




"Adding a TFT FM 
Synchronous Booster 
helped increase my

1 a rket

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

"For KZST, TFT's FM Synchronous 
Booster/Reciter solution helped 

open up problem areas previously 
suffering from low signal strength. 
It helped increase our potential 
market during peak drive times! 
Signal strength is up & our 
Market Share is climbing!"

TFT's 8900 Reciter ' STL Receiver/FM Exciter 
offers a cost-effective solution to easily increase 

signal strength in problem terrain market areas!

"Why KZST chose TFT!
"We installed the country's first 

booster system many years ago. Our 
new TFT FM Synchronous Booster 
System helped solve interference 
problems and increase signal cover­
age in problem areas where our first 
system could not. We're very pleased."

IN[
Sound Quality for Over 25 Years!

3090 Oakmead Village Drive
Santa Clara, CA 95051-0862

Fax: (408) 727-5942
Phone: (408) 727-7272

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

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

1-800-347-3383
© 0

» ♦

Celebrating 25 years of providing our customers 
with innovative technology they can count on.
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MiaUMMB'* HOTIS

1996 RAB Conference Best Yet

To reach me, write: 
RADIO INK.

B. Eric Rhoads, Publisher 
«4 Datura Sheet • Suite 701 
West Palm Beach, FL 33401

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

EMAIL: Ericrhoads@aoLcom 
102404,26o4Qcompuse1ve.com

I
went to my first Radio Advertising Bureau 
conference about 17 years ago. It was also 
their first. I’ve not missed one since. I’ve 
attended RAB conferences that were poorly 

planned and some that were executed with 
excellence. The conference held last week was 
the best yet, with record attendance and more 
sessions than ever. If you have not attended an 
RAB conference in a couple of years, you re 
missing more than you can imagine. If you 
haven't attended in over five years, there is little 
or no similarity to those in the past. You should 
make a point to attend next year.

Cary Fries has the organization living in 
reality (not easy for any trade association) and 
operated by a strong group of executives who 
came out of our business. As I queried attend­
ees I heard enthusiasm backed by substance. 
The RAB conference is a working conference 
with an emphasis on education. Sure, it’s easy 
to hire a motivational speaker to get people 
psyched up, but it's a lot harder to get 2,000 
plus managers, sales managers and owners to 
attend meetings starting at six a.m. and ending 
at 10 p.m. for three and a half days, and leave 
them wanting more.

For the first time I can remember the 
conference was able to attract some of 
America's top advertising icons. Six people 
alone represented close to a billion in adver­
tising dollars. They were queried by board 
members behind closed doors about how we 
as an industry can better meet their needs, and 
they were given a chance to share their feel­
ings about Radio before the entire group of 

attendees. The ability to attract these people, 
and have them share positive feelings about 
the business is a credit to the RAB's aggressive 
national marketing effort headed by Judy 
Carlough. This has never happened in the 
past and is an indication of Radio's new strength 

and perception.
Worth the price of admission alone was 

the live demonstration of the RAB's new on­
line service called RadioLink (not to be con­
fused with Radio Ink). This service, created by 
Mike Mahone and Reed Bunzel, is so in-depth 
andpowerful, italone will make Radiosee new 
billing because of the ease of creating power­
ful in-depth marketing presentations at the 
click of a mouse. Every time I see this demon­
strated I get excited about the possibilities and 
can't imagine any Radio sales rep without it.

Educating ourselves and our marketing 
people is the most important mission in Radio 
today. Those who look at any educational 
opportunity like the RAB conference as noth­
ing more than a waste of time will probably 
end up with plenty of time on their hands. As 
our industry experiences a possible 30 percent 
reduction in work force from consolidation, 
those with honed skills will be the survivors. 
I m high on the RAB's direction with their 
conference and think it is the best investment 
anyone marketing Radio can make. S

ADULi CONTEMPORARY • COUNTRY

The Lund Consultants . . .
Experts in Radio Programming & Format Develop  ment

Music, marketing, research and strategy, station launch...

Call John Lund today for ratings and revenue success!

The Lund Consultants 
to Broadcast Management, Inc.

415-692-7777
• TOP 40 • ROCK • CLASSIC ROCK • OLDIES • NEWS-TALK
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MOIANAPOLIS, NMarch 5

LOUISVILE, MYMarch?

DENVER, COMarchia

SALT LAME CHY, UTMarch 21

DALLAS, TX

HOUSTON, TXAprH 11

LAS VEfiAS, NV

LANSKC, Ml

BALTIMORE, MOMay 7

SYRACUSE, NYMay 9

MORIE, ALMay 14

BIRMINGHAM, ALMay 16

MEWAUKBE, Wl

QUAD-OTES, IA

CWCWNATl, OHJune 13

Registrations:

Investment: 
$149 per person 
$119 oer person

POWER 
MARKETHG 

TOUR '00 
aiHíM

i or cad in your registration tod 
Phone: 1 800-627-4778 

Fax: 1-608 273-3588 
24 hours a day/ 7 days a week

2740 Ski Lane, Madison. Wl 
Charge To:____MasterCard

Card No.:------------

Expiration Date:—

Signature:-----------

Your Name:_____ _________

MARKETING PARTNER

POWER MARKETING ONE DAY SEMINAR

The name of the 
newest game in

MARKETING
One Day Sales Seminap Designed to Motivate & Boost Productivity

WHAT ARE PEOPLE SAYING ABOUT CHUCK MEFFORD SEMINARS?

Station/Company:—

Address:----------------- 

City/State/Zip:----------  

Phone:_----------------- 

Fax:_-----------------—

The time and exact 
location ot your

seminar will 
be mailed with 
confirmation of 

your registration.
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MOPLK IN INK“
Working 
Together 
When you work in 

Radio or TV it’s easy 

to forget that a lot of 

people are fascinated 

with how our media 

work. So in an at­

tempt to become a 

visible part of their 

communities, KPIX- 

AMSan Francisco and 

KPIX-TV got together 

to produce a series of
live remotes called “The Bay Area 

Experience.”
Visiting four Bay Area commu­

nities in the past seven months, 

they produced on-air promos and 

jointly purchased bus sides, bill­

boards and print ads in the tar­

geted area for each remote. KPIX 

Radio produced Brian Butler’s Any­
thing YouSayVwe from the remote 
and the TV station produced their 

10 p.m. newscast live as well. A 

tent was set up for 

talent to autograph 

photos, and refresh­
ments were supplied 

by a local vendor. In 

addition, an Internet 
site was set up for the 

public to browse.
The following are 

various shots from 
their remotes includ- 
ing(^listeners using 

the Internet site in 
Fremont; (3) Butler 

with his KPIX Radio producer Dan 

Lehrer and a listener in Concord; 
@ Butler and KPIX-TV meteo­

rologist Brian Sussman; (6) Butler 

working the crowd in Concord; 
@a remote in Oakland; and @ 

Butler and Sussman in San Francisco.

By working with TV, KPIX-AM 

was able to further extend its reach 

and cross-promote in a series of 

remotes that were both Informa­
tive and entertaining.

KPIX

SEND YOUR "PEOPLE IN INK” 

PHOTOS TO: Shawn Deena, 

22Z, Datura Street • Suite 701’ 

West Palm Beach, FL 334OJ
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LETTERS

Even The Mailman Reads Ink 
When myr mailman, Alan, delivered the 
mail yesterday, including the latest Radio 
Ink, he paused long enough to wax ecstatic 
over the mag ... it seems he reads every' 
issue before he delivers it to me. I 
asked him if he read all my 
mail. He responded that of 
course he didn't. He just 
read Radio Ink because it 
was so interesting. 
Hmmm. What does that 
say about the rest of my mail?

Kaye Levine 

klavine@pipeline.com

Hey FCC, What Is It We Are 
Paying For?

I have been attempting to call the 
FCC to get an answer to a simple ques­
tion for over a month.

I couldn't reach anybody lor most of 

December because the government was 
shut down. When the government finally 
reopened, I couldn t get in touch with 
anybody because of the snowstorm. When 
I called yesterday, the Commission was 
closed for Martin Luther King's birthday. 
When I called today, 1 reached voice mail. 
When I tried to leave a message, I couldn t 
because the mailbox was full.

There's a lot more to the government 
shutdown controversy than just Bill Clinton 
and Newt Gingrich. Its about a federal 
bureaucracy that has gotten totally out of 
control and totally unresponsive to those 
they are supposed to be serving. The FCC 

is a prime example.
In addition to corporate taxes and 

personal income taxes, broadcasters are 
forced to pay filing fees for everything 
we do, including a filing fee lor our 
annual ownership reports. Then we have 
to pay an annual regulatory' fee on top of 
that. What is it we are paying for?

Maybe one of these days I II be able to 
reach someone at the FCC who can an­
swer my question, without having to wade 
through voice mail and/or being trans­
ferred toat least six different offices. Yeah, 
and maybe 1'11 win the lottery too.

Larry Fuss, P/GM 

Delta Radio Inc.

WDTL-FM/WOHT-FM/WDSK-AM/KDTL-FM

Cleveland, MS

Kudos On Changes
You've really made some wonderful 

improvements including the Sales Ink 

section! L.ooks Great!
Jeff Thomas 

WPOC-FM Baltimore

Congratulations on the innovative 
changes in Radio Ink. It proves you 
can make the great even greater.

Jack M. Rattigan, President 

Rattigan Radio Services 

Portsmouth, VA

Yes, Let’s Get The PR 
Machine Going

Reading your editorial "Make Radio 
Easy To Buy” [Jan. 15-28] was great.

The average Joe wakes up every day 
to his Radio alarm clock, goes to work in 
his car listening to the morning show, 
works with music playing from the Radio 
in the office, garage, or on the work site, 
and gets his news while driving home ... 
front his Radio. With Americans spending 
such a significant amount of their time 
with Radio, why, do we not have the 
awareness, or understanding, that TV has?

You hit the nail on the head. We 
simply don't have the PR machine going. 
We work hard to promote our own sta­
tions for The Book, and there it ends. 
With a dull thud. While that ol' newspa­
per rep takes the next order. I predict, if 
this doesn't change, the Internet will see 
dollars Radio has never seen.

Change is long overdue. I accept 
your challenge. I'd enjoy contributing to 
a local effort to create a thoughtfully 
prepared, easy to understand "Radio Kit" 
and get it into the hands of our regional 
economic development folks and the lo­
cal chamber of commerce. Every exist­
ing and new business should have one.

Imagine the possibilities ... if Radio 
was clearly understood, and we actually' 
made it user friendly ... just imagine.

Carla Wessells

Director of New Business Development 

WUSQ-FM/WFQX-FM/WNTW-AM

Winchester, VA

ADDRESS ALL LETTERS TO: LETTERS • 224 Datura Street 

• Suite 701 • West Palm Beach, FL 33401. Or fax to 

407-655-6134. Each letter should include your full name, 

address and telephone number, and may be edited for 

clarity or space.
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NEWS

The New Telecommunications Act 
What It Means For Radio

by Michael Bader

ongress gave Radio an impres­
sive collection of belated Christ­
mas gifts on February i, 1996, 
and President Clinton joined In

the party the next week with his signature 

on a wholesale array of goodies. Longer 

licenses are nice, but more Important 
than the new eight-year terms Is the 

freedom from competition at renewal 
time (provided that the station has be­
haved itself). Expansion of the ability of 
owners to acquire stations in many mar­
kets (no limit ... an owner could own 

stations in every city and town in the 
nation) and the raising ofthe limit of how 

many licenses one may own In a market 
are great for most owners. And best of all 
is the basic thrust ofthe law — business 
should be more competitive and less 
subject to artificial FCC regulations.

How Will It Unfold?
When and how will all this unfold? 

It will take a period of time, since 
Congress in many cases told the FCC to 
flesh out the basic outline, and doing so 
takes personnel, money and time. And 

most of the law is not at all related to 
Radio, but must be addressed and fleshed 
out for telephone companies, cable, 
questions of decency (the new chip 
ought to be a puzzler for the bureaucrats 
to complete), and a host of other parts 
ofthe law. All of today’s ownership rules 

must first be reviewed by the FCC.

All of this means that the FCC staff, 

not to mention all of the state regula­

tors, will be thrown into a frenzy of work 

to complete massive regulatory pro­

ceedings on short time frames. Here are 

just five of them:
• The chip - six months for the job to 

be finished.
• Telephone interconnection — in six 

months.
• Telephone infrastructure sharing — 

12 months.
• Universal telecommunications services 

— 15 months.
• Elimination ofmarket entry barriers — 

15 months.

With the FCC hurting In the govern­
ment appropriations battles, not a whole 

lot of new bodies can be hired to do all of 
this. In fact, staff has been cut in the field 

offices, so fines and Inspections should 
fail off markedly for Radio stations.

And all of this frenzied activity must be 
done In a time of major office relocation.

What It Means
What this means for Radio is that 

there will be delays in the processing of 
applications. The easy ones which com­
ply with present rules will probably go 
ahead on normal schedule. Fortunately 

or unfortunately, applications for new 

stations which are opposed are frozen 
solidly, so about all that has to be done 
is the processing of station sales and 

minor facilities modifications, plus li­

cense renewals.

Then there is the question of how 

long It will take for the FCC to get ready 

to grant applications which are legal 

under the new law, but not under today’s. 

There’s the rub.
There will be a period of confusion 

and delay. At a minimum, the rest of 

1996 will be taken up with huge admin­

istrative proceedings, and the first sev­

eral applications, whether for Radio or 

TV, or some TV/cable amalgamation, will 

take many months to adjudicate.

On balance, Radio may look for a 

frenzy of new station sales, many pre­
senting daunting questions ofthe level 

of competition in a market. Things will 
unfold slowly at the start, but by the end 

of 1996 it would seem likely that appli­
cations for ownership of many stations 

per market, in unlimited numbers of 
markets, will be commonplace, and they 

will be approved.

As to license renewals, the new law 

should tell the FCC that long delays 

because of petitions to deny are out. 
The FCC, even without the new law, has 

started Its own proceeding to move 

things along faster in the license re­
newal area.

It’s a good law. When its massive 

scope is clearly understood and the 
procedures to make it work are-put In 

place, Radio should do quite well with 

important new regulatory freedom not 

enjoyed before. q

Alidw/H Bader isamemher of Haley, BadersPolls, P.L.C, 

Arlington, lzA He may be reached at 7O3-S41-0606

The Radio industry’s 

only teaching-workshop 

dedicated exclusively 

to sales management 

development. For a 

free prospectus, dial

DAVE GIFFORD’S

Ä
1 800 TALK GIF

SAN FRANCISCO (March 18-20)

O’

ORLANDO. 

ATLANTA... 

SANTA FE. 

CHICAGO.. 

BOSTON.... 

DALLAS......  

SEATTLE...

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

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

...........(June 24-26) 

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

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

(September 16-18)

.....(October 28-30)

PHILADELPHIA (November 18-20) 

LOS ANGELES (December 9-11 )
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MILLION DOLLAR CLUB
$152 M: KATZ-AM/KMJM-FM/KNJZ-FM St. Louis; WSPD-AM/WRVF-FM/WVKS-FM Toledo, OH; 

KHOW-AM/KBCO-AM & FM/KHIH-FM Denver; XTRA-AM & FM San Diego; Seller: Noble 
Broadcast Group Inc.; Buver: Jacor Communications Inc.

$30 M: WDFN-AM/WWWW-FM Detroit; Seller: Chancellor Broadcasting Co.; Buyer: Evergreen 
Media Corp.; Broker: Star Media Group

$28.75 M: KIFM-FM San Diego; Seller: KIFM Broadcasting L.P.; Buyer: Jefferson Pilot 
Communications Co.; Broker: Star Media Group

$26 M: KEZX-AM/KWJZ-FM Seattle; Seller: Park Communications; Buyer: Sandusky Newspapers 
Inc.; Broker: Media Venture Partners represented Park Communications

$14 M: WROQ-FM Greenville/Spartanburg, SC; Seller: ABS Greenville Partners L.P.; Buyer: 
Multi-Market Radio Inc.; Broker: Blackburn & Company

$8.75 M: KAQQ-AM/KISC-FM/KNFR-FM Spokane, WA; Seller: Silverado Broadcasting Co.; 
Buyer: Triathlon Broadcasting Co.

$5.3 M: WJOB-AM Hammond, IN & WZVN-FM Lowell, IN; Seller: Colby Broadcasting; Buyer: 
M&M Broadcasting Inc.; Broker: George Jennison

$5 M: WTAI-AM/WAOA-FM Melbourne, FL; Seller: Silicon East Communications Partnership; 
Buyer: Gem Broadcasting Inc.; Broker: Robert A. Chaisson Inc.

$4.2 M: KSQR-AM Sacramento, CA; KOQO-AM Clovis, CA; KOQO-FM Fresno, CA; Seller: D&V 
Equinox XX Inc.; Buyer: Silverado Broadcasting Co.

$3.8 M: WACO-AM/FM Waco, TX; Seller: SBG Communications of Texas Inc.; Buyer: Sonance 
Communications Inc.

$2.725 M: KXEW-AM South Tucson & KOHT-FM Marana, AZ; Seller: Cactus Broadcasting L.P.; 
Buyer: Big Broadcast of Arizona L.L.C.

$2.4 M: KTNT-FM Edmond (Oklahoma City), OK; Seller: Life Broadcasting Inc.; Buyer: Caribou 
Communications Inc.

