding. Harboring. Protecting. Beautifying. 
Saving. Adding color. Defining. (fade out) 
Nancy Chavanothai, KU00-FM Spirit Lake, IA 

BOTTLED WATER DISTRIBUTOR 
:30 CULLIGAN BOTTLED WATER 
(sfx: dry wind blowing off the top) ("movie" music) Vc. 1: Water! 
... (cough, cough) ... Waatterrrr ... (fanfare — "Dum Da-Da 
Duummm!!!) Hero: (super hero read) For water clear! ... Which 
you hold so dear! ... Don't pay a cent, for half a year! ... Have 
no fear, Culligan-Man is here!! ... I, Culligan-Man, have the ability 
to put great-tasting water "at" your fingertips!! ... I, Vc. 1: ... 
Waaatterrr Uhhh (he dies) Director: ... "Cuutt!!" ... Bring in 
another extra! Hey Culligan-Man, ... Stick to the script, will ya?! 
... Hero: Very well! ... Purchase a Culligan Water Cooler for your 
home„ and don't pay a cent spring!! For details, call 523-
4949, or see them on Kelly Lake Road ... "Trust the water 
experts! ... at Culligan!!" 
Robert Watson, CIGM-AM/CJRQ-FM 
Sudbury, Ontario, CN 

CELLULAR PHONES 
:30 W.W. WALLWORK 
Woman: Before I stopped at Wallwork and got my Motorola 
Cellular Phone, I was always late for everything — Now, I can 
take care of my work and talk to the kids while I drive. (cell 
phone ring) Hi, Nick! Yes, mommy will be home soon. (pause) 
I'm hungry too ... just take the hot dish out of the refrigerator 
and put it in the oven. (pause) Yes, Nick, turn the big knob to 
four hundred, put it in the oven and I'll be right there. (hang up) 
Buy some time in your busy schedule with a Motorola Cellular 
Phone from Wallwork, your Cellu'ar Phone Headquarters, four 
thousand and one West Main, Fargo. 
John Wiik, KVOX-AM/FM Moorhead, MN 
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MOVERS lit SHAKERS 

Alec Drake 

Patti Shannon 

*Alec Drake has been appointed VP of sales for Maxagrid® International. Drake has worked in local sales 
management and general management over the past decade. 214-241-2110 
*Maria H. Bane has been promoted from senior director to VP, business administration, affiliate 
marketing, ABC. Radio Networks. 214-776-4644 
*Patty O' Brien has been named VP/senior AE for Shamrock Radio Sales/Los Angeles. She was most 
recently an AE with McGavren Guild. 212-916-0524 
*Rich Bonn has been promoted to VP of programming for the One-On-One Sports Radio Network. 
He had been PD of WTEM-AM Washington, D.C. 708-509-166/ 
*Patti L. Shannon has been appointed director of communications and training for Maxagricf" 
International. She had been southern manager for Arbitron. 211-24 1-2 110 
*Jo Interrante has been named director, affiliate marketing, ABC Radio Networks. lnterrante was 
formerly managing editor for KRLD-AM. 214-776-4644. 
*Jim Austin and Peter Stern have both been promoted from AE to sports SM for Katz RadioCroup Sports 
Marketing, a 
unit of KRG 
Dimensions. 
Austin in the 
western re-
gion and Stern 

in the eastern region. 212-424-6484 
*Eric Coplin has been named director of 
salestregional manager for Major Market 
Radio Sales/Philadelphia. Most recently 
he was regional account executive for 
Landon Associates, a Philadelphia-based 
newspaper rep company. 212-916-0524 
*Claudia Ripley has been named senior 
AE lcrGroupW Radio Sales/Detroit. Ripley 
had been an AE with WWWW-AM/FM 
Deiroit. 212-916-0524 
*Lynette Ching has been hired as an AE 
for KSSK-FM Honolulu. She was most 
recently an AE at KITV. 808-841-8300 
*Shamrock Radio Sales has hired sev-
eral new AEs. In Los Angeles: Summer 
Gourdin, formerly with Katz Television, 
and Tara Blahnik, formerly with the 
Torbet Radio Group. In New York, Vinny 
Dimarco, formerly with D&R Advertis-
ing; Cathy Montague, formerly with Katz 
Radio Group; Beth Russell, formerly with 
McGavren Guild, Anthony Devito, for-
merly with Harrington, Richter & Par-
sons, Julie Saba, formerly with Horizon 
Media: and Michele Massaro, formerly 
with WRKS-FM New York. In Chicago 
Anne Hrubala, formerly with WKLS-FM 
Atlanta, and Christa Groos, formerly with 
McGavren Guild Radio. In San Francisco, 
Ed Bruno formerly with Safeco Select 
Markets. And in Dallas, Jennifer 
Minigutti, formerly with the Martin 
Agency. 212-9/6-0524 
*Cheryl Oncea has been promoted 
from AE to LSM at KSSK-FM Hono-
lulu. 808-841-8300 

We just Wrote The 
Bo ks on Radio 

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

How many times have you wished there was a place to go for fresh ideas, answers to 

problems, and articles about now other stations have conquered a problem or challenge? 

This series is a reference guide no station will want to be without. A must-read for 

every radio station manager, sales manager. program director, promotion director, 

engineering director, or those aspiring to learn more about the business. 

