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“DO WE NEED

A LARGE POWERFUL

INVESTMENT BANK,

OR DO WE NEED AN

INDUSTRY SPECIALIST?”

“Ves?



N A PERFECT WORLD THERE

WOULD BE NO COMPROMISE. INVESTMENT

BANKS WOULD PROVIDE LARGE-SCALE 

DISTRIBUTION CAPABILITY AND HIGHLY

FOCUSED INDUSTRY SPECIALIZATION. 

Unfortunately, most of them fall 

INTO EITHER ONE CATEGORY OR THE OTHER 

— PROVIDING YOU WITH HALF A SOLUTION.

At Prudential Securities we believe 

half a solution is no solution at all. So we 

start by assembling a team of senior level 

bankers and research analysts with knowledge 

and experience specific to your industry, your 

company and the investors who follow them. 

Functioning with industry specialization, 

this team is committed to the design, 

implementation and execution of your 

transaction. And they remain involved — 

with senior leadership intact — through 

implementation and after.

It’s at this stage that we become 

the large and powerful investment bank. 

Relying on one of the largest institutional 

and retail distribution networks in the 

financial world, we can implement your transac­

tion with speed and impact.

To FIND OUT MORE ABOUT AVOIDING 

COMPROMISE, CALL THE TELECOMMUNICATIONS 

& Media Group. In N.Y., Charles Diao, 212- 

778-5101 orIay Grossman, 212-778-5111- 

In LA., Michael Burns, 510-996-2929.

Television & Radio Broadc astino 

Cable, Wireless Cable a. DBS

PrOCR A M MIN c/ So FT W A II E 

(Music, Television. Film, Edutainment, 

CD-ROM. Internet) 

Theatrical Exhibition

Prudential Securities^

The large investment bank, the specialist investment bank.u
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PUBLISHER'S NOTES

Radio Is A Primary
Tell Everyone Why

To reach me, write: 
RADIO INK, 

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

Phone: (407) 653-8778 
Fax: (407) 655-6930 

EMAIL: Ericrhoads@aot.com 
102404,26o4@compuserve.c6m

W
hy does Radio seem to have an mien 

ority complex?
Radio creates awareness, moves custom­

ers, sells products and services, and htera y 
transforms hundreds of businesses Yet still 
Radio receives a meager amount of advertis­
ing compared to television and newspaper.

Yes, we in Radio need to alter our own 
belief systems, but more important, the belief 
systems of agencies and clients need to radi­
cally change. They have believed that Radio is 
a secondary, not a primary, medium. But that s 

all about to change.
With recent environmental changes in 

the media climate I believe Radio is now a 
primary medium. By educating ourselves and 
our clients over the next few years we should 
see a change in Radio perception and expen­
ditures. Radio Ink intends to begin that pro­
cess, through an extensive campaign called, 
"Radio: NOW a PRIMARY MEDIUM™."

What's changed? Here are the things that 
I believe have changed which now make Ra 
dio a primary' medium.

TIMING IS EVERYTHING

GIVI US SOME TIME. 
we'Ll GIVE YOU THE NUMBERS.

I . Satellite and cable have fragmented 

television viewing into multiple channel 
choices. Radio becomes easier to buy. Time 
spent with Radio has remained constant.

2 Immediacy used to only be a local strength 
Now with technological systems advertisers are 
able to deliver spots to the entire U.S. immedi­
ately and be on the air within an hour Radio 
becomes a primary' tactical medium.

3. Industry consolidation allows advertis­
ers the opportunity to achieve critical mass 
while dealing with fewer representatives. They 
consider this a strength and less work.

4. There used to be a problem getting the 
creative department to use Radio. It seems 
that the Radio Mercury Awards is starting to 
impact that, making Radio "cool” with the 
incentive of a $200,000 award.

5. Clients are insisting agencies look into 
more cost-effective ways of advertising. Sud­
denly they're again paying attention to Radio 
with its efficient audience delivery' and low 
production cost.

Broadcast Programming stations know what

A A
Jaye Albright

Country /MJ

success is...

Ken Moultrie 
Country, Classic Rock

The Programmer-Consultants

^.y.unon rnot oyertook c 
including the heritage station, in its first year... '

Country station 
that kept its lead against 
three new competitors.

LJ. Smith 
Country BRO ING

(800)426-9082

of Broadcast Programming give 

good local radio people the extra power 

to win. With everything from playlists and 
libraries to formats and personalized consultinn 

We stay on top of the music...You stav „ ♦ ‘ 
Now use your ratings to de,e|op " $ »' mo*«,

expert semoes for flexibly seheduled ^'»Wing's

As 1 travel the country I find that advertis­
ers are rediscovering Radio and starting to 
understand how powerful the medium really 
is. One New York agency head told me last 
week Radio is his primary medium and is 
selling product extremely well, but declined 

an interview saying: "Radio is one of my best 
weapons. If I go on record about Radio, all that 

inexpensive inventory will disappear.
There are dozens of other reasons Radio is 

strong, includingJackTrout's theory of the ear 
versus the eye, Radio's targetability, cost-effec 

tive frequency, and use as a brand-builder.
Thesechanges, if effectively communicate 

frequently, show good reason Radio has evolve 

to become a primary medium and deman s 
greater share of advertising revenue. That s v D 
you 11 see us waving this flag for a long time t 
come. It's Radio's turn, Radio's big opportunlY 

and one you too should embrace.

Creative Media
Management, Inc.

Results-oriented 
direct mail & database 
services for radio.

HATIOHS.
Chde Reader Service #J05

(813) 536-9450

1000 Belcher Rd. S„ Suite 10, Largo, FL 34641-3307
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Where Have All 
The People Gone?

(J) In an effort to 

make people whose 
stations don’t look like 
this jealous, here is what 
the one-year old KRLD-AM 

Arlington, TX, (formerly in 
Dallas) facilities look like. 
Q The station is actually 

inside the baseball stadium. 
Ballpark at Arlington. And 

by the way, just to make 
you more envious, the sales 

department overlooks the 
field. Must be tough to work 

during day games.

Sports Fans Unite
Leave it to One-On-One 

Sports’ “Papa” Joe Chevalier 
— He’s always doing 
something weird. Following 

his Sports Fan’s Bill of 
Rights late last year, Joe is 

currently in the middle of 

his “Million Fan March.” 
@ This shot was taken of 

listeners of One-On-One’s 

Colorado Springs affiliate 
KRDO-AM. Isn’t beer a great 
unifier?

Which One of. 
These Is Not Like 
The Other?

OK, these shots of 

Radio AAHS’ AirForce®, the 
kids who are on the air, 

may look the same 
(J) but look closely. If you 

find Waldo, let us know.

SEND YOUR “PEOPLE IN INK" PHOTOS 

TO: Shawn Deena • 224 Datura Street 

• Suite 701 • West Palm Beach, FL 334°'
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Radio Ink Mission Statement For Readers:
Radio Ink is a positive Radio industry resource designed to 

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

Radio Ink provides an upbeat, first-class, pro-Radio envi­
ronment for advertisers wishing to associate their product with 
positivism, productivity and quality. Radio Ink strives (o 
provide enhanced results and added value by offering strong, 
widespread, loyal readership of industry decision-makers. W<- 
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

Research Director, Inc 
has the solution
Quarterly Sales Research
Good book or bad book, we'll turn 
your ratings into a revenue producer!
• Sales One Sheets
• The Buyer’s Guide
• Media Kits
• Video Sales Training
• Custom Sales 

Presentations

PD PROFILE®

The most complete ratings analysis 
tool available today!
• Quickly Learn Risks and Opportunities 

through our Executive Summary
• Track Station Performance over Five 

Surveys (raw and weighted diary data) 
Compare Station to Format Norms 
Core Audience and Preference Profile 
Complete Analysis of Competitive Threat

Research Director, Inc. Partners
Rhody Bosley, Marc Greenspan, 

Julie Heath

Diary Review
Raw diary data 
answers your questions!
• Slogan and Brand 

Identification
• Diarykeeper Comments
• Audit Arbitron Diary Editing
• Diarykeeper Confusion

►Research Director, Inc

Call Rhody Bosley • (410) 377-5859
Circle Reader Service #108
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NEWS
New Revenue Source For Radio: 

Legal Pay-For-Play

F
or years, Records and Radio - two 
industries engaged in bringing 
music to the masses — have been 
at odds with one another. In years 

past, when they attempted to forge busi­
ness relationships, the results were often 
catastrophic. In the 1950s, deejays like 
Alan Freed dodged bullets before a House 
subcommittee probe regarding illegal pay­
ments to disc jockeys. In the ’80s, under­
world gangsters and independent record 
promoters became the target of authori­
ties after NBC News linked the two before 
a shocked American public. For the better 
part of four decades, it seemed the only 
way hard cash could pass from record 
labels to Radio stations was illegally.

Now, two new companies, Fair Air 
Communications and Double Platinum 
Inc., offer an approach they say legally 
partners the record and Radio industries 
for their mutual benefit. Says Fair Air 
Executive Vice President of Operations 
Jeff Wyatt: “Now music decisions at hit­
making Radio stations across America 

will take on new importance 
because the end result will 
not only affect the sound of 

RK <r F the station, but the station’s 
bottom line as well. Finally, 
using Internet technology, 

1^—' k. there is an honest way for 
Jeff Wyatt Radio to turn airplay into 

cash, and there is a more
direct, more effective way for records to 
communicate with their number one mar­
keting tool - Radio - at far less cost.”

According to Adam Guild, president of 
Double Platinum Inc., “The financial po­

tential for Radio is enormous. Our rela­
tionships with the record labels and hun­
dreds of Radio stations will create a wm- 
win for both parties.

How It Works
The basic premise is that or 

infomercials, or “audiomercials” as they 
are called at Fair Air. Programmers are 
offered a number of new releases each 
week that fit their format and then create 
their own programs. They are under no 
pressure to pick any specific songs, giv­
ing them complete control to produce a 
program that complements the “sound” 
of their station. Stations are compen­
sated by Fair Air or Double Platinum 
based upon which records are aired in 
these programs and how often they run.

In addition to the compensation for 
audiomercials, Fair Air offers Internet­
based services to improve communica­
tion from stations to stations and be­
tween record labels and Radio stations. 
HotLink, a customized, state-of-the-art e- 
mail system, helps solve one of the 
record labels biggest challenges - get­
ting Radio programmers to communicate 
in a timely manner. It allows label repre­
sentatives to send information and ques­
tions to programmers by 3 p.m. one day 
and expect same-day response, since 
programmers are compensated for their 
timeliness and efficiency. RadioNet is 
provided free of charge to programmers 
to enable them to keep abreast of their 
peers’ music discoveries with the effi­
ciency of Internet technology.

Double Platinum feels this new pro­

eram will bring new money into Radio 
guarantee labels their artists get played 
and let them see more timely results of 
their advertising dollars. Fair Air s goal 
is to provide a cash incentive and a 
state-of-the-art forum to involve Radio 
in the process and rewards of turning 
records into hits. Both companies, it 
appears, are opening new doors to 
legal pay-for-play and paving new terri­
tories for Radio revenues. ®

HARMON HEADS TO RAB

Yvonne Harmon, director of sales and 
marketing for Radio Ink, has accepted the 
position of vice president/training for the 
Radio Advertising Bureau.

“The prospect of visiting 
stations all over the United 
States and making another 
significant contribution to our 
industry really has me ex­
cited,” she said. “This is a 
great opportunity for me to
give back something to the industry that 
has been so great to me.”

Harmon has been with Radio Ink in 
various sales and management positions. 
“Yvonne helped the magazine grow in 
both stature in the industry and ad rev­
enue," said publisher Eric Rhoads. “We 
will miss Yvonne. Our loss is the gain for 
thousands of Radio salespeople across 
the country.”

Harmon is expected to begin her new 
duties in late February, following the 
RAB’s Marketing Leadership Conference.

The Radio industry’s 

only teaching-workshop 

dedicated exclusively 

to sales management 

development. For a 

free prospectus, dial 

1 800 TALK GIF

DAVE GIFFORD’S SAN FRANCISCO (March 18-20) 

ORLANDO........................... (April 1-3)

ATLANTA.............................(May 6-8)

SANTA FE..................... (June 24-26)

CHICAGO...................... (July 15-17)

BOSTON........................(August 5-7)

DALLAS............. (September 16-18) 

SEATTLE................. (October 28-30) 

PHILADELPHIA (November 18-20) 

LOS ANGELES (December 9-11 )

Circle Reader Service #113
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MILLION DOLLAR CLUB
$48 M: WWDB-FM Philadelphia, PA; Seller: Panache Broadcasting L.P.; Buyer: Mercury Radio 

Communications; Broker: Star Media Group

$43.8 M: KRBB-FM, KXLK-FM, KFH-AM, KQAM-AM Wichita, KS; KZKX-FM & KTGL-FM 
Lincoln, NE; KEYF-AM/FM, KUDY-AM, KKZX-FM Spokane, WA; KVOR-AM, KSPZ-FM, KTVK-AM, 

KVUU-FM Colorado Springs, CO; WKSJ-AM/FM, WMYC-FM Mobile, AL; KEGX-AM, KTCR-FM
TriCities, WA; Seller: Pourtales Radio Partnership; Buyer: Triathlon Broadcasting Company;

Broker: Star Media Group

$27.3 M: KEST-AM San Francisco; KOBO-AM Yuba City, CA; KSJX-AM San Jose, CA; WNDZ-AM 
Portage, IN & WVVX-FM Highland Park, IL; WBPS-AM Natick, MA; WNJR-AM Newark, NJ;

KGOL-AM Humble, TX; Seller: Douglas Broadcasting Inc.; Buyer: Par Radio Holdings;
Broker: Gary Stevens

$16.2 M: WITL-FM Lansing, Ml; Seller: MSP Communications Inc.; Buyer: Liggett Broadcast Inc.; 
Broker: Blackburn & Co. Inc.

$7 M: KNAX-FM/KRBT-FM Fresno, CA; Seller: EBE Communications Inc.; Buyer: Osborn 
Communications Corp.; Broker:

$6.8 M: WJMZ-FM Anderson, SC; Seller: AmCom General Corp.; Buyer: Benchmark Communications

$6.7 M: KRMD-AM/FM Shreveport, LA; Seller: AmCom General Corp.;
Buyer: Benchmark Communications

$4.125 M: WBLK-FM DePew, NY; Seller: WBLK Broadcasting Corp.; Buyer: Palm Beach Radio 
Broadcasting Inc.; Broker: Blackburn & Co. Inc.

$4.1 M: KLIZ-AM/FM & KVBR-AM/FM Brainerd, MN; KNSP-AM Staples, MN; KWAD-AM &
KKWS-FM Wadena, MN; KLLZ-AM/FM Walker, MN; Seller: Jim Ingstad Broadcasting; Buyer: 

Provident Investment Counsel; Broker: Chapin Enterprises 
$4 M: WXTZ-FM Noblesville, IN; Seller: Weiss Broadcasting of Noblesville;

Buyer: Panache Broadcasting

$3-5 M: KMIA-FM Jasper, TX; Seller: Roy Henderson; Buyer: Tichenor License Corp.
$3 M: KGFT-FM Pueblo, CO; Seller: Falcon Media Inc.; Buyer: KGFT Acquisition Corp.

$2.825 M: KIKX-FM Manitou Springs, CO; Seller: Wiskes/Abaris Communications KIIQ Partner­
ship; Buyer: Bison Media Inc.; Broker: McCoy Broadcast Brokerage

$2.8 M: WNCQ-AM/WCIZ-FM Watertown, NY; Seller: Watertown Radio Associates; Buyer: 
Forever Broadcasting Inc.; Broker: Richard A. Foreman Associates

$2 M: KTMS-AM/KHTY-FM Santa Barbara; Seller: Atmor Properties Inc.; Buyer: Engles 
Enterprises Inc.; Broker: The Exline Co.

*$1.56 M: KBUR-AM/KGRS-FM Burlington, IA; Seller: James & Mary Livengood;
Buyer: John Weir

$1.5 M: WIDG-AM/WMKC-FM St. Ignace/WCKC-FM Cadillac, Ml; Seller: Four Seasons Broad­
casting Co.; Buyer: Rylinds Limited 

*$1,560,725 for 59% interest

$$$$$$$$$$$$$$$$$$$$$$$$$$$$$$$$$$

CLOSED!

WPRA'AM/WRPOFM, 
Mayaguez, Puerto Rico 
from American 
National Broadcasting 
Corporation, Fernando Vigil, 
Jr., President and Miguel A. 
Maldonado, Executive Vice 
President to Primedia 
Broadcast Group, BCI 
Advisors, Inc., Rafael Oller, 
Felix Bonnet, Jose Acosta 
and Randall E. Jeffery, 
Principals, for $3,865,000.

Randall E. Jeffery 
initiated the transaction.

GEORGE I. OTWELL 
513-769-4477

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-827-2727
RANDALL E. JEFFERY 

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

ELLIOT B. EVERS 
415-391-4877

RADIO and TELEVISION
BROKERAGE ■ APPRAISALS

MEDIA VENTURE
PARTNERS

WASHINGTON, DC 
ORLANDO • CINCINNATI 

SAN FRANCISCO

Source: Radio Ink—Mlie/Gallup Hadia Pollai 1,000 persons I Sr, margin of error + 3'1
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FORUM
What is the best sales-ori^iò 
promotion you’ve ever done.

Jesse Waters • 
The KCBS Small Busmess World, devel­

oped with Shomex Productions, is a sig­
nature event for KCBS. Aren't you sick of 
promoting someone elsc's event with your 

airtime, your personalities and getting, 
"your station logo here" in tiny print. As 
an All News station we position ourselves

as a resource to the business and financial community - this 
event helped solidify that position. We were-seen as offering 

assistance to struggling businesses with an Expo wit ou

KCBS-AM • San Francisco, CA
Marketing Direc o for sma|| business all in one place, plus

XZs on marketing, money and management.