*$1.5 M: WILS-AM/FM Beckley, WV; Seller: Nancy Smith; Buyer: William & Lynn O’Brien 
$1.5 M: KXZZ-AM/KBIU-FM Lake Charles, LA; Seller: Dixie Broadcasters Inc.; Buyer: KBIU 

Acquisitions Inc.; Broker: Sunbelt Media
$1.438 M: KENZ-FM Orem, LIT; Seller: Wolf Communications L.L.C.; Buyer: Monarch Broadcast­

ing Inc.
$1.4 M: WOFM-FM Mosinee, Wl; Seller: Mosinee Communications Inc.; Buyer: WRIG Inc.
$1.3 M: WKYN-AM Florence, KY; Seller: Twenty-First Century Media; Buyer: Chancellor 

Broadcasting Co.
$1.25 M: WZPK-FM Berlin, NH; Seller: New England Broadcasting Inc.; Buyer: Fuller-Jeffrey 

Broadcasting; Broker: Media Services Group Inc.
$1.25 M: KMVI-AM Wailuku, Maui & KMVI-FM Pukalani, Maui; Seller: Obie Broadcasting of Maui 

Inc.; Buyer: C&C Radio Licensee Co.
$1.2 M: KEYH-AM Houston; Seller: Artlite Broadcasting Co.; Buyer: El Dorado Communications 

Inc.
$1.2 M: WSPO-AM/WSPT-FM Stevens Point, Wl; Seller: Americus Communications #1 L.P.; 

Buyer: Americus Communications Inc.
$1.15 M: KGGR-AM Dallas; Seller: Faith Broadcasting L.P.; Buyer: Mortenson Broadcasting Co.; 

Broker: Bill Whitley

* $1.5 M for 99.2%

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

CLOSED!

WROK^AM/WZOKTM, 
Rockford, Illinois from Nolte 
Communications, Inc., 
John Nolte, President to 
Connoisseur Communications 
of Rockford, L.P., Jeffrey 
D. Warshaw, President, 
Connoisseur, Inc., for a total 
consideration of $4,600,000.

Charles E. Giddens 
and

Randall E. Jeffery 
initiated the transaction.

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-827-2727
RANDALL E. JEFFERY 

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

GEORGE I. OTWELL 
513-769-4477

ELLIOT B. EVERS 
415-391-4877

RADIO und TELEVISION 
BROKERAGE • APPRAISALS

MEDIA WNTURE
PARTNERS
WASHINGTON, DC 

ORLANDO • CINCINNATI 
SAN FRANCISCO

Source: Radio Ink—Vallie/Gallup Radio Poll of 1,001 persons 18/, margin of error + 3%
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FORUM

Sales for the quarter are below projections 
What do you do to reduce costs?

Gary Rozynek, GSM • WBMX-FM • Boston, MA

The key to running any business success­
fully is to manage to your expense line. A 
contingency plan should be in place so if 
sales are soft in any given quarter, certain 
line item expenses can be eliminated or 
put off to luture quarters to ensure cash 
flow expectations. The easiest time to do

this is when you are creating your budget. Take steps to 
prioritize line items, so if you are in a position where you must 
reduce costs, the decision will be pre-determined for you

based on your plan.
1 would recommend monthly reviews of the financial 

situation with all department heads and remind them of their 
"fiduciary responsibility" in operating their areas. One of the 
many challenges we face is how to do more with less. The 
biggest resource we have is our station's collective creative 
imagination. Don't forget to use it. Too often it's easy to 
overlook the good ideas that our department heads and staff 
may have. We must solicit ideas from all employees, maintain 
discipline and be innovative to ensure profitability. g

The first thing we would do is find out 
why sales are down. Are sales in the mar­
ket down overall? How is the economy 
affecting sales for retailers? Reducing costs 
will depend on how much sales are down.

If you're off by a few thousand, 
maybe no changes are necessary'. How­

ever if you're off by quite a bit, then you need to reduce costs 
tor the long haul in case this sales trend continues.

At KSLV-AM/FM, we look at everything. It can be as

Gerald M. Vigil, GM • KSLV-AM/FM • Monte Vista, CO

simple as deciding whether to use a hard line or cellular to do 
your play-by-play sports, etc. It can also be as complicated as 
reducing your staff and figuring out how you're going to cover 
all the bases. We combined our traffic director and bookkeeper 
successfully' into one position with the help of a computer 
system and updated software.

KSLV-AM/FM have enjoyed record sales years for the 
past three years, but 1 constantly' monitor expenses and look for 
ways to run the stations better through improved technology 
which can help reduce costs in the long run. S

Mark Masepohl, GSM • KTRH-AM • Houston, TX 

1 he first step when a revenue shortage
appears eminent is to develop a short-term 
revenue plan to minimize the difference 
between budgeted and projected revenues.
Special packages, added-value programs, 
sales contests, etc., are ways to help spike- 
sales. On the expense side, our CM dis­

cusses what is needed to bring in the quarter with all department 
heads. Each department looks for cuts that will not affect the 
long-term performance of his her department. We have a sliding

commission structure that automatically reduces commission 
expenses to dollar one if we are not at budget. Additionally, we 
look for items such as travel that can be put on hold. Merchan­
dising items that have been budgeted as a cash expense could be 
substituted with different incentive items that can be traded with 
the cash savings going to the bottom line.

The real key to bringing in the bottom line when sales are 
soft is accurate forecasting. With accurate forecasting a Radio 
station can find ways to temporarily reduce expenses to bring in 
the bottom lin^ without jeopardizing long-term success. £

I.0ULD LIKE TO RESPOND TO A FORUM QUESTION. CALL SHAWN DEENA AT 407-655-8778

marketing

YOU SIMPLY CAN’T GET MORE EFFECTIVE 
k telemarketing at a Setter PR™ 
K ^AS-Philadelphia to KYXY-San Diego, 

k our clients say we are the BEST in the business! 

^/RESEARCH pn, .
^^Kpartners, inc tor t,le se«et to your

success call 800-767-3533
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EVENTS CALENDAR

1996

FEBRUARY
Feb. 28-March 2—Country Radio Broad­
casters Country Radio Seminar, Nashville. 

615-327-4487

MARCH
March 2-4—NAB State Leadership Confer­
ence, Washington D.C. 202-429-5402
March 4—Ontario Association of Broad­
casters Annual Conference, Ontario. 

416-695-9236
March 14-IRTSF Newsmaker Luncheon, 

New York. 212-867-6650
March 17-19-West Virginia Broadcasters 
Association Spring Meeting, Martinsburg, 

WV. 304-744-2143
March 20-23-Alpha Epsilon Rho National 

Convention, Los Angeles. 803-777-3324

APRIL
April 10—The Golden Mike Awards, New

York. 203-862-8577
April 12-13 —10th Annual Old Time Radio & 
Nostalgia Convention, Cincinnati. 

513-772-1720

April 15-18—NAB Annual Convention 1996, JUNE
Las Vegas. 202-429-5402
April 17-Broadcasters’ Foundation Pio­
neers' Breakfast, Las Vegas. 203-862-8577 
April 19-21—CES Mobile Electronics ’96, 
Orlando, FL. 202-457-8700
April 21-25 -NationalChristian Radio Semi­
nar (NCRS), Nashville. 615-242-0303
April 26-28-Adventures in Broadcasting 
Promotion Director’s School II, Stamford, 

CT. 212-682-6565

MAY
May 1-3-The Radio Only Management 
Conference, Scottsdale, AZ. 609-424-6800
May 4-7—RAB Board of Directors, Boston. 

212-387-2100
May 8—IRTSF Foundation Awards Lun­

cheon, New York. 212-867-6650
May 15-19—Annual Public Radio Confer­

ence, Lake Buena Vista, FL. 202-414-2000 
May 19-22—Broadcast Cable Financial 
Management Association/Broadcast Cable 

Credit Association Annual Conference, Lake 

Buena Vista, FL. 708-296-0200
May 21-26—NRB International Conference, 

Jerusalem. 703-330-7000
May 23-25 —CES Habitech 81 CES Orlando 

’96, Orlando, FL. 202-457-8700

June 1-2—14th Annual National Associa­
tion of Hispanic Journalists Convention, 

Chicago. 202-662-7145
June 6-13-EIA/CES International Summer 

Consumer Electronics Show, Chicago. 202- 

457-8700
June 19-22-PROMAX & DBS Conference & 

Expo, Los Angeles. 213-465-3777
June 20-23—Talk Radio ’96, Washington, 

D.C. 617-437-9757
June 22-25-NAB Board of Directors Meet­

ing, Washington, D.C. 202-775-3527
June 27-29—The 45th Annual AWRT National 

Convention, Naples, FL. 703-506-3290

OCTOBER
Oct. 9-12-NAB1996 Radio Show & World 

Media Expo, Los Angeles. 202-429-5402

ARBITRON SURVEY DATES
• Winter Jan. 4-March 27
• Spring March 28-June 19
• Summer June 27-Sept. 18
• Fall Sept. 19-Dec. 11

FAX YOUR ORGANIZATION'S EVENTS TO: Events Calendar, 

c/o Shawn Deena 407-655-6134.

The Country Experts.
Look for the BP Programmer- 

Consultants at the Country 

Radio Seminar in Nashville. Jaye, 

Ken and L.J. add power to some 

of the best run, most successful 

stations in the Country.

BP CONSULTING GROUP

Give us some time. We'll give you the experts.
Now, BP Consulting Group services are available for Broadcast Programming Barter.

0
Ox

©
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MANAGEMENT

We All Need Employees To Be Eagles
But Eagles Flying In ‘Formation’

There are so many self­
help and motivational 

books out that it staggers 
the mind. I've talked with 
people all over the coun­
try who say, "Hey, have 

you read, The 7 Habits of

Bill Richards Highly Successful Sales­
people, or Don Shula's

new one? Whether it's these books or any 
number of others, the message is clear: People 
like to be motivated. 

the eagles what the flight plan is. If they don’t 
communicate that, then you've ultimately 

got dissension.
The world of Radio is filled with suc­

cesses and failures. What separates the two? 
After all, a station with the same cume can be 
a 4.5 share station. Suddenly a new PD comes 
in and takes it to a 7 share. What happened? 
What was the difference? What suddenly made 
the station a full 2 1/2 shares better? Did the 
station have better listeners? No. The differ­
ence was the lead eagle.

QUICKREAD“

► Success happens by hir­
ing the right people cer­
tainly. However, putting 
together successful teams 
also means hiring people 
who fill a roll... a “forma­
tion,” if you will.

►We do need employees 
to be “eagles.” Free-think­
ers who can soar above the 
competition, think on their 
feet, and be looked up too, 
are qualities that are ex­
tremely important.

► However, just as impor­
tant as your eagles are, 
it's more important to get 
your eagles to understand 
where they belong in the 
formation.

► The lead eagle needs to 
clearly communicate with 
the rest of the eagles what 
the flight plan is.

► The job of steering a Ra­
dio station in the ’90s isn’t 
going to be easy. Every 
format is fragmenting. The 
lead eagle who can keep 
his vision and formation in 

tact will be the winner.

Slations are always looking for an edge. 
They want to hire people who are self-moti­
vated, focused, energetic ... etc. They want to 
put a team together that will bring desired 
results. That's admirable. 1 even agree that it's
the most important ingre­
dient to a successful Radio 
station. But I think many 
people miss the point.

Success happens by 
hiring the right people cer­
tainly. However, putting 
together successful teams 
also means hiring people 
who fill a roll ... a "forma­
tion," if you will. You see,
I believe that it's not so much the individual 
you hire, as much as it is how that individual 
fits into the formation.

The Difference Is The Lead Eagle

We do need employees to be "eagles." 
Free-thinkers who can soar above the compe­
tition, think on their feet, and be looked up 
too, are qualities that are extremely impor­
tant. However, just as important asyoureagles 
are, it's more important to get your eagles to 
understand where they belong in the forma­
tion. Eagles who are unable to conform don't 
get where they're going. Get enough eagles 
heading in different directions, and you've got 
no formation.

Gertainly you wouldn't have someone 
be the lead eagle if they were unable to stay 
focused on where they're going. If you did, 
you'd have a bunch of eagles wondering where 
they're going. The staff needs to see consis­
tency in the lead eagle too. The lead eagle 
needs to clearly communicate with the rest of

Is Your Formation In Tact?

Some people are airaid to lead. Some 
thrive on it. Again, knowing which eagle is 
which, is crucial in the void between the two.

If you hire the wrong eagle, you could be a 4.5 
share. Hire a different one, and you're a 7 
share. Surprisingly, the 4.5 share eagle might 
be great if he/she were in a different position 
in the formation. Or maybe he/she needs to 
join another flock.

The trick is to make sure your lead eagle 
is just that ... a leader. Monitor the progress, 
orce the lead eagle to commit his plan to 

L3PCr UP on his/her progress. Are they 
irino the right people? Are they keeping the 

formation in its proper alignment?
, The job of steering a Radio station in the

s isnt going to be easy. Every format is 
aomenting. The lead eagle who can keep his 

onand foimation in tact will be the winner.

. > /c ^excuse me for this) it won't 
0 U1 a few droppings on your compe­

tition as you fly by! s

Hill Richards is president of Bill R, 

may be reached at 4O7-i9i.U2i
chards Radio Consultimi He
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HOLD ON TO YOUR WALLET!
Save money by understanding the games some 

other music scheduling software companies play.
By David Ferraro, CEO of Micropower 

Corporation, the makers of POWERGOLD® 
Music Scheduling Software.

Watch out for people baiting you to make a quick 
purchase or switch to another system. Before you 
sign a contract for any music scheduling system, 
read the fine print. Here are just a few of the extra 
charges you could have with some other music 
scheduling software systems:

$ Interfaces. Most of the others charge you 
hundreds of dollars to get their software to talk to 
your hard-disk or CD playback system. 
POWERGOLD® - NO CHARGE.

$ Technical Support. Watch out for “low cost 
buy-outs” with charges of up to $100 per hour for 
support! We’ve helped countless people with every 
kind of computer problem, POWERGOLD® related 
or not. For Free. Hard drives die, printers die, 
someone wipes out the contents of a hard disk, you 
name it. Even in the middle of the night, and on 
holidays! POWERGOLD® - NO CHARGE.

$ Multiple Installations. If your PD wants to 
take his work home on his or her notebook 
computer, you could pay an extra fee, every month! 
POWERGOLD® - NO CHARGE.

$ Pre-Loaded Music Data. Watch out for big 
charges to import your music library data into their 
system. Or, pay hundreds more for the utility so you 
can do it yourself! POWERGOLD® - NO 
CHARGE.

$ Program Updates. Look out for “updates for 
a limited time only”. You will pay again and again! 
POWERGOLD® - NO CHARGE.

In contrast, we are a service driven company. The 
items listed above are services. We love helping 
your PD or MD with our quality software, expertise, 
and services. We have only one charge, either a 
low monthly or annual fee. NO GAMES, NO 
SURPRISES, NO HIDDEN CHARGES, AND NO 
NONSENSE. PERIOD. We’ve been doing 
business this exact same way for 8 years. It’s a 

smart, effective way for you to benefit from our 
years in the computer software and radio businesses.

POWERGOLD® has always been the radio 
industry’s software of choice for cost-conscious 
General Managers who want to maximize each 
dollar. Price won’t be a problem.

For Program Directors and Music Directors, 
POWERGOLD® has always been the easiest 
system to learn and use. Maybe that’s because it’s 
the only system with an Autoinatic Setup function 
for your scheduling rules, and an extra optional 
scheduling pass called the Auto-Editor™. The Auto­
Editor™ combined with our powerful manual music 
log editor give the PD a serious time advantage over 
his or her counterparts using other systems.

POWERGOLD® is a fully-armed, feature-packed 
music scheduling system that has been refined over 
the past 8 years to compete and win in the toughest 
market conditions. The PD won’t be a problem.

Call us or visit our web page to learn more about 
POWERGOLD®. You can download the program 
from our website and look at the entire system. 
We’d love for you to have a look. And you guessed 
it, there’s no charge!

POWERGOLD
Music Scheduling Software

(501) 221-0660
http ://www.powergold.com

E-Mail: power@powergold.com • Fax: (501) 221-3200

POWERGOLD ® is a Registered Trademark of Micropower Corporation 
Copyright © 1996 Micropower Corporation
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PROMOTION

The VIP Pass
Sell It To Virtually Any Retailer

The VIP Pass is a gift-with- 
purchase promotion that ties 
in to an entertainment event 
and can be sold to virtually 

any retailer. The events to 
work with areones thatcome 
to yourcity annually, attract

Bill Hol®!7 a large audience and are well-
known. Make arrangements

QUICKREAD“ with the promoter for the creation of the Pass. It 
will be in exchange for on-air exposure ol the

► The VIP Pass is a gift- 
with-purchase promotion 
that ties in to an entertain- 
menteventand can besold

event on your station, preferably, inside the 
sponsoring retailer's spots to avoid the on-air 
clutter of separate promotional announcements.

to virtually any retailer.

► Retailers welcome pro­
grams like this, because 
they enhance the perceived 
value of an item, without 
any incremental expense 
on the retailer’s part

► Retailers are generally 
not in a position to estab­
lish gift-with-purchase 
programs on their own. 
(The program is ordinarily 
provided by the vendor.) 
As the Radio station that 
brings these parties to­
gether, you can look like a 
hero to your clients and 
your accountants!

What The Pass Provides

What the Pass provides depends upon 
the event. It might include free admission, a 
free ride, a free concession item, or be good 
for upgraded seating. The key is to make its 
perceived value great enough so that it is an 
effective incentive for a retailer.

The perceived value of the Pass can be 
enhanced with a VIP tent orbooth at the event. 
Only people with VIP Passes would have ac­
cess to the tent for celebrity meet-and-greets, 
free hot dogs, station promotional items, dis­
count coupons from the sponsor, etc.

Contract with the event promoter lor a 
specilied number of VIP Passes. Print them

yourself, unless the promoter already has a 
comparable Pass. The promoter will also be 
eager to supply collateral materials, such as 
posters and brochures, that the retailer can 

display in-store.

How The Sponsor Uses The Pass

A gift-with-purchase program provides a 
bonus "gift" when the consumer purchases a 
specific item. Retailers welcome programs like 
this, because they enhance the perceived value 
of an item, without any incremental expense 
on the retailer's part.

