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"Adding a TFT FM

ynchronous Booster

elped increase my

M

CEO/President

What is it worth if you
could increase YOUR
market share?

“For KZST, TFT’s FM Synchronous
Booster / Reciter solution helped
open up problem areas previously
suffering from low signal strength.
It helped increase our potential
market during peak drive times!
Signal strength is up & our
Market Share is climbing!”
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TFT’s 8900 Reciter” STL Receiver/FM Exciter
offers a cost-effective solution to easily increase
siynal strength in problemt terrain market areas!

"Why KZST chose TFT!”

“We installed the country’s first
booster system many years ago. Our
new TFT FM Synchronous Booster
System helped solve interference
problems and increase signal cover-
age in problem areas where our first

system could not.We're very pleased.”

TFT-

Sound Quality for Over 25 Years!

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

Eliminate terrain shielding
problems, & stop leaving
$$$ on the table!

For years broadcasters have relied
on TFT's solutions for innovation &
direction. Call or fax TFT now for
assistance on how your station can
benefit from a TFT Booster System.

1-800-347-3383

Celebrating 25 years of providing owr customers
with noovative technology they can count on.

Circle|[Reader Senvice-#103

Y Y Y ST

E




The complete list
of reasons to .
lntegrate your Statl()n e Integrated for peak efficiency,

each area of your station

with advanced digital e

producers and engineers all

software from

¢ Complete on-air audio and infor-
mation control with Maestro™.

Computer Concepts. |[HEEeunm.

multitrack recording, editing,
and mixing environment with
StudioFrame™.

e [nstant access to news as it
breaks with Newsroom™.

¢ An end to cart-clutter with
touchscreen control of sound
FX, music beds and more with
Cartrack™.

¢ System flexibility. Choose
one or two components, or a
: complete system, and expand
™ OS] any time.
e Prompt, personal service, day
and night.

¢ Reliable performance.
Computer Concepts is proven
in stations like yours.

—_— Computer Concepts
CORPORATION

8375 Melrose Drive, Lenexa, Kansas 66214 s Phone 800-255-6350 ¢ Fax 913-541-0169
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CaprPiTOoL RADIO NETWORKS S e R® UTE

KNnows RaDIO.
THAT’S WHY THEY GoT

To KNow 'Us.

SN 0t (81410 LI 1

'

apitol Radio Networks knew that International

Datacasting’s FlexRoute Satellite Digital Audio
Svstem would be the heart of their operation
far years to come.

The key component, the FlexRoute receiver,
is dual speed and can be configured via satellite
for 128 or 256 kb/s of MPEG encoded audio
or data. With the FlexRoutc system’s unique
data rate partitioning, Capitol Radio Networks
can transmit up to faur channels per carrier
and simultaneously transmit digital audio

and high speed data. The 1eceiver is factory
configured for either QPSK or BPSK operation;
MPEG data and digital audio outputs facilitate
interconnection with digital studio facilitates
or other MPEG compatible products. And
every FlexRoute receiver contains a unique,
secure address, enabling individual control and
authorization of the unit from the head-end
network control computer.

Give us a call to find out about our full line
of satellite digital audio and data broadcast
solutions. We're International Datacasting.

The new horizons company.

INTERNATIONAL

DATACASTING

Corporate Headquarters: 2680 Queensview Drive, Gttaw |, Ontario,
Canada K2B 8H6 Tel: 161.3) 596 4120 Fax: (613) 596 4863

US Sales and Marketing: 3850 Holeomb Bricge Road, Suite 420
Notcross, Georgia, USA 30092 Tel: (771)) 446 9684 Fax: (770) 448 6396
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PUBLISHER’S NOTES

The Web: Radios Next Revolution?

y now, if you don't know about
the Internerand the World Wide
Web, you've probably not been
paying very close attention. The
Web is unavoidable. But is the Web

really going to revolutionize the world?
And it so, how will Radio play a part?

About 400 Radio stations today have
Web sites and home pages. That number
will double five times within the next 12
months, but that's not where | see the
Radio revolution.

Qe

Contact Ward-Beck for information
or pricing on Renaissance or
any other renowned WBS pro-
ducts by calling toll-free now at
1-800-771-2556 and ask for Eugene
Johnson, Michael Jordan or Scott

Miller.
(wes)

CANADA

RealAudio, which offers actual real-
time audio on the Web, will serve a
wondertul purpose once the currently
poor audio improves. The real value will
be in very tightly niched tormats that do
not make sense 1o broadcast over the
. you're a teen
from Teheran living in Tyler, Texas. You

airwaves. Imagine this ..

want to hear your country’s music, for
your age group, in your language. You
could dial up the Web, choose from any
of 2,000 specific formats, and listen. But
who wants to sit at the computer and
listen? That problem has been solved by
Taylor Satellite in Tulsa. They have
developed an inexpensive FM transmit-
ter that plugs into your computer and
transmitsits signal throughout your house
and yard. This is revolutionary!

The Web will provide specialty for-
mats for every imaginable demographic
in every possible language, and for ev-

ery club, profession or obsession. There
will be Radio stations for paraplegics,
paralegals and police. Tt will be like
going to the newsstand for a magazine
on your favorite subject, only it will be
a viable Radio station with a national
audience. Small and specific, but big

enough to provide advertising income.

Will Web Radio kill Radio as we
know it? Not likely. Butit will serve a very
important purpose and generate a lot of
money. It "Radio” doesn't get it, someone
else will. Other purposes for the Web are
still in question. Too many national ad-
vertisers and big companies have invested
in the Web to have it go away.

If you haven't noticed all the hype
aboui the Web, and you haven'tyet been
online and checked out a few dozen
home pages, take the time to try it.

Rather than looking at it in its cur-
rent form, try to imagine the possibili-
ties of Radio’s involvement with 1.5
billion online by the year 2000 world-
wide. The potential is staggering and
should not be ignored. )

To reach me, write:
RADIO INK,
B. Eric Rhoads, Publisher
224 Datura Street © Suite 701
West Palm Beach, FL 33401

Phone: (407) 655-8778
Fax: (407) 655-6164
EMAIL: Radiolnk@aol.com
102404,2604@compuserve.com

Renaissance by Ward-Beck

the audio console that answers the needs
of contemporary radio broadcasters.

WARD-BECK Systems Ltd.
841 Progress Avenue, Scarborough, Ontario MIH 2X4 Canada

1-800-771-2556 416-438-6550 Voice

Circle Reader Service #106
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From the company that brought you Cassette Pak™, Cassettevelope™,
and CassettePillow Pak™ Samplers and Mailers comes

Video Pak™, CD Pak™ and CD Sampler.

VidOOPaklw

Watch this
iree video
and find out
sy we ' re
lijami’s
Iavorite
rock station

rEgether, with our ¢lients we’ve proven
that Free Samples in the form of highly targeted mailers realiy
delivers increased Cuine, TSL and enhanced brand awareness, all
which translate into ratings and revenue. Now through a major
price breakthrough with our duplicator we are proud to bring
you VideoPak™, CD) Pak™ and CD Sampler™ at prices you'll
find better than aitractive. Coupled with Smart Targets™.

the industry’s most advanced audience profile/segmentation
and targeting tool - it's a one-two punch knockout.

CALL US TODAY TO LEARN MORE!

L7

BROADCAST DIRECT MARKETING INC.

* Direct Mail ¢ Database & List Management » Market Research ¢ Inbound/Outbound Telemarketing ¢ Sales Consulting e
Sweepstakes & Contests * Media Flacement ¢ Integrated Campaigns ¢ Creative & Design Services ¢ Printing & Print Production
* Custom Publishing ¢ Smart Targets™ Customer Profiling ¢ Broadcast FAX ¢ On-Line Internet Marketing » Smart Maps™

MIAMI 305-858-9524 » CHICAGO 708-382-5525 » LOS ANGELES 818-782-9524 « SACRAMENTC 916-757-2272 « DENVER 303-594-8000
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Broadcasting Solutions For:

* Cart Replacement * Live Assist
» Satellite Automation * Multitrack Editing
* Music Automation * Text and Audio for News

Elegant Architecture:

* Windows™ Multitasking e Unlimited Storage / Users
o Standard PC Networks  * Expandable
» Central Storage » User-Configurable

More Than 1000 llsers Worldwide!

KKND Kerry Fink, GM, Mix 106

Tucson, Arzona Gainesville (Atlanta), Georgia

“We have been using the Dalet System since June 1993.

We have been so pleased with its performance and
development that we are implementing the system in our
network studios for the “Music Of Your Life” satellite network
that we are currently developing.”

Kerry Fink

Dalet Digital Media Systems
285 West Broadway, Suite 605 - New York, NY 10013
Phone: 1 (212) 370 0665

Dalet lxpress Fax Line:

1(800) 257 1223



NEWS
New Leadership Institute
Dates Announced

ew dates for The Leadership Insti-
N tute for Management have been

announced: Jan. 9-12 and March
19-22.

Norm Goldsmith founded The Lead-
ership Institute in Dallas in 1990. Con-
sultant Ken Greenwood has been in-
volved since the beginning but now has
a greatly expanded role. And consultant
Chris Lytle became a partner in January
1994. The Institute’s objectives are as
follows: To help managers ...
¢ understand the difference between lead-
ership and management and why they
must be leaders in today’s rapidly chang-
ing and highly competitive marketplace.
¢ spend more time developing people
rather than managing things.
® position change so that it is not per-
ceived as a problem or threat ... if you
wait until it’s broke, it’s too late to fix it.

¢ get people to be accountable for what
management needs them to do rather
than just what they want to do.

¢ develop and implement standards and
expectations.

* design compensation systems that
reinforce the standards.

¢ know the importance ofteam building,
particularly in duopoly situations when
different cuitures are integrated.

¢ get people to accept the fact that they
are responsible for trying and account-
able for succeeding.

¢ learn the most effective ways to deal
with conflict.

To date, more than 300 group heads,
owners, GMs, GSMs, LSMs, NSMs, PDs
and business managers have completed
the course taught by Greenwood, Gold-
smith and Lytle.

Yvonne Harmon, president of Radio

- In Todays

. Media Jungle,

" You Can't Afford
" Not To Change.

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

| You ought to expect the same from vour
collection service.

At Szabo Associates, we're improving as vou
improve. As the first and largest media collection
firm, we're providing more specialized service
I than ever. We've created separate divisions
l dedicated to cach individual medium. No one
l else focuses so sharply on vour individual needs.
|

This know-how helps us offer value-added
services you won't find anvwhere else. Szabo
clients have free use of the world's best database

Szabo Associates, Inc.

- O OO o @ O O O O @O

T
|
|
I
|
|
|

on advertisers and agencies. an unequaled libran
of media information. proprictary managemen
reports. intermational collection services, and |
much more,

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

Circle Reader Service #1190
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Ink, recently attended the Institute and
says the most important thing you
learn is why you do what you do and
not just how.

“At the Institute | realized a few
things that will benefit our company far
beyond the investment of this conference
... It’s budgeting time. What would you
give to spend three or four days strictly
on wheie you are, where you want to be,
and how to get there ... Or you have a
senior salesperson you just don’t know
how to get to do things your way? Have
you been considering your compensa-
tion plan for sales and wondering why
you cannot change your current staff's
income according to your goals?

“If you are a first-time manager or a
20-year veteran there is so much to be
obtained from concentrating on your
station/business for three to four days
and thinking through what you do and
why. Better yet ... you can get affirma-
tion that what you are doing will work or
does work. That is a unique experience
particularly for a novice GM.” &=
If you would like more information on
The Leadership Institute for Manage-
ment, call Goldsmith at 800-325-5657 or
Lytle at 800-255-9853.

KATZ JOINS THE CYBERAGE

Taking the entrance ramp on
the the information superhighway is
Katz Media Group Inc, with the first
Web site created by a rep firm. The
site has an online brochure about
the cornpany, information about its
Radio, television and cable subsid-
iaries, information targeted specifi-
cally at the investor community, and
employment opportunities.

Tom Olson, president and CEO
of Katz Media says, “The Internet, |
believe, offers us a creative means
of marketing our company and cur-
rent clients in addition to providing
us with new media sales
opportunties.”

The site can be found at http:/
/www.katz-media.com.
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S$S$SSS Million Dollar Club™ SSSSS

$83.5 M: WPAT-FM Parterson, NJ; SetLer: Park Rapio of GzeaTer New York INC.; Burer: SPANISH
BRraADCASTING SYSTEM INC.; BROKER: MEDIA VENTURE PARTNERS
$30 M: WTCY-AM & WNNK-FM HarrissurG, PA; SeLLER: JuNE BROADCASTING INC.; Buver: PATTERSON
BROADCASTING INC.
$20 M: WNYC-AM/FM New York; Setter: Gty of New York MunicipaL BROADCASTING; Buver: THE
WNYC FounpaTtion
$19.5 M: WPAT-AM Patrerson, N}; SetLer: Park Rapio of GREATER New York INC.; Buver: HerTeL
BrcapcasTING CorP.; BROKER: MEDIA VENTURE PARTNERS
$15 M: WINE-AM & WRKI-FM Brookrietp, CT, WVIB-FM Mcunt Kisco, NY, WVYB-FM
PatTerson, NY, WPUT-AM Brewster, NY; Seiter: Gary Starr anp BCI Apvisors INC.; Buver:
CommopoRe Mepia INC.; BROKER: MECIA VENTURE PARTNERS
S5 M: WLDJ-FM Appomattox, VA, WVLR-AM/WJ}X-FM LynciBurG, VA, WRDJ-FM Roanoke, VA,
WJJS-FM Vinton, VA; SetLer: VIRGINA NETWORK INC.; Buver: CavaLier COMMUNICATIONS LP;
BROKER: AMERICOM
$3.225 M: KIBZ-FM Lincotn & KKNB-FM Crete (Lincoin), NE; SeLLer: Rock STeapy INC.; Buver:
TRIATHLON BRoADCASTING Co.; BROKER: MEDIA VENTURE PARTNERS
$2.45 M: WMGL-FM Ravenel (CHARLESTON) & WWWZ-FM Summervitte (CHARLESTON), SC; SeLLER:
SoutHwing COMMUNICATIONS INC.; Buver: Mavo Rapio of CHARLESTON INC.; BROKER: MiLLENIUM
COMMUNICATION INT.
$2 M: KAMZ-FM EL Paso, TX; SeLLer: PINNACLE BROADCASTING COMPANY INC.; BUYER:
New Wave COMMUNICATIONS
$2 M: WADK-AM Newport & WOTB-FM MipoLetown, RI; Setter: NewporT BroancasTing LP anp
PErRRY COMMUNICATIONS OF RHODE IsLAND; Buver: Bear Broapcasting Co.; BRokeR: RicHARD A. FOREMAN
ASSOCIATES INC.
$1.3 M: WKTY-AM/WSPL-FM La Crosse. WI; Setter: La Crosse Mav Broapcasting LP; Buver:
Hippi Rabio LLC

$555555555555555555555555555555555

' o\yovenjoyhearinglive \

remore. Radm brochasls’-’ -~ h

Source: Rodio Ink— Yollie,Gallup Radio Poll of 682 persons 18+, morgin of error + 3%
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SOLD!

WPAT-FM, New York, NY,
from Park Radio of Greater
New York, Inc., Dr. Gary B.
Knapp and Donald R. Tomlin,
Jr., Co-Chairmen of Park
Acquisitions, Inc., to Spanish
Broadcasting System, Inc.,
Raul Alarcon, Jr., President for

$83,500,000.

Brian E. Cobb
and
Charles E. Giddens
Brokers

BRIAN E. COEB
CHARLES E. GIDDENS
703-827-2721

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

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
513-769-4477

RADIO and TELEVISION
BROKERAGE » APPRAISALS

'V
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO
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READER LETTERS

Lighten Up

It is so sad that there seems o be
someone who will take offense to any-
thing published, printed or said.

Jesus Garza ook exception [Letters,
Sept. 18] to a photo and caption you ran
in your “Blast From The Past” [March 27
teature.

