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Switch to EAS &

save over $5000/yr.

TFT's EAS 911* offers ¢ simple sol
new FCC requirements

is s!
Stations save money & Imfener

A Long History of
Leadership & Innovation

TFT was at the forefront of develop-
ment of the EBS system over 20 vears
ago. Today 707 of broadcasters are
using TFT EBS equipment. TFT is
prepared to assist broadcasters in
the transition to the new EAS.
Working with customers, govern-
ment and industry, we've helped
set the standards.
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How Your Station Can
Save Money with EAS

A recent study of operating costs
for the current EBS system indicated
the broadcast industry spends over
$60 million annually. Implementation
of the new EAS system could repre-
sent a savings of over $5,000/ yr.
per station and reduce tune out

substantially.

The dedicated enginecring, management and support staff of TFT are ready
to assist in your transition to the neiw and exciting EAS system
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Call TFT Today & Save!

For yvears broadcasters have relied
on us for direction. And again we're
here to help. Call or fax TFT now for
more EAS information. By imple-
menting EAS early, stations can <ave
over $5.000/ yr. and start protecting

their ad revenues immediatelv.

1-800-347-3383

TFT.-

Sound Quality for Over 25 Years!

3090 Oakmead Village Drive
Santa Clara, CA 95051-0862
Fax: (408) 727-5942
Phone: (408) 727-7272

Requires FCC Type Cortification, not offered for sale
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TIMING IS EVERYTHING.
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) . Results-oriented
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Management, Inc. services for radio.
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FEATURES

SPECIAL Guide to Radio
REPORT Networks

The network business in
Radio is booming, offering
myriad choices for stations.
We asked the networks to
give us an overview of
what theyve got on their
menu.

$100,000 Mercury Award Winners
On cover (I-r), along with Mercury Award bost Dick Clark, areleff
Watzman, Arthur Bijur, Maresa Wickbam, Joby: Lew and Greg Bell

who successfully translated a funny yet simple concept for Staples COLUMNS
Office Supplies into a highly effective strategy that has boosted Staples
visibility and sales, and ... provided this Cliff Freeman & Partuers
creative team with $100,000.

Management 17
What makes a great GM great?
by Jack M. Rattigan

Marketing 22
DEPARTMENTS Radio is 2 1/2 times more loyal than TV.
Publisher’s Notes ¢ v Bill Burton
People In Ink™ 8 Sa'les' Commgntary 24
Reader Letters 10 Is it time to license broadcast sales profescionals?
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Case Study 18 1he ABCs of music software.
Forum 20 by Dave Anthony
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Events Calendar 48 Promotion 31
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¢ ¢ ABC’s Business Week Business Reports
have brought WOR’s service effort

David Bernstei 1Ptogrc;lm Di» récto"

Interest Rates, Inflation, World Financial Markets, Taxes, Mergers,
Marketing Trends and Consumer Spending
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Important
Book Ever

Whitten About
Radio.

In Commemoration

of Radio’s 75th Anniversary

Streamline Press announces the limied
advance lithography of an extraordinary
coffee-table collector’s book — The Deluxe
Edition of Blust Fron: The Past: A Picto-
rial History of Radio’s First 75 Years.

And NOW, duringalimited advance pub-
lishing period, the first Deluxe Collector’s
Edition is available at a special discount
price to commemorate the 75th anniver-
sary issuc of radio — only §75.

ToOLL FREE
1-800-226-7857

CALL FOR QUANTITY PRICES OR CUSTOMIZED
COVERS WITH YOUR LOGO.
MAKES A GREAT ADVERTISER GIFT.

STanMHHf FAX IN YOUR ORDER:
E’!fSSE- 1-407-655-€164

MAIL IN YOUR ORDFR: 224 DATURA STREET
SUITE 701 « WEST PALM RZACH, FL 33401

PUBLISHER’S NOTES

Deregulation? 50/50

am torn over the deregulation issue.
Ononehand, if | were in the position
of a CBS, Infinity, ABC, Clear Chan-
nel, Evergreen or any of the other mega-
companies, | would want complete de-
regulation and the ability to ownas much
as | wanted, wherever | wanted. Afterall,
even the biggest Radio companies in
America are small businesses. | would not
wantanything to limit me. Norshould it.
Nootherindustry in America (other than
the electronic media) is regulated by the
number of locations they can own. Why
should Radio be any different than retail?
On the other hand ... about 50
(maybe fewer} companies will own all
the Radio stations in America. Many
stations could end up being owned by
foreign media conglomerates like
Bertelsmann AG or Murdock. Just as the
big newspaper chains have swallowed up
many of the small-town newspapers, huge
Radio groups could swallow up the small-
town Radio stations. With complete de-
regulation the small entrepreneur who
bootstraps a business will cease to exist.
But from the big Radio groups’ perspec-
tive, why should Radio and television be
treated differently than newspapers?
I'm not sure if the issue of deregula-
tion is whether or not it's good for Radio
or for the public. | guarantee that overall
Radio billing will skyrocket with deregu-
lation, and a strong financial picture will

provide the ability to offer better public
service. The real issue is whether we are
willing to allow the Radio industry 1o be
controlled by conglomerates. Realisti-
cally, small companies won't be able to
compete. So where do we go from here?

Radio frequenciesare tinite. Deregu-
lation is good for business ... but I'm not
sure it's good for the Radio business over-
all. I'm nervous about instantly allowing
unlimited ownership anywhere, about
allowing foreign ownership, and about
allowing companies to dominate more
than a certain percentage of the market-
place overnight. Though I'm for the con-
cept of deregulation, | feel its effects on
Radio will be both good and bad. There-
fore I'd like to see a step-by-step plan
with re-evaluation at every step. | think
ownership of 50 AMs/50 FMs would tem-
per the frenzy a bit, allowing us to get a
feel for total deregulation'’s etfect on our
industry while still giving the mega-
groups the latitude to grow. It will also
have a tendency to keep the fight in the
top 150 markets, which are traditionally
healthier and more resilient. Then per-
haps it should be revisited in five years.

In the meantime, | caution about
industry division and the re-creation of
the National Radio Broadcasters Asso-
ciation (NRBA). | agree that the NAB is
having difficulty serving the differing
agendas of television, large-, and small-
market broadcasters, however the NAB
should be given an opportunity to ad-
dress the changing needs of broadcasters
before dilution of our industry's repre-
sentation on Capitol Hill occurs. =]

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

West Palm Beach, FL 33401
Phone: (307) 655-8778
Fax: (407) 655-6164
EMAIL: Radiolnk @ aol.com
76326, 3720 @ compuserve
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Computer Concepts,
serving broadcasters

| forover 20 years
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STUDIOFRAME
PRODUCTION
IS FAST, EASY.

In the production studio, time
cquals money. For the fastest,
castest multi-track production
for commercials and station
promos. Computer Concepts
introduces the StudioFrame!™
the complete audio workstation.
Every
production fcature from true
8 track 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

“studio in a box.”

after completion.

Maestro
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MAESTRO BRINGS MUSIC
AND SPOTS TOGETHER.

DCS has always managed commercials and spots
flawlessly. Maestro™ now does the same for music.
integrating all music and commercia} information and
contro! with a Windows™-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-aver-song crossfades. Music
search by type, artist, ctc.. intro and outro countdown
display and instant access €0 news and weather info are
just a few of the many features which make Maestro the
perfect DCS interface for creative on-air control.

the tirst time. one company offers proven products for stations of every size
market powerhouscs to fully automated locai stations — all working together through the DCS

COMPUTER CONCEPTS IS TURNING THE
WORLD OF RADIO UPSIDE DOWN

LLAS VEGAS- Visitors to the 1995 NAB convention were amazed to see no tewer than six new
products for radio from Computer Concepts. makers of DCS™, the world’s leading hard disk sysiem. For

from 100% live major

architecture. Some of these new products, while new to the U'S, have been in use for years in international
markets... another advantage of Computer Concepts” world-wide scope. With so many products to choose
from. Computer Concepts can now custom-tailor a profit-making system for every radio operation.

Newsroom
keeps you up-
to-the-minute.

Radio news can be a profit
center with Newsroom ™, the
complete clectronic news
operation fromi Computer

‘ Concepts. The kzy word with
vney. The

Newsroom is ¢f
svstem automatically takes both
text and actualities from wire
services. networks and other
sources. A news person writes
and edits copy on screen.
linking sound bites to the copy
— plaving the wrong “cart™ is a
thing of the past. Editing of
audio actualities is fast and
precise On-screen prompting
lets tatents read final copy right
off the screen. Newsroom is
fully integrated with DCS and
Maestro and can be added to an
installed systen? at anytime.

Circle Reader Service #107

Computc

CARTRACK TAKES
THE HASSLES OUT
OF LIVE RADIO.

CartRack™ is a ficid-proven
“froat-end™ to DCS which puts
tight on the screen alt the carts
vour moraing (or other) talent
could ever want, for instant.
Ao-hassle access Individual
‘racks™ of carts can be
programmed for each show —
there’s no limit. Talent uses a
touchscreen, trackball or mouse
to “point and piay” carts to
three on-screen graphic “cart
machines.” Events plaved from

DCS cun be conirolled by |

CartRack. It’s the easiest way to
handle five shows offered by
any hard disk system. Let
CartRack bring order into your |
hectic, dive.
drivetime shows, and then let
DCS automation take over to
handle vther dayparts.
e

oncepts
E S o0mION

e

FA7S Melrowe Drse, Lenexa, Kansas ou2147Tels 9155410000 0 Fax 913-541-0109

moneyv-maker 1

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
becn since we started over 20
vears ago. We maintain direct
contact with our customers
before. during and after the sale.
We're so proud of our customer
relationships that unlike most
other vendors, we'll be happy to
supply our ¢ntire customer list to
any prospeciive purchaser.

DCS from Computer Concepts
has long been the leader in
automating commercials and
spot insertion for stations of all
sizes. But the big news this vear
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 vour nceds change. so can
vour DCS-based system. For
example. DCS systems can be
configured to store music,
commercials, jingles and other
audio cws either centrally on an
audio server or distributed on
individual DCS workstations. A
new opiion, 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 a
few seconds or minutes while
giving local headlines first.

All the new and exciting
Computer Concepts products
integrate scamlessly to DCS.
It’s vour assurance that —
whichever components vou
choose to make up your DCS
system today — your system can
be expanded tomorrow.,

Large stutions or small, simple
system or very complex. today
more than ever, there's one place
to call for total expertise and
tote! castomer responsiveness
in hard disk systems. Call
Comnaputer € 2eeepts at 1-800-
255 6350 and profit from our
expericnce.



Mercurial Moments

Amidst the hubbub of those wacky big
winners — Cliff Freeman & Partners — at
the 1995 Radio Mercury Awards, tuxedoed
dudes and gowned gals partied and posed
for the Radio Ink flashbulb. 1) Take for
example dapperdons (i-r) Gary Fries, Katz’s
Tom Olson and Stu Olds, and Liberty’s Mike
Craven. 2} Or the lovely Martha Dale Fritts
and husband Eddie. 3) Meanwhile (-1}
WCBS-FM New York’s Bill Kehlbeck and
Steve Townsend (GSM and LSM, respec-
tively) shared a Kodak moment. 4} And
United Stations’ Dick Clark and Nick
Verbitsky struck a pose while 5) Barnstable’s
Dave Gingold showed us his backside. 6}
Three cheers to the RAB’s Judy Carlough for
her smashing red dress. Fabulous dahling.

ANA EH?

For those of you who don’t know, the
Association of National Advertisers (ANA)
recently held a marketing seminar and
media strategy. 7) The ANA’s Kim Abate
gave us a smile as did 8) Wendy’s Marilyn
Dennis, the ANA’s Robert Liodice, and 9)
(front to back) Warner Lambert’s Roby
Wiener, ANA’s Phil Shyposh and Ameritech’s
Derryl Reed — well sorta. -0) And doing his
guy-in-a-tie-behind-a-big-desk impression
was Marathon Oil Co.’s Link Keehfus.

Radio’s Heart

WXKS-FM Boston’s KISS Concert 16
last month was a big success again, raising
$50,000 for charity with acts like 11) Amy
Grant, hangin’ with KISS’ Dale Dorman, 12)
Des-Ree, with KISS® John Ivey and 13) Mr.
Sauve, Tom Jones, with KIS5® Matt Mills (1)
and Ivey. And over at WPLJ-FM New York,
14) afternoon guy Rocky Allen presented a
$10,000 check to the National Committee
to Prevent Child Abuse and Meglect. Money
was raised from the sale of Allen’s comedy
album, “A Piece of the Rock.” 15) In an
unrelated story, Allen hosted a tribute to
TV’'s “Match Game” at the Ed Sullivan
Theater with such luminaries as (l-r) Bernie
Koppel (“The Love Boat™), Larry Storch (“F
Troop”), Joanne Worley (“Laugh-In”), and
Ron Palillo (“Welcome Back Kotter”). You
know, “ooh, ooh, ooh.”

‘ SEND YOUR
“PEOPLE IN INK” photos to:

Shawn Deena, 224 Datura
Street « Suite 701, West Palm
Beach, FL 33401
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In Search of
The Next Great

Radio Talent

By David Rimmer

Right now radio
programmers are scram-
bling to discover the ‘next
Rush’ or the ‘next Howard.’

It’s an understandable goat:

both have been commer-
cially successful and have
helped to restore radio’s
visibility in a crowded
marketplace.

But, while identifying
the next great radio
personality is a worthy
goal, we should embark on
that search with great
caution. A literal interpre-
tation of finding the next
Rush, Howard or whom-
ever is guaranteed to yield
very disappointing results.

For some, the next
Rush will be a conserva-
tive, white male from the
midwest who uses rock
and roll music for bumpers
and is a virtual clone of the
man who revolutionized
nerwork and local radio.
For others, the next
Howard will be a hos:

forever pushing the

envelope with outrageous
comments and a supporting
cast which includes such
members as a “Robin
Quivers type.”

At SW Networks, we
recognize thai talk radio
will continue to prosper
only if it continues to
evolve; the next icon in
radio is likely to have a
very different approach
than the medium’s current
stars. Keeping this in mind,
we've purposely taken our
talk programming in a
different direction. Rather
than imitating what is
already being done success-
fully by others, we are
broadening whar radio
stations can expect from
producers of network talk
programming.

Successtul talk radio is
a host-driven, personality-
intensive medium. It
requires compelling hosts
who have samething to say.
Callers and guests mav make

worthwhile contributions,

but listeners tune in to
hear a compelling host,
not for what Joe from New
Jersey or Mary from
Maryland may have to offer.
SW Networks' first
two programs embady this
philosophy. THE MARIO
CUOMO SHOW, hosted
by the engaging, brilliant
and eloquent former three-
term Governor of New York
State and DERSHOWITZ!
with Alan Dershowitz, the
controversial Harvard Law
School professor and
lawyer of last resort for
such noted clients as O.].
Simpson, Mike Tyson, and
Leona Helmsley, both
showcase provocative,
compelling personalities
with great national visibilicy.
There’s not a program-
mer in the country who
hasn't been approached by
talent claiming to be ‘the
Rush Limbaugh of libertar-
ians” or ‘the Howard Stern
of veterinarians.” T'he best

programmers recog.ize that

.

David Rimmer
Vice President, Talk Progrumming

the real key to sustained
revenues and genuine
success is not to imitate the
past, but to invent a new
and compelling future. We
think that SW’s unique
take on talk programming
is doing exacdy that.

for complete details on
SW Networks: The Radio
Picture Companys program-
ming, our new proprietary
digital technology and
multi-media on-line
opportunities — plus an
evaluation of which SW
Networks programs or
formats might be right for
youtr station, please call SW
Networks Affiliate Mar-
keting Department at 212-
833-5400 or fax us at 212-
833-4994.
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READER LETTERS

A Loyal Friend

I had the rare and special privilege of
working with Wolfman Jack in the late
'70s and carly '80s
as GM of his syndi-
cation company,
Audio Stimulation.
Later he helpedand
supported me when
| started my own

company, Far West
Communications.
Wolf was a loyal triend, and one of
the kindest and most generous people |
have ever known. He was also the very
bestjock Hhave ever worked with, and he
has lett a legacy of happiness and {un
unmatched by any other air personality.
God will have to work overtime to
create another jock of such breathtaking
talent and creativity as Woltman Jack,
and I doubt that we will ever see his like
again. Atter we went our separate ways,
we always remained good friends, and
every Christmas my tamily would get a
call trom Wolt, who'd say, "Hey baby ...
Merry Christmas ... The Woltman loves

ya." The teeling is mutual, my friend.
God bless you.

Paul Ward, President

Far West Communications Inc.

La Crescenta, CA

Perfect Aim
Thanks for re-printing that column
trom the Detroit Free Press [“Radio Is All
Alike Now, All The Time,” April 24-May
71]. The writer has hit the nail squarely —
even though many in our business don't
want to admit it.  salute your courage in

running it.

Steven A. Marx, President
NewCity Associates Inc.
Tampa, FL

Absolutely Fabulous
Radio lnk's May 25 cover story is one
ot your best. The Three Musketeers —
Finley, McCord & Dille — were F-A-B-
U-1.-O-U-St They did a great job of
speaking for the entire Radio industry. A

very insighttul interview.

Bill Burton, President
Detroit Radio Advertising Group

[oN AR

If you're waiting sixty to ninety
days to collect accounts receivable.
you've become a banker. not a
broadcaster.

To get out of the accounts
receivable trap, call Cash Flow
Management. We can give you cash
foryouraccounts receivable 24 hours
after we receive the invoices. We
give you cash, and assist you in your
collecting. It's quick. simple, and
surprisingly inexpensive,

How to get out of banking,
and back into broadcasting.

Still skeptical? Call us for a list
of stations using our services. Then,
we'llshow youexactly what youcan
expect. All with no obligation.

So what'll it be — broadcasting
orbanking? If you'dlike to get back
to broadcasting, call Denise Smith at
1-800-553-5679.

Cuash Flow Management
P.O. Box 381119
Duncanville, TX 75138-1119

Circle Reader Servic- #109
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Just a Little Credit Please

lam always distressed when Hiry to ply
my trade and I'm not successtut at it. | read
on page 13 under the Million Dollar Club
in [the June 5-18] issue where the sale of
KISN-AM/FM Salt Lake City was attrib-
uted solely to broker, Star Media Group.
lam the broker of record and have been for
quite some time for KISN-AN/FM repre-
senting the seller. Star Media Group and
Paul Leonard did bring Trumper Com-
municationsand he represented the buyer.
F would like to get partial credit only be-
cause | don't crank out relcases all the time
tooting my own horn.
Richard W. Chapin, President
Chapin Enterprises
Lincoln, NE

Great Column
Great column ["Beware of DBO)," June
5-18]. I got hit by DBO in a big way.
Now I'm secing awhole team of analysts.
Larry Wert, President
WMVP-AM/WLUP-FM
Chicago, IL

Dear Mr. Jones

Thank you for reading my article
["Strange Clients: So Who's Calling on
the Computer Dating Services?” March
27-April 9]. Like Tom Peters, | strive to
get people 1o think and o question the
status quo. It 1 don't offend someone
along the way I'm not really doing my
job. fam sorry that the person | ottended
this time happened to be you.

Your letter to Radio Ink [June 5-18]
calling mv article a “rea’ loser” shows my
attempt to be humorous and satirical tor
two paragraphs missed its mark with you.

The point of the article was to chal-
lenge you to consider new, nontradi-
tional income streams znd not to advo-
cate body piercing and tattooing as
Radio's next big categorics of business.

Chris Lytle, CSP
Seminar Leader

ADDRESS ALL LETTERS TO

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

Imagine a digital audio system that's as
simple to use as a cart machine but
powerful enough to run an entire
broadcast facility. That system is DDS.

DDS is built on a multi-user, multl-
tasking, real time operating system. So,
adding users, applications and audio
channels is never a problem.

Start with a simple satellite automa-
tion system. Then add cart replacement,
extra studios, or an LMA— all without

o HARRIS

AL LIED o o e—

the need to add CPUs or duplicate
expensive hard disc storage.

DDS should be your next digital
audio system. It's made to grow with
your operation.

Call the digital audio professionals at
Harms Allied to get the one that works.
DDS by Radio Systems.

1-800-622-0022
FAX 317-966-0623
Southern CA 1-800-690-2828

Circlg/Reader 58 /e #110

©1995 HARRIS CORP.



Supreme Court Rulings on Affirmative Action
What are the Implications for Radio?

ill the recent Supreme Court
rulings on affirmative action
cause the FCC to eliminate EEO

rules for broadcasters or minority pref-
erences for comparative station appli-
cants? Or will the general governmental
pullback in the affirmative action field
lead to endless litigation, legislation
and regulatory complexities?