Retailers are generally not in a position to 
establish gift-with-purchase programs on their 
own. (The program is ordinarily provided by 
the vendor.) Your Radio station, however, is in 
a position to create gift-with-purchase pro­
grams. There are probably already half a dozen 
events you work with throughout the year that 
would make excellent candidates for the VIP 
Pass program. The program will be welcomed 
by the event's promoter because it provides 
increased exposure to the event with no hard 
cost attached. As the Radio station that brings 
these parties together, you can look like a hero 
to your clients and your accountants! ® 
Bill Haley is president of Haley Productions, a firm providing 

Internet services. multimedia sales presentations, television commer­

cials and marketing videos for Radio stations. He may be reached at 

6IO-S92-797O.

Why KD Kanopies?

1-800-432-4435
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marketing

How I Sell Outdoor To Radio
What You Should Know

QUICKREAD'“
► Outdoor advertising and 
Radio are natural partners 
because your audience is 
captive in their cars listen­
ing to the Radio while driv­
ing by billboards on a rou­
tine basis.

► You should have at least 
a 50 showing (meaning 50 
percent of the market will 
be exposed to the advertis­
ing) to maximize market 
coverage. Then decide if 
permanents or rotary would 

be best

► Permanents are more 
expensive than rotary.

► With rotary you increase 
the awareness of your mes­
sage with fewer units.

► What about using paint 
or vinyl? With vinyl, your 
artwork has almost no cre­
ative limitations.

The first step in selling out­
door advertising to Radio 
stations is to prepare for the 
call with the GM, the only 
one who has the authority 
to spend the dollars.

I ask questions like 
who is your listening audi­
ence? Is it men, women or 

both? What are the income and market tar­
gets? I take notes and am prepared to answer 
questions such as: Does your company have a 
research service? Can you assist in some art 
design? Is your company willing to partner in 
community service? Does yourcompany keep 
all financial information confidential?

The number one question is, "Why should 
I buy outdoor"? Outdoor advertising and Ra­
dio are natural partners because your audi­
ence is captive in their cars lis 
tening to the Radio while 
driving by billboards on a 
routine basis.
In my proposals I include:
• a list of locations
• the size of the billboards
• if they are illuminated (and 

the hours they are lit)
• daily effective circulation (DEC)
• reach and frequency
• who is currently on each unit proposed.

Pictures of the locations, maps, research, 
prospective artwork and an investment page 
are also included. You should have at least a 
50 showing (meaning 50 percent of the mar­
ket will be exposed to the advertising) to 
maximize market coverage. Then decide if 
permanents or rotary would be best.

Permanents Or Rotary
Permanents, sometimes called spectacu­

lars or bulletins, are more expensive than rotary.
The advantages are traffic is usually 

higher in these areas, they are usually the 
best billboards in the market, and they are 
good for special effects, like neon and RBDS 
units. The disadvantages: are the need to 
change your creative more frequently to 
keep your message fresh.

Rotary are units where the copy is moved 
every two months to other units in a group 

(pool) of locations to target different freeway 
patterns. You increase the awareness of your 
message with fewer units.

The advantages are you can pick your pool 
in advance and need to change creative less 
often. The disadvantages are rotary pools usu­
ally include many units that cannot be sold as 
expensive permanents. Be careful! Your show­
ing at the beginning may be wonderful, then 
decline, before improving toward renewal time.

It is extremely important to see the boards 
in real life (pictures can be deceiving), which 
is why you "ride" the boards. The philosophy 
here is simple: you see the board, you like the 
board, you buy the board. Do not get caught 
up in the right-hand read, left-hand read non­
sense. Be careful in the winter that barren trees 
are not in front of a proposed unit.

Paint Or Vinyl
What message do you 

want to put on your bill­
boards? Here is another 
simple rule: Who you are,- 
Where you are,- and What 
you are (call letters, dial 

position and format).
Technology has changed so much in the 

last three years that the cost of painted units 
and vinyl are extremely competitive. With 
painted units, art reproduction is limited to 
the talent of the painter employed.

With vinyl, your artwork has almost no 
creative limitations. There are disadvantages 
to vinyl, however, like hidden charges for pre­
press set-up, shipping, and the grade of vinyl.

Extensions extend past the traditional 
size of the billboard. Though costly, they 
have merit when used properly. Please note 
some cities restrict the use of extensions.

Embellishments are extraordinary items, 
such as neon or three-dimensional creations. 
They are expensive and should be part of a 
long-term plan. The newest embellishment in 
the Radio industry is the RBDS unit (Remote 
Broadcast Digital System) which allows you 
to show what you are playing at the time you 
are playing it. S

Riilpb Greco is senior account representotioe at 3zM National 

Advertising Company. He may be reached at 713-896-0447.
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INTERVIEW

CARL BRAZELL 
RADIO IN EASTERN EUROPE

C
arl Brazell Jr., presi­

dent and CEO of 

Metromedia Interna­

tional Inc. since its founding 

in 1993, has more than 30 

years experience in all phases 

of Radio operations and cor­

porate management. He has 

direct experience as a journal­

ist, broadcaster, general man­

ager and chief executive, and 

has been very successful at 

identifying programming op­

portunities, developing strat­

egies to capitalize on those 

opportunities, and executing 

those strategies while keep­

ing costs to a minimum. Re­

cent examples are develop­

ment of the Wave format in 

L.A., the Touch format in L.A., 

the turnaround of KHOW and 

KSYY Denver, and the refor­

matting of KJQY San Diego 

and KODA Houston.

His latest venture, however, 

with Metromedia partners and 

company owners John Kluge 

and Stuart Subotnick, takes 

him to Eastern Europe and the 

former Soviet bloc countries, 

including Russia, to acquire and 

operate Radio stations there.

Brazell discusses the for­

mats, and sales and marketing 

of these stations, the cultural 

differences, and Metromedia’s 

plans for the future.

I
NK: From Crowley, Louisiana to Mos­

cow Is quite a distance. How did you 

end up in Eastern Europe?

BRAZELL: In 1992,1 was president/CEO of 
Command Communications, of which 1 
had a share of the ownership. My partner 
bought me out. At the time my old friends 
at Metromedia, John Kluge and Stu 
Subotnick, were involved in a company 
that was going into the wireless cable 
television business in Eastern Europe and 
Russia. They discovered that they had 

access to certain FM Radio frequencies 
while they were getting their microwave 
frequencies for their wireless cable They 
called me and asked if I'd be interested in 
ooking into this to see if there was a 
busmesshere. So I spent about three weeks 
n Russia and parts of Eastern Europe in 

December 92. I came back and rec j 
mended that we pursue it. We formed a 

company, aseriesof Jointventuresandare 

now in five places with Radio stations and 
hope to be in another 10 or 15 in 1996. 
INK: Where are the five that you are in now? 

BRAZELL: We are in Moscow, St. Peters­
burg, Sochi, Russia. We are i n Riga, Latvia, 
and three cities in Hungary, including 
Budapest. We are the largest privately 
owned network in Hungary right now. 
We are the only privately owned regional 

network.
INK: Do the Radio stations over there have 

call letters?

BRAZELL: They have names.
INK: What are some of the names?

BRAZELL: In Moscow, our station is Ra- 
dio of the Seven Hills. In St. Petersburg, 
it is Radio Katusha, which is the name of 

one of the big powerful guns that was 
used by the Russians to defend St. Peters­
burg during World War II. In Sochi, our 
station is Radio Nike, which is the Greek 
word for victory. In Riga, our station is

18 RAMO INK



Radio Skonto, which is the name of the 
large company with whom we have a 
partnership there. In Hungary, our sta­
tion is Radio Juventus, and that is the 
Latin word for youth.
INK: Is Eastern European Radio, a blank 

canvas for programming?

BRAZELL: I wouldn't say it is exactly a 
blank canvas but it is considerably differ­
ent than it is in the U.S. There was no 
private Radio until 1989 and 1990. How­
ever, state Radio, government-operated 
Radio, had prevailed for many, many 
years, which was used for a combination 
of education and propaganda, not terri­
bly entertainment oriented. The Radio 
for Europe, the BBC and Radio Luxem­
bourg, were heard in many of those places. 
They broadcast entertainment as well as 
propaganda, so the people in thosecoun- 
tries had a taste ol Western music, either 
Western European music, or American 
music, for quite a few years.

LICENSES & FORMATS
INK: Are the new stations AM or FM and 

how do you get a license?

BRAZELL: What we have as the FM band 
88 to 108, was used by the communist 
government for military purposes. Now 
that the military'- has been de-empha- 
sized, those frequencies are being re­
leased and are available to private enter­
prises to acquire. You have to have gen­
erally two licenses in those countries 
rather than one like we have here in the 
U.S. One license is for the technical 
frequency and the other is the authority 
to produce programming. So, what we 
have done is gone in and formed joint 
ventures with local people in each mar­
ket. In some cases, they're government- 
related entities that have the licenses. In 
other cases, we formed a joint venture 
and go in and acquire licenses.
INK: How do you pick the formats for these 

stations?
BRAZELL: We have gone in and done 
market studies, just as we would do in the 
U.S, and we develop a format. For ex­
ample, our format on Radio Juventus in 
Hungary, nine months after it went on 
the air the local audience research shows 
that our ratings have eclipsed the Na­
tional State Network, which was the 
number one product in all of Hungary, 
for many years.
INK: What is the format?

BRAZELL: It is a music-based format with 

local language. The music is a mixture of 
Hungarian popular music, U.S. pop mu­
sic, and Western European pop music. 
INK: When you say pop, would we relate 

it to Top 40? Would it be Rock?

BRAZELL: No. Contemporary music, 
comparable to CHRand Adult Contem­
porary local news, and a hell of a lot of 
local commercials.
INK: Lots of commercials because there 

was a void for companies that really didn’t 

have a place to advertise?

BRAZELL: The state Radio stations in all 
of these countries have been accepting 
advertising since it became permissible 
three or four years ago. What we’ve done 
is taken American, or Western-trained 
general managers, and put them into these 
stations and, over a period of months, in 
each case, turned them into very serious 
Western style businesses operating within 
the framework of the local customs and 
local language in each market. We have 
a full sales stall in each place. We have 
sales training that goes on almost every 
day. For example, in Hungary, our gen­
eral manager is Bud Stiker who has been 
a Radio manager in the United States for 
30 years. In Moscow, Mike Lonneke is 
the general managerof Seven Hills. He is 
a very experienced guy with a strong 
sales and programming background. Our 
general director at Riga, Latvia, is Bartley 
Walsh, a very seasoned and experienced 
Radio guy. In St. Petersburg, we just 
appointed a young man who is a Bulgar-

Brazell (r) with Mikhail Mikshis, 

president of Nika Telecom and partner 

in Radio Nika in Sochi, Russia.

ian. For three years while he was at the 
university he put on the air the first 
private Radio station in Bulgaria and, 
within a year, it was a commercial suc­
cess. He is a very, very dynamic and 
bright young man. We have another 
young man whom we just promoted to 
general director of our Sochi station. He 
came out of the BBC office in Moscow. 
He had been doing some translating work 
for us, but had also been a producer and 
on the news staff of BBC in Moscow.
INK: What are your other formats?

BRAZELL: Well, in Sochi, we have sort of 
a very simple, music intensive CHR for­
mat. In Moscow, we have a very, very 
sophisticated and complex format that 
was developed directly as a result ol 
extensive research we did there. We are 
in the process of refining it on the air 
right now. It has taken us much longer 
than we anticipated for a lot of local 
problems that we've encountered with 
personnel and some other problems. The 
Moscow format tested higher than any 
format we ever tested in the U.S. We 
think, once we get our marketing and 
promotion in place, we are going to have 
a real success on our hands.
INK: What is the format?

BRAZELL: It is a combination of a very 
narrowly defined type of Russian music, 
of Western pop, which is a combination 
of U.S. and Western European pop, and 
Classical. It is a very unusual format. Be­
tween the record part of the format, it is 
more serious in its presentation form, less 
frivolous than a typical disc jockey type of 
presentation. It has thoughtful content. 
INK: Are these stations heavily dayparted? 

BRAZELL: No. This is an hourly mixture, 
not a daypart mixture. In Sochi, for ex­
ample, where we only have one commer­
cial competitor, we daypart more heavily 
than we would in some place like Moscow, 
or St. Petersburg, where there are more 
choices for people on an ongoing basis.

A WIDE-OPEN MARKET
INK: It seems like it is a pretty brand-new, 

wide-open market.

BRAZELL: It is and what we are seeing there 
with our operations is that we are having a 
great leap of time. What took 30 years to 
evolve in this country, we're seeing a huge 
leap in Eastern Europe and Russia by drop­
ping immediately into what happened in 
this country in the mid to late '80s.
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INK: So, the learning curve has already 

been done in this country and you are able 

to apply it there.
BRAZELL: What we have learned Irom 
our research is it has to be done very 
carefully. The first company to go into 
that part of the world, was a French 
company that formed a joint venture in 
Russia called Europa Plus. They create 
most of their programming in Moscow 
and deliver it by satellite. They initially 
did programming in French with a lot of 
Western music. We don't think they did 
very much research, if any, but it was so 
new, so fresh, and so different, that they 
stole the hearts of the Russian Radio 
listener. Our research shows that there is 
now an appetite for something different. 
Europa Plus still has a significant audi­
ence every place that they have Radio 
stations. They are a very well-run com­
pany and have made a major impact, but 
there is certainly room for diversity and 
we think that we have discovered format 
types in these markets that are not only 
going to be competitive but dominant.
INK: One of the things that made Top 40 

in the ’60s different from Radio today is 

the fact that it was eclectic, yet it all fit Do 

you see these similarities with program­

ming in Eastern Europe?

BRAZELL: We do see that, but we've also 
found that they are quick to reject what 
they don't like. We've made a consider­
able investment in trying to determine 
what will appeal to people to give them 
as pure a menu of product that they like, 
although it may involve some variety. As 
I said, in Moscow, for example, we've 

Brazell and Sergiu Nicolaescu, 

partner in Romanian American Radio

in Bucharest, Romania.

<>otten three distinctively different types 
of music that we are blending together, 
but we are blending them very carefully 
in accordance with the results the blue­
print, that our research brought us. . 
INK: Did Radio create niche programming, 
or did Radio respond to the taste of the 

American consumer?
BRAZELL: 1 think that almost everything 
that has happened new in our industry 
has come as a result of need on the part of 
the operators as opposed to desire on the 
part of the consumer. I think when some­
body has a Radio station and has not 
been making money, that is when new 
formats are created. We saw in Los Ange­
les in 1985 that our Radio station KMET 
was still making millions of dollars in 
profit, but our audience shares were de­
teriorating, there was more competition 
in the AOR format, and we knew that the 
profits would start dropping off unless 
we could find a way to preserve it. So, we 
went into the market with a research 
project designed to find out two things. 
One, is there a way to fix this old format, 
make it better, and try to beat KLOS, 
who was our most serious competition, 
or is there something out there that would 
do better and is not being done right 
now. The result of that, with a few more 
research studies and refinements, was 
the Wave format and its success speaks 
for itself in the Los Angeles market.
INK: What have been the biggest ob­

stacles that you have encountered in 

Eastern Europe?

BRAZELL: Learning how to motivate people 
in a different cultural environment. People 
are not always motivated by the same 
things. Teaching the people in the various 
markets how to most effectively sell Ra­

dio, both on the air and 
from an advertising sales 
standpoint. Also, finding 
people to operate the sta­
tions, and teaching them 
to have patience and not 
expect things to happen 
overnight like you can 
make them happen in 
this country.

CULTURAL DIFFERENCES 
INK: What are the pri­

mary cultural differences 
in business between Eastern Europe and 

this country?

BRAZELL: Start with language. Every 

time you go in and sit down to have a 
conversation with someone, whether 
they are advertisers or one of your em­
ployees you have to have an interpreter 
In most cases, like Hungary, we have 
the most English speaking people in our 
station and that is because it is the most 
Westernized in the countries that we 
are in so far. But, in every other market, 
our general directors and general man­
agers are joined at the hips with their 
translators and interpreters. They can't 
make a move without them.
INK: And, a lot of times, it is not so much 

what you say, but how you say it 

BRAZELL: Nuances are absolutely criti­
cal. It is very important for the individual 
and his interpreter to have a good rela­
tionship and for the interpreter to under­
stand what the manager is trying to say, 
as well as what the words literally mean. 
Another very difficult problem is learn­
ing all of the laws that apply, and I don't 
mean so much the media laws. There are 
many things that are permissible in this 
country that are not permissible in some 
of these other countries.
INK: Such as?

BRAZELL: Well, you can't terminate some­
one because he isn’t doing a good job 
necessarily in some countries. You have 
to have a contract with an employee and 
that employee is entitled to work the 
length of his contract almost unless he, 
or she, is insubordinate. When a person 
is terminated on a certain day of the 
week, for example, they are entitled to 
more severance pay than on other days 
of the week. You can't terminate people 
in some countries when they are ill. For 
people in some countries, the law pro­
vides that individuals can have as much 
as a year off if they have a child. In one 
country in particular, if a single woman 
has a child under the age of 16, she can t 
be terminated for any reason unless she 
blows your building up or something. 
The laws are very, very different in each 

country and it is critical that our people 
understand them, therefore we have law­
yers whom we hire in each country to 
give them briefings on these laws.
INK: How regulated is the Radio industry 

In Eastern Europe?