The strategy was to create a solid .mage event for RGBS and 
proW it into an annual sales opportunity for first quarter each year. 
The first year we exceeded our attendance by 1000 and several 
AEs "beg<’ed" to get their clients involved. Attendance rose in '95 
and we generated a new revenue stream and brought in incremen­
tal dollars into first quarter. This year is already selling hotter than 
ever and sister stations, like WCBS-AM New York, are picking it 

up, opening up national sales opportunities. 3

Cat Simon

One of the best promotions that we have 
done was our "Win Pin" promotion. We
distributed very' nice metallic-looking lapel 
99.9 WIN PINS. We utilized our Secret 
Agent 99 to look for these pins several 
times each week and award cash prizes. We 
encouraged listeners to fax us if someone in 

their office was wearing one Fearing waste, we decided to limit 
the distribution to our sold station appearances where we would 
distribute the pin and register listeners, asking for aspecific place

Creative Director • KTSM-AM/FM • El Paso, T

we could find them between 8 am. and 5 p.m.
Besides providing us with a wonderful at-work database, it 

made our Secret Agent's job much easier. The pin was pro­
moted on the air with TV spots. The real success here was the 
limited distribution This caused many clients to sign up for 
two-hour distribution remotes and caused our crowds at these 
events to grow and grow. Listeners would tune in daily to find 
out when we would be in their area The pins had to be re-
ordered at least twice. We were able to sustain the promotion 

through most of 1995. S

In 1994, KIIS-FM took the standard sum­
mer Supersticker promotion to the next 
level, giving it a fresh, new angle by cross 
promoting with Th Los Angeles Times. The 
Supersticker promo also tied in with Jack- 
In-The-Box restaurants as distributors. In 
1995 Blockbuster Music and Blockbuster

Video lied in as distribution outlets Both client distribution 
outlets provided high RIIS visibility through POP.

The Los Angeles Times paid K11S-FM to print the Superstickers,

Karen Tobin • VP/Director of Marketing • KIIS-FM 0 Los Angeles, CA 
contributed $500 every night, seven days a week and ran a photo 
every' day of a license plate of a car that displayed a Supersticker. 
That listener called an 800 number to claim the prize. RHS-FN 
Superstickers were inserted at no charge in every' Times Friday 
street sales edition. The KUS logo was prominently display e 
on 48,000 rack cards throughout the Southland. The Times 

kicked off the promotion with a full-page "Calendar section, 
and ran over 1000 inches ROP over the eight-week promotion 
The result for The Times? Increased circulation. For RIIS 
Higher ratings. For distribution outlets? Increased traffic-

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

Circle Rea<jer Service #m
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largest sales staff is just one of the things the KRG has done to moke 

it the most successful sales rep in the history of the business. It s also 
one of the reasons why the Katz Radio Group hos four of the top five 

billing rep firms and the top Spanish-language rep in the business. The 

Katz Radio Group — KRG Dimensions, Banner Radio, Christof Radio, 
Eastman Radio, Kotz Radio, Katz Hispanic Medio & Sentry Radio.

Selling notional spot radio isn't something that’s done over 
the phone. It's something that's done in person between medio buyers 
and account executives they con trust. That's why the Kotz Radio Group 

is committed to maintaining the largest sales staff in the business. 
Because the more talented salespeople you hove, the more relationships 

they con cultivate. And the more soles they con moke. Hoving the

The Katz Radio Group 
SUPERIOR FERFORHANCE MAKES US THE BEST

IN A BUSINESS WHERE TRANSACTIONS ARE CONDUCTED 
PERSON-TO-PERSON, HAVING THE LARGEST SALES STAFF 

HAS OBVIOUS ADVANTAGES.

INSIDE • Gold’s Horseradish: Hot For Radio
• For TN Media: As Retail Grows, So Does Use Of Radio



Ad-Dendum SUCCESS STORY

Buying Time
If you want to make an 

impression right before con­
sumers make a purchase, 
Radio should be your pri­
mary medium.

Radio is twice as strong 
as the nearest competing 
media for reaching consum­
ers within one hour of the 
largest daily purchase.

A Condiment 
Compliment: 
Gold’s Use of Radio

Radio....................................57%
Outdoor.............................. 30%
TV/Cable.............................22%
Newspaper...................... 13%
Magazines..........................12%

Source: Media Targeting 2000: The 
Arbitron/RAB Consumer Study 1995, 
Persons 12+

Cost Controller
A McCann-Erickson sur­

vey shows Radio is the most 
cost-effective of all advertis­
ing media when it comes to 
production time and ex­
pense. And Radio’s cost-per- 
thousand has increased the 
least among all major me­
dia since 1984:

While horseradish is not usually one of the 
top 10 items on the average shopping list, it 
is an ingredient in many things such as prime 
rib, Bloody Marys and tuna fish. Despite its 
low profile, however, horseradish remains a 
huge favorite among a small segment of the 

U.S. population.

Problem
Statistics show that 90 percent of all horse 
radish is enjoyed by only 10 percent of Ameri­
can consumers which presented a marketing 
challenge lor Cold's Horseradish who 
wanted to broaden their product's reach 
while maintaining their loyal customer base. 
Along comes Radio.

Spot Radio........................30%
Network Radio................34%
Outdoor.............................. 38%
Direct Mail.........................52%
Spot TV.............................. 57%
Network TV...................... 70%
Newspapers...................... 73%
Magazines.........................84%

Objective
To develop the same top-of-mind 
status for horseradish as other 
condiments like ketchup, mayon­
naise and mustard. And after creating that 
appeal, establish Gold's as the brand to use.

Radio Versus Cable Networks
Radio reaches more 

consumers than any cable 
networks ...

Radio............................... 92.0%
CNN...................................31.9%
Discovery........................28.9%
ESPN................................26.2%
TNT................................... 25.7%
USA................................... 25.3%
Weather Channel.......21.4%
Headline News.............18.9%
A&E...................................18.4%
Family Channel............ 17.7%
Lifetime...........................16.5%
Nickelodeon..................14.2%
MTV...................................13.8%
CNBC.................................w.4%
Comedy........................... 10.3%
VH1.......................................9j%

Nashville.......................... 9.2%
BET.......................................5.8%

Source: The Media Audit. tm

Strategy
Cold's print ads didn't seem to be cutting it so 
they hired Furman Roth Advertising, who sug- 
gested that to create an awareness about the 
product ar|d build Gold’s image they would need 
to sh.lt their advertising to Radio. Ernie Roth 
president of Furman Roth, said, "Radio is a great 

awareness medium." The agency developed a 
-es of 60-second commercials target  ̂

25-64 demo and creunrl ° tnc
'delicious difference' h appreLc,ation for the 
naryrtxipeT^^

keting, the Gold's name be'Tm" °f

'n8eS“'^

Radio allowed the com
T11' humorous imaye that '° trcate a

?««a USK grat| ir The ‘If

0

1 keep
60?

Golds
its market image and market share while in­
creasing overall horseradish consumption.

Results
The efforts of Furman Roth and Gold's showed 
that Radio has the ability to entertain, inform 
and sell like no other medium, besides being 
inexpensive to produce and cost-efficient to 
buy. According to Gold, feedback from con­
sumers and grocery buyers alike was incred­
ible. And the company experienced increased 

sales in their Radio markets.
Not only is the market share up, but the 

consumption of horseradish has increased tre 

mcmdously," says Roth. "Because of our sug 
gested recipes, people are starting to eat Gol 
Horseradish with everything from Thanksgi^ 

'ng dinner to tuna sandwiches."
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ADVERTISER

Q&A
Prominent 

Advertisers Speak 
Out About Radio

This issue... 
Howard Nass, 
TN Media Inc., 
New York, NY

What do you like most about 

Radio?

NASS: Radio offers advertisers 
a number of unique benefits.

• It's a pervasive medium. 
All homes and cars have Ra­
dios, and, on an average day, 
almost 80 percent of people 
listen to Radio.

• Radio is a very segmented 
medium, which allows advertis­
ers to reach a desired target 
audience with little waste.

• Radio offers an implied or 
direct product endorsement. 
This is truly a unique feature of 
the medium.

• One of the more difficult 

targets to reach in any medium 
is the 12-24 age segment. Ra­
dio docs one of the better jobs 
in reaching young adults.

• Radio is a wonderful me­
dium to complement or rein­
force a television campaign. 
In this capacity, it is espe­
cially valuable to advertisers 
because of its short lead time 
in producing commercials 
and getting them on the air. 
No medium does a better job 
in developing meaningful 
promotional value efforts 
than Radio.
What do you like least about 

Radio?

NASS: The biggest problems 
that Radio has are its frac- 
tionalization and lack of vi­
sual effects.

Radio is often mentioned as 
a "cheap to buy" medium. In 
fact, because of its fractional- 
ization, it is expensive if you 
need to generate meaningful 
reach levels.

For many products/catego- 
ries, visual is so important that 
the lack of it hurts in recom­
mending Radio when there is 
a need to create appetite ap­

peal, demonstrate how a 
product works, etc.
How can Radio better suit your 

needs?

NASS: Radio has improved sub­
stantially its ability to position 
itself to agencies and clients.

One thing that I would ap­
preciate as a planner and buyer 
of Radio time is that the Radio 
medium be sold in a positive 
way. Don't knock alter- i 
native media. Accentu­
ate one ol the strengths 
that you have better
than any other medium: 
namely, the ability to concen­
trate your audience in those 
counties where a prospective 
retail advertiser does business.

With respect to positioning, 
Radio reps spend considerable 
time and effort selling the mer­
its of the Radio medium and 
demonstrating how it meets our 
needs. Their skill and determi- 
nation in this regard is evi­
denced by our increased use of 
Radio for a broad range of cli­
ents in recent years.
How does Radio figure into 

your advertising mix?

NASS: We recognize the 

strength of Radio as a 
standalone medium and pro­
motional vehicle and, where 
appropriate, use it accord­
ingly. We probably are among 
the top national agencies us­
ing Radio in the country'.

We recommend Radio for 
virtually all of our brands that 
have young adult skews and 
for retail clients for whom ge­

W
IN
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TH MEDIA INC
ography is an important con­
sideration. Where product 
endorsement is key, we always 
turn first to Radio.
Are you using Radio more or 

less and why?

NASS: As our retail business 
grows, so does our use of Ra­
dio. We are one of the few 
companies who recognizes 
that Radio is a different me­
dium than television — and 
as a consequence, we have a 
separate Radio buying group.

Our recent experience has 
confirmed the effectiveness 
of Radio in selling our cli­
ents' services. Sa

ADNEWS“

Portland Radio Revenues Are Up. In the past year rev­
enues increased by u percent, marking the fourth year of 
double-digit growth, according to figures released from 
Miller Kaplan Arase, CPAs. A total of $73.2 million was 
spent on Radio in the Portland market in 1995, up $25.7 
million or 54% from four years ago.

New Kid In Town. Westwood One Entertainment has opened 
a San Francisco-based sales office to provide full service 
to advertisers and ad agencies in the growing Bay Area 

and Pacific Northwest markets. Running the show is Howard 
Silver who has sales experience ranging from stints on 
local FMs to VP/manager of Interep’s Major Market Sales. 
212-641-2052

Hola MTV. Set for launch in Latin America this April is a 
joint venture between MTV Latino and Westwood One In­
ternational called, “Radio MTV.” It will be comprised of a 
weekly Radio program, daily features, special programming 
based on MTV Latino shows, live events and “Unplugged” 
concerts, interviews and the latest news and reports on 
music and pop culture.

Korner
When you need to reach a Super Bowl of an audience, radio may be just the game you’re looking for. Sports 

radio listeners perform on a different level of playing field than the television sports viewer. They’re more upscale 
better educated, have better jobs and make more money, overall, than the average television sports fan

KRG Sports Dimensions represents 13 major-league baseball and 13 NFL teams, as well as teams from H™ 
NBA, NHL, and Division I college sports.

If you want to hit your target audience, then KRG Sports Dimensions can certainly help you aim 
Don’t take the field alone. Make KRG Sports Dimensions your sports marketing teammate today.

Bl IhTm
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difficult to see. That's one of the
reasons we created



SaMNIC
Pi actical Hands-on Selling Tips and Ideas

HOT TIPS

' See ... Hear... Feel 

People think in - and can 
be categorized into — 

\ ' three separate modes: 
A “Visuals” (35%), 
Y" Auditories (25%), 

r Kinesthetics 
(40%). Here are 

\ some traits of 
1 “Visuals”:

• They under­
stand what you 

/ say by what they 
see and what you 

show them.
• The will agree to “see” 

you only if they “see” a 
benefit in it.
• When making a pre­
sentation to a visual, do 

not give him/her some­
thing to look at.

A visual must be able to make 
a mental picture when you talk. 
Source: RAB

Giving Your All 
to Selling Half

Here are some tips on selling 
an incomplete product line: 
• Focus on what you do have, 
not on what you don’t have. 
• Believe in what you’re sell­
ing — and in yourself.
• Form a sales strategy that 
emphasizes the strengths of

To the Sales 
Department of

RADIO 
INK

Every issue Sales Ink”, provides information to help make 
your sales efforts more productive and successful in one, 
easy-to-read section.

Here’s what you’ll find ...

HOT TIPS, giving you ideas that help your sales effort.

NONSPOT REVENUE, providing examples of how sta­
tions are making money without using inventory.

SALES MEETING, sharing methods and agendas from 
sales managers around the country.

NEW BUSINESS DEVELOPMENT, giving you ways 
to find new money.

MANAGING SALES, addressing the specific challenges 
of managing a sales department.

PLUS you’ll get advice from sales professionals on a 
wide variety of topics.

Sales Ink” is designed to give you information you can use 
today to make your sales staff more efficient and effective.

HOT TIPS

your product line.
• Don’t get down on manage­
ment.
Source: Successful Closing Techniques

The ABCs of
Follow-Up Calls

Following up with sales pros­
pects is important, but calling 
without regard to whether 
they are ready to buy is inef­
ficient. Separate your pros­
pects into three groups, us­
ing three criteria:
1) Interest in your product;
2) Budget and need for your 

project;
3) The authority to make the 

buying decision.
Group A meets all three pre­
requisites; Group B meets two 
of three; Group C meets only 
one. Then prioritize your calls. 
Source: Personal Selling Power, 
Fredericksburg, VA

Negative Selling
Doesn’t Work

When people say negative 
things, it’s the customer’s incli­
nation to defend the insulted 
party and to have a negative 
attitude toward the source of 
the criticism.
Source: Personality Selling, Tom 
Anastasi. Sterling Publishing Co.

NONSPOT REVENUE by Ike Fmura

A great source for nonspot revenue was 'The Women of 
the '90s" Expo. A Radio schedule was sold as part of the pack­
age but vendor booths in a special display area at the event, a 
printed tabloid and a fashion show featuring clothing and de­
partment stores could be purchased without a Radio schedule.

Each salesperson was required to get a minimum three to 
five clients involved for the mid-March event. Selling started 
at the beginning of December, to capitalize on budgets for 
the new year that had not yet been allocated, and continued 
with booth sales right up to the date of the expo. The dead­

line for print participants was three weeks out from the show 
We sold this as a "package price" only and required a deposit 
which covered our up-front expenses.

The key to the success of an event like "Women of the 
'90s" is to have total commitment from your sales staff (or at 
least your top performers) and key station personnel Without 
it your event will flounder. We all have one account executive 
who is our star, but they must spearhead the event in the 
bullpen when you're not around.

We generated enough nonspot revenue (32 percent of total 
billing) to more than defray expenses and turn a profit S
Ike Fmura is local salts manager at IVDOL-FAl/MaT-FM Davtw OH H 1 
reached at SB-m-stoo rm Blyton. OH He may he
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by Alana Singleton

The meeting is divided 
into two segments. The first 
is called FYI. This part of the 
meeting is to allow the sales 
staff to share with their 
peers any market informa­
tion, account changes at 
agencies, info from other Ra­
dio stations and sugges­
tions or comments regard­
ing any sales promotions or 
events that are current. This 
part of the meeting always 
allows me to assess the AE’s 
knowledge of the market 
and their feedback on some 
of our projects.

The second half of our 
meeting is educational. Cur­
rently, we are reviewing sales 
presentations.

At the meetings, a des­
ignated AE will present a cli­
ent pitch to the staff before 
they present it to the client. 
Two other AEs will play the 
role of clients and are always 
encouraged to act and re­
spond as clients normally 
do. Once the presentation is 
done, the real fun begins. 
The staff at this time will 
begin to critique the presen­
tation. They will ask ques­
tions as to why or why not 
certain information was or 
was not included. They’ll 
ask the AE if the pre­
sentation J has ful­
fil !ed XX all of 

the di­
rt /X^ ent needs 

(promotionally, 
qualitatively, etc.)

Then they wiH offer 
suggestions or tech- 
niques that will be 

specific to this particular cli­
ent. In some rare instances, 
the general consensus may 
be that the pitch has every­
thing that is needed (I re­
peat rare).

This exercise helps the 
entire sales staff and moti­
vates the AEs to be very fac­
tual, conscientious and infor­
mative in presenting station 
information to clients. @

The Close To Open Factor: Selling 
Your Prospects On The Way You Sell
by Chris Lytle

Two magic phrases can in­
crease your closing ratio. They 
are not closing lines. You don t 

need closing lines anyway. 
When it's time to close the sale, 
just look the client in the eye 
and say, "Based on what you’ve

told me, I suggest the next logical step is to 
implement this schedule" (or substitute an ap­
propriate next step for the underscored item).

It’s that simple. You don't have to trick 
people into buying Radio. The reason closing 
is so hard for many salespeople is that they don’t 
get to a place in the sales process where closing 
is appropriate.

Memorizing and using these two magic 
phrases will give your salespeople a lot more 
opportunities to close.

Magic Phrase No. 1

I always make it 
a practice to."

W hatever salespeople say after that phrase will 
have a strong impact on the buyer. For example, 

always make it a practice to gather data on 
t e clients industry by requesting an Instant 
Background from the Radio Advertising Bureau 

and studying it before I call you."
' Hmmm, ” the buyer thinks, "this person has

She strikes me as more professional than the 
thcr media salespeople who call on me."