There is no clear view at this peint
because

a) EEO as such has not been de-
cided by the Supreme Court;

b) the FCC has not yet spoken on
the EEO issue;

o) President Clinton called for an
overall review of racial/gender prefer-
ence matters four months ago, and so
far nothing has occurred;

d) Attorney General Janet Reno
started an all-agency review after the
Supreme Court actions, and this calls cn
each agency to review their affirmative
action programs to determine whether
they meet the Supreme Court’s new
standards, and

e) the initial congressional whoops
of joy (Sen. Bob Dole cheered the Su-
preme Court decisions this way: “It’s
one more reason for the federal govern-
ment to get out of the race preference
business™) are not as vigorous now.
Some Republicans are criticizing the
leadership’s failure to press ahead on
the subject.

Going out on a shaky limb, this
Washington telecommunications lawyer
does not think that EEO will go away from
hiring, but it may disappear from the FCC’s
licensing activities. Already we’ve wit-
nessed the latter — racial and gender
preferences are scheduled to disappear
from the FCC auctions for PCS block C
licenses on August 29, 1995. And yes, the
FCC is going to be mandated by the
Department of Justice to review its racial
preferences. But so far, no one has elimi-
nated the Civil Rights Act of 1965 or other
acts of Congress which forbid discrimina-
tion. | truly expect that no one will.

And what of the FCC's comparative
hearing criteria? That subject is in a

INIC 2

by Michael H. Bader

shambles right now because of a court
decision which said that the FCC’s meth-
ods of choosing successful applicants
where there is a contest is irrational.
That was not based just on EEO or
minority preferences. As a result, there
are no comparative hearings underway
for AM, FM or television, and the FCC has
not decided how to revise or rationalize
its comparative hearing policy.

Again, going out on a very long limb,
it is quite likely that the out-and-out
racial or gender preference for one appli-
cant over a nonminority applicant is
going to disappear. This seems to be
precisely the sort of government action
which has been devastated in the Su-
preme Court’s main decision of last month.

With those basic thoughts in mind,
a Radio station licensee has to ask,
“Where do | stand in all of this?”

As for operating the Radio station,
staffing it, programming it, arranging for
promotions, firing people, entering into
training programs, and all of the other
aspects covered by EEO in the day-to-day
operation, there’s not going to be much
change. The FCC's equal employment
opportunity rule will probably survive,
and, remember, all that it mandates is
equal opportunity in employment. Such
opportunity shall be offered to all quali-
fied persons and there will be no dis-
crimination because of race, color, reli-
gion, national origin or sex. No matter
how one thinks the FCC decides its cases,
and there is some room for question, the
FCC insists only on the opportunity for
hire — not on the hire itself.

hat is difficult for many licensees
Tto swallow after they receive a

long-winded FCC opinion saying
that while there is no evidence of dis-
crimination, the agency is still going to
fine the station $25,000 for not carrying
out its record-keeping procedures. The
fact remains, however, that the FCC,
through its officials and announcements,
constantly says that no one is requiring
that anybody be hired just to fill a racial
quota. Instead, the quota is one related
to the number of opportunities for people

to get the jobs — not the number of
people hired.

he FCC has made it plain for some
Ttime that an applicant must estab-

lish a positive continuing program
designed to ensure equal opportunity
for employment. Let’s underscore that
word “opportunity.” This in turn calls for
a very extensive paper process and
employment hiring procedure, all man-
dated by the FCC. There must be posters
within the station, notices must be sent
to likely sources of minority and female
applicants, and there must be a continu-
ing program of dissemination of infor-
mation on the availability of jobs, as
well as hiring, firing, promotion, training
and other aspects of employment. There
must be a specific notice on the employ-
ment application as to the station’s
nondiscriminatory practice. Advertise-
ments in media among minorities resid-
ing in the working and recruiting area
are imperative. Contacts with employ-
ees must stress the minority opportuni-
ties, and, all-important, the licensee is
required to evaluate its employment
profile and job turnover against the
availability of minorities and women in
the recruitment area.

Nowhere in the rule is there a
requirement that persons be hired to
“beef up the numbers” of minority or
female applicants.

None of those procedures, ifthey are
administered with the precision stated in
the rule, seem to run afoul of the Su-
preme Court’s decision on affirmative
actionin the Colorado Highway Construc-
tion case. There, the Court considered a
specific set-aside of a certain amount of
contracting opportunity for minorities.
Obviously, majorities never had a chance
to go after that type of business.

By contrast, the FCC is saying that
the Radio licensee must be sure that the
program is getting out to all likely
sources of minority and female appli-
cants, that the program is working by
stimulating minority applicants, and,
that the applicants are not then discrimi-
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SSSSS Million Dollar Club® SSSSS

S50 M: KKAT-FM/KALL-AM/KODJ-FM SaLt Lake City, KUDL-FM/KMXV-FM Kansas City, KS anc
WEZL-FM/WXLY-FM Char_esToN, SC; SeiLer: ApoLLo Racio Holbings Company INC.: Buver: REGENT
CoMMUNICATIONS INC.; BROKER: STar Mepia Group

$30 M: KKCW-FM Porrianp, OR; SecLER: TRUMPER COMWUUNICATIONS; BUYER: CITICASTERS; BROKER:
StaR MEDIA GROUR

$19 M: WKGR-FM WesT Paum Beach, FL; SELLER: AmATURO GROUP LTD.; Buver: AMERICAN RaADiO
SysTeEms INC.; BROKER: BLackBurn & Company

S14 M: WMT-AM/FM Cepar RapPips, IA; SELLER: WonbersuL Music anp TALk INC.; Buver: PALMER
BroabcasrinG L.P.

S14 M: WBRD-AM/WDUV-FM PALMETTO-BRADENTON (SARASOTA, FL); SELLER: SUNSHINE STATE
BroaDcasTING COMPANY INC.; BUYER: JACOR BROADCASTING OF Tampa Bay Ir.c.

$9.7 M: KUFX-FM Gitroy (San Jose-MonTerey Bav), CA; Setter: KOOL CommuNICATIONS INC.;
Buver: Bavcom San Jose L.P.

$9.1 M: KYMS-FM Santa Ana, CA; SELLER: INTERSTATE BROADCASTING; Buver: MuLTt CuLTURAL
BROADCASTING; BROKER: STAR MeDiA Group

$7 M: KXYQ-AM/FM Portianp, OR; SeiLer: TRUMPER CommunicaTions; Buver: HERITAGE MEDIA
CoRrporATION; BROKER: STAR Mepia Group

$4.35 M: WSOK-AM/WAEV-FM Savannad, GA & WLVH-FM HarpeeviLte, SC; Seuters: Opus Mepia

GRouP INC. & SAvanNAH RaDIO PARTNERS RESPECTIVELY; BUYER: SOUTHEASTERN BRoaDcASTING Company L.L.C.

$3.75 M: WZAZ-AM/W)BT-FM JacksonviLle-Green Cave Springs, FL; Setter: UNC Mepia; Buver:
Jaccr COMMUNICATIONS 'NC.

$3.5 M: KCTC-AM/KYMX-FM Sacramento, CA; SeLLer: TRIBUNE SACRAMENTO RADIG INC.; Buver:
Henry Broaccasting Company

$3.2 M: WVRV-FM East S1. Louis; SetLer: River CiTies BRoapcasTING; Buver: River City
LICENSE PARTNERSHIP

$3 M: WPUT-AM/WMJV-FM/WMJU-FM BRrewsTer-PatTerson-Mount Kisco (Dansury, CT-WHiTe
PLains); SeLter: Tri-VaLLey Corp.; Buver: HubsoN VALLEY GRowTH LP

$3 M: WOGY-FM Germantown, TN; SeLLER: ARDMAN Broapcasting Corp.; Buver: River City
LICENSE PARTNERSHIP

$2.75 M: WBSS-FM Mitvitte, NJ; Setter: WinTersRun ComMUNICATIONS INC.; Buver: Press
BRDADCASTING ComPANY; BROKER: MEDIA VENTURE PARTNERS

$2.7 M: WAYV-FM Anantic Ciry, NJ; Secter: Attantic Ciry BroabcasTing Corp.; Buver:
ATLANTIC-ALLUR INC.

$2.5 M: KAXT-FM/KXDC-FM CarmeL, CA; SeiLer: RADIO INCOME PARTNERS; Buver: ELETTRA
BRroaDpcasTInNG INC.; Broker: Kaul & Co.

$2.25 M: WCMB-AM/WIMX-FM Harrisgure, PA; SeLLer: GEMING BROADCASTING CORPORATION; Buver:
BARNSTABLE BROADCASTING; BROKER: BERGNER & Co.

$2 M: KAMZ-FM EL Paso, TX; SeLLer: PINNACLE BroapcasTing Company; Buver: New Wave
ComMUNICATIONS; BROKER: STar Mepia Group

$1.9 M: WTYX-FM Jackson, MS; Setter: Hout Communicarions Corp.; Buver: PROTEUS INVESTMENTS INC.

$1.75 M: WKFG-AM/FM Arcapia, FL; SeLLer: Dakos BROADCASTING INC.; Buyer: HalL ComMuNICA-
TIONS INC.; BROKER: JAMES JOHNSON

$1.75 M: KTRW-AM/KZZU-FM Spokane, WA; SeLLer: Louts DEARIAS AS RECEIVER FCR HIGHSMITH
BraapcasTIng; Buver: QueenB Rabio Inc.; Broker: Woop & Co.

$1.6 M: KIOT-FM Los Lunas, NM; SeLLer: WizarD BROADCASTING INC.; Buver: Simmons FamiLy INC.;
BROKER: FISCHER & ASSOCIATES

$1.4 M: KIXL-AM DeL VALLg, TX; Setter: KIXL PARTNERS LTD.; Buver: KIXL Broapcasting Core.

$1.36 M: KBLU-AM/KTTI-FM Yuma, AZ; SewLer: Stantey FRIEDMAN; Buver: COMMONWEALTH
BRrOADCASTING OF NORTHERN CALIFORNIA

$1.33 M: KSBL-FM CarpinTeria (SanTA Barsara), CA; SewLer: GReAT ELecTrIC CommunicaTions It
Inc.; Buver: CRITERION Mepia Group INC.

$1.1 M: KLOO-AM/KFAT-FM CorvaLus, OR; Setter: TRC CommunicaTions; Buyer: ORecon TRAIL
Propuctions INC.; BROKER: Exuine Company

$1.1 M: WQNJ-FM Ocean Acres, NJ; SELLER: SEAIRA INc.; Buver: New Wave Communications L.P.;
BROKER: BlackBurn & Company INC.

$1 M: KKHG-FM Tucson, , AZ; Sewter: F.E.M. RAy Inc.; Buyer: Apocee Rapio L.P.

S1 M: KZZK-AM/FM Eucene-Creswelt, OR; Seuter: JED Broapcasting Company oF OReGON LTb.;
Buver: Nouta Pappas

§55555555555558555955996855555555S
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CLOSED!

KKZZ/KELF(FM), Oxnard-
Ventura, California from
Golden Bear Broadcasting,
Lawrence Patrick, Receiver
to Gold Coast Broadcasting
Co., Carl Goldman, John
Hearne and Gastone Rossilli,

Principals, for $1,200,000.

Elliot B. Evers

represented the seller.

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

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

ELLIOT B. EVERS
415-391-4877

GEORGE [. OTWELL
513-769-4477

RADIO and TELEVISION
BROKERAGE * APPRAISALS

|V
Y

MEDIA VENTURE
PARTNERS

WASHINGTON. DC
ORLANDO « CINCINNATI
SAN FRANCISCO

.
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nated against because of race, color,
religion, gender or national origin. The
FCC stopped short of saying that, once
all of this is done, anyone must be hired
to fill out any quota.

hat is the basis for my conclusion
Tthat it is unlikely that the current

furor generated by the Colorado
Highway Construction case will extend
over to Radio stations and their employ-
ment practices. It is true that the Justice
Department might cut them to ribbons,
and other cases may come up before the
Supreme Court or some other body, or
the FCC might conduct a rulemaking to
eliminate the existing EEO rule. But all of
those results seem unlikely. At least not
before orin a political year such as 1996.

The Radio licensee must recall that
it made a firm commitment in writing at
the time of its last renewal or at the time
of applying for a new license or to buy
a station as to its agreement with the
rule and its undertaking to carry it out.
In every public file there is an EEO
program for a Radio station. It is true
that it is mandated almost to the punc-
tuation by FCC forms, but the fact re-
mains that the licensee undertook to
carry it out. That was a basis for the
granting of the license. And so for the
immediate future that is the declaration
that will govern the action of the station
licensee. No authority was issued last
month by the Supreme Court to drop all
of the procedures of contacting local
minority organizations, posting on bul-
letin boards, and otherwise accumulat-
ing a body of applicants from the minor-
ity and female communities.

Radio license renewals are coming
up again in the usual cycle, and the form
is identical to what it was the last time.
It still calls upon the Radio licensee to

REMEMBERING WOLFMAN 1938-1995

He was one of the most recogniz-
able voices on the air with a name that
was no less forgettable. Robert Weston
Smith made a name for himself in the
late '50s and '60s as the raspy-voiced
wild man Wolfman Jack, spinning the
records not often heard and providing
an on-air perscnality that would be
imitated for yezrs to come. Radio Ink
fondly remembers an interview with
Wolfman featured in an issue earlier this
year on Oldies Radio (March 13-26,
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state its EEO program and how it will
work and to commit to making the efforts
to find applicants from the minority and
female communities and once they are
found not to discriminate against them.

Turning now to what is going to
happen in the field of comparative hear-
ings on the many, many FM applications
which remain pending before the Com-
mission in conflict situations, and the
lesser number of AM applications, it
seems likely that the FCC is going to
have to address the impact of the Colo-
rado Highway Construction decision of
the Supreme Court on its preference for
minority applicants. In the Colorado
case the majority stated time and again
that the government’s protection is for
the individual, not for racial groups or
racial classifications. Flat set-asides are
clearly out now that the Supreme Court
has spoken. If the FCC were to say, for
example, that 10 percent of the licenses
must be granted to minorities, that
would be a lay-down hand for reversal.
As it is, the FCC has been saying that all
other things being equal and the basic
qualifications having been established,
it will prefer a minority applicant over a
nonminority applicant. This could mean
that all licenses would go to minori-
ties. Thus, the flat minority preference
seems to be doomed (along with the
entire body of FCC precedent on com-
parative hearings).

hat will eventuate as the policy
for determining the winner
among a group of applicants

for the same frequency is certainly not
clear and is not the subject of this
article. But it would seem quite clear
that a flat-out policy saying that there
will be a preference for a minority simply
because he or she is a minority, all other
things being equal, is going to run into
severe judicial scrutiny.

1995) where he
made this comment
about doing what he
enjoyed most, Ra-
dio. “I love doing
this stuff, I'll be do-
ing this until ... I'll
probably drop dead
in front of a micro-
phone. But, if they let me keep going, |
gotta keep doing it man.” Wolfman Jack
was 57 years old. =]

The FCC’s EEO practices do contain
one petentially illegal feature, espe-
cially in renewal applications where it
has become clear that the FCC does have
a numerical standard — 50 percent of
parity — and that may be in danger of
rejection. A 5o percent-of-parity rule is a
presumption that if a licensee hires a
number of minorities proportional to at
least 5o percent of the percentage of
those minorities in the general work
force in the area, everything is fine. That
is a terrible oversimplification, and of-
ten it does not work that way if the EEO
program simply remains static at 5o
percent of parity. Nevertheless, that is a
numerical standard which could well be
suspect when subjected to the current
Supreme Court or other judicial bodies.

hat is the immediate action?
The Radio licensee is well ad-
vised to behave as if nothing

has happened to disturb its license
obligation to seek out a substantial
number of minority and female appli-
cants, and to accord them the utmost
consideration and above all to avoid
discrimination based on race or color or
religion or national origin or gender.
Above all, adequate records of perfor-
mance are imperative.

If there is a Radio licensee who
wants to be bold and make his or her way
to the Supreme Court and perhaps even
have his or her name affixed to a judicial
pronouncement three to five years from
now, the telecommunications bar in
Washington would probably be astounded
as well as delighted. The cost of doing
that is just not worth it, however. Accord-
ingly, the Radio licensee in conducting its
day-to-day business must under all cir-
cumstances comply with the current FCC
rules and policies. The licensee may take
some comfort from the Supreme Court’s
decision last month, but there is no way
that that decision can be read as remov-
ing the rules refining implementation of
the traditional EEO program of all licens-
ees. And as to those parties who are
applicants for new stations in compara-
tive hearings, so far the rules haven’t
changed, but it would not surprise this
writer if they did. &=
Michael H. Bader is a member of the law
firm of Haley Bader & Potts P.L.C. in
Arlington, VA, specializing in telecom-
munications law. He is also a broadcast
station owner. He may be reached at
703-841-0606.
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IN RECOGNITION OF THEIR SUPERIOR PERFORMANCE
INTEREP SALUTES THIS YEAR’S

Congratulations
THE INEREIARADIO STORE

L Seiing Today...lnnovating for Tomorrow



WANTED®
DEAD OR ALIVE

If vou’re an owner or principal of a station or station group
with a Top 50 focus, and might consider selling to or
mersing with a good company, we’d like to hear from you.
We may be different in some ways than some of the other
folks chasing vou:

We can keep our mouths shut.
We are fair negotiators.
We will do what we say we're going to do.

We can offer cash, (public) stocek, (convertible)
notes, or a combination of currencies for asscts
or stock.

We will buy market leaders and turnarounds.

We will treat your people openly and honestly,
and in most cases, they will thrive with us.

If vou’d be interested in talking with us, please call or write
Steve Dodge (617-375-7500), American Radio Systems,
116 Huntington Avenue, Boston, MA 02116.

pMESICA,,

Svgren?®

* Stations in the Top 50 Markets




MANAGEMENT

by Jack M.
Rattigan

t the RAB '95 Marketing Leader
ship Conterence my presentation
was titled “What Makes A Great
Sales Manager Great?” Since then several
Radio friends have asked me to expand
that theme to "What Makes A Creat
General Manager Great?” Complying
with those suggestions, | began to ana-
lyze the characteristics of great manag-
ers | know and have had the privilege to
work with. | also talked with general
managers, program directors, on-air tal-
ent, sales managers and others to get
their opinions. Not surprisingly, there
were many common denominators.
Here are the main characteristics
condensed into a dozen. Great GMs ..

12 Common Denominators

1. Have intense loyalty to station
and co-workers. They never do anything
that would reflect negatively on the sta-
tion. They are available to give guidance
in day-to-day or major challenges. They
do not tolerate rumors and office gossip.
They keep everyone informed of upcom-
ing activizi€d. They never have a situa-
tion e a staff member hears of sta-
tion plans first from someone outside the
station’s “family."

2. Love Radio and their station ...
and it shows. They attend all station

QUICKREAD™

A great GM ...
* is intensely loyal to the station and staff.

* never plays favorites with departments or
individuals.

« promotes the value of Radio rather than
rates and low price.

« never plays God but is “one of the gang”
without losing the staff’s respect.
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activities. They show up at remotes, sta-
tion-sponsored concerts, festivals, pa-
rades, etc. In short, they never expect
anyone to do something they wouldn't
do. They are not too proud to drive the
van, help set up the banners, or hand out
bumper stickers.

3. Never play favorites with depart-
ments or individuals. They provide the
best available technical, research and
computer equipment. Great managers
understand that everyone is essential to
the success of the station and proper
tools are critical.

4. Know every major advertiser per-
sonaily and endeavor to have knowledge
of every business that advertises on the
station. They visit advertisers and send
thank-yous or make phone calls to show
appreciation for business

5. Are always aspiring to perfection,
staying ahead of the competitioninimagi-
native and innovative marketing, pro-
gramming, promotion and sales concepts.

6.Believe in ongoing training for the
entire staff. They send programmers,
business managers, promotion people and
engineers as well as salespeople to semi-
nars encouraging all to take advanced
courses, plus the station maintains an
ongoing 1n-house training program.

7.Arerateleaders and are constantly
promoting the value of Radio. They are
not satisfied just offering rates and price.
They drive the market in raising the unit
rate and diminishing the perception oi
cost per point.

8. Have fun and conduct tun con-
tests that the entire staif takes part in.
They hold occasional office pizza par-
ties, family picnics, birthday parties, etc.
When there are great ratings or a sensa
tional sales month, everyone is congratu-

What Makes A Great GM Great?

12 Common Denominators

lated and shares in the rewards. Great
managers constantly let everyone know
that they play a part in victory.

9. Never play God but are "one of
the gang” without ever losing the respect
of the staff. They never forget that once
they were the "new kid on the job."

10. Lead by example. They show a
commitment to work that sets a standard
for everyone. The staft realizes that the
manager believes in the station and its
objectives. Great managers are involved
in civic and charitable activities in addi-
tion to playing a significant role in local,
state and national broadcast organiza-
tions. They expect their staft members to
be similarly involved.

11. Make the station a great place to
work. As a result there is [ittle turnover and
they never have any problem getting good
people to join the staff because everyone
knows “it's the best place in town.”