BRAZELL: I would say it is not terribly 

more regulated than it is in the U.S. There 
is a imit of maximum percentage on broad- 
«st time allocated to commercials. You

FFRpilAnvnz
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are not allowed to 
broadcast porno­
graphic type 
things. You are 
not allowed to ad­
judicate the over­
throw of the gov­
ernment. Now, 
there have been 
some instances in 
Russia recently 
where a couple of 
Radio stations 
have taken adver­
tising from cer­
tain political candidates and those sta­
tions have been approached by the au­
thorities about continuing to broadcast. 
In one case, in Russia recently, a Radio 
station was taken off the air, but that was 
because they essentially took a particular 
political position with a candidate who 
was not properly registered. So, there are 
laws regarding political broadcasting, com­
mercial limitations, and things of that 
type, but as long as you follow the rules, 
you don't get in trouble.
INK: How are American companies viewed 

by Eastern Europeans?

BRAZELL: Oh, I think very well as long as 
the American companies coming in don't 
represent the "uglyAmerican." American 
companies are viewed as wealthy and, in 
the case of broadcasting, we’re viewed as 
having a lot of knowledge about certain 
areas, particularly in the sales and mar­
keting area. I must say that they are much 
more opinionated on the programming 
product that they want on the air. This is 
because they have had state Radio for so 
many years. It's interesting, just like in 
this country, we've found that the disc 
jockeys much prefer to exercise their 
own judgment on music than to listen to 
the input of consultants, or research 
people, but that's not new, we've had that 
for 30 years.

SALES & MARKETING
INK: What type of advertisers do you 

have? Is it mostly local? Is it global 

advertisers?
BRAZELL: It is exactly what you have in 
this country. It is anybody who wants to 
reach consumers. This goes from the 
mom and pop stores to the institutional 
advertisers like automobile manufactur­

ers, drug companies, food companies, 
package good companies, and local re­
tailers, so it is really the same gamut as we 
would have in this country.
INK: Was learning the currency an ob­

stacle?

BRAZELL: No. We deal with the conver­
sion rates on an ongoing basis, because 

SIDELINES
♦ Leisure Activities: Golf, spending time with my family.

♦ Recommended Reading: Any mystery or intrigue novel for escape.

♦ Mentor or role model: Mentor: John Kluge; Role Model: as a young Radio 

journalist, Edward R. Murrow.

♦ The most interesting person I know is: My wife Susan Ziller Brazell.

♦ If you had 30 minutes to sit and talk with one person, whom would you choose? 

My wife.

♦ If you were granted one wish, what would it be? To be 30 years younger and doing 

what 1 am doing now.

♦ If you could go back in time, where would you go? There has been no time in 

history more exciting than today.

♦ To whom did you listen on the Radio when you were growing up? Edward R. 

Murrow, Gabriel Heatter, Lowell Thomas.

♦ What did you want to be when you grew up? Lawyer.

♦ What is your pet peeve with Radio? The pressure for profits causes unfortunate 

limitations on investment in product

♦ The most embarrassing thing that ever happened in my career was ... As a young 

newscaster broadcasting in French in Crowley, Louisiana, I intended to say that 
my colleague was in the back of the building; I said that he was playing with his 

backside!

♦ What has been your most elusive goal? A greater understanding of history.

♦ Of what achievement are you most proud? My family.

♦ As a listener, what is your favorite format? All News, and Classical.

♦ What advice would you give someone who wants to get into Radio? Do it! It’s hard 
work, and one of the most exciting industries you could choose.

we like to talk in terms of dollars as 
opposed to Hungarian forints, Russian 
rubles, or whatever the local currency 
happens to be. We just watch the con­
version rate on a daily basis.
INK: With the change In political climate 

in the world, possible changes in the 
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European economy, how tenuous is your 

investment?

BRAZELL: We don’t think it is tenuous at 
al!. We have a very high level of confi­
dence that, although we expect changes 
in the political climate, the political envi­
ronment, and in the political direction in 
each of these countries, we don’t expect it 
ever to go back to the anti-capitalism that 
existed prior to the late '80s. Once they've 
been exposed to the free marketplace and 
the benefits to the individuals of free 
marketplace, we don't think they will ever 

We have discovered a 
way to dramatically 

increase your 
company’s revenues 

without selling a spot.

CM!

V«-14 Cour.t ’ Suite 210 • Issaquah, WA 98029
Voice&FAX 206/718-2104 • AltRev@AOL.com

go back to a complete socialist system. 
Now, there unquestionably will be a lot of 
evolution in the government, but we don’t 
anticipate that they are going to throw 
out the people, or the goose that laid the 

golden egg.
INK: Perhaps it was the exposure to the 

Western world and capitalism through 

media that helped bring about the down­

fall of communism.

BRAZELL: I don't think there is any ques­
tion about that. I think that the change in 
the economic system has brought a lot of 
discomfort to a lot of people. Because, 
people who were accustomed to a steady 
income from the government now are 

not getting it in many cases. The upside 
short-term and long-term, is so strong 
that we don’t anticipate it ever going 
back to the old system.
INK: What are your plans in Eastern Eu­

rope? More acquisitions?

BRAZELL: Expansion and acquisition. We 
have got 10 very active projects under­
way right now, all of which probably will 
close, certainly, in the first half of 199g 
and many of them in the first quarter, and 
another 10 or 15 that are a little farther 
down the road. Ourcompany is involved 
not only in Radio, but other parts of the 
company are involved in MDS, which is 
wireless cable, in Radio paging, and in a 
couple different types of telephony.
INK: You really sound excited.

BRAZELL: I've been in the Radio business 
since 1955. I've had a number of tremen­
dous experiences in 40 years, but this is by 
far the most exciting, dynamic, and pro­
gressive project I've ever been involved in. 
It is quite an honor to be able to be the first 
American company to do things on this 
scale in that part of the world.

THE NEXT STEP
INK: Where is the next step, and where is 

the full opportunity?

BRAZELL: The growth of the Radio indus­
try' and broadcasting at large will be in 
direct proportion to the growth of adver­
tising. When we see advertisers willing 
to make commitments to promote their 
product, then I think you will see busi­

nesses springing up that want to take 
advantage of that opportunity. In Russia, 
according to the best information we are 
able to receive, in 1992, total advertising 
expenditures are estimated to have been 
5.5 million U.S. dollars for the whole 
country. In 1993, theestimate isbetween 
250 to 300 million dollars. In 1994, the 
estimate was 980 million dollars. Now, 
those are awesome percentage growths. 
1 think that is going to continue to grow 
or the foreseeable future as more and 

more international companies come into 
t ie former Soviet Republic, the former 

aisaw Pact countries, with their prod- 
uct- As more product comes in, people 

ant to get the product out to the public, 
icy want to create a demand and they 

1°¿y11 y advertising. As that happens, 
‘ 11 c ¿oing to be more and more

Wcompetingfortheadvertisingend
■. ust as in this country, the smarter 

ones are going to make the money.Circle Reader Service #113
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INK
Ideas for Advertisers Using Radio

Radio has always been a powerful advertising medium. 
With the recent environmental changes in the media climate 

Radio can now be considered a primary medium.

• Industry deregulation and consolidation with the telecom bill allow 

advertisers to achieve critical mass with less work because buyers 

can deal with fewer representatives.

• Radio’s efficiency provides advertisers the frequency needed to cut 

through the bombardment of 3,000 plus commercial messages con­

sumers receive each day.

• New technology now gives national advertisers the same flexibility 

as local users for instant ad copy distribution to take advantage of 

special conditions in the market.

• Research studies indicate in many ways the ear is superior to the 

eye for getting a message to the brain.

• Even with all the choices vying for the consumer’s time, time spent 

with Radio has remained consistently high over the years.

These are but a few of the hundreds of reasons Radio is Now a Primary Medium.

Look for this symbol next to articles in every issue of Radio Ink to learn more.

INSIDE * PepsiCo and Tracy-Locke Bubble Over Radio 
• For BBDO/NYC: Radio = Efficiency



Teens As Consumers
• The teen market consists of 28.5 million consumers.
• Teenagers spend almost $100 billion a year. ri_upn Dercent hold full
. More than 1/3 work as many as 20 hours per week. Eleven percent

. They’re Aprirne consumers for product categories like clothes ^hletk foot 

wear, CDs, electronic entertainment, computer games, fast food, cosmet

• Radio reaches 99 percent of all teens each week; 80 percent during TV’s 

prime time. , c. p„.
Source: Brandweek, May 1995; Quirk's Marketing Research Review, April 1995: Simmons Stars, 

17, 1994; and Spr '95 RADAR

SUCCESS STORY

Pop Goes The Radio

Teens Love Their Radio
Teenagers strongly support Radio as an effective advertising medium. 
(% of teens recommending medium as effective in reaching them)

Radio.......................................
Magazines............................
Cable TV................................ 
Before movies at theater 
TV (not cable)....................  
Billboards, scoreboards.. 
Through the mail...............  
Sponsored events.............  
In school................................  
Newspapers.......................... 
Buses, trains......................

...... 75%

...... 74%

..... 68%

....68%

...55% 

.. 54% 
45%
.......43%
.......................... 40%

In the bubbling world of beverages 
PepsiCo faced a challenge advertising and pro­
moting their diverse product lineup through­
out PepsiCo's network of bottlers in hundreds 
of markets across the country.

Each product has its own distinct brand 
personality and target market. In addition, bot­
tlers demand versatility, sometimes including 
market, account and/or price specific execu­
tions. Enter Dallas agency Tracy-Locke (T-L) 
Radio Monsters.

So for Pepsi, Radio offered a perfect solu­
tion to their needs. Radio's varied station for­
mats offer the appropriate listeners to fit each 
brand personality, while also providing cost­
efficient "taggable" spots to satisfy each bottler's 
specific market requirements.

Source: Teenage Research Unlimited, Marketing & Lifestyle Study, 
as printed in Wise Up to Teens by Peter Zoilo

Espanol Es Muy Importante
Following items courtesy of the RAB's
Radiolink “Today” section on the World Wide Web - http://www.rab.com. 
Data from 900 interviews of Spanish-dominant female shoppers in New York, 
Los Angeles and Miami shows that brands with the most extensive Spanish- 
language advertising programs tend to be leaders in their categories among 
this group. Some highlights of the survey show leading brands among Hispan­
ics enjoying impressive shares:

Cold Cereal — Kellogg’s Corn Flakes.................................................  
Toothpaste — Colgate.......................................................... "TT"............................
Deodorant — Secret......................................................... " ...............................
Laundry Detergent — Tide................................... ....................................................
Shampoo — Pantene................................................................ ..........................
Beer — Budweiser..................................................................' ’ ................................
Source: Quirk's Marketing Research Review

38% 
78% 
35% 
57% 
30% 
50%

Leasing Loyalty
Lessees are more loyal than those customers who finance their cars or oav each- 
• 93% of lessees go on to lease another vehicle.
• 56% will acquire another vehicle from the same auto manufacturer
Among those who replaced leased cars:
• 58% went back to the same dealership - vs. 44% of cash customers and 

39% or people who financed.
• 628'0 of those paid cash for their vehicles.
• 77% percent financed, and will do so again.
Source: The Power Report

Charge Mania
In 1994 (latest figures available), the credit card market hit $594 billion, up 72% from 

>346 billion in 1990. There were 383 million general purpose cards in circulation in 
94- versus 287 million in 1990 - and it is estimated that the figure will reach 600 
T0 199Tysa IS the industrY leader, with more than 184 million cards in 1904 
source: Research Alert

Implementation
What T-L did was develop Radio-specific 

campaigns for PepsiCo brands. The strength 
of these spots come from taking advantage of 
the unique creative opportunities Radio af­
fords. Rather than simply executing a TV cre­
ative on Radio, T-L and PepsiCo looked to de­
velop Radio-specific creative campaigns to sup­
port the brand imagery. This creative is coupled 
with a strong local 
marketing effort 
bringing station 
tie-ins, promos, 
and local events 
thereby maximiz­
ing Radio dollars.

NOTHING ELSE 
IS A PEPSI

Results
PepsiCo's successful efforts have included 

Brand Pepsi's return to its musical heritage with 
original songs created for popular music for­
mats under the "Be Young, Have Fun, Drink 
Pepsi campaign. This return continues with the 

current "Nothing Else Is A Pepsi" campaign. Ex­
ecuted in :40, ¡20, :60 and even 2:00 formats, 
these songs strive to entertain.

Lynes and music support the "Nothing Else 
s T Pepsi statement without resorting to the 

jmg e standard of touting product attributes, 
this direction results in great Radio that gets 

e isteners foot tapping, singing along and 
ultimately remembering that - Nothing Else 
Is A Pepsi. g

Tracy-Loche/Rndio Monsters 

reached at 2 i 1~9ü9~9ooo
is located i„ Dallas. TX. and may hr

CCDDI I A nw « ,
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advertiser

Q&A
Prominent 

Advertisers Speak 
Out About Radio

This issue...
Peter Harrington, VR Media 

Supervisor and 
Network Radio 
Manager, 
BBDO/NYC

How does Radio figure into 

your advertising mix?

Harrington: For our clients us­
ing Radio, they recognize the 
extraordinary efficiency of 

the medium which allows 
them to advertise for longer 
periods, or with more fre­
quency than if they used TV 
alone. Radio is an excellent 
complement to TV.
Are you using Radio more or 

less and why?

Harrington: Our spending in 
national Radio is up signifi­
cantly from a few years ago. 
Its really a case of if some­
thing works for you, continue 
to use it and expand on that 
success. Other factors affect­
ing the increase are competi­
tive factors and I can't say it 
enough — efficiency, effi­
ciency, efficiency. Radio ad­
vertising is a great value.
What do you like most about 

Radio?

Harrington: Radio is a very, 
very flexible medium for ad­
vertisers. Whenever we 
"brainstorm" internally about 
media solutions, someone al­
ways brings up an idea that in­
volves Radio. Radio is also in­
novative despite its being 76 
years old. We have Radio on 
the Internet.
What do you like 

least about Radio? 

Harrington: My 
biggest gripe about 
national Radio in­
volves the under- 
delivery of na­
tional Radio in many of the 
major markets. Commercial 
clearance verification 
should also be more timely 
than at present.

How can Radio better suit your 

needs?

Harrington: Overall, I think the 
Radio industry is doing a very 
good job for both listenersand 
advertisers. I would like to see 
the Radio community sell it­
self more aggressively to ad­
vertisers. The Mercury Awards 

BBDO
NEW YORK

are a giant step forward, but 
more needs to be done. Finally, 
I wish AM reception could be 
improved in mid-town Man­
hattan where I work. »

ADN EWS“

Radio Structures Are A Changin’
According to BIA’s State of the Radio industry 1996, the 
Radio industry is starting to look like other media in terms 
of ownership structure. One analysis from the 170-page study 
looks at the rising concentration of market ownership: “In 
the top 100 markets, an average of only 5.9 owners con­
trols 88 percent of the revenues. In the larger markets, it 
takes eight to 10 Radio stations to garner that kind of mar­
ket revenue share, but in markets 60 and smaller it is often 
four or fewer primary owners.” Another analysis indicated 
that four of the largest broadcasters (CBS, Infinity, Ever­
green and Disney/Cap Cities) accounted for 14 percent of 
the revenues of the entire industry.

Deadline Date
The deadline for the 1996 Radio­
Mercury Awards competition is 
nearing. March 1 is the last day 
for entries in the $200,000 
grand prize competition hon­
oring the best of the best in 
Radio advertising. Call 212- 
681-7207 for entry forms.
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adnews

Metromedia Gets Trunked nwnPH
Metromedia International Group Inc., through its wholly owned 
subsidiary. Metromedia International Telecommunications Inc. 
(MITI), has agreed in principle to an initial ^ve5tm^nt n 
acquire 51 percent of the existing ventures of Protocall ven­
tures Limited (PVL), a U.K. company specializing in Trunked 
Mobile Radio, for cash and other consideration valued at 
$3.1 million. PVL owns interests in Trunked Mobile Radio 
Networks in Spain, Portugal, Romania and Belgium, and is in 

the process of setting one up in Hungary.

L.A Reign
The latest report by Southern California Broadcasters shows 
1995 L.A. Radio revenues set another record with a 6.2 

percent increase over the preceding year, remaining America’s 
top Radio revenue market. SCBA pegs L.A. Radio’s total 
revenues for ’95 at $533>95°>000-

Premiere Completion
Premiere Radio Networks has announced that it has com­
pleted an offering of 1.5 million shares of Class A Common 

Stock at $18.25 per share.

Pittsburgh A Winner
While the Steelers may not have won the Super Bowl, WDVE- 
FM, for the second year, was Pittsburgh’s top-billing station 
in local, national and total revenues for 1995. WDVE’s total 
gross revenues were roughly $12.5 million.

First quarter doldrums? Pump up your 
sales with Talk America’s per-order spot 

ad plan (One-On-One Sports has already 
raked in $125,000+...and counting!)

The program log is looking 
mighty thin this time of year. Lots 
of PSAs, promos, and loooong 
music sweeps. That's why you 
should look into Talk America’s 
per-order spot ad program. It can 
really make a difference in your 
first quarter sales figures.

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

Satellite Radio Network 
would agree. They’ve seen over 
$41,000 and change from Talk 
America per-order spots.

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

numbers along with our free 
company brochure.

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

We find the right products, 
with price points between S69.95 
and $200, that appeal to the mass 
market. That s right: No $19 mops 
or $20 magazine subscriptions that 
generate nothing but pocket change. 
Our products are heavy hitters.

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

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

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

Talk America’s in-house 
fulfillment and customer satisfac­
tion departments ensure that the 
people who buy our products... 
your listeners...are treated with 
respect and integrity.

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

Don’t let avails go by unsold 
during the first quarter. Put Talk 
America to work for you. There’s 
no risk...and the rewards can be 
very sweet.

Call for a brochure: 
1-800-576-0377 

ext. 4002

TALK AMERICA
A World of Marketing Opportunities 
”• Coop«. Sm«, ponlwa, ME
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Practical Hands-on Selling Tips and Ideas

HOT TIPS HOT TIPS

Before You Start Your Pre­
sentation ... i. Find the “hot 
button” (the end result the cli­
ent desires). Eighty percent of 
your presentation should be 
directed at this.