Our culwre would be a little less
race/color conscious if we could just laugh
a few things ol and not be sensitive and
rcady to condemn anyone who isn't per-
fectly politically correct
Frank Ferreri

WLVU-FM
Holiday, FL

Impressed with Improvement

While | was at the NAB | had a
chance o read several of your issues. |
especially liked vour comments in vour
“Observations To Live By" [Publisher's
Notes, Sept. 4-17]. At the time 1 read
them, it was just the right message for
me, and is something | will save and
review from time to time. | think vour
content has improved ... keep itup, alot

ADDRESS ALL LETTERS TO READER LETTERS,
¢/o Radio Ink, 224 Datura Street » Suijte 701,
West Palm Beach, FL 33401. Or fax to
407-655-6134. Each letter should include
your full name, address and telephone num-
ber, and may be edited for clarity or space.

ol the subject matter really isn't covered
very well anywhere else.
Jay Phillips

Corrections

In the October 2-15 issue, Movers &
Shakers, the company in which Jasmine
Alexander was promoted from VI, NMan-
agement Information Systems (MIS) 1o
VP, MIS and New Technologies was
ABC Radio Networks. And Becky Wight
was incorrectly listed as programming
assistant for Country Coast-to-Coast
betore being named operations manager
tor ABC Radio International. Wight had
been programming director

There’s no reason in the
world to let a single avail go by
unfilled. PSAs get old fast, and
they don’t make you any money.
Same thing with promos. That’s
why you should look into Talk
America’s per-order spot ad
program. It pays.

As our friends at One-On-
One Sports (the largest 24 hour
live sports talk radio network)
would attest, it pays big.

Rogers Broadcasting would
agree. They've seen $25,000 and
some change from Talk America’s
per-order spot ads.

What’s that? You've been
burned by per-order outfits before?
We know. We’ve heard the stories.
And there’s nothing we"d like more
than for you to call our clients and
get a ““reality check™ from them.
We'll send you a list of names and
numbers along with our free

SWISH!!!
Talk America’s amazing per-order spot ad
plan nets One-On-One Sports $75,000+

company brochure.

But since you're curious, here
are some of the reasons why Talk
America has become the leader in
direct response per-order advertis-
ing:

We find the right products,
with price points between $69.95
and $200, that appeal to the mass
market. That’s right: No $19 mops
or $20 magazine subscriptions that
generate nothing but pocket change.
Our products are heavy hitters.

Talk America’s copywriters are
seasoned pros who push listeners’
hot buttons with precision.

We assign stations a unique
800 number so we can track calls
with pinpoint accuracy.

Our calls center is staffed by
trained sales reps, and our close
rates are well above the national
average.

Talk America’s in-house

fulfillment and customer satisfac-
tion departments ensure that the
people who buy our products...
your listeners...are treated with
respect and integrity.

And now the really good part:
Your take is 25%. A new check
arrives in your mail every week.

Don’t let another avail go by
empty handed. Put Talk America
to work for you. There’s no
risk...and the rewards can be very
sweet.

&
Call for a brochure:

1-800-576-0377
ext. 4002

,
-4 TALK AMERICA

== A World of Marketing Opportunities |
5\ Q :‘; 510 Congress Street, Portland, ME 04101

RAD
INK lg
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It was truly an evening of splendor at
the 1) 1995 Radio Hall of Fame Induction
Ceremony and 75th Anniversary of Radio
Celebration at the Hyatt Regency in Chicago.
The event, presentad by the Radio Hall of
Fame at The Museum of Broadcast Commu-
nications (MBC), had the old and the new
meeting to celebrate the medium that made
tnem what they are. 2) Appioximately 8oo
attended the gala that brought Radio folks
from around the country together. People
like 3) producer/director Himan Brown (I}
presenting an award to inductee Les
Tremayne, star of countless Radic shows
like The Thin Man and The Falcon. Sharing
a smile were 4) inducteefsportscaster Jack
Buck (I) with Paul Harvey as were 5) Rusk
Limbaugh () and Harry Caray. 6) On stage
were the granddaughters of Jesse B. Blayton
Sr., Zada Blayton and Anitra Blayton,

NOVEMBER 27 - DECEMBER 10, 1995

accepting an award on behalf of
their grandfather who was tre
owner of the first black-owned
Radio s:ztion, WERD/Atlanta. 7) Averv happy
inductee, Bob Steele of WTIC Hartford,
proudly holds his award for the camera.
Anc making lovely couples were:
8) Arthur C. Nielsen Jr. of A.C. Nielson Jr.
Company and his wife Patii; 9) Space mom
June Lockhart with her friend Casey Kasem;
10) “Angel” and Paul Harvev; 11) Limbaugh
and his wife Marta; and 12) MBC Presi-
dent/Founder Bruce DuMont (l) with Fred
Foy, announcer for Lone Ranger.
13) |-r DuMont also posea with inductee and
EFM Chairman/CEO Ed McLaughlin, DuMont’s
long lost twin Limbaugh and Gene Davis,
president of Emerson Radic Corporztion
and his wife Stacey. 14) ABC Radio’s Tom
Joyner hung with inductee Hal Jackson,

'EOPLE IN INK"

WBLS New York, and Kasem
giving the OK sign, and 15) Inductee/humor-
ist Stan Freberg (1) posea with WGN Chicago’s
Wally Phillips. 16) National Public Radio’s
Susan Stamberg got to present an award to
inductee Robert Trout of C3S World News
Roundup which he later shared with
17) Roundup colleagues Steve Baltin and
Bill Lynch (r).

And how’s this for group shots: 18) I-r
Foy, Freberg, Tremaynz, Czray, Lynch and
Buck. Or 19) Buck, Jackson, McLaughlin
and inductee Herb Kent of WVAZ Chicago.

As we bid adieu to the wondrous
celebration that was, we end witn
20) Casey at the mike do'ng what he does
best ... pointing his finger. SD

RADIO
INK 13
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FORUM

Michele Rouse, GM
WKS)-FM/WMYC-FM
Mobile, AL

he holiday season is
always a busy time for
everyone at the Radio
stations. Itis also a time when
many people want to take va-
cations and leave early for
various reasons. Since every-
one can't be out of the office
at the same time during the
holiday season, it is very im-
portant to keep morale and
enthusiasm up while remain-
ing focused on the business.
AtWKSI/NWMYC/WAVH,
we make sure we take time to
enjoy the holidays with our co-
workers. First, we decorate the
lobby and the control rooms.
Then, we coordinate a pot luck
luncheonfortheentire statt. Of
coursc we have the standard
company Christmas party, but
we also do a “Secret Santa” for
those who want to participate.
OnDecember 1, each personis
given a form to fill out, detail-
ing their likes in candy, colors,
hobbies, fast food, drinks, etc.,
as well as their wish list for their
final gift to be received the day
of the Christmas luncheon. For
three weeks, Secret Santas de-
liver treats, gags and funny po-
ems to their secret person. It
makes for a fun December and
provides an opportunity for
people to get to know their co-
workers better! =
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How do you keep your staff pumped
during the holiday season?

Sue Bahner, Station Manager
WDCW-AM
Syracuse, NY

t WDCW, with our
Christian format, the
holiday season is spe-

cial. We are involved with
project Angel Tree, an out-
reach of Prison Fellowship
(PF). This project links a lis-
tener with a child whose par-
ent is incarcerated and thus
unable to give the child a gift
at Christmas. A choice of
names with the requested toy
is given to a caller, who then
brings the wrapped gift, prop-
erly marked to our station. All
of the gifts are picked up by a
PFvolunteer, and distributed.
The opportunity for the
staff to meet our listeners as
they bring in the gifts is a real
boost ... especially because
those same listenersalso bring
in cookies for our staff and
express their appreciation to
WDCW for being an impor-
tant part of their life. Our bul-
letin board holds cards and
letters from listeners thank-
ing us for being on the air ...
and at our Christmas party,
the on-air staff shares their
most horrifying experience
since working at WDCW ..
hilarious for most ... some sur-
prises for me. These things
help to mold us as a team. &

Catherine Moreau, Exec. VP/GM
KHJJ-AM/KGMX-FM
Lancaster, CA

irst, | watch out where
my stress levelis. There's
nothing more conta-
gious than watching a man-
ager get out of whack. We're
doing a lot of projects for the
holidays and first quarter, so
it's important that we plan for
ourown fun. Everyone is look -
ing forward to a special dress-
up party with spouses and
guests. Plus, our station will be
decorated and will have a Fri-
day afternoon gift exchange.
The oftice staft is closely in-
volved with preparing client
Christmas cards and gift lists,
plus implementing our Secret
Santaprogram that helps needy
families in the community.
For the first time this
year, half of the full-time on-
air statf gets off on Thanks-
giving day, the other half on
Christmas day. Our part-tim-
ers are thrilled with the extra
air time they'll get and every-
one is happy. It seems that
the more projects going on
and the busier we get, the
happier the staff because of
the teamwork needed to ac-
complish it all. We focus on
thespirit of the season as well
as the business of the season,
and those good feelings that
come out of that helps us all
handle the extra stress. &

Richard Lewis, VP/GM
WAEB-AM & FM/WKAP-AM/
WZZ20-FM
Allentown, PA

he real secret is how

to keep your people
pumped all year long,
including the high stress of
the holidays. In my experi-
ence, it's the little things that
go a very long way. Pick up
the phone and order a half-
dozen pizzas for lunch for the
crew. Remember birthdays.
Cive someone a day off for
doinga great job on a project,
or best of all, make sure you
catch someone doing some-
thing right or having a great
idea and letting them know it
...infrontofagroup of people.
The holidays are always
filled with more stress, more
workload, more spots ... a lot
more of everything. You re-
ally have to pay extra special
attention to the small stuff.
It's the small stutf that you
recognize that gets people to
push the envelope, try new
things and get the job done.
People never get tired of genu-
inely being told they're doing
a good job. =

like to respond to a Forum
question, call Shawn Deena at
407-655-8778.
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MANAGEMENT

- #
by Sharon Crain,
Ph.D.

ceveral wecks ago | gave 10 broad-

castexecutives asimple group prob-

lem-solving excrcise as part of a
team building seminar.  Nost of my
groups reach consensus in about 20 min-
utes. This group violently argued and
disagreed for an hour and a halt.

Isoondiscovered the reason for therr
ditficulty in reaching agreement when |
gave them a short assessment protile
called “Success Stvles.” This protile re-
veals the style cach of us uses in our
attempts to produce results. Since sta-
tion personnel have different "success
lenses,” the character and culture of a
station is the result of the mix of success
styles in the organization. The styies of
top management arc especiallv impor
tant in this shaping process.
The best way to grasp this powert.l

concept is to understand what drives the
behavior of each style.

What's Your Style?
Charger Styles. View saccess as making
decisions and producing results quickly.
Innovator Styles. View success as de-
termining a new and better way
Relator Styles. View success as making
careful decisions based on group input.
Thinker Styles. View success as ma-
ing accurate decisions based on logic.
As the result of these different suc-
cess lenses, cach style approaches prob-
lems differently. As a manager, knowing
the success styles of your team greatly
enhances your ability to produce block-
busterresults. Here are some of the ways:
1. Place team members in positions
that maximize their personal success style.
Much poor periormance and work
related stress is caused because employ-
ecs aren’t working in positions that use
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Whats Your Style?

it Could Be the Secret to Your Success

their natural talents. For example if you
place a Thinker, whose greatest concern
is to avoid being wrong, into a position of
needing to make fast decisions without
much information — you will have a
stressed Thinker. Now put a Charger in
that same sizuation and you will have a
comtortable Charger — and usually bet-
ter decisions.

2. Sclect complementary styles for
your close support <tatf.

Similar success styles build rapport
quickly and getalong well. Itis a nawral
tendency to want to choose people who
reflectour natural stvle. Bv contrast, stud-
ies show ditterent success stvles produce
a better wask result — as long as they
don'tkill cach other tirst.

So it Charger is your dominant suc-
cess style, you might be most eltective
paired with the detail accuracy of a Thinker,
or the people skills of the Relator

Yet therce are times when we strate-
gically want to pair people together who
will have instant rapport. If you want o
cultivate a relationship with a Relator
contact, forexample, the Relator on your
team is your best bet to build the rela-
tionships quickly and casily.

3. Create a balanced team.

If you want to create a four-person
praject team — which success styles
would you put on the team?

The best answer, irrespective of the
purpose of the team, is one of cach.
Simply, the Charger will keep the team
focused on the goal in a timely manner;
the Innovator will push for a better ap-
proach; the Relator will make sure
everyone's input is heard and consid-
ered; and the Thinker will make sure the
result 1s accurate and high quality.

When most stations create a team,

QUICKREAD™

* Each of us has a different success style we
use in our attempts to produce results.

* As a manager, knowing the success styles
of your team greatly enhances your ability
to produce blockbuster results.

¢ Until team members understand success
style thinking, their different views are
often interpreted as sources of conflict.

they neglect this element ot balance.
The result?  they have a team of Charg-
ers — cveryone talks and no one listens.
A team of all Innovators will fuel itself
into the Ozone with ideas that lack real-
istic application. Relators will generate
so many alternatives, they will never
make a decision, and Thinkers will quickly
be buried in the minutia generated by
tour detailed, pertectionistic types.

4. Increase understanding and com-
munication with team members.

Until tcam members understand suc-
cess style thinking, their ditferent views
are otten interpreted as sources of con-
Hict. With the understanding ot different
successstyles, the emphasisisshifted away
trom personality difterences. So when the
task-oriented Chargerforgets tosay “Good
Morning,"and the Innovatorappears taky,
the Relator indecisive, and the Thinker
stubborn — it can all be laughed off to
style. “Ot course Rick didn't say good
morning — he's a Charger!

Thinking back to the behavior of the
10 broadcast executives trying to reach
agreement in my seminar, what style do
you think was predominant in the group?

Chargers — you got it! =]
Dr. Sharon Crain is an indusirial psychologist
and a proneer in the field of biofeedback to manage
stress. She may be reached at 602-183-25.46
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CASE STUDY

Dex Allen, GP
Commonwealth Broadcasting
San Diego, CA

ﬁ/ our question raises some serious areas
of responsibility which our managers

and | have discussed several times over the
most recent years, particularly as the holi-
day season approaches. It is almost impossible to have a Christ-
mas party or holiday party at a Radio station without facing the
possibility of pcople who will over-consume alcohol. One of the
things we think we've done successtully to alleviate this type of
problem is to bus people trom the station to the location where
the event is and back. Alternatively, in one year, we had a party
at a mountain lodge and got cverybody raoms for the evening,
so no one was taced with the prospect ot having to drive while
impaired by too much alcohol.

W e believe that the appropriate way to approach thisis to
structure a holiday or Christmas party event where there is no
need for the employee and their spouse and friends to be
traveling by automobile. Either that or have itin a hotel where
people are stationary for the evening and would notbe required
to drive atter the consumption of alcohol.

One of the other alternatives we have considered and
utilized on more than one occasion is an alcohol-tree holiday
or Christmas event. Obviously, this represents a significant
safety factor and it has to be balanced against the wishes of the
employeces and station personnel. Of course, try telling abunch
of Radio people that they can't have Christmas cggnog laced
with brandy or some other suitable adult beverage, and you'll
tace some criticism or opposition. Obviously, we need to arrive
at a happy medium. @

Is it appropriate in today’s litigious
society to serve or permit alcohol at
your holiday party?

Keith Lyons, GM
KBNP-AM
Portland, OR

Every day Radio stations report the
increasing loss of life attributed to
2 alcohol. Our promotions departments as-

sist Mothers Against Drunk Driving cam-
paigns and our telemarketers promote holiday packages warn-
ing listeners, "Don't drink and drive.” Yet every sportscast or
live broadcast ot sports except high school, has the area beer
distributor as a sponsor. Those ad revenues are nice. Are we
sending mixed signals? Whose call is it at the Christmas party?
And how do we justify our decision?

Know your people. Tough to do, certainly. Especially
when we aren't aware of the co-worker's “real” behavior until
that Christmas or New Year's gathering becomes an embarrass-
ing situation tor owners, management, staff and guests.

Smaller staffs, and invited guests can be easier to control.
Dinner at a fine restaurant, with complimcuﬂary tirst-round or
limited “tresheners” work best, it you're having alcohol. Larger
staffs, advertisers, agencies and families in a holiday surround-
ing can present a totally different set of circumstances. Among
your concerns are liability (call your attorney/cover your you
know what), but more important, dealing with your personal
conscience should anything happen to anyone attending your
testivities. And consider the publicity directed to your Radio
station it it does happen?

In all circumstances, common sense, taking personal direc-
tion and diplomacy to oversec the well-being of everyone attend-
ing is everyone's own responsibility, but it's your party. B

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

/RESEARCH
PARTNERS, Inc.
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MARKETING

by Alan Fendrich

ithout question, telemarket-

ing is one of the most mis-

understoed sales methods in
use today. NMention telemarketing and
people head for the hills. Why? Because
there's a tendency to immediately think
ol those obnoxious callers pitching any
of myriad products while we're trying to
cat dinner after a long day.

But that's like comparing a Herb
Tarlek trom WKRP to the top profession-
als in our industry todav. Professicnal
business-to-business telemarketing is
highly respectul of business owners’ time
and actually gives vour station an oppor-
tunity to enhance its reputation locally.