12. Pay bills on time and insist cli-
ents do the same. They establish a fair
income for all and furnish a favorable
working atmosphere with the opportu-
nity for advancement.

Inshort, agreat general managerisa
people person who understands and ap-
preciates the staff, the listeners, the ad-
vertisers and people in the community.
Do great managers with these attributes
exist or is this list a "dream list?" They
really do exist in virtually every Radio
market, big citiesand small towns. Itis no
secret that they are successful and highly
respected. Hopefully, you know a few.
Even better, hopefully you are one. &
Jack M. Rattigan, CRMC, president of Rattigan
Radio Se.v'ces, Portsmouth, VA, is a station
consultant, motivational speaker and conducts
“in station” and association seminars. He may be
reached at 804-484-3017.
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CASE STUDY

Your PD and SM each give you an
ultimatum — if one stays the other
¥ | gOCS. what do you do?

Dwight Case

John Hiatt, VP/GM ¢ KKRW-FM ¢ Houston, TX
f our PD and SM came into my office using ultimatums and threatening to quit their jobs, my initial
reaction would be to strongly recommend to both parties that they make a concerted effort to behave
like adults; and, that they accept their responsibility to make a conscientious effort to produce a mutually
agreeable compromise. To allow tempers to settle, it would be in everyone's best interest to postpone their
meeting for at least 24 hours before attempting to address the problems. The prime directive tor their

negotiations should be for each person to employ a high degree of empathy as they work on a solution. Only
after giving the department heads ample opportunity to resolve the problem on their own [ would intervene
and attempt to arbitrate. At the point where impartial intervention is deemed necessary, | would meet with both employees separately to
hear their individual complaints; then, we would sit together in an emotionally controlled environment to discuss the controversy. In the
event that arbitration fails to provide a compromise, | would make a final judgement on the matter. At that juncture, the department heads
would have the option to amicably comply with my decision, or to receive my assistance in packing their personal belongings. &

Michael O’Shea, President ¢ KJR-AM/KJR-FM/KUBE-FM ¢ Seattle, WA

wouldn't give up either without a fight. [ would first try to take "personality clash” out of the equation.

In other words, if necessary, people can effectively work together without being the best of friends. |
would spend time with them, individually and collectively, to make sure the “personality” issue was set aside.
Or, at least, identified. That being dealt with, it leaves only issues of job structures, communication
professional respect and/or support. [ would then attempt to deal head-on with each of those elements. For
instance, if one of these department heads felt they didn't have my ear or support or that their trustration
was rooted in a lack of clear communication from the other, then we would have some live ammunition with

which to deal. I've always felt that it's inevitable and even proper to have some level of sales/programming contlict. After all, the
very essence of each department is in virtual direct opposition of the other. | would attempt to coach each individual on the
trustrations inherent with the job itself, then ofter/attempt to be the resident arbitrator. Failing that, at some point | would have to
"put on the robes” and do what it is that 1 get paid for — make a hard call to benefit the shareholders and employee group. &

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

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

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

*MRP! produces callout music testing for MEDIABASE RESEARCH

Circle Reader Service #114
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BRAND NEW...DTN WEATHER CENTER!

The first affordable stand-alone weather system providing
comprehensive 24 hour a day information!