Eliminate objections up­
front before you start 

to sell. Ask questions 
that commit the cli­
ent to answers that 
gently diffuse later 
objections.
3. Get the client to 

say that they want 
what you have be­

fore you tell them 
what you have. This way, 

they can’t lie later and say they 
don’t want it.
Source: Pam Lontos, Lontos Sales & 
Motivation Inc.

______

Providing
Qualitative

Systems
For Every i 

Rated
Market.

People Who Think — 
With Their Ears

• “Auditories” account for about 
25 percent of your prospects.
• They care more about how 
they hear things than what you 
actually say.
• They will buy from you based 
on how they hear you talk.
• They base their buying deci­
sions on your voice, intonation, 
pace, pitch, tone and rhythm.
• They don’t care what you 
show them about your station.

• They gain trust from what 
they hear you say and won’t 
buy if that trust is not there.

Sure-Fire Selling
To sell someone who has never 
advertised on the Radio:
• Ask that person this ques­
tion, using these exact words. 
“Let’s assume that you’ve had 
a year-long campaign. What 
happened during that year that 
let you know it was the right 
thing to do or that it was a 
good use of money?”
• Whatever the answer, show 
proof from other customers 
that their needs will be met.
Source: RAB

Do You Want To Sell More? 
To sell more to your existing 
customers, ask yourself:
1. Is there something that 
would cause your current cus­
tomers to use more of your 
product each time they used it? 
2.1s there something that 
would cause your customer to 
use your product more often?
3. What would help your dis­
tribution channels to sell more 
of your product?
4. Finally, ask your customers 
if they have ever thought of 
other uses for your product.
Source: The Competitive Advantage

NONSPOT REVENUE by Ronnie Hanna Coates

One of the vehicles that the WMC sales team uses to 
produce nonspot revenue is an actual mobile vehicle dubbed 
the Magic Diner, a fully equipped remote studio that resembles 
a diner restaurant of the '50s. It stands out among other sam­
pling venues because of its ability to make appearances at con­
cert and sporting venues, street fairs, art festivals, and other com­
munity events. WMGwas able to achieve effective exposure 
to more than one million people during 1995, the Magic Diner's 
first year, and it garnered more than $150,000 in nonspot rev­
enue from three sponsors, not traditional media buyers, through 
category exclusive sampling and signage programs.

When they were presented with the opportunity to sample 
their products to 1.2 million people while maintaining cat­
egory exclusive signage on the Diner, they didn't even ask about 
60-second Radio commercials. They quickly realized the value, 
however, of multiple metro area-wide exposures of their new 
products or secondary lines on the well-traveled Magic Diner.

In 1996, WWMG and WEND's nonspot revenue plans in­
clude expanding the applications of the Diner program, tying 
more clients into on-air promotions and offering coupon op­
portunities on the backs of a million TicketMaster tickets, a

Ronnie Hanna Coates is retail sales manager ofWWMG/WEND Charlotte NC She 
may be reached at 704-339-3226.
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SALES MEETING SALES

by Peri G. Corso

Seven Simple Steps

1. Agenda: Always have one 
for each member. It should 
have a simple beginning, 
middle and end. It sets the 
tone and pace of the meeting. 

2. Timing: Meetings al­
ways scheduled, seldom im­
promptu or more than once 
a week.
3. Short: Should last no 
longer than one hour. Collec­
tive time is expensive time.
4. Sweet: Emphasize the 
positive, recognize individual 
accomplishments. Work dili­
gently at spreading the rec­
ognition around each week. 
Keep it upbeat; happiness is 
contagious. Conversely, 
negativity can also be infec­
tious; cut it immediately and 
deal with it later in a one- 
on-one setting.
5. Theme: Have a central 
idea and focus discussion 
on it. This central idea 
should be clearly indicated 
in the agenda.
6. Interact: Encourage dia­
logue in each area of discus­
sion, however never let in in­
terfere with Short.
7. Future: Quickly highlight 
a topic for the next scheduled 
meeting as food for thought 
and individual preparedness.
I find that adjournment with 
a question is very effective, 
such as, “How do you get past 
the receptionist to the 
decisionmaker?” Think about 
it because it will be the sub­

ject of next week’s 

meeting. 3 
Peri Corso is GSM of 
KIK-FM Orange. CA. 
She may be reached at 
71A-63A-9W-

Purpose-Plan-Payoff 
The Name Of The 
Game In Selling
by Ken Greenwood

Today, people who sell media 
need a sharper, more defined fo­

cus that helps them manage 
time. The competition for the 
customer's time is greater, with 
more two-legged critters skulk­

ing around in the countryside pushing ways to 
get customers to spend their advertising dollars. 

Too many of these people are ill-trained 
and unskilled. The customer, today, sifts 
through a lot of chaff before they find a little 
wheat. Too often they must find a translation 
from a sales proposal to their bottom line.

A lot of salespeople are wasting their time 
and that of their customers or prospects. How 
can the salesperson address this problem?

in your mind the purpose of that call.
2. The second step is to jot down your 

plan. Again, you are rehearsing the steps you 
will follow. If it is an information call, this might 
prompt you to write down some questions. 
What is the annual budget? Who makes the 
buying decisions? What are the key times of 
the year for this account? Do they have co-op 
funds available? What do they like, and don't 
like, about what they are now doing?

Now, the call begins to get more focused 
becauseof the mental rehearsal. It may be that 
the purpose of the call is to deliver more in­
formation. If so, this process reminds the 
salesperson to take a certain piece of infor­

mation with them. That may 
remind them of another piece 
of information that could be 

valuable. The net result is a
quick review of the process the 

salesperson will follow on the call.
3. The most important part, 

the third step, is the payoff. What 
specifically does the salesperson in­

tend to accomplish on this call? To ob­
tain specific information? To get the next 

appointment? To close another gap in 
their sales loop? To get an order?
The three steps allow the salesperson to

prepare for a more focused call. If there is no 
purpose for the call and no payoff for the sales­
person, why make it? On the other side of the 
equation, it creates the impression of a more 
professional call to the customer or prospect. 
That person is more likely to get something of 
value from the salesperson.

But this simple process is something more 
than just a way to sharpen the focus of the 
day's activity. A person can be very active, but 
not accomplish a great deal. Purpose-Plan-Pay­
off provides a way to accomplish more in the 
way of payoff. And ultimately, Payoff is the 
name of the game in selling. ®
Ken Greenwood is author of High Performance Selling. He 

i may be reached at 918-747-1119.

Purpose-Plan-Payoff
Purpose-Plan-Payoff ... just three 

words. But, they become very dynamic 
words when they are put into practice 
on a daily basis.

Most salespeople write down on 
paper some type of fundamental daily 
list of things to do. To improve the
efficiency of that process, and to make the 
activity more focused, 1 suggest you convert 
this system into three steps.

1. The first step is to add the purpose of 
that activity. The first notation might have been 
McMullen's, a local furniture store you are going 
to call on today. After that, add the purpose of 
the call. Is it a probing call, question and response 
call, or an information call? This helps to focus

TAPSCAN systems can maximize your revenues, increase 
the efficiency of your sales staff, manage your yield, and 
make your entire station more productive and profitable.

TAPSCAN, Inc.
3000 Riverchase Galleria, Eighth Floor 
Birmingham, Alabama 35244 
205-987-7456

Circle Reader Service #117
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MANAGING SALES

What reports do you require 

from your staff?

Hank Kestenbaum, SM • WQOL-FM/WZZR-FM/WPAW-FM
Vero Beach, FL

We only require one report, our “Weekly 
Planner.” The planner gives us the opportu­
nity to crystallize, on paper, what our sales­
people can accomplish.

The salesperson lists each business he 
or she intends to see, day and time of the 

planned call, type of presentation, amount of money we're 
asking for and (since this is the era of multistation selling) 
the station or stations targeted for each prospect. We’ve 
developed a simple form that, when completed, gives us 
all the information.

The planner is the cornerstone of our Monday morning 

one-on-one meetings. First we review last week, focusing on 
what was accomplished and new strategies for the pros­
pects that didn’t close. Then we move to this week, letting 
the salesperson verbalize how they intend to sell each pros­
pect. This is a great reality check for both manager and 
salesperson. Then I’ll decide which calls we’ll make together.

The weekly planner is our only required report, but 
it’s the foundation for everything we do. It gives sales­
people the ability to set, focus on and achieve goals ev­
ery week. And, it gives the manager a tangible way to 
monitor that achievement. tsi

NEW BUSINESS DEVELOPMENT

Deregulation:
What It Means For NBD
by Alison Glander

Our experi­
ence with new 
business devel­
opment in a 
duopoly is that 
it tends to 

work better in combo. 
Whether you're a proponent of 
cost savings in a duopoly or 
not, there are consolidation op­
tions for your nontraditional 
(NTR) department that will 
actually increase revenue and 
turn into a real profit center.

You Reap What You Sow
In a one-FM-to-an-owner 

world, many stations were 
forced to straddle the line be­
tween needing to attract 

nonratings dependent busi­
ness, and not spending so 
much on it that the whole ef­
fort became worthless. Com­
promises were made.
• Management Talent. A 
"real manager" for the depart­
ment is expensive, so many 
stations settled for "coordina­
tors" instead.
• Dedicated Sellers. Sales 
salaries are hard to justify, so 
most new business depart­
ments borrowed a small piece 
of each AE's time. 
• Training. Even though an 
intense amount of training is 
needed to understand market­
ing, distribution and product­
movement, stations skimped.

Successful stations with 
1 million and $2 million in 
ontraditional billing are 

proof that when companies 
invest in nontraditional busi­
ness, it works. But too many 
others have never been able 
to justify the basic tools that 
spell the difference between 
success and failure.

Consolidation Makes 
It Easier

The more stations we 
put under one roof, the more 
the willingness to take calcu­
lated risks will come. Those 
stations who find a way to 
have one NTR department 
serving all co-owned stations 
in a market will find they 
have the resources to afford 
management talent with se­
rious marketing acumen. 
That "GM caliber" person 
can lead a better-trained and 
well-supported sales force 
solely dedicated to selling 
the kind of marketing ser­

vices that manufacturers and 
retailers will pay money for.

A team like that could 
one day find its billings rival­
ing the Radio stations'. It's 
possible that with some real 
investment we can make as 
much money selling some­
thing other than Radio.

Yesterday's new business 
development was "cute little 
promotions sold to people 
who don't buy Radio." With 
some effort, tomorrow's will 
be "major pieces of sales pro­
motion business on project­
basis and retainer contracts 
with our marketing division." 
But that will happen only if 
we let the economies of scale 
that deregulation provides 
work in our favor, pooling the 
resources of the co-owned 
stations to support one bigger, 
better, more profitable new 
business department. Sa
Alison Glander is president of Global Sales 

Development. She may be reached at 804- 

32O-558Ì.

Get Out Of 1 st Quarter Ali ve

"ThE LeacIer In PromotIonaI TraveI"

Upscll More CHents!
Beat Any Promo In Your MarIlft!
VaIuf Added Promotions!
Ext lusivF TfrrIiorys Ava^aHe!
Low Cosi! Hiqh PERckvEd VaIue!

BaItama Cruìse:

?
Hawaü, Veças, 
Mexico, Paris Aìr:

Mexico Air & HoieI:

2 >

$44.95

$64.95

$89.95
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ideas you should start planning now

APRIL
Easter Fashions 
Lawn & Garden

1 April Fool's Day
7 Easter

24 Secretaries Day

TARGET PRODUCTS
Florist

Outdoor Furniture
Recreational Vehicles

DATES TO REMEMBER
4 Passover Begins

7 Daylight Savings Time Begins

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

IMPROVEMENT MONTH

• “Free Tree House or Doll House.” Chil­
dren will draw pictures of their home to 
enter. Have winners in different age groups 
and display around the store.
• "Dream Room Giveaway.” Listeners will 
take a photo of a room they want to have 
made over and bring it to a client location 

to win.
• “Home Improvement Hot Spots.” Run a 
series of commercials or promos that tell 
listeners where to go for all their home 
improvement needs. Example: "April is 
Home Improvement Month and if you’re 
putting up a new fence call...”

CELEBRATE HOME

• “Tool Time.” Tie-in with the syndicated 

show Home Improvement. Approach the 
local television station that airs the show 
& search for the local “Tool Man.” Contes­
tants will write, or fax in, and the winner 
will do promos with the DJ for Tool Time. 
• “Do it Yourself Day.” Work with a home 
improvement, discount or craft store and 
have tables set up to show how to make 
improvements around your home. Tie in 
manufacturers & have reps on-hand to 
answer questions. Have a specialist from 
the Home section of the newspaper on- 
hand to get free publicity.

TAPS GANI For Windows... 
Unparalleled Speed...
Upequaled Power... 

Unprecedented Ease.
TAPSCAN for \\ indows” employ s all the speed and power of 

Windows ’95” to give you the ability to simultaneously run Rankers 

Scheduling. Trending. Retail Spending Power, or any other feature. 

TAPSCAN for Windows gives y ou the power and flexibility you've 

been looking for.

^Ta US C'A N IX CORP O RATE D
3000 |flVER£HASE GAI I.ERIA • EIGHTH fl OOR 

BIRMINGHAM. ALABAMA 35244 
2Q5-S87-745O

s IJ
Circle Reader Service #119
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MARCH QUICK FIX '

• “The Office Makeover.” Offices fax in to 
win a makeover for their office. Have 
clients provide plants, a cleaning service, 
new supplies for the office, or facials, new 
hair styles, and clothes for the employees.
• “Trade-in Days.” Any retailer advertises 
“bring in your old product and receive % 
off a new one.” This works for computers, 
shoes, coats, appliances, etc.
• “The Prom Pledge.” Students pledge not 
to drink the night of the prom. They 
register at a retailer, and the school that 
has the most students participate wins a 
free band for their prom.

TARGET PRODUCTS
Outdoor Furniture; Lawn & Garden; Air 
Conditioning; Pools & Hot Tubs; Home 
Improvement; Auto After-market; Prom 
Dresses & Tuxedos

DATES TO REMEMBER
5 TV Turn-off Day
11-15 Chocolate Week
13 Plant a Flower Day
17 St. Patrick’s Day
20 1st Day of Spring
25 68th Annual Academy Awards
31 Palm Sunday

Spring Break
Proms

NATIONAL
Frozen Food, Peanut, American Red Cross, 
Nutrition and Music In Our Schools Month

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 

Appliance

DATES TO REMEMBER
1 4 Kentucky Derby
5 Cinco De Mayo
5-11 Pet Week
12 Mother’s Day
12-18 Police Week
18 Armed Forces Day
27 Memorial Day
26 Indianapolis 500

NATIONAL
Mental Health, Barbecue, Physical Fitness 
and Photo Month

* Radio Ink assumes no responsibility for the viability of the 
promotions mentioned. Stations are advised to check with 

legal council regarding legality and possible lottery.

Sulcs Promotion Planner is compiled by 

Kim Stiles, creator of The Stiles System 

Radio Day Planner. She may be reached 

al 919-a tb-suv.
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Pro^ramlNK
Ideas About Radio Programming

PD FORUM

How much 
influence do 
record charts 
have on your 
music selection?

Harry Nelson 
WBCS-FM 
Boston, MA 
There are sev­
eral factors 
that all work 

together and provide a bal­
anced decisionmaking process 
for WBCS' music selections. 
These elements are record sales 
in the Boston metro, requests, 
research, charts from Billboard, 
Network -io, R&R, and Gavin, in­
put from Phil Hunt at Rusty 
Walker Consulting and gut 
feel. We also look at sales, re­
quests and charts from stations 
in markets that have a similar 
profile to Boston such as New 
York and Philadelphia, as well 
as smaller markets around us 
like Hartford, Providence, 
Portland and Portsmouth.

The factor that probably 
most influences our decisions, 
however, is “gut feel," a term 
that strikes fear into the heart 
of every GM who talks regu­
larly with your research com­
pany. Gut feel is in many cases 
the culmination of years of ex­
perience, battling formidable 
competition. It is often the 
catalyst that creates a great 
Radio station. It is "vision fit

To the Programming 
Department of

RADIO 
INK

The new Program Ink’, appearing in every issue, is 
designed to provide you with timely, insightful informa­
tion 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 
personnel 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.

Marv Gunderson 
CKRX-AM/CKTA-AM 
Lethbridge, Alberta, Canada

We look at the 
charts as one 
form of re­
search. When 
we make mu­
sic decisions 

we first look at what we feel 
tits our marketplace. The all­
request nooner and record 

store sales indicate what our 
listeners are asking to hear 
and are buying. The record 
industry reps in our area are 
very good at suggesting 
songs that fit our format. The 
role of the charts is to con­
firm that our decisions are 
solid and we will use chart 
information for songs we are 
unsure of. If we see a song is 
getting a lot of adds we will 

listen again to see if our opin­
ion has changed. No matter 
how high the chart position 
though, if we feel the song 
does not fit the market, we do 
not add the song. ®

Pat McMahon 
WUSA-FM 
Tampa, FL
It's important to 
know whether 
a chart is ranked 

according to actual airplay, re­
ported airplay, or sales. The in­
formation is only as good as 
its source.

When we add a record 
we need to be confident that 
it is a song with real staying 
power and not a tune that has 
enjoyed a brief stay at the top 
of the charts thanks to the 
record promoters.