Some things to consider: a good
telemarketer torRadio generates between
$75,000 and $100.000 in new sales dol-
lars. Nota fortune, yet atter paying com-
missions, enough to tund at least two
administrative positions in your station.
And, unlike outside sales, these dollars
comeintromday 1. Thercis no lead time
with telemarketing.

And since telemarketing packages
tvpically sell tor much less thanaregu-
lar schedule, many of these newfound
dollars are trom businesses that aren't
or never will be prospects for regular
advertising. Or from business catego-
ries that have no need to advertise, but
are willing to spend money to partici
pate in local community events. These
are dollars that are simply left on the
table otherwise.

It you slip in ratings during a book,
telemarketing revenues won't be atfected.
This makes telemarketing an ideal com-
ponent of sales programs for late, g-cat
AM stations. New tormats can greatly
aftect outside sales eftorts — we've never
seen it attect telemarketing.
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Increase Profits
With Telemarketing

Fromapurely sales perspective, then,
telemarketing will work in most Radio
stations. But there's more ..

You can use your telemarketirg ef-
tort to help local charities and events
promote themselves. Use the phone to
tind sponsors and these worthwhile local
events will suddenly get tar more expo-
sure than cver betore ... thanks to you!
And all the while, you're generating new
sales dollars. Plus evervone your station
calls (buvers and non-buyers aliked will
associate your station with these events.

You can't hang your hat on it at
license renewal time, but running hun-
dreds of extra minutes of sponsored
PSAs helps.

Il you run sports, try selling it by
phone. You'll be amazed at how easily
you can sell three $200-$500 sports-
oriented packages cach day. Local high
school college and university, and pro-
tessiona’ sports packages all sell well
by phone.

Telemarketing is the ideal prospect-
ing tool. Telemarketers “bump into” leads
foroutsidesales. That's right; a well-trained
in-house telemarketerwill turnover three-
four high quality Icads a month. Leads
that ask to see a salesperson.

Unless your sales department fell
from heaven, most salespeople do a lim-
ited amount of prospecting. In virtually
every market, there are thousands of busi-
nesses that never receive an in-person
sales call from the typical Radio station.

Telemarketing covers your market
with more than 1600 contacts a month.
Compared to the average outside sales-
person, that's 1000% more contacts each
and every month. You get as much pros-
pecting out of one telemarketer as out of
10 ouwside salespeople. The numbers

QUICKREAD™

¢ Telemarketing is one of the most misun-
derstood sales methods in use today.

* A good telemarketer for Radio generates
between $75,000 and $100,000 in new
sales dollars.

¢ Telemarketing is the ideal prospecting tool.

* Telemarketing covers your market with
more than 1600 contacts a month. Com-
pared to the average outside salesperson,
that's 1000% more contacts each and
every month.

e Are these referrals to outside sales good
leads? Absolutely. Nearly one-third turn
into orders.

show that telemarketing finds leads for
your outside sales department at the rate
ol .2 percert of all calls placed.

Are these referrals to outside sales
good leads? Absolutely. A large
percentage of the ones tracked are seri-
ous accounts nearly one-third turn
into orders

Sales departments that have a
telemarketing department can expect to
sce their outside salespeople operating
more efficiently. Done properly, a
telemarketing departmentis a profit cen-
ter that etficiently scans the market tor
new sales opportunitics and promotes
the station's community involvement.

One or more of your competitors
may already have implemented this mar-
keting strategy ... maybe it's time to re-
consider telemarketing as a valuable part
of your marketing strategy for the '90s
and beyond. =
Alan Fendrich is president of Radio Profits Cor-
poration, based it Netoport News, VA. He may
be reached at s00-6.13-1206, e-mail alan
@radioprofits.com
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SALES MANAGEMENT

by Dave Gifford

me out. The days of leaving the

responsibility of prospecting to

your salespeople are over, for
three solid reasons: 1. Veteran sales-
people, living off established lists, stopped
prospecting long ago; 2. New recruits
don't know how to prospect; and 3. If,
afterrepeated rate increases, you've elimi-
nated whole layers of smaller advertisers
who can no longer afford your rates,
you're now faced with having to come up
with a whole new revenue base for your
station. Who are you going to trust with
responsibility, you or them? You.

From now on, prospecting must be-
come a major responsibility of sales man-
agement, period. Here, from acollection
of 60 prospecting ideas, is an abridged
list to get you started.

1. Vendor promotions. Here is an unending
supply of advertisers so focused on
moving products, building and rebuild-
ing brands, and reinforcing customer
loyalty, that the value of your sales
promotion ideas takes precedence over
your ratings and cost per point.

2. Arrange a spot trade with a supermarket
chain for an End Cap position you can
resell to a food broker as part of a major
advertising dollar commitment.

3. Provide advertisers in-home sampling
opportunities by holding weekly birth-
day parties in the homes of your “lucky
birthday winners.”

4. Out-of-demo ad dollars. Three times
yearly — Christmas, Mother’s Day and
Father's Day — your 18-34 formatted
station should be in hot pursuit of every
35+ ad dollar in town. Why? Because
those events are not about people buy-
ing for themselves. Those events are all
about people — your younger listeners
— buying for the 35+ parents. Con-
versely, advertisers who cater to the
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Panning For Gold

25 Ways To Improve Your Prospecting

18-34 market, make a big mistake ignor-
ing those 35+. Why? Because the 35+
crowd, consumers with “multiple pur-
chase needs,” are primary customers for
a whole lot of 18-34 purchases. People
buy for other people, period.

Business license registrations. What li-
censes are required and where do they
get them?

. Sales tax registrations. No business

can sell anything without filing for
same. Where?

Building permits. No business can break
ground to start or expand a business
without one. Where?

Building contractors and construction
foremen. Enough said.

Commercial real estate firms. They’re the
very first people to know what busi-
nesses are coming to town.

Business brokers. Those who trade in
sales of businesses only, not real estate.

. Planning commissions and zoning boards.

Besides making recommendations on
long-term community growth, they’re
also privy to pending zoning changes
from residential to commercial.
Economic Development Council. Which
companies is your local EDC attempting
to lure to your community and which
companies have made inquiries to relo-
cate to same?

Convention and Visitors Bureau. They’re
the first to know what venues have been
recently booked (well in advance) for a
variety of shows, concerts, conventions
and sporting events.

Chamber of Commerce. You can increase
your contacts by getting on their Retail
Trade Committee and by helping out on
their annual membership drive.

Check with your news department to see
if any press releases provide some leads.
Attend the biggest and most expensive

fund-raising event in your community
and watch the expression of those com-
munity leaders who may not have ex-
pected you to be in attendance. It's
called “personal positioning” and be-
sides contributing to a worthwhile cause,
it’s also called an “unreimbursed ex-
pense” you can write off on your taxes.

17. Since some of your listeners need jobs or
are considering a major career change,
why leave a profit center like recruitment
advertising to the newspapers only.

18. Micro-film leads from year-old newspa-
pers. Collect six months in advance,
update monthly and you'll intercept
monies that, otherwise, will go forever to
the newspaper.

19. Publish a quarterly “Sale Finder” or “Bar-
gain Finder” newspaper tabloid. Guaran-
tee more homes than the local newspaper
reaches, sell newspaper advertisers space
within same and you can go after every
last newspaper ad dollar in town.

20. Get into direct mail business. Sell cou-
pons (for discount offers) to all those
businesses in your market that live off
selling to other businesses.

21. Buy a TRAVELHOST magazine franchise
and you're eligible for every tourist ad
dollar in the market.

22. Lease a cable TV channel and you can sell
the graphic inserts to the same crowd.

23. Printers and copy shops. Who's buying all
those business cards, letterheads, enve-
lopes, note pads, brochures, catalogues
and assorted direct mail pieces, etc.?

24.Sponsor a “how to attract new custom-
ers” seminar for local advertisers.

25. Build the best point-of-purchase mer-
chandise program in the market ... and
they (advertisers) will come. &

Dave Gifford is a sales and management consult-

ant from Santa Fe, NM. He may be reached at

1-800-TALK-GIF.
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PROMOTION

by Cliff Berkowitz

o you promote your Radio sta-

tion on other media, in other

words, outside the station It so
why? Because it you can't quickly pre-
cisely and succinetly answer, you prob-
ably shouldn’t do it fwhatever "it" i<)
Doing "whatisdone”is notagood enough
answer. It is also the mast common rea-
son people do things, although 0 indi-
vidual would admitit. This is evident by
the vast majority ot TV ads, billboards,
busboards, and print ads that come out
every ratings sweep.

With all this said, | am a big neliever
in outside-the-station advertising After
all it's one ot the only ways to communi-
cate to new potential listeners who don't
currently cume with your statior. How-
ever, il | may quote a former infamous
president, “Let me make this perfectly
clear ... ltdoesnt work it you den't have
a specific message to communicate. Ad-
vertising just to get your logo and slug
line out there is nothing but an ezo
stroke and a waste ol your promotion
budget. It | see another print or TV ad
that says "K-Blak Blah Blah Playvs The
Best Variety Of Your Favorite hits..." or

W-Blah Blah Blah Plays Mora Music
And Less Talk " Il scream!

What Works

Now that I've told you what doesn't
work, let me tetl youwhat does Eftective
outside-the-station advertising nust have
a specitic goal and be simple in its mes-
sage. Generic lines like, "We play the
most music” fall on deat ears. With every
station claiming the same thing, it's the
classic case of the boy who cried woll.
TV and print can be very etfective in
supporting a specitic campaign, promo-
tion, or event. For example, if your
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TV & Other Media

When to Promote Outside Your Station

station is giving away a car (hopetully in
some creative manner? vour ad should
promoce the qualities of the car and ex-
actly how to winitfrom yourstation. For
example, “Station X has a brand new
Porsche ready to park in vour garage and
enough cash to pay vour<peeding tickets
for the next tive years. Be listening to-
morrow morning at 7:30 when we tell
you precisely how to get it .. for free
trom Station X.” Or "This weekend
station X will play all Gregorian Chants
with a Disco beat ... because vou wanted
it. That's all weekend ... only on Siation
X" TV and print are also a good way to
introduce changes in vour station. "Hi,
I'm Chuck Roast, the new morning host
tor Station X. I'm alittle nervous because
next Thursday is my tirst day on the air
and the heat is on. It they don't get the
ratings they expect of me, I'm dead meat
Please listen on Thursday morning as 1 do
my show hanging upside down, naked
from a meat hook. I'm desperate. That's
this Thursday morning on Station X." |
think vou get the point. Printand TV are
excellent at supporting specitic events
campaigns, and changes at your Radio
station. They are a superb method tor
getting non-listeners to tune in or be
curious to hear what your station is al’
about—thatisif you give them a reason

Billboards and busboards are even
trickier 1o use etfectively. They must be
very simple and easy to read. It you can't
get your message across in one second of
viewing, forget it. For established sta-
tions, they are good tor reinforcing an
image. But only it that image is precisely
communicated graphically by means ot
graphic design and maybe a one- or two-
word message. Words can be etfective,
but only if youuse them sparsely. “Station

QUICKREAD™

e The most common reason for doing out-
side-the-station advertising is because
that is “what is done,” and that’s not a
good enough reason.

o Effective outside-the-station advertising
must have a specific goal and be simple in
its message to be effective.

e Print and TV are excellent at supporting
specific events, campaigns, and changes
at your Radio station.

* For established stations, billboards and
busboards are good for reinforcing an
image. For a new station (or format change)
they can be used to build curiosity.

X . Its Leud!” or "Station X ... Relax.
“Station X = Cash." If you can get away
with a picture rather than aword it's even
better. For a new station (or a format
change) billboards and busboards can be
used to build curiosity; they are an excel-
lenttease medium. Forexample, youcould
putup pieces of the logo (without reveal-
ing the call letters) that are partially fin-
ished, and just say, "Coming Soon.” or just
the words, “It's Coming Next Month." Or
with a snipe you can change regularly, "It
will be here in 5 days,” "t will be here in 4
days"... and tinally "l's Here” with the tull
color logo and trequency.

All torms ot outside-the-station ad-
vertising work. But they arc only ettec-
tive when you advertise with a specitic
goal and purpose. It this advise sounds
tamiliar, it should. It's much the same
advice your own sales department gives
your clients when selling them ads. And
who can argue with themselves? =
Cliff Berkowitz is president/co-GM of Lost Coast
Communications’ KHUN-FM Humboidt County,
CA. He may be reached at 706-786-5104
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NEW BUSINESS DEVELOPMENT

by Bob Keith

or cvery station that succeeds at

vendor, two tail. Failure can result

in a chain reaction of frustration
discontent, and anxiety. And that's just
the reps, not to mention the clients!
Vendor claims its victims twice as olten
as it claims its victors. [ think the differ-
ence between the two is motivation.

I have met managers who think ven-
dor is a cure tor poor ratings, weak local
billing, or a low average unit rate. [t can
be but that shouldn't be their primary
motivation. Other stations enter into
vendor as it they were in a prearranged
marriage doing it out of a sense of
obligation, thinking and hcaring that
vendor is where the market is headed. Tt
is, but that's not the proper motivation
either. Still others hear the siren song of
a fortune in new business ripe tor the
picking and tigure that vendor is low-
hanging fruit

These stations will all tail. Vendor
isn't casy money and it is not a quick tix
for tired revenue. The only pure motiva-
tion for doing vendor is the pursuit of
profit. Gordon Gecko (from the movie
Wall Street) said it best when he said,
‘Greed is good.” Vendor is protitable
revenue lor greedy managers who are
getting a lot and want more. So prior o
your pursuit of the golden fleece, you
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In Pursuit of Profits
Is A Vendor Program Right for You?

might want to ask the question — is
vendor right for me?

The answer is no it you are entering
into it for any other reason than the
pursuit ot profit. You should commit
resources 1o vendor only atter you've
captured your tair share of the market's
available Radio revenue. You have to
detend your borders before you try o
widen them.

Il your sales department does not
claim its share ot local agency and retail,
don't divert resources to vendor. One:
The emphasis in your sales department
will revolve around the pursuit of tradi-
tional budgets, not vendor. Two: Ven-
dor is harder to scll than retail. Much
harder. Three: It you can't get reps to sell
retail, they won't sell vendor.

Vendorsoundsattractive tomoststa
tions. Ten to 20 percent of your revenue
should come from it. The question is:
should you be selling it? If you can't an-
swer yes to the tollowing questions, you
may want to reconsider betore diverting
time and money to a losing cttort.

Question: Are sales managersatyour
station experienced at selling vendor?
Sales reps will do as you do, not as you
say. You can always hire a vendor direc-
tor but leadership begins at the top. Are
managers prepared to go out on vendor
calls to learn?

Question: Does at least 20 percent
of your billing come from local direct?
Vendor requires more salesmanship than
retail. If your reps don't sell retail, they
won't sell vendor.

Question: Do you pay reps on the
profitability ol a sale? Vendor should
command a 25 percent sales commission
when sold at 150 percent of your AUR
(vendor grid card). You have a choice

QUICKREAD™

e The only pure motivation for doing vendor
is the pursuit of profit.

* You should commit resources to vendor
only after you’ve captured your fair share
of the market’s available Radio revenue.

* Vendor will make a first-rate sales depart-
ment look better, but it will make a
second-rate one look worse.

bewtween using the carrot or the stick to
motivate reps to sell vendor. Carrots are
mMore nutritious.

Question: Have you budgeted tor
sales trainingand other vendor resources.
Doing it on your own is like driving at
night with your lights otl — you have no
idea where you are or where you are
going. It takes money to make money. In
vendor the learning curve is long and
hard. Save yourself time and aggravation
by hiring an expert.

Question: Canyoudedicate the nec-
essary resources to the etfort? Separate
stationery, business cards and phone lines
arcamust. Ordering trade journals, train-
ing resources, and investing in the cost of
sale is standard practice if you are going
to succeed.

Vendor is not for everyone. 1t will
cause more harm than good it not done
properdy and it can wreak havoc on an
over-burdened sales department. Ven-
dor won't survive the crisis and imme-
diacy of an under-performing depart-
ment. It will make a tirst-rate department
look better, but it will make a second-
rate one look worse. =]
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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ENGINEERING FOR MANAGEMENT"

by William P.
Suffa

s some of you may know, the

FCC recently combined the regu-

latory stafts that deal with AM
and FM application processing. The "new’
organization largely merges the AM staft
into the FM management structure. In
addition to this rcorganization, the
agency lost many talented and experi-
enced personnel through retirement.

There are probably a number of
you who believe that the federal work
torce is bloated, and that such catbhacks
arc necessary. | belicve, though, that
the industry will suffer as a result of this
reorganization, unless the FCC and the
industry work together to improve the
regulatory process.