Magic Phrase No. 2

This is the way I work

Alana Singleton is LSM 
of WGCI-AWFM Chicago. 
She may be reached at 

312-427-4B00.

team as a well-trained sales force. To get buy- 
in from the buyer, you need to answer their 
unasked questions early in the sales process-

1. Why are you here?
2. What is the agenda?
3. What are your credentials?
4. What is in this meeting for me?

Think of it this way. It's as though you're 
saying to a prospect: "I'm going to tell you ex­
actly how I work I will reveal to you the pre­
cise process I'll go through with you. You can 
decide if this is the way you want it to be sold. 
You can feel comfortable that I'm not going to 
spring something on you that you don’t need. 
When I do make my presentation, it will be 
something that meets your needs. Fair enough?"

Buyers are supposed to buy. Sellers are sup­
posed to sell. But selling the buyer on bow you 
sell is an important first step in the process.

The Strategy
Revealing your sales strategy to the buyer 

up-front is the strategy. If a buyer knows what's 
going to happen, she doesn't have to defend 
against unscrupulous sales tactics.

You've still got some work to do. In your 
next sales meeting put the phrases on a flip 
chart. Have your salespeople contribute ways 

to complete the sentence starting, "I always 
make it a practice to ... ." Pick five or six ideas 
and build a paragraph that you use with new 

prospects. Repeat this 
process with the 
magic phrase, "This 
is the way I work."

When your 
salespeople can ex­
plain how they 
work to you, re­
quire them to say 
the same thing to 
their prospects. You 
will have stronger 
closers when you h; 

Powerful "openers."

O>ris Lytlc, [.resident „f The AdVisory Boord Inc. is X 

RaJio Mmkelinÿ Master Diplom« Course Ht may H reacl,, ‘ 

*00-255-9853.

18 RAMO INK



managing sales

How do you reassign accounts?

Michael Hooper, GSM • KSLX-FM • Phoenix, AZ

At KSLX, I’ve tried to develop a system of reassigning 
accounts that serves the station’s best interest while making 
it equitable and fun for the AEs.

Each quarter, we hold an account auction where AEs 
bid on accounts with KSLX funny money. Here’s how it works.

i. I sit down with each AE a week prior to the auction 
and go over their account list looking for accounts that aren’t 
worked, relationship problems, accounts that spend on other 
stations but not ours, etc ...

2. I will pay AEs anywhere from one to five KSLX fun 
bucks for each viable account that is rolled, depending on 
the potential of each account.

3- In the auction AEs bring their fun bucks and have 
the opportunity to bid on accounts that are listed on the 
board. The only rule is they can’t bid on accounts that just 
left their list.

I’ve found with the account auction, AEs are more 
forthright about giving up accounts when they have the abil­
ity to work new accounts. We get new blood on “problem” 
accounts and I always see some of these accounts which 
had been nonadvertisers become advertisers 30-60 days later. 
It’s a win-win. a

Sa
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NEW BUSINESS DEVELOPMENT

Get More From 
Those You Love 
by Bill Day

OK, you've 
sold a client 
on the value of 
your station. 
They've com­

mitted to giving you business 
and they inform you that 
there’s no more advertising 
money available.

So, it's time to sit back 
and bask in the glory, right? 
Not today!

When you get told 
there's no more advertising 

money, your customers may 
be telling you the truth. But 
what about all those other 
marketing budgets?

Partnership Selling
One way to pique a

customer's interest and get 
them digging for more is to 
show them how their market­
ing dollars can be doubled — 
without magic,-just a little cre­
ative thinking.

I'm talking about Partner­
ship Selling or "Strategic Al­
liances." What's a strategic al­
liance? Strategic alliances are 

formed when two or more 
marketers (usually market­
ers of noncompeting 
goods or services) de­
velop a communications 
program designed to be 
mutually beneficial.

What is the benefit 
to the marketer? Each 
marketer gains expo­
sure to an audience 
(your listeners) they 
might not otherwise 
reach economically. 
They can receive in­
store exposure (signage/ 
other) at their strategic 
partners place of business and 
may receive product sell-in 
which can aid in promoting 
trial of their product.

What's the benefit to the 
station? The station wins by 
rewarding listeners with in­
centives on someone else's 
product. The station develops 
strong relationship bonds 
with their customers while 
encouraging them to spend 
more with the station. And a 
partnership can include cur­

rent and noncurrent advertis­
ers (more new biz).

How It Works
How to make it work, 

internally. Communicate. Of­
ten, potential partners are 

not repre­

person.
sented by 
the same sales
First, you must identify 
which accounts make strate­
gic sense (they both market 
to your core demo; each 
product/service has rel­
evance to each other) and 
then develop a program that 
rewards purchase.

How do you come up 
with partners? Think. What 
are natural fits. What are my 
listeners' lifestyle interests?

The key is to develop a 

program that rewards your lis­
teners and makes business 
sense for your advertisers.

Quick example — Block­
buster Video rents movies. 
Domino's sells pizza. Coke 
sells soft drinks. What do 
these three have in common.

The perfect hump day 
(Wednesday) break. 
Rent two movies 
from Blockbuster (in­

crease frequency of 
purchase and create 
demand on an off 
night). When you do 

you'll receive $2 off any 
family size pizza from 
Domino's and a two-liter
bottle of Coke for $.99. 
Domino's sells up to a 
more expensive pizza 
(again, off-night), Coke re­

ceives sell-in at Blockbuster 
Video with a guarantee sell- 
through. They all receive 

extra advertising exposure 
and sales.

Where does the money 
come from? From funds set 
aside for promotions, signage, 
couponing and other discre­
tionary funds.

Put together a few stra­
tegic alliances and you'll see 
how rewarding partnership 
selling can be. @

Bill Day is president of PeoRadio, 

baseJ 1Ì1 Cleveland. He muy be reached
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sales promotion planner

¡deas you should start planning now

APRIL

Easter Fashions 
Lawn & Garden

1 April Fool's Day
7 Daylight Savings Time Begins

24 Secretaries Day

TARGET PRODUCTS 
Florist

Outdoor Furniture 
Recreational Vehicles 

DATES TO REMEMBER 
4 Passover Begins

7 Easter

Bicycles 
Motorcycles

5 Good Friday
15 Tax Deadline Day
22 Earth Day

NATIONAL
Home Improvement. Keep America Beautiful, Lawn & Garden, Recycling, 

Humor and Alcohol Awareness Month

EASTER SALES SOAR
Easter brings big sales opportunities for 
dress-up apparel for children and adults. 
Restaurant dining and candy consumption 
also escalate during this time, with Easter 
being the second most popular holiday for 
candy after Christmas. This year people will 
find the holiday sneaking up on them, being 
the first weekend of the month. Easter is the 
fastest growing gift-giving season. However, 
it is also a late-buying holiday. Almost half 
of all purchases will take place the week 
before Easter Sunday, so make sure your 
clients place advertising up until the end to 
create spontaneous buying decisions.

148 PAGES FEATURING:
The 75 most important 
people in Radio’s history. 
Radio milestones from the 
’20s through ’90s 
Just who invented radio? 
Whafs in radio’s future? 
Over 300 rare historical 
photos from Radio’s past. 
Promotion classics. 
Plus much more!

MARCH QUICK FIX™
• “TV Turn-off Challenge." Five families 
will be chosen to participate in a contest 
to “not watch television for a week” 
beginning March 5 (television turn-off day). 
They will discuss their experience on the 
air & will win a free television from a 
sponsor if they make it through the week 
• "Spring Fever.” A car dealer puts spe­
cials on all convertibles. You can have free 
test drives with popular DJs and take 
Pojarmds of listeners with DJs in the cars.

?hamrock Sale.” A retailer 
posts shamrock cut-outs on items indicat­
ing a io%-5o% discount.

DATES TO REMEMBER
5 TV Turn-off Day 
11-15 Chocolate Week
13 Plant a Flower Dav
17 St. Patrick’s Day
20 1st Day of spring

Spring Break 
Proms

ALERT THE MEDIA
•"The Easter Remote.” Add a rabbit, to take 
pictures with children, to your remote package. 
•“Treasure Chest Full of Eggs.” A retailer can 
fill a chest with plastic eggs containing prizes 
& discounts. Tie in vendors and other clients. 
•“Tax Deadline Day at the Post Office.” 
Broadcast from the post office on April 15. 
Have sponsors, serve coffee and doughnuts, 
and pass out IRS survival kits.
•“Easter Load of Savings.” A retailer puts 
different colored paper eggs on items around 
the store. Each color represents a different 
discount amount. Have a poster or banner 
listing colors with discounts.

MAY
TARGET PRODUCTS
Vacations; Boating Supplies; Bridal Mar­
ket; Sporting Goods; Gifts & Jewelry; Mo­
bile Homes; Pools, Hot Tubs & Supplies; 
Hunting & Fishing; Lawn & Garden; Major 
Appliances

DATES TO REMEMBER
4 Kentucky Derby
5 Cinco De Mayo
5-11 National Pet Week 
12 Mother’s Day
18 Armed Forces Day
26 Indianapolis 500
27 Memorial Day

NATIONAL
Mental Health, Photo, Barbecue, Physical 
Fitness, Bike and Hamburger Month

* Radio Ink assumes no responsibility for the viability 0 

promotions mentioned. Stations are advised to chec '• 

legal council regarding legality and possible lottery.

Call 1-800-610-5771 NATIONAL
Frozen Food, Peanut •
Nutrition and Musk in n 'Cai Red Cross- 

S1Cln Our Schools Month

Sales Promotion PLinntr is compiled 

by Kim Stiles, creator of The Stiles 

System Radio Day Planner. She may 

be reached at 9I9-H6-6H9.
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Broadcaster of The Year 
General Manager of The Year 

Sales Manager of The Year 
Street Fighter of The Year



What Is The Radio Ink Radio Wayne Award?

* 0 The Radio Wayne awards are per-
haps the most unique in the Radio 

nVlY P \ A industry, with special meaning be- 

uLt I cause of the selection and nomi-
’ a r nation process.

The award was introduced six years ago 

by Radio Ink publisher B. Eric Rhoads in response to years 
of frustration with industry awards that seemed to only 

recognize the "good ol’ boys.” It was Rhoads impression 

that although these people were deserving of the recogni­
tion they received, most would not be where they are if it 
weren’t for the people “on the street” selling Radio, the 

people managing the salespeople, and the people manag­
ing the stations. These individuals were on the front lines, 
making their stations successful, but were not getting the 

industrywide recognition they deserved for their efforts. 

Rhoads decided to change all that.

How The Award Got Its Name
Rhoads searched for the name of a person who ex­

emplified the ideals he wanted to encourage and recog­
nize. Rhoads chose the RAB’s Wayne Cornils. Cornils is 

considered “Mr. Radio” by those in the industry because 

of his years of service to the RAB, his earlier years of 
service to the NAB, and his long, successful career in 

station management. He is loved and respected by every­
one, and has spent his life in a tireless effort to promote 
Radio, often going above and beyond. Thus the Radio 

Wayne Award was born.
The first Radio Wayne Award was for Best Overall 

Broadcaster (now called Broadcaster of the Year). It was 

the Radio Wayne Award. Over the years, Rhoads chose to 

create several categories as part of the Radio Wayne 

Awards including: General Manager of the Year, Sales 

Manager of the Year; and Street Fighter of the Year.

The Selection Process
Each fall, nomination forms are published in Radio 

Ink. The list of nominees is then sent to an independent 
panel of judges, comprised of prominent sales and man­

agement consultants. Until the winners are announced no 

one knows if they’ve won.

Criteria For Selection
When Rhoads created these awards, he intended 

them to recognize excellence in all areas of the industry, 
including promotion of the industry itself, bringing high 

quality to the marketplace, and the demonstration and 

implementation of strategies designed to improve the 

overall perception of Radio as a professional industry and 

a primary medium. Radio personnel from any station, and 

any size market, in any country, are encouraged to par­
ticipate. Rhoads is especially proud of the fact that these 

awards are devoid of politics, and are not subject to the 

good ol’ boys club.

loin Us To Honor Radio’s Best
We encourage you to join us for the Radio Ink Radio 

Wayne Awards at the RAB Marketing Leadership Confer­
ence Saturday luncheon. We also encourage you to read 

on, and get to know the Radio Wayne Award finalists. 
These people are among the best in our industry, and, 

like Radio Wayne himself, are making contributions above 

and beyond the call of duty.

Dick Harris, 
president of 
Harris Classical Broadcasting

As GM of K.YW-AM Philadelphia, 
Dick Harris pioneered "All News Radio." 
Later, as Group W Radio chairman, he 
oversaw the expansion ol the Radio 
group. He has served on the NAB and 
RAB boards and has been recognized by 

many broadcast organizations. Dick has 
always been well-known for his disci­
plined work habits, ethical conduct, 
people training, employee recognition 
and management visibility and commu­
nication as essential parts of business suc- 
ess. Owner of WFMR-FM Milwaukee, 
re is a champion of Classical Music Ra­
dio and remains active on the Music Li­
censing Committee, a position he has 
held lor more than a dozen years.

Herb McCord, 
presldent/CEO of 
Granum Communications

Herb has long been known as a leader 
in the industry and has proven it and 
maintained that image in putting together 
one of the fastest growing groups in 
America. He's also one of the great 
people-oriented owners in the business.

Bill Burton, 
president of the 
Detroit Radio Advertising Group

FEBRUARY 12-25, 199622 RAIMO INK



As a representative, Bill has influ­
enced thousands of salespeople through 
his seminars (most of which have been 
done free) and has impacted thousands 
of advertisers with his “Why Radio?" pre­
sentations. No one begins to approach 
Bill for overall impact in a positive way 
on behalf of Radio.

There are some who might dispute 
that Bill is, in fact, a "broadcaster” so it's 
important to remember that he was the 
president of Eastman Radio when it ac­
quired and operated Radio stations in 
Portland, ME, Utica/Rome, NY, and 
Jacksonville, FL. He was also president 
when the sales arm was launched for 
United Stations — the Dick Clark/Nick 
Verbitsky venture. Plus he was president 
when Eastman Cable reps was founded 

in 1982.
To sum up, our industry is long over­

due in recognizing the man who, in my 
opinion, is the greatest of the great.

Ray Watson, 
senior VP of Alexander Broadcasting 
Company’s IOCL-AM/FM Portland, OR

Throughout his 30-year career in 
Radio sales and management, Ray 
Watson has epitomized passion, integ­
rity and high standards. Quite simply, he 
is an exceptional man, and someone who 
brings out the best in people personally 

and professionally.
Ray is committed to Radio both na­

tionally and locally. He is a valued mem­
ber of the Radio Industry Executive 
Partnership, joining the RAB on many 
high level, targeted sales calls across the 
nation. He has also served on the RAB 
Sales Advisory Committee. As Judy 
Carlough puts it, "He is an outstanding 
board member, who does more than just 
show up."

In Portland, he is deeply admired 

by his entire staff of the number one 
billing station in the market. As a mat­
ter of business, Ray makes a practice of 
hiring good people and letting them do 
their jobs. He is a good man, and an 
honor to know. Radio has benefited 
from his involvement.

Simon Goldman, 
president of
James Broadcasting Company

Si Goldman has had a commitment 
to the communities where he has owned 
stations. He has a philosophy of serving 
the area with public service from the sta­
tion, having station personnel becoming 
active in civic groups and keeping an 
active role in the community.

His success in business speaks for 
itself as does his record of public ser­
vice. Although he may not have the rec­
ognition from the general public, it is 
high time for a representative from a 
smaller market to be honored. Si 
Goldman is a refreshing role model with 
values and a love of broadcasting that 
seems to be diminishing in this age of 
deregulation. He represents what is 
right about our industry.

Dale Miller, 
president of 
West Virginia Radio Corporation
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Dale Miller has been in broadcast­
ing for over 25 years, having worked in 
some capacity or another for the V^est 
Virginia Radio Corporation for 18 years. 
He started in news, moved into opera­
tions, and in a short time became presi­
dent and GM of all stations in the com­
pany. During his tenure, he has contin­
ued to improve the stations from a tech­
nical standpoint, increase and maintain 
ratings for all stations, and show remark­
able revenue increases every year. He 
strives to make our stations the best. 
Since 1992, he has put together 
multistation duopolies in two West Vir­
ginia markets, both of which have been 
the most successful duopolies in the 
country. On top of all this, he is an indi­
vidual who genuinely cares about people.

Scott Seidenstricker (center), 
GM of Americom’s KFSO-AM Fresno, CA

Scott joined the broadcast industry 
as a GSM in Las Vegas. Within two years, 
he was a GM. He soon took control of 

the company's stations in Fresno as we . 
By the third quarter he had increased 
sales by more than 100 percent. Scott is 
an innovative manager who knows how 

to raise billing and maintain a strong, 

positive team.

Bob Bellin
of ABS Communications’ WROQ-FM
Greenville/Spartanburg, SC

Bob Bellin has taken a fledgling Ra-

Formerly president of RKO and 
Shamrock Broadcasting, he has long 
been known for his success in turning 
around Radio stations. In the past 25 
years, he has managed 43 Radio stations 
as group head or GM. He also conceived 
and developed the RKO Sales course 
which is still in use today.

Bruce Johnson, 
owner of KGEM-AM/KJOT-FM/KQXR- 
FM Boise, ID, and GM of KCMJ-AM 

Palm Springs, CA

dio station in both ratings and revenues 
and turned it into one of the top perform­
ers in the market. He accomplished the 
impossible by getting a Country-domi­
nated market to embrace Classic Rock. 
And he has turned our station into a first- 

class operation that could compete in any 
size market effectively by bringing in 
large-market talent and sales into this 

medium market.

Mark Ward
of Western Broadcasting’s KGVO-AM/

KLCY-AM/KYSS-FM Missoula, MO
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HMW Communications, Ina

CONGRATULATES

“The Best of the Best” 
Philip A. Zachary

Vice President and General Manager
WRDU 106.1 FM
WTRG 100.7 FM

■ WRDU 1 06.1 - “ONE OF THE COUNTRY’S BEST RADIO STATIONS” - 
ROLLING STONE MAGAZINE’S READERS POLL ... YEAR AFTER YEAR.

■ WRDU 106.1 “Earth Buddies” environmental program - “Best of 
the best” - The National Association of Broadcasters, 1992.

■ WTRG 1 00.7 - “CAROLINA-FLAVORED OLDIES” - A SPECIAL RECIPE AND
the only one like it in the country.