God bless the record in­
dustry for all their hard work 
and their support of Radio, 
but let's face it, not every re­
lease is destined for greatness. 
It's up to our programming 
staff to select only the songs 
that fit our sound and appeal 
to our 30- to 54-year-old au­
dience, regardless of their 
current chart position. For a 
station like WUSA that is 
slower to add new records, 
the charts are a good source 
of information for new titles 
as well as giving us a feel for 
how a tune is developing. 
Also, most of the information 
suppliers provide a station-by- 
station breakout, and there are 
a handful of other ACs that we 
like to keep tabs on. @

IF YOU WOULD LIKE TO RESPOND TO A PD FORUM QUESTION, CALL SHAWN DEENA AT 407-655-8778.
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SOUNDBITES
nn^-PAMM.NG fOR MANAGEMENT“

► Programming With Mayo. 
ABC Radio Networks and Ur-

ban consultant Barry
Mayo have entered into _______  
an exclusive agreement >-— 
whereby Mayo will work with ABC 
Radio to help further the 
network's dominance in Urban 

programming.

Customer Service 
In The Studio

>- Premiere Radio Networks introduces 
a new Oldies program created by Radio 

legends Bill 
Drake and Kent 
Burkhart. Big 
Daddy’s Rock ’N’ 
Roll Oldies Club, 
a six-hour show, 
is slated for re­
lease next month. 
L-r: Bill Drake; 
Premiere CEO

Steve Lehman; Burkhart/Douglas & As­
sociates Chairman Emeritus Kent 
Burkhart; and Premiere Exec. VP/Direc- 
tor of Programming Tim Kelly)

► Sports Shift. One-On-One Sports 
has done a little rearranging with hosts 
and schedules. (All times Eastern).
• Steve Czaban, weekdays 6-10 a.m.
• Larry Coltar now on 7 p.m.-midnight 

Saturday & Sunday.
• The John Renshaw Show: 10 a.m.-2 

p.m. weekdays.
• Wall-To-Wall-Sports: 2-6 p.m.
• “Papa” Joe Chevalier: 6-10 p.m.
• New host Amie Spanier: 10 p.m.-2 a.m.
• Bobby Kemp Show: 2-6 a.m.
• Jay Mariotti: 9 a.m.-i p.m. Saturday 

& Sunday.

by Dave Anthony
You know life is good 

when the boss surprises 
you with a two-week va­
cation in Aruba, or 
when Arbitron says 
you're number one in

the market, or when you see your on- 
air staff having a spirited discussion 

about customer service.
Which one of these scenarios is 

most unlikely to occur? Its a toss-up. But 
you may have some control over one of 
them, at least, and that would be the 

meeting about customer service.

Your On-Air Staff
Consider: How much 

attention do you expect 
your sales staff to give to 
customer service? How 
about your business de­
partment? Production 
and continuity? Each of
these departments has daily 
contact with your advertis­
ers and at least some de­
gree of training as to how 
to take proper care of these 
relationships. But what 
about the air staff? Not 
only do they deal 
with your val­
ued clients 
at remotes 
or other 
appear­
ances, but
they also in­
fluence business 
daily when they're on the air and when 
they produce commercials. Don't over­
look training for your on-air talent. Of­
ten they may have a better relationship 
with an advertiser than your sales rep 
does. So what are some of the things you 
can persuade them to watch out for?

All Spots Cannot Be Made Good
Well, first, teach them never to

► Catbird Seat. Congratulations to
C a t s p a w 
Productions 
in Atlanta for 
picking up 
three Gold 
“Pinnacle 
Awards” pre­
sented by

the International Festival and Events
Association (IFEA).

► USA Update. Here are some new 
USA Radio Network features.

• A Day In The Life - a daily look 
focusing on that particular day in 
Beatles history, with stories, trivia, al­
bum cuts and unreleased and live cuts.

• Road To The White House — 
covers the candidates’ and their stand 
on all the issues. Hosted by USA se­
nior anchor Kim Taylor.

• USA Health NewsFeed — offers daily 
reports on the latest developments in 
health medicine.

scratch any commercials they cannot 
readily locate unless they've called 
someone for specific directions. Why? 
Because, of course, not all spots can be 
made good. And if the commercial was 
simply misfiled, the resulting revenue 
loss could be prevented by getting 
someone to help search for it or dub­
bing another copy.

How about when the advertiser 
calls after business hours? A rude air 
personality can sour your relationship 
in a hurry. Train 'em. (Don't they ap­
preciate good service when they be­
come the customer?) Believe it or not, 

too many air personalities don’t 
know or care about the role ad- 

' vertisers play in your business.
And either excuse is deadly.

What About Remotes?
Who handles the advertiser 

during remote broadcasts? It should
always be the account exec but if that's 

not possible, take the air personality 
aside beforehand and do a little "client 
prep." Look at this effort as insurance.

In the production process, the air 
personalities have a lot of influence 

over the type of service your custom­
ers get. Is the copy read and deliv­

ered correctly and effectively?
Is the cart labeled correctly? 
(An incorrect date can lead 

to revenue loss and eventually 
to advertisers who think your

staff just might be inept.) If some­
how outdated copy airs, do your on- 

air people react correctly?
Don't be misled. Anything short of 

100 percent attention to the service your 
customers get leads to dissatisfaction and 
a substantial loss of revenue. And then 
you can definitely write off any surprise 
tickets to Aruba. ®

Dave Anthony is director of FM proilrammini) for 

Radio Partners in Jacksonville, FL He may be reached at 

'JO4-7S3-3711.
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TALK RADIO

Why Talent Fail
by Lorna Gladstone P
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A new talent comes on-board. At 
first the station is filled with excited 
anticipation, but when several books 
go by without ratings going up, the 
mood turns sour. What went wrong?

1. No One Ever Tells Them What's Good
It’s hard both emotionally and intuitively 

to improve if all you hear is what's wrong. Tal­
ent need to know what they are doing right, 
and why. Be supportive. Be specific.

2. Not Enough Time
Talk is a habit based format. Listeners of­

ten hate new talent just because they're new, 
rejecting change automatically. Because listener­
talent relationships are a product of time and 
growing familiarity, it can take years for a new 
talent to develop a large, consistent audience. 
If you believe in your ability to hear talent, be 
ready to commit for the long haul.

3. They Sound Just Like The Old Talent
Repetition provides a certain comfort level 

for listeners, but it is unlikely to increase rat­

ings. A certain monotony of sound develops 
and, worst case, talent are labeled as copycats. 
For the station to grow, there must be a sense 
of continuity in difference. Audience growth re­

quires originality.

WEBSITE-INGS

4. They're Stuck In A Studio With A Stranger
Put two strangers in a studio together and 

chances are you won’t get chemistry. You'll be 
lucky if they can tolerate each other in six 
months. Try using secondary' roles (traffic, sports, 
news) to test pairings. If no chemistry develops, 
play musical chairs until there's a click.

5. They Have It All
Knowledge, expertise, good pipes, formatics, 

preparation, desire — none mean much without 
personality and charisma. Sometimes it's expressed 
in warmth, sometimes humor, sometimes edgy 
wit. Ultimately, talent either have it, or they 
don't. If it’s there, it can be developed. If not, 
ultimately nothing will help. S

Loma Gladstone is president of Gladstone Consulting, specializing in 

Full-semice, Sports and Talk formats. She may be reached at 312- 

266-9931.

WBCT-FM Grand Rapids, Ml 
Country 

http://www.b93.com/b93

Premiere Radio Networks 
http://premrad.com

TALK TALK

Parlor Vouse Francais?
My favorite phone call was a phone call about a phone call 

One time when I was doing a morning show in Texas, I asked 

listeners to call me with their strangest, funniest phone call 

experience.
A lady called and said she was trying to make a reservation 

on Air France, so she called their number at the Dallas/Ft. Worth 

Airport. This lady with a delicious French accent answered the 

phone by saying, “Bon Jour, Air France ... How km I hep y all.

- Tom Darren, Walt Disney Radio
KSCA-FM Los Angeles 

Adult Alternative 
http://www.ksca.com

Hit the. mark Campaigns tailored 
to reach your 
marketing goals

Interactive television 
Telemarketing 
Database management 
Direct Mail

Impact Target Marketing

Customized prepaid 
phone cards 
Interactive direct mail 
Interactive phone systems

Whatever it takes to hit the mark!
You can't afford to miss! Call Eric Corwin 

today 1-800-3 IMPACT

100 Corporate Place, Suite 202 • Peabody, MA 01960 (508) 535-4500 FAX (503) 535-0011
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| Radio Ink asked the Country Radio specialists ofBroadcast * 

j

report on the current state of the art.
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(Past
by Jaye Albright

When we were discussing 
ideas for this article, some­
one asked "Has Country 
peaked?" I realized I'd been

asked that question at least three times in 
the past 30 years. Country Music on 
Radio may seem an overnight phenom­
enon. But this grass-roots art form has 
struggled for its place in the mainstream 
ol American popularculture. A few weeks 
ago, trapped in a snowy airport, I had a 
conference call with some of the people 
who've had the most to do with the 
mainstreaming of Country music and 
Country Radio.- Jo Walker Meador, 
I oundi ng executive director of the Coun­
try Music Association, served CMA for 
over three decades,- Jim Duncan, pub­
lisher of Duncan's American Radio, has 
tracked Radio's vital statistics for more 
than 20years,- Ed Salamon, VP/program- 
ming of Westwood One, was the 
groundbreak-ing Country program di­
rector of WEEP Pittsburgh and WHN 
New York in the '70s. We also talked 
with Bob Kingsley, host of ABCs Ameri­
can Country Countdown, carried on more 
Radio stations than any countdown show, 
and Larry Daniels, for 25 years director 
of programming at KNIX/KCWW Phoe­
nix, who helped design ABCs 24-hour 
format "Real Country." Here are some 

excerpts from our conversations:

ALBRIGHT: Which came first, Jo, 
Country Radio or the Country Music 
Association?
MEADOR: When I began with CMA in 
1958, there weren't many Country Ra 
dio stations,- that was one reason CMA 
was formed. We did our first survey o I 
all the 5,000 or 6,000 stations in the 

U.S. in 1960-61 and only 81 were pro­

gramming Country music. We spent 
considerable time trying to influence 
stations to switch to Country. Rock n' 
roll had really taken over and playlists 
had shrunk. Before, Country hits often 
crossed over to pop Radio, but by '58 
Country was really suffering.
ALBRIGHT: Jim, how far back docs 
your Country data go?
DUNCAN: In 1977, the first year I have 
data for, there were435 Country stations 
in the 175 Arbitron standard markets, at 
least three quarters of them AM.
ALBRIGHT: So, within 20 years, the 
number of Country stations had grown 
more than five times. But the arrival of 
modern formatting was also having an 
effect. Ed, you were quite a controversial 

figure in 1973.
SALAMON: WEEP was a real success 
story, so I was asked to speak at the 1974 
Country Music Seminar. 1 was booed 
because I started advocating things like 
music research, which wasn t done at all 
in Country up to then. I also talked about 
controlled rotations and shortened 
playlists. Some members of the old guard 
fought hard against those changes. By 
the time 1 left WHN in 1981, music and 
perceptual research were becoming wide- 

spread in Country.
ALBRIGHT: Jo, how did CMA promote 
Country Radio in the '60s and '70s?
MEADOR: We took stations that weren't 
doing well and networked them with 
successful Country stations. We pub­
lished how-to information. We made- 
major market ad agency presentations. It 

was a tough sell.
SALAMON: 1 fought those ad wars in 
New York. Now you have Reba McEntire 
on Frito Lay bags, Clint Black on Keebler 
boxes, Garth Brooks on McDonald s com­

mercials ... Io, it must be amazingly satis­
fying to see that.
MEADOR: It's gratifying. Now, if an 
advertiser is looking at the bottom line, 
they're looking at Country Radio.
ALBRIGHT: Jim, how have Country 
audience shares evolved?
DUNCAN: The last 25 years show that 
Country' is among the most cyclical of 
Radio formats. There’s a well-defined 
10-yearcycle: three years up, three down, 
four steady. We're in the midst of the 
second major cycle since 1975. It began 
in 1990, when Country accounted lor 
10.8 percent of listening in all Arbitron 
markets, and peaked in 1993-1994 at 
13.8 percent. Between 1980 and 1983, 
the format went from 9.6 to 12.6 percent, 
a 3 1 percent gain. It gave back about 20 
percent of that by 1987.
KINGSLEY:! felt those cycles. In 1970 
when I came to KLAC Los Angeles, it 
was Lynn Anderson and "Rose Gar­
den." The national media picked up on 
Country and you had this huge wave 
rolling up. When it rolled back, there 
were all these new people listening to 
Country music.
DUNCAN: But 1 believe the format 
won't godown as much in the next cycle 
as before. Country appears to be much 
more viable. In the early '80s, we saw a 
lot of hype with "Urban Cowboy.” 1 
don't see anything faddish about the 
format anymore.
ALBRIGHT: It's now a lifestyle thing, 
reflecting and responding to mega-trends. 
LARRY DANIELS: 1 totally agree that 
it's cyclical. The interesting thing is the 
"stock market" effect. With all its ups and 
downs, every 10 years finds Country 
stronger than before.
DUNCAN: In this cycle, the format has 
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INK: How can new artists get played on 
Radio?
BUTLER: If a Radio station programs 
music for music’s sake and wants to 

play hit records, then a new artist with 

a hit record has as much chance of 

success in keeping listeners on your 

Radio station as an established artist 

with a hit record.

NORMAN: I think you have to be ready 
for change and accepting that, as new 

artists come along and new music comes 

along, the music that is the most vi­

brant, the most connected, the artists 

who are the most vibrant and the most 

interesting to the consumerare the ones 

that are going to have the presence on 

Radio in the marketplace.

DUBOIS: What happens is it forces all of 
us to have higher standards. I can’t 
change the fact that Radio is probably 

going to play somewhere between 25 

and 35 records, so I have to just make 

sure that my product is so good that

Radio has to play it, that it helps them 

be a better Radio station.

GALANTE: You are seeing more one-hit 
wonders. Billy Ray Cyrus does his thing 

and sells 10 million units and the next 

year he is gone. So you cannot be 

certain that you are going to have 

multiple hits, and that puts more pres­

sure on labels and artists to make a 

competitive product.

HINTON: A very capable artist with phe­
nomenal songs is going to find their way 

through and make it. You want the great 

song but it really has to be coupled with 

an artist who has a unique vision and can 

repeatedly bring that back to the table. 

BENSON: Both records and Radio have 
to have very good product that captures 

the consumer’s imagination and Radio 

is going to be the primary medium to 

link the two. I think we are now probably 

going into the phase where Radio feels 

that it is advantageous in terms of 

building their TSL and cume to play

SPECIAL REPORT

accomplished some significant things: 
first, Country is now solidly the second- 
most-Iislened-to format in rated mar­
kets, following only the AOR group: 
New Rock/Modern Rock, Traditional 
AOR and Classic Rock. Second, Coun­
try made very strong inroads into its 
weakest area: New England and the mid­
Atlantic states. New York is still the 
weakest Country market. It's always been 
my view that New Yorkers, being New 
Yorkers, hesitate writing down "Coun­
try,"so I suspect WYNY got shortchanged 
a bit. Another thing that's happened ... in 
most markets, especially outside the 
Northeast, this growth wave has allowed 
second and third Country' FMs to become 
successful. In some places there's even a 
fourth. And Country stations have gener­
ally improved their power ratios, their 
ability to turn ratings into money.
ALBRIGHT: Right now it appears that 
Country's Fall 1995 12-plus shares will 
be up roughly 4 percent from the last 
book. Jo, do rating figures cited by Jim 
Duncan synch with music sales data? 
MEADOR: Definitely. In the late '70s, 
Country' record sales were at all-time 
highs, then began to fall in about 1983. 
You may' recall that terrible publicity in 
September 1985 when the Nai’ York Times 
ran a front-page story' about Country's 
decline. And that Variety headline: "Coun­
try' Radio Dead." That hurt a bit. On the 
other hand, it made the record compa­
nies take stock. That's when the CMA 
did some research that showed Country 
music lacked glamour, pizzazz. The 
record companies took that to heart and 
did something about it.
DANIELS: From a purely' philosophical 
point of view, I believe much of the 
growth is due to lyrics. Country lyrics 
represent the thoughts of millions of 
Americans: good experiences, bad expe­
riences, optimism, pessimism. Anyone 
can find a Country song that expresses 
his or her feelings.
ALBRIGHT: We're hearing worries that 
new Country' programmers and person­
alities who came from CHR are repeat­
ing some of Top 40’s mistakes: too many 
record labels, too much promotional pres­
sure, too many unfamiliarartists, sameness 
of sound ...

FEBRUARY 26 MARCH 10, 1996



make money

NEW COUNTRY MUSIC

FOR MORE INFORMATION ON TRIPLE 
PLATINUM'S REVENUE PRODUCING 
PROGRAM, CALL OR WRITE TODAY

Adam C Guild, President

434 East 52nd Street (IE) New York, NY 10022 
Phone:212-755-5131 Fax:212-754-0203

Now it's possible with TRIPLE PLATINUM'S 
revolutionary program. And you are in control!

You create the special programs that best fit your 
station's format policies and scheduling.

You have your air talent host the programs.
You select the new songs to be featured.
You earn revenue from the first day.
You can get higher ratings by playing more new 

music than your competition without sacri­
ficing safe rotations.

TRIPLE PLATINUM has the system that lets 
radio stations earn revenue for playing music.

It's easy, it's legal, and it's available 
to your station right now.
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fewer records and to create a higher 

degree of familiarity among their listen­

ers. And, they’ll ride that horse until the 

ratings start down, then they’ll turn back 

around and go back to playing more 

records and more diversity. This is a 

very typical cyclical pattern in Radio 

programming. It seems to run in about 

five-year phases.

INK: Do you think Country Radio and 
Country music are fragmented?
BUTLER: I started with RCA in 1978. The 
two things I heard then were playlists 

are getting stronger and Country music 

is going to fragment into different for­

mats. 1 can’t see that either one of those 

things has significantly happened in 

that time. It seems like we are the only 

format that can almost be all things to 

all people.