I see the opportunity for a win-win
situation: reasonable regulation, done
cooperatively, is much more cttective
than the heavy-handed fist of "Radio
cops.” Clearly, power trips by either side
are inappropriate: broadcasters must un-
derstand the nced tor regulation that
meets the common good, and regulators
must understand the need for ctfective
regulation without being overly burden-

some. FCC staft dismissal of applications
that cover novel situations are inappro-
priate, as are letters that merely state that
the Commission statf disagrees with the
technical showing (without giving ratio-
nale). Unfortunately, “business as usual”
at the FCC mecans taking an adversary
stance, rather than recognizing the value
of partnerships.

The object of my concern is coop-
eration; that is, partnership between the
industry and the Commission’s stalf to
improve both the regulations and the
policies developed to implement those
regulations so that both the industry and
the regulators are served. Note that Fdid
not say “The Public " because it has been
my belief the the public has not been
served for some time by the big-stick
approach to regulation by the FCC.

Parinership, in the business sense, is
working togcther to colleciively gain a
competitive advantage. Within broadcast
stations and groups, this means focusing
the staff toward a common goal. Between
broadcastersand regulators, itmeans work-
ing together to assure that the common

Can't We All Get Along?

A Challenge to the FCC and the Industry

QUICKREAD™

¢ | believe the industry will suffer as a result
of the recent combining of the regulatory
staffs that deal with AM and FM applica-
tion processing unless the FCC and the
industry work together to improve the
regulatory process.

* Until the recent reorganization, the per-
sonnel in the AM branch of the FCC
understood the necessity for judgment
and partnership with the industry.

¢ | challenge the FCC and the industry to
work together: let’s identify the regulatory
problems, work to solve them, and adopt
open and fair policies under which the
industry can grow, advance, and prosper.
Unless we do, new entrants and competi-
tors will eat our lunch.

goal is served. Since 1934, the common
goal has been the “Public Interest.” The
Commission staft and the industry should
work together to detine what the public
interest is. In my opinion, forcing the
industry to play guessing gamesabout this
week's policy is not public interest.

24 P

Today’s RBDS is a fully compatible system.

RBDS e o o

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

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

@ |

It will co-exist with proposed “high speed”
data channels now being developed for specific
applications.

Inovonics’ stand-alone RBDS encoder does
not require a host computer or programming
expertise. It simply lets you implement RBDS
at your station for under $1000.

MODEL 710 RBDS ENCODER - $995

ﬂ I n OVO n |CS, I nc- 13056 Fair Ave. * Santa Cruz, CA 95060 ¢« 1(800)733-0552
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PROGRAMMING

by John Lund

hat should program manag-
ers be doing now to prepare
their station for 19962

State of the Station

*Create a "State of the Station®” Report
documenting what occurred at the sta-
tion and at the competition during 1995,
and especially during rating periods. Rat-
ing surges are often the result of advertis-
ing and contesting. Contact ad agencies
and TV stations to obtain competitive
expenditures during survey months. All
elements of programming, promotions,
talent, music, advertising, commercial
practices, community involvement,
should be examined.

*Complete a Competitive Diagnostic:
What are they doing over there in terms
of promotion, advertising, technical, per-
sonalities, commercial stop-sets, music,
and programming? What has changed
that might impact ratings or positioning?
Know what the competition does and
when they do it; be able to counter-pro-
gram their every move when necessary.

Research the Audience
eExamine the P1's needs. What do the
station’s heavy users want from program-

Ratings Insurance for the New Year
1996 Programming Prep Begins Today

ming. Isitbeing delivered? Develop ways
to survey contest winners and those in
listener databases.

*Research listeners thoroughly. Schedule
"Radio Marketing Ascertain-ment®" per-
ceptual and "Music Manager®” library
research to discover market vulnerabili-
ties, and fine-tune the programming.

Create 1996’s Strategy

*Know management goals. Confer with
manager/owner about direction of the
station, revenue goals, duopolies planned,
and demographic targets to aid the 1996
strategic plan.

*Create amarketing budget for TV, out-
door, direct mail, telemarketing, etc.
Know what you're going to spend in each
medium and place media orders now to
save money and get the best placement.
*Meet with each department head and
discuss goals for programming as they
affect the other departments.

Build Programming & Promotion

*Resolve to rewrite and re-record overex-
posed or dated liners and sweepers and
keep themfreshandupdated twice aweek.
*Create on-air events for every month
and weekend. The sales department may

I w
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QUICKREAD™

e Create a “State of the Station” Report
documenting what occurred at the station
and at the competition during 1995.

i

¢ Contact ad agencies and TV stations to
attain competitive expenditures during
survey months.

* Plan special programming that’s super-
cuming around key holidays, local events,
and weekends, when listeners will listen
to Radio longer.

* Make money with the station’s Web site
selling participation to clients.

need time to attain desired prizes. Award
prizes listeners want.
*Plan special programming that's super-
cuming around key holidays, local events,
and weekends, when listeners will listen
to Radio longer.
*Meet with the morning show to de-
velop long-range strategy regarding tea-
tures, community events, advertising, and
areas of opportunities.
*The morning show is the cornerstone of
most stations. Establish a three-step ap-
proach for planning/improving execution:
Step 1: The post-mortem occurs at a
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“Internet @ Night™

Interactive Multi-Media Geek Radio with Tony Reynolds

BRING CYBERSPACE TO YOUR LISTENERS!
Sunday Evenings 10:00 p.m. - 1:00 a.m., ET.

THIS UNIQUE PROGRAM WAS ABLE TO TRiPLE AUDIENCE SHARE AND AQH N
DALLAs, INJusT ONE BOOK! Now USA RADIO NETWORK IS BRINGING IT TO YOU!

LISTEN TO THIS PROGRAM ON:
SATCOM C5, Transponder 15 or Spacenet |ll, Transponder 7H

THEN FOR MORE DETAILS AND MARKET EXCLUSIVITY
CALL AFFILIATE SERVICES AT 1-800-829-8111.

INIC 52
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PD FORUM  \What traditional programming
elements do you think listeners are
tired of hearing?

Tracy Johnson
KFMB-AM/FM
San Diego, CA

ost of them.
Especially
anything that smacks

of hype. Listeners
are ted up with statiors that proclaim
their greatness. They choose a Radio
station to fit a "'mood,” not because you
play more continuous music than the
other guy. Every element on your sta-
tion should be designed to enhance that
desired mood ... as defined by the lic-
tener. When you consider your station
trom the outside looking in, vou will
tind a lot of elements that don't make
sense to the listener.

Most positioning statements are irrel-
evant, or at least not memorable. Same
with the idea ot designing your clocks to
be sure that you are out ol stop seis
before you-competition, sweeping quar-
ter hours with music, playing a power
category at the top of the hour, etc. The
list of worn out programming elements is
extensive and varres from station 1o sta-
tion and market to market. The key ques-
tion is, "How is my station perceived by
the listener?’ =

Steve Young
KISW-FM
Seattle, WA

Ibum Rock has
traditionally
been thought ot as
heavily rooted in
elementslike sports. We have found that
this view is overblown nowadays. So we
have curtailed our coverage ot sports
choosing just to report final scores and
major trades. Qur listeners have also tired
of the every- 10-minute-reference to the
same jams on the floating bridges. We
have asked our traffic reporting service
to note the “unusual” tratfic problems
and mostimportant, to report when there
are no blocking problem:s.

Listenersare not as interested in artist
interviews as they were in the past. With
the most pooular artists, our listeners
have asked us 1o focus or one or two
questions and getinand out ot it quickly
This has affected our attitude towarc
long-form syndication.

The pendulum also appears to be
swinging awav from nostalgia. KISW
listeners have expressed a greater inter
est in being kept up to date with music
today, so we have curtailed some ot our
“flashback” programming. &=

Carl Widing
KINK-FM
Portland, OR

Music. Think
about it. Ev-

eryone has a least

favorite artist that

will stand out like a sore thumb. "Why do
you play so much?” “If | hear
one more time i will scream.
Repetition by stvle canalso otfend: “Why
can't you guys play more/less lazz, Top

40, singer-songwriters, ethnic, local ..
Commercials. Withoeut them we all
would need to find other ways to make a
living. These essential elements seem to
score high on the listener dissatisfaction
list. A successful advertising campaign
needs two things: a unique creative and
repetition, both of which run the risk of
oftending, especially when yelling.
Technology. Years ago there was a
problem with sticking orskipping records.
The compact disc has solved many of the
audio problems so that most complaints
arerestricted to theinherent shadow prob-
lems every signal must face =

IF YOU WOULD LIKE TO RESPOND TO A

PD Forum question, call Shawn Deena at
407-655-8778.

» Auditorium Music Tests
» Format Search
» Call Out Music Research

A Full Service Broadcast Research Firm

» Quality Research/Affordable Cost
» Strategic/Perceptual Market Studies

DI R has years of continued

Call Mike Shepard, President |
David Phife, Director/Research

successes with Major
Broadcasting Groups.

800-676-5883
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ENGINEERING

Fromthe engineering standpoint, the
Commission's inability to articulate its
goals and requirements is burdensome.
Engineers working for broadcasters are
expected to find creative solutions to help
the broadcaster meet his needs. This is
particularly truc in the AM service, where
engineering judgment is involved.

Until the recent reorganization, the
personnel in the AN branch of the FCC
understood the necessity for judgment
and partnership with the industry. While
the FM branch adopted "hard luck” poli-
cies, which specitied thatapplications be
dismissed for cven minor clerical errors,
the AM branch would call the applicant
(or his representatives) and indicate
where the applicationwas deticient. This
allowed the applicant to satisty the ob-
jection in a much shorter period of time
than the hard luck policies. The answer
may have been “no,” but the applicant
generally telt that he or she had a fair
opportunity to explain the proposal o
the statf.

Some of my friends in the Commis-
sion bemoan the falling stature of engi-
neers in the regulatory process. They are
right: the policy makers and line stalf are
now made up of lawyers, economists, and
analysts who understand little about the
considerations or technical tradeotts that
are made (particularly within the AM ser-
vice, where signals and interference are
attected by scasons, weather, and other
stations thousands of miles away).

Some of these policy makers in the
Commission take the posture that “the
applicant should know better” when re-
questing a technical facility modifica-
tion. And oo, I have heard more than
one complain that industry professionals
“push the limits" contained in the FCC
rules (although, that's just what the client
broadcaster expects). Thisdoes not, how-
ever, justify the Commission’s adoption
of arbitrary and secret policies that are
not fully explained in public notices or
correspondence. Atter all, like the FCC,
engineers, lawyers, and applicants are
not infallible.

A good analogy would be your com-
muting route to work. Traffic is jammed
one day, and you take a short-cut on
public streets through a neighborhood.

INK 24

There is no law against such travel. A \
police otticer stops you, and orders your
car impounded, because it is the police
department’s policy thatdriving through
ancighborhood is verboten. Never mind
the extenuating circumstances of tratfic,
never mind that he could have issued a
warning (or even a ticket), never mind
that the car cost you $25,000. You vio-
lated the policy (not the law)

,and that s
that. You lose (money/time/vehicle), the
officer loses (respect/time), and the com-
munity loscs.

We have already seen the effects of
the FCC'< reorganization. | recently saw
a letter from the FCC to a client that
disagreed with a ground conductivity
analysis onthe AM proof of performance.
The letter contained no indication of the
problem, other than “check the conduc-
tivities ... and cure the deficiency in 20

days.” Since conductivity analysis is a

judgment call of the engincers involved,
the Commission should, at a minimum,
discuss what it believes the problem to
be. Instead, the clientand his representa-
tive must spend alotof time, using a trial-
and-error approach, to discover the
source of the FCC's angst.

Litigating and appealing staff deci-
sions takes time and costs money for
applicants. The process of regulation
followed in the past tor FM stations ex-
tracted severe costs. Since AN stations
tend to be less profitable than FM sta-
tions, such an approach to “regulatory
reform” could be devastating. H the result
of the FCC rcorganization is to have the
staft putup new hurdles, only to have the
industry knock them down through ap-
peals and litigation, it will cost the indus-
try a lot ol money, and result in turther
degradation of the AM service.

I want to issue a challenge o the
FCC and industry. | challenge us all to
work together: let's identify the regula-
tory problems, work to solve them, and
adopt open and fair policies under which
theindustry cangrow, advance, and pros-
per. Let us move from burdensome regu-
lations to foster the same kind of com-
petitive environment thatappliesinother
services and industries. I'm atraid that
unless we do (and that means regulators
and industry alike), new entrants and
competitors will eat our lunch. =
William P. Suffa is principal engincer for Suffa
& Cavell Inc. in Fairfax, VA. He may be reached
at 703-591-0110

I:ROGRAMMING

set time every day with the PD (a non-
member of the show) to offer feedback
and critique.

Step 2: What's hot? Plan what will
happen the next day, including bench-
marks, telephone interactives, compel-
ling comedy, and stunts.

Step 3: Produce the bits, phone calls
and interviews tor the next day, and
recycle promos to run the next 20 hours.
*Plan new ways Lo increase time spent
listening (rescarched music, music quan-
tity, on-air and stcalth marketing).
*Know what's new tor your target demo.
What's the hot car? What will be the big
movics and TV shows that everyone will
talk about> What's the clectronic item
that cveryone wanted for Christmas?
Who will be the hottest stars in 1996 —
in movics, TV, music? Plan contesting
and “big event talk” accordingly, and
otter prizes that capture the imagination
of your younger-thinking audicnce.
eCommit toairstattimprovement. Hold
programming statt seminars that re-state
station goals, build consensus, stimulate
creativity, and improve performance,
led by an "outside” individual like the
station’s consultant.
eCrcate new marketing paths. Ger on
the Web, professionally design the best
looking, most enticing home page in
Radio, and update it daily. Do what most
stationscan't, make moncy with the Web
site selling participation to clients, and
make it a 'must-see-daily” for every com-
puter-connected person in the cume.
*Push the boundaries of the format —
musically, formatically, and promotion-
ally. Lhilize research and consultants to
answer lormatic questions. For example, in
Country, playing new songs from new
Country artists versus new songs from fa-
miliar artists. In News/Talk, topics, pro-
duction & pacing to satisfy younger demos.
In Rock, determining the right mix of cur-
rents, alternative, recurrents, & classics.

The most important opinion about
your station’s programming comes from
listeners. Ascertain what they want from
your station. =
Jobu Lund is president of The Lund Consultants
lo Broadcast Management and Lund Media Re-
search, m San Francisco. He may be reached at
415-692-7777
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METRO NETWORKS IS NOW ON THE INFORMATION SUPERHIGHWAY!
Our home on the World Wide Web is only a mouse-click away. Just
point your hrowser to https//www.metronetworks.com/

SURF THE AIR WAVES

Of course we're partial, but we think Metro Networks radio and

television affiliates have some of the hottest sites on the Net. We've
HI G H A S got more than 1000 stations on our traffic and information network
»' ~ l and you'll find links to many of those here on our Metro Networks
Home Page.
‘ ~ E C O » ER PLUS, vou can tap into on-line information on Metro’ other
services, including
I S N ’ ¢ Metro News ¢ Road Watch America
I ¢ Metro Sports » [.800-DRIVERS
* Metro WeatherBank ¢ RWA Direct
E V EN ADDITIONALLY,
¢ Metro Job Openings - find out about employment opportunitics
at Metro Networks
+ Corporate E-mail Guide - e-mail addresses of Metro Officers

¢ Guest Book - sian our guest book

o Website Feedback - tell us what vou think
° And much more coming soon...

For more information,
send e-mail to
glen_ivey@metronetworks.com.
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WO R N ET‘NO RK began as a Talk net-

work in February
1992 with the personatl finance couple — Ken & Daria
Dolan — as its first personalities. Gene Burns (who has
since left) came on next followed by pyschologist Dr. Joy
Browne who started nights before moving to her current
morning slot. Three years later the network has expanded
to include a variety of personalities and shows and more
than 300 affiliates in the United States, Canada and
Puerto Rico.

The network boasts a full daily lineup as well as
programming on the weekend, features and some short-
form programming. GM Rich Wood tells how the network
got started, whether or not other Radio stations with
strong on-air personalities should go into the syndication

business, and the network’s future plans.

INK: Rich, how did you 2nd up at the WOR Radio Network?
WOOD: | leit ABC as director of station relations. | prom-
ised myself a two-morth vacation. | decided | wouldn't
even attempt to look for work. Then something told me to
send Bob Bruno a résumé. To this day, | don't know why.
Bob called me a day later and said, do you know what we're
thinking of doing. I saic, no, but now that you respond this
way, | hzve an idea, so we talked. They had decided that
... well, the Dolans were thinking of doing a network on
their own. At that point, that sort of thing, generally
didn't work without the support of a Radio station or an
existing network So, WOR suggested :o let the station
build a network around the Dolans. And at that point they
needed somebody to build it.