• How to turn a station around 
• How to put cash on the books 
• Duopoly strategies 
• Sales Warfare 
• Strategy and Tactics 
• Selling with research 
• Ways to sound better now 
• Systems for training 
• Digital technology 
• Mastering new business 
• Community-minded promotion 
• How to pass an FCC inspection 
• Elements of successful programming 
• Getting the most from your air talents 

$89•95 sHippbîli 
RADIO 

celhir INK 
EMI( Order 

Today 
1-800-22G-7857 
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PRODUCT NEWS 
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INK 40 

A Bose introduces the FreeSpace® Busi-
ness Music Systems, engineered specifi-
cally to bring high quality, natural sound to 
almost any commercial space. Model 25 is 
used to take the place of a ceiling mount 
speaker. Model 32 is a circular flush-mounted 
speaker. FreeSpace 6 Business Music System 

combines four Bose kill-range, flush or sur-
face-mounted loudspeakers with advanced 
electronic components. FreeSpace One Busi-
ness Music System combines four cube en-
closures and an Acoustimass® bass module 
with built-in amplification and equalization. 
908-233-8800 

A Now running, courtesy of Westwood 
One Entertainment, is a two-hour show di-
rected and hosted by Paul McCartney. Its 
called the Oolni loobu Radio Series (don't ask) 
and features interviews, home recordings, 
visits to the studio from some of his famous 
friends and of course the ex-Beatle just being 

STEVE RHYMER STAYS ON TOP Of HIS MARKETS. 
With eight stations in four growing markets, Alaska Broadcast 

Communications is a major voice in Alaska radio. Steve Rhyner relies 
on Broadcast Programming music format services in Country, Adult 
Standard, Hot AC and Soft AC, freeing staffers to sell and serve their 
communities. Broadcast Programming blends expert consulting with 
advanced technology to create systems that work for good local 
broadcasters. We're proud to be a part of Alaska Broadcast's success. 

sne RHYMER 
7,e, r.-47T General Manager 

Alaska Broadcast Communications 

\cvs 
• 4o, 

BROAD PRO MINO 
,e 

,4kmiNG or 
I IS 

WE STAY ON TOP OF THE MUSIC. YOU STAY 011 TOP OF YOUR MARKET. 
(800) 426-9082 • fAX (206) 441-6582 
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himself. OK, if you must know, the name 
comes from a BBC production of Alfred 
Jarry's play [Au Cocu that Paul heard 30 years 
ago. Again, don't ask. 212-641-2052 
• Everything you ever needed to know 
about Los Angeles disc jockeys in the last 
37 years is chronicled in this 
new book by 
movie publicist 
Don Barrett. Four 
years of work pro-
duced this self-pub-
lishecl A to Z of L.A. 
jocks. You'll relive 
things you might al-
ready know about 
these soldiers of the 
airwaves and learn 
about many things you don't know. To 
order call 818-773-2255 or db Marketing 
Co. P.O. Box 55518, Valencia, CA 91385. 
• So popular is 
Woltman Jack's 
show, that Liberty 
Broadcasting has 
put together a 
two-hour version 
of it on CD. You'll 
get all the great 
Oldies music 
played on the 
show and of 
course the lycanthrope himself. For a mar-
ket exclusive station clearance call Digi-
Net Syndication at 813-253-4500. 
• Competitive Media Reporting introduces 
the Market$pender system, which helps 

you better spend your ad dollars and find 
out if you're getting your fair share. Report 
capabilities include total dollars, share of 
voice, percent changes, market share and 
an index. Plus it shows you what's being 
spent on spot TV, spot Radio, newspapers 
and outdoor. 212-789-1272 
• Comedy Contract. TM Century has just 
signed an exclusive contract with come-
dian Jeff Altman. Altman has a new charac-
ter called "Dad" who will be featured on the 
TM Century Comedy Network. Guess 
Tony Perkins wasn't available for"Mother." 
800-937-2100 
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SEND PHOTOS OF YOUR NEW PRODUCTS, 
services and programs to: Product News, do 
Radio Ink, 224 Dature Street • Suite 701 • West 
Palm Beach, FL 33401. 
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Radio Ink Mission Statement For Readers: 

Radio Ink is a positive Radio industry resource designed to 
continually educate readers by providing fresh, stimulating ard 
actionable ideas in marketing, sales and programmir g alorg 
with refreshers on the basics. Content s too percent related •; io 
Radio, quick-to-read, with a no-bias editorial balance, giving 
equal emphasis tir all formats, market sizes and geographic 
regions. All editoial material is geared toward building Pie 
success of our readers, their stations and the Radio industry overall. 
Radio ink Mission Statement For Advertisers: 

Radio Ink provides an upbeat, first-class, pro-Radio ervi 
ronment for advertisers wishing to associate their proauctw th 
positivism, proch.ctivity and quality. Radio Ink strivom to 
provide enhanced results and added value by offering strong. 
widespread, loyal readership of industry decision-makers. we 
make our customers our most impostant asset by providing 
services which for us on their needs. 

To Subscribe or for Classified/Resource 
Directory Information Call: 

1-80o-226-7857 or 407-655-8778 

EVENTS CALENDAR • 1995 

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 Conven:ion, Hous-
ton. 617-437-9757 

July 7-8—Oklahoma Association of Broad-
casters Summer Meeting, Checotah, OK. 
405-848-0771 

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

July 13- 16— Upper Midwest Communica-
tions Conclave 20th Anniversary/The Great 
Reunion, Minneapolis, MN. 612-927-4487 

July 18—Radio License Renewal Seminar, 
Chicago. 202-775-35n 

July 21-23 — North Carolina Assoc. of Broad-
casters Annual Convention, Asheville, NC. 
919-821-730o 

July 27-29-1995 Southwest National Re-
ligio.rs Broadcasters Convent on, Dallas. 
318-783-1560 

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

Aug. 7-9—ANA Creative Advertising, Promo-
tion 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. 6-9— Associated Press Broadcast-
ers Fall Board Meeting, New Orleans, LA. 
202-736-n00 

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. 6-9— RTNDA 50th Internal Conference 
& Exhibition, New Orleans, LA. 202-659 65io 

Sept. 12-15 — Expo Central '95 Conference 
& Product Equipment Exposition, Cclum-
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 Brpad-
casters' 1995 Annual Convention, 
Sugarloaf/USA, Carrabassett Valley, ME 

Sept. 18- 19— ANA Interactive Market-
ing, Managing Brands for Success, 

Nashville. 212-697-5950 

Sept. 20-22—NAB Libel Defense Confer-
ence, Tysons Corner, VA. 202-775-3527 

Sept. 27-29—ANA Creative Advertising, 
Promotion Strategy, Media Strategy, Rye 
B,00k, NY. 212-697-5950 

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

Oct. 5-8—Audio Engineering Society Con-
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 

Oct. 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— Internal Radio & Television 
Society Foundation Newsmaker Luncheon, 
New York, NY. 212-867-6650 

Oct. 19-20—Ohio 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 Italy. 