NORMAN: I think it has always been 
fragmented. Country music has always 

played music that cuts a wide swath, if 

you will. It has always been a very 

broad-based format. If you allow that 

kind of experimentation and growth, 

you keep everything healthy. I also think 

that what that does is open you up to 

some criticism about that fact that it’s 

fragmented, but it seems to me it has 

always been that way. If you take any 

slice of what has been going on, and if 

people are saying it is fragmented and 

using it as a criticism to simply go to a 

particular sound and style, then I can 

only think of it as being narrow.

DUBOIS: I don’t really believe it has 
happened. The Young Country “for­

mat” was in some people’s minds the 

start of some kind of fragmenting, but 

that never really came to pass. Still, we 

have a format that is very broad. Even 

on my own roster we have Alan Jackson 

to the far left and then an act like 

BlackHawk; that is a pretty broad 

stretch, and both of those seem to fit 

most Radio stations. So, I don’t think 

we are fragmented and I don’t see that 

happening. There would be good and 

bad if it did happen. The good is there 

would be another place for us to go and 

try to start records and build careers. 
The bad side is that it would be just 

adding further confusion.

GALANTE: No. I don’t think it is frag­
mented. If you are a Country fan, you

SPECIAL REPORT 
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KINGSLEY: Well, all I know is I get an 
amazing amount of mail from all over the 
country, expressing tremendous interest 
in new artists. A hit is a hit. How about 
Ricochet or Lonestar? As long as they 
don't sound like anybody else they've got 
a chance. But if it’s just somebody trying 
to sound like Garth, forget it. Familiarity? 
There’s some truth in that. But the main­
stream stations that are able to strike the 
balance, KSCS, KSON ... how long have 
they been number one 12-plus? You don't 
hear them complaining about too many 
acts. And they’re just playin' the hits.
SALAMON: All the time I've been in the 
format, there's never been a time when 
people weren't vocal about problems that 

Country

Present
by Ken Moultrie

Country is no longer a 
niche format. Country 
music listeners no longer 
feel the need to roll up

their windows and turn their Radio down 
at a stop light.

In the new, incredibly competitive 
environment, every station must have a 
distinctive point of difference. Heritage 
Country stations that have survived an 
attack from the "new kids on the block" 
understand this. These are the stations 
that recognize the need to appeal to today's 
Country' audience, including the younger 
people, without forgetting the expecta­
tions of theircore. We must be careful not 
to become "too hip for the room."

In the days when a Country station 
was alone in its market, it could afford to 
air six minutes of network news an hour 
and play new and old, crossover and 
unfamiliar album cuts. Today', a much 
tighter, well-researched music list is the 
norm, along with a more music-intensive 
approach and loyalty' marketing. Coun­
try Radio is sharing cume and lighting for 
time spent listening with stations they've 
never thought ol as competition.

Though the oldercore listeners won- 
der why Country Radio no longer plays 

confront us. Yet, through it all, we’ve 
grown and prospered.
DUNCAN: And, as telecommunications 
reform movesconsolidation along. I sus­
pect you'll have fewer situations like 
Boston or Salt Lake City, with four 
Country FMs.
SALAMON: And yet, in situations like 
Detroit, where both Country stations 
appear to be making money and 
WWWW just sold for $30 million, well 
continue to see more than one very suc­
cessful Country outlet.
ALBRIGHT: And, with ABC entering 
the Chicago Country market, it certainly 
looks like we'll have some great compe­
tition in the very largest markets, where 
it used to be winner-take-all.
Jaye Albright is recognized as one of the most successful 

Country firogramming consultants

some of their favorites Irom Merle Hag­
gard and George Jones, it's important to 
realize that this group also loves the songs 
were playing today. Has the time come 
for a Country format to superserve this 
group? Maybe. But any station choosing 
this direction must realize how small a 
percentage of the audience they represent.

New programmers and personalities 
from other formats are bringing fresh 
thinking to the format. This has also 
helped us escape stereotypes. Why? Prob­
ably because they're focusing on all the 
elements of programming, not just mu­
sic. Like the audience (which has come 
from many formats) they fit in because 
they relate to the music and the lifestyle.

Marketing that focuses on at-work 
listening and listener loyalty is more im­
portant than ever. Database marketing, 
interactive phone systems and Internet 
Web sites cannot only add revenue, but 
touch listeners in a whole new way. Mark 
Hieden, president of Eagle Marketing, 
confirms relationship marketing's impor­
tance, but adds: "Remember who you’re 
building the relationship with. Focusyour 
attention on listeners who are survey­
friendly ... anyone else is simply a name 
in your database."

Country music sales remain healthy.
39 ►
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Billboard SoundScan reports U.S. Coun­
try sales of "6 million units for 1995, 8.1 
percent of the total music market. Coun­

ts Radio revenue continues to grow, too.

(bounty Racfe 
future

by L.J. Smith

It's Marketing ...
The future of Country' 
Radio will depend heavily 
on marketing. It's hard to

say exactly what direction we must take 
to reach, influence, and even recruit new 
Radio users, but recent trends may pro­
vide a clue. Building a personal relation­
ship between Radio and the listener with 
at-work faxes, listener club cards and the 
like will become essential. Michael Albi, 
executive VP/marketing at Critical Mass 
Media, insists: "Program directors will 
have to be more familiar with the market­
ing world ... .The days of mass marketing 
arc over. Look for marketing to get even 
more direct.”

Developing that personal relationship 
with the listener involves formulas, but it's 
largely an art, not a science. New tactics are 
needed. Country consultant Rusty Walker 
says, "Programmers are going to have to 
concentrate more on demos, and less on 
formats.” Broadcast Programming's Jaye 
Albright adds: 'The challenge, since our 
music isn't fragmenting, is to distinguish 
yourself clearly with branded nonmusic 
elements. It's what's between the records 
that separates stations today."

^Duncan, fadio MarkaC„idc

around six percent growth in 1996.

.......

For the first time since the mid-’70s, 
single parent families arc declining. Ana­
lysts say we can look for more people per 
household. With Arbitron'sobviouscom- 

mitment to MPPH sampling methods 
(multiple persons per household), 
multitarget direct-mail pieces are being 
considered, especially now that 
duopolizing owners can tandem-market 
stations. Part of a mailing might target 
25-49 Country listeners in a family, while 
another targets 18-24s with the group's 
CHR station. But, Albi warns, "... we 
have to keep the human element in mind. 
Wc have to invite them into our club." 
Consumers are so numb to most tactics, 
it'll take an awesome display of personal­
ization to gain their trust.

The Internet will add another dimen­
sion to Radio marketing. Smart, success­
ful stations will use the Net to not only 
provide services, but to develop new lis­
teners, create specific databases, and even 
sell station-related products. As its speed 
and capacity grows, the World Wide Web 
could easily become an extension of Ra­
dio. Not everyone feels the computer age 
will change things quickly. Ted Stecker, 
PD at ABC’s new WKXK. Chicago says: "I 
think we're in the CB stage. I mean I 

40 ►

INK: Is there any significant trend that you 
look for in Country music?
BUTLER: Yes. Upward growth trends. I 
think ’95 will be looked on as a flat or level 

year. Sometime in ’96, or early '97, some­

thing will emerge that will crank it back up 

again to the next growth level. We are a 

cyclical industry like anything else and we 

are, right now, flat.

NORMAN: I would stay more focused and 
pay careful attention to marketing to make 

sure that the hard work that artists and 

creative people have put into the music,

can turn on a Radio station and be satis­
fied that you are going to get everything 

you want, from Alabama to Martina 

McBride, and everything from Reba 

McEntire to David Lee Murphy, so it is 

pretty wide. It is a very eclectic format, 
from being able to go with Rock Country 

to very Traditional Country, and it can all 

work together. You know, that’s what we 

do. We make Country music.

HINTON: The economics of requiring and 
owning a broadcast signal these days do 

not really encourage format experimenta­

tion, so I don’t see that happening in the 

near future, which is not to say that I 

wouldn’t applaud it.

BENSON: It is probably the least frag­
mented format in music today in terms of 

the fact that the records being played 

from station to station nationwide, and in 

Individual competing marketplaces, vary 

very slightly. Yet, the positioning of sta­

tions in terms of their sound and their 

approach to their programming is where 

you find more difference.

116 East 27th Streel
New York, NY 10016
Tel- (212) 679-3200, ext. 220 
fax:(212)679-3310

Circle Reader Service #122

Welcome to SJS Country.

(j. : entertainment
20910 th Avenue So./#521 
Nashville, TN 37203 
Tel: (615) 251-9737 
Fax:(615)251-9116
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prior to it going to the marketplace, gets 

its shot.
DUBOIS: Our goal is always to find 

unique artists. One of the raps that 

people take at record companies is, well 

everything sounds the same, and it is a 

whole bunch of guys running around in 

cowboy hats. Sometimes there is a little 

bit of justification to that complaint. But 

our biggest successes over the last 

couple of years have been The Tractors 

and BlackHawk, and I don’t think they 

really fit into that cookie-cutter cowboy 

hat kind of mold.

GALANTE: So much of this format has 

become about a song rather than the 

artist. You become an artist after you’ve 

had several hits, in terms of people’s 

minds. You’re entry point is about the 

song. They get excited about the songs 

and the artist is secondary. As a result, 

sometimes I think you allow your quality 

to suffer, because people can singsongs, 

but not everybody Is an entertainer, and 

not everybody is a major star. I think 

that the trend is the continuation ofthe 

same. People are responding to what 

they think is topical for the moment 

either in terms of tempo or in terms of 

style for their station, and that kind of 

gives us more flavor of the month to a 

certain degree as opposed to creating 

the kind of stars we had before.

HINTON: I am concerned about the way 

Radio has opened up to some of our 

artists, like The Mavericks, and David 

Lee Murphy. I’m hoping that the trend 

is that these are not just a couple of 

“one-of” situations and that they are 

really going to show in ’96 that Radio 

is open to great music that is con­

ducted for the consumer and not get 

caught up in cookie-cutter situations. 

BENSON: The significant trend is the 

move to the forefront of female artists in 

the format. I also believe the product has 

to continue to be fresh, innovative, and 

has to continue to lead the audience, to 

some degree, to a place they want to go. 

At the same time then, our associates in 

Radio have got to be willing to put their 

ears on and willing to give a chance to a 

record that sounds a bit different, or an 

artist that might look, or present himself, 

a bit different. Because, ultimately, we all 

have to do the same thing. ta

1
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remember when we put a CB Radio in our 
control room and that didn t last either. 
Stecker allows that Radio and the Net 
may become more involved down 
the road. Walker generally 
agrees, but says:"... the ini- 

lilmkHairk

tial induction is a lad, but 
utilization is a trend. We've 
figured out how to access it, 
but... not how to use it to its
full capacity." Albi looks at 
the Web and secs competi­
tion: The threat to Radio is 
already on the Net. RealAudio 
allows anyone to create a
pseudo-Radio station at home, 
and as early as next year fiber 
optic technology will enhance 
the sound."

All agree that Web hype 
distorts the picture. Accord­
ing to Albi, "Only 25 percent 
of Americans have home PCs 
and of those, only 5 percent 
are on the Internet." But we'd 
best not sleep through this 
revolution.

. !

... And, Of Course, Research
Since modern Radio research was 

pioneered by the likes of Bill Moyes, Todd 
Wallace, Bob Pittman and Ed Salamon in 
the 70s, following trends has practically 
become a national pastime. Research will 
continue to be one of our most valuable 
tools. As listeners' use of Radio changes, 
the methodologies will also change, 
though those ol us who buy the informa­
tion may never be satisfied with the data 
until more consistent sampling methods 
are agreed upon. Research strategy expert 
Mark Kassof (Mark Kassof & Co.) says: “I 
don't look for any universal methodology 
in the near future. Research is not an exact 
science. There's no way to standardize ... 
because it contains subjective and inter­
pretive components." Whatever the 
method, Kassof says, research will need to 
concentrate on those subjective compo­
nents. "As commonalities within the mu­
sic increase, it will force broadcasters to 
rely more heavily on 'stationality.' Re­
searching listeners' preferences ... will 
become more and more important."

Country music listeners were once 
stereotyped as lower class and blue coI­

lar. As changing lifestyles removed that 
stereotype, listening habits changed too. 
Kassof believes: "Listeners are now more 
involved in creating their own mix by 
pushing a button. They can, in essence, 
build their own perfect Radio station.” 

Because of this, the word ' vari­
ety" will no longer affect listener 
preferences. Offering enough va­
riety to fill one person's desires 
is more than any one station or 
format can accomplish. Says 
Albright: 'The problem is, with 
two, three or even four Coun­
try stations in many markets, 
listeners complain about vari­

ety because they hear the 
same songs on several sta­
tions. However, when you 
actually test the songs they 
say they want to hear with 
the same listeners, 70s and 
'80s Oldies don’t seem to 
have the same appeal as 
today’s Country. Listeners 
seem to have a thirst we can’t 
quench." Walker adds, "The 
time will come when folks 
can sit at computers, and lis­
ten to their favorite song. Ob­
viously, the Country listener 

tomorrow will be different."
Any study ol how to affect prefer­

ences leads us first to Nashville. Pro­
grammers agree Nashville profoundly 
affects Radio, but they're not sure exactly 
how. With each label’s desire to create as 
many hit artists as possible, many pro­
grammers feel deluged. Stecker says: 
"There are too many new artists at once. 
They're given too little time to develop 
and the audience doesn't gain an under­
standing of who they are." Says Walker, 
“The record industry wants consistency 
and patience from Country Radio, but 
also movement up and down the charts." 
If the key is consistency, and the more- 
artists trend continues, Country Radio 
will be anything but consistent. Many 
feel it would be better to release more 
singles from star-quality artists. But as 
Bob Wood, WBOB-FM Minneapolis, 
says, 'That would make all our music 
sound too much alike."

And so it goes. We can safely predict 
the struggle will continue. And if it ever 
stops, Country, and Radio, will be a lot 
less fun. S
L J Smith has InoipammeJ Country stations in the Southeast
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1-800-610-5771 CLASSIFIEDS
W HELP WANTED GENERAL MANAGER
The best of both worlds — the opportunity to 

work in a small-market setting in the shadow of 
a major Southeastern market without having to 

compete with the big boys. Stable, profitable 
AM/FM combo looking for a General Manager 
who can get out and sell and be an integral part 
of the community. Candidate should be well- 
versed in all facets of station operations, 
capable oftrainingand motivating salespeople, 
and able to assimilate oneself into the commu­
nity quickly. Looking for someone already 

located in the Southeast. Send letter of intro­
duction, resume and salary requirements to: 
Radioactivity, Inc., (agent) 1043 Jefferson Av­
enue, Suite 1100-A, Atlanta, GA 30344. No calls 

please. EOE.

■ 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.

GSM — We need a take-charge professional to 
direct a 6 person sales team for a 100KW 
Country, Classic Rock and AM Talk trombo in 

Southwest Mississippi. You will be an excellent 
trainer, strong and disciplined supervisor with 

word processing, spread-sheet skills. Great 
compensation for the right candidate. Now 
what do you need? Fax your CV and introduc­
tion letter to Alan Perkins, (601) 446-8260. 
EOE.

GSM — Need Young-Gun-Take-Charge GSM 

with proven track record for Hot New Country 
FM in Big-i2 University market. Competitive 

compensation. Opportunity to advance to GM 
position. Resume to Gentry Media, 217 1/2 
South Washington, Stillwater, OK 74074-

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_ _ _ _ _
Nationwide radio network organization seeks 

affiliate relations director. Candidate must have 

proven skills in management, sales, broadcast 
Programming/promotion and media. We offer a 
Pleasant, state-of-the-art working environment 
with liberal benefits. Please send complete 
history, accomplishments and salary require- 

jpents. All references will be checked. Reply to 

p find Box 470 c/o Radio Ink.

----------------------------------------------------------- —-7-T7: maii your reply to the box number 
BLIND BOX NUMBERS: When responding to a , pa|m Beachi fl 33401.

c/o RADIO INK, 221, Datura Street • Suite 701

■JEU* WANTED MANAGEMENT
Move t° Austin, Texas and become an advertis- 

g onsultant. 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 consultants 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 tar­
get. 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.___________________________________

■ HELP WANTED ON-AIR
Christian Radio KCBI DFW has an opening for 
overnight announcer. Experience a must. T8.R: 
Wes Ward, PD, P.O. Box 619000, Dallas, TX 

75261-9000. EOE.

■ HELP WANTED ON-AIR/PRODUCTiON
Team-oriented player for PM drive and Produc­
tion Director. All digital editing, four years 
experience. Send resume, references and tape 
for this Central PA opportunity to: Blind Box 321 

c/o Radio Ink.

■ HELP WANTED NATIONAL SALES
MANAGER_ _ _ _ _ _ _ _ _

Key Market Radio/River City Broadcasting is 
seeking National Sales Managers for major 

markets. 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 
f0 ce for a 100.000 Watt FM in Medium market 
¡° the Southeast. Strong ratings with a Hot AC 

format. Stable company with same ownership 
n S6 vears. Applicant must be prepared to 

work hard but will be paid handsomely Good 

verbal and written skills a must Call Ann 
1 awlne between 10 a.m. - 5 P-m- at 9i0’864 
5222. WQSM-FM. Fayetteville/Fort Bragg, NC.

■ HELP WANTED SALES
National Sales Manager — Major group owner 
is seeking a national sales manager for six- 
station powerhouse in Northeast major market. 
Excellent opportunity for someone who’s orga­
nized 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! “Advertising of 
America” 1544 Heritage Landing Drive, Chatta­
nooga, TN 37405

■ RADIO PARTNERSHIP OPPORTUNITY
3kW Rock station in Chicago suburb looking for 
Partner/lnvestors. $50,000 to $200,000. Call 
708-448-4461 for information.

Veteran broadcaster looking for partners/inves- 
tors for Florida radio stations $10,000 to 
$200,000. Call 201-652-2622.