INK: The thought was thzt the Dolans were going to syndicate?
WOOD: Yes.

INK: So what happened then?

WOOD: Well, the Dolans were at the Radio station and
decided that they were going to goahead and doit on their
own and the station said, no, why do that when we can do
it with you, so it progressed. In February of ‘91, which
would make us almost four years old, we started building
the format of it, getting the satellite arrangements made;
then in February of ‘92, we actually went on the air with
just the Dolans at two hours a day. As things progressed
we realized that as a single program network we were
going to be behind the cightball because we were just not
going to have that much clout in the advertising market to
get network buys. Gere Burns was here and he was pretty

RICH WOOD, GM
WOR NETWORK

hot, so we decided to add him to the schedule. Shortly
after that, | had been talking with Dr. Joy Browne, and we
brought her over. So within about six months of our start,
we had three shows tor about ninc hours a day. Now, we
are up to 23 hours a day

INK: Do you recommend that other Radio stations with
strong on-air personalities go into the syndication business
like you did?

WOO0D: No.

INK: Why do you say that other than for competitive reasons?
WOOD: The response that | normally give, and | get about
tive or sixcalls a week, actually abous tive orsix calls a day,
from people wanting to syndicate, is  tell them to haul out
their barbecue grill, fill it with moncey, buy a steak, and
light the money. The end result will be the same with only
one exception; that you will have a great meal. There is so
much stutf out there now that the market is tlooded, and
unless you are a full network, or a company with all sorts
of other products, it is very very ditficult to be taken
seriously in an agency. In the pecking order of network
advertising, you don't exist.

INK: Well, you certainly proved that to be different, though.
You started out as an independent Radio station that
syndicated some of your talent and succeeded. You have
how many affiliates now?

WOOD: We have 311 affil‘ates. We were until Gene Burns
left, the fastest growing network in the industry. And we'd
still be growing at that rate. but obviously we had to
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< WOR Network perscnalities (I-r): Jay Severin, Dr. Joy Browne, Ken and Daria Dolan.
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replace the stations that dropped when
Gene left. So we let go of the fastest
growing status for a while.

INK: Why did Gene leave?

WOOD: |t was a disagreement with the
company and he just leftone day. 'm not
sure that there is really much more to it
than that.

INK: Let’s talk about the individual tal-
ent. You have some talent that has been
onin the New York market for a long, long
time. Start out with the Dolans. What is
their history? What are they doing on
your network?

WOOD: The Dolans had been on WOR

for about six or seven years. What we

do with the Dolans is ofter them as 100

percent counterprogramming. Anyorce

who puts a political show up against

Rush Limbaugh, 1 think is crazy, be-

causc it is just not going to work. The

tact that we have taken is to put up

something that is casy to scll. You

know, no advertisersays, "Don't put me

in the Dolans.” Whereas in controver-

sial programming, a lot of advertisers

just don't want to be initand that listis

growing. So, what we said is that the

Dolans are niche programming. They

deal in money issues but more in con-

sumer aftairs. They will tatk about vir-

tually anything having to do with
moncy, so it opens up all kinds of adver-
tising possibilitics tor somebody who
knows that no matter what they do up
against Limbaugh, they are not going to
gethuge numbers, but they are going to
get the vast majority of the population
that isn't listening to Limbaugh. Of
course, they may also be listening to
music With
Limbaugh, let's say he's got 94 to 95
percent of the population listening,

or somecthing clse.

which means a lot of people are not, so
that makes a huge potential audience
for us by doing something completely
difterent. We do the Dolans for that
reason. [t is very advertiser-friendly.
INK: | would think there is also a lot of
other benefit because the Dolans are on
national television. You see them fre-
quently in national magazines, like Money
Magazine, and other things, so ...
WOOD: They arc instantly recognizable.
As of last week, they began doing a
teature tor CBS This Morning, so it is an-
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other exposurce that is really compatible
with all of this.

INK: Next in the lineup you have Joy
Browne. Tell us about her show and her
background.

WOOD: oy is a psychologist. She was a
practicing psychologist, | think, in Bos-
ton many ycars ago. She then got on the
air at WITS, which is the old WMEX,
and just progressed from there. She went
fromthere to, Ibelieve, WABC 10 KGO,
KCBS and was on the ABC Talk Radio
Network, then hrought her over here.
She is the longest running psychologist
on network Radio. She has been on the
air for, | think, almost 15 years.

L-r: Marc LoPonte, affiliate relations;
Dr. Joy Browne; and Rich Wood.

INK: There are a lot of pop psychologists
on the Radio. Obviously, it is popular.
Frazier, the television show, even mirrors
that image. What makes Joy different?
WOOD: Friendly, funny, hip, just the
character of Joy. She 1s not judgmental.
Nobody gets ridiculed. Sheis genuinely
interested in helping people. Particu-
larly now, where the argument is being
made that there is too much politics on
the Radio, hershow is just what's needed.
Talk Radio is so political that it is begin-
ning to burn. That is why we arc sceing
such an increase in stations picking up
loy. It there is anything you can say
about WOR Radio Network, it is that
we don'tdo hate, soitisanalternative to
sitting there yelling and screaming
at people.

INK: Do you, in your on-air breaks, refer to
it as being the WOR Radio Network?
WOOD: No. That is onc thing that we
have never done. That is old-time net-
work kind of stuff. The amalgamated
broadcasting system, who cares. The

object of the network is to provide pro-
gramming that can sound as local as
possible. T always get a kick out of net-
works who say, “You can localize the
programming, but we begin and end by
suggesting thisis the amalgamated broad-
casting system,” which simply says it
ain't from here. So, we started saying,
Look, we will not identity ourselves.”
The key here is that the programming is
what is important. Nobody cares where
itcomes from. We want to make it local.
All the talent will do liners, promos and
all sorts of things. We have stations that,
unless a caller calls and identifies where
they are calling from, you have no way ot
knowing that it is not in your town.
Never intentionally, on the network,
has the name of the network been aired.
INK: What about Jay Severin?
WOOD: Jay was a fill-in host. We used
to use him occasionally to fill in tor
Gene Burns. He is, for lack of a better
term, a high-powered political con-
sultant. He is probably second to Roger
Ails in notoricty in the political con-
sulting world. He had a young ap-
proach. We refer to himas the "Rock 'n’
Roll Republican,”because heis into the
blues. He used to be a radical. He was
personal friends with, who were the
Chicago Seven, lerry Rubin and those
folks. He actually ran with these people.
Then, apparently, he saw the light and
became a conservative. He went even
turther and became a libertarian. We
thought he sounded good on the air. He
is a great wordsmith. When he getsinto
a philosophical issue, he can almost bring
you to tears. There was a little bit of
Gene Shepard in there, where he could
actually make you see these things. We
tried him and had him fill in on a fairly
regular basis when Gene Burns had his
opceration. Gene was out tor about six
weeks orso, so we had Jay doing most of
the fill-in and got some great response
from it. The stations liked him. We
liked him. He sounded younger and had
a difterent spin on a lot of stuff. We
spent casily three or more months just
canvassing the country trying to find
people to replace Gene. There was no
rush. We simply just wanted to find the
best person we could find. There was
such a dearth of talent out there that
weren't Rush wannabes, that we settled
on lay. He was in-house. He sounded
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good and the stations loved him. We
lost, surprisingly few stations when
Geneleft. The oneswe did lose were the
ones that wanted Gene and only Gene.
INK: You said you have programming
throughout the day. Who else do you have
other than these three hosts?

WOOD: It is a combination of the live
shows of these three hosts and re-feeds
of those shows.

INK: You also have some interesting week-
end programming.

WOOD: Yes. The Radio station is an
advice and intormation station. So, what
we do, particularly on the weekends, is
have lots and lots of niche pro-

We have Arthur

Frommer, whois the guy whowrote

gramming.

“Furope on Five Dollars ADay " He
knows everything about travel. |t
he doesn't know where a place is, it
doesn't exist. We took him, as a
non-Radio person. One of the
things we like to do is take experts
and make them irto Radio people.
The nice part ot it is that they
sound like real human beings. They
don'tsound like announcers. Arthur
will just sit there and get wrapped
up in talking about wherever. Even
il you don't travel, you can kind of
vicariously live through his show.
We've got Warren Eckstein, who is
sort of the pet behaviaorist to the stars,
with a pet show. Warren does kind of a
reallv off-the-wall pet show. He is a
behaviorist, so you den't get that the
dogs should have shots. It is more like
how vou prevent the dog trom training
vou. Again, it doesn't sound like a pol-
ished Radio show Ttsounds like ahuman
being on the Radio. ltisaltvery intimarte,
Then, OnLine Teday is a computer show
that takes a tormer rock jock and puts
him on doing computer stuti, so itsort ot
sounds like a morning show that deals
with computers. [t is geek-tree. The idea
is that you don't have to be an expert to
listen to the show itselt, even if you've
never touched a computer; it can be tun.
It is going to be like, my client has got
such and such a thing, and I want to be
able to have them use mine, what can |
do? The computer show is wonderful to
justlisten to if you are acomputer novice
orsomehody thatisjustinterested. There
is computer news as well.
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INK: | understand that you are quite the
computer literate individual.

WOOD: Oh, 1 am a computer geek.

INK: WOR has a home page, right?
WOOD: Yes. The address is hup:/
www.commspec.com/wor.htm, and that
is ashortone. Thatis onc of the shortest
ones there are. T run a Web server that
has a couple of other clients on it in
addition to WOR. Itis a perfect exten-
sion ot what we do. | mean, we are
interactive Talk so it is perfect to have
our listeners communicate with us back
ana forth by e-mail. Tt is a fairly in-
volved page. Each of our personalities
has a page on it. In most cases, the
personalities have their own e-mail ad-

Daria and Ken Dolan

dresses. Surprisingly, we are tinding that
the talent is getting interested in it
enough that they answer all of their e-
mail. We have got a disclaimer in there
that says that we get so much mail
please don't expect a response. Then
evervbody who is participating in it
says that they just love answering the
mail, so they all do it

INK: All of these shows sound like they are
very sales friendly, that they are adver-
tiser friendly, and create a real nice adver-
tising environment locally.

WOOD: That is our intent. The entire
network is intended to be sales friendly.
If vou can't be ... I mean, we will not do
programming that turns advertisers off.
Frankly, we make a lot of money.

INK: You also mentioned to me that you
had a philosophy about not providing
morning show services. Tell me about that.
WOOD: It is thatold Groucho Marx thing.
Iwouldn'tjoin a club that would have me
as a member. Fdon't want an affiliate to

give up the most valuable inventory of
their day tor a non-local show. This is
strange coming from a network person
but, it you take the TV model as an
example, the most important thing to a
television network for its prime time is
the local newscast that precedes it It is
very rare 1o have a successtul prime time
or be number one in prime time in a
particularmarket, unless the local news is
dominant. So, as a TV newwork, vou
always look tor whoever dominates local
news. | think that carries through locally
with a morning show. There is just too
much money to be made and too much
potential and it is just too important. |
can't, as a network, give them morning
drive traffic, there is no way. I you
arc in a city like New Yark, Chi-
cago, or Atlanta, the tratticjams are
animportant part of any commuter’s
day. So I can virwally guarantee
that you are not going to get much
out of the morning. Lven Imus and
Stern in New York are very heavy
traftic and that sort of thing.

INK: What else are you working on?
WO0O0D: We are working on a 24-
hour news service that will carry
the same philosophy of not identi-
tying the network but localizing
into a news service. There are a lot
of stations out there who are look-
ing tor something that isn't really
branded as national, even though
the material is likely to be national and
international. The wholeidea of theamal-
gamated broadcasting systemssavs, again,
it ain't here. What we are proposing is
the addition of customized intros and
things. It is still in the developmental
stage. The response that we got from
stations that we polled, indicated there
are enough of them out there who would
like something like that for us to proceed
with it

INK: Any final thoughts?

WOOD: It's a tun business. My guess is,
over the next year or so, we will see sonme
consolidation. We will see some of the
smaller one-show networks cither fold-
ing or selling their product 1o somebody
clse. Basically, | think it is going to be
very healthy. We have hadavery healthy
three ... three ot our tour years have been
very good to us. We were protitable a
vear ahead of our projections. All that
has done is make us project even higher
<o | am pleased. &=
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ust a couple of years ago, scattered reterences were thrown around and tor the most

part lett undigested Mavbe an engineer would occasionally mention to another

engineer some information or a tile he had grabbed olf the Internet. Then, suddenly,
it began creeping into our daily conversations.

The European Laboratory tor Particle Physics inttoduced a new, triendly hypertext
ol called a "Browser” that allowed Internet travelers wo simply pointand click their way
around the world trom one “Site” to another. What an amazing revolution. Suddenly, all
the information ever put online — around the globe — had been thrust into the palms
of teenage hackers, businessmen, housewives, students, corporate heads and anvone else
who had access o an Internet account.

Words tike “Web," "Net,” “Home Page” and other new svllabic entities have begun
to invade our conscioasness. It's the World Wide Web (WWY) and it's exploding and
growing like a malevaolent virus. The Web is so vorac ous in its appetite to expand and
intertwine within itselt. that those tew individuals or groups who have nominated
themselves in the attempt o catalog the resources readily admit it's near impossible.

The reason? Almost anvone, with a couple of hours of study, can casily master
enough knowlege of HTAML (Hypertext Markup Language) to create a home page and
a Website. Actually, with the many tree “creation” tools available on the Net, even the
act of creating these special browser-readable files has become a simple act of point, click
and type. The Web has become evervman's personal publication firm. Up untila yearago,
the second hardest thing 1o obtaining a Web site was tinding an Internet provider that
would allow you some space onits computer server to place vour tiles along with ahome
page address. Even this has changed dramatically with the introduction of ?rodigy and

America Online's personal Web pages tor users. s casy and id's attordable.

Why have many Radio stations already embraced this new outlet tor communi-
cation” Promotion comes to mind toremost. But, there's something else
about the Web that proves to be so attractive: image positioning.
Ata Wehsite, voucandisplay pictures, oflerinformation and
provide sound. This initselt, must surely tingle the lobes of
any torward-thinking Radio pro‘essional. Atface value, think
ol a Web site as “reverse targeting.” Your home page is an
open invitation to folks who already like or at least are aware
ot vour station. This brings them to vou. They make the decision
to give youatorum —and not tor vour primary product, which of course
is your programming. Reverse Targeting allows vou to add depth 1o your
personahities, your programming, vour promotions and your advertisers. Reverse
Targeting lets you add texture to vour total presentation. Its like direct mail marketing,
only a lot cheaper. Sure, direct mail will put vour message in selected zip codes orin the
mailboxes of selected demos. But, Reverse Targeting lets you grab hold of preterred users
so to speak, and give them even more reasons to like vou and 1o be passionate about vour
primary product

Why create a home page and vour own Web site? The easv answer is because vou're
going to have to evenally. Its not going o adversely atlect your promotion image today
oreven next vear. But, there will come a time when the country is more plugged-in than not
... and that time will be here sooner than you think. Of course, the immediare advantage
is a perceived hipness — and depending on vour format — vou mav want that edge.

Obviously, it vou're targeting young men, 18-3-4 do it now. They're prime online
users. It you're targeting women, 18-49 you've got some time (the ratio between men 1o
women who are online is 2 1o 1). It vou're targeting 35+ adults, the urgency is less. But,
don't let statistics tool you. Online usage tor both commercial providers hke Mrodigy,
Compuscerve and America Online, and independent Internet providers has dramatically
increased over the last two years.

Corey Chase trom WRZL is involved with hisstation's Wehsite. Flesavs: "h's giving
us something else totalk about, it's Tetting us he accessible to listeners who spend a great
deal of time on theircomputers. Also, it's giving listeners more of ‘ourselvesas in pictures,
bios, and other fun suddt . 1t's also greatfor feedback. Torsome reason, people seem to have
an casier time writing comments rather than phoning them in. And it puts a good spin on

contesting — bonus wavs to win, so to speak.” Dusty Rhodes at 2FM in breland adds
32 p

NOVEMBER 27 - DECEMBER 10, 1995

WEB PAGES:
HOW MUCH AND HOW?

Leasing hard drive space on an independent com-

puter server with a full-time connection to the Internet:

Cost: $0.00 and up. $0.00 if you trade for it,

otherwise varying costs depending on location, needs
and availability.

For local providers, check the Yellow Pages under

Computer; check ads in the business section of your
local newspaper or check the ads in whatever “under-
ground” or offbeat free lifestyle or music publications
may be available in your locale. Many times these
have the most ads because the demo who reads them
is quite interested in the Internet.