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. : 3.1.46.92.12.79 

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, Washingtol, D.C. 202-429-5402 

1995 Arbitron Survey Dates 
• Spring March 30-June 21 
• Summer June 22-Sept. 13 
• Fall Sept. 21-Dec. 13 

1996 Arbitron Survey Dates 
• Winter Jan. 4-Marci- 27 
• Spring March 28-June 19 
• Summer June 27-Sept. 18 
• Fall Sept. 19- Dec. 11 

FAX YOUR ORGANIZATION'S EVENTS TO: 

Events Calendar, c/o Shawn Deena 

407-655-6134. 
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1-800-226-7857 CLASSIFIEDS 

•HELP WANTED MANAGEMENT 

General Manager - Shamrock Communications 
is seeking 2 experienced, aggressive General 
Managers in the Wilkes-Barre/Scranton, PA, 
and Baltimore, MD, markets. An excellent op-
portunity to become a key player for one of 
America's premier broadcasting groups. Please 
send cover letter, resume and salary history to: 
William R. Lynett, President, Shamrock Com-
munications,149 Penn Ave., Scranton, PA 18503. 
No telephone calls please. EOE. 

General Sales Manager. Wicks Broadcast Group 
is searching to identify and hire a sales man-
ager for one of our market leading stations. A 
proven sales manager might fit the ticket or a 
salesperson ready to move up might prove to 
be the right person for the job. Enthusiasm, 
integrity, leadership and proven track are the 
qualifications for this position. D. Rex Tackett, 
President, P.O. Box 989, Chattanooga, TN 37401, 
fax (706) 858-996o, call (706) 861-105o. EOE. 

III HELP WANTED PROMOTION DIRECTOR 

WAJI Fort Wayne needs someone 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.O.E. 

•HELP WANTED SYSTEMS CONSULTANT 

Marketron seeks people with broadcast opera-
tions experience to provide phone support, 
install and train Radio station staff on our 
Traffic/Acctg. software. Travel required. Salary 
and benefits. Fax resume to Act It Service 
Manager 415-341-8197. 

▪ SITUATION WANTED MANAGEMENT 

Sales Manager. Posting 5o%+ sales increases 
in 1995. Good leader, trainer and salesperson. 
Major and medium markets. Minority Candi-
date. Call 1-800-841-5168. 

• SITUATION WANTED PROGRAMMING 
AND PRODUCTION 

Programming, Production, On-Air, Sports since 
1985. Degree, Computer literate. 205-758-6172. 

II STATIONS FOR SALE 

Maine ... Small Market FM, asking price $ 3ook. 

( 0 7) 295-2572 

Southern Ohio FM Positive Cash Flow, Univer-
sity Town. (407) 295-2572 

STATIONS FOR SALE 

1000 WATT AM 
located in 

Southern New England; 
includes all studio 

and transmitter equipment; 
400K or best offer. 
Serious buyers call 
1-800-845-0338 

Classified Ad Rates 
All orders and correspondence pertaining 
to this section should be sent to: RADIO 
INK, 224 Datura Street • Suite 701, West 
Palm Beach, FL 33401 

Can ly();) 655 -8778 or fax to (407) 655-6164. All 
ads must be prepaid and if not paid by deadline 
may be subject to cancellation. Checks, 

Mastercard®, Visa® and American Express® cards 

accepted. Direct mail for faxes to Linda Galiano 

Rates: Classified Listings (non-display). Per issue 

$1.5o per word. Situations wanted: first io words 

are free, additional words: $1.50 per word. Blind 

Box: $15 per issue. Word Count: Symbols such as 

GM, GSM, AE, etc., count as one word each. Each 
abbreviation, single figure, group of figures, let-

ters and initials count as one word. We also count 

the phone number with area code and the zip code 

as one word. Rates: Classified Display (minimum 

1 inch, upward in half- inch increments): $130 per 

inch. Blind Box Numbers: The identities of RADIO 

INK Blind Box holders are never revealed. When 
responding to a blind box, mail your reply to the 

box number c/o RADIO INK, 224 Datura Street • 

Suite 701, West Palm Beach, FL 33401. If you do 

not want your reply to reach a certain company, 

simply indicate the company on the outside of 

your envelope. If the company named on your 

envelope corresponds with the box holder, your 

reply will be discarded. 

CATEGORIES: 
• SITUATION WANTED 

• SITUATION WANTED PERSONALITY/TALENT 
• SITUATION WANTED NEWS 
• SITUATION WANTED PROGRAMMING AND PRODUCTION 
• HELP WANTED 
• HELP WANTED MANAGEMENT 
• HELP WANTED SALES 

• HELP WARTED ON-AIR 
• HELP WANTED TECHNICAL 

• HELP WANTED NEWS 
• HELP WANTED PROGRAMMING AND PRODUCTION 
• MISCELLANEOUS RELATED INDUSTRIES 
• HELP WANTED BROADCAST SCHOOLS AND SEMINARS 

• EMPLOYMENT SERVICES 
• WANTED TO BUY EQUIPMENT 
• FOR SALE EQUIPMENT 
• STATIONS FOR SALE 

All orders and correspondence pertaining to this section should be sent to: RADIO INK, 224 Datura ST • Suite me West Palm Beach, FL 33401. 
Call (4071 655-8778 or fax to (07) 655-6164. All ads must be prepaid and if not paid by deadline may be subject to cancellation. 
Checks, Mastercard". Visa' and American Express' cards accepted. 