■ WRDU 1 06.1 AND WTRG 1 00.7 STAFFS WILL TELL YOU HE’S TOUGH, HE’S 
CREATIVE AND HE'S A BRILLIANT BROADCASTER.



He is a good manager. He cares 
about his sales force. It's a team and a 
family that he's been able to manage be­
cause he created that atmosphere. His 
energy, love and dedication to Radio is 
something the rest of the staff feeds off 
of. For the sales staff, that inspires us to 
present the importance of Radio to our 
clients and listeners. And our market and 
Radio has evolved. He has helped the 
staff evolve with it. He's one of a kind.

Steve Johnson
of Simmons Family Inc.’s
KSFI-FM Salt Lake City, UT

He is just number one in being an 
outstanding leader, and has taken these 
Radio stations from humble beginnings 
to being great. He's great with his orga­
nization, a great mentor and a great pub­
lic relations manager. He defines what it 
takes to be a CM plus he's a great guy to 
work with.

Len Clark
of University of Evansville,
IN's WUEV-FM

I was a freshman work-study when I 
started at WUEV. 1 was given on-air 
shifts but also dreaded news "duty' and 
within the year I was given a chance to 
produce a show. Len operates the station 
with a professional demeanor, yet almost 
all working there can sit and talk to Len. 
He is open to new ideas and knows what 
is good for the station. Working at 
W LIEV has been one of the best experi­
ences of my life. Len and the staff create 
a wonderful place to work, not to men­
tion a wonderful station to listen to.

lerrv Schnacke
of Central State Network’s WTAX-AM/
WPRC-AM/WDBR-FM/WWTE-FM

Soringfield, IL

For 20 years he has dedicated him­
self to excellence in our industry always 
with the utmost integrity. His belief and 
commitment in our medium is evidenced 
by those who have gone on to make Ra­
dio their lifelong career choice. Fair. 
Firm. A teacher and still a student of 
broadcasting. Active in three community 
boards, coaching youth soccer leagues, 
and still attending station remotes and 
promotions because he believes in sup­
porting his staff and his stations.

Richard Heilmann
of Curtis Media Group’s WKTC-FM/
WGBR-AM Goldsboro, NC, and
WFMC-AM/WCPS-AM Tarboro, NC

1 .//^ Ofa'2-station North Caro- 

G™o R (Curtis M^ia
Group) Rlck has, in the last year added 
another station to the three stations he

itv The il ■ i ’ maintain any san- 
ty. 1 he third station irlrt/.h i 
Sensibility, plUSunde^^^ 

change during the year and with that 
there was the challenge of a "start-up

The good treatment of his employ­
ees goes from his total access to all em­
ployees with his open-door policy to the 
quarterly picnics and outings he plans to 
keep morale high, to the monthly news­
letter he writes to make sure everyone is 
"on the same page" with the goals of the 
company. Consequently, employee turn­
over is far below the rate of our other 
Radio competitors.

His results for the company include: 
a 16 percent increase in sales for WKTC 
45 percent lor WCBR, 12 for WFMC 
and 10 percent for WCPS

Gerald M. Vigil
of San Luis Valley Broadcasting 
Company’s KSLV-AM/FM Monte 
Vista, CO

In May of 1988, Mr. Vigil inherited 
a mess at KSLV. Bankruptcy loomed, cash 
flow stunk, employee morale was low 
(paychecks were often asked to be held 

by the previous GM) and station image 
in the community a laughingstock.

Today, KSLV is nearly debt-free. 
Cash flow is positive (cash was paid f°r 
new AM and FM transmitters). KSLV has 

had record sales for the past three years 
in a row and has yet to sell by the rat 
ings. KSLV boasts the highest rates m 
the market yet is often sold-out even 
when competing against Dollar-a-Ho e 
type packages from other stations. K - 
is now highly respected and thought o 
as the marketing and creative leader m 

the community. .
KSLV has made a complete I80 de 

gree turn from near bankruptcy in
26 RADIO INK
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to prosperity in 1995 largely due to the 
leadership of Gerald M. Vigil.

Phil Zachary
of HMW Communications’ WRDU-FM/ 
WTRG-FM Raleigh, NC

Phil has constantly pushed himself, 
his stations and our industry to new lev­
els. For nearly a decade, Phil has been 
passionate about promoting Radio first 
and his stations second, an attitude that 
has played a large part in Raleigh's rev­
enue growth. Phil has been the one con­
stant in TARBA, the Triangle Area Radio 
Broadcasters Association. He has devel­
oped excellent people and has been an 
innovative programmer and marketer. 
Most telling may be that his stations are 
market leaders in revenue, even when 
they are not ratings leaders. If I owned a 
station, he’d be my pick to manage it.

Perry A. Frey 
of Citicasters’ WTVN-AM
Columbus, OH

Perry has managed stations in To­
ledo, Cincinnati and Columbus. He has 
been CM of WTVN since 1978. Under 

his guidance, the station has grown and 
prospered while other AMs have fallen 
aside. WTVN accounts for half of all AM 
listening in Columbus.

Perry has built a solid station. He 
empowers department heads. His news 
operation is second to none (AP's Out­
standing News Operation in Ohio, 1995, 
and over 100 other major awards in 10 
years). Perry oversees marketing that 
reaches listeners and advertisers. At 
Perrys direction, the station daily gives 
back to the community with superior 
programming and public service.

Gunther Meise
of Johnny Appleseed Broadcasting’s 
WVNO-FM Mansfield, OH

For over 30 years, Gunther has been 
the lifeblood of WVNO Radio. He and 
some partners started the company on a 
shoestring in the early '60s ... back when 
it wasn't cool to be FM. He has per­
formed every possible duty within the 
building himself... which means that no 
staff member can ever convince him that 
"It can't be done."

On the management side, he has this 
ability to tell you where WE want to go 
... then he gets out of your way. Ambi­
tious people appreciate this trait in him. 
He constantly invests resources in the 
latest/newest equipment and sales tools. 
Working for Gunther is a sales rep's 
dream. But perhaps Gunther's best asset 
is his unwavering loyalty to his people. 
Good Radio people migrate to WVNO 
... As an employee — if you take care of 
the company — Gunther and the com­
pany will take care of you. Surprise. 
Gunther Meise has been practicing win/ 
win for 30 years. It's time he received 
some national attention.

Danny Fletcher 
of Seaton Group Stations’ 
KFYO-FM Lubbock, TX

Danny did an excellent job of get­
ting rid of much of the excess overhead 
that has been draining the profits from 
the stations for years and years.

Danny changed the "can't do's" to 
"can do’s" and is always ready to lend a 
helping hand, no matter how menial the 
task. His optimism is contagious and was 
badly needed when the stations were 
sinking, and I believe it is the main rea­
son for turning the station into a profit 
making organization.

I sincerely don't believe anyone 
could have done a better job pulling 
KFYO/Z102 out of the quicksand than 
Danny Fletcher.

Stephen C. Trivers
of Fairfield Broadcasting’s WKZO-AM/ 
WQLR-FM/WQSN-FM Kalamazoo, Ml

Steve Trivers is a devoted Radio 
broadcaster. He was an executive with 
Susquehanna Radio before becoming an 
owner of WQLR and WQSN 
Kalamazoo. Under his leadership 
WQLR became a major factor in the 
market for Radio and the community. In 
1995, his company bought WKZO and 
is in the process of rebuilding that leg­
endary station. He is a hands-on man­
ager who believes in the development of 
people. As a result, Steve has created an 
extremely successful staff. The stations' 
involvement in community activities is 
second to none. In recognition of his ex­
perience and dedication, his fellow 
broadcasters have honored him by elect­
ing him chairman of the Michigan Asso­
ciation of Broadcasters.

28 ►
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Bob Gourley of Walton Stations’ 
KKCS-AM/FM Colorado Springs, CO

Bob Gourley, when taking a work 
break from his main job of trout fish­
ing, manages one of the great Coun­
try stations in America. K.KCS has 
constantly been a market leader and 
respected throughout the industry as 
a state-of-the-art operation and 
through Bob's leadership will continue 
to be so.

Larry Summerville 
of Doug Gold’s MORE-FM 
Auckland, New Zealand

In all the years I've been tn this 
business working for, with and observ­
ing GMs in 10 countries worldwide, 
Larry Summerville is the single best 
GM I have ever come in contact with. 
Larry Summerville is what all the 
books on leadership are all about.

Whereas most GMs manage to­
day, Larry manages tomorrow. 
Whereas most GMs see problems, 
Larry sees opportunities. Whereas 
others ask "Why?" Larry asks "Why 
not?" Whereas most oversee, Larry 
takes charge. Whereas others enforce 
rules, Larry breaks the rules. Whereas 
most GMs push, Larry Summerville 
pulls his staff behind him.

Diane Hagen
of Americom’s KODS-FM Reno, NV

Diane is enthusiastic and knows how 
to develop team spirit. She has a hands- 
on style of management and gets very 
involved with her staff. She has a knack 
for boosting productivity in others.

Sales Manager 
of The Year 

M/WWvW

Mark Masepohl 
of Evergreen Media’s 
KTRH-AM Houston

He is a great leader in the commu­
nity and at the Radio station. He's got 
an ironic sense of humor which assists 
him and the rest ol us in our job. His 
commitment to excellence is unparal­
leled and his work ethic is unbelievable. 
He is genuinely a good person. Mark en­
genders so much commitment from his

Granum Communications, Inc.
ft and

•ÀSIS 107.5pm

KOAI-FM

Beth Davis
On Being dominated for
Sales Manager of the Year

Atlanta
WVEE-FM
V/AOK-AM

Baltimore 
WXYV-FM 
WCAO-AM

Boston 
WBOS-FM 
WOAZ-FM

Dallas 
KOAI-FM 
KRBV-FM 
KHVN-AM

Orlando
WMMO-FM
WHTQ-FM
WHOO-AM
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staff that they would walk through walls 
for him. And he is equally concerned 
about all the parts of the Radio station, 
not just sales. That not only makes him 
a better salesperson but it also makes his 
sales staff better people. I consider it a 
real privilege to work with him as well 
as consider him a real good friend.

Beth Davis
of Granum Communications’
K0A1-FM Dallas

Beth Davis epitomizes "great man­
ager." She is unequivocally fair and a su­
perb listener. Beth motivates each staff 
member differently, paying individual 
attention to what spurs each of her staff 
to be better ... better sellers, better ser­
vice providers, better team members. 
She believes education is pivotal in 
pushing people to grow and provides 
"out of the box" sales training programs 
to challenge her team.

Beth Davis is like the teacher you 
both loved and hated. The teacher that 
pushed you through painful learning 
curves and who, in hindsight, you at­
tribute important life lessons and your 
success to. Beth Davis is the teacher you 
will never forget... and the reason I will 
make $100,000 this year.

Joe Bayliss
of Chancellor Communications’ 
KBFK-AM/KGBY-FM Sacramento

Joe's history' of performance speaks 
for itself. His career has included small-, 
medium- and large-market experience ... 
from his sales internship at K-101 San 
Francisco to his present position as direc­
tor of sales for Chancellor Broadcasting 
in Sacramento.

Joe has exhibited all the qualities nec­
essary for success ... an in-depth knowledge 
of the product, an innate sales ability, a great 
sense of humor, with a propensity for get­
ting the job done. His reputation of integ­
rity and fair play, his clear thinking leader­
ship, and his motivational quality enables 
Joe to educe the best from his people.
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Gary Rozynek 
of American Radio Systems’ 
WBMX-FM Boston

Above all, his enthusiasm for doing 
things right is evident every day. This 
broad characteristic includes Carys 
commitment to: planning, training, 
preparation, execution of the basics, 
commitment to a nonratings driven 
sales strategy, coaching and support­
ing his staff, and giving his staff the 
tools necessary to win.

While many sales departments fo­
cus day-to-day, month-to-month, 
quarter-to-quarter, Cary has imple­
mented a multiyear plan for the sales 
department of the Radio station. This 
program is developed with involve­
ment from the staff. The staff program 
is well-documented in the form of an 
annual sales plan.

Often the test of true profession­
als is what happens to people who 
have worked for them. Over a 10- 
year period, there are several who 
have worked for Gary and gone on 
to LSM and GSM responsibilities. 
Gary has had a positive impact on 
many people who represent the fu­
ture of our business.

Steve Sandman
of Commonwealth Broadcasting’s
KRST-FM Albuquerque, NM

Leading his sales departm n 
through change, yet still mainta.nmg the 
standards of performance including once
again leading the Albuquerque market in 
revenue with KRST, Steve Sandman de­
serves the Sales Manager ol The Year 
award. I challenge you to find a better 
SM that reflects courage, character and 
principle. Every winner I know shares a 

thirst to be the best under any circum­
stance. Steve Sandman gives his staff the 
leadership and motivation and simply 

put, he finds a way to win. It's a travesty 
if Steve Sandman doesn't win Sales Man­

ager ol the Year.

Susan Goldsen
of Commonwealth Broadcasting’s
WABJ-AM/WQTE-FM/WMXE-FM
Adrian/Hillside, Ml

As Sues career has grown, so has her 
ability and ambition. Sue leads and moti­

vates seven salespeople at three stations 
in two cities, has single-handedly devel-

SaleS and marketing for start-up 
wMXE, and led WABJAVQTE to 7-10 
percent sales increases in each of the past 
five years. Sue's community involvement 
matches her sales and promotion acumen.

She selves as president of the Adrian 
m finy °rchestra and the Zo^ 

u™wee on the executive board 
of the Lenawee County Fair and sits on

-SSSiS-

women Sue Coki * ' ° professi°nal 

and peinai d4.sS^
Sales Manager ol the of

Sean Luce
of CBS Inc.’s KKRW-FM Houston

There are different levels of perfor­
mance standards that we as managers 
will set by example lor our salespeople 
Sean Luce can only be defined as "above 
the rim" when it comes to setting the ex­
ample ol what it takes to be a successful 
sales manager. In the trenches, leading, 
developing, motivating with Olympic 
world-class results.

Sean defines what Radio Ink and the 
Radio Advertising Bureau talk about con­
cerning the standards of professionalism 
and leadership in our business. He's a 
force to be recognized

Terry Strickland
of STARAD1O Corp.’s KMON-AM/FM
& KLFM-FM Great Falls, MT

Almost four years ago, I hired Terry' 
Strickland as our GSM. Her background 
was in retail management and sales. She 
had only been selling Radio for less than 
three months when I placed her in the 
position. My colleagues in Radio thought 

that I probably had finally lost it.
I hired a manager. Terry is so de ■ 

cated that she takes work with her, a 
ways volunteers to take on any respon 
sibilities that I pass on to her. She ho 
the sales staff accountable, leads by 
ample and is always available to ma 
calls with the salesperson to help tien 

help their clients. j
And Terry is not afraid to go 

her comfort zone. This year she w 
elected as the first female president 
the Great Falls Broadcasters AssociaO
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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

II
E-

Blast From The Past: A Pictorial History of Radios First 75 Years 
is an undertaking of unparalleled proportion. Author B. Eric 
Rhoads has searched archives across America and found hun­
dreds of rare, never-before-published historical photographs 
featuring radio from its early experimental stages, personali­
ties 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 radios past as it reveals sig 

nificant facts never before published.

^Deluxe Hard Cover Book • $39.99plus $5.50 S&H

(Numbered, Signed Collectors 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

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

CALL FOR QUANTITY PRICES OR CUSTOMIZED COVERS 

WITH YOUR LOGO. MAKES A GREAT ADVERTISER GIFT.

pleasure and historic intrigue.

5M/W
CALL 1-800-226-7857 • Fax in Your Order: 1-407-655-6164
Mail in Your Order: 224 Datura Street • Suite 701 • West Palm Beach, FL 33^101

You’ll enjoy every i r 11 I ” pace of Eric’s wonderful book. 
J - Sally Jesse Raphael 

National TV Talk Host

“Ifyou are a Radio bujflike me, this is 
a must hit”
- Bruce Williams
National Talk Host



which represents every’ Radio and tele 
vision station in Great Palls.

Bill Saurer
of Mercury Radio’s
WGRF-FM/WEDG-FM Buffalo, NY

Sund GreâlfîUnh trat 
Unite «tornine.

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

Major Market Sound

A Continuously 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 to 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.

BW

UHIÙIE «Elims

Collie Ferry,

TCountry

Circle Reader Service #ng

Bi|| has been with The Rock Network 
since the fall of 1991 and has built us nito 

the top-billing station in the mark . 
reason Bill deserves to be ^lcs Manage 
of the Year is because he’s a leader and 

educator, not just a manager.
Bill believes in a sales culture. Our 

culture is the best, to never stop learn­

ing, to make yourself the best person pos­
sible and always work on making our in­
dustry’ better. (Plus don’t forget to make 

money!) Bill's commitment to improve­
ment is so great, we were the only Radio 
station in the country that had every 
member of our sales team, not just the 
manager, al RAB 95. He has kept us to­

gether through the ups and downs of get 
ting sold (Rich Products to Mercury Ra 
dio), sits on the RAB planning board and 
even finds time to help recruit for his 
alma mater, Syracuse University'.

Riki Pritchard 
of EZ Communications’ 
KZOK-FM Seattle, WA

Riki has the distinction of having 
gotten the first $ 1.000 rate on American 
Radio. She did this with KIIS-FM Los 
Angeles early’ in her career. She had just 
finished her second term as president of 
the Puget Sound Radio Broadcasters As­
sociation. A strong motivator, Riki has 

trained many AEs to go on to very' suc­
cessful careers.

Good Tone Oldies.

Steve Jason
of ABS Communications’
WROQ-FM Greenville, SC

When I was GM of WNOR- 
Norfolk, VA, I hired Steve as an At- 
was later promoted to SM. Linder 
leadership, WNOR become the h'^ 

est revenue producing station in 
market's history. When he move 
WROQ, he assembled and trained a
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ing sales staff. He is constantly originat­
ing imaginative and innovative concepts. 
Steve's leadership is evident by the suc­
cess of stations he has been affiliated with. 
In more than 40 years in broadcasting, 1 
consider him one of the most outstand­
ing people 1 have been associated with.