PROBABLY THE BEST DEAL IN BROADCASTING:

*RADIO ONLINE™ Nationwide Web space for $20 a
month. Fee includes access to basic services: Web
Site URL: http://www.radio-online.com/yourlogo/
home page development and maintenance, Radio
news and changes, Radio business news, Arbitron
Ratings, production tools, 1Ds and sweepers, job
opportunities, Radio publications, FCC news &
bulletins, AM/FM database, movies/TV/video, mu-
sic databases, Prep On The Net™, Sound Files
Broadcast Software Demos, 50,000+ Shareware
Files. Call Ron Chase at 806-352-7503

*Bright.Net Nationwide Web space, 5 megabytes
for $19 a month. Call John Clarke at 800-535-6423

DESIGNING WEB PAGES

*Cost: Nothing if you do it yourself or have an
employee do it who is familiar with HTML and Web
page design.

*Pocket change if you call your local college’s
computer science department and offer a little part-
time work to a student.

*Big bucks if you mistakenly feel only “professional”
Web designers are qualified to create your Web site.

A COUPLE OF PROFESSIONAL WEB DESIGN COMPANIES:

USA Web
602-843-1029

GetSet! Communications

604-341-8477

Online Web Addresses for Free or Shareware
Tools for Web Design:

The World Wide Web tools for Aspiring Weavers
http://www.nas.nasa.gov/NAS/WebWeavers

The Web Communications Comprehensive Guide
To Publishing on the Web
http:/fwww.webcom.com/html/

Jim’s Internet Tool Crib
http://lamar.colostate.edu/~jblanset/alpha.html

The Web Developer's Virtual Library
http://WWW.stars.com/Vlib

READING MATERIAL

“Netscape & HTML Explorer”
by Urb LeJeune
Publishod by: Tke Coriolis Group



SPECIAL REPORT
43

i's a great way for our listeners to intexact
with us. They can look up information on
programs, artists, ctc. just as casily as
entering a competition or sending in a
request. When they do a contest or re-
quest they tune in to the station to hearit.
Also, it's a tot more fun than just phoning
in, isn't it?" Rhodes says the 2FN hame
page is getting about 10,000 "hits” (ac-
cesses) cach week. "We'd never be able to
answer that many phone calls,” he says,
“so that's 10,000 extra listeners who had
contact with us.

What should you put on your home
page? A better question might be, “What
could you put on your home page?” Al-
most everything multimedia: photos,
graphics, textintormation, animation {(now
being experimented with) and sound. A
station needs to assess before delving into
the construction of its site what it feels its
listeners would benetit trom. A News
Talk operation would naturally want o
place "links” to other news sources listen-
ers would enjoy visiting. A CHR or music
intensive station would certainly want to
list links to other music sites as well as
artist information and station playlists (it
applicable) plus a concert calendar. Of
course, basic station intormation, ¢-mail
addresses, phone and fax numbers, logos,
personality photos, promotion intorma-
tion and other standard groups of infor-
mation should be typical for most Web
sites. The morning show should definitely
have its own special which reflects the
personality of the show. Many air person-
alities alrcady maintain their own home
pages where they offer favorite jokes
‘best ot sound files from the show, news
or upcoming cvents plus more. Aggres-
sive operations can use their Web site to
create an added-value perk for advertis-

VISIT THESE RADIO WEB SITES!

http://www.radio-online.com/witf/index.thm
WLTF-FM Cleveland

http://www.abilene.com/power103.html
Power 103-KCDD 103.7 Abilene

http://www.wbcn.com
WBCN Boston

http://www.waaf.com
WAAF Boston

http://www.radio-online.com/mixg6/laff.ntm
Mix 96 Quad Cities

http://www.Hub.ofthe.Net/98Kool/
98 Kool Lubbock

http://tommy.onramp.net/kfmx.html
KFMX-FM Lubbock

http://www.wtvn.com
WTVN-AM Columbus

http:/www.worldlink.ca/koolcfra/cfra.htm
CFRA Ottawa, Live on the Net

http://www.accunet.com/therock
KQRC, 98.9 FM The Rock Kansas City

http://www.edge.net/kdf
WKDF-FM Nashville

http://www.sportsradio.com/kkfn/
AM gs50 The Fan, KKFN Denver

http://www.rmii.com/thefox/
KRFX-FM Radio (103.5 The Fox)

http://www.rmii.com/kbpi/
KBPI-FM Radio Denver

http://www.kikfm.com
107 KIK-FM Calgary, Alberta

http:/fireland.iol.ie/resource/2fm/
2FM, Ireland’s National Music station

http://serv1.fwi.com/wbyr
WBYR Fort Wayne

ers. H's relatively casy to create an adver-
tiser index to promote your best clients,

Creating a Webssite does not have to
be expensive. Actually, it's downright
cheap. Many independent Internet pro-
viders will provide anyone with several
million bytes ot space o put up a Web
site. The cost o lease this space can run
anywhcrc from $I5 to $5() per month
depending on who you're dealing with.
Many stations work trades tor mentions
with local providers or some other similar
deal. What you don't need is a dedicated

server or dedicated high-speed baud con
nection to do this right. Anyone who tries
to talk you into that is gunning for your
wallet. Period.

The actual creation of the files to
make the Web site come alive is not
ditficult. 1 taught myselt the basics by
reading a book and experimenting. In a
couple of days Fwas writing HTML. Since
[ learned just a year or so ago, many
Freeware and Shareware wools have been
released which do most of the hard work
foryou. These tools arefrecly available on
Compuserve, America Online, the Internet
and local BBS's in your arca. It you can
wordprocess, youcanwrite HTML. [ know
many air personalities and promotion di-
rectorswho maintain theirown Webssites.
I also know of stations who have local
Web design companies maintain their
Web site. The choice is yours.

Oncof the exciting new prospects on
the World Wide Web is “real time” audio
delivery. A leader in this technology is
RealAudio which can deliver a Radio
station's programming on a continual ba-
sis to anyone who visits the station's Web
site. But, a caveat: RealAudio in real time
does require an investment tor both a
serverand afull-time, high-speed Internet
connection trom the station to the server.
For this expense, you get what would be
considered an "AN sound.” There are
several tull-time stations and broadcasts
already providing this to users worldwide
on the Net, but the technology is young
and the need is not apparent yet. That's
not to say it won't grow and develop. On
the contrary. In the tuture there is little
doubt that real-time sound quality will
mature and the reasons to deliver it o
potential users will multiply.

I have thought tor a long time that
when the standards tor real-time audio
risc o expectations, a new form of

CUTTING-EDGE MARK
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Jod MULTIMEDIA SALES PRESENTATIONS °
SALES MARKETING VIDEOS ® TRIVIA SUFPER CHALLENGE '

The Leader in Film * Video * Multimedia for Radio

~ | {RALEY PRODUCTION

ORIGINAL TV SPOTS

CALL TODAY!
(610) 892-7970
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TING TOOLS FOR YOUR STATION

INTERNET HOME PAGES

30 million people use the Internet each day. Reach thern with your own, custom-designed home page!
It's a tremendous marketing tool for your station — and we'll design your page so you can bring advertisers on board, too

M
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netcasting will emerge. Potenual uses tor
this technology include conducting senu
nars worldwide or sound intomercials
Sottware companics might build | braries
of programs 1o assist users with technical
help that can be accessed casily from any
computer Radio stauons might ofter |

braries that feature special hours ot pro
gramming from the past or new, unaired
programs and concerts that complement
their primary product. Mavbe this will be
called ‘Listen-On-Demand” programming
Isecopportunities forvisionaries whomight
et up these real-time servers. And think
about this: once the wechnology sounds
wood, the cost comes down and online
uscage increases even more. Expect
NetRadio stations to spring up globally
that operate from a computerand serve the
world with specialized or brokered pro
aramming. As it stanch now anvone with
the money can Netcast around the world

LISTEN TO THE NET

The two most popular and vis-
ible real-time audio technologies
available for use on the Internet are “RealAudio”
and Xing Technology Corporation’s
“Streamworks.” Both offer free end-user soft-
ware available at their Web Sites to allow
anyone to access audio sites using each other’s
respective technology. Both also have pro-
grams to set up server-side cistribution.

The RealAudio home page is located at:
htto://www.realaudio.com

Xing Technology Corp. is located at: http:
www.xingtech.com

A newer entry into the field is VocalTech’s
Internet Wave. “Rock,” a pioneer in Internet
Music Radio is using the technology. You can
lesrn more and download Internet Wave soft-
ware from Rock at: http:/mww.Rock.com

A HANDFUL OF REAL-TIME AUDIO SITES INCLUDES:
KLIF Dallas

http:/fwww.audionet.com

CFRA Ottawa

http://www.cfra.com/

Canadian Broadcasting Corporation (CBC)
http://debra.dgbt.doc.ca/cbc/cbc.html
WXYC on-line radio.
http://sunsite.unc.edu/wxyc/

Radio HK, Hong Kong.
http://hkweb.com/radio/

Internet Talk Radio
http://juggler.iant.gov/itr.ntml

Los Alamos National Lab
http://www.ncsa.uiuc.edu/radio/radio.html
WKIS/WQAM Miami/Fort Lauderdale
http://wgam.com

http://wkis.com

and expect litde or no interference from
the I ederal Communications Commission
at least tor the moment

Wil Netcasting ever replace con-

Hardlv

for Radio is too well-entrenched. The

ventional Radio e user base
ability to reccive an ANL or FAY signal
almost anvwhere otters wav oo much
appeal 1o the average person. Tts just
convenient and casv. To reccive a
netcasted signal vou neced a computer
Will we be sticking those in dashboards
soon” No. Some dav?® Probablv. By then
the netcasters and broadcasters will have
cettled on their wirf and all decided they

can survive together just like what

happened with AN and N

We can speculate but we can't pre
dict. The one thing we know for sure: as
we move toward the vear 2000 were
hecoming a wired socicty and a verv small
planct. Tules Verne dreamed ol going
around the world ir 80 davs by halloon
We can do it in 80 scconds by mouse
Have a nice trip =]
Ishotron L ,‘PF
FAL Cleveland with Ty Hanulion and Desiray
Fenos He's also an enline advisor for Radio sta
sons and a soltware depcloper Hie o page ¢
ihe World Wide Wb is radioEARTIH ™ located

at bitp.www Radio online com radiocart!
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We can design a system
for your changing
operation, LMA,
Douopoly, group or
single station, we can
meet your
programming and
budgegtary
requirements.

¢ Complete Project
Management Services

¢ Turnkey Systems
Installation Available

¢ Digital System Training
¢ On Staff Engineering
Consultants make sure

your system meets
your needs,

THE FIRST TIME...

With over 30 years in
broadcasting, more
than 200 product lines,
and the most experi-
enced staff in the
business, we have the
resources to provide
you with the most
practical solution.

New York
(518) 793-2181
Fax
(518) 793-7423

Balt./Wash.
(301) 497-1925

Fax
(301) 497-1926

ndex btm Emarll COREY'D 7470 @ ol ot

/|| NORTHEAST
_ || BROADCAST

Practical solutions for your broadcasting needs...

STUDIO SYSTEMS

*On Air and Production Studios

*Stereo Television Consoles

eMulti-Track Digital Editing Suites

*Digital and Analog Consoles for
every application

*Modular and custom studio
furniture

*Vast array of source equipment

* Many digital audio solutions

* Broadcast digital telephone
systems

*Complete line of processing

AM/FM TV/Studio

Dallas

Pittsburgh
(214) 612-2053
F

(412) 942-4054
Fax

ax
(214) 612-2145.  (412- 942-4839
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(AL ENTRIES « THE 1996 RADIO WAYNE AWARDS

i Who Are
ericu’s Best?

You Decide.

Being the best is worth recognition. Each year Radio ink magazine honors the top
people in the Radio industry by presenting the coveted Radio Wayne Award in each
of several categories. If you know someone who epitomizes professionalism and
has raised the overall level of excellence in Radio, this is an excellent opportunity
to honor them. To nominate someone for The Radio Ink 5th Annual Radio Wayne Awards, simply fill out the form
below giving reasons you believe this person deserves the recognition, and mail or fax it to us by December 15,
1995. Finalists will be announced in January. Awards will be presented February 16, 1996, at the Friday luncheon
in Dallas during the RAB Marketing Leadership Conference. You may nominate as many people as you please - for
more than one nomination please photocopy the form below.

... And the Categories are:

m Broadcaster of the Year m Sales Manager of the Year

m General Manager of the Year m Street Fighter of the Year (Ac«count Executive)
:---------------------------------------------

NOMINATION FORM
‘QW Nominee RAD!O

WAYNE Nominee Station , - _ - INK

r d Nominee Phone

Nominating This Person For: (one only please)

M Best Overall Broadcaster (The Radio Wayne Award)

(3 General Manager of the Year

(3 Sales Manager of the Year

73 Street Fighter of the Year (Account Executive)
Nominated by

Your Phone - Your Station

In 100 words or less, describe in detail why this person should be the recipient of this year’s award. (Attach separate sheet)

Deadline: Entries must be postmarked by Dec. 15, 1995
Mail to 224 Datura Street ® Suite 701 ® West Palm Beach, Florida 33401 ® 407.655.8778 ¢ 407.655-6164

The Radio Wayne Awards are named in honor of Radio Wayne Cornils who has devoted his entire career to the betterment of training,
professionalism and quality in the Radio industry. The award is not affiliated with the Radio Advertising Bureau.
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m HELP WANTED MANAGEMENT

B MANAGEMENT

You've achieved outstanding success in your
radio sales career! Now, its time to grow and we
have the perfect career move. WMAY/WNNS/
wQLz, the Radio Results Network, offers a
market-exclusive oppartunity to represent three
highly successful stat’ons in the vibrant Spring-
field, Illinois market. Join a winning team in the
rapidly growing Midwest Family Group. We
offer unlimited growth, leading-edge training,
management opportunities, and equity. Join 10
of the most professional radio sales executives
in Ilinois. Send resume to: Marilyn Kushak,
Vice President of Sales, WMAY/WNNS/WQLZ,
P.0. Box 460, Springfield, IHinois 6270¢.

m HELP WANTED SALES

Account Executive - Seexing experienced, self-
motivated individual to join a strong sales force
for a 100.000 Watt FM in Medium market in the
Southeast. Strong ratings with a Hot AC format.
Stable company witk same ownership for 56
years. Applicant must be prenared to work hard
but will be paid handsomely. Good verbat and
written skills a must. Call Ann Lawing between
10AM - 5PM at 910-864-5222. WQSM-FM,
Fayetteville/Fort Bragg, NC.

National Sales Manager, The Guide to Talk
Radio Programming, a satellite talk directory,
seeks aggressive creative leader. 617-239-1979.
sales@talkradioguide.cam

National Sales Manager - Major group owner is
seeking a national sa.es marager for six-station
powerhouse in Northeast major market. Excel-
lent opportunity for someone who's organized
and ready to take cherge. Reply to Blind Box 22
¢/o Radio Ink.

RADIO’S PREMIER PUBLICATION
RADIO INK has immediate openings in
sunny Palm Beach, Flovida, for sales-
persons. Radio Sales/Management ex-
perience required. Print background
not necessary, just a passion to win.
Fax resume today to: Yvonne Harmon,
President, Radio Ink. 407-655-6164.
All inquiries are confidential. EOE.

Ca
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Il 800-226-7857
to order your Radio Ink books!

THE DREAM TEAM

Now available to turnaround or move your
group/station to the next level. just
returned to U.S. from long-term Group
management project overseas.

*CEQ/GM*VP SALES MARKETING*VP PROGRAMMING*
*YEARS OF SUCCESS*ALL SIZE MARKETS*
*LONG- AND SHORT-TERM PROJECTS CONSIDERED*

Mediacom International, Inc
(619) 431-9658
Fax (619) 431-9640
E-Mail 102135,3071@compuserve.com

& POSITION WANTED

Ready to Air. Houston morning show producer
wants to become sidekick in smail to mid
market. Kevin 713-855-1981.