Replies to Blind Box numbers should be addressed to: Blind Box OH, c/o Radio Ink • 224 Datura Street • Suite 701 * West Palm Beach, FL 33401 

LISTING ¡NAME & PHONE) 

ADDITIONAL PER EXTRA LINE 

AD SIZES 

1" 

1-1/2" 

2' 

2-1/2" 

3" 

3-1/2" 

4. 

YELLOW INKm 

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. 

COPYWRITING 

SUBSCRIBE NOw—get 26 crisp, 
usable :60s that sell, every month. 
(Or try us out—send $29 $2, a day! 

for your sample pack 
of 10 great :60s.) ... , 

:60$ To Go 
I-lire a CO r 1001 GREER BAY ROAD 

WINNETAA, ILL1140111 00003 
708.928.0681 

Circle Reader Service #171 

Right Brain Visions 80o-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 bank financing and refinancing 
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 Group, Inc..... 904-285-3239 
Brokerage, Valuations, Financial Services, Asset 
Management, and Due Diligence. George R. Reed. 

Satterfield & Perry, Inc. 303- 23o-667o 
Media Brokers, Consultants and FDIC Approved 
Appraisers — nationwide. Fax: 303-231-9562. 
Al Perry. 

LISTING AD RATES 

13 ISSUES 25 ISSUES 

$195 $300 

65 100 

BOX AD RATES 

13 ISSUES 25 ISSUES 

975 $1,750 

1,433 2,572 

1,872 3,360 

2,291 4,112 

2,691 4,830 

3,071 5,512 

3,432 6,160 



IDS, SWEEPERS, LINERS MARKETING AND PROMOTION MARKETING AND PROMOTION 

MEDIA ASSOCIATES VOICEOVERS 
 1-800-669-9278 
AU 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 ard troLbleshooting. In-

station and group owner sales training. Sales 
management & advert ser seminars. New ac-
count sales and client development. Takeover 
counsel to first station owners. 

MARKETING AND PROMOTION 

1,7 BROADCAST c'  MAR KET ING 

Pill 

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

Listener's On-Atir 
• 
• 

Participation Builds Loyaity! : 
• 

The game I.N.I.T.I.A.L. Response® Radio • 

tests who you know based on their initials 

• 
• 
• 
• 
• 
e 
e 
e 
• 
• 
• 
• 
• 
• 
• 
• 
• 
e 

Inventor with the initials G.M. 

Paintor with the initials M.C. 

Answers come from limitless categories 

Today's news ... history ... the music or 

entertainment industry ... you decide 
For nloru intornlatton 

CURRY GAMES, INC. 

1-800-766-9880 

2004 N. 12th Street, Suite 7 

Grand Junction, CO 81501 

• • • • • • • • • • • • • OO 
Circle Reader Service #174 

ee 
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  EVENT TAPE 
STRATEGIC TARGET MARKETING, 

SALES AND PROMOTIONAL CAMPAIGNS 

• D.rect Mail • Database & List Manogement • MaRet 
Research • Inbound/Ltbound Telemarketing • Sales 

Consulting • Sweepstakes & -Contests • Media Placement 
• Integrated Campaigns • : reative & Design Services 
• Printing & Print Produc-ion • Custom Publishing 
• Snout Targets" Customer Pro ...ding • Broadcast FAX 

• Internet MarKerig • Smart Mops" 

2041 S.W. 3rd Ave. • Miami FL 33129-1449 
hone (305) 858-9524 Fax (305) 859-8/77 

Circle Reader Service # 172 

CASH CUBE 

"Money Machine" 
Gives your station instant impact ... 

Create excitement 

with cash 

or coupon 

promotions 

Call Toll Free 

800-747-1144 

Circle Reader Service # 173 

Be Everywhere! 
Ana,. 

'et> 
"n , Le 

SCAMP 

tt.lre 

Ip 
gle j . 

I 

b;Q 

Also Available: 

BunchaBANNERS' 
FLASHBAGS" 
PONCHOS 

, 

•13 4 • 
11/ 

PLASTIC 

ONE COLOR 

Budget Express 

3000 ft. 
I ow One-Ture Set-up 

FirstFlash! 
1-800-21 FLASH 

(1-800-213-5274) 

Circle Reader Service # 175 

Products move and services 
sell in RADIO INK! 

PAINTER CAPS — T-SHIRTS — BANDANNAS. 
Irexpersive Premiuns That Work! English, 
Ethnic, Rock, EZ, Classical. We'll help you 
with the art. Valuwear, Monroe NC 
80o-27z-0031. Gorgeous screen ng. 

II KO Kanopy. 
KD Majestic— 
Aluminum frame s 25% 

lichter and 40% stronger 

than the Originals. 

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

Crrcle Reader Service # 177 

The Radio Marketing Dept., Inc.201-993-8717 

Direct Mail, Telemarketing and Database Ser-
vice. Serving the Broadcast Industry since 1981. 

DRAW CROWDS TO YOUR REMOTES 
with the JACKPOT MACHINE! 

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

Incentive offers" or "prizes." 
WIN NEW BUSINESSII 

• Riverboat Casinos 
• Indian Gaming Facilities 
• Shopping Malls 
• Car Dealers 

Call today for information on how you can 
start winning new business 
with the Jackpot Machine 

PROMOTIONS 702/248-6373 

Circle Reader Service # 178 

Look for the RADIO INK 
e 

Radio's 75th 
Anniversary issue: 

Next Issue! 

JUNE 19 - JULY 9, 1995 
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MARKETING AND PROMOTION PROGRAMMING SERVICES 

Circle Reader Service #179 

If ycL've 
been looking 
for a proven 

concept that can 
create a unique draw in 
your market - then ... 

toe4Nefteket!!! 