Bob Sparr
of Tribune Broadcasting’s
WGN-AIV1 Chicago, IL

He's probably the best that I've ever 
seen in developing business. He's done 
a lot to inspire and motivate the sales 
staff in that effort. And Dan is just an 
all-around solid performer and a shin­
ing star with a definite grasp oi the fu­
ture of Radio. He’s the man.

Brian Patrick O’Reilly
of Contemporary Media lnc.’s 
KBMX-FM Osage Beach, MO

WCN has maintained its position as 
one of the top revenue producers in the 
country and it is under Bob Sparrs lead­
ership that the sales department turns in 
a truly incredible performance. It's hard 
to imagine a sales team anywhere in the 
country' that's been more effective. But 
with an effective leader such as Bob 
Sparr, it shouldn't be any other way.

Dan Lindsey
of Simmons Family Inc.’s
KSFI-FM Salt Lake City, UT

Brian has av­
eraged a 26 per­
cent increase in 
billing every' year 
since joining us in 
1991. This is due 
to an ever-ex­
panding, diversi­
fied and previ­
ously untapped 
industry client 
base, all adding to 
the prosperity and 
success of KBMX 
as a broadcast 
property. But why

else should Brian be recognized as "Street 
Fighter of the Year?" Simply his care for the 

34 ►

Peri Corso (right)
of Astor Broadcast Group’s 
ICIKF-FM Orange, CA

Perry Frey
President & General Manager 
WTVN-AM / Columbus, Ohio

1996 Radio Wayne Award 
General Manager of the Year Nominee

Congratulations on your nomination, 
from your friends and co-workers

Peri has a broadcast career spanning 
15 years. In these years she has gained 
experience in nearly every station job. 
Peri’s management style involves teach­
ing and motivating from first-han 
knowledge. Peri is a person who defi­

nitely makes big things happen.

ClTICA TERS
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prosperity of area businesses and commu­
nity', his innovative use of proven advertis­
ing principles, his objective empathy and 
often 'wacky" creative enthusiasm. And 
most important, his belief in Radio as the 

most elfective information, entertainment 
and marketing medium in the world.

Dan Barron
of Barnstable Broadcasting’s
WSRR-FM Memphis, TN

A real winner whose undying per­
sistence and ability to create long-term 
business relationships has meant con­
sistent, long-term business for Star 98. 
Dan created over $150,000 in addi­
tional revenue in 1995 alone. This for 
a new station in a very competitive 
marketplace. His genuine concern for 

STEPHEN 
II TRIVERS 

. ■ Ml Presideni/General Manager

Q-lite 106.5 FM WQLR,
The Sports Station AM 1470 WQSN 

and AM 590 WKZO 
Kalamazoo, Michigan

Congratulations Steve!
on your Radio Wayne Award nomination 

asGENERAL MANAGER of THE YEAR
/H A THE SPORTS STATION

clients and co-workers has paid big 
dividends for his station throughout his 
career. Promoted to LSM in June, Dan 
still carries his list which accounts for 

23 percent of the stations billings. Al­
ways up to a challenge and finding new 
and creative ways to accomplish a va­
riety of tasks sets Dan apart from the 
pack. Dan has billed over $1 million 
for WSRR and Barnstable Broadcasting.

Bob Alden
of Buckley Broadcasting’s
WOR-AM New York, NY

Bob has contributed mightily to 
WORand the Radio industry'. Among his 
early and lasting accomplishments was his 
innovative use of the medium for direct 
response advertising. Bob paved the way 
for everyone in Radio to benefit from this 
category'. His stellar successes include the 

development of Vermont Teddy Bear 
Ginsana into long-term Radio clients^

Paulette Lees (center) 
of Jack Lich’s WMDH-AfiA/FIVI 
New Castle, IN

When Paulette first started in the 
Radio business she had no Radio expe­
rience, let alone sales experience, and 
with that lack of experience came no 
list to work from. She started with noth­
ing and with as much determination as 
1 have ever seen in anybody has become 
my top salesperson

She has come up through the ranks. 
She has earned her CRMC, has been 
promoted to FM coordinator and most 
recently has been put in charge of co- 

op/vender development.
She realizes the amount of time, 

discipline and organization that must be 
dedicated in order to reach that pin­
nacle. She is constantly reminding her 
fellow salespeople and myself of what 
it takes to make a successful salesper­
son. She is the epitome of what a 

"streetfighter'' should be.

Tracy Taylor
of Guaranty Broadcasting’s WBEX-
AM/WKKJ-FM Chillicothe, OH

Mr. Taylor has been at WBEX 
WKKJ his entire broadcasting career. He 
was hired as a DJ but was quickly' gi'e 

the yellow pages and 
told not to be back 
until 4 p.m. After 
several ownership 
changes and a new 
GM, Tracy started 
working smarter. 
For the past eight 
years he has been 
the station's top 
biller, while always 
trying to help other
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salespeople. Record sales have been 
posted for the past few years and each 
year we wonder what the next will 
bring. For 1995 it was over a 30 per­
cent increase for 1994. Tracy's accounts 
will vouch for his professional and 
friendly approach.

Key Leiker
of Robert Ingstad Broadcasting 
Group’s KSKL-FM Scott City, KS

She is a seven-year veteran of Radio 
sales in Southwest Kansas and has earned 
the respect of her clients as well as her 
peers. She is persuasive without being 
obnoxious. She is tenacious without in­
truding. Her clients are loyal to her and 
appreciate being treated with integrity 
by her. She produces the results for them 
that she promises. She also represents 
this area's premier agricultural station 
with Paul Harvey News and Rush 
Limbaugh and she also represents KSKL- 

FM, this area's Oldies station.

Lori Snyder
of EZ Communications’ KZOK-FM
Seattle, WA

Lori is a 12-year veteran of Radio sales. 
She spent 10 years of her career in the Las 
Vegas market where she was named Ac­
count Executive ol the Year by the Women 
in Communications' Electronic Me ¡a
Awards and also won awards for her com 
mercial copywriting. Lori was just name 

a "Certified Sales Professional,’ her 
company's highest level of sales excellence. 
Lori has always been a top producer and 
has always found time to help others.

Cecily Burleson 
of CBS Inc.’s KKRW-AM/FM 
Houston, TX

Simply put, Cecily Burleson is the 
best Radio sales rep in the business. Cecily 
quarterbacks one ol the nation's most pro- 

lific sales 
forces, The Ar­
row in Hous­
ton. Cecily has 
run through 
the competi­
tion achieving 
unlikely shares 
with some un­
likely clients. 
She has passed 
her annual 
sales quota 
with two 
months to 

spare on a staff that has outperformed last 
year's figures by 53 percent (to date). 
Cecily’s been featured at the RAB’s MLC 
and NAB’s Radio show as one of America's 
top "Streetfighters" offering tips and in­
sights on how to be the best. Cecily is 
the best, she deserves the award, say 

JOIN RADIO INK 
AT THE RAB CONFERENCE 

IN DALLAS 
FOR THESE EVENTS:

♦ The Radio Ink Executive of the Year 
Presentation
Friday, February 16 at 12:15 P-m- 
Luncheon in the Chantilly Ballroom

♦ The Radio Ink 1996 Radio Wayne Awards 

Radio Ink honors the top people in the 
Radio industry».
Saturday, February 17 at 12:15 P-m- 
Luncheon in the Chantilly Ballroom

RADIO INK BOOKS: AUTHOR SIGNINGS 
Wyndham Anatole Hotel

(directly across from the Chantilly Ballroom)

Ken Greenwood, author of 
“High Performance Selling,” 
one of the finest books ever 
written on selling.
•Thursday, February 15, 

4-5 p.m.
•Friday, February 16, 

2:15-4 p.m.

no more.

Bob Doll, author of “Sparks 
Out of the Plowed Ground,” 

The History of America’s 
Small Town Radio Stations. 
•Thursday, February 15, 

3-4 p.m.
•Friday, February 16, 
10-n a.m. & 2:15-4 p.m.
•Saturday, February 17, 
11 a.m.-i2 p.m. & 2:15-4 p.m.

Thurman Worthington
of Max Radio’s WWDE-FM Norfolk, VA

I have known Thurman for almost 25 
years. Most of that time we have been 
friendly competitors. Thurman has always 
been a strong but professional competi­

tor. His knowl­
edge of and 
loyalty to cli­
ents is legend­
ary. His is not 
a 9-5 salesper­
son. His work 
day is when­
ever an adver­
tiser needs 
him. It is com­
mon to see him 
at a client's 
business at 7, 8 

**LT. • Erie Rhoads, author of
“Blast from The Past: 

„<.1*7^1*^ A Pictorial History of 

Radio’s First 75 

r — Years.” From the pre- 
205 trough the

TyP 1990s. This hard- 
bound coffee-table 

' »’2* _ book is 472 pages
with over 900 

photos!
•Thursday, February 15, 5-6 p.m. 
•Friday, February 16, 2:15-4 p.m.
•Saturday, February 17, 2:15-4 P-m-

Visit Radio Ink at Booth No. 4 
Over 30 of Radio Ink writers are on the 

agenda at this year’s conference.

or 9 p.æ- When people can't find infor­
mation they say, "Call Thurman, he will 
know." Too bad there aren't more 
Thurman Worthingtons. s

RADIO 
INK

Radio's Fremì« Management & Marketing Magazine
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CBSI Has A HIT.
New Traffic 8 

Billing System!
Premier,
TBAFFIC & BILLING SQFTWABE

■

/Ve/werfrom CBSI is the industry’s first new 
radio traffic and billing system in more than a 
decade. It’s designed to easily handle the 
complicated tasks of running major market 
stations, duopolies and LMAs.

CBSI listened to what more than 2,000 radio 
stations said they needed from a system. This 
information helped inspire features that have 
not been available before CBSI’s Premier. 
Today they are possible, thanks to CBSI’s 
exclusive High-performance Object Technol­
ogy (H.O.T.™). Our developers used H.O.T. to 

build CBSI’s powerful, 
new DeltaFlex™ Traffic

MIEI HSftmitf 
tutti TltlliltH

Call CBSI to learn more about 
Premier, or about CBSI’s new 
versions of Classic and Elite 
traffic and billing systems. Here’s 
a sampling of Premier features 
built Into each system:

> Superior Copy Rotation
Create multiple plans and 
hundreds of levels of 
instructions; rotate by 
percentage ratio; rotate spots 
and tags. It's easy.

• Streamlined Order Entry
End the struggles of a complex 
contract, and keep it simple for 
your client.

• User-Defined Confirmations 
Get absolute clarity of the 
contract for you and your client, 
and customize it for your 
specific needs.

• Exclusive CBSI Clipboard 
Available for DOS and Windows 
formats, now you can cut and 
paste entire contracts easily.

• Pending Orders
Now your sales staff can enter 
their own orders at the station 
or from the field.

features you need.

And there’s more...
For example, revenue projections 
far into the future, spot and 

program avails projections, 
powerful sales management 
reports, operator rights and 
security, CBSI interactive manuals, 
a variety of log presentations, 
Laz E-Forms' and CBSI’s faster 
than ever backup utility.

Custom Business Systems, Inc.
Straight Talk From The Big Name In Broadcast Solutions
Hu. Box 67 • Reedsport, Oregon 97467 
Call 800-547-3930 in the USA and Canada 
Telephone 503 271-3681 • FAX 503 271-5721

Circlp Reader i,. a...



Pro^mm|NK
Ideas About Radio Programming

PD FORUM

How do you feel 
about live spots?

Larry Daniels 
KN1X-FM 
Phoenix, AZ 
It's my opin­
ion that a live 
60-second 

spot should be a rarity in a 
music-intensive format.

Few people can effec­
tively deliver a live spot on the 
air. For those who can, I say 
"let 'em.” However, one live 
spot goes a long way and, if 
repeated too often, can lose 
the audience. A live spot also 
limits the personality's ability 
to do anything else during that 
particular break.

I've heard some personali­
ties genuinely entertain while 
doing a live spot, smoothly 
transitioning into it before the 
audience is even aware they're 
hearing a commercial. Some 
can drone on seemingly for­
ever, well past the zzzzzz-limit.

Some clients prefer live 
spots fora popularpersonalitys 
endorsement value and hope 
they will run for at least two 
minutes (and often they do). 
That’s the danger and should 
be strongly considered. ®

Duane Link 
KEX-AM 
Portland, OR
Live spots 
are a power­
ful tool for

If you

WELCOME

To the Programming 
Department of 

Ink*0
The new Program Ink’, appearing in every issue, is de­
signed to provide you with timely, insightful information 
that will make your programming efforts more productive.

Here’s what you’ll find ...

PD FORUM, where program directors from across the 
country share their experience and thoughts on a differ­

ent topic each issue.

SOUND BITES, giving news of programming and per­

sonnel changes.

TALK RADIO, addressing topics pertinent to the Talk format.

TALK TALK, relating memorable phone calls from around 

the nation.

WEBSITE-INGS, showing examples of different Radio 

stations’ Web pages.

PLUS each issue features an article of special interest to 
programmers written by a Radio professional.

Program Ink’ is designed to give you information you can 
use today to make your staff more efficient and effective.

the sales department of spo­
ken word formats. Who bet­
ter to communicate passion 
for a product than the per­
son who makes a living 
communicating with pas­
sion and emotion. Live spots 
are a foreground message 
delivered by foreground 
personalities. Caution 
should be taken to isolate 
them as the last element in 

WOULD LIKE TO RESPOND TO A PD FORUM QUEST.ON, CALL SHAWN DEENA AT 407-655-8778.

a break so the commercial 
doesn't interfere with the 
content and flow of the 
show. Limiting the inven­
tory to one an hour will 
help increase the value of 
each spot without fatiguing 
the audience or talent. The 
talent, management and 
sales department need to be 
in agreement on the integ­
rity of the product and the 

image it leaves with the tal­
ent. Personalities shouldn't 
be forced to participate if 
they're not comfortable 
with the product. S

Peter Casey r' W WBZ-AM
i -♦ ▼ Boston, MA

-i ’ Live spots on 
Radio are still 
one of the 

great ways Radio provides 
excellent service to its adver­
tisers, especially when 
they're on AM Radio. The 
benefit AM has is that the 
audience is there to hear the 
words spoken by the on-air 
talent. Commercials in the 
News and Talk formats are 
often an integrated part of 
the format and not an island 
of words between the music.

Talk show hosts have 
become quite proficient at 
live reads because they're 
there for their opinions and 
ability to convey the mes­
sage whether its their own or 
that of the advertiser. Of 
course, no show should be 
loaded down with all live 
spots. Two or three live spots 
per hour is reasonable for the 
typical talk show hour. Any 
more than that would water 
down the effectiveness of all 
the live spots, as well as clut­
ter up the show's program­
ming. Not all hosts can do it 
effectively and some I've 
heard should never attempt it. 
The success of it depends on 
how well the talent "sells" the 
message. ®
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SOUNDBITES
manacement^

Illtußo.l. ► Groovy Man.
G. Barney “Retro” 

Granger, VP/ 
GM of WKTK- 
FM Gainesville, FL, 
recently received 
the Entercom 
President’s award 
for leadership at a 
management con­
ference in Arizona.

►-Nancy Snyderman, 
known for her work as

Right Talent, 
Wrong Position 
by Mike McVay

You don't need to be in Ra­

dio long to come across a per­
son who was terminated be­
cause they were "just not the 

right person for the position. 
The individual then goes on to

great success at another Radio station. Why is 
it that talent sometimes are the right people-a medical correspondent

on Day & Date 
and Good Morn­
ing America, now 
has her very own 
show. The Dr. 
Nancy Snyderman

West Palm Beach when he chose to leave for 
San Diego. While Kevin enjoyed rating success 

in San Diego, it was never as strong as what he 
had experienced in Palm Beach. Kevin's recent 
return to WEAT West Palm seems to have been 
the right move as he is already ranked No. 1 or 
No. 2 in almost every demo.

Tips for Selecting Talent
To avoid placing the right talent in the 

wrong position, employers should consider 
these tips when selecting talent:

1. Believe that the talent is as good as they 
are ever going to get. Listen to their tape and 
consider that what you are bearing is their very'

Show, on KPIX-AM/FM
San Francisco.

► Ted Jordan 
takes over as VP/ 
GM of WBZ-AM 
Boston, replacing 
Ed Goldman.

► Nationally syndicated 
talk host Don Imus will 
be the NAB Broadcast­
ing Hall of Fame’s Ra­
dio inductee.

► Correction: In the 

Talk Radio Guide Qan. 15- 
28) Jones Satellite Net­
work was listed as a 24- 
hour sports provider. 
One-On-One Sports 
bought Jones Sports Net­
work in August and 
should have been listed 
as the provider. We regret 
the error.

in the wrong position?
The onus in this situation needs to be 

placed on the hiring individual. If the talent has 
executed the formatics and played the game the 
way' it was intended to be played, it is not nec­
essarily their fault. However, it doesnt make 
anyone feel very' good when a termination re­
sults as a matter of the right talent being put in 
the wrong position. I was fired Irom my very 
first programming job at age 19. The general 
manager said: "Mike, I made a mistake in think­
ing you were ready for this position."

All The Wrong Moves
John Lanigan was a great morning man at 

WGAR-AM Cleveland lor nearly a dozen years 
before joining the Metroplex Broadcasting sta­
tion in Tampa. John never did get off the ground 
in Tampa and alter two years was quite unhappy' 
in this position. WMJ1 brought John back to 
Cleveland, and ratings indicated it was the best 
move for the station and for Lanigan. John was 
definitely the right talent, but the position in 
Tampa was all wrong.

It is not unusual to see a returning talent im­
prove and do well because they have had an op­
portunity to grow into a market and the market 
to become accustomed to them. Kevin Kitchens 
was a long-time morning personality on WRMF

best show. Then, if 
their performance- 
ends up being better, 
it is a pleasant surprise 
for all.

2. Do not em­
ploy a talent believing 
the publicity' from at­
tracting that indi­
vidual to your station 
will be enough to
carry an audience. The average person, or the 
majority of an audience, will not follow a tal­
ent, lemming like, from one station to another.

3. Really try to understand who the talent 
is, truly'. Talk to them about their personal life, 
try' to spend some time with their significant 
other or family members, determine what their 
long-range goals are, and attempt to under­
stand how your station fits in the big picture 
of them accomplishing their goals.