o
~~~~~

RADAR AND SATELLITE LOCAL AND NATIONAL CUSTOM

IMAGES CONDITIONS & FORECASTS FEATURES

B Regional radar maps updated B Continuously updated 24/36/48/60 and B Zoom-in to enlarge any map up
every 15 minutes 72 hour national surface forecast maps to 64x

® Hourly national radar summary B Forecast temperature and precipitation m Radar and US satellite maps can be
gives you height, intensity and maps for the next 24 hours to the next put “in-motion” for storm history
direction of storm cells — o B Programmable segmer:t for quick

B Satellite cloud maps of US/ ® Wind speed and :"’e‘ft'?" maps access to frequently used pages
Mexico/Canada, Pacific and i dt)c?urly, S W Store any map for future reference
Atlantic regions and South sky conditions B Audiof ’
America B Seasonal cendition maps udio forecasts and commentary

‘ _ B Severe weather alerts; major city
~ ~N > forecasts and many more detailed maps
Ny -

~
Changing the way you look at weather!

From local.. .to regional...to national, DTN Weather Center gives you
immediate access to complete weather information, at the touch of a
button.

And because DTN Weather Center is delivered through a small one meter
satellite dish (provided by DTN), you can study the maps and information
as often and for as long as you wish...for just *65 a month! There’s never
a dial-up or phone-line access charge!

DTN Weather Center displays all maps in full color and even provides
audio commentary from our staff meteorologist. If weather is important to
you, there s no faster source of information than DTN Weather Center!

Complete 30 Day Money Back Guarantee If You Are Not 100% Satisfied!

COMPUTER NEEDED!
ALL EQUIPMENT
PROVIDED

AlMTech All Equipment Provided

Grou p * One time “start-up” fee $295

—_———— * Shipping & handling $39
g::-:;?;%:::::z% * Monthly subscription fee $65

 FOR A FREE DEMO MODEL CALL NOW1-800:532-5773

«s52F %



FORUM What changes would you like to see in
the NAB conventions, it any, and where

would you like to see them held?

Steven M. Ray, VP ¢ Programming & Operations ¢ Continental Radio Networks ¢ Los Angeles, CA

The NAB has been criticized in the past for not being responsive to the needs of Radio, especially at
the last Las Vegas (spring) show, and L A. (fall) show, where Rad'o was relegated to areas away from the
main convention floor and the location of seminar rooms drastically reduced the flow of traffic in the
exhibit areas. The program suppliers, equipment manufacturers and service providers understand that
Radio has always been a separate but equally important medium, but the latest advances have been in
telecommunications, cable and digital video production. The criticism that the NAB treats Radio like a
step-child has to be dealt with, as we enter into our own techno-glorious discovery of real-time satellite
programming, Radio on the Internet, a refinement of digital audio, and the world market possibilities of Radio's creative eftorts.
The rotation of convention city sites should be limited to places that can provide centralized exhibition, seminar, hospitality suite
and hotel facilities that can be better flow-charted to benefit both exhibitors and attendees. Don't be attracted by site price; the
return will come when you find a multi-use facility in a friendly city that doesn’t have to drop its prices as an enticement. &

Gary Cox, GSM ¢ KSNE-FM ¢ Las Vegas, NV

The perception of the NAB spring convention has always been that of a technical gathering even
though the past couple of years, more sales and management seminars have been included. I'd like to see
this trend expand with more Radio specific seminars and roundtable discussion on the issues we in Radio
facc on a daily basis. More “how to's” on new business, vendor and co-op selling, how to get away from
CPP selling. How about more discussions on the traits of successtul duopolies, triopolies and beyond.
W hat better place to address these issues than at an international gathering.

As you might expect, | believe the tocation to be perfect. Las Vegas is like no other city in America
... bright lights, entertainment, great weather and more than enough hotel rooms ... by the 1996 convention another 8,000
rooms will be available. And of course, those of us lucky enough to live here won't have to leave home to enjoy it. &

Don Peterson, GM ¢ KHMX-FM e Houston, TX

The spring NAB convention in Las Vegas should remain in Las Vegas forever. With its tlashy lights
star-studded strip and close proximity to L.A., itis the perfect city for the television and cable industry.
As a Radio broadcaster attending the Vegas show, you have a distinct feeling of being a fish out of water.
At least 90 percent or more of the exhibit floor is television related. As can be expected, the television
vendors don't even like to see a color-coded Radio name tag; they know they can't sell those $250,000
television cameras to us. The main reason the NAB started the fall convention was to separate the Radio
and television industries. And now we are again back to a combined show in the fall. Last fall in LA |
once again felt like a second-class citizen. Please ... a Radio only show. No TV, no cable, no TV news directors. With record
revenue growth in our industry and an exciting future we deserve our own convention without the gloomy faces of the television
broadcasters whining about cable, and the cable industry complaining about the phone company taking over. &

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

The Lund Consultants . . .
The Experts in Radio Programming
Format design, music, promotions, marketing, talent development
customized for your station’s needs . . .
Call John Lund today!
——

The Lund Consultants
to Broadcast Management, Inc.

415-692-7777

ADULT CONTEMPORARY ¢ CNUNTRY e TOP 40 » ROCK ¢ CLASSIC ROCK e« OLDIES ¢ NEWS-TALK
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Special Pre-Publishing Book Offer From Bob Doll,
Founder of The Small Market Radio Newsletter

“SPARKY OUT OF THE

PLOWED GROUN)

The History of America’s Small-Town Radio Stations

From the '20s to present-day radio, Bob Doll has captured the priceless stories and lost history of
radio’s small-town broadcasters and their impact on radio history. This 300-page book will entertain and educate.
It you have lived as a part of radio history, you'll want this book on your shelf!

o Buy now and take advantage of the pre-publication offer ...
Limt we'll knock 10 bucks off the $39.95 price!

YOUR PRICE only $29.95 (issen)
Other New Books Available ...

=2 KEYGREE\WOOD'S
=1L HIGH PERFORMANCE
f S SHLUNG”

Broadcasters have been begging Mas-
ter Trainer Greenwood to write a book
for years. Now it's become a reality.
I you're selling radio, NO ONE knows
it better than Ken Greenwood.

Time Offer!!

RADIO INK'S

3 "RADIO STATION
"%¢ OPERATIONS MANUAL"

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

Volume 1: Management & Sales Management
Volume 2: Programming & Promotion

Volume 3: Soles & Marketing
$39.95
o $89.95
iCPDfSF- 1-800-226-7857  rfax orders: 1-407-655-6154
22; oo o Discount: Order two books save $15.00 ¢ Order all four save $75.00!
West(;::(r: B:::l: FL";; It - YES, send me Bab Doll's new book at $29.95 = YES, send me Ken Greenwood's new book at $39.95

1 YES, send me the Radio Ink three-book series ot $89.95 1 YES, send me the Blast From The Past book for $75.00
Add $5.50 S&H per book ordered. Florida residents cdd 6% scfes tox.

Sub Total _ S&H S ~ Totdl$S
Hame i
Title - - Company B
Address B
Gty Stae N p -
Business Phone I

Payment Enclosed 11 Charge ly (cirdle one): S Ti RS
Exp. Date Signature

Card #




MARKETING

Reinhard's Revelation
Radio is 2 1/2x More Loyal Than TV

by Bill Burton

eith Reinhardis notonly aclassy

gentleman, but a giant in the

advertising industry. He is chair-
man/CEO ot DDB Needham World-
wide, titth largest agency in the nation
and sixth largest in the world. He was
also the presenter of this year's $100,000
tirst prize Mercury Award.

Keith Loves Radio

Keith did the tollowing tor the De-
troit Radio Advertising Group’s “Cre-
ative Get Me Radio Presentation”; only
wish you could hear the audio version
because the passion in his voice makes
the tollowing tar more vivid. Keith says:

“We love Radio at our agency. In
fact, we arc one of the heaviest users of
Radio among U.S. advertising agencices
and we use it just as extensively in our
major overseas markets. We like Radio
for all ot its well-known targeting and
frequency characteristics, but also for a
couple ot other reasons.

“First ot all, loyalty. Even though
the listener/viewer has about the same
number of
choices on
Radio as
television,
Radio
teners are
roughly
two-and-a-
halt times
more loyal
This

alty charac-

lis-

loy-

teristic is

Keith Reinhard

important,
not only
because we have a bett=r chance of

reaching the same listener again and
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again, but also because our studies
show thataudiences loyal to a particu-
lar media vehicle are much more re-
ceptive to advertising messages car-
ried by that vehicle.

‘Secondly, as a creative man, | like
the tact that we can paint more accurate
pictures on Radio instead of asking view-
ers to identity with a ‘typical family at a
typical table’ as portrayed in a television
commercial. For example, we can call up
the precise images of a million different
families, at a million ditferent tables by
saying in a Radio commercial, Tonight
as your family sits down todinner,"and so
on. At that moment, cach listener pic-
tures his or her own tamily, whatever its
makeup may be at his or her own dinner
table, just as you are picturing your fam-
ily at your dinner table right now.

“The power of Radio is enormous and
we will continue to endorse its special
strengths to all our clients and prospects.”

The Loyalty Factor

Whenyoulisten to what Keith has to
say, it's obvious he understands that mar-
keting etfectiveness depends on reaching
the same listener again and again. Unfor-
tunately, most Radio planners/buyers are
still too willing to sacrifice frequency in
order to build reach
deeper and deeper into this era of niche

... but as we move

marketing, the battles will be won by
those who target more narrowly, tailor
their messages, and achieve repeat im-
precsions and multiple contacts.

Perhaps some of you can develop a
tormula utilizing Reinhard's 2 1/2 times
loyalty factor to make a more realistic
cost-per-point evaluation. The research
on the loyalty tactor was done by DDB
Needham.

QUICKREAD™

DDB Needham Chairman/CEQ Keith
Reinhard says ...

o “We like Radio for all of its well-
known targeting and frequency char-
acteristics, but also for a couple of
other reasons. First of all, loyalty.

e “Even though the listener/viewer has
about the same number of choices on
Radio as televisicn, Radio listeners
are roughly two-and-a-half times
more loyal.

e “This loyalty characteristic is im-
portant, not only because we have
a better chance of reaching the
same listener again and again, but
also because our studies show that
audiences loyal to a particular me-
dia vehicle are much more recep-
tive to advertising messages car-
ried by that vehicle.”

introducing
Reinhard's loyalty tactor opens the door
and gets past just the numbers, allowing

It nothing else,

you to review the definable ditterence of
your stations' personalities, success sto-
ries, results, etc.

In my opinion, Radio is enormously
underrated so hopetully the loyalty fac-
tor can expand the numbers.

My primary purpose of sharing
Keith's good words with youis to expand
your creative thinking on how we can
better position the great mobile medium
— Radio.

Selt creatively and sell with passion:
“You take the passion out of buying and
selling, there isn't much left.” =]
Bill Burton is president/COQ of the Delroil
Radio Advertising Greup. He may be reached at
810-643-7455
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Representing
only the best
in broadcasting.

Call today to find out
how these companies can
assist you in running a | Exe_c-tive Bioadcast Services
successful radio station. w0 207 i, “
Altow EBS to hélp you ggnerate revenue, mcrease productmty,
J#*3nd build llstenershlp oy g fasas sy
© (800) 429-4640-- i gl 55 soet
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SALES COMMENTARY

by Philip J.
LeNoble, Ph.D.

s we enter the 21st century, the

intluences and responses to train-

ing of mass communication pro-
tessionals in media marketing and adver-
tising posc an interesting question:
Should television and Radio reps he-
come certified and licensed?

Some Background

The nonmediassales industry already
has, through the Sales and Marketing
Executives International, a designation
of the Certitied Sales Executive (CSE)
and the Certified Protessional Salesper-
son (SCPS). These designations are at-
tained through rigorous study, a salcs
competency examination, a code of con-
duct, a hardy fece and re-certitication
through continuous updating. The re-
sult? A group of sales protessionals who
have met certain standards and agrec to
conduct their job ethically.

Sales certification and, even more-so,
licensure, manitests a culure of quality
relationship marketing, strategic alliances
between buyer and scller, an opportunity
tor partnering and a future of trust-based
selling. In every state in the union, insur-
ance, sccurities, and real estate salespeople
have to be certitied, licensed and regis-
tered; even those who sell cars have to be
licensed. They all must pass competency
examinations, prove they are knowledge-
able in their ticld and must be under con-
stant scrutiny and constantly exercise due
diligence. In addition, the states that issue
such licenses enjoy mihions ol dollars in
revenue as a result. Why do the real estate
insuranceand securitiesindustry’s salespeople
have to be certitied and licensed? Because
they deal withsomuch ol the publicsmoney,
and place their clients at risk.

Soare professionat media salespeople
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Licensed to Sell

it’s Time

any ditterent? Don't they place the client
at risk when they sell them a thousands-
of-dollars-or-more schedule? Doesn't the
AE without any previous knowledge of
how media works or very little training
other than "how to sell” or negotiate place
the local-direct client at risk> Many of the
Radio industry's salespeople are poorly
trained. You wonder it managers know
how to train or even want to train. Don't
most of these managers spend their time
at the agency level conducting transac-
tional business, lcarning little or nothing
about local-direct business activitics? H
they have never been formally trained,
how can we expect theirsalespeople to be
trained? And how many stations actually
have “training” in the budget? What con-
tinuous training do we, as an industry
provide the career protessional? Certainly
nothing as formal or rigorous as that pro-
vided securities, real estate and insurance
professionals. So who protects the media
client? And when the media client's cam-
paign fails, who do they blame?

Call to Action

Clients want to deal with somcone
they can trust, someone who knows and
cares about their business; not one who
has just dropped in to shove another two-
week schedule down their throat just to
make this month's budget. The concerns
we, as an industry, have — product knowl-
edge, ethics, customer service and basic
selling skills — are beginning to manitest
the move toward certitication and
licensure. The RAD nia. taken a first step
with its Certitied Radio Marketing Con-
sultant (CRMC) designation among othi-
ers, for which Fhave great respect. But this
only scratches the surtace. There must be
more to it than passing a test. As an

industry we owe it to our employees and
to the public we serve, 10 provide protes-
sional standards which will show that
broadcast sales should be respected and
that broadcast salespcople are a reliable
and ethical group with whom to conduct
business. As such, certitication and
licensure are manifest.

Clients tell us one of their biggest
problems with most stations is turnover.
Oftertimes a client will get three reps in
one year from the same station. There-
fore, it is time to certity and license
mediasalesrepresentatives based on their
proving they are committed to sales for
the long term. They must demonstrate
their sales proficiency, excellence and
commitment through more formalized
cducation, sales experience and continu-
ing education.

Broadcast protessionals should be
required to take continuous courses that
will strengthen theircommunication skills
and actual selling techniques as well as
teach them retailing, merchandise man-
agement, the finance of retail account-
ing, strategic marketing, competitive
positioning, the principles and practices
ot advertising and sales promotions and
psycholinguistics (how language attects
behavior) as well as interpersonal and
organizational communication.

The harder these standards, the more
broadcast salespeople will get from their
prospects and clients. As one client said:
"There are so many sleazebags in Radio
today, and they all come in with the same
pitch and package. It would be great o
know who the moral people are.” Cerufi-
cation and licensure will help local-direct
clients and prospects identity the “moral”
people. Doesn't it make sense to mobilize
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~ You'll See
Your Billing Increase

from the very first month.

“The selling tool of the "90s”
Strategic Broadcast Selling

15 session VIDEQ series

¢ Get your newly hired salespecple selling
professionally and making more sales in just
one week.

¢ Improve the productivity of your “pros.”
¢ Having the course permanently allows for

v space repetition learning for dramatic results.
Pam Lontos is a top Broadcest sales trainer. Former VP
of Shamrodk, she raised sales 500% in one year. v Cutdown your turnover.

\ Mls whut you ge"! t “Pam'’s video is best for teaching new and veteran salespeople how to really sell Radio.”
| ‘

L‘ —Catherine Moreau, KGMX/KH]], Lancaster, CA
Hli

Manager’s manual _ _
f I ti -d “Strategic Broadcast Selling takes Pam'’s experiences from the past and brings
15 sales mee Ings on vidaeo them into 1990 selling.”

Sales tests far each of the —Terrell L. Methany, Jr, KMVI, Wailukku, HI
15 sessions

Sessions on Sales Circle,
Questlo.nmg, .Benef.lt S.enl.ng’ “IPam is better than ever. The information presented resulted in tens of thousands
Hypnom Sellmg, Ehmatlng of dollars for our station. Pam is the best.’

Objections, Trial Closes, ' —Rick Jackle, WRMN/WJKL, Elgin, IL

Motivation “It’s the real world of Radio selling and it works!”
Extensive role-playing to -Allen Lumeyer, KGRT, Las Cruces, NM

show Y‘O‘I.!.l' salespeople how ' “Pam is phenomenal! Watch her tapes and [ know I'll see you at the top.”
the techniques work -Zig Ziglar

Buy Now and SAVE! » CALL (407) 299-6128

Your salespeople will sell more. | guarantee it!

“Pam’s video iape series will pay for itself in the first week.”
-Jim Livengood, KBUR, Burlington, 1A

Lontos Sales & Motivation, Inc. ¢ PO. Box 617553 ® Orlando, FL 37861 ¢ (407) 299-5128
Our new East Coast oftice
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roewm  What value do you see in having

your station on the Internet?

Steve Blatter » WRGX-FM * Westchester County, NY

The Internet is becoming an increasingly valuable tool. Its most important benefits tor our station are:
1) Communication method. E-mail provides us with a simple and fast way to communicate with our
audience. Each day we receive more e-mail messages than faxes or hand-mailed letters. 2) Promotional
opportunity. We use the World Wide Web to provide net surfers with an on-line magazine. The “X- 107
Cyber Beach™" is updated daily and includes music news, area concert information, station info and
more. 3) Image enhancement. The Internet is perceived as “cool” by our target audience. The typical e-

mail messages we receive mention how neat people think it is that X-107 personally responds to their
e-mail messages and that we have our own Web page. 4) Advertising potential. We're currently developing a plan to sell
advertising space on the "X-107 Cyber Beach. ™" Advertisers who already have their own Web page can utilize X-107's Web page
to easily attract potential customers to their page. www.x107.com &

Tony Thomas ¢ KMPS-AM/FM e Seattle, WA

We use our presence on the World Wide Web to market and maintain our position as an industry
technological leader, and to experiment with our listeners as to what they would like from us. We bundle
the Internetinto our integrated marketing program, using our Web site to: sign up members for our KMPS
Loyal Listener Club, get e-mail, provide information about KMPS staff and events, reproduce a lot of
information from our monthly KMPS magazine and yes, tie in some advertisers on-line. With our parent
company, EZ Communications, we are expanding our Internet activities by becoming a local Internet

service provider and looking at how we can utilize technologies like RBDS in conjunction with computers
to create potential new revenue streams. It's been said the Internet is a “solution looking for a problem.” One limitation, Radio has
the reach of the transmitter. Can local Radio stations like KMPS use the Internet to extend into new markets that defy conventional
geographic boundaries? The search has begun and the answer is evolving at a rapid pace. http://www.fine.com’KMPS/ &

Nancy Zintak « WGST-AM/FM e Atlanta, GA

The day they came for my IBM Selectric was the day | realized | would have to give in and ask. “What
in the world is a World Wide Web?" As | lay weeping with nothing but a typewriter ribbon to hold onto,
the value of the Internet was explained to me and, | was sold. Imagine being able to change your billboard
in minutes and at no cost? Imagine being able to communicate with hundreds of new listeners at their
convenience? Imagine your SM's face when you tell him his client's message will be read by hundreds of
consumers? We recently went on-line on a local computer bulletin board, and in just three months we
logged over 10,000 “hits" (phone calls). Our Web page debuts by August. We run contests on our local area
network, and we offer coupons as added value to our clients. Our talk show hosts “talk” to people on the Internet — even our
producers spar with listeners. We have a listener complaint forum, a “graffiti wall” and trivia contests. We tell our “surfers” how their

congressman voted, the score of the game and the lottery numbers. htte,//www southeast.org/wgst &

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

All work is done in-house. We operate from our 14,000
NS = /Tl A lcs 808 I A P~g square foot facility in San Diego with the latest state of the art
DIRECTIONS IN RADIO Ci3 Cati™ Interactive Computer Interviewing System. DIR
Interviewers follow the sun, starting in the Eastern time zone

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

» Quality Research/Affordable Cost
» Strategic/Perceptual Market Studies
» Auditorium Music Tests

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

» Format Search 800-676-5883

Call Out Music Research ol

Circle Reader Service #120
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Need help with give-aways for your

Outdoor concerts? Live remotes?
Contests?

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

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

To make sure your summer events have
a lasting impression-
all you have to do is call!

We'll do it for you!

800-232-2711

W

MOTIVATIONAL
INCENTIVES

GROUP.




PROGRAMMING FOR MANAGEMENT"

by Dave Anthony

ou're a general manager. You're
an owner. You know revenue
P&l

statements, power ratios and the cost of

streams, collection rates
thelaststation party but you have noclue
as o how the music gets scheduled, right?
No problem. All you really need to know
arc a few key points (unless you have a
driving desire to sweep those quarter
hours yourselt).

Regardless ot which music sottware
packageyouuse, there are several impor-
tant things that can be accomplished
when your program or music directorssits
in front of that colortul screen. Here's a
quick list.

Rotating Right

1) You want the music to rotate right.
This is one of the most basic rules, yet at
many stations the same songs come up at
the same time day atter day. This controd
must be defined (by you) inyour sottware.
It youdon'tswitchit ON, it won't prevent
this nasty repetition from occurring.

2) Good daypartcoverage. Wouldn't
it be swell it a song would automatically
air in several ditferent dayparts betore it
ever repeated in the first one? Good
music schedulers do this casily.

3) Distance between plays of the
same song. lt would be nice to know
that some controls were available o
keep the same song from repeating
within a certain amount of time. This i<
easily done by detining whatyour mini-
mum amount of separation should be
tor any and all categories.

1) Preventing songs trom playing in
specitic dayparts. Another easy one. Do
you want to keep Van H len's current
song wut of morning drive? Tell the com-
puter and you'll never wake up to it.

INK 238

Its in the Program
The ABCs of Music Software

5) Preventing songs trom being sched-
uled back-to-back from the same CD. It
you play music trom CDs, it might be a
good idea to check your software first to
make surc it's not scheduling two songs in
a row from the same CD. Unless your
operatorand equipment are lightning fast
(orunless youdon't mind a tew seconds of
dead air), activate this nifty feature.

Out of Ruts

6) Staying out of musical ruts. Don't
you just hate it when five slow songs air
conscecutively ... and you're trying to be a
Hot AC: Create ditterent codes tor spe-
citic types of songs. "R" could stand tfor
“rocker” and be applied to all songs that
have a rock edge. Likewise, “NM” might
stand for "modern” (or "Motown” it you're