Revenue producing, bottom line, proven track
record GM available ... 304-757-8619.

m STATIONS FOR SALE

1000 WATT AM

located in
Southern New England;
includes all studio
and transmitter equioment;
350K or best offer.
Serious buyers call
1-800-845-0338

m WANTED

WANTED: OLD AM TRANSMITTING TUBES
They don’t have to work, they just have to
look unique. The funkier the better! Call
Radio Ink 1-800-226-7857

Classified Ad Rates

All orders and correspondence
pertaining to this section
should be sent to: RADIO INK,
224 Datura Street  Suite 701
¢ West Palm Beach, FL 33401. Call (407)
655-8778 or fax to (407) 655-6164. All ads
must be prepaid and if not paid by ceadline
may be subject to cancellation. Checks,
Mastercard®, Visa® and American Express
cards accepted.
Rates: Classified Listings (non-display). Per
issue $1.50 per word. Situations wanted:
first 10 words are free, additional words:
$1.50 per word. Blind Box: $15 per issue.
Word Count: Symbols such as GM, GSM, AE,
etc., count as one word each. Each abbrevia-
tion, single figure, group of figures, letters
and initials count as one word. We also
count the phone number with area code and
the zip code as one word. Rates: Classified
Display (minimum 1 inch, upward in half-
inch increments): $130 per inch.
Blind Box Numbers: The identities of RADIO
INK Blind Box holders are never revealed.
When responding to a blind box, mail your
reply to the box number c¢/o RADIO INK, 224
Datura Street ® Suite 701 * West Palm
Beach, FL 33401.
If you do not want your reply to reach a
certain company, simply indicate the com-
pany on the outside of your envelope. If the
company named on your envelope corre-
sponds with the box holder, your reply will
be discarded.

CATEGORIES:

¢ SITUATION WANTED

* SITUATION WANTED PERSONALITY/
TALENT

¢ SITUATION WANTED NEWS

¢ SITUATION WANTED PROGRAMMING
AND PRODUCTION

¢ HELP WANTED

o HELP WANTED MANAGEMENT

e HELP WANTED SALES

¢ HELP WANTED ON-AIR

o HELP WANTED TECHNICAL

e HELP WANTED NEWS

o HELP WANTED PROGRAMMING AND
PRODUCTION

* MISCELLANEOUS RELATED INDUSTRIES

e HELP WANTED BROADCAST SCHOOLS
AND SEMINARS

* EMPLOYMENT SERVICES

e WANTED TO BUY EQUIPMENT

* FOR SALE EQUIPMENT

* STATIONS FOR SALE

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

Suescrise Now—get 26 crisp,

usable :60s that sell, every month.

(Or try us out—send $29 g2 0 day!
for your sample pack

of 10 great :60s.) \fo’

0\0‘ h’; o ji“"'l‘-"ﬂ

3
. Q :60s TO GO
H”'e a Co‘)\a 1001 GREEN BAY ROAD
WINNETKA, ILLINOIS 60093
708.926 0881

ot

Circle Reader Service #170

SPOTS BEFORE
YOUR EYES.

Copywriting Services
For Places Without
Copywriting Services

RIGHT BRAIN VISIONS
800-646-3339

The Professional Choice Of Stations
Across America, and Great Britain.

rbv@sojourn.com
http://www.sojourn.com/~rbv/web/rbv.html

Circle Reader Service #171

COPYWRITING/PRODUCTION

PERSUASIVE COPY & 2z youss
lOR PRODUCT'ON IN 48 Hours

KE MONEY FOR RADIO STATIONS

If your salespeople are sitting in front of
computers trying to write copy, they're not
out selling. We can help with persuasive
copy within 24 hours and superior produc-
tion in 48. Arm your salespeople with the
tools to succeed. Contact Bill Flowers

207-563-0911 -
Mg Urbanwild

Circle Reader Service #172

INIC 5

Financial solutions! Accounting and tax ser-
vices ... single station or group ... Fixed monthly
fee ... Also bank financing and refinancing
plans, purchase investigation analysis and sales
presentation packages at per diem rates. Ref-
erences fromindustry leaders. McEntee & Asso-
ciates P.A. 407-640-3585 ask for Bill.
Gary Stevens & Co. ................. 203-966-6465
America’s leading independent radio broker.
Fax 203-966-6522

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

Satterfield & Perry, Inc............ 303-239-6670
Media Brokers, Consultants and FDIC Approved
Appraisers
Al Perry.

IDS, SWEEPERS, LINERS

nationwide. Fax: 303-231-9562.

MIKE CARTA

SUPER
VYV,

LINERS ID'S: PROMOS
ALLFORMATS

MANAGEMENT/SALES CONSULTANTS

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

SUPERCHARGE YOUR SALES!
Learn how to manage leads, contacts,
presentations and more with less effort.
Free 24-hour recorded message
800-261-4779.

MARKETING AND PROMOTION

BASEBALL CAPS—T-SHIRTS—PAINTER CAPS—BANDANNAS.
Inexpensive Premiums That Work! English, Eth-
nic, Rock, EZ, Classical. We’'ll help you with the
art. Valuwear, Monroe NC 800-277-0031. Ask
for Bart. Gorgeous screening.

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

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

DIRECT

MARKETING INC.

STRATEGIC TARGET MARKETING,
SALES AND PROMOTIONAL CAMPAIGNS

* Direct Mail ® Database & List Management ® Market
Research ® Inbaund/Outbound Telemarketing ® Sales
Cansulting ® Sweepstakes & Contests ® Media Placement
* Infegrated Compaigns @ Creative & Design Services
 Printing & Print Production ® Custom Publishing
® Smort Torgets™ Customer Profiling ® Braadcast FAX

® Internet Marketing ® Smart Maps

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

Circle Reader Service #173

Listener’s On-Air
Participation Builds Loyalty!

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

A Hero or Heroine with the initials AM.
Author with the initials L.T.

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

Circle Reader Setvice #174

LISTING (NAME & PHONE)
ADDITIONAL PER EXTRA LINE 65

LISTING AD RATES

13 BSUES 25 ISSUES
$195 $300
100

BOX AD RATES
AD SIZES 13 ISSUES 25 ISSUES

1" $ 975 $1,750
1-1/2" 1,433 2,572
2" 1,872 3,360
2-1/2" 2,291 4,112
3" 2,691 4,830
3-1/2" 3,071 5,512
4' 3,432 6,160

NOVEMBER 27 - DECEMBER 10, 1995
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MARKETING AND PROMOTION MARKETING AND PROMOTION PROGRAMMING

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

Contact: Lenny Freed

(216) 273-32C0 ext 137
Fax: 216-273-3212

INFLADABLE IMAGE INDUSTRIES
2773 Nationwide Parkway- Srunswick, Ohio 44212

Circle Reader Service #175

KD Majestic—

| Aluminum frame is 25%
lighter and 40% stronger
than the Originals.
10 x 10 or 10" x 20" includes
a heavy duty carry bag.

1¢800°432°4435

Circle Reader Service #176

NATIONAL REP FIRMS

THE INT‘EREIAM)IO STORE

Selling Today... Innovating for Tomorrow:

1-800-INTEREP

NOVEMBER 27 - DECEMBER 10, 1995

EYOUR &

WITH

It you've
2een laoking
- for a oroven

coneept that can
crease a unique draw in
your market - then

f A
08533 =IE§ﬂ
SEEEEU) Look No Futhen! !
[ EXCLUSIVE MARKETRI ANT=D ]
A.R. ENTERPRISES

1-800 334-3848

Circle Reader Service #177

< ~\2RaDIO
. . Potator

) SWEEPERS

o Proouction Music
1 News/Tawk Packaces
FOR A FREE DEMC, CALL

800-GOT-NUPIS
(800-468 6874)

Circle Reader Service #178

PROGRAMMING

i

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

E

Circle Reader Service #179

Broadcast Programming ....... 1-800-426-9082
(B croc0ampoc0naeINaEOaEeaRaEO0EAIREa 206-728-2741
Radio Music formats 01 CDs and tape. The local
alternative to satellite programming.

— e e o o o e e E— —
r—-- LI 4 m o A — AA-I
K sa N wm Elllﬂl—“:- A
I 4 wEmE e ¥ suwhwms uw s w
Radio Network

| 24 Hours 7 Days A Week |
ILive unduplicated — All barter!

IAulonullon Tones/Eyery Minute Has Prosr:lmmmgl
IS%TC()‘-IC S.TR. 18 GALAXNY 6. TR.3 SPACENET 3 T.\RUI

| CALL 617-828-4546 |

for mere information
¢ N Cul asatieh

Circle Reader Service #180

PROGRAMMING CONSULTANTS

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

Circle Reader Service #181

PROGRAM DELIVERY &?
YOU CAN S

COUNT ON...

To receive RadioServe
media kit and = "%‘ ’:{'\’ .3
details on special \’i'. =) 7\“ K':z}ﬁ
introductory rates |

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

- Circle Reader Service #182
Skywatch Weather Center ........ 800-759-9282
Rain orshine, here’s a custom-formatted, person-

alized and localized weather forecasting system
your audience will stay tuned for every day.

SPEAKER/TRAINING

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

INK 37



THE MOST
IMPORTANT
BOOK EVER
WRITTEN
ABOUT RADIO

In Commemoration of

Radio’s 75th Anniversary

Streamline Press announces an extraordinary 472 page coffee-
table book — The Deluxe Edition of Blast From The Past: A
Pictorial History of Radio’s First 75 Years.

* UNPRECEDENTED PRINTING -

Blast From The Past: A Pictorial History of Radio’s First 75 Years
is an undertaking of unparalleled proportion. Author B. Eric
Rhoads has scarched archives across America and found hun-
dreds of rare, never-before-published historical photographs
featuring radio from its early cxperimental stages, personali-
tics of radio’s golden era of the *30s and "40s, the first disc
jockeys of the "50s, the boss jocks of the '60s, the start of un-
derground radio in the '70s, and the personalities and talk
show hosts of the "80s and "90s. This is a landmark publishing
with more than 900 rare photographs in rich quality, hard-
bound printing. This gift book is for anyone who loves radio.
Historically this book redefines radio’s past as it reveals sig-

nificant facts never before published.

Radio has never been pictured more beautifully. This hand-
some Deluxe hardbound book will give vou years of nostalgic

pleasure and historic intrigue.

* Deluxe Hard Cover Book * $39.99 plus $5.50 S&-H
(Numbered, Signed Collector’s Edition still available at $75.00)

CALL TOLL FREE

1-800-226-7857

= ————
STREAMLINE PRESS
FULLY GUARANTEES SATISFACTION

WITH A MONEYBACK POLICY FOR A FULL 30 DAYS
CALL FOR QUANTITY PRICES OR CUSTOMIZED COVERS
WITH YOUR LOGO. MAKES A GREAT ADVERTISER GIFT.

STREAMLINE CALL 1-800-226-7857 « Fax in Your Order: 1-407-655-6164
ECPDfSS:_ Mail in Your Order: 224 Datura Street * Suite 701 * West Palm Beach, FL. 33401

“You'll enjoy every moment and every
page of Evics wonderful book.”

— Sally Jesse Raphael

National TV Talk Host

ORDER NOW
To receive

before
Christmas!!

“If you are a Radio buff like me, this is
a must hit”

— Bruce Williams

National Talk Host



THE NUMBERS SPEAK FOR THEMSELVES

- $100 MILLION
1N ONLY
3 YEARS,

That's how much business Radic 2000 has generated for radio—from new
advertisers alone.

Our aggressive campaign to introduce advertisers to the business-building
benefits of radio has generated an additional S100 million over the past three
years. That's 4% of total industry revenve. And we’re just getting started.

To find out more about getting your share of this growing revenue,
call 1-800-INTEREP.

THE INTERFP A RADIO STORFE
"y




SALES PROMOTION PLANNER

Outdoor Furniture
Pools & Hot Tubs

5 TV Turn-off Day
17 St. Patrick’s Day
31 Palm Sunday

GET A FASHION FiX

As soon as the weather begins to turn warm,
women, young & old, head to the department
stores and clothing retailers. Work clothes and
playclothes are needed to freshen up a wardrobe.
The prime market for new fashion is the 18-34
working woman. Typically the latest trendy styles
are important to this demographic. This demo-
graphic is also likely to affect the opinions and
purchases of others. Young women spend more of
their discretionary funds on clothing. They see
shopping and buying as a form of entertainment.
When putting together commercials to attract the
attention of this demographic, remember trendy
new music beds.

MARCH

TARGET PRODUCTS
Lawn & Garden
Home Improvement
Prom Dresses & Tuxedos

Air Conditioning
Auto After-market

DATES TO REMEMBER
11-15 Chocolate Week
20 1st Day of Spring

Spring Break

13 Plant a Flower Day
25 68th Annual Academy Awards

Proms

NATIONAL
Frozen Food, Peanut, American Red Cross, Nutrition and Music In our Schoots Month

RETAILERS RALLY

» “Birthday Discounts.” Retailers offer discounts to
customers on their birthday. Have them fill out a
card and mail them a special discount card to be
used during their birthday week.

® “Prom Preview.” A mall will host a fashion show
for the latest prom wear. Include: dresses, shoes,
tuxedos, flowers, and hair salons.

® “Scratch & Dent Sale.” The title speaks for itself
* “March Melt-Down.” Any retailer can use this
theme for a sale — “As March Heats up ... Prices
Melt Down.” Post signage with flames, ice melting
or ice cream as a visual.

* “The Office Make-over.” Offices will fax in to have
five people in their office made-over for spring.
They have to tell why they need to win.

JANUARY QUICK FIX

* “Snuggle Weekend.” Give away hot chocolate,
videos, pizza delivery, firewood, and sweat clothes
over a weekend.

* “Sportsman Alert.” A sporting goods store sponsors
a sports special report, weekend wrap-up, or other
sports related feature.

* “Unsold Merchandise Sale.” A client will run com-
mercials stating: “We got too much stuff for Christ-
mas, now we have to get rid of it all by New Year's!”
DATES TO REMEMBER

1 New Year's Day

4 Trivia Day

8 Elvis Presley’s Birthday
13 1st Radio Broadcast

15 Martin L. King Jr. Day

26 Spouse's Day

28 Super Bowl Sunday

29 American Music Awards

NATIONAL

Pizza Week; Soup, Eye Care and March of Dimes Birth
Defects Month

FEBRUARY QUICK FIX

* “Early Bird Sale.” Advertise a three-hour backdoor
sale before the store opens. Offer cheap prices for
only three hours.

* “Love is in the Air.” Customers will register to win
a romantic adventure in a hot air balloon.

* “Pig-out Day.” The station will announce a certain
Sunday as Pig-out Day. Clients will participate by
offering special “Pig-packs” on Sunday only.

DATES TO REMEMBER

2 Ground Hog Day

14 Valentine’s Day

19 President’s Day

20 Mardi Gras

28 Grammy Awards

NATIONAL

Black History, Snack Food, Condom, Crime Prevention
and Wedding Month

RADIO
INK :0

APRIL

TARGET PRODUCTS:

Easter Fashions; Florist; Bicycles; Lawn & Garden;
Outdoor Furniture; Motorcycles; Recreational Vehicles
DATES TO REMEMBER

1 April Fool’s Day

4 Passover Begins

5 Good Friday

7 Dayl'ght Savings Time Begins
7 Easter

15 Tax Deadline Day

22 Earth Day

24 Secretary’s Day

NATIONAL

Home Improvement, Keep America Beautiful, Lawn &
Garden, Recycling and Humor Month

MAY

TARGET PRODUCTS:

Vacations; Boating Supplies; Sporting Goods; Lawn &
Garden; Fishing Supplies; Major Appliances

DATES TO REMEMBER

4 Kentucky Derby

5 Cinco De Mayo

12 Mother’s Day

18 Armed Forces Day

27 Memorial Day

26 Indianapolis 500

NATIONAL

Pet Week, Bike, Mental Health, Photo and Barbecue
Month

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

Sales Promotion Planner is compiled by Kim Stiles,
creator of The Stiles System Radio Day Planner. She
may be reached at 919-846-6449.