4. When gauging the quality of a talent, 
is it the individual who is funny or the total 
cast of characters? Don’t hire 25 percent of an 
on-air team and expect him or her to match 
the success of the past. ®
Mil« McVay is president of McVay MeJia. He may be reached al 

216-892-1910.

4
Format

CHR 
A/C 
Country 
Urban 
More...

Options Help

Fun Factory 18-34 
Fun Factory 25-54 
Country Kickers 
Urban Fun Factory 
Enter

Programming Manager

Çs?is entertainment

0
 lf you want to know more about the best 

in morning radio show prep and special 
programming, drop us a line at one of the 
numbers below.

nut Anything else just would not compute.
— fast 2/lhjtregt»New York, NV 10016 ♦ Phone (212) 679-3200, ext. 220 ♦ fax (212) 679-3310

1O0Ó
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TALK RADIO

The Rush to Ratings
by John Lund

Rush Limbaugh has helped count­
less stations across the fruited plain 
to ratings utopia. While dittoheads 
insist "Rush is Right," some stations 
just don't get it. They enjoy Rush's 
ratings, but suffer rating losses in 

their nonRush time periods. Why do listeners 
rush to leave after Limbaugh?

Recycling Rush
Only half ol EIB/EFM stations effectively 

build audience in all time periods using the huge 
Rush Limbaugh cume. They use promos to 
"move" the audience around the station and thus 
increase cross-cuming.

Stations need to creatively utilize every 
moment to build nonLimbaugh listening. 
"Work” the cume so there is no question what 
station airs the program, and what other ben­
efits of listening are part of the station's pro­
gramming package. Since Limbaughs show may 
be the highest rated time slot on the station, 
broadcasters must seize this opportunity!

Sell Call Letters/Promote Benefits
° Take ownership of Limbaugh or listeners 
might think they are hearing another station. 

Program Rush as your own and carefully cus­
tomize the cutaway commercial breaks,- add call 
letters and promos.
• Capitalize on the 5-second sound aired go­
ing into stopsets and deliver station call letters 
and a liner. Don't waste time saying, "Rush will 
be back in a moment." Sell station benefits, like 
news on the hour, the noon news, afternoon 
news block, the show that follows Rush, the 
morning drive programming, etc.
• Promote again at the end of local breaks go­
ing back to Rush. Run a promo over the "go- 
back" music theme used to re-join Rush. Take 
5 seconds to sell call letters and benefits of fur­
ther listening.
• Utilize a 30-second avail in a 3-minute com­
mercial cutaway this way: Take 15 seconds 
first, and 15+ seconds at the end (with 2.5 
minutes of commercial in the middle) to sell 
benefits of listening.
• Utilize every opportunity to sell program­
ming benefits in all other syndicated and local 

talk shows.
• Give all network talk shows a local feel with 
plenty of call letter mentions, promos and pro- 
mote-aheads, and "stationality" to reap better 
ratings throughout the broadcast day. ® 
John bind is ¡nrsidrut of The bind Co»tsi</r«mls Io Broadcast Manage- 

moil and Lund Media Research. He mny be reached al i15-692-7777.

WEBSITE-INGS

KPIX-AM/FM San Francisco 
News/Talk 

http://www.kpix.com

Museum of Broadcast 
Communications, Chicago 

http://www.webmart.org/mbc

TALK TALK

Speak Up Please ... The “Trading 

Post” is our daily 3o-mlnute pro­
gram where listeners call to buy, 

sell and trade whatever they want. In our 
small community, there are a lot of older citi­
zens who make up the bulk of our listening 
audience. When doing the live call-in seg­
ment, the caller is put on the air while the 

talent moves things along.

One day an older woman called and the 
jock put her on the air and said, “Hello, you’re 
on Trading Post...” (dead air)... Hello, caller, 
you’re on the air...” (more dead air) “Caller 

are you there?” Finally a response, “Hello?' 
“Hello, you’re on the air ...” “Am I on the 
air?’ “Yes caller, you’re on the air, go right 
ahead ” “Hello, am I on the air?' (Louder 
this time) “Yes ma’am, go right ahead, we 

can hear you just fine.” “Hello? I have two 
hearing aids I want to sell ...

Jeff Thomas, PD • KTTN-FM • Trenton. MO

WFLY-FM Albany, NY 
CHR 

http://www.fly92.com

THEREIS A DIFFERENCE IN NEWS 
RADIO Is Our Middk Name ÜSZL 

ANd Oui QW Bus'nessI radio

Call Today 1 -800-829-81+L^
M^^^^^Ord^eader Service #123

RAIMO INK 39
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INTERVIEW

L
ittle did businessman 

McHenry Tichenor know that 

when he attended a Kiwanis 

convention in Harlingen, TX, 

in 1932, his destiny would change 

forever. He became enchanted with 

the climate, citrus groves and palm 

trees, and also learned that the local 

newspaper, the Valley Morning Star, 
was up for sale. That purchase set 

into motion a number of media sales 

and purchases which would ultimately 

lead to the formation ofTichenor’s 

media empire.

In 1949, Tichenor obtained a 50,000 

watt AM station in Harlingen (on the 

Mexican border) which broadcast half 

a day In English and half a day In 

Spanish, marking his entry Into the 

Spanish language Radio business. He 

later started the CBS television station 

in the Valley in 1954 and added an 

FM station in 1958.

Over the next 20 years, Tichenor 

Media System added many more 

Radio stations to Its company. In 

1967, McHenry T. Tichenor Sr. 

(McHenry Tichenor’s only son) became 

president of TMS. In 1982 Tichenor Sr. 

assumed the post of vice chairman 

and named his son, McHenry T. 

Tichenor Jr. (Mac) the new president. 

Another son, Warren, became vice 

president of TMS in 1986.

In the 1980s the decision was made 

to focus exclusively on Spanish 

language broadcasting, and the 

results have been extraordinary. 

Without exception, every TMS station 

is the number one Spanish station in 

its market, with three of its proper­

ties, KXTN, KIWW and KBNA, the

L-r: Warren Tichenor and McHenry (Mac) T. Tichenor Jr.

number one for both Spanish and 

English language broadcasting in their 

markets for more than two consecu­

tive years.

Today, Tichenor owns 15 Radio 

stations in five markets. It also owns 

an interest in two stations in a sixth 

market, and has recently formed the 

network, TCTV, which syndicates two 

Tejano-formatted television shows. In 

addition to Mac and Warren, TMS 

senior officers Include David Lykes, 

senior vice president who presides 

over the Radio group; Ricardo del 

Castillo, vice president, managing the 

operational aspects of the company; 

and Jeff Hinson, CFO and treasurer.

Mac, Warren, David, Ricardo and Jeff 

discuss the growth of Hispanic Radio, 

TMS expansion plans and its unique 

bond with listeners and advertisers.
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I
NK: People in our industry say, don’t 

go where the puck is, go where the 

puck is going to be. In 1984, Tichenor 

Media Systems made a decision to 

format Spanish-programmed Radio. What 

caused you to make that decision at 

that time?

1 NOR 
MEDIA 
SYSTEM

Tichenor Jr., Warren Tichenor and Jeffrey Hinson.

MAC: You know, it really started before 
84. My grandfather bought a Radio sta­
tion in Harlingen, TX, which is on the 
Mexican border, in 1949. It was pro­
grammed half a day in English and a half­

day in Spanish. By the time I became 
President in the early '80s, we already had 

three Spanish Radio stations, so it wasn t 
a real huge leap of faith. We had all seen 
firsthand the effectiveness of Spanish Ra 
dio and knew something about it. As you 
Put it, we looked at where the puck was 

going and decided in '84 to devote our 
attention full-time to that business. It was 
pretty clear that Hispanics were a very up- 
and-coming demographic group. Al­
though it was not as clear then as it is now 
actually. In addition to just the demo­
graphic trends, you look at media con­

sumption and 
find that His­
panics spend a 
lot more time 
with Radio than 
with other me­
dia compared to 
the general mar­
ket. So it was 
kind of a com­
bination of all 
those factors 
that led us to 
that conclusion. 
INK: What

changes have 

occurred in 

Spanish Radio 

over the past 

few decades? 

DAVID: You can 
sum the major 
changes up in 
two words: in- 
credible 
growth. Driv­
ing that growth 
is the growth of 
the Spanish 
population of 
consumers, 
which has 
grown from 
about 9 million 
persons in 1970 
to just under 30 
million today. 
So, hand-in- 
hand with that, 
Spanish lan­

guage media has had the same dramatic 
growth as well. In the mid-80s, there 
were approximately 200 Radio stations 
programmed in Spanish that were deliv­
ering a 5 share, 12+ nationally. Today 
there are approximately 400 stations de­
livering an 8 share nationally. Based on 
Katz research, the 8 share ranks Spanish 
Radio third among all formats.
INK: It seems that the industry, in general, 

didn’t really take notice of Hispanic Radio 

until KLAX shot to number one in L.A. Yet,

Tichenor Media System had tremendous 

success in San Antonio before that. Why 

do you think it took the industry so long 

to notice what you were doing, or did it? 

WARREN: I don't know if that is alto­
gether true. As you mentioned, one of 
ourvery own stations was numberone in 
a Top 10 Hispanic market well before 
that. 1 think the biggest thing as far as 
Spanish Radio being in the limelight is 
concerned, is when there were three sta­
tions in big markets number one at the 
same time. Our own KXTN in San Anto­
nio, KLVE in Los Angeles, then KLAX at 
the time, and WRMA in Miami.
INK: What makes Tichenor a leading force 

in Hispanic Radio?

WARREN: That our company is commit­
ted to satisfying our customers and lis­
teners beyond their expectations. We 
are very focused on our audience and 
advertiser needs. We are constantly re­
searching those needs, seeking to fulfill 
them, and innovate them in useful ways. 
We try to forge very deep relationships 
with our clients, seeking to bring them 
real solutions, as opposed to just selling 
prepackaged advertising products. Fur­
thermore, 1 would say that we have an 
extremely strong, loyal, and long-term 
relationship with our audiences and, 
lastly, we are composed of an extremely 
turned-on, loyal and dedicated group 
of associates.
INK: From an operations standpoint how 

are you different?

RICARDO: We strive for excellence. Our 
managers are self-motivated andactive pro­
fessionals. We treat the managers as own­
ers. The way that we encourage this excel­
lence with our managers is that we give 
them great incentives and freedom. The 
majority of their income is based on a 
percentageof the station's cash How, which 
then is added to bonuses for reaching their 
quarterly and yearly budgets. This formula 
of reaching budgets creates an atmosphere 
that allows and encourages people to suc­
ceed. I think, most important, it promotes 
teamwork. In fact, we have a very small 
turnover in personnel.
INK: Is that because of your commitment 

to the employees?

RICARDO: Commitment to the employ­
ees and, like I was telling you, that 
excellence in operations and giving them 
freedom. We also like to share the suc­
cess with all the Tichenor Media
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System employees. So, when we exceed 
our budgets, or our goals, we share them 
with super incentives. We don't mind at 
all because for us, they are super profits. 
Wc also offer the management team of 

each station the opportunity to own 
stock in the company.
INK: How involved are you In the opera­

tion of your stations?
RICARDO: We have a very decentralized 
operation. Each station is self-sufficient. 
Once we implement our policies at the 
station, whether we buy it, or it is a start­
up, we in Dallas basically provide sup­
port in all areas of operations. We are not 
there telling them what to do. They 
know what to do.

WHAT’S TEJANO?
INK: Let’s talk about the Tejano format. 

What is it? How did it get started?

WARREN: The word Tejano meansTexan 
in Spanish. It probably goes back sev­
eral hundred years. You have a strong 
Mexican culture, predominantly, as 
Texas was once a part of Mexico. You 
have mixed in there German and other 
influences of settlers in the early and 
late 1800s. and so forth. The combina­
tion of all those things, as peculiar as it 
might sound, combined to make what 
Tejano is, which is popularly known as 
a Radio format today. It is a combina­
tion of Mexican music overlaid with 
German and other influences, Polka 
rhythm most notably, added to a Span­
ish region sound. That is how a musi­

... regional and national agencies now 

include Spanish Radio as an important 

element of their clients’ marketing efforts.

cologist would define Tejano today. In 
a broader sense, it is a musical and cul­
tural movement, h is bigger than just a 
musical format on the Radio station. 1 
believe people who. in a way, have a 
foot in both cultures and are truly accul- 
turated, not assimilated, in any way, 
haven't lost their cultural identity in the 
general, orbigger, market. Tejano means 
something that comes to associate with 
a type of music, a type of lifegroup, a

cultural movement, much big­
ger than just geography.
INK: So, you feel Tejano could 

work in other markets with large 

Hispanic populations, like Los 

Angeles, Miami, or even Wash­

ington?
WARREN: Certain components 
of it already are. Selena, of 
course, was the largest selling 
female seller of records. Her re­
cent release was bigger than any 
record released by a female art­
ist in the history of the United 
States, bigger than Madonna or 
Mariah Carey. She, of course, was the 
queen of Tejano music. As a musical 
format? The real answer is that no one 

knows yet.
DAVID: We were talking about the growth 
of the population base and, along with 
that growth, that the media had grown. 
In the past, we were all things to all 
people with one Radio station using block 
programming concepts. Now, with the 
increase in the number of stations, we are 
segmenting the audience and are ap­
proaching them geographically by age 
and lifestyle, just as the general market 
has been doing for a number of years. 
INK: The splintering of Hispanic Radio? 

DAVID: Exactly. Now, on the revenue 
side, there has been significant change as 
well. The major change occurred when 
the major-league general market players, 
recognizing the growing importance of 
the Spanish consumers, opened up their 
Spanish marketing divisions. This in­
cluded Katz, CBS, and later on Interep 
and CNN. They elevated Spanish Radio 

to a new level of so­
phistication. We've 
seen a dramatic 
change in the market- 
ing/sales side. Today, 
while our revenue 
stream is, and always 
will be, locally fo­

cused, the list of national advertisers looks 
like the Whos Who of corporate 
America, and we are no longer used ex­
clusively by the Hispanic agencies. In 
other words, the regional and national 
agencies now include Spanish Radio as 
an important element of their clients' 
marketing efforts.
INK: Warren mentioned “acculturated” 

versus “assimilated”? | think it is an 

interesting distinction.

Mac and Warren putting contest 

bumper stickers on cars at a Tejano 

107 remote.

DAVID: According to research by SRC 
(Strategy Research Corporation), roughly 
10 percent of Hispanics in this country are 
fully assimilated. Roughly half are accul­
turated and the other half are dependent 
on the Spanish language with communi­
cation in day-to-day lifestyles. What that 
means is that 80 percent of the people in 
this country who are Spanish prefer to 
communicate in the Spanish language. It 
doesn't mean that they all can't use En­
glish to some level or another, but they 
always cling to the culture.
INK: Is that how “Spanglish” was created? 

WARREN: Yes. Acculturated just means 
that a person has familiarity or facility' in 
both without losing any of their facility, 
or their affinity, for their historical cul­
ture. Whereas assimilated means you be­
gin to lose your unique cultural identity, 
in favor of the melting pot. Which is what, 
traditionally, has happened to immigrants 
that have come to the United States.
DAVID: Let me give an example. Let's say 
that you moved to a Latin American 
country for a period of time and, to move 
about and to get along within that coun­
try, you would learn to speak the lan­
guage but, at the same time, you would 
cling to your culture and to your back­

ground. If you needed to know some­
thing about where to go, what was going 
on in the world, what was going on in 
your country, you're going to be looking 
for the sources that can provide you that 
information and entertainment in the 
language that you prefer and are more 
comfortable in. So, it is easy to kind of 

switch roles and visualize what is happen­
ing in the lifestyles of these individuals.

EXPANSION PLANS
INK: That makes it a little bit easier to 
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understand. What are future plans for 

financing and expansion for TMS?

JEFF: The real challenge is, in today's 

environment, we are competing with gen­
eral market operators for stations and the 
prices are high. What is particularly even 

more unique to our company is that 
Spanish language, or Hispanic targeted 
Radio, is still developmental, particu­
larly on the FM side. What 1 mean by that 
is we have to go buy a signal and convert 
it to a format. So, not only do we have to 
deal with high prices, but we have to deal 
with taking something to zero cash flow 
and rebuilding. I think one of the other 
challenges, particularly on the AM side, 
is Spanish Radio is late in the game 
shifting music formats to the FM. So, you 
still have kind of a transition for a music- 
oriented AM to News/Talk and there is 
not the depth there on Spanish language 
or Hispanic-oriented News/Talk formats. 
We are a decentralized organization and 
our managers compete for capital. We 
had to take in all their wants and needs to 
build their markets. At the same time, we 
are looking at new markets.
INK: What are the plans for expansion? 

JEFF: We are going to look to expand in 
new markets, absolutely. We think we 

have room to grow in our existing mar­
kets, so we are looking at both.
INK: When you first started, did you feel 

Hispanic Radio was a niche format and 

would you still consider it such?

MAC: When we started we absolutely 
thought it was a niche format. We 
thought it was a great niche format that 
you could do on AM Radio back in the 

'80s. Jeff mentioned that you can no 
longer do it exclusively on AM. Youve 
got to do it on FM, and it is no longer 
exclusively a niche format. When you ve 
got Los Angeles, Miami, San Antonio, El 
Paso, Brownsville, where the numberone 
station in the market is a Spanish station, 
it is hard to say that is a niche. So, 
certainly in the markets that we are look­
ing at, or that we are in, Spanish runs 
from a niche to the general market de­
pending on the percentage of Hispanic 
population in those markets. Lets face it, 
really, that is not much different rom 
Radio at large. Just like Country is a 
niche, you could say Spanisi 

a niche.
INK: What general market formats, or 

nonHispanic formats, do you think are 

most affected by a Tejano format, or by a 

Hispanic format?

JEFF: Our experience has been that we 
tend to share a lot with Country listening 
and our success on Te jano, in some cases, 
has come at the expense of Country 
stations. They are very similar lifegroups. 
The themes of the music are similar. 
Tejanos are wearing jeans, boots and 
hats just like what you would think of a 
traditional Country station listener. We 
also do what we call hit formats in a 
number of our markets which are kind of 
Spanish AC, like Hot AC in Spanish, and 
tend to get listeners who were previously 
listening to general market AC stations. 
INK: With the success thatTichenor Media

SURVEYING SPANISH LISTENERS F|
Pierre Bouvard, GM, Arbitron 19

INK: Was the tremendous increase in ratings for Spanish Radio stations in L.A. a 

function of the methodology used or are more people listening to Spanish Radio? 