in a '60s groove) and permit only the
quantity of those types of wnes you've
coded from appearing in any hour. Don't
torget codes tor wimpy songs, live record-
ings, remakes, reggae, instrumentals, pol-
kas, or whatever you're concerned about.

7)Keeping Phil Collinsincheck. Phil’s
a talented guy but let's not get overrun. By
defining how many hours and minutes you
wantbetween playsothissongs, youquickly
eliminate accidental Phil invasions (or any
other artist invasions).

8) Artist separation, part two. But
wait, how can you keep ol' Phil trom
playing too close to a Genesis song? (Or
Steve Perry oo close to a lourney song?
etc.) A computer knows what songs Phil
is on, when it sees that “Phil Collins” has
been typed in as the artist. (Misspell it,
by the way, and the computer will treat it
asaditferentartist!) Better sottware pack-
ages allow you to identity Genesis as
another form of Phil and it'll keep those
songs distanced.

QUICKREAD™

¢ Regardless of which music software pack-
age you use, there are several important
things that can be accomplished when
your program or music director sits in front
of that colorful screen.

* You can program distance between plays of
the same song, for any and all categories.

* You can prevent songs from being sched-
uled back-to-back from the same CD.

* You can keep Phil Collins (or any other
artist) in check by defining how many
hours and minutes you want between
plays of his songs.

* Tempo. What ratio between fast and slow
songs do you want to maintain? This is
“customizable.” Set it and forget it. Same
thing can be accomplished for moods,
styles, musical eras and a lot more.

9) Tempo. What ratio between tast
and slow songs do you want to main-
tain? This is "customizable.” Set it and
torget it. Same thing can be accom-
plished for moods, styles, musical eras
and a lot more.

10) Artist information. Want your
air personalities to sound more passion-
ate about the music? You have a choice:
endlessly buy and replace dog-eared
music trivia books, or enter fascinating
tactoids and tidbits into the music sott-
ware itself and ... voila ... it'll print it out
next to the appropriate songs on the
music log. Really, the best solution to
music scheduling problems is hiring a
progrant or music director who krows
computer software well (or training the
people you now have). =]
Dave Anthony is director of FM programming
Jor Prism Radio Partners in Jacksonville, FL. He
may be reached at 001-693-5235
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PUT THIS ON YOUR
LISTENER'S DIAL.

When you provide your listeners with Metro Networks news, sports,
weather, traffic and information, you create a high-interest, high-
impact environment that keeps them locked in and less likely to
wander the dial.

This translates into TSL -- something your advertisers appreciate.

What's more, Metro Networks information is
available at litle or no hard cost to your
company. This way, you can hold

listeners, and hold costs down.

_|I r

If you want to unlock a
wealth of information and
opportunity, just dial up
this combination:

713.621.2800.

METRO NETWORKS
NEWS  SPORTS © WEATHER o TRAFFIC
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NEW BUSINESS DEVELOPMENT

by Bob Keith

e-engineering is more than just

the latest fad of management gu-

rus. It is the process of creating
profitable change to your organization.
The key word here is change. The mar-
ket for Radio has changed. Myriad pres
sures — commoditization, competition
duopoly, and changing revenue streams
— have combined to make re-engineer-
ing an idea whose time has come for
Radio sales.

More Than Spots

Re-engineecring your sales depart-
ment begins with the question, “If it
(sales department) didn't exist, how would
| go about creating it?” No doubt you
would create a departmentthatismore in
tune with today's changing revenue
strcams and more responsive to the needs
of your clients. Change without direc-
tion is pointless. Like the old saying, “if
you don't know where you're going, any
road will get you there,” you must have a
clear sense of direction and purpose.
Your directive should read, "to be a mar-
ket leader in marketing and communica-
tions services” — not just sell spots.

The reason so many stations sell out
without making budgets can be tied to
the fact that many sales managers define
their business as selling spots instead of
marketing services. Sales managers who
arc focused on spots instead of markets
andservices tend tounderperform against
potential market revenues. Recently ona
plane, | sat next to a marketing executive
of Southwest Airlines. He told me a
story about an agency who had pitched
them to be part of a major campaign
involving a car company. The airline
declinedeven thoughit would have given
them substantial amounts of free expo-
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sure. The reason? Southwest defines
themselvesas being in the transportation
business, not just the airline business.
Therefore, cars are competitors.

Radio stations should compete, not
with other media, but with other adver-
tising and promotion agencies. The goal
is to perform well enough to compete in
the protitable worlds of point of pur-
chase, print, promotion, event market-
ing, ctc. The goal is to control these
expenditures from the start. It's ditticult
to sell these types of programs with the
same resources used to sell spots. It's like
trying to win the pole vault at the Olym-
pics using a bamboo pole. It won't work.
Hence the need for re-engineering.

10 Ways

Here are 10 simple ways to begin the
process of re-engineering your sales de-
partment from a top-line and a bottom-
line perspective. These are no more than
idea starters for you to use in examining
the ways, both big and small, that you run
your sales department for profitability.

1) Recruit a salesperson from the
packaged foods industry to lead your
eftorts in selling vendor programs.

2) Plan with programming to create
and execute events that would result in
nonspot revenue.

3) Pay salespeople commission based
on the profitability of each sale. Reduce
turnover by structuring compensation to
tenure at station.

4) Reduce or climinate the amount
of nonsales activities pertormed by sales-
people by hiring sales interns.

5) Use expense accounts to pay for
cellular phone service and pagers instead
of lunches and golt outings.

6) Create sales incentive programs

Re-engineering Your Sales Department
Let Me Show You 10 Ways

QUICKREAD™

* Myriad pressures — commoditization, com-
petition, duopoly, and changing revenue
streams — have combined to make re-
engineering an idea whose time has come
for Radio sales.

* Re-engineering your sales department
begins with the question, “If it (sales
department) didn’t exist, how would | go
about creating it?”

* The reason so many stations sell out
without making budgets can be tied to the
fact that many sales managers define their
business as selling spots instead of mar-
keting services.

¢ Radio stations should compete, not with
other media, but with other advertising
and promotion agencies.

with laptops, cellular phones, or other
tools of business as prizes instead of trips
to tropical islands.

7) Restructure account lists. Sales-
people should have tewer accounts, but
more contacts.

8) Re-invest revenues in training so
your staft can sell solutions to sales and
marketing problems, not just spots.

9) Hire a copywriter to write copy.
Build the cost into spot rates.

10) Change the titles of your sales-
people from account executives to busi-
ness development specialists.

Change is always uncomfortable at
first. However, we look back on change
and call it progress. Now might be a good
time to make real and quantifiable im-
provements to your sales department. &3
Bob Keith is president of Keith Vendor Concepts,
a sales and marketing firm specializing in new
business development. He may be reached at
415-922-7275.
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PROMOTION

by John Fellows

ay the word “numbers” to Radio

people and we automatically think

ratings. But the numbers power
wc'll talk about here is not statistics but
rather the power ot collaboration with
your industry pecrs
competitors.

- yes, ¢ven your

Imagine for a mament the impact a
local advertiser could achieve if they ran
a solid ad schedule in every media outlet
in your market— Radio, TV, newspaper,
magazine, direct mail, interactive, etc. In
short orcer they would be the busiest
most talked about advertiser around.

By joining with your marketing and
advertising industry peers to promote an
event you can achieve the same result.

How can you produce this event in
your market and, perhaps more impor-
tant, why should you?

The answerto why is three-fold. For
attendees it's an excellent opportunity to
gain expertise and perspective from out-
of-marketexperts, and one-stop window-
shopping tora wide range of local media.
For exhibitors it's an opportunity to earn
more business, to put their best foot

torward, making contact with otherwise
untouchable prospects and soliditying
ties with existing clients. For the media
and marketing community at large it's a
rare high-profile opportunity to "give
something back” — to deliver a valuahle
service to marketing decision makers

Pulling It Off

Here's a tew pointers tor pulling it
off:

1. Remember, thisisabig event with
a ton of details. You mav want to con-
tract with an c¢vent manager to do it
right. Even a dedicated committee will
be tested to the Imit.

2. Tie in your Chambcr of Com-
merce and Ad Club as sponsors/endors-
ers. Give them a picce of the proceeds in
exchange tor promotion and valunteer
support.

3. Solicit corporate sponsors. Good
choices are nonmedia businesses that
provide products or services to growing
businesses, e.g. insurance banking, per-
sonnel, computers, ottice machines, even
business attire.

There is Power in Numbers
... And | Don’t Mean Ratings

QUICKREAD™

* By joining with your marketing and adver-
tising industry peers to promote an event,
you can achieve the most talked about,
best attended business-to-business trade
show in your state.

e For attendees it’s an excellent opportunity
to gain expertise and perspective from out-
of-market experts, and one-stop window-
shopping for a wide range of local media.

* For exhibitors it’s an oppoertunity to earn
more business, to put their best foot
forward, making contact with otherwise

untouchable prospects and solidifying ties
with existing clients.

* For the media and marketing community at
large it’s a rare high-profile opportunity to
“give something back.”

1.Setaside a portion of the proceeds
for a cause, e.g. college communication
scholarships.

5. Promote like crazy. Every media
exhibitor should contribute. Design ads
foreveryone to run that can be identified
by cach medium with their name and
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Every Station’s
Favorite :60

Start to finish, this sturdy, steel-
frame, fabric top shelter takes
less than :60 to set up. No ropes.
No tools. Nothing to assemble.

all fold compact for E-Z trans-
port. Stations all across the
nation choose E-Z UP for...

E-Z UP Instant Shelters

8 X8,10 X10, 10X 15, 10’ X 20’

CORPORATE & MANUFACTURING HEADQUARTERS: International E-Z UP, Inc.

\(1

ORIGM\"
(800) 45-SHADE

REMOTES, SPECIAL EVENTS, HOSPITALITY BOOTHS CALLLETTER PROMOTION

1601 lowa Avenue. Riverside. California 92507

We Do Custom Graphics
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ENGINEERING FOR MANAGEMENT"

by Roy Pressman

nother hot buzzword tor the '90s

istheInternet ... youhear people

tatking aboutitall the time: "t was
surfing thenetlastnight..." TheInternet
is rapidly becoming a viable communica-
tion system just like telephones, newspa-
pers, Radioand TV. Sowhy is the Internet
important to you? Producing a magazine
or a newsletter for your listeners is a
powerful way o reinforce your station's
call letters and image. Untortunately
producing these magazines and newslet-
ters is usually time-consuming and ex-
pensive. The Internet takes the listener
magazine concept a giant step turther,
giving you the ability o relate to your
listeners in a new and unique way

What is the Internet?

The Internetis a system of intercon-
nected computer networks that links
millions of computers together world-
wide. In plain language, it's just a bunch
of computers all hooked together that
can casily share an incredible amount ot
information. The Internet is growing at
an amazing rate, with hundreds of thou-

Surf's Up

It’s Time to Board the Net

sands ot users added every month; many
of them are your listeners.

I's extremely easy to get access to
the Internet There are many different
access providers all over the country. In
addition, Prodigy, Compuserve and
America Online offer Internet access.
Internet providers oHer access for ap-
proximately $25 per month, typically
unlimited. Prodigy, America Online and
Compuserve have their own package
deals tor accessing the net.

Accessing the Net

The recommended computer con-
figuration is a 486 computer, 8 mb of
memory, Windows™ software, a sound
card and a 28.8 k modem (some provid-
ers only have 144 k access at this time).
Modems have come way down in price
over the last year, but don't skimp; send-
ing graphic/pictures over the net can
take time, so the faster the modem, the
better. You'll also need Internet access
software, which will be furnished by your
Internet provider.

The bhest way to find out what the

QUICKREAD™

¢ The Internet is growing at an amazing rate,
with hundreds of thousands of users added
every month; many of them are your
listeners.

¢ The most exciting thing about the Internet
is the ability to create your own interactive
“listener magazine,” commonly called a
home page.

® You can incorporate things like e-mail,
station playlists/weekly program listings
and pictures of air personalities onto your
home page.

e Up and coming is the Internet telephone
which will allow listeners to talk directly to
your on-air personalties.

Internetcando foryourstationis to geton
it. There are hundreds of stations alrcady
on the netand they're doing some incred-
ible things. Surt's up, check it out.

Getting Your “Home Page”
The most exciting thing about the
Internet is the ability to create your own

33

Cellcast,

REMO T BEnoanDcasT STUDIO

THE CELLULAR DIFFERENCE

s Easy to Use
s Reliable

s Cost Efficient
s Portable
sFlexible

s Excellent Sound Quality

ogy and convenience.

more information.

CELLULAR TRANSCEIVER, FREQUENCY EXTENDER
AND MIXER — ALL IN ONE!

Powered by rechargeable batteries or AC power or 12v DC adapter (cigarette
lighter adapter) for your car — utilizes cellular technology or land lines.

On-the-spot broadcasting need not be expensive, frustrating, complicated, or
just for the regular broadcast crew anymore.
sportscasting, advertising remote broadcasts, traffic reporting, etc., Cellcast
provides a proven way for an experienced account executive to drive air-time
sales and increase station revenue through Cellcast’s combined use of technol-

Let Cellcast make “The Cellular Nifference” in your station  Call us today for

1-800-852-1333

In addition to its usage for
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SALES COMMENTARY
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this effort> | believe now is the time. For
anyone who's interested in supporting
licensure, please send a note to Executive
Decision Svstems at 6421 West Weaver
Drive, Littleton, COY, 80123-3815. &
Dr. Philip I LeNoble is chairman of Exccutive
Decision Systems Inc., a focal-dircct sales training
company in Littleton, CO, and publisher of Retail
In$ights. He may be reached at 303-705-0090

PROMOTION
43

booth number. Use vourimagination for
ways to spread the word — invoice
stutfers, mecting table tents, sales rep
handouts, etc.

6. Get out-of-market workshop
speakers. This avoids conflict of interest
and adds credibility .. if they're carrying
a suitcase, they must be an expert (treat
them as royalty and they'll be delighted.
c.g. limo trom airport, meals, accommo-
dations, welcome gift pack).

7. Makeitinformative, entertaining,
and fun, ¢.g. totc bag with show direc-
tory and paid-for-insertion goodics/tly -
ers for attendees; roaming entertamers
— magicians, comics; boutonnieres and
printed name tags for exhibitors.

8. Register all attendees. Compile a
computer database. Distribute promptly
to all exhibitors for fast follow-up on
prospects.

9. Include exhibiting tips and ar-
ticles in your pre -show exhibitor packet.
c.g. Exhibit Markding Magazine.

And there's a lot more that could be
on this tip list.

Whai's in it tor you? With all media
exhibitors contributing equal amounts of
promotional inventory you create atten-
dance greater than any one of vou could
on your own, =
Jobn Fellows, “Mr. Radio," is president of Gi-
raffe Marketing, . offermg sales training and
advertiser works”o_hs _{or groups and associa-
tions. He may be reached at 800-5%7-5756.
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interactive "lisiener magazine,
monly called ahome page. Because there’

com-
no printing invalved and changes can be

made daily, there's no limit to what you
can do. If you can dream it up, it can
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prebably be included inyour home page.
The best way to get your home page
started on the net is to contact a local
Internet provider. There are many com-
panics that will be very anxious to set up
and maintain your home page, but there
can be major difterences in the level and
quality of the service provided.

Think ol the company that creates
your home page as your advertising
agency. The home page should come out
and grab your listeners, and protect the
image of your station. It’s extremely im
portant that you make a positive impres
sion with your listeners, so keep your
home page fresh. Some Internet provid-
ers might be willing to do a trade deal to
get your home page on the net.

Home Page Ideas

Here are a few things vou mayv want
to incorporate into vour station’s home
page:
1. E-mail — Listeners can send messages
10 on-air personalities and/or staff and
management.
2. Station playlists/weekly program list-
ings.
3. Station into — phone numbers
4. Pictures ot air personalities.

5. Current and upcoming promotions
6. Listeners can hear your station, in real
time via the Internet
7. Station history
8. Contest rules and information
9. Station merchandise tor sale
10. Order concert tickets
11. Weatherinfo— nationatsatellite maps.
12. Pages can be sponsored — added
value for sponsors.
13. Listener surveys.
14. Surveys for sponsors.
15. Links to other arcas of interest on the
Internet
16. Links to recording artists on the sta-
tion.
17. Links to record companices
18. Sample music from artists
Up and coming is the Internet tele-
phone which will allow listeners to talk
dircctly to your on-air personaltics.
Having a presence on the Internet is
a new and exciting way to relate to your
listeners. Now is the time to check it out
tor vourself. You can pick up books on
the Internet at your local bookstore. A
little knowledge will go a tong way. &3
Roy Pressman is director of engiueering for
WLVE/WINZIWZTA in Miami. He may be

reached at 305-654-940.4.

KEN STAYS ON TOP OF COUNTRY.

Ken Moultrie is a top-drawer radio strategist and promotion specialist. He's guided
Country stations to the top. Broadcast Programming has found a way to get Xen's
expertise into your music every day, without taking away your programming and
promotion options. We stay on top of the music. You stay on top of your market.

THE PROGRAMMER-CONSULTANTS
OF BROADCAST PROGRAMMING.

KEN MOULTRIE

BP Programmer/Consultant
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It’s humorous. It gets the client name right up front. it mentions specific procucts, it
creates a familiar situation, and the audience can relate to it. It’s the “Teacher” spot
produced by Cliff Freeman & Partners for Staples Office Supplies, and last month it won
the $100,000 grand prize at the 1995 Radio-Mereury Awards in New York.

Actually, the commercial did not win. The real winners were the members of a small
group of creative individuals who know what Radio is all about ... and aren’t afraid to
use it. Their names are Arthur Bijur, Jeff Watzman, John Leu, and Greg Bell and they,
along with producer Maresa Wickham, successfLlly translated a funny yet simple concept
for an office supply chain into a highly effective strategy that has boosted Staples

visibility and sales tremendously since its inception.

Arthur Bijur, executive VP/creative director at Cliff Freeman & Partners, began his
career as a copywriter at Dancer Fitzgerald Sample, where he created award-winning
campaigns for Wendy’s and Philips Lighting. In 1987 he became one of the founding
partners of Cliff Freeman & Partners, where he supervises creative for Little Caesars,
Staples and Sony. Bijur has won virtually every major advertising award, and recently
was featured as one of Adweek’s Eastern All-Stars.

Jeff Watzman, copywriter on the Staples account, began his career at BBDO in New
York as a copywriter on the Pizza Hut account. Two years later he went to Kirshenbaum
& Bond where he worked on the Pittsburgh Brewing Company and The $100,000
Pyramid accounts. Watzman has also worked on the British Knights account at Deutsch.
During his tenure at Cliff Freeman & Partners, he worked on Little Caesars, Rich Foods
and Sony Imagesoft in addition to Staples. Watzman is a native of Pittsburgh, a gradu-
ate of Boston University, and now works for Chiat Day in L.A.

John Leu, art director on the Staples account, had his first job in advertising at LCF&L
where he worked on Clairol, Windex and Bufferin. He joined Cliff Freeman & Partners in
1993, and has since worked on Little Caesars, Sony Imagesoft, Prodigy Online Service,
Sauza Tequila, Clusters cereal, Republic Air and the American Society for the Prevention
of Cruelty to Animals in addition to Staples. Leu was born in Boston and is a graduate
of Boston University’s advertising program.

Greg Bell, also art director on the Staples account, began his career at Cliff Freeman &
Partners in 1992. Bell has worked on Telecommunications Group, and like Leu, has also
worked on Little Ca‘e;sars, Sony Imagesoft, Prodigy Online Service, Sauza Tequila,
Clusters cereal, Republic Air and the American Society for the Prevention of Cruelty to
Animals in addition to Staples. Bell is a native of Dallas and a graduate of the advertis-

ing program at the University of Texas. 36 P
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INK: Probably what most people are won-
dering is ... what did you do with the
$100,000 you won?

BIJUR: We sent a good portion of it 10
Staples' favorite charity. The rest of the
moncey we then divided up between the
creative people who were responsible for
theidea, and we spent another chunk tor
a huge agency party. We thought it was
very important that everyone at the agency
feel very good about this. Nothing hap-
pens in isolation, so we threw a party.
INK: Tell us about Cliff Freeman & Part-
ners. How much of the agency’s work is
dedicated to Radio?

BIJUR: This agency hasanumberof good-
sized accounts, and we bill about $150
million a ycar. We probably produce just
as many Radio commercials as TV com-
mercials ... maybe more. Our big Radio
accountsright now are Little Caesarsand
Staples, and we're going 1o be doing
some work for Prodigy and a new client
called New West

INK: Since you’re heavily involved in both,
maybe you could give us an idea of some
of the differences between writing for
Radio and writing for television?

BIJUR: Obviously, when you write for
Radio you have to think of the medium
which means thac a lot of visual idecas
have ditliculty translating. To remedy
this, what we often will do it we've started
with a television idea is translate the TV
premise into another executional ap-
proach. This way the spot communicates
the same intormation, but in a way that
works for Radio. In genceral, Radio is a
much moreisolated experience, although
at this agency we work a lot in groups.
INK: Is that how the “Teacher” spot
originated?

BIJUR: Exactly. The "Teacher” spot was
generated by Greg, John and leff, sitting
down in a room together and brain-
storming.

BELL: We¢ were trying to get into the
head of somebody who would be making

tuv school

the decision o go out to
supphes. ‘we were tiying o ideitit

situation that people in our target audi-
ence could relate to. So we sat around
thinking about what a kid or college
student would be thinking around back-
t0-school sime. We went through that

experience of having an absolutely hell-

INK 36

ish lirst day when you re-
alize that you're in a class
that's going to be very dit-
ficult, and you've got once
ol the toughest teachers
you've ever had. We felt
this wassomething every-
once could relate to, and
maybe laugh ata little bit.
We also felt that the more
the audience fecls like
yvou're on their side, the
more they're going to like
you ... and the better the
chance they're going to
buy your products.

INK: Explain the brain-
storming process for us.
Do you start writing the
spot immediately, or do
you come back to it once
the structure is set?

BELL: We¢ usually do it
right then. With this par-
ticular spot we began by
about the
premise. Once we knew

chatting

we wanted to focus on a
kid's first day in a very dil-
ficult course with a hellish
teacher, we tlipped open
the Staples catalog and
started writing from there.
BIJUR: Very early in the
Staples campaign we de
veloped an executional
style involving a story-
tetler of some sort inter-
spersed withanannouncer
who was supposed to rep-
resent the products. For
this particular spot the
guyscameup with theidea
ofusing the teacher, which
was very simple and per-
fect tor getting across the
back-to-school idea.

INK: How much directive