PROGRAMMING 

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

CRAZY FOR BROADWAY! 
A UNIQUE ONE-HOUR PROGRAM OF 

THE BEST OF BROADWAY SHOW MUSIC 
WITH TALK, ANECDOTES & INTERVIEWS 

Music by these great composers: 
RICHARD RODGERS, COLE PORTER, IRVING BERUN 

JEROME KERN, GEORGE GERSHWIN, 
STEPHEN SONDHEIM, JULE STYNE _and many more 

For more info or a free demo, cell 
UNBAR INTERNATIONAL 

914-472-9808 

Circle Reader Service #180 

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 

Circle Reader Service # 181 

Look for the RADIO INK 
Radio's 75th 

Anniversary Issue: 

Next Issue! 

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

817-595-4550. 

nu 

(.11cle Reader Servii.e 11152 

PRODUCTION 

RADIO 
POTATO" 

u SWEEPERS 
PRODUCTION MUSIC 

Li NEWS/TALK PACKAGES 
FOR A FREE DEMO. CALL 

800-GOT-NUPIS 

Circle Reader Service 11153 

NATIONAL REP FIRMS 

TI I [ I  \TEREIA.-11)10 STORE 

selling Today...Imen Ming for Tomorrow 

1 - 800-INTEREP 

SATELLITE SERVICE 

PROGRAM DELIVERY 
YOU CAN 

COUNT C/N... 

"te 

d ee 

To receive RadiServe 
media kit and 

details on special 
introductory rates 

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

Circle Reader Service # 185 

Skywatch Weather Center 80o-759-9282 
Rain or shine, here's a custom-formatted, person-
alized and localized weather forecasting system 
your audience will stay tuned for every day. 

SPEAKER/TRAINING 

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

SYNDICATED PROGRAMS 

NOW AVAILABLE 
FOR RADIO 

Et 11 --- 
11111111111! 
Magi I. 

MO» 
MINIM 

1111111M111111111, 

'Mean 

Dr. "Red Duke's Health Re 
has been a TV success for more than a 
decade. By popular demand it is now 
available for radio as 5 segments 
weekly of 4O-second s each. For 
complete details, call 

Mark Carlton, 
713/792-4633. 

Circle Reader Service #186 

RADIO 
INK 

"The Radio Book" 
The complete station operation manual! 

This three-book series covers the 
challenges you'll- face 
as a Radio manager. 

Vol. I • Management & Sales Management 

I'd 2 • Programming & Promotion 

VoL 3 • Sales & Marketing 

All three only $89.95 ( plus 5.50 S&H) 
Available for Immediate Delivery! 

1-800-226-7857 

RAINO 
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"Radio mean, the 
uorld to us - al 

Computer Concepts AD 1 0 TIM 
Computer ( soncepis. 
serving broadcaster, 

tor met. 20 sears 

STUDIOFRANIE 

PRODUCTION 

IS FAST, EASY. 

In the production studio, time 

equals money. For the fastest. 

easiest multi- track production 

for commercials and station 

promos, Computer Concepts 

introduces the StudioFramer" 

the complete audio workstation. 

"studio in a box." Every 

production feature front true 

8 : rack input and output 

(expandable to 24 tracks) to time 

compression. digital EQ and 

filters is built into StudioFrame. 

Best of all, with its direct 

integration with DCS. produced 

spots can be on the air seconds 

after completion. 

MAESTRO BRINGS MUSIC 
AND SPOTS TOGETHER. 

111YJUDE 11.02 

OCR 427 

r ,f HI Ad f. 

rau relto e-

smirommum 
11 
r n.r.F 

u, 

Ogee r“ MON 

old.° a On ,111.....elteltt 

Jill MCC tin, Ob. 

COMPUTER CONCEPTS IS TURNING THE 
WORLD OF RADIO UPSIDE DOWN 

LAS VEGAS- Visitors to the 1g95 NAB convention We 7t: amazed to see no fewer than six new 

products for radio from Computer Concepts. makers of DC'S'"__ the world's leading hard disk system, for 

the first time. one company offers pro‘en products or stations of every size — from 100% live major 

market powerhouses to fully automated local stations — all working together through the DCS 

architecture. Some of these new prodacts. while new to the 115, have been in use tor years in international 

markets... another advantage of Computer Concepts world-wide scope. With NO many products to choose 

horn. Computer Concepts can noss custom-tailor a profit-making system for every radio operation. 

DCS has always managed commercials and spots 

flawlessly. MaestroTm now does the same for music. 

integrating all music and commercial information and 

control with a WindowsTm-based on-screen interface. 

Maestro is the key to accessing music directly from hard 

disk. It interfaces directly with music scheduling database 

systems and gives on-air talent total flexibility to execute 

perfect song-over-jingle-over-song crossfades. Music 

search by type, artist. etc.. intro and outro countdown 

display and instant access to news and weather info arc 

just a few of the many features which make Maestro the 

perfect DCS interface for cteative on-air control. 

Newsroom 
keeps you up-
to-the-minute. 

Radio news can be a profit 

center wi:h Newsroom'''. the 

complete electronic news 

operation front Cornputer 

Concepts. The key word with 

Newsroom is efficiency. The 

system automatically takes both 

text and actuaLities from wire 

services, networks and other 

sources. A news person writes 

and edits copy oft screen. 

linking sound bites to the copy 

— playing the wrong "cart - is a 

thing of the past. Editing of 

audio actual:ties is fa•it and 

precise. On-screen prompting 

lets talents read final copy right 

off the screen. NCWSrOOM is 

fully integrated with DCS and 

Maestro and can be added to an 

installed system at anytime. 

CARTRACK TAKES 

THE HASSLES OUT 
OF LIVE RADIO. 