BOUVARD: If you pay attention to Spanish Radio listenership you will see a 
consistent growth pattern over the last couple of years in Los Angeles and around 

the country.
INK: It is because of the large number of Hispanics in markets like L.A?

BOUVARD: The last four years, the Hispanic population in L.A. is up 10 percent 
Anglo population is down 4 percent. There are about 3.5 million Hispanics in L A 
Imagine, Cleveland, OH, with only 10 Radio stations,- five AM and five FM You 
canlmagine that those Radio stations would have stupendous listenership and 

huge time spent listening.
INK: Was anything done differently with bilingual interviews?
BOUVARD: Arbitron has been using bilingual interviewers to speak to Spanish 
primary respondents since the 1970s. If an English interviewer ran into a 
household that was Spanish primary they would hand off the call to a bilingual 
interviewer or we would call them back. Effective in the Fall 1995 survev we 
expanded our use of bilingual interviewers in the top 15 Hispanic metros so 
instead of having a hand-off. pass-off or a call back the interviewer can directly 
match the language the respondent is most comfortable in. Our analysis shows 
that the increased use of bilingual interviewers has had no impact on listenership 
The growth is real and is not based on methodology
INK: Were there any dramatic changes in the ratings of Spanish stattons in markets 

bouvard” Income markets Miami tor example, in the Fall survey Spanish Radio 

dropped in the high density Hispanic area In other markets it was Hat In New \ ork 
Spanish Radio was up 23 percent in HDHA and in the balance e saw all sorts of 
local Patterns occurring and they're all d.Herent Hispan.c Rad.o .s now emplovmg 
¡kpStrategiesof Anglo Radioincluding marketing, music testing, call-outauditonum 
¡lung and programming strateg.es such as cutting the playlistand high repetmon 
of lilt records. I think the best example ol that is Bill 1 aimer at KLVE Los Angeles

|. |,n,..ndarv Top 40 programmer who has had a long successful career ol 
Hispanics hes d».» » KLVE k „.1^ ™

great Radio.

System has had, do you expect new 

competitors to see this as a lucrative area 

that they have possibly overlooked in the 

past, and how do you plan to withstand 

new competition?

DAVID: The term "general market Radio" 
has got to be redefined, when you have, 
like in Los Angeles, one or two Radio 
stations that are top ranked stations and 
are Hispanic. The same is true in Miami. 
Clearly, this is being noticed by other 
players. Unfortunately, some ol the people 
who are coming into the format are com­
ing in because they don't know what in 
the hell to do with their AM and say, well, 
let's go Spanish. So it is going to continue 
to grow. That growth is going to be fed in
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part by the continued growth of the His­
panic population. By the year 2050, one 
out of four people in this country will have 
a Spanish heritage. So, yes, there are go­
ing to be more people coming into Span­
ish media and Spanish Radio. How do we 
meet that? We welcome it. When we go 
into a marketplace, it is never with the 
idea that we are going to knock somebody 
out. We go into a marketplace because we 
feel like there is room lor us and the way 
we operate to be successful.
JEFF: I do expect, when you see the 
market positions of some Hispanic Radio 
stations, you will get new competitors. I 
think the thing that people understand as 
they get into it is that it is very, very hard 
to duplicate what this company has built 
up over the last few decades in terms of 
its expertise, the format, its relationship 
with its audiences, and with the advertis­
ers. I can't say it is necessarily the classic 
franchise position like Coca-Cola would 
have, but it is a powerful position. You 
just can't say one day, I'm going to flip 
into Spanish and be successful. It is a 
long-term project.

BONDING WITH LISTENERS
INK: You’ve created the bond with listen­

ers that will be hard to break?

MAC: Our focus is less on competition 
and more on our listeners and also our 
advertisers. We are convinced, going back 
to the founder of the company and his 
philosophies, that if we focus on satisfy­
ing our listeners and our customers be­

yond their expectations, we are going to 
be successful. This has proved true again 
and again.
WARREN: Our mission is not solely lim­
ited to Radio, but rather we are seeking 

to become the premier Hispanic mar­
keting company. We certainly have a 
base and always have a love and a his­
tory in the Radio business. We saw about 
a year or two ago that, based on the 

success that Tejano Radio stations weie 
having and the particular growth that 
segment of the business was having, 
that we could kind of leverage the rela 

Honships that we had with the artist an 
with the advertisers and take the success 
°F the Radio stations and build it into 
something bigger. We now have two 
syndicated television programs running 

in general market TV. We are working 
toward the possibility of some day get­
ting Tejano music television program­
ming onto cable. We think this gives us 
a unique number of benelits we can 
offer to the artist and to our audiences, 
something beyond even the success of 
the Radio stations.
INK: it seems that you have really tapped 

into a huge wealth of opportunity. Are any 

of you surprised by the amount of success 

that you’ve had?

WARREN: I am.
DAVID: I am occasionally surprised. As 
Jeff alluded to, it hasn't all been easy and 
has come from building up a foundation 
over a lot of years. So, from that point ol 
view, I think it was kind of predictable. 
At the same time like Warren said, every 
now and then we do get surprised at 
some of the successes that we are particu­
larly able to achieve for our advertisers 
and the relationships we have been able 
to build with our listeners.
JEFF: It's an interesting question. I look 
at it a little bit differently because, I 
think, every time we hit the next level 
we have to stretch and say how do we 
make it better. I think what Warren

Leave The Deals To Us.
In the age of deregulation and “merger mania”, 
solid financial decisions have never been more 
critical—or more difficult. With over 12 years 
experience in broadcast industry investment 
banking services, we’ve proven ourselves... deal 
after deal.

Contact Ross Secunda now to discuss your deal. 
, Debt Refinancing • Debt & Equity for Acquisitions 

• Debt Restructuring

Solid strategies, 
proven expertise, 
deal after deal.
1850 Parkway Place, Suite 420
Marietta, Georgia 30067
Ross Secunda, President

ANEVAN 
Financial 
Arvices 

770-499-8090
Investment Banking Services 

Specializing in the Broadcast Industry

outlines is really a critical issue. That 
was, instead cal going at a 10 to 12 times 
cash How for an existing station, we 
looked inward and said, what do we do 
well and how can we take that and 
create new products that our audience 
will like and our advertisers will want to 
be associated with? We are mining inter­
nally the kind of value we think we have 
in our company. Time and time again we 
look and say, what do we do well and 
how can we take it to the next level? 
DAVID: Spanish language Radio in the 
food chain is not at the top. This has 
been a long process and we have plenty 
of arrows having been the pioneers. We've 
made great strides and have come a long 
way but, I think, and I know, that the real 
future and the real growth is still ahead of 
us. As manufacturers look to maintain 
growth, or even create a market share, 
they are going to be lorced to look at the 
Hispanic segment of the population. 
They have no choice. As many advertis­
ers as we have brought to the table, there 
are many more that have yet to come in 
and are not using the medium yet. and 
they are going to. So the future of this 
industry is fantastic. s
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MANAGEMENT

Achieving Duopoly Détente
13 Ways

QUICKREAD“

► How do you meld to­
gether the cultural differ­
ences of two former en­
emies under one common 
ownership?

► Some essentialfirststeps 
toward achieving “Duopoly 
Détente” include: Having 
your speeches prepared 

well in advance.

► Promising that “if every­
thing holds to form,” in 
time everyone should end 
up making more money.

► Tellingyourown employ­
ees not to misinterpret the 
fact you’ll be spending a 
great deal more time with 
the new employees in the 
beginning.

► Immediately hold a party 
for the combined staffs. One 

very brief welcoming 
speech by the GM and then 
it’s party time and time to 

get to know each other.

Duopolies. Because of the 
adjustments required go­
ing through one, they re 
often compared either to a 
marriage or to adopting a 
child. To me, given that 
most marriages don't, by

Ofc! themselves, foster sibling 
rivalries, the adoption 

analogy seems more appropriate.
Long after you've decided how to restruc­

ture, who sells what and how, and what magic 
words to use to convince advertisers your 
merger is good for them as well, one great 
headache remains: How do you 
meld together the cultural differ­
ences of two former enemies un­
der one common ownership?Too 
often in the past, all we've man­
aged to accomplish is to bring 
that rivalry indoors.

Steps To Detente
Here are some essential first 

steps toward achieving "Duopoly 
Detente."

1. Prepare detailed lists on 
how the employees of each sta­
tion will be affected both posi­
tively and negatively.

2. Brainstorm ways and means to com­
pensate lor any perceived losses to eitherside.

3. Synchronize your watches because the 
only way to avoid demoralizing leaks, is to 
make certain the announcement is made to 
both staffs at precisely the same time.

4. Have your speeches prepared well in 
advance.

5. Welcome the new employees with 
open arms, explaining that your station (your 
hated station) is not buying out their hated 
station. Rather, your company is buying their 
station and, from now on, they work for that 
company and not foryour rival parent station.

6. Make it clear your company bought 
their station not to cannibalize, but to maxi­
mize, the common goal being either to domi­
nate the market or, at the very least, to become 
more competitive. Their station, therefore, is 
critically important to achieving their new 
company's goals.

7. Recite your prepared list of benefits to 
them as a result of this merger.

8. Promise them, "if everything holds to 
form,” in time everyone should end up making 

more money.
9. In explaining you want their input as 

new employees, solicit their ideas, suggestions 
and recommendations, and their opinions.

10. Question: "Will anybody lose their 
job?" Answer: "How can I know that, we've 
only just met. Besides, people who should be 
fired usually end up firing themselves anyway, 

don't they?"
I 1. In selling your own employees, read

off your list of why they will also benefit from 

the merger.
12. Tell them not to misinterpret the fact 

you'll be spending a great deal more time with 

the new employees in the beginning. No, you 
haven't suddenly abandoned them in favor of 

the new people.
13. Immediately hold a party for the 

combined staffs. When people arrive, greet 
them, inside and outside the venue, with two 
huge banners reading: "ALL OF US NEED 
ALL OF US!" At the door, pass out T-shirts, 
baseball caps, and coffee mugs, each with the 
following inscription: 'TEAM TOGETHER. 
On the reverse side of the T-shirt, this inscrip 
tion: "Mutual Respect! Trust! Communica­
tion! Cooperation! Excellence! Working to 
gether toward winning!" One very brief we 
coming speech by the GM and then it s Par^ 
time and lime to get to know each other. 

D<n>r Gifford is 11 stiles ¿nut iiMiitiiJanciil consultant J'01" Su»1'1 F 

NM He may be reached al i-hoo-TALK-GIF.
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RESEARCH

Survey Says...
How To Perform Perceptual Studies

"In the spring, a young 
man's fancy lightly turns 
to thoughts of love," said 
Tennyson. For most Ra­
dio managers, the spring 
instead turns thoughts to 
The Book.

IkoJEffTy Rosin And because of the impor­
tance ol the Spring book, many 

stations conduct a survey of their market to 
determine where they stand, and to help create 
strategy for both the near and long term.

QUICKREAD'“
► Managers fear that they 
will get data that won’t give 
them the slightest clue as 
to what to do next. So how 
do you make the survey 
“actionable”?

Performing surveys (commonly known 
in Radio as "perceptual studies" or "strategic 
studies") have become such a common prac­
tice that the question seems to have become 
how to perform perceptual studies, not 
whether to do them.

Let's look at some of the issues to think 
about when performing surveys.

► First, don’t allow the re­
searchers to apply “boiler­
plate” solutions to your 
situation.

► Second, make certain 
you’re talking to the right 
people, and enough of the 
right people, to feel confi­
dent in the results.

► Third, be very clear in 
what you want to get from 
the survey.

► Finally, make the re­
searcher justify how any con­
clusions that are made flow 
from the research itself.

To Whom Should We Talk?

From my discussion with Radio managers, 
this question is evolving rapidly. For years, 
survey research primarily meant a random sam­
pling of the entire market, usually within a 
specific age demographic like 25-54 or 18-49. 
A random sampling means that anyone who 
fits the age target can participate in the survey.

The advantage of a "wide-open" survey is 
that it is the best overall expression of what
the market looks like. You can see the cume 
potential for your format and your stations 
position relative to the entire market. Also, 
sampling the entire market creates informa­
tion that is the most projectable to Arbitron.

The disadvantage to random sampling is 
that you often get a small number of people in 
your target group. For instance, suppose you 
run an Urban Contemporary' statton whose 
cume is usually entirely African American. If 

your market is 15 percent black then a survey 
of 500 adults will only have 75 Afncan Ameri­
cans in the sample. Given that not all oi them 
will cume your station, you may be attemp - 

make key strategic dec.s.ons about 
Vour station with perhaps 45 cumers, and only 

=0 Pls to your station. Pretty dangerous.

ervev only Within their target groups. In
^ther words, in the previous scenano the

ing to

decision might be to eschew the "market" and 
simply survey perhaps 300 or so African Ameri­
cans. This will yield a huge number of station 
listeners to interview.

With duopoly (and more) leading to own­
ership groups controlling entire sectors of the 
market, the trend toward surveying only' those 
sectors — only' Country listeners, only men, 
only Rockers etc. — will surely' increase.

How Do We Make The Survey ‘Actionable’?

1 know that in my career I've never at­
tempted to collect data that couldn't help 
managers run their stations in one way or 
another. But somehow the fear persists among 
managers that they will get data that won't 
give them the slightest clue as to what to 
do next.

First, don't allow the researchers to apply 
"boilerplate" solutions to your situation, at 
least without justifying how each and every' 
question on the survey instrument will lead to 
data that helps you manage.

Second, as discussed above, make certain 
you're talking to the right people, and enough of 
the right people, to feel confident in the results.

Third, be very clear in what you want to 
get from the survey. Too often stations fail to 
tell researchers exactly what they're hoping 
to accomplish — then are disappointed when 
the results don't tell them about their items 
of interest.

Finally, make the researcher justify how 
any conclusions that are made How from the 
research itself. Too many researchers are right­
fully knocked for having an agenda that isn't 
connected to the research. This is sometimes 
the case because they haven't produced data 
that leads to an action plan.

Survey research is often vitally impor­
tant in the successful management of a Radio 
station. These are but a few of the enormous 
number of issues created by surveys. The 
abundance of good companies supplying ex­
cellent data to the Radio industry guarantees 
that the research produced will continue 
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Liny Rosin is /resuimt of Edison Media Research. providing 

strulijn. «starci information to Radio, television. ¡'Mbhing 

political ccmhiyns, and sports franchises He may he reached .it 

908-560-8787.
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WIDELY READ
IN 37 COUNTRIES

RADIO BROADCASTERS AROUND THE WORLD

ARE SUBSCRIBING TO ... AND READING RADIO 

INK. WHY? RADIO INK FOCUSES ON ACTION­

ABLE IDEAS ANY STATION CAN USE IMMEDI­

ATELY. Ideas you can take to the bank, to 
THE STREETS, TO THE BOTTOM LINE.Join radio broadcasters in 37 coun­
tries AND THOUSANDS IN THE U.S. WHO READ 

RADIO INK EVERY-OTHER-WEEK FOR PROVEN 

INFORMATION THAT WILL MAKE YOU MONEY!

37 COUNTRIES:

AUSTRALIA Greece PERU

BELGIUM Hong Kong PhilippinesBelize Iceland RUSSIA

BRAZIL Indonesia SCOTLANDCanada Ireland SINGAPORE

COLUMBIA Italy SOUTH AFRICA

CROATIA Jamaica SPAINDenmark Japan SWEDENEngland Mexico TAIWANFinland Netherlands TURKEYFrance New Zealand UGANDAGermany Norway UNITED STATESParaguay
To Subscribe call 

1 -800-610-5771 
OR 407-655-8778

INK
Radio’s Premier Management & Marketing Magazin



1-800-610-5771 CLASSIFIEDS YELLOW INK
■ HELP WANTED GENERAL SALES 

MANAGER
Excellent opportunity to join newly consoli­
dated eight-station sales division of Capitol 
Broadcasting. Interested candidates should 
possess a minimum of two years successful 
management experience, and enjoy the chal­
lenges of a multi-station selling environment. 
Send resume to David Coppock, Capitol Broad­
casting, Box 161489, Mobile, AL 36616, or fax 
334-479-3418. EOE.

Heritage Country station on beautiful Lake 
Michigan shoreline. Full staff. No re-building. 
Bring systems and winning attitude. We can 
afford you! Fax resume to Tim Huelsing, WMUS 

Radio. 616-733'1107■

■ HELP WANTED MANAGEMENT
Move to Austin, Texas and become an advertis­
ing consultant. Do you write good copy? Do you 
think outside the rules? Do you love developing 
ad strategies for clients? Do you read Ries and 
Trout? Tom Peters? Are you a problem solver? Do 
people instantly have confidence in you? Do you 
smile a lot? Could you move to one of America's 
most livable cities? Base pay plus 1/3 of billing. 
We charge $8o/hr. to $i2o/hr., and our consult­
ants earn $5ok to $iook+. We currently consult 
retail clients in 38 states and maintain more than 
550 annual contracts. Apply by fax to 512- 282- 
6457. We will maintain your confidence.

One of the East’s fastest growing broadcast 
companies is looking to expand. DAME MEDIA, 
owners and operators of 11 radio stations in 
Pennsylvania and New York, is looking for 
quality broadcasters to manage acquisitions in 
the near future. Small- and medium-market 
turnaround situations continue to be our target. 
Honesty, experience and “fit” are key to your 
future with our company. Send a resume and 
references if you would like to manage a winning 
facility for real broadcasters c/o COO, Dame 
Media, P.O. Box 6477, Harrisburg, PA 17112 EEO.