did you get from the client,
or did they give you a lot of
creative leeway?

BIJUR: They had commu-
nicated to us that they
wanted certain products
and they
wanted theirnamein there.

mentioned

Bevond that, our pcople
were granted a lot of cre-
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1995 $100,000
Radio-Mercury Award Winner

“TEACHER”
Staples Office Supplies

(anncr) Staples has everything you need to go back
to school ...

(teacher) I'm Miss Coopermacher and | hope you’re
all prepared for math!

(anncr) Notebooks ...

(teacher) Advanced geometry!

(anncr) Protractor graph paper notebooks ...

(teacher) Here’s your syllabus!

(anncr) Wastebasket ...

(teacher) And your textbooks!

(anncr) 7-gallon wastebasket ...

(teacher) You’re expected to read every word!

(anncr) Highlighter ...

(teacher) There will be homework!

(anncr) Folders ...

(teacher) Lots of homework!

(anncr) Bookbag ...

(teacher) Tons of homework!

(anncr) Handtruck ...

(teacher) And there will be pop quizzes!

(anncr) Pencils ...

{teacher) Every week!

(anncr) Pencil sharpener ...

(teacher) And a final examination!

(anncr) Calculator ...

(teacher) There will be no calculators!

{anncr) Small calculator ...

{teacher) | expect your work to be neat!

(anncr) Whiteout ...

{teacher) Organized!

(anncr) Paper clips ...

(teacher) And legible!

anncr) 300 dot resolution laser printer ...

(teacher) | will not tolerate tardiness!

(anncr) Alarm clock ...

(teacher) And don’t forget!

(anncr) Post-it notes ...

(teacher) You can easily be removed from this class!

(anncr) Thank you notes!

(sfx: school bell)

(anr<+) Staples has everything you need to go back

to s hool. A guaranteed low price and over 5,000
items. Staples ... ycan, we've got that.
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ative freedom in tinding pretty ingenious
ways 1o get those mentions in there.

RADIO CREATIVE TODAY

INK: Based on your own personal and
professional experiences, what is your
honest opinion about Radio creative today?
WATZMAN: There are a lot of Radio ads
thatwill put you tosleep. It's very hard to
write great Radio and a lot of agencies
don't understand Radio. Clift Freeman is
one of the agendies that does understand
it, and they care as much about Radio as
they do about TV advertising.

LEU: As with almost anything, you'll al-
ways have your share ol mediocre work,
and a small portion that's outstanding.
Theretore, when you have a client who
gives you the chance to do something
that's going to stand out, you take the
opportunity to doit. We were tucky with
this campaign because the basic founda-
tion was there to create some great Radio
advertising. It's alot casier when you have
a big idea that you can it specitic execu-

tions into, as we did with the teacher spot.
INK: What can you do in Radio that you
can’t quite deliver in TV?

BIJUR: Technically, Radio is very fast to
produce and it's a lot less expensive. But
it has other benetits as well. You can
jump on an idea quickly it you need to.
Radio haswhatlcallavery “newsworthy
character, so you can get new product
out thercfast. Radio is good for targeting
certain audiences that are hard to reach
at other times, such as during drive time.
Staples is aware of these tactors, and
that's one of the reasons they're such
believers in Radio. They know they can
gct people on their way to work, or on
their way home.

WATZMAN: There's a certain rush you
get when you feel something come 1o-
gether in the studio. When the sound
ctlects are working you create a picture
in somcone's mind ... to rcach someone
or touch them is really tough, but when
you do it you fcel really great.

INK: What are some of the mistakes that
creative people make when they are de-
veloping a Radio campaign?

BIJUR: Therc's no casy answer to that.

Every exccutional style already has been
done. Songs have been done, comedy's
heen done, game shows have been done
..all of them to death. Everything has
been touched on, so tinding a particular
point of view — a campaign handle —
gets missed a lot.

INK: Are you saying that Radio has ex-
hausted its well of creative sources to the
point where there is nothing new?
BIUR: Pcople will keep coming up with
new stuff, new ways of executing things,
new points of view. But the vast majority
of the work thatyou'll hearin the upcom-
ing year will already have been done in
one way or another.

INK: Is there any particular style of spot
you wouldn’t want to touch?

BIJUR: We don't do much music, al-
though we did do one that won a $5,000
Mercury Award. But 1t was more of a
comedy spot, about a bunch of cowboys
bemoaning the fact that all they have 1o
cat is beet and what they really want is
some ltalian tood. H you use music you
have to work hard to make sure it's an
incredible piece of music, or at least
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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) 509-1061.

One-On-One Sports

If vou haven™ agned or,

You ain’t heard nothin’ yet.
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produce something like we did ... some-

thing that's a surprise.

NO RESPECT
INK: Do you think agencies give Radio the
respect it deserves?
BIJUR: Radio very often isn't treated with
the same respectas television atan agency
because ceverybody is always so busy.
Agencies run much leaner than they used
to, and as a result, a lot of agencies don't
feel they have the time for Radio. It takes
just as much time to create a great Radio
concept as a TV concept, although the
production is quicker.
INK: There’s also more money involved on
the TV side.
BIJUR: That's true. But a lot of agencies
don't pay as much attention to the Radio
creative. Then, when they fall short of
their objective, the client calls and says,
“Why isn’t our Radio as good as our TV
. why are we cven bothering 1o do
Radio?" Radio is a very difficult medium.
You have less to work with because you
don't have the visual aspect. And it takes
a lot of discipline. Radio is a cratt that a
lot of people just don't know
INK: How do you merge the client’s need
for a spot to be effective with your need for
it to be fulfilling creatively?
BIJUR: It's very difficult to create some-
thing as hard-selling as most clients want
and as entertaining as most clients really
need. Agencies want to do Radio that's
really good, whatever that means to each
agency. With the “Teacher” spot, the en-
tire structure of the spot turned out to be
great. We got the client's name up tront,
the products are menticned throughout
the spot, and there's great theater. That
was the beauty of this campaign.

RADIO
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WRITER’S BLOCK

INK: How do you deal with concept block?
From a writer’s perspective how do you sit
down and write good copy, sometimes in
a vacuum?

LEU: Sometimes we do sit there and look
ata blank page. But our agency is set up
so that it's always a collaborative etfort,
and the people here are very comtortable
working with cach other. Thatway, even
if you don't have much contidence in
your idea, the person you may be work-
ing with will not be afraid to tell you if
they think it's not a good idca ... or they
may take it somewhere they didn't ex-
pectitto be. That's the great thing about
working with two or three people on a
project. We approach things with the
attitude that this is fun, and it doesn't
seem so much like work when you have
the opportunity to produce something
good. It's very casy here to get the ideas
out and have an exchange, and produce
something. But if you place too many
restrictions on yourself, that's where you
can start to self-destruct.

INK: Does the average copywriter make a
mistake when he or she sits down alone to
create a piece of copy without getting an
outside opinion?

BIJUR: Based on my own experience, it
creates a tremendous amount of tension
to sit there and face the blank paper and
not come up with anything. [ts the same
thing in television. Anybody who works
in advertising or other form of writing
experiences this. You just have to force
yourself to concentrate, and usually some-
thing pops.

INK: Once you have the idea on paper and
the spot is written, what’s the most crucial
step in producing the spot?

BIJUR: Casting. It's critical. The hardest
thing is to find the right person. When
we cast the teacher in this spot, we lis-
tened to scores of people, but we just
couldn't find someone we really loved.
Finally, of course, it worked beautifully
because we found the right person.

INK: Who did the voice work?

BIJUR: The male voice was Jett. We con-
ducted an extensive voice search, but we
decided Jeft had a natural feel for it
because he was one of the writers. He
had done the voiceover work for the
carlier part of the Staples campaign, and
he has a terrific Radio voice. The female
voice was Marian Seldes, a veteran New
York actress.

INK: Technically, the “Teacher” spot was
not particularly challenging. But how im-
portant is the final production stage itself?
BIJUR: You're right ... technically this
spot was not overly complex. But we
worked with Tom Clack, who's a great
engineer. Getting a good engineer is
always important.

INK: When you put this together, did you
know you were producing a winning spot?
BELL: There's always that time when you
first do something that you think it's
great. After that comes the period of
doubt, which happens especially during
the production stage because it never
comes out quite the same way as you
imagined it. That doesn't mean it comes
out worse; sometimes it comes out bet-
ter. But until you get the idea in front of
afew people and sec how they react, you
don't really know how good it is. When
we first came up with the idea for
"Teacher” we liked it, but we didn't know
it was going to be such a hit.

INK: When did you decide to enter the
contest?

BIJUR: W knew this was a good spot from
the very beginning, as good as anything
we'd been hearing on the air. Everyone at
the agency also felt that way.

LEU: Usually when we produce some-
thing we play it for everybody at the
agency. We know we'll get honest reac-
tions from people, and we were pretty
confident that we had a good spot on
our hands.

INK: Ultimately, is it hard to sell a client on
the benefits of Radio?

BIJUR: With Staples, we have a client
who reallv knows a good script when she
hears it. Her name is Phyllis Wasserman
and she's a tough client, but when she
hears something good she gets very ex-
cited. The television campaign we do for
Staples has been very successtul, and the
reason for that is because the client un-
derstands what it takes to make some-
thing good. Then she lets us do our job.
In fact, I've never encountered a client
who doesn't believe in Radio. Staples
believesinit, Little Caesars believes in it,
most clients believe that Radio — when
done well — can be very effective.
They've all experienced the power of
Radio. After all, we've all been driving in
the carand heard a funny spot that makes
us laugh. You remember the product, it's
relevant, and you remember it. That's
what makes Radio work so well. &
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Arbitron has a number of new positions in our offices around
the country for self-starters with radio station experience. If
you know how to use Arbitron information for radio sales and
programming and are ready to travel, send your resume and

. salary requirements to a manager listed below.
o o I n g Account Executive - Sell and support the growing line of

Arbitron services to radio stations. The ideal candidate will

have three to four years radio station experience.

or Software Trainer - Show our clients how to use Arbitron PC-

based services. The ideal candidate will have two years of
I- radio station sales experience with solid communication and

Brad Bedford

Western Manager
The Arbitron Company
5670 Wilshire Boulevard, Suite 600
Los Angeles, CA 90036-5606

analytical skills. Strong PC skills a must.
Position available: Software Trainer

WhO knOW Marianne Pieper
Southeastern Manager
The Arbitron Company

[ ]
the I I Ieanln 9000 Central Parkway, Suite 300
Atlanta, GA 30328-1639
f .t Position available: Software Trainer
O CUS Ol I Ier Frank Stanitski

' Eastern Manager
Se r\/lce The Arbitron Company
' 9705 Patuxent Woods Drive
Columbia, MD 21046-1572
Position available: Account Executive

Rob Klemm

Midwestern Manager

The Arbitron Company

211 East Ontario, Suite 1400
Chicago, IL 60611-3289

Position available: Software Trainer

Dennis Seely

Southwestern Manager
The Arbitron Company

One Galleria Tower

13355 Noel Road, Suite 1120
Dallas, TX 75240-6646

Positions available: Account Executive, Software Trainer

ARBITRGIN

An equal opporiunity employer.
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Jhe network business in (Radio is booming, offering myriad choices for stations. cfoday

thete axe mote programs and soutces to choose from than in any exa since (Radio’s Zolden

ofta. Me asked the networks to Jive us an ovetview of what t/r.e#'ve got on theix menu.

© ABC RADIO
NETWORKS
ABC Radio Networks

reaches 110 million listeners each week
with over 3,400 aftiliates. Programming
highlights: 10 24-hour music tormats;
ABC News; Panl Harvey Netws & Commient;
The Tom loyner Morming Show; American
Country Cotntdown with Bob Kingsley; Rick
Dees Weekly Top 10; Dick Bartley's American
Gold; Rock & Rell's Greatest Hits; Yesterday
Live; ESPN Radio; The Fabulous Sports Babe;
Hightower Radio; Bob Brinker's Money Tatk;
and MOBY in The Morning. As a tull-
service network, ABC otters a wide va-
riety o' Country. Urban, Rock, News,
i Sports and Talk programming.
| 214-991-9200

—,_1
)
ACN

imeican Comedy
Network (ACH)

is yout show-nrep tool. ACN subscrib-
ers receive: 1) bi-monthly CD withan
average of 60) bits; 2) eight-page joke
sheet withevery CD, 3) daily Internet
prep sheet; 4+ satellite delivery of
topical bits; 5) the ACN Gold Li-
brary with more than 1500 classic
bits on CD — completely cross-in-
dexed; and 6) custom voice drops.
Ask about ACN availability via bar-
ter or cash.
203-384-9443
Qitexnet: acn.@futum.net.

.
8

7

*merican ofebwce
Networck

provides leisure events reports, cus-
tomized and localized foreach < ta
tion and market. Length and con

dftexe’s what many had to say ...

tent are specified by station and are avail
able on Switched-56, ISDN or phone. Terms
are by cash or barter. ALN also has available
a 12-hour Christmas special. It may be re-
peated fora 24-hour program. The special is
highly produced with classic Christmas
music, celebrity storiesand interviews. Avail-
able on DAT or CD by cash or barter.
201-795-120i

Bloomberg nfoxmation
Radio

is a division of an information company
called Bloomberg thathas 350 reportsin 65
news bureaus worldwide. Bloomberg In-
tormation Radio has three products: 1) a
turnkey, 24-hour information tormat, 2) a
news service providing a vast variety of
news fromr sports to business to human
interest, and 3) an hour-long, week-in-
review business show. All contracts are
based on barter.
800-448-5678 ext. 2198

CBS.
RADIO

N ETWOR K

is made up of tive independent networks:
CBS Radio Network, providing aftiliates
with more than 250 news and information
programs each week: CBS Spectrum Radio
Network, offering CBS News services and
litestyle entertainment features torstaticns
programming tor the 25- to 54-year-old
audience; CBS Radio Sports, the network
Radio rights holder ot Major League Base-
ball, the NFL, NCAA basketball, college
football and the 1998 Winter Olympics;
CBS Radio programs, providing innova-
tive talk and music programs like The Late
Late Ratic Show with Tom Snyder and Ellioi
Forrest and Live From the House of Blues; and
CBS Americas, CBS' Spanish-language Ra-
dio network, tormed in 1990,
2]2-975-3773

develops, produces and broadcasts unique
programming for children under 12 and
their parents. The company's programming
is broadcast as Radio AAHS® (pronounced
Oz) by its network of 27 Radio stations
throughout the country teaturing a 24-
hour tormat that entertains and educates
children with music, stories, currentevents,
interactive quizzes, interviews and discus-
sions. CBC has also launched the monthly
Radio AAHS® Magazine and Music Service
in partnership with Warner Music Enter-
prises, a division of Time Warner, and also
Radio AAHS® Online, located at
/ztt,o:/ /www.xadio-aahs.com.
612-338-3300

o Lo
\“‘_\ 2
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dftealth Radio
Network

provides threec hours ot live health talk
Monday through Friday. Each hour is a
new and exciting program with some of the

most talented medical professionals in the
country. Some of the topics include: gen-
eral healtn talk, alternative me Yicine icla-
tionships. women's hea'th, nutrition and
more. Alsoavailable: two-minute programs,
trom health to home and garden — 11
topics covered. 52 programs per topic
800-882-6936

452 p
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#on.es Satellite
Networks

is one of the nation's largest providers ot
24-hour music tormats. ISN's team ot broad-
cast prolessionals provides many alfiliate
services to support the launch and localiza-
tion of ISN tormats on Radio stations na-
tionwide. ISN provides programming to
more than 950 affiliate stations in 49 states,
the British Virgin Islands and Bermuda.
ISN currently olters eight Radio tormats:
U.S. Country, CD Country, Adult Hit
Radio, Soft Hits, Good Time Oldies, FM
Lite, Z Spanish and Team Sports.
800-876-3303

~METNOKS
ajor Networcks

aims to provide its aftiliates with diverse,
high quality programming including: Ma-
jor Talk — Lee Mirabal, Susan Loggins
Lett to Right, Alan Colmes, Barry Farber
and Michacl Reagan; Major Sports — John
Madden, Pat O'Brien, Bob Costas and Rick
Telander; FaX-A-TaK Morning Prep Ser-
vice — produced by leading comedy writer
Kevin Healey; and StandardNews and
ZapNews — providing up-to-date, reli-
able news.
372-755-0791

NATIONAL AT PRATEYE NETWORK
National ftltexnative
Network

specializes in short- and long-form speci-
ality programming ftor Rock and Alterna-
tive Rock commercial and noncommer-
cial stations. High energy programs with
exclusive music and interviews from top
artists. The National Alternative Network
alsc creates exciting and ettective jingle
sweeper packages and other special pro-
duction elements to creatively reach your
target audierce
672-338-2217

INK 42

Noxth fEmerican
Network Qne.

is a Radio broadcasting agency specializing
in Radio news and public aftairs program-
ming. The company provides ANRs, PSAs
guests for talk shows, and actuality hotlines
to stations and networks nationwide. NAN
has created a home on the Internet,
RadioSpace®, providing information, scripts
and audio on various topics at http:
www.RadioSpace.com/Welcome.html. For
a weekly update, call 800-NAN-2875, ext.
151. For station services, call
307-654-9810

Gne-6n-Gne Sports
Radio cNetworck

is a 24-hour sports talk Radio network,
withone of the most comprehensive week-
end sports talk shows in the industry. Sports
Saturday and Sports Sunday with Bob Berger
and Earl Forcey air Saturday and Sunday
trom 1 p.m to 7 p.m. EST. Bob and Earl
provide listeners with in-depth coverage ot
all the college and professional games in-
cluding live reports and key interviews
with players and newsmakers ot the day.
708-509-1667

Networeks

is one ot the nation's largest suppliers of

morning show comedy, producing cight
packages cach week, five from Premiere
Comedy and tour from Olympia Comedy.
These are tailored specitically 1o CHR
Adult Contemporary, Country, Rock, Old-
ies and Talk formats. Premiere alfiliates
also receive a daily overnight fax service,
The Morning Sickness. Olympia affitiates re-
ceive The Olympia World Weekly. Premiere
syndicates hve mini-teatures: The Cla'ence
Update of The Young and the Restless, Netws From
The Boonies, Country Calendar, The Laugh Fac-
tory Minute, Onya With Tonya and Cheap
Advice with Calvert De Forest. Our long-form
programming includes: Boot Scoot'n Satur-
day Nigirt, broadcast live trom Disneyland,
The Country Plain Wrap Countdown and Celeb-
rity Corner
878-377-5300

Jkime &ottb Radio
is a 24-hour national sports information
Radio network featuring scores, actuali-
ties and interviews with the movers and
shakers ot the sports industry. PSR's in-
stant access to the world of sports is made
possible by the resources ot parent coms-
pany Liberty Sports, the torce behind
regional cable sports networks nation-
wide. PSR is designed to be user-triendly
— it can augment and enhance a station’s
current programming or serve as a
standalone turnkey service.

213-407-0972

(¢ RADIO AMERICA

is a 24-hour Radio network (available on
SATCOM C-5), specializing in conserva-
tive news and talk Radio. A tull spectrum
of programming is available: News, Talk,
Business, Sports ... and award-winning
documentaries on topics that range trom
the history of health care in America to
the history of the blues. Programs in-
clude: Dateline: Washington, a nightly Radio
magazine; Front & Center, the only Radio
program for and about the military —
America’s first "hawk Radio” show; Also,
This Weck From Washington, What's the Story»,
Talkin" Baseball, WWII Chronicles, Financial
Focus and more. Programs are available on
a barter basis.
202-408-0944

EXPRESS

Radio fxpress
isone of the world's tirstand largest interna-
tional Radio syndicators, licensing and dis-
tributing a complete range ot weekly Radio
programs, specials, music libraries and pro-
duction libraries. Hundreds ot Radio sta-
tions in more than 70 countries outside the
ULS. come to Radio Express tor some of the
best in teature programs and the latest com-
petitive programming tools. 1995's biggest
hitfor Radio Express is the World Chart Show,
counting down the top 36 songs up to the
No. I song on the planet.
2/3-850-71003
4y P
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"StarCaster is vastly better than what's out on the
market today. At $3,495, it's a bargain!"

Gregg Frischling
WLTJ/WRRK Radio - Pittsburgh, PA

The radio mdustry is talking about...

TARCASTER 5.

Traffic and Accounts Receivable Software System

by DATASTAR Inc.

It's TRUE! There isn't anottrer traffic and billing software package on the market
today that is faster, more flexible or easier to use. And StarCaster is priced at
thousands less with NO required monthly support fees.

Ckeptical?

Don't take our word for it. Listen to our customers. These are the folks that switched from clunky, complicated
systems to the ease of StarCaster. Our customers have personally verified that superior software does not have to
be complicated or expensive. Although StarCaster is below the market in PRICE, our customers say that StarCaster
is ahead of the market in PERFORMANCE. Read on!

"StarCaster is very easy to comprehend. In
fact, StarCaster is so user friendly that |
could easily step in and do the logs. With
the other system, it was so complex that
no one else wouid even attempt te enter an
crder or do a log. Last minute changes
used to be horrendous but are very easy
with StarCaster. What used to take our
traffic manager half a day to acccmplish
now takes her about half an hour. We've
only called for support twice, and that was
in the first week. StarCaster is easy
enough that we just haven't needed addi-
tional help. | would definitely recommend
StarCaster."

Vera Gold

KMNY Radio - Pomona, CA

"We needed to combine our two stations into one networked system, The quotes | re-
ceived from several popular traffic companies went as high as $15,500 and $18,000,
which didn't inc!ude support fees. | knaw fram personal experience that none of these
systems have any speed or flexibility and are very complicated. StarCaster, priced at
$3,495, is a bargain! It isn't cheaper, it's just less expensive...you get a lot more for your
money. StarCaster is vastly better than what's out on the market today."

Gregg Frischling

WLTJ/WRRK Radio - Pittsburgh, PA

“Correcting invoices used to be a nightmare on our other traffic system. | would spend
hours and hours fixing one invacica. | couldn't view the invoices before | printed them to
make sure they were correct. With StarCaster, | can view all the invoices for accuracy
befare I print them. If | see something that should be changed, it's very easy to do. It used
to take approximately one hour to generate the invoices. With StarCaster, it took 41
seconds. It's simply a lat more efficient.”

Jc Ann Sabori

K8BR/KACW Radio - North Bend, OR

—| STARCASTERHOT FEATURES |

- TRUE multi-log editor

- View past invoices anytime
- Combo-billing

- Network (LAN) compatibility
- Wheel plan rotations

Call for your free Demo Disk and Info Pak today!

1-402-492-8882

OATASTAR Inc.
P.0.Box 87277 « Lirzoln, NE 68506

- Pay by invoice number |
- View all reports on-screen

- Eight-station capability

- Digital audio interfaces

- Co-op copy and more!

No extra charges, no hidden fees for any of these features!

Only $3,495% Complete.

Group discounts and easy payment flans ava'lable

The Traffic Scftware Experts - - Since 1984

CirclerReader Servicer#128
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Radio Gne

offers a unique satellite delivery system

with these features: 1) True localization.
With localized tic-ins every hour, Radio
Oneaftiliates sound seamlessly live 24 hours
a day; 2) Satellite's Rock Alternative tor-
mat. The one that is capturing the hearts
and minds of today's young adults. Soon
Radio One will also ofter a “niche-ori-
ented” Hot Country format; and 3) Total
support service options. Radio One will
handle traftic, production, billing and re-
ports. More time for sales.
800-746-214]

Radio gJoday

ettainment 5
Weekend Network consists of 25 hours of
music programming: Dick Bartley (Oldies
Rick Dees Weekly Top 40 (CHR &« Hot AC)
Flashback (Classic Rock). The Features Net-
work includes Satellite Comedy Network,
Rock Slides, Screen Test and Pop Quiz. Radio
Today's Talk Network offers the Dr. Laura