■ SITUATION WANTED MANAGEMENT
30 Years, GM, GSM, SM. Preferably Ft. Lauder­
dale area. (717) 326-7847.

Ready to take charge! Successful Account Ex­
ecutive seeking first-time General/Local/National 
Sales Management position (prefer North East­
ern US). Radio background includes sales, 
promotions, on-air, engineering. Send station/ 
ownership background and management phi- 

(0s0phies to: Blind Box 450 c/o Radio Ink.

■ FOR SALE
Format Sentry FS12C with 6 Fade Modules, 
6 Sony CDK 006 Jukeboxes with interfaces. 
$9,500 for everything. WRHQ FM Savannah. 

912-756-3111.

Classified Ad Rates
Call 407-655-8778 or fax to 407-655-6164. 
All ads must be prepaid. Checks, Mastercard’, 
Visa'-' and American Express’ cards accepted. 
Rates: Classified Listings (nondisplay). Per 
issue $1.50 per word. Situations Wanted: First 10 
words are free; additional words $1.50 per word. 
Blind Box: $15 per issue. Rates: Classified 
Display (minimum 1 inch, upward in half-inch 
increments): $130 per inch.
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yellow ink pages
COLLECTION CONSULTANTS FINANCIAL/BROKERS MARKETING AND PROMOTION

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

COPYWRITING

SPOTS BEFORE 
YOUR EYES.
Copywriting Services 

For Places Without 
Copy writing Services

Right Brain Visions 
800-646-3339

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

rbv@so¡oum.com
http: // www.sojoum.com/-rbv/ web/rbv.html

Circle Reader Service #170

COPYWRITING/PRODUCTION

I PERSUASIVE COPY IN 24 HOURS

SUPERIOR PRODUCTION.41
WE MAKE MONEY FOR RADIO STATIONS
If your salespeople are sitting in front of 
computers trying to write copy, they're not 
out selling. We can help with persuasive 

copy within 24 hours and superior produc­
tion in 48. Arm your salespeople with the 

tools to succeed. Contact Bill Flowers 

207-583-9911 „ .
207-583-2328 fax

Circle Reader Service #171

FINANCIAL/BROKERS

Financial solutions! Accounting and tax ser­
vices ... single station or group ... Fixed monthly 
fee ... Also bank financing and refinancing 
plans, purchase investigation analysis and sales 

presentation packages at per diem rates. Ref­
erences from industry leaders. McEntee & Asso­
ciates P.A. 407-640-3585 ask for Bill.

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

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

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

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

Al Perry.

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.

MARKETING AND PROMOTION

SUPERCHARGE YOUR SALES!
Learn how to manage leads, contacts, 

presentations and more with less effort.
Free 24-hour recorded message

800-261-4779.

Circle Reader Service #172

1000 Belcher lid. S„ Suite 10 
Largo. I L .MMI-.U07 

(813) 536-9450

STRATEGIC TARGET MARKETING, 

SALES AND PROMOTIONAL CAMPAIGNS

• Direct Moil • Database 8 list Monogemont • Market 

Research • Inbound/Outbound Telemarketing • Soles 

Consulting • Sweepstokes 8 Contests • Medio Placemen!

• Integroled Campaigns • Creative 8 Design Services

• Printing 8 Prim Production • Custom Publishing

• Smort forgets™ Customer Profiling ♦ Broadcast FAX 

• Imetnel Marketing • Smart Maps™

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

Phone (30S) 858-9524 Fox (305) 859-8777

LISTING AD RATES
13 ISSUES 25 ISSUES

LISTING ¡NAME & PHONE) SI95

ADDITIONAL PER EXTRA LINE 65
$300

100

BOX AD RATES
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

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

DIRECT MAIL 
FOR RADIO

Creative 
Media 
Management, Inc.

Business, 
Residential & 

Sweepstakes Mailers 
Personalized Letters, 
Postcards & Database 

Services

Circle Reader Service #173

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
„„n JNFL^DAnLE 1MAGE INDUSTRI ES 
2773 Nationwide Parkway- Brunswick, Ohio 44212

Circle Reader Service #174
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YELLOW ink pagm
marketing and promotion

programming
Broadcast Programming........1-800-426-9"

Radio Music formats on CDs and 
alternative to satellite programming.

[800-468-68743
800-GÛT-NUPIS

DEtW'f.WD 
COM»CT ' ^3*

It s better than 
Brand

UP IN 30 SECONDS

KD Kanopy«^
KD Majestic— 
Aluminum frame is 25% 
lighter and 40% stronger 
than the Originals. 
10' x 10' or 10’ x 20’ includes 
a heavy duty carry bag.

1*800*432*4435
Circle Reader Service #175

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

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

production

• •'/Radio
Potato"

Country 
Countdown

CALL GENE FERRY 
NATIONAL AFFILIATE SALES MANAGER 

303/784-8700
TO RESERVE CROOK& CHASE FOR YOUR MARKET

□ SWEEPERS
□ Production Music
□ News/Talk Packages

FOR A FREE DEMO, CALL

Circle Reader Service #177

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

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

ÀAAÀÁAAAA

Circle Reader Service #181

SATELLITE SERVICE

PROGRAM DELIVERY
YOU CAN
COUNTON...
To receive 
media kit and -‘S 
details on special 
introductory rates |,x

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

If you ve 
been looking 
fora proven 

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

P exclusive market rights granted"]

Circle Reader Service #178
Circle Reader Service #182

SERVICES

A.R. ENTERPRISES 
1-800 334-3848
Circle Reader Service #176

Martin Marketing.............................. 210-494-617°
Scratch & Win Sweepstakes Cards. Increase ad 

revenues and listeners. Call NOW for summer or 
fall '96.

I ü ri » RaiJ!o KMwwk*

I 24 Hours 7 Days A Week J 
ILive unduplicated — All barter
I Automation Tones/Every Minute Has Programming! SA" 15 GALAXY 6.TR.3 SPACENET 3. TVRO .

CALL 617-828-4546 
jssüi’zsa._ _ _ _ I

Circle Reader Service #179

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

SPEAKER/TRAINING

Jim Doyle 813-378-4898

PROGRAMMING CONSULTANTS

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.

TRANSMITTER TUBES

NATIONAL REP FIRMS

Radio mori
Ellina 1(mIu\ Ihikh tiling Joi hnnm mu

|S SPANISILRADIOIORYQU? 
"^Thelp! Call TOP SOUND 

Spanish Consultants (818) 841-0078 

Ricardo Salazar

------------- Circle Reader Service #180

WANTED OLD AM 
TRANSMITTING TUBES

They don't have to work, they just have to 
look unique. The funkier the better! 

Call Radio Ink
I-8OO-226-7857

RADIO INK 43
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PRODUCT NIWS

Green Groove. Fresh from the book fac­
tory is the 4th edition of Jeff Green's The 

Green Book of Songs 

by Subject: The The­

matic Guide to Popu­

lar Music. Transla­

tion: more than 
21,000 20th cen­
tury tunes, di­
vided by more 
than 800 catego­
ries, all based on 

i Our CRS Booth with

Your ¿Sci« Zt

yourpictu Country Live Broadcast (Daily) fl

2:00 pm.-5-00 pm. k & Charlie Chase V

1.30 P.m. - 230 p.m. & Friday only)

Broadcasts

This Little Key Opens

the Biggest 
Success Story in 
Country Radio...

the main themes of the song — like five- 
and-a-half pages of songs about being 
happy and three pages about sad songs. 
Think of the programming possibilities. 

704-322-3111

•Radio Dating? Cyber Media is their 
name, dating is their game. With their 
electronic matching service called CU­
PID" (a software program), single listen­
ers can hook up with other single listen­
ers through 800 and 900 numbers where 

they will be greeted with the recorded 
voice of a station personality prompting 
them through all the instructions. For 
Radio stations, this means for no capital 
investment they get substantial revenues, 
identification of their core adult listen­
ers, an endless database, event marketing 
and corporate sponsorship opportuni­
ties, and perceptual and music research 
access. For listeners, this means let the 
love begin. 800-80-MED1A (63342).

Seasonal Planning. If promotional sup­
plies is what you need for the spring and 
summer of '96, then 
M&N International 
Inc. has a book for 
you. The 152-page 
"Bright Idea" book has 
supplies for all the 

major spring and 
summer holidays, 
plus many nontradi- 
tional “plan your 
own" celebrations, with prices touted to 
be the lowest in the market. How do you 
get this book? Do you know how to use 
a phone? 847-680-4700 or fax a request 

to 847-816-1200

Travelin’ Tag. Blue Atlantic Ltd. has 
these available for business gifts or in­

Booth 

807-809

centiveitems. 
The brass 
luggage tags 
allow you to 
slip a business 
card into it 
foridentifica- 

tion. And the 
othersidehas
a large space for imprinting (a station 
logo perhaps) in up to five colors. It sells 
for $5.95 in quantities of 100 pieces. 
Larger orders earn volume discounts. This 
includes leather strap and a tuck gift box. 
What a deal. 800-397-8287

< base

303 .
Of V°ur new Produc's to: Product News, 

K n DMna’224 Datura Slree! *Suite 70>.West Palm 

Beach, FL 33401.

Circle Reader Service #123
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GRAPEVINE

WUSA-FM’s Dedesnacks.
Dunbar, O'Grady, WUSA’s Linda Barnhill,

Rashke, and Voncile Anderson.

So what ¡fit’sposes.
there areFebruary

months left.

Circle Reader Service #124

Hero’s Welcome. WUSA-FM Tampa’s 
night personality Rashke got to 
interview American hero U.S. Air 
Force Captain Scott O’Grady. He 
was shot down over Bosnia last 
year and survived on bugs and 
rainwater before being rescued. 
In honor of his appearance at the 

1 station, the staff served up some 
I grasshoppers and crickets for

A Bakin’ Baker. Guesting on the KTRH-AM 

Houston Hotline not too long ago was 
former Secretary of State James Baker 
(center) posing here with anchors Lana 
Hughes and J.P. Pritchard. Would you (ike 

some starch with that pose Mr. Baker?

< Family Values.
From the folks at 
WLUP-FM Chicago to 
you, a calendar fea­
turing members of 
the LOOP’S “family” 
in various guises and

A Little Bit Country. Making time for a 
snapshot before hitting the stage in 
Indianapolis was Country singer John 
Michael Montgomery (center) posingwith 
WFMS-FM/WGRL-FM director of promo­
tions Kay Feeney-Caito and WFMS per- 
sonality/MD J.D. Cannon. The reason J.D. 
looks befuddled is because he left his 

hat in the van.

Tn.? PHOTOS OF YOUR ORGANIZATION’S MAJOR EVENTS 

' ,.pevine Vo Shawn Deena • 224 Datura Street • Sune 

' C'est Palm Beach, FL 33401

KMGqXSanta Pr°m°te their Pirate film- Cutthroat Island, at ▼

Davis. L-r: KMGQ's morning lass^Abb6^ h'S W'fe’ actress Geena 

Paseo ^Theatres

^n761'^ uMßjQ I Umlno guy Dan Mitchinson. fl

TO.

within the last six monthssette
format!in your

Fax (407) 743-7842

J CALLE­
NOW FOR 

FREE 
SAMPLES!

In Homes forsT
ALSO:
•Station Magazines
•Direct Mail
•Databases
•SuperLists
•Graphic Design
•Cassette Mailers 1

Print People Who Know Radio

CD SAMPLER 
MAILERS!

Way cooler and less expensive than 
cassettes. Up to 75 minutes. Custom 
designed for your station.

s250 each
Includes 
Postage

Custom Publishing and 
Marketing Group, Inc. 

PO. Box 1150 
JUPITER. FL 33468-1150

Superlists" are made up of 
actives in your ZIP-SCFs who 
haup nurchased a CD or cas-
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BLAST FROM MB BAST

f TAKE YOUR 1 
R CLOTHES 'I 
E OFF AND
Uome INÜ

Broadcasting Exposed!!
They called him Bill Love, the morning man at WKLO-FM Louisville, KY. 
Making his mark (or another adjective if you prefer) on Radio history, he 

has become known for performing the first “Radio Streak” on March 11, 
1974. To make it official, he stripped in front of a registered nurse and 

gained national... coverage. Adding an even more bizarre twist to this tale, 
the nurse later registered a complaint. One can only speculate what came 
up for her to complain.
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Move Up from Carts to 
creen Digital Audio

The best way to improve your radio station is 
to put all your spots, sounders and sweepers 
on-line and ready to play instantly from 
hard disk. Creative talent sounds better than 
ever with Scott Studios’ new touchscreen 
digital audio system.
Here’s how it works: Six buttons on the left of 
the large computer touchscreen play what’s 
on your log. Scheduled spots, songs, promos, 
PSAs and live scripts come in automatically 
from your production studios, traffic, music 
and copy computers. Jocks can revise sweeps 
at a touch (with the arrows at mid-screen), or 
work with the full day's log and add or 
rearrange anything.
On the right, 17 “hot keys” start un­
scheduled jingles, sounders, effects, comedy 
or promos on the spur of the moment. 
Your morning show will benefit from 26 sets 
of 17 user-defined instant audio “hot keys”.
You can preview anything in a cue speaker 
at a touch. The Scott hard drive even lets you 
listen to endings while that song is playing on 
the air.
And nothing beats the Scott System for easy 
levels. Touch the label on the screen, moving 
right to left to fade as desired. If you’d rather 
adjust levels on the console, channel numbers 
show clearly on each start button.

8:1S:38A

:17/4:13/F HIT HM2608 8:18:40

Contest Promoted

Instrumental

This Ain't A Love Song 

Bon Jovi

Jingle

Q: Q-102.
:00/0:06/C JIN DA1037 8:25:01

I Can Love You Like That 
AII-4-One

:11/4:05/F HITHM0105 8:15:47

*1 for 2 Weeks in July '95

:00/0:30/F PRO TO2214 8:22:42

Burger King $2 Breakfast RT 
Q: I Love This Place!

:00/1:00/C CM DA1103 8:23:43

K-Mart Photo Finishing SB 

Q: Across from Eastland.

:01/1:00/C COMDA4310 8:24:01

Copyright 1994-8 by Scott Studios Corp.

The Scott Studio System Is your best way to make the move to digital audio and eliminate 
troublesome carts. The touchscreen instantly plays whatever you want. All scheduled spots, 
jingles, promos, scripts and songs come in from your traffic, copy and music computers.

Phone Recorder On Screen
Touch one button and you’re recording 
calls to hard disk. Another button and 
you’ve got the world’s easiest editor. When 
it s ready, one touch and your call's on the 
air The phone recorder only adds $1,000 
to the system.
The Best Digital Audio
When spots, promos, PSAs, or any other 
digital audio events are recorded, they re 
^mediately playable in all your Scott 
System air studios. Nobody wastes time 
carrying carts down the hall or redubbing 
spots for additional stations.
One question you don’t have to worry 
o °ut *s “What if it breaks?” The Scott 

ystem comes complete with every spot 
apd jingle stored redundantly on two hard 

a snaP 1° switch to the hot 
«ndby” system! You get touchscreen 

^enience, digital quality, and backup 
undancy for no more money than car 

achines and commercial tapes.

The World's Fastest Requests!
Touch either of the two buttons at the top 
right of the main screen to see our Wall of 
Carts” with all your audio on-line! Touch 
the soot song, jingle, sounder, promo, PSA 
or comedy you want and it plays instantly. 
Or, you canput it anywhere you want in the 

day’s schedule.
_ • ~ rJm/ all Scott screens include large

each event.
Instant Songs on Hard Disk
Scott Studios is. radio^=^

t
s & 11 he faster than requests from

ott System' You also get five “Wall of 
music that plays at a ouch! 

gongs are shown by title, artist, year, length

or category.
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The Day At Your Fingertips
Scott Studios lets you see the whole day and 
make any changes you want.
Big & Small Have Made the Move!
The Scott System leads the industry with 
major broadcasters like Disney/Capitol 
Cities/ABC, Westinghouse/CBS, Shamrock, 
Alliance, Salem, Liberty, Saga. Liggett, 
Regent, Tichenor, Benchmark, Max, Atlantic, 
and Ralco in Canada. Scott Systems are in 
Detroit, D.C., Dallas, Houston, Philadelphia, 
San Diego, Denver, San Antonio, Ft. 
Lauderdale, Cincinnati. Dayton, Lansing, 
Las Vegas, and smaller markets coast-to- 
coast from Bangor to Bakersfield.

Scott
13375 Stemmons Freeway, Suite 300 

Dallas, Texas 75234 USA 
800 726-88 7 7

(800) SCOTT-77



Just How Sensitive Are 
Your Media Collections?

Szabo Associates, Inc. 
3355 Lenox Road, N.E. 

9th Floor
Atlanta, Georgia 30326 
Phone: 404-266-2464 

Fax: 404-266-2165

Today's media are changing so 

rapidly, collecting media receivables calls 
for the sure touch of a professional who 
specializes in the industry'.

At Szabo Associates, we’ve built an 
unequalled reputation for expertise in 
media collections. Now, we’ve reorga­
nized to focus even more closely on 
each medium. We’ve created separate 
divisions devoted to radio, tv, cable, 
newspapers and magazines, with 
specialists in out-of-home media and the 
entertainment industry' as well.

No other firm does so much to offer 
you more individualized service.

For you. this can mean more 
substantial settlements, without endan­
gering client relationships you want to 
preserve.

It also means that we can offer a 
variety of value-added services: the 
world's most comprehensive database on 
agencies and advertisers, valuable help 
in bankruptcy proceedings, proprietary' 
management reports, and much more.

In a world where client relationships 
can be complex and fragile, it pays to 
know just how and when to apply' 
pressure. Next time you have a problem 
with past-due receivables, call the 
collection service that really understands 
media. Szabo.
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