CartRack" is a field-proven 
"front-end" to DCS which puts 

right on the screen all the carts 

Vollr morning (or other) talent 
could ever want, for instant. 

no- hassle access. Individual 
"racks" ol carts can he 
programmed for each show — 
there's no limit. Talent uses a 

touchscreen. : rackball or mouse 
to "point and play - carts to 
three on-screen graphic " cart 
machines.- Events played from 

DCS can be controlled by 

Cari Rack. It's the easiest way to 
handle live shows offered by 

any hard disk system. Let 
Cart Rack bring order into your 

hectic. live, money-maker 

dri‘etinne shows, and then let 
DCS automation take over to 
handle other dayparts. 

computer ConcePts 
CC)r ,ORIA-1-10•1 

$375 Metro., Drix e. Lenexa. Kansas 11(‘214 Tel.: ‘113 5.11 -O‘ti,1• F;,, 413.54 -trill 

COMPUTER 
CONCEPTS - THE 
POWER BEHIND 
THE RADIO 
REVOLUTION. 

What makes Computer 
Concepts stand out of the pack 
of companies now offering hard 

disk products for radio? We're 
customer-driven. and we have 
been since we started over 20 
years ag.o.•  • We maintain direct 
contact with our customers 
before, during and after the sale. 
We'ie so proud of our customer 
relationships that unlike most 
(Aux vendors, we'll be happy to 
supply our entire customer list to 
any prospective purchaser. 

DCS from C'omputer Concepts 
has long been the leader in 
automating commercials and 

spot insertion for stations of all 

sizes. But the big news this year 
is an unprecedented array of 
new products for every facet of 

on- air operations, and every 
kind of radio facility. All are 
field-proven and backed with the 
kind of customer service that has 

been instrumental in the success 
of Computer Concepts. 

As your needs change. so can 
your DCS-based system. For 
example, DCS systems can he 

configured to store music. 
commercials, jingles and other 

audio cuts either centrally on an 
audio server or distributed on 

individual DC'S workstations. A 
new option. Audio Central+ 

distributed audio, offers both 
capabilities plus complete fail-
safe redundancy. 

Another new DCS option 

developed in response to 
customer requests allows the 

system to start playing back 
material while it is still being 
recorded. Perfect for delaying 
network news-on-the-hour for 
few seconds or minutes while 

giving local headlines first. 

All the new and exciting 
Computer C'oncepts products 

integrate seamlessly to DC'S. 
It's your assurance that — 
whichever components you 
choose to make up your DCS 
system today — your system can 

be expanded tomorrow. 

Large stat:ons or small, simple 
system or very complex, today 

more than ever. there's one place 

to call lot total expertise and 
total customer responsiveness 

in hard disk systems. Call 
Computer Concepts at 1-80°-

255-n350 and profit from our 
experience. 
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SALES PROMOTION PLANNER 

ideas you should start planning now 

SEPTEMBER 
Fall & Winter Fashions 

Hunting & Fishing Supplies 

4 Labor Day 
22 Business Women's Day 

TARGET PRODUCTS 

Home Furnishings 
Heating 

Carpet & Floor Coverings 

DATES TO REMEMBER: 
io Grandparents Day 
23 1st Day of Fall 

Beer 
New Car Sales 

17-23 Singles Week/Farm Safety Week 
25 Rosh Hashanah 

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

FALL IS IN THE AIR 
When the leaves begin to fall, people get excited 
about the change to cooler weather. They look 
forward to football games and tailgating. Custom-
ers buy new coats, hats, boots, and the latest trend 
in fall fashions. September is also one of the 
biggest months for new car sales. This particular 
month needs to be planned early. Clients who wait 
till the last minute often change their minds about 
advertising and hold out for the holiday season to 
spend their money. Self Improvement Month is also 
the time to get a new hair style, buy new make-up 
for fall, and get into shape before the holidays. 

THE SPORTING SEASON 
• " Big Buck Contest." Have a sporting goods or 
hardware store promote a contest where hunters 

sign up before the season to win a major prize if they 
kill the largest deer. 
• " Fishing Tournament." Host at a local lake over a 
weekend. (Beers are great sponsors.) Have the fish 
tagged for prizes. You can have a fish fry with booths 
set up and bands playing. Take out an insurance 
policy on one fish that will be tagged for big money 
($5o,000 fishing tournament). 
• " Pig Skin Picks." Listeners pick their favorite 
teams to win at a local retailer or fast food locations. 
Weekly winners will win football tickets. 
• " Football Road Trips." Work with a travel agent or 
tour company and offer bus trips to away games (Pro 
or College). The package could include tickets, food, 
drinks, hotel, and bus trip for one price. 
• " Pre-Game Pep Rally." Host at a client location 
with music, cheerleaders, speciality items and prizes. 

THE THREE MOST IMPORTANT 
TO POINTS REMEMBER AB11111 

YIELD MANAGEMENT 
TAPSCAN IS YIELD MANAGEMEN1 

'TAPSCAN IS YIELD MANAGEMEN1 
erTAPSCAN IS YIELD MANAGEMENT. 

GridONETM is the radio industry's premier demand-driven electronic rate card and 

yield management system. The GridONE system allows management to keep a tight 

reign on inventory pricing performance, to yield specific financial goals for the station, 

while optimizing utilization of available inventory. An interface to available market 

audience estimates ensures that a customer-focused approach to selling guides your 

sales organization to its highest level. GridONE, yield management from the company 

that set the standard, TAPSCAN. 

TAPSCAN, Incorporated 
3000 Riverchase Galleria • Eighth Floor 

Birmingham, Alabama 35244 
205-987-7456 — 

• 

• 

JULY QUICK FIX"' 
• "Armed Services Appreciation Week." Retailers offer 

specials to all members of the Armed Services for 
the week around the 4th. 

• "The 4th in the Big Apple." Give away a trip to see 
the statue of liberty in NYC. 

• "Baked Bean Bake-Off." Work with vendors and a 
grocery store and find the best baked beans in 
town. The winners will win a trip to Boston. 

DATES TO REMEMBER 
4 Independence Day 
16 Ice Cream Day 
Christmas in July Sales 

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

AUGUST QUICK FIX" 
• "0m-Air Pep Rally." Each Thursday night cheerlead-

ers from a different high school host an hour from 
9 p.m.- to p.m. Use a client location to sign up the 
school & be the sponsor. 