Schlessinger Show three hours daily. And
Radio Today otfers three barter produc-
tion libraries for CHR, News/Talk and
Hot AC stations.

212-581-3962

Radio Weather
Networck

uses some of the most advanced forecast-
ing cquipment available and an experi-
enced, professional staff to broadcast the
weather to stations across the country.
Stations tape their customized forecasts oft
our 800 number digital voice computer
with personalized updates three times a
day. And when severe weather threatens,
we interrupt programming with accurate,
detailed severe weather statements.
801/-333-8963

5

44

is a home base for regional/national net-
works distributed to more than 750 sta-
tions by state-of-the-art satellite equip-
ment. Ray produces the nationally syndi-
cated agricultural network, Agrinet. Ray
Sports produces The Atlantic Sports Reports,
the “inside sports feature.” Ray also is home
to the Growise Gardener Network with
host, Dr. Marc Cathey, president of the
American Horticultural Society. In addi-
tion Ray handles satellite distribution for
college and professional sports, talk/news
programs and special event uplinking
(infomercials/political etc.)
9719-335-7294

SAM_Business Radlio
offers talk programs that consist of several
consumer, business, finance oriented pro-
grams. Topics featured include: personal
tinance, recreation, entertainment, the
stock market, computers, golf, sales, travel
health, working from home, IPOs, futures
trading and more. All SMI programs are
available on barter basis and stations can
choose the programs they would like to air.
Programs are targeted to business owners,
investors, decision makers, community
leaders, aspiring young executives and af-
fluent senior citizens.

714-633-7410

isone of the oldest and most stable interac-
tive talk Radio networks in the nation. In
addition to entertaining weekday topical
two-way talk, weekends feature assistance
via specialty programs that help listeners
manage their homes and their lives.
800-572-9204

SW Networks

is a multimedia network that produces
Internet sites, including its home site http.,
swnetworks.com. SW also produces the
following Radio programming: 24-hour
Radio networks: Smooth FM(NAC), and Clas-
sic FM (accessible Classical), SuccessRadio
(Motivational) and Programming Services.
Long-form music programsinclude: Country's
Most Wanted hosted by Carl P. Maytfield,
Personal Notes hosted by Dave Koz (NAC),
static (Alternative), Street Heat (Hip Hop),
and Pure Concrete (Hard Music). Talk pro-
gramming includes: The Mario Cuomo Show,
and Derbowitz! teaturing Alan Dershowitz.
SW alsc produces SW Entertainment News.
2]2-833-5636
http://swnetworks.com

—THE

CIEISPORTS

EJCINETWORK

Ghe Spoxts Network

delivers real-time data via state-of-the art
satellite transmission to its accounts for
receipt via printer or computer through
TSN2000's advanced technology software.
TSN covers sports on a global basis with
worldwide reporting that includes colle-
giate, professional and Olympic events.
Instant scores, news, features, weather re-
ports, injury updates, pre- and post-game
information, statistics, analysis, Las Vegas
odds ... and more. Clients include Radio
and TV stations, online services, databases
resorts, arenas, teams, newspapers ... and
others. TSN is the news division of Com-
puter Information Network Inc.
2]5-947-2400.
j-mm‘l 767”./5”@comp¢uetve.com

STATIONS

QUnited Stations
provides programming services designed to

be enhancements to local affiliate broad-

casts ... stars, entertainment, production

45
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value, ratings and sales tools. USRN Com-
edy includes CHR's "Ds. Dave” and delivers
targeted services also reaching AC, Urban
Country, Talk and Sparts stations weekly.
Our long-torm programs in CHR, Country
AC, AOR, and Oldies teature popular hosts
like Dick Clark and Todd Rundgren.
272-767-1111

QUhited cfress
Qiternational ( Q/ch)

continues its 88-year history of news cov-

&"“; |

if

erage with one of the industry’s most com-
petitive pricing and flexible content op-
tions. We also have one of the industry’s
most usable news tormats with a headline,
spotlight, rip & read copy written by broad-
casters for broadcasters. UPl's Radio net-

l!Wll [
work is appropriate for all formats from [”""w ! 1W“‘I‘I
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Christian to Modern Rock to News/Talk " ?i ™M
H X A <
202-898-8155 | “ ‘Mnu | ' ;% = |
M w B —]
VS Radio Network Hm||‘ 1HE =
is covering the world with news, informa- lll“““”‘“"”lﬂm Ul MH L ‘
tion and live talk. Delivering balanced 1 ]‘mlml'\‘HHUWU i >
objective and reliable news at the topand | | i \' g =
bottom of the hour in addition to sports H\u “HH 1 “ ) | F5 = _
updates, business reports and special re- W“ “m‘m'“ HH[”“ ?6 = —
ports. In the arena of talk Radio, USA gg
showcases: Point of View with Marlin N \I“MH ¥z
Maddoux, USA Radio Daily with Gary LI f ' 1"' S -
Nolan, Steve Crowley's American Scene, The s ""”W -
Jack Christy Show and The Ron Seggi Show live ‘|| u >
from Universal Studios. ' ‘,“ul " g_f
214-484-3900 ‘ B L s
"l ' : ?'ﬁ
>
NI\ WESTWOOD ONE EI

Vi comPANiES MA
Westwood &e Qne.

is one of America's largest producers and
distributors ot Radio programming and
the parent company of Westwood One
Entertainment, Westwood One Radio
Networks, Mutual Broadcasting System
and NBC Radio Network. The Company’s

news, sports, talk and entertainment pro- Wi

sramming, sorg i s v 24 bou G &
E}gi%}gi?;; 2:” Z': r:O;: ?:8"61000 M XIM’N“""| |
S ey mﬂl'” “m i wu‘l'llmw

JULY 24 - AUGUST 6, 1995 INK 45

“‘h
ﬂ

oy mu|“||I|mum“‘""' "I'»
'L LMl 'ﬂ'ﬂllll”dun

4

YO M LIN OPIAV

:
-
|

Circle Reader Service #129



MOVERS & SHAKERS

* NAB namcs three new directors to the Radio board: Ronald R. Davenport, chairman, Sheridan Broadcasting; David Kantor
exccutive vice president, ABC Radio Networks; and Jett Lawenda, president, Westwood One Radio Networks. 202-420-5150
* Lucille Luongo senior VP, corporate communications, tor Katz Media Corporation will serve as president
ol American Women in Radio and Television tor the year 1995-1996. 703-506-3200
* Norm Pattiz, Westwood One founder and chairman, has joined the Earth Communications Office board of
dircctors. 310-306-1125
* Mike Tyler, former national sales manager for Jones Satellite Network, has tormed The Clearance Group,
the industry’s tirst outsourcing aftiliate sales organization. 21.4-669-1933
* Eric Halvorson has been promoted to COO at Salem Communications Corporation. He has been Salem’s
general counsel since 1985, 805-987-0400
* Paula Post has been named vice president/systems manager of KRG Dimensions. She had been operations
Lucille Luongo manager for Katz Radio Group Sales. 212-424-6154
* Thomas C.N. Evans, Ph.D., has been appointed Arbitronvice president, research communications and market
development. He had been vice president of rescarch for Westwood One Entertainment. 213-887-1314
* Dave Noll has joined AccuRatings as general manager/cast region. He had been VP/GM of WIZZ-FM
Philadelphia. 312-726-8300
* Dave Dillon has been promoted trom program director ot KODA-FM Houston to regional vice president
of programming for SFX Broadcasting Inc. 7t3-622-1010
* Sharon Horowitz returns to WINO-ANM West Palm Beach, FL, as general sales manager. She had been new
business development director at WCBS-FMN New York. 107-838-14340
* Mark Allen has joined lones Satellite Networks as southeast atfiliate sales manager. Allen is a former station
owner and general manager with programming and on-air experience in small, medium and large markets.
Mike Tyler 303-784-87 1 1
* Christopher Galazzi has becn named director, sales and marketing, of PROMAX International. He had been
director of marketing for Channel America Network Television Inc. 310-788-7600
* Joseph Laffey has becn promoted to director of sales, southwest region, tor Westwood One Entertainment.
He joined the company in 1991 as an AE. 212-611-2052
* Kimberly Morgan has been named marketing director for KYNG-FM and KSNN-FAt Dallas. She had been
marketing director at KOALFM, KIMZ-FM and KHVN-AN Dallas/Fort Worth. 214-716-7826
* Robert John is the new program director at KCMO-FN/KLTH-FM Kansas City, KS. He had been with
KGBY-FNM Sacramento, CA. 913-677-8940
* Mike O’Connor has been appointed PE at KBCO-FN Denver. He had been with KTEG-FM Albuquerque
NM. 303-694-6300
Thomas C.N. Evans  x John T. Sorbi has been appointed director of operations, Houston, tor Metro Networks. He had been owner
of Jack Sorbi Productions. 713-621-2800
* Mike Middleton has becn appointed director of operations tor KCBI-FM Arlington, TX. He had been director of media and
development tor Lifetime Guarantee, a ministry founded in 1976, §17-702-3500
* Vic Clemons has been named director of network operations for “The Tom loyner Morning Show.” He had been music director
at WGCI-FM Chicago. 214-776-1644

* Gayla Rathbun has been promoted from secretary to convention coordinator at Tapscan. 205-987-7456
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When Chris Lytle talks

NOW
/maybe people will listen] —

Norm Goldsmith and your friends at Radio /nk take pleasure in congratulating Chris Lytle for being designated a
Certified Speaning Professional by the National Speakers Assaciation.

CONGRATULATIONS CHRIis!
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PRODUCT NEWS

The pre-paid phone card is onc of the
current popular promotional picces. and
Access Globat
Communica-
tions now has
available the
"premium” pre-
paid long-dis-
tance phone
card.  Their
standard pack-
age includes 4-color printing, graphic
design, customized voice prompting and
more, in “quantities assmallas 100 and as
large as infinity.” Not one more, not one
less, intinity. 800-453-8292

sRadio AAHS® now has a World Wide
Web site up and running tor kids called
Radio AAHS® Online. Included on this
site is "News of the Dav,” a kid-friendly
up-to-date roundup of world news. And
Playing in YOUR TCWN," gives kids
and parents arundown of fun sttt going
on in selected cities. This, plus games

stories, bulletin boards ... the works.
Kidstoday ... they've gotitalteh? hup:
www.radio-aahs.com. 612-338-3300

Radio Books. Twentyv-tive year broad-
cast veteran Lynn Woolley takes you
through the heyday
of Radio in Texas in
“The Last Great Days
of Radio” (Repubiic
of Texas Press). Mix-
ing humor with per
sonal history
Woolley chronologs
the Radio biz
through hiseyes, and
touches on the ca-

LU0600 SenDULEY

reers of dozens of
well-known broad-
casters. 214-423-0090. And from CMA
PR director Teresa George, a book filled
with quotes tromall the big hatsin Coun-
try Music called, "Take These Chains
From My Heart” (Avon Books). For ex-
ample, ‘I would sign on with, This is
vour oi’ cotton pickin’, snuff dippin’, to-
hacco chewin’, stump jumpin’, cottee pot
dodgin’, dumplin’eatin’, frog giggin hiil
hilly from Hill County,” says Wiltie
Nelson of his stint asa D] at KCNC-FM
Ft. Worth, TX. 212-261-6904
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The folks with The Greatest Show On
Earth, Ringling Bros. and Barnum & Bailey,
now have a
Radio fcature
Hosted by
family con-
sultant Jody
Clay, “Family
Time"isafive-
minute, 13

wecek series fo-
cusing on cn-
hancing the
time lamilies
spend to-
gether. T currently airs in several East
Coast cities and is scheduled to broad-
cast i more than 90 markets. 703-448-
4120. L-r: Jody Clav, a funster tan, and
voung friend.

sEncore. From the makers of the “world's
tastest shelters,” E-Z UP, comes the
Encore Modcl teaturing a lighter, stron-
ger frame with oval trusses for increased
stability, a higher peak, and more sizes
And it's available with a reproduced sibtk

screenof thestationlogoin awide array
of colors. No Velvet Elvis though.
909-781-0843

Fresh from Denon is the 1DN-995R
NMiniDisc Cart Recorder giving vouall the
stuft the DN-990R
has plus new op-
tions like PC Con-
trol software for
Windows™ exter-
nal synchroniza-
tion capabitity, and
a switchable RS
422A/232C inter-
tace. Upgraded fea-
tures include The
End Trim, cue, scarch and disc-loading
functions. 616-695-5948

SEND PHOTOS OF YOUR NEW PRODUCTS,

services and programs to: PRODUCT NEWS
¢/o Shawn Deena, 224 Datura Street e
Suite 701 ® West Palm Beach, FL 33401.

quiz from the host with the
most. John Madden brings
your station the finishing
touches with the profes-

sional presentation
you strive for. It's

a terrific way to
score with your
listeners!

JOIN A WINNING T

SPORTS QUIZ: A 90 second pop

Calendar delivers scven days a week.

To join the Major Sports Team,
call Major Networks at 312-755-0791

SPORTS CALENDAR:
A 90 second startling
adage for your listeners
from one of sports biggest

names. This unparalleled
feature is a day specific look
at the greatest events in sports.

An instant TSL booster, Sports

Circle Reader Service #131



EVENTS CALENDAR

1995

July 27-29—1995 Southwest Naticnal
Religious Broadcasters Convention, Dal-
las. 318-783-1560

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

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

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

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

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

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

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

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

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

Sept. 6-9—RTNDA soth Internat’l Con-
ference & Exhibition, New Orleans, LA.
202-659-6510

Sept. 12-15 —Expo Central "95 Conference
& Product Equipment Exposition, Colum-
bus, OH. 614-895-1355

Sept. 14-18—International Broadcasting
Convention Annual Meeting, Location TBA.
44-71-240-3839 in U.K.

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

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

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

Oct. 5-8 —Audio Engineering Society Con-
vention, New York, NY. 212-661-8528
Oct. 7-10—Assoc. of Nat’l Advertisers
86th Annual Meeting & Business Confer-
ence, 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,

INK 48

Seattle, WA, 602-325-0940

Oct. 28-29—Radio Hall of Fame Weekend,
celebrating Radio’s 7sth anniversary and
inductions into the Radio Hall of Fame,
Chicago. 312-629-6026

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

Oct. 19-20—0Ohio 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 ltaly.

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

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

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

1996

Jan. 5-8—EIA/CES Internat’l Winter Con-
sumer Electronics Show, Las Vegas, NV.
202-457-8700

Feb. 3-6—53rd Annual NRB Convention &
Exposition, Indianapolis. 703-330-7000
Feb. 15-17—0Oklahoma Association of
Broadcasters Winter Convention, Oklahoma
City.405-848-0771

March 2-4—NAB State Leadership Confer-
ence, Washington, D.C. 202-429-5402
March 20-23—Alpha Epsilon Rho Nat'l
Convention, Los Angeles. 803-777-3324
April15-18—NAB Annual Convention 1996,
Las Vegas, NV. 202-429-5402

May 4-7—RAB Board of Directors, Boston,
MA. 212-387-2100

May 19-22 —Broadcast Cable Financial Mgt.
Assoc./Broadcast Cable Credit Assoc. An-
nual Conference, Lake Buena Vista, FL.
708-296-0200

1995 Arbitron Survey Dates
* Summer June 22-Sept. 13
¢ Fall Sept. 21-Dec. 13

1996 Arbitron Survey Dates
* Winter Jan. 4-March 27

* Spring March 28-June 19

e Summer June 27-Sept. 18

e Fall Sept. 19-Dec. 11

FAX YOUR ORGANIZATION’S EVENTS TO:

Events Calendar, ¢/o Shawn Deena
407-655-6134.
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Radio Ink Mission Statement For Readers:

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

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

To Subscribe or for Classified/Resource
Directory Information Call:
1-800-226-7857 or 407-655-8778
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Mark your calendar now
and plan to join us on October 29, 1995 at
The Radio Hall of Fame Induction Gala,
the culmination of a year long celebration of

Radio's Diamond Anniversary.

THE MUSEUM OF BROADCAST COMMUNICATIONS - fhi(~6q0 (ulteral Center-{800) 660-9559 @
REs




COPY CLIPS

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

ideas. Send your great Radio spot copy by fax to 407-655-6134, or mail to: Radio Ink, Attn.: Copy Clips, 224 Jatura 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 :30 or :60.

COFFEE HOUSE

:60 CAFE LATTE

Anncr: (dry read ... ) The dictionary defines coffee as
a beverage prepared from the seeds of a tropica!
tree. (then getting very upbeat, high energy ... ) But
for those of us who love coffee we know it’s soo
much maore! And, it comes from little beans packed
with taste ... all of which you'll find at the newly
opened Cafe Latte. Bean 1: (burly, gruff voice) Like
me! For the eye-opening, drag yourself out of bed,
put your clothes on, get you in the car, and send you
off to work coffee ... count on me, a bean of Kenya!
Bean 2: (French accent) The true coffee connoisseur
can turn to me for the satisfying taste of gourmet
coffee. At Cafe Latte you can sample the nutty, the
fruity, the spicy, or the frothy ... depending on the
day and your mood! | personally put the chocolate
in chocolate raspberry swirl. Bean 3: (female) Move
over boys! For those who want to please their palate
.. without the extra punch, decaf beans, such as
myself, are alllllright! Tag.

Lin Gurney, WYFM-FM/WPIC-AM/WRBP-FM Young-

stown, OH
RADIO
INK

APPLIANCE STORE

:60 RON MARTIN TV AND APPLIANCE

(sfx: heartbeat) Vc. 1: So, I'm walking down this
long hallway ... I'm headed towards this light at the
very end ... but, I'm surrounded by my wife ... My
wife in every shape and form ... but they’re all her.
And she’s waving her finger in my face and saying
... "You promised me a G.E. dishwasher from Ron
Martin for the New Year™ ... She just keeps saying
it over and over ... Then, | look down and there’s
my kid and he says ... “you promised me a G.E.
washer and dryer” ... “But you’re only five,” |
scream! Suddenly, I'm in Ron Martin TV and
Appliance, and everywhere I look ... G.E. dishwash-
ers, G.E. washer and dryers ... and | can’t decide ...
I finally get to the counterand | look down and I've
signed my check, G.E. Smith, “Wait a minute,” |
scream, “That’s not me,” | look up and the guy says
.. (sfx: heartbeat stops, kitchen timer rings) (sfx:
snoring) Vc. 2: (having woken up) Well, that’s all
the time we have ... Vc. 1: But doctor, what do you
think this means ...

Kathy Friedrichs, WINA-AM/WQMZ-FM/WKAV-AM
Charlottesville, VA RADIO

INK

THE RADIO BOOK:

‘e ( mn/’utg \t tCon ()/cl.lttmu A/l/uuu

This three-book series covers the challenges
you'll facg as a radio manager.

WESTERN WEAR

:60 STEPPER'S WESTERN WEAR
(square dancing music under) Male: Now swing your
partner, round she goes! ... Female: What are you
doin’? Male: I'm practicin® up for the big square
dance tonight! You and me’s gonna win first prize,
ya know. Female: You're darn tootin’ we are! But |
ain’t goin’ nowhere without a new outfit from
Stepper’s Western Wear! Male: Yeah, | could use me
a new pair of jeans. (‘Desert Music’ under) Anncr:
Step into the best of the West with unbelievable
savings — at Stepper’s Western Wear. This week-
end, save 50 percent off everything in the store from
1 to 3 Friday and Saturday! Fifty percent off boots
. 50 percent off all clothing and leathers ... 50
percent off famous name brands, like Rocky Moun-
tain and Wrangler ... save 50 percent on all Tack.
Stepper’'s Western Wear, 100 West Main Street,
Waynesboro. Don’t miss this sale befare it heads off
into the sunset ... never to be heard of again ... like
an outlaw passin’ through town ... (fade out)
Female: You ready?! Male: (in background) Yep,
sure am ... NOW swing your partner ...
Jeff Wine, WCHA-AM/WIKZ-FM RADIO
Chambersburg, PA INK

HEALTH CLUB

:60 GoLp’s Gym
Face it ... at some point in time you’ve looked in the
mirror and made the same resolution hundreds of
times ... “That's it, I'm gonna get in shape and stay
in shape.” All well and good, except for one sticking
point — studies show that on average, 50 percent
ofthose who try, drop out of their workout programs
within the first six months, and fewer still get to the
gym on a regular basis. Why? Lack of progress, not
enough time, more important things to do ... but the
most important reason more people drop out of
their exercise program is boredom — So, here’s
what you need, a comprehensive exercise program
that shows resuits without keeping you in the gym
for hours a day. One that’s varied enough to give
vou a good workout without feeling bored. A list of
goals combining the big picture like “a better body
this summer,” with the little picture “moving one
step up on the Stairmaster next week” — and a
membership to Gold’s Gym. Tag.
Stephanie Pedrick, WHP-AM/WRVV-FM
Harrisburg, PA

RADIO

INK

BUTCHER

:60 BisoN HAVEN

Vc. A: What are you coing?Vc. B: I'm trying to come
up with a catchy slogan for this bison place. They
sell bison meat. It’s really good stuff, ever had any?
Ve. A: No, I'm trying to cut down on red meat. Vc.
B: See, that’s what's so great about bison, it tastes
like top quality beef and it’s not marbled so it has
hardly any fat — it's low in calories and choles-
terok. Pretty goad, huh? Vc. A: Is this chart right?
It says that 3 oz. of bison has less fat and calories
than turkey meat. Vc. B: That’s right. Vc. A: Where
do you get it? Vc. B: Bison Haven, they're in Grove
City. If you give them a call they'll make an
appointment fo: you. Il have to repeat the
number a bunch of times. You know like 458-9199.
That’s 458-9199. Vc. A: 458-9199. Vc. B: You've got
it. So what should | write for a slogan? Vc. A: | got
it, how about this — Bison, buy some. Vc. B: Bison,
buy some. You’ve got to be kidding. Vc. A: What's
wrong with that — Bison buy some at Bison Haven.

Vc. B: Oh, Brother!
Laura Lee, WFRA-AM/FM Franklin, PA
MERCHANT ASSOCIATION

:30 STEINBACH DOWNTOWN MERCHANTS

(sfx: w/ jungle in background) (Tarzan is a little
dumb) (sfx: Tarzan yell) Jane: What now Tarzan?
Tarzan: Jane! Me hear alt about Swing Into Spring
Sale in Downtown Steinbach! Jane: Downtown
Steinbach? | just love their selection! What kind of
deals do they have? Tarzan: Me not know. Have
giant flyer but no can read. (sfx: rustling paper)
Jane: Give me that! Wow! 12 pages of savings! Just
look at what the downtown merchants have lined
up for this Thursday, Friday and Saturday! Tarzan:
Tarzan go ape over ail the low prices! Jane: It's time
to Swing Into Spring in Downtown Steinbach!
Tarzan: Me go warm up elephant for ride into town.
Allan G. Lie, CHSM-AM/CFAM-AM/CJRB-AM/CKMW-
AM Manitoba, CAN

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

AVAILABLE FOR IMMEDIATE DELIVERY!

1-800-226-7857
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Il HELP WANTED MANAGEMENT

B HELP WANTED

American Radio Systems seeking top 5o sta-
tions. See page 16 for details.

Growing group seeks street-savvy, manage-
ment-caliber talent for immediate placement in
new acquisition. If yoe’re a dynamic leader/
trainer with strong sales credentials, we pro-
vide an opportunity where your talents car
finally be appreciated. Resume to (the Real)
Howard Johnson, WRCQ Radio, 225 Green Street,
Suite go6, Fayetteville, NC 28301. E.O.E.

GSM needed for expanding triopoly in the
Northeast. Top 75 market. Includes a Class B
FM. If you have sales management experience
and want to work for a client-focused, promo-
tional-oriented group, send resume in confi-
dence to: Blind Box 727 c¢/o Radio Ink. E.O.E.

GSM — Can you hire, train, motivate and sell
better than your competition? NW Ohio City’s
only FM-FM combo is seeking candidates who
have two-five years experience with a proven
track record. Send resume to: WZOQ/WYRX, 710
North Cable Road, Lima, Ohio 4580s5.

Major Market Adult Standards AM station seek-
ing experienced GSM. Experience with Retail/
Direct skills, Event Marketing Driven Sates,
Agency Development, and National Sales a
must. Top 25 experience a plus. Tremendeus
opportunity for growth & advancement. Send
resume to Jim Hooker, WAIT Merchandise Mart,
Suite 1547, Chicago, IL 60654. E.O.E.

Radio Sales Manager. Seeking experienced
leader for creative team of advertising sales
reps. Broadcast background required. Resumes
only to: Manager, P.0. Box 3168, Tallahassee,
FL 32315 E.O.E.

Sales Manager. Top-rated Fresno duopoly KFSO/
KEZL is seeking a local sales manager. Fresno
has projected radio revenues at 25 million for
1995, Centrally located in California just two and
a half hours from the Bay Area, three hours from
LA. Affordable housing, great place to raise a
family!! Successful candidates should have a
minimum of two years saies management expe-
rience. Ifyou have a strong track record and want
to grow with a company who rewards results, fax
resume to: (209) 251-3347 E.O.E.

Sales Manager — Columbia, South Carolina’s
legendary country station WCOS-FM is looking
for a proven sales leader to oversee 8 local
sellers. This is a rare opportunity to join a
dynamic company that offers an excellent ben-
efits package, including a 4o1k. Candidates
must have a minimum of 5 years sales manage-
ment experience with strong organizational
and people skills. Send resume to: Jimmy
Collins, P.O. Box 748, Columbia, SC 29202 or
Fax to 803-779-7572. Benchmark Communica-
tions is an Equal Opportunity Employer

Sales/Station Manager Needed. Large market
Southern California station looking for an experi-
enced Sales/Station Manager. The ideal candidate
loves radio and loves to train. This is a successful,
mature property with a sales staff of nine. Cus-
tomer service attitude and retail sales skills are
critical. Excellent compensation plan inclucing
salary, bonus, and complete health benefits.
E. 0 E. Reply to Blind Box 737 c/o Radio Ink.

ARBITRON is looking for radio people who know
the meaning of customer service. See page 39.