== RADIO
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Radio’s Premier Management
& Marketing Magazine

Publisher
B. Eric Rhoads, CRMC/CRSM
President, Magazine Division
Yvonne Harmon, CRSM
Executive Editor Emeritus/Los Angeles
Dwight Case
Managing Editor
Anne Snook
Editorial Assistant
Shawn Deena
Contributing Writers
Dave Anthony, Ellyn F. Ambrose,
Corinne Baldassano, Rob Balon,
Cliff Berkowitz, Ted Bolton, Rhody Bosley,
Bill Burton, Holland Cooke, Sharon Crain,
Jchn Fellows, Dave Gifford, Bill Haley,
Ray Holbrook, E. Karl, Bob Keith,
Phiiip |. LeNoble, Pam Lontos, John Lund,
Chris Lytle, Kathryn Maguire, Val Maki,
Mike McDaniel, Rick Ott, Bob Pedder Jr.,
Roy Pressman, Mark Ramsey,

Jack M. Rattigan, Walter Sabo, Eric Small,
William P. Suffa, Jack Trout and Guy Zapoleon
Art Director
Linda DeMastry
Assistant Art Director
Marianne Young
Press Photographer
Bruce “Flash” Cooley
Production/Circulation Manager
Tom Elmo
National Sales Manager
Chuck Renwick
Marketing Consultants
Helen R. Brown
Ken Lee
Sales and Marketing Assistant
Hope Lin Rowe
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Radio Ink Mission Statement For Readers:

Radic Ink is a positive Radio industry resource designed to
continua.ly educate readers by providing fresh, stimulating and
acionable 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 overall.
Radio Ink Mission Statement For Advertisers:

Radic Ink provides an upbeat, first-class, pro-Radio envi-
ronment jor 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:
1-800-610-5771 or 407-655-8778
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PRODUCT NEWS

Healthy Mar-
riage. What do
you get when you
Cross an immu-
nologist and a
physician? You get
the husband and
wife team of Dr.
Donald Carrow
and Deborah A. Ray on the Radio with
Here's To Your Health. The show airs daily
on 150 stations nationwide 9-11 a.m. and
Sundays 4-7 p.m. Health runs the gamut on
medical information and advice with Ray
interviewing guests and discussing health-
related products and services while Dr.
Carrow hosts an open line forum several
times a week. Why they're so busy they
had litelike figures pose for this picture.
813-282-1522

Eagle River
Communications recently
acquired West End Post In-
teractive and with that they
got Craig Turner, most re-

A cently president/COO of
West End Post Interactive
and former president/CEO of TM Cen-
tury. Turner is VP of the new company,
Eagle River Interactive, which designs
Internet sites and other interactive appli-
cations and kiosks for companies like
MeDonald's and Sony. Turneralso heads
a new international marketing approach
thatincludes using Radio stations to pro-
mote an Internet site funded by large
multi-national sponsors. If he keeps this
up, you might have to start calling him
Ted. 214-720-8660

» MultiVerse Networks recently signed
an agreement to represent national ad-
vertising sales forJacor's The Gary Burbank
Show The three-hour off-the-wall com-
edy show has been compared to a cross
between Letterman and Monty Python,
and runs Monday-Friday from 3 to 6
p.m., ET. For those of you who don't
know who else Multiverse represents
for national advertising sales, there's The
Ken Hamblin Show and a female doctor
whose name rhymes with messenger.
908-873-1239 or 310-445-8880.

NOVEMBER 27 - DECEMBER 10, 1995

o Package deals. Broadcast Results Group ~ Mike simplicity. Some
(BRg), a division of Premiere Radio Net- things are best said by oth-
works now has available in their produc-  ers. Like Harris Allied's
tion library, “Extreme Cuts” aimed at Modern  description for their
Rock, AOR and AAA formats. 800-280- Oktava MK219 micro-
1994. And Small Planet recently began phone. Apparently it has
syndication of The Lost 455, a gold program  a ... “frugal appearance
playing all the hits from the '70s and early ~ and warm, accurate repro-
'80s that may not be on aregular playlist—  duction.” Warm repro-
thus the term “Lost.” 914-424-4722. duction? 800-622-0022

SEND PHOTOS OF YOUR NEW PRODUCTS, SERVICES AND PROGRAMS TC: PRODUCT
News c/o Shawn Deena, 224 Datura Street ¢ Suite 701 * West Palm Beach, FL 33401.

Sound Great & Look Great
On The Bottom Line,
Wi J5N

Jones Satellite Networks
offers the best selection of
successful, proven formats.

Major Market Sound

A Continvously Researched Music Mix
Dependable, Consistent On-Air Talent with Experience in Markets of All Sizes
Ample Opportunities for Localization
You Control Your Local Market Presence, Sound & Impact

The Market’s Most Reliable, Affordable Delivery System

As a JSN affiliate, you have more time fo focus on sales, promotions and
community visibility. There's a JSN format to match your individual market needs.
Call us. Discover how JSN advantages stack up in your favor.

V v ) C"-]'r)
sy momm e SE2

=

SPANISH RADIO NETWORK

Sdult Hit Radio

P o R
@D

JONES SATELLITE NETWORKS
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MOVERS & SHAKERS

-~

Stu Olds Ramon Pineda

Don Bouloukos

*Don Bouloukos and Stu Olds have been elected to serve as the
1996 Radio-Mercury Awards event chairmen. Bouloukos is
president ot Capital Cities/ABC Owned Radio Stations and
Olds is president of The Katz Radio Group. 201-635-0222
*Ramon Pineda has been named president of Caballero Span-
ish Media, a company of The Interep Radio Store. Pineda had
been director of advertising sales for Gems International Tele-
vision, a Miami-based international Spanish-language cable
network. 212-916-052+4

*Katz Radio Group has promoted four employees to manager and
VP: for Eastman Radio in Dallas, Mark Hawkins, from sales to VP,
regional manager; for KRG Dimensions Agri-Marketing in Chi-
cago, Bob McArthur, from VP, regional manager of Banner Radio
to senior VI/director; tor Eastman Radio in New York, Andrew
Rosen, from VP/SM to VP, stations/New York manager; and for
BannerRadio in Chicago, Dennis Sternitzky, from SM of Banner's
Minneapolis office to VI/manager. 212-124-6181

., e

Joan Gerberding Betty Berneman

*Joan E. Gerberding has been promoted from VP/CM to
executive VP and CEO of WHWH-AM/WPST-FM Princeton
NJ. 609-92.4-3600 ext. 119

*Paul Allen has been named executive director for Country Radio
Broadcasters Inc. Allen was previously executive director/CEO of
the Tennessee Public Service Commission. 615-269-7071
*Adriane T. Gaines has been appointed president and GM of
WWRL-AM New York. Her 18 years of management includes
being VP/GM of KATZ-AM/WZEN-FM St. Louis, MO.
212-486-4255

*Jan Shay has been appointed GSM for KSTE-AM Sacra-
mento, CA. Shay had been GSM for KFBK-AM/KGBY-FM
Sacramento. 916-853-1650

*Betty Berneman has been named Associated Press Radio
division SM for the eastern United States. Berneman had been
with Shadow Broadcast Services where she served as VP of
news and operations. 202-736-1 100

- - —

- 1996 Can Be The Year You Make

RADIO
INK 42

A Fundamental Change In Sales.

Griffin Xnows Heowl

The Griffin Reports can help you change the buyer-seller encounter into
a partnership. Our syndicated, localized, original market research pro- [
vides the information you need to make a fundamental change from a
“selling approach” to a “marketing approach”. You and your clients
have a common goal...sell inventory.  Griffin knows how to help you,
and your clients, do just that!

Griffin Knows.
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L N 4
Call Craig Harper at 800-723-4743

Circle Reader Service #124
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TALK ... FOR EVERY TASTE!

DR. JOY BROWNE Sex 10 Siress C H I LLOUT

KEN & DARIA DOLAN Consumer Affairs M A I( E OUT
ARTHUR FROMMER THE Travel Authoriry G ETOUT
WARREN ECKSTEIN The Dr. Joy of PETS-I_A I( E OUT
RONALD HOFFMAN M.D. Healthy |i\"ESWO R I(OUT
ARTHUR SCHWARTZ Food...Glorious Food P I G OUT

RALPH SNODSMITH America’s Greenest Thumb D I G OUT
JAY SEVERIN A Rock '~ Roll Republicay FA ROUT

DAVID LAWRENCE OnlLine Today G E E I(OUT

DON'T BE LEFTOUT

FOR TALK RADIO THAT GETS RESULTS...
CONTACT RICH WOOD M
(212) 642-45%3 RADIO N\ETWORK

Circle, Reader. Service #125




GRAPEVINE

V HoHoHoYessir. It's time once again for
ABC Radic Networks’ Merry Christmas from
Walt Disney World, a three-hour Christmas
holiday special with Mr. Star Search himself,
Ed McMahon, weaving wonderful stories, ce-
lebrity memories, Disney archive highlights
and that holiday music we all love. The special
is available Dec. 18-25. Call Kelley Chapman at
214-776-4644. Also, look for this duo in the
latest remake of the John Steinbeck classic,
“Of Mouse & Ed.”

EVENTS CALENDAR

1996

Jan. 5-8—CES Internat’l Winter Consumer
Electronics Show, Las Vegas. 202-457-8700
Jan. 13-17—NAB Board of Directors Meet-
ing, Palm Springs, CA. 202-775-3527
Jan. 18 —IRTSF Newsmaker Luncheon, New
York. 212-867-6650

Feb. 3-4—Dan 0’Day’s PD Grad School,
Dallas. 310-476-8111

Feb. 3-6—53rd Annual NRB Convention &
Exposition, Indianapolis. 703-330-7000
Feb. 5-6—NAB Radio Group Head Fly-in,
Washington, D.C. 202-429-5402

Feb. 9—IRTSF Newsmaker Luncheon, New
York. 212-867-6650

Feb. 15-17—0klahoma Association of
Broadcasters Winter Convention, Okla-
homa City. 405-848-0771

Feb. 15-18—RAB Annual Marketing Lead-
ership Conference, Dallas. 212-387-2100
Feb. 22-25—R&R Talk Radio Seminar,
Washington, D.C. 310-553-4330

Feb. 28-March 2—Country Radio Broad-
casters Country Radio Seminar, Nashville.
615-327-4487

March 2-4—NAB State Leadership Confer-
ence, Washington, D.C. 202-429-5402
March 14—IRTSF Newsmaker Luncheon,

INK 24

\

A Boyhowdy. Westwood One’s self-proclaimed
gossip guru Mike Walker recently had Boy George
= (in his latest incarnation) on his show where Boy
was plugging his new autobiography Take It Like
A Man and his new release Cheapness And
. Beauty. Quite the fetching couple aren’t they?

WV Congratulations to the Sports Collector’s
Radio Show, now celebrating its fourth anni-
versary. It’s the only internationally syndi-
cated show devoted exclusively to sports
collecting. It is aired on 116 stations in the U.S.
and Canada and is broadcast in RealTime
Audio on the Internet (http://www.
worldlink.ca.KOOLCFRA)). So if you live in a
cave and don’t have a computer then you
might have trouble picking it up. (Pictured is
executive producer and host John L. Raybin.)

‘..; * Calling all ads. Get your creative juices flowing because it's time once again to send
in your entries for the $200,000 1996 Radio-Mercury Awards. The entry deadline is
Friday, March 1, 1996. The awards show is June 12 at the Waldorf Astoria where the 200
grand will go to the creators of the best of the best Radio commercials in the United
States. For more info or to be put on the mailing list to receive a call for entries, call 212-
387-2156 or fax 212-254-8713.

SEND PHOTOS OF YOUR ORGANIZATION’S MAJOR EVENTS TO: GRAPEVINE

¢/o Shawn Deena * 224 Datura Street * Suite 701 » West Palm Beach, FL 33401

New York. 212-867-6650

March 20-23—Alpha Epsilon Rho Nat’l
Convention, Los Angeles. 803-777-3324
April 15-18—NAB Annual Convention 1996,
Las Vegas. 202-429-5402

April 19-21—CES Mobile Electronics *96.
Orlando, FL. 202-457-8700

April 26-28—Adventures in Broadcasting
Promotion Director’s School Il, Stamford,
CT. 212-682-6565

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

May 8—IRTSF Foundation Awards Lun-
cheon, New York. 212-867-6650

May 15-19—Annual Public Radio Confer-
ence, Lake Buena Vista, FL. 202-414-2000
May 19-22 —Broadcast Cable Financial Mgt.
Assoc./Broadcast Cable Credit Assoc.
Annual Conference, Lake Buena Vista, FL.
708-296-0200

May 21-26 —NRB International Conference,
Jerusalem. 703-330-7000

May 23-25—CES Habitech & CES Orlando
*96, Orlando, FL. 202-457-8700

June 1-2—14th Annual National Associa-
tion of Hispanic Journalists Convention,
Chicago. 202-662-7145

June 6-13—EIAJCES Internat’l Summer

Consumer Electronics Show, Chicago. 202-
457-8700

June 19-22 —PROMAX & DBA Conference &
Expo, Los Angeles. 213-465-3777

June 20-23—Talk Radio 96, Washington,
D.C. 617-437-9757

June 22-25 —NAB Board of Directors Meet-
ing, Washington D.C. 202-775-3527

June 27-29—The 45th All'mualAWRT National
Convention, Naples, FL. 703-506-3290

Aug. 10-13—79th Annual Association for Edu-
cation in Joumalism & Mass Communication
Convention, Anaheim, CA. 803-777-2005
Aug. 21-24—Asian American Journalists
Association Annual Convention, St. Paul,
MN 415-346-2051

Sept. 1—Society of Professional Journal-
ists National Convention, Washington, D.C.
317-653-3333

1996 Arbitron Survey Date
e Winter Jan. 4-March 27

* Spring March 28-June 19

* Summer June 27-Sept. 18

¢ Fall Sept. 19-Dec. 11

FAX YOUR ORGANIZATION'S
Events To: Events Calendar, ¢c/o Shawn
Deena 407-655-6134.

NOVEMBER 27 - DECEMBER 10, 1995
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BLAST FROM THE PAST"

"

CASEY KASEM

Holy Hairdo!
Ah, the '70s. Disco, loud clothes and ... hair. Case and point — check
out Casey sportin’ the big-collar, curly perma-fro look in 1971 (this
obviously before he started wearing those sweaters). He sure was a
groovy dude back then.

T

g

SEND US YOUR OLDIES!

We're looking for old photos! (They will be returned.) Send them to “BLAST” c/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.

ADVERTISER
INDEX

1 .|-he perfect re-creation of the “Old
Rose” Radio with Sony State-of-the-Art
Technology. Designed. engineered and
’ crafted by hand in France. Hardwood
case permits the ultimate resonance in
AM or FM reception with AFC.
Limited production at new »
reduced price of $250

(originally $300).

(AL AIRwAVES  CmpoRIum
[-000-€10-C771

Broadcast Direct Marketin
Computer Concepts Corp. ...
Dalet Digital

Directions in Radio

Haley Productions .
Harris/Allied

tnovonics Inc. ...

International Datacasting

Jones Satellite Networks
Marketing/Research Partners In:
Media Venture Partners ..
Metro Networks

Northeast Broadcast Lab
Premiere Radlo Networks ....
Szabo Assoclates lac. ..........

Talk America Radio Network

USA Radio Network
Ward Beck Systems
WOR Radio Network
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The 'Broadbank Burbcasting Corp."
is now in syndication with 17 stations
receiving the Jacor Communications'
sate.lite distributed Gary Burbank
Show live from its new studics
equipped with the DDS Digital
Delivery System from Radio Systems
and Harris Allied

Tne digital system utilizes eight
Cart Machine emulators and three
Sound Slate 176-key, direct access
keypads. Spread across three studios
and two floors of the WLW “acllity in
Cincinnati, the system componerits

o HARRIS

,  u i

The new Gary Burbank
show syndication studios
now equipped with
Radio Systems' DDS
Digital Delivery System.

S

allow instant access and e—-— new synd'cated program
transfer of the comedy

cuts and liners that keep
this fast-paced show

exciting and uniq.e.

Mr. Kenyon was

similarly impressed

s when he saw the
system a second
P time at last year's
World Media
Expo where
Gary Burbank also

Chief Engineet,

Al Kenyon, chose
DDS when he saw
the system at &
demo at the facilities of Harris Allied, an
Richmond, Indliana, where it worked
"right out of the box.' That's the de-
oendability and perfarmance that the Deliverv System for your station

ow will re 3 1-800-622-0022 FAX 317-966-0623

Ca | Harris Allied tcl -free for

ALLIED —m e e e ——————

©1995 HARRIS CORP.
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THE WHOLE
IS GREATER
THAN
THE SUM
OF ITS PARTS.

Individually, TAPSCAN’s unique

and mnovative systems for broad-

casters create a strong framework for

sales and marketing.

But no single system can compare
1o the strategic synergy created by
integrating TAPSCAN programs to-
gether i what we call the
“Business Intelligence System.” It's
the most effective combination of
sales and marketing tools ever devel
oped for your station.

At the push of a button. you'li

3000 RIVERCIIAST

That’s Why You Need

The Complete

Business Intelligence System.

know more about your prospects’

business and competition. ..you H know

more about their market potential and the

spending power of their customer

base...and you'll know precisely how to

TAPSCAN, INCORPORATLED

target and reach a very specitic
audience with unparalleled efficiency.

It's Tike mixing colors on a
palette—using information and
analysis from one program 1o gain
even decper insight from another.
And when you're done, you'll have
put together 4 more complete and
persuasive presentation than
ever before.

Turn your marketing program into
a masterpiece. To find out how, call
TAPSCAN today.

GALLERIA « ETGHTH FLOOR « BIRMINGIHAM. ALABAMA 35244

205-987-7456
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