• "Campus Discount Card." Create a card to be 
distributed to the students. Sell packages to 
clients that will offer discounts at their stores with 
use of the card. Big Money! 

• "Simmer's Over Party for Mom." Host at a restau-
rant or mall. Have a fashion show, do makeovers, 
and have a nice dinner. You can invite the public 
or make it a private party where kids will sign their 
Mom up to win. 

DATES TO REMEMBER 
Back to School 
Summer Clearance Sales 
ii Presidential Joke Day 
16 Elvis Died 
28 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 
in Veteran's Day 
16 Great American Smokeout 
23 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 919-846-6449. 
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Future Shock 
SW Brings The Digital Age 
To Radio 
By Ron Schiller 

When SW Networks 

announced its commit-

ment to digital delivery at 

1994's Fall NAB confer-

ence, the whole concept 

seemed just a little futuris-

tic; here we were applying 

the latest information age 

technology to the business 

of providing content to 

our affiliates. Less than a 

year later, it's clear that 

digital delivery is an idea 

whose time has come. 

Broadcasters everywhere 

are beginning to imple-

ment systems that are simi-

lar to SW's Digital Inte-

grated Satellite Control 

system. We at SW are ab-

solutely thrilled with this 

development — we feel as 

though the radio commu-

nity has ratified our vision. 

For affiliates of digital 

networks it all comes down 

to two, extremely impor-

tant words: custom deliv-

ery. The DISC system will 

be capable of meeting the 

demands of each market in 

a very specific fashion, en-

abling local affiliates to re-

tain regional flavor by run-

ning local weather and lo-

cal traffic reports. Shows 

originating in local stations 

can utilize electronically 

transmitted SW Networks 

audio and text, as well as 

commercial logs and affi-

davits, putting them well 

ahead of their competitors 

in terms of resources. Be-

cause the audio and text 

transmissions are all digi-

tal, SW is creating radio's 

first paperless network. 

Utilizing the ISO-

MPEG Layer II digital 

standard SW is able to de-

liver a robust CD quality 

audio product and at the 

same time provide text and 

control commands to sta-

tion receivers. The combi-

nation of real-time, sched-

uled and cued control on a 

station to station basis also 

gives SW Networks affili-

ates a whole new range of 

business opportunities. Af-

filiates of digital networks 

will, for example, be able 

to approach national ad-

vertisers with a local tag 

for specific campaigns and 

locally promote national 

announcements. In this 

case digital delivery is, 

quite obviously, good for 

not only the network and 

its affiliate but also for the 

entire radio community: 

major sponsors will now be 

able to use the medium on 

a very large scale while 

benefiting from highly tar-

geted, regional tie-ins. 

Affiliates of digital sta-

tions truly get the best of 

both worlds — they retain 

the regional flavor that 

makes radio such an inti-

mate vehicle for advertis-

ing, while benefiting from 

talent and production val-

ues that can be had only 

on the national scale. 

You can't be sure that 

you are ahead of the curve 

until others begin to fol-

low. It's with a genuine 

sense of accomplishment 

— and just a touch of 

pride — that we welcome 

Ron Schdler, Vice President, 
Engineering and Technical Operations 

the radio community into 

the age of digital delivery. 

With the multitude of new 

opportunities provided to 

both networks and affili-

ates, the digital age prom-

ises to be one of radio's 

most prosperous. 

For complete details on 

SW Networks: The Radio 

Picture Company's program-

ming, our new proprietary 

digital technology and 

multi-media on-line oppor-

tunities — plus an evalua-

tion of which SW Networks 

programs or formats might 

be right for your station, 

please call Ron Rivlin (East 

Coast) or Joyce MacDonald 

(West Coast) in SW Net-

works' Affiliate Market-

ing Division at 212-833-

7320 or Fax us at 212-

833-4994. 

Vr; 
network 



CELEBRATE RADIO'S 75TH ANNIVERSARY AS YOU PREPARE FOR THE FUTURE! 

Join the industry's most successful 

managers 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 success and 

the success of your organization. 

From new revenue streams, 

duopolies and creative leadership 

techniques to regulatory, motivational 

and technological issues— there is some-

thing here for everyone on your staff! 

• Management sessions will help you 

achieve maximum results from your 

station and staff. 

• Programmers will learn ways to improve 

listener loyalty and market share. 

• Sales and marketing professionals will 

benefit from the tools offered in RAB's 

high energy sales & marketing sessions. 

• An intense one day Digital Radio 

Seminar offers expert advice 

and solutions for preparing 

your radio facilities for the 

digital age without wasting 

assets on unproven technologies. 

• Small market stations will 

benefit from a series of sessions 

tailored to their unique needs. 

53 MEDIA 

e 
SEPTEMBER 6-9, 1995 

Exhibits: September 7-9, 1995 
New Odeans Convention Center 

New Orleans, Louisiana, USA 

A\010 
THE NAB 

Ho 
SEPTEMBER 6-9, 1995 
EXHIBITS: SEPTEMBER 7-9, 1995 

New Orleans Convent on Center 

New Orleans, Louisiana, USA 

DISCOVER INNOVATIVE 

PRODUCTS St SERVICES 

By registering for The NAB Radio Show, you'll 

also have free access to World Media Expo, 

featuring over 400 of the world's leading 
suppliers and manufacturers of products and 

services for broadcasting, communications, and 

production/post-production. Don't wait until 

NAB '96 to see the latest products and 

services—Register Today! 

tr. 

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

• Mel Karmazin and Low iv Mays, 

CEO's of two of the worlds largest, 

most influential radio groups, 

explore "Radio: Today's Trends. 
Tomorrow's Opportunities.'" 

• Al the NAB Radio Lun-

cheon Ben Cohen and Jerry 
Greenfield of Ben & Jerry"s 

Ice Cream share their 

secrets to saccess and Nancy 

Widmann, President of CBS 

Radio, receives the National 
Radio Awanl. 