Nationwide radio network organization seeks affili­

ate relations director. Candidate must have proven 
skills in management, sales, broadcast program- 
ming/promotion and media. We offer a pleasant, 
state-of-the-art working environment with libera 
benefits. Please send complete history, accomp hsh- 
mentsand salary requirements. All references will be 
checked. Reply to Blind Box 470 c/o Radio lnk' —

■ HELP WANTED NATIONAL SALES 
MANAGER

COLLECTION CONSULTANTS

Key Market Radio/River City Broadcasting is 
seeking National Sales Managers for major mar­
kets. Must be able to sell as many as six stations 
together. Send resume to Barry Drake, Key Market 
Radio, 2743 Perimeter Parkway, Building 100, 
Suite 250, Augusta, GA 30909. EOE.___________  

■ HELP WANTED SALES
Account Executive - Seeking 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 with same ownership for 56 
years. Applicant must be prepared to work hard 
but will be paid handsomely. Good verbal and 
written skills a must. Call Ann Lawing between 
10 a.m. - 5 p.m. at 910-864-5222. WQSM-FM, 
Fayetteville/Fort Bragg, NC.

National Sales Manager- Major group owner is 
seeking a national sales manager for six-station 
powerhouse in Northeast major market. Excel­
lent opportunity for someone who’s organized 
and ready to take charge. Reply to Blind Box 22 

c/o Radio Ink.________________ _____

■ MISCELLANEOUS RELATED INDUSTRY
Need new IDs ... Sweepers and Promos? Call 
Ron Louis Productions at 407-677-1595- All 

formats. Reasonable prices.

NEW CALL LETTERS? 
List Of 

All Now Open 
Any 2-Letter Combo 

CENTER For 
RADIO INFORMATION 

(800) 359-9898

“Wanted” unsold radio time for per inquiry 
sales. Excellent opportunity! “Advertisingof 
America" 1544 Heritage Landing Drive, Chatta-

nooga, TN 37405 —

■ RADIO PARTNERSHIP OPPORTUNITY
,kW Rock station in Chicago suburb looking, fo 
Parine /Investors. $50.000 to $200,000. Call 

708-448-4461 for informabon^^

404-266-2464Szabo Associates, Inc.
Media Collection Professionals. Local, National 
and International Receivables. No other offers 

you so many value-added services.___________

COPYWRITING

Subscribe now—get 26 crisp, 
usable :60s that sell, every month. 

(Or try us out—send $29 $1 0 day!
for your sample pack ^16’ 

of 10 great :60s.)
. ... .

<0

Hire a coV -
:6OS TO GO 

tool Crekn BAY Road 
WINNETKA, ILLINOIS 6OOD3

7 oe.926.06« I

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.sojoum.com/-rbv/web/rbv.html

Circle Reader Service #171

COPYWRITING/PRODUCTION

PERSUASIVE COPyZZH
SUPERIOR PRODUCTION Ui 48 HOURS 

WE MAKE MONEY FOR RADIO STATIONS

■ help wanted on-air
Christian Radio KCBI DFW has an opening for 
overnight announcer. Experience a must. T • 
Wes Ward, PD, P.O. Box 619000, Dallas, ix 

75261-9000. boe, ______
*help wanted on-air/propuc!!9!L
Team-oriented player for PM drive and Produc­

tion Director. All digital editing, four year 
experience. Send resume, references and tap 
for this Central PA opportunity to: Blind Box^ - 

vo Radio Ink.

000. Call 201-652-2622.----------------------------

¡jituationwan^^
Ready to take
tive seeking first t1 North East-
Sales Management sales, pro.
ern US). Radio backsI Send Stat;on/Own-

mOhïb£ound and management philoso-

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 5839911 Ur^anwild 
207-583-2328 fax

Circle Reader Service #172

BLIND BOX NUMBERS: When respondingf . West Palm Beach, FL 33401-
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FINANCIAL/BROKERS
MARKETING AND PROMOTION marketing and promotion

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

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

Fax 203-966-6522

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

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

Appraisers — nationwide. Fax: 303-231-9562. 

Al Perry.

STRATEGIC TARGET MARKETING, 

SALES AND PROMOTIONAL CAMPAIGNS 

. Direct Moil • Dotobose S list Monagcmenl • Morkel 

Research • Inbound/Outbound Telemarketing • Soles 

Consulting • Sweepstokes 8 Contests • Medio Plocement 

• Integioted Compoigns • Cteotive & Design Seivices 

• Printing 8 Prim Production • Custom Publishing 

• Smott Torgels'“ Customer Piofiling • Bioodcosl FAX 

• Internet Modeling • Smart Mops™

2041 S.W. 3rd Ave. • Miami FL 33129-1449 

Phono (305) 858-9524 Fox (305) 8S9-8777

IDS, SWEEPERS, LINERS
Circle Reader Service #173

SUPER MIKE CARTA

UNERS4WPR0M0S
ALLFORMATS 80O459-DEM0

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

BASEBAIL CAPS—T-SHIRTS—PAINTER CAPS-BANDANNA5. 
Inexpensive Premiums That Work! English, Eth­
nic, Rock. EZ, Classical. We’ll help you with the 
art. Valuwear, Monroe NC Soo-zzX'Ooa1- Ask 

for Harry. Gorgeous screening.

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

Call 800-226-7857 to order 
your Radio Ink books!

DIRECT MAIL 
FOR RADIO

Creative 
Media 
Management, Inc.

Business, 
Residential & 

Sweepstakes Mailers 
Personalized Letters, 
Postcards & Database

Services

1000 Belcher Rd. S„ Suite 10 
Largo, FL 54641-3307 

(813) 536-9450

Circle Reader Service #174

LISTING AD RATES

LISTING [NAME & PHONE) SI95

ADDITIONAL PER EXTRA LINE 65

13 ISSUES 25 ISSUES

BOX AD RATES

$300

100

25 ISSUESAD SIZES 13 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

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

Contact: Lenny Freed

(216) 273-3200 ext 137 
Fax: 216-273-3212

INFLADABLE IMAGE INDUSTRIES 
2773 Nationwide Parkway Brunswick, Ohio 44212

Circle Reader Service #176

It’s better that} 
Brand ’Z’l

UP IN 30 SECONDS

। KD Majestic—
I Aluminum frame is 25% * B

lighter and 40% stronger i
than the Originals. EaHjB n 

Iff x 10 or 10 x 20 includes 
a heavy duty carry bag.

1«800«432»4435
Circle Reader Service #177

NATIONAL REP FIRMS

Till iMFRIP AR\I)IO STORE

Wliug Today-hmouilingfor ToiHorrorr

1 -800-1NTEREP
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MARKETING and promotion PROGRAMMING PRODUCTION

Joyce Marshall, VP/GM 
WYNG-FM “WING-105"

EVANSVILLE, IN/ MKT 152
“Our goal with our game was to increase 
revenue and listeners. Ratings went up! 
Our 25-54 share grew 59% 
and 18-34 grew 
804b. 18-34 pin 
drive went from a 
4,2 to a 15.3, and 
25-54 went from a 
6.4 to a 12.711! We 
exceeded our revenue 
goal, and sold 4 times 
our cost! We also got 
new tnick FREE for 
promotional mention 
only. We are ecstatic 
and thrilled!

d; . —

IBV Z6, 1594

['M, MARTIN MARKETING fa
Call us NOW for summer or fall '96

CALL GENE FERRY
NATIONAL AFFILIATE SALES MANAGER 

303(784-8700
TO RESERVE CROOK & CIUSE FOR YOUR MARKET

Circle Reader Service #181

(210) 494-6170 / FAX (210) 494-7180
Circle Reader Service #178

I TALK ÄMER8CA1 
I 24 Hours 7 Days A Week j 
iLive unduplicated — All barter I I Automation Tones/Every Minute Has Programming! 
■ SATCOM C-5. TR. 15 GALAXY 6, TR.3 SPACENET 3. TVRO|

CALL 617-828-4546 ,
’ for more informationI Satellite Senice ulso available

If you've 
been looking 
for a proven 

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

1 EXCLUSIVE MARKET RIGHTS GRANTED j

Circle Reader Service #182

PROGRAMMING CONSULTANTS

A.R. ENTERPRISES 
1-800 334-3848

Circle Reader Service #179

PROGRAMMING
Circle Reader Service #183

ISSPANISH RADIO FORYQÜÎ 
We can help! Call TOP SOUND 

Spanish Consultants (818) 841-0078 

Ricardo Salazar

SATELLITE SERVICE

Broadcast Programming........1-800-426-9082 

or-....................................................... 206-728-2741
Radio Music formats on CDs and tape. The local 
alternative to satellite programming.

IïlùLLÏiÎJ

Radio
POTATO”

□ Sweepers
□ Production Music
□ News/Talk Packages

FOR A FREE DEMO, CALL

800-GÛT-NUPIS
fS00-468-6874J

Circle Reader Service #184

SERVICES

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

Jim Doyle sib-bzs-asr8
Jim Doyle’s UPGRADE STRATEGY shows sales­
people how to dramatically increase the spend­
ing of already large accounts, it’s high impact, 
innovative training for stations, management 
meetings, and associations.

ADVERTISER 
INDEX

Rick Dees just bought some Hiney 
again. My Hiney is for sale in your 

market too! Call big red Hiney 
817-595-4550.

UkkkUU

PROGRAM DELIVERY^?

YOU CAN
COUNT ON--
c . RadtoSp
To receive 7-^ 
media kit and 2 <2, 
details on special 
introductory rates

CALL TimeRite, In. 
1-8002777-1121-

Broadcast Programming Inc.-------  
CBSI -—----- -----------------------------
CHicasters Inc.----------------- ------- —
Creative Media Management Inc.... 
Dave GiHord International......—----  
Dick Orkin's Radio Ranch ..............  
EZ Communications---------------------  
Fairfield Broadcasting Co-------------- 
Granum Communications Inc.......... 
Hanevan financial Services...........  
HMW Communications----------------  
Jones Satellite Networks-------------- 
Katz Radio Group--------- -............... 
KTRH Radio-------------------------------  
Lontos Sales & Motivation... ------  
Marketing/Research Partners Inc.. 
Media Investment Services..........  
Media Venture Partners-------------  
Melford Achievement Systems ...... 
Music Of Your Lite Radio Services 
Prudential Services-------------------  
Research Director Inc-----------------  
SIS Entertainment--------------------- 
Tapscan Inc.-----------------------------  
TM Century------------------------------  
USA Radio Network-- ----------------

..„.6

...36
•33

to 
55 
29 
34 
28 
45 
25

24

53

.44 
54

2. 3 
.....9 
...38

-5
39
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GRAPEVINE

✓ Get your newly hired salespeople selling proles-

✓
Here's what you get!

Manager's manual 

15 sales meetings on video 

Sales tests for each of the 15 sessions 
Sessions on Sales Circle, Questioning. 
Benefit Selling. Hypnotic Selling, 
Eliminating Objections, Trial Closes.
Motivation
Extensive role-play ng to show your 
salespeople how the techniques work

The Lost Temptation. All 
this time he’s been go­
ing under the secret iden­
tity of IC Haze, PD at 
WKHL-FM Stamford, CT, 
but the truth came out 
when The Temptations 
came to town with the 
Marvelettes to perform 
at a KOOL Oldies Con­
cert. Unfortunately JC left 
his doorman outfit at 
home leaving him un­
available to perform.►

Shift
Your 

Sales Into 
High Gear

Are your salespeople selling the most 
they can? If you want higher billing, get 

"Strategic Broadcast Selling" 
A 15 session VIDEO series by Pam Lontos

signally and making more sales in just one week.

Improve the productivity of your “pros."

Having the course permanently allows for 
space repetition learning for dramatic results.

Cut down your turnover.

"Strategk Srudast Selling tikes Pim's expenences 
from the pest end brings them into 1990 selling."

- Terrell L Methany. 
K, XMVI. Wailukku, HI

< Smiles Everyone, if 

anyone else had taken 
the microphone from 
ABC Radio Network’s 
Bill Diehl of “Bill Diehl’s 
Spotlight” at a recent 
Radio City Music party 
he probably would 
have been miffed. But 
sure... Christie Brinkley 
takes the mike and 

it’s OK.

Birthday Boy. Getting together for a small affair were 
(l-r) KIIS-FM Los Angeles’ Rick Dees, Ellen K. and Roy 
Laughlin, and Rod Stewart to celebrate the rocker’s 

birthday. To correctly guess his age, subtract Mick 
Jagger’s from Keith Richards' then divide that by 
David Crosby’s and multiply by Paul McCartney’s.

Museum On The March. Twenty years after 

solely residing in New York The Mus 

Television and Radio branches ou 
West Coast with a scheduled opening 
March 18. The entire Big Apple c011^1® ¿5 

be duplicated which will allow pub i 
to the archives in two locations. An • 
MT&R on two coasts, it will be an ।। 

cultural institution. Culture, you got

Pan lontos is a top broadcast sales trainer, 

form« «ice president ol Shamrock, she raised 

sales 500% in one year after a decline in ratings.

Your salespeople 
will sell more.

I GUARANTEE ITU!

"Pim's video is best for teaching new and veteran 
salespeople how to really sell Radio."

- (Mwnnr Moreau.
KGMX.KHH. LmcmIm. CA

Buy Now and SAVE!
CALI (407) 299-6128
FAX (407) 299-2166

Lontos Sales & Motivation, Inc.
P.O. Box 617553 • Oriando, FL 12861

Our new East Coast office.

• Longtime CBS Correspondent Charles Ku a $ 
has been selected to receive the prest 

NAB 1996 Distinguished Service Aw • 
be honored at the opening of the 1 he 

convention in Vegas on April 15- P 
won’t be on the road that day.

SEND PHOTOS OF YOUR ORGANIZATION’S MAJOR EVE . 

Grapevine c/o Shawn Deena • 224 Datura Stree

Palm Beach, FL 33401

Circle Reader Service #127
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We have discovered a 
way to dramatically 

increase your 
company’s revenues 

without selling a spot.

CJMs!
MFDTAINVlffMj^^

flussi^ . ge Issaquah. WA 98029 
26114 SE 39th Court M , AltRev@AOL.com Voice & FAX 206/718-2104

Circle Reader Service

mailto:AltRev@AOL.com


BLAST from 
the past

loo Years and Counting ...

It’s hard to believe, but George Burns was 

here before Radio marked its first broad­

cast. And he’s been here for Radio, 

television, film and for the millions of 

people he has made happy through his 

comedy. When he was 99 he said, “Get­

ting older is not for sissies.’’ And ap­

proaching the inevitable he added, “I’m 

going to find a new exit — I don’t do 

anything that’s been done before.”

Circle Reader Service #129

"BUST FROM THE PAST "
is one of your favorite features. Here's an 

opportunity for you to make it even 

greater by sending some of your old 

photos to us. Pictures from the early 70s 

and before that feature funny, bizarre, 

even obscure radio-related scenes.

A
nd don't worry, we know some of 

these pictures are valuable so we II 

take care of them and have them 

returned after they're published. Put your 

name and address on the back of each 

photo with "please return." Send your 

Blast photos to Shawn Deena, at Radio 

Ink, 224 Datura Street, Suite 701, West 

Palm Beach, FL 33401.
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Dick Orkin 1 
American Radio I 
To Take The Cloi

SPOTS BEFORE YOUR EYES:
The Art & Business of Voicing Radio Commercials

A
ccording to Dick Orkin, America’s most suc­
cessful performer and producer of radio 
advertising, “The skilled performer is a key 
player in achieving the success of a radio campaign.”

Why is it that your ears can easily tell the difference 
between a successful national spot and a local 
spot? Dick says the difference lies in critical perfor­
mance principles that most voice-over talent have 
not cultivated.

SIGN UP TODAY: Help your people stop the 
cloning and dramatically improve their on- 
air performance. Encourage and support 
their attendance at one of these sched­
uled seminars, or talk to Dick about 
setting up a "Spots Before Your Eyes" 
workshop in your region.

“SPOTS BEFORE YOUR EYES WORKSHOP 
locations and scheduled dates:

In the absence of these principles, performers turn 
to “cloning." They imitate, they copy “others." The 
problem is copied voices are not their own, and this 
is what kills effective one-to-one communication, 
especially the kind that powerfully sells on radio.

Dick Orkin has a path to a cloning self-cure. It s part 
of an evoloved system he calls making the text y 
own." Performers are guided into finding their own 
voice by using their own life expriences. The resu 
The "reading” mode gets turned off. Each spo 
matter how many times it's been seen — ge s 
freshly delivered, as if for the first time.

The system works. Radio performers ajr
effectiveness and the difference it ma t

Orkin's classes have a three-month
in Los Angeles. As a manager, here s a c |f 
'^Prove the “selling” quality of local ra 1 an 
You’re willing to help talent grow, you re 
investment in growing long-term adver is ___

San Diego March 9-10,1996
(This is a special 2-day event also called “The Great 
Voice-Over Road Show")

Kansas City 
Atlanta 
Milwaukee
Orlando

June 27,1996
TBA

TBA
TBA

Other cities to be announced soon. Want 
a brochure? Want to register? Want to 
set up a workshop in your region? Call 
213-462-4966, Fax 213-856-4311 and 
ask for Marina Janofsky. Pre-workshop 
one-on-one sessions and Radio associa­
tion events are available on request.

DICK ORRIN’S

Cyberspace addresses. 
doranch@aol.com 
http://www.radlo-ranch.com RADIO RANCH

mailto:doranch@aol.com
http://www.radlo-ranch.com


and innovative systems for broad­
casters provide a solid foundation 
for sales and marketing.

But no single system can com­
pare to the strategic synergy created 
by integrating TAPSCAN programs 

together in what we call the 
“Business Intelligence System.” It’s 
the most effective combination of 

marketing tools ever developed for 
your station.

At the push of a button, you’ll

3000 Riverchase Galleria

That’s Why You Need 
The Complete 

Business Intelligence System, 
know more about your prospects’ 
business and competition...you’ll 
know more about their market potential 

and the spending power of their cus­
tomer base...and you’ll know precisely 
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huhih Floor • ri

205-987-7456 RMlNGHAM, ALABAMA 35244

how to target and reach a very 

specific audience with unparalleled 
efficiency.

It’s a building process—using 
information and analysis from one 

program to gain even deeper insight 
from another. And when you’re 
done, you’ll have put together a 

more complete and persuasive 
presentation than ever before.

Opportunity is knocking at your 
door. Answer it by calling 

tapscan today.

See us at RAB booth 28.
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