B HELP WANTED NEWS DIRECTOR

On-AirRadio News Director. Longview/Tyler. Texas.
We are looking for an aggressive, hard working
person not afraid of responsibility and long hours.
Good writing under deadline pressure a must.
Successful candidate will have Jeveloped radio
skills with a desire to learn more and wear a few
other hats as well. If this is you, call KEES Talk
Radio (903) 295-8182. E.O.E.

B HELP WANTED PROMOTIONS

Radio Prometions Director. Best job in the radio
station. This position plans, coordinates and
executes promotions for WBZE and WHBKX.
Send resume to: WBZE/WHBX Radio, F.O. Box
3168, Tailahassee, FL 32315 E.O.E.

H HELP WANTED SALES

We're looking for sales professionals for posi-
tions in our production library, morning show
services and programming divisions. if you are
an experienced, self starter please fax/send
your resume and references :o: Rick Lemmo,
Vice President Sales & Marketing, TM Century,
Irc., 2002 Academy, Dallas, TX 75234. Fax:
(214) 406-6890. (No calls, please).

E SITUATION WANTED MANAGEMENT

Need creative, versatile, experienced GM? Will
relocate. Dave ( 217)-245-0043

Sales Manager. Postlng 50%+ sales increases
in 1995. Good leader, trainer and salesperson.
Major and medium markets. Minority Candi-
date. Call 1-800-841-5168.

E SITUATION WANTED NATIONAL/
REGIONAL MANAGEMENT

What You Are Seeking Is Seeking You. GSM
that believes in leading not ¢ontrolling a staff.
Trained by the best the Radio industry has to
offer and ready to train and develop your staff
An innovative thinker and bottom-line driven.
Send inquiries to: Blind Box 747 c/o Radio Ink.

H SITUATION WANTED PROGRAMMING
AND PRODUCTION

Programming, Production, On-Air, Sports since
1985. Degree, computer literate. 2c5-758-6172.

EEQUIPMENT FOR SALE

Comrex 2XP two-line encoder and Shure M267
mixer, both two years old, mint condition, one
owner. $2800 for both. Robert Crayhon
(914) 632-4565.

M STATIONS FOR SALE

4-station group. 2 class A FMs 6000W +
3000W. 5000W Daytime AM + 1000W Full-time
AM. Salisbury-Ocean City, MD ADI.
$1,800,000.00. Qualified Principals ONLY. Re-
ply to Blind Box 707 c/o Radio Ink.

Repues to Blmd Box numbels should be addressed to Blind Box (#). ¢/o Radio Ink » 224 Dalura Street . Sune 701 » West Palm Beach, FL 33401
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COLLECTION CONSULTANTS

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

Supscrise Now—get 26 crisp,

usable :60s that sell, every month.

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

of 10 great :60s.) *\qf:"

& b

:80s TO GO
1001 GREEN BAY ROAD
WINNETKA, ILLINCIS 80093
700.928.0881

oot

Hire g co’?‘5

_Circle Reader Service #1721

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

FINANCIAL/BROKERS

Financial solutions! Accounting and tax ser-
vices ... single station or group ... Fixed monthly
fee .. Alsa 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. ....coereeeneene 203-966-6465
America’s keading independent radio broker.
Fax 203-966-6522

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

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

IDS, SWEEPERS, LINERS

MEDIA ASSOCIATES VOICEOVERS
1-800-669-9278
Danny Jensen, 30 year Voice Pro

All formats.
Announcer.

LISTING AD F_!ATE[S
13 15SUE
G INAME & PHO h‘rl ;"'

BOX AD RATES
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LINERS+ ID'S: PROMOS
ALLFORMATS

INDUSTRY ORGANIZATIONS

Talk Radio ’9s. 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

800-459-DEMO

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

MARKETING AND PROMOTION

fh)

STRATEGIC TARGET MARKETING,
SALES AND PROMOTIONAL CAMPAIGNS

o Direct Mail ® Dotabose & List Manogement  Market
Research @ Inbound/Outbound Telemorketing ® Soles
Consulting ® Sweepstokes & Contests » Media Placement
o Integroted Compaigns ® Creotive & Design Services
o Printing & Print Production & Custom Publishing
® Smort Torgets™ Custamer Profiling e Broadcost FAX
o Internet Morketing  Smort Mops™

2041 5.W. 3rd Ave. © Miami FL 33129-1449
Phone (305) 858-9524 Fox (305) 859-8777

Circle Reader Service #172

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

Call Toll Free
800-747-1144

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

Listener’s On-Air
Participation Builds Loyalty!

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

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 more information call:

CURRY GAMES, INC.

1-800-766-9880

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

0000000000000 0000
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PAINTER CAPS ~— T-SHIRTS — BANDANNAS.,
Inexpensive Premiums That Work! English,
Ethnic, Rock, EZ, Classical. We'll help you
with the art. Valuwear, Monroe NC
800-277-0031. Gorgeous screening.

YELLOW INK PAGES"

INFLADABLE IMAGES ...

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

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

INFLADABLE IMAGE INDUSTRIES
2773 Nationwide Parkway* Brunswick, Ohio 44212

Circle Reader Service #176

- KD Kanopy.ba.

KD Majestic—
Aluminum frame is 25%

1'800'432’4435

Circle Reader Service #177

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

Sell your products
or sgrvice in Radio Ink!
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DRAW CROWDS TC YOUR REMOTES
with the JACKPOT MACHINE!

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

WIN NEW BUSINESSH

® Riverboat Casinos
= Indian Gaming Facilities
= Shopping Malis
= Car Dealers
Call today for information on how you can
start winning new business

‘/‘Bf’with the Jackpot Machine

; PROMOTIONS 702/248-6373

__ Circle Reader Service #178

If you've
been looking
for a proven
concept that car
create a unique draw in
your market - then . . .

Y 1o No Fontln! !

(__EXCLUSIVE MARKET RIGHTS GRANTED ]

A R ENTERPRISES
1-800 334-3848

____ Circle Reader Service #179

PROGRAMMING

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

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 BERLIN
JEROME KERN, GEORGE GERSHWIN,
STEPHEN SONDHEIM, JULE STYNE ..and many more

For more info or a free demo, call
KANBAR INTERMATIONAL

914-472-9808

Circle Reader Service #180
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GIVE CLIENTS A
REASON TO ADVERTISE

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

Call

ARCA

(501) 224-1111
ask for Cindy cr Dick

Circle Reader Service #181

§

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

E

PROGRAM DELIVERY

YOU CAN H
COUNTON... &7
To receive RadIOS(?rve

media kit and fg\?" TE;
details on special AL %
introductory rates ]~ h

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

_Circle Reader Service #185

Skywatch Weather Center ....... 800-759-9282
Rair osshine, here’s a custom-formatted, person-
alized and localized weather forecasting system
your gudience will stay tuned for every day.

SPEAKER/TRAINING

Jim Dovle ....eeeeveereeeenecreennenean. 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, aid associations.

PRODUCTION SYNDICATED PROGRAMS

- SWEEPERS

3 Proouction Music

|

I News/TaLk PackaGes
FOR A FREE DEMO, CALL

800-GOT-NUPIS
(800-468-6874)

Circke Reader Service #183

NATIONAL REP FIRMS

THE l\"l‘ERl]lARAI el STORE

Selling Foday... innordting for Tomorrow

1-8O0-ITNTEREP

NOW AVAILABLE
FOR RADIO
11 — ="K

[

Dr "Red" Duke's Health Report

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

complete details, call CD
Mark Carlton, e
HEALTH REPORT

713/792-4633. ==

—
B
-
——
-
p—
e A
——
S——
——
—
3
——

Circle Reader Service #186

[ ofeic o nesoouasress 4

;nADlo.;

RADI\O
INK 53



SALES PROMOTION PLANNER

ideas you should star! planning now

OCTOBER

TARGET PRODUCTS

Heating Ski Equipment Furniture
Pet Supplies Candy Vendors Drugstores
Fabric Stores
DATES TO REMEMBER:
4 Labor Day 10 Grandparents Day 17-23 Singles Week/Farm Safety Week

22 Business Women's Day

23 1st Day of Fall

25 Rosh Hashanah

NATIONAL
Adopt a Shelter Dog, Country Music, AIDS Awareness, Pizza, Popcorn and Car Care Month, Baseball World Series

MUSIC TO THE EAR

Technology in consumer electronics has exploded
over the past 10 years. There is a wide array of
products that appeal to two groups of consumers.
Electronic entertainment products appeal mainly
ta young men aged 18-29 who tend to see such
products as necessities rather than luxuries. These
consumers are likely to own VCRs, tape players,
electronic TV games, and (D players. Targeting the
under 30 male should be a high priority for
electronic retailers. Cutting-edge technologies, on
the other hand, tend to be influential Americans
(average age 43) who are upscale and innovative
consumers. They own lots of gadgets and are twice
as likely to own home computers, camcorders and
video disc players. Information commercials are

great selling points for these type products.

HALLOWEEN HYPE

* “Pet-O-Ween.” Work with a pet store or the
Humane Society and have a pet costume contest.
Have pet food vendors as sponsors.

“Horror Movie Madness.” Video rental store should
promote scary movies at a special price.
“Halloween Hotline.” Sponsor a hotline with all
the local Halloween activities.

“A Safe Halloween.” Make special glow-in-the-
dark items available at sponsor locations with the
station and client logos. (Arm bands, hats, flash-
lights, stickers, etc.)

“Trick-or-Treat Street.” Offer trick or treating, and
fun and games in a new home development. Use
a home builder as the sponsor as well as many
others.

.

Circle Reader Service #133

%

54

World Radio Histol

AUGUST QUICK FIX™

» “Las! Chance Vacations.” A retailer will register to
give away trips before the summer is over.

» “Back-to-School Shopping Guide.” The station will
run a series of promos listing certain items for sale
with several clients involved. An added value with
a schedule.

e "Adopt a School.” Clients adopt schools. They
donate $, computers, put on special events, tours,
and get promos for doing good things on the air.

DATES TO REMEMBER

Back to School

Summer Clearance Sales

11 Presidential Joke Day

16 Elvis Died

28 Commercial Radio Broadcasting Day
NATIONAL:

Eye Exam Month

SEPTEMBER QUICK FIX™

* “Battle of the Sexes.” Play games at a grocery store
with men vs. women for National Singles Week.
“Free Make-over with Membership.” A health club
offers a free photo sitting or make-over (from
another client) with a new membership.

“Labor Day Lock-up.” For a premium the station
works with a client and locks up their DJs until all
merchandise is sold from a remote. (Great for a car
dealer.)

DATES TO REMEMBER

4 Labor Day

10 Grandparents Day
17-23 Singles Week

22 Business Women’s Day

23 1st Day of Fall

25 Rosh Hashanah

NATIONAL:

SelfImpravement, Cable TV, Literacy and Baby Safety
Month

NOVEMBER

TARGET PRODUCTS:

Grocery & Turkey Sales; Toys; Clothing; jewelry;
Electronics; Major Appliances

DATES TO REMEMBER

3 Sandwich Day

4 Sadie Hawkins Day

7 Election Day

11 Veteran’s Day

16 Great American Smokeout

23 Thanksgiving

24 Busiest Shopping Day
NATIONAL

Diabetes Month

DECEMBER

TARGET PRODUCTS:

Toys; Chrisimas Sales; Credit Cards; Jeweury; Appli-
ances; Office Supplies

DATES TO REMEMBER

9-16  Hanukkah

21 1st Day of Winter

25 Christmas Day

31 New Year’s Eve

* Radio Ink assumes no responsibility for the viability of
the promotions mentioned. Stations are advised to check
with legal council regarding legality and possibie 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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CELEBRATE RADIO’S 75TH ANNIVERSARY AS YOU PREPARE FOR THE FUTURE!

oin the industry’s most successful
Jmanagers 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

DCN’'T MISS THESE NAB RADIO
SHOW HIGHLIGHTS...

B Mel Rarmazin and Lown Mays,
CEOs o two of the worlds largest,
most influential radio groups,
explore “Radio: Today s Trends,

Tomortow s Opportunities.”

techniques to regulatory, motivational

and technological issues—there is some-

thing here for evervone on your staff’

8 Management sessions will help you
achieve maximum results from vour
station and stalf.

8 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.

B An intense one day Digital Radio

Sentinar offers expert advice

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

New Orleans, Louisiana, USA =

P,
5 - 3

® At the NAB Radio Lun-
chieon Ben Cohen and Jern y 3
Greenficld of Ben & Jermy’s .
WL *
seerets to sucecess and Naney
Widimann. President of CBS
Radio. receives the National

Radio Award,

lee Cream share their

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

idividuals seeking careers in radio,

® Join FCC Chairman
Reed Hundt at the
Friday morning FCC

and solutions for preparing
your radio facilities for the
digital age without waslting

assets on unproven technologies.

2 Small market stations will
benefit from a series of sessions

tailored to their unique needs.

DISCOVER INNOVATIVE

PRODUCTS & SERVICES

By registering for The NAB Radio Show. vou'll
also have free access to World Media Expo.
featuring over 400 of the world’s leading

suppliers and manufacturers of products and

senvices for broadeasting. communications, and

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

production/post-production. Don’t wait until
NAB "90 to see the latest products and

services—Register Today!

Chairman’s Breakfast
and meet Commissioners James
Quello and Susan Ness, along

with other high lesel FCC stafl,

; R N
,' L=y

8 Celebrate evervthing that makes radio great today at the NAB
MARCONI Radic Awards Dinner & Show. Entertainment provided

by Premiere Radio Networks.,

as thev take
part in a variely
of regulatory

SOSSI nms,

® “Radio: Profiting From Technology in the *90s"

Inan exciting FREE session for all World Media Expo o

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

VARBs Execative Viee President of Operations, will <7
show vou, through entertaining demonstrations, how innovations
ike data broadcasting, the Internet. the World Wide Web. digital
-ompression and other exciting opportunities made possible by

ligital technologies can impact your business and your bottom line.

YES! Please send me information on The NAB Radio Show and World Mediz Exp

Name
Company
Address

City

Phone Fax

£ Mail Address

“AX THIS COMPLETED FORM TO: (202) 429-534% Ri
Fax-or-D
1ax machine and follow voice instructions
Werld Wide Web- !



GRAPEVINE

P This menacing
machine is Univer-
sal Studio’s Florida
Landshark, a state-
of-the-art broadcast
Radio facility. This
13-foot tall, 30 by
10 foot-wide thing
is also loaded with
special effects like

strobes, fog ma- Francisco decked out three Bay Area buses with a full Garth Brooks bus

chines and pyro- wrap. Posing in front of one of the vehicles, the KSAN staff celebrated
technics. It makes its big screen predecessor look like a rubber toy.  pejng able to fit Garth’s hat in the wrap.

AN
b

< Little did the
folks from WFMS-
FM Indianapolis in
this picture know
that Epic Records
artist Ty Herndon
(sunglasses and
hat) would be in
trouble with the law
(possession of nar-

« Cast members for a
new TV show to rival
“Baywatch?” No, it’s the
full-time promotion
“Krew” (and air personal-
ity Delia Ray, second from
right) for new Alternative
station WKRO-FM Daytona
Beach, FL. Recruited from
nightclubs, gyms and res-

Yy veltewmy $ T T W —

cotics and the taurants, these taught, athletic, musclebound promo sapiens appear at
& humdinger ... ex- remotes and cruise the beaches in the station’s Hummer.

posing himself). So you see, the sunglasses and hat came in handy.

Also pictured standing are l-r: WFMS® Darren Tandy, Jim Denny, Kevin Hundreds gathered for a benefit concert put on by KDGE-FM Dallas
Freeman and Charlie Morgan, and being swept off her feet, WFMS recently to raise funds for victims of the Oklahoma City bombing. The
morning show producer, Karie Shepler. EDGE was able to enlist the help of bands “Deep Blue Something” and
“Duran Duran.” A total
of $15,000 was raised,
mostly from the 18-34
age group most people
call Generation X. Not
bad for a bunch of
“slackers” eh?

SEND PHOTOS OF YOUR

organization’s major
events to: GRAPEVINE c/o
Shawn Deena ¢ 224 Datura
Street ® Suite 701 * West
Palm Beach, FL 33401

V¥ ABC’s Paul Harvey was on-hand last month in New
Orleans as his wife,
Angel, christened
the new steamboat,
American Queen,
the world’s largest
sternwheeler, with
the world’s largest
bottle of Tabasco
sauce, Hot fish any-
one?

TemTNEEl

How do you get your listeners to respond?

S a? = ®
200°® S e
It's not what you know, but who! Curry Games, Inc. 1-800-766-9880

Circle Reader Service #135
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With True Localization!

W

Every hour of every day we update your weather,
promotions, liners and more. Factor in your choice
of two hot contemporary formats:

Adult Alternative Rock

or

Hot New Country

Add the optional support services
and watch your profits sizzle!

(800) 746-2141

Radio One Network « (970) 949-0909 + PO. Box 5559 + Avon, CO 81620

Circle Reader. Service.#136



National Morning Syndicated Talent

|

BLAST FROM THE PAST™

5

SEND US YOUR OLDIES!
We’re looking for old photos! (They will be retured.) Send them to: “BLAST” ¢ o Shawn Deena, 224 Datura Street ¢ Suite 701, West Palm Beach,
FL 33401. Put your name and address on the back of each photo with “please return.” Include a description of the photo and any people pictured.

FREE!

Good Day, USA

with :

Doug Stephan

Dallas Boston, Tampa Cleveland,
Palm Beach, Albany, Portland, Tucson,
Wichita, Jacksonville, St. Louis,
Columbus and over 100 others.

NO COST NO HASSLE
Satcom C-5, Galaxy 6 & Spacenet 3

Listen Line: (800) 298-8255 « (508) 877-8700
Affiliate Line: (61.) 937-9390

Deug Stephan
“Good Day, USA dirs
Monday Friday,
5-9am. Owned by host
Doug Stephan, the
show is topical, fun
and caller-driven.
Daily features include
Live Line with co-host
Mary Beal and the
Washington Redlity
(heck with co-host
Ellen Ratner. Good
Day, USA can be
partially or fotally
aired ”

Circle Reader Service #137
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= You Rang? .es Wasthe g
" trademark line he bellowed
as the mountainous hat-
‘grabbing butler, Lurch, on
the ABC-TV sitcom “The
Addams Family.” But be-
fore Ted Cassidy’s fame as
a lanky liege, he served
some time at WFAA-FM Dal-
las. Here is Cassidy in 1965
with WFAA's Clarence
Bruyere. Cassidy was re-
cording some spots for
Comet Rice and plugging
his new single, “Wesley.”
The b-side featured the even
more popular, “The Lurch.”

ADVERTISER
INDEX

ABC Networks

AlMTech

American Radio Systems
Arbitroa Company

Broadcast Programming Inc.
Cash Flow Manageme
CELLCAST Inc

Computer Concepts Corp.
Creative Media Management
Curry Games ...

DATAS™AR Inc. ..

Directions in Radio

Executive Broadcast Systems ...
Harris Allied

Interep/The Radio Store .
International £Z-Up ...

Lontos Sales & Motivation ..
Lund Consultants ..

Major Metworks Inc
Market'ng/Research P.

Media Venture Partner:

Metro Networks

Museum of Broadcast Communications ..
National Association of Broadcasters
One-Or-One Sports Radi

Radio One

Roland. Corporation U.S. .

SW Networks

Stephan Productions ..

Tapscat Inc.

Westem Motivational Incentives Group ..
WOR Radio Network
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Solutions For Everyone on Your Staff!

The NAB Radio Show is planned Iy a 2 1-member steering committee. a
group of highly experienced radio professionals, Their mission is to develop a
prograr that will provide vou with the tcols and knowledge vou need to forge
real solutions in radio management. programming and <ales and markelting.

\DID

Fory
mr(»
call (809, :

The Most Out Of The NAB Radio Show

SHOW

September 6-9, 1995

Make plans now to attend with vour entire staff and ...
o Benefit from educational sessions with practical. hands-on solutions

New Orleans o \etwork with vour colleagues at the munerous special events
Convention Center
New Orleans, LA, USA 4 {he World Media Expo Exhibits

. OFcall Nqp I
(301216.194>

tandsey of vour Jax

‘ ‘ in, Slructiong, or Wy
¢ Discover the newest and most innovative products and services for radio hup;

louch lmw
= and Jollow voie,
1 Wide py eb —
wwie.ngp, o). y'd

machine

OAAA_:Al r. .An'* >
IMECIUI EVEITS
WEDNESDAY, SEPTEMBER 6

8:30 am - 12:30 pm — Radio Station Tours

115 - 1215 pm — Sneak Preview. Getting

2:00- 3:15 pm — Opening Ceremony
and keynote Address, Sponsored By: MeVay Media

6:00 - 8:00 pm — Radio’s Opening Reception.
sponsored By: Interep Badio Stores

THURSDAY. SEPTEMBER ©
10:30 - T1:15 am — Radio: Today's Trends. Tomorrow’s
Opportunities. Sponsored By: Chase Manhattan Bank

2:00 - 0:30 pm — International Reception

FRIDAY. SEPTEMBER 8
7:30 - 8215 am — FCC Chairman’s Breakfast. with Reed Hundt

[2:00 - 1:15 pm — NAB Radio Luncheon. featuring Ben Cohen and Jerry
Greenfield. founders of Ben & Jerry's lee Cream. Naney Widmann. president
of CBS Radio. will receive the National Radio Award.

Star-Studded Artist Showcase Party.
sponsored Byv: SW Networks and Radio & Records

SATURDAY. SEPTEMBER Y
9:00 am - 2:00 pm — “Opportunity "95: The Complete Radio Career
Fair.” Broadcasters and job seekers: eall 2020 1295498 to learn how vou
can participate,

6:00 - 10:00 pm — NAB MARCONI Radio
Awards Reception. Dinner & Show.
sponsored byv: Reception — CBS Radio:
Dinner — ASCAP: Entertainment —
Premiere Radio Networks

Programmlng Sessions

Format Roundtables — News Talk Sports o Obdies "T0s o Country
AC o Hispanic ® Rock © CHR ¢ Urban

o Exploring And Exploding Radio’s Myths

e The Digital Radio Station: Anvthing Else Is History

o Database And Event Marketing: Building Listener Lovalty & Profits

Free Advice From The Experts Q&A

Spanking Or Time-Out: How To Manage Talent

Creative Productivity For The "90s

Personatity Radio Outside Of The Morning Drive

Has Research Gone Too Far?

Branding vs. Benchmarking: Battling For The Consumer’s Mind

Finding Your Voice With Marice Tehias

Surfing Your Future: Tips From Winners To Wipe-outs

With John Parikhal

-

e o o o

e ® o

VIUTTUYCITICN 9€95010110

o Teamwork In The "90s — Managing Your Non-Sales Staff

Needles In The Havstack: How To Find And Hire The Best People

o AN EM Station Improvements Under FCC Rules —
A Manager's Guide To Competitive Suceess

e Satellite DAB Forum

e Discrimination Plavhouse

o G Regulatory Update

e Meet The Press

e Every Last Cent*

*  Station Cost Savings Tips*

e Duopelies. LMAs. And Station Aequisitions: Opportenities In The "90s

o Pennies From Heaven: Small Market Station Finaneing®

e The Total Quality Serviee Radio Station with Dan O'Day

o 20 Great Promotions To Build Your Bottom Line*

¢ FCC Rale Enforeement: Crinee And Puniskment On M Stree:

e The Bleeding Edge: Technology — Friend Or Foe?

*  Radio And The 10:1th Congress: A Spectrum Of Issues

¢ UnderOne Roof: How To Save $ in A Dropoly Situation

o Presertations. Communications & The Deadly Fig Leal With Wavne Cornils

e Radio Renewal Primer: A Eroadcaser’s License Seevrity Plan

e Digital Radio Seminar

e Profiting From Technology In The 90s

e Internet Bootcamp

Sales & Marketing Sessions

e Urban Hispanic Formats: Getting The Revenue Shares You Deserve

e State of The Art Revenue Forecasting:
Numbers To Lve & Die By

* Real World Streetfignters

o small Market Duopoly Sales®

* State And Future Of National Sales

o Making Money In Non-Traditional Ways

o State of Radio Sales With Gary Fries

o Sports Packaging: A Big Bues Baltgame*

o Duopoly Selling Strategies: The Great Debate*

o How To Sell Your Sales Staff On Raising Rates g o™

o Job Skaring: A Trend Of Tae Future For Sales

o Thme Managerient For Maagers with Dave Giffore

¢ Recruiting. Training & Retaining Smatl Market Salespeople*

* The Seven Critical Caleulations With Chris Lytle

¢ Making Money And keeping Out Of Trouble With Lottery, Contest
And Casino Gambling $ds

o How Effectively Are You Measuring The Things That Really Count? With
Norm Goldsmith '

¢ The Pature Of Radio Sales And Marketing: Geodemographic & Blockcoding

o New Teehnotogies: Sales Management Systems Of The Future That Are
Here Today

* You Can't Change The Wind But You Can Adjus: Your Sales
With Chuck Mefford

Sessions designed with a speci ! focus for smail market radio stations

Alan Box

The NAB Radio EZ Comimunications
Show Steering Steering Conunittee
Committee Chairs Chairman Chair

Jelf Trumper
Trumper Commumications
Management Subconmittee

Denise Oliver
Westwood Cne
Programming
Subcomminee Chair

Doyle Rose

Einmis Broadeasting
Sales Marketing
Subcommirtee Chair




The Power Studio From Roland

The new DM-800 provides power, speed, portability and reliability like no other system available.

Power Eight discrete tracks with 100 layers per track. control of external sequencers and trigger mode for instant
12 channel automated mixing and EQ. Time compression phrase playback.

and pitch correction. Nondestructive, full featured editing. Portability All the features and functions you need are
Sub-frame accurate SMPTE sync. Optional ADAT.DA-88  onrainedinasingle 12 pound unit. You can literally grabit
orRS-422 interface. and take it with you. Uses intenal and external SCSI drives.
Speed The DM-800 is easy, fast and quick to leamn, using Viewany lgvel of @nfomratio‘n onthe built—in LCDorplugthe
powerful hardware controls wih tape recorder style punchiin DM-800directly into your video monitor.

and out. No computer required. Reliability The DM-800isacompletely dedicated piece
MIDI Support The DM-800 supports MMC, MTCand of hardware with Roland’s renowned reliability.

dynamic functions like tempo mapping, bar and beat editing, Price Incredible Power. Incredible Price. $5995.

Call today for your free brochure and video.

[=Roland

Circle Reader Service #139 Roland Corporation U.S. 7200 DominionCircle Los Angeles, CA 90040 (213) 685-5141Ext. 756 Fax (213) 726-3267
Rotand Canada Music Lid. 5480 Parkwood Way Richmond, B.C. V6V 2M4 (604)270-6626 Fax(604)270-7174