• "Opportunity '95 the Complete Radio 

Job Fair" provides managers and owners 

with an opportunn to meet qualified 
individuals seeking careers in radio. 

• Join FCC Chairman 

Reed Windt at the 

Friday morning FCC 

Chairman's Breakfast 

and meet Commissioners James 

Quell° and Susan Ness, along 

with other high level FCC staff. 

as they take 

part in a variety 

of regulatory 

• 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 "90s" 
In an exciting FREE session for all World Media Expo 

and NAB Radio Show attendees, Dr. John D. Abel, 

NAWs Executive Vice President of Operations, will 

show you, through entertaining demonstrations, how innovations 

like data broadcasting, the Internet, the World Wide Web, digital 

compression and other exciting opportunities made possible by 

digital technologies can impact your business and your bottom line. 

YES! Please send me information on The NAB Radio Show and World Media Expo' 

Name 

Company 

Address 

Title 

11111 
Call Letters 

AM FM 

City State Zip Country 

Phone Fax 

FAX THIS COMPLETED FORM TO: ( 202) 425-5343 

You can 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. 

RI 

E- Mail Address E- Mail Service 



— "unarm" 

Top Gun .. It was a wacky 

time at KCBQ-FM San Diego in 

1972 during the days of "The Last 

Contest." And right in the thick of 

it was "Shotgun Torn" Kelly doing 

afternoons and taking part in ar-

guably the most memorable Ra-

dio contest of all time. You may 

also remember Shotgun as an 

early member o ZZ Top. 

We're looking for old photos! (They will be returned.) Send them to: " BLAST," do Shawn Deena, 224 Datura Street • Suite 701, West Palm Beach, 

FL 33401. Put your name and address on the back of each photo wit-i " please -eturn." Include a description of the photo and any people pictured. 

Invest in Your Private Seminar 
in Power Negotiating 

The Secrets of 
Power Negotiating 

by Roger Dawson. 

I,111-1^ 

Six aueiocassettes 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 skill you can have. 

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

By listening to this cassette program in your car you'll learn how to: 
• Get full rate card and still hove the other side think they won. 
• Apply the five most critical issues in any negotiation. 
• Match your negotiating style to the personality of the other side. 
• Use 20 negotiating gomIxts that will give you total control of the other side. 
• Learn how to resolve conflict smoothly. 

Warranty: If you and your salespeople are not easily able to sell at full rate card within 30 days of listening to this program, 
send it back for a complete refund! 
Special Offer: Through this Rodin Ink promotion only, you get the 6 mete album Secrets of Power Negotiation with 24 flush 
cards, comprehensive workbook and a free copy of Roger Dawson's 296 page book Secret of Power Persuosion. All for only 
$65 plus 53 shipping. CA residents add applicable sales tax. To order call 1-8CO-YDAWSON (932-9766) 8A.M.-5P.M. PST. 

Roger Dawson Productions • 1661 Hanover Street / Suite 215 • City Of Industry, CA 91748 
Fax 818-854-3595 
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HEW MATH FOR HEW RA DI O. 
Only Radio One otfers satellite-delivered programming with with support services that allow you to concentrate on sales 

a unique plus: localization. Your news, traffic, weather and and sales alone. Production, traffic, invoicing, accounts 

event information are updated at every local break by our receivable, sales reports you choose — and pay tOr — 

national-caliber talent. Add to this your choice of the two only the services you need. 

fastest-growing formats around — hot new country or adult Call us and we'll send you a complete information kit along 

alternative rock. 

And only Radio One combines this 
RADIO•ONE wizh a demo tape, so you can hear Radio 

One sÉzle for yourself. 800-746-2141. 
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TRYING TO MAKE SENSE OUT OF DIGITAL AUDIO SYSTEMS? 

There is a better way! 
It's not easy trying to understand the conflicting daims made 

by different manufacturers when you're buying a Digital Audio 

On-Air & Production System, whether a single, multipurpose 

Workstation or an integrated, multiple studio setup. At one end 

of the spectrum, you're faced with a wide variety of simple "Cart 

Machine Replacements," and on the other, products whose 
complexity confounds even the most seasoned broad-

cast engineer. 

The ENCO DAD486x Digital Audio 

Delivery System solves the problem! 

DAD is simply the most powerful On-Air 

& Production system available, yet its 

uncomplicated approach and inherent ease 

of operation makes immediate sense to any 

user. 

• Intuitive On-Screen displays that are imme-
diately familiar to operators. Optional 

Touchscreen makes operation quick and easy. 

• Complete On-Air flexibility with various "Virtual 

Machines" for Live Assist, Automation, or 

Satellite Programmed operations. Interface to 

other equipment plus scheduling and billing pack-
ages. Seamless segue and voiceover transitions 

sound "Live" in all modes. Script capabilities can 

be included. 

• Full production capabilities, including Graphic t. ut & Paste 

Assembly Editing. Includes analog and digital inputs/outputs. 
Interfaces with most multichannel editing packages. 

• Runs on DOS for proven speed, reliability, and compatibility 

ith other equipment; not an operating system original-
ly intended for multimedia applications. This is a pro-

fessional tool meant to produce efficiency and profits, 

not entertain the staff! 

• Operates on common off the shelf computers and 

network architecture. You won't be locked into 

proprietary hardware that may not be available 

whenever you need service. 

• No monthly licensing fees, DAD is an out-
right purchase. Software upgrades are free 

for the first year. 

• DAD is proving itself everyday in radio 

and TV facilities worldwide. 

Call Your DAD486x Dealer or E\TO 
For Complete Imfimitation 

CSYSTEMS, INC. 
ENCO 

24403 Halsted Road. Farmington Hills, MI 48335 USA 

TEL: 800-362-6797 or 810-476-5711 FAX: 810-476-5712 
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