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Learn the six keys to 
virtually instant profits with 
telemarketing in both large 

and medium markets: 

“Free 54-Page 
Report Reveals

Pese □ nmazr 
Secrets .¿\Lout

for Ra rii o
1 a An amazing secret that will in­

crease your station revenues by over 
$5,000 to $17,500 a month (regard­
less of your market size) - money 
that's literally waiting for you right 
now - GUARANTEED!

2. How to create an in-house tele­
phone selling center — making local 
telephone calls — that generates at 
least 2 sales a day — like clockwork!

3. How to hire the perfect person to 
make the calls who is guaranteed to 
work out for you virtually every time 
- the amazing secret of hiring the 
telephone salesperson of your dreams!

4. When to turn this newfound tele­
phone sales profit center into a 
supplement to your regular sales de­
partment - to increase sales clos­
ing ratios to new record levels. And 
how using this marketing strategy 
means you’ll always be the first to 
find out about new business oppor­
tunities in your market.

5. How to secretly install your own tele­
phone sales department before every 
other station in your market can even 
wake up and realize what you’re doing!

6. The insider’s secret on why sta­
tions that begin this strategy are 

going to be laughing all the way to 
the bank - why there is virtually no 

competition in this exploding indus­
try and why radio might be one of 
^^tmdustries to use it profitably.

i T° receive your FREE no-obligation 
54-page report revealing these 6 

amazmg secrets, just call 

Radio Profits Corporation

scott@radioprofits.com

publisher's motes

Telecom = Re-education

W
hen looking lor Radio sales­
people in the past, 1 would 
often look for people who 
listened to my Radio station. The idea 
was that someone who loved the station 

as a listener would be able to sell with 
more passion. Il I was looking lor a sales 
manager or a CM, 1 would often look to 
people who had previously been "in the 
format.'’ The theory was that certain for­
mats required a different type of sell. 
That of course has been how a lot of us 
have operated. Because of sales and man­
agement mind-sets, many of us even went 
so far as to divide the sales staffs of our 
AM and FM because people had a ten­
dency to sell one over the other.

Today our selling environment has 
changed dramatically. Our sales staffs are 
selling three or lour stations now and will 
soon be selling six or eight. Each station 
has its own unique format, nuances, and 

purpose. No longer are our salespeople 
able to he format specialists... only Radio 
marketing specialists. That's even changed 
as some Radio companies have their sales 
team selling live stations, billboards, and 
other media services in the market.

As a result of these changes we will 
need to re-train our industry sales and 

management force with entirely new skills. 
We can no longer survive on one product's 
success but on the combined success of 
all products. New forms of packaging, 
marketing, and negotiating skills are not 
only important, but crucial.

Radio has its biggest opportunity yet 

as the telecommunications bill's effects

unfold. As an industry we should see 
Radio's biggest advertising share ever. To 
be effective well need to reinvent our 
structures, jobs, and how we physically 
handle life with six or eight stations and 
multiple cultures. Coordination of all strat­
egies will become imperative, as will re­
education of the customer.

Though this period will bring Radio’s 
biggest windfall of success, it could be 
most trying as we adjust to a brave new 
world. Our industry has touted the im­
portance of training for years: This is the 
time it becomes the most critical. Our 
industry's independent sales trainers, and 
the Radio Advertising Bureau's training 
department need to rise to the occasion 
and bring scores of fresh new material 
that will apply to a dramatically new 
selling environment. The National As­
sociation of Broadcasters needs to luel 
our industry with new information on 
how we restructure our operations and 
merge our cultures. Those ol us in the 
trade press need to look for ways of 
communicating the successes and fail­
ures, and offering cutting-edge ideas lor 

managers and programmers. Most im­
portant, you need to become proactive 
and make the re-education process im­
perative in your own organization.

Moses has parted the waters. As we 
prepare to cross into Radio's new mil­
lennium, it's important we ail know how 
to swim. 55

To reach me, write: 
RADIO INK.

B. Eric Rhoads, Publisher 
226 Datura Street • Suite 701 
West Palm Beach, FL 331,01
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LETTERS

V Chip Already Installed 
It’s The On-Off Switch

An unfortunate moral of history is 
that great damage is often done by those 
seeking to do good! The Children's Cru­
sade in the Middle Ages is a classic ex­
ample. Well-meaning gentiy loaded their 
young oil to the Middle East to liberate 
the Holy Land from the infidel. The 
children were massacred.

The V chip appears to be another 
well-intentioned effort to do good, and 
oddly enough, in the name of children. It 
is my fervent hope that our children's 
freedom ol choice is not massacred as 
their gentiy eagerly load them off on 
another "holy crusade."

I suggest that the V chip was in­
stalled in the very first television, and 
there is no need lor another. It was called 
the on-off switch then. I hope the same 
people remain in charge of that on-off 
switch today, the people who purchase 
the set, and no one else.

Mike Ginsburg, VP/GM

KWNR-FM
Las Vegas, NV

New AD 8NK™ Will 
Bridge Gap

There is so much information in the 
Radio industry that it is hard to stay on 
top of it all. I applaud your publication in 
its commitment to providing the indus­
try with the latest news in simple, easy to 
read sections. I enjoy your new features 
including your AD INK™ section. Both 
the advertising community and Radio 
have had its share of differences. I believe 
this section will help bridge the gaps that 
now exist. AD INK™ will become more 
vital as we progress in the years ahead.

With my 14 years in the Radio in­
dustry, I now get the full, concise picture 
on the happenings in our industry.

Kevin J. McCarthy 
SRDS Radio Advertising Source 

Des Plaines, IL

Points On Stern Make Sense
You've done it again! Your points on 

Howard Stern are well-thought-out and 
make great sense.

E. Alvin Davis
74777>7i5@compuserve

Stern At NAB? No Thanks!
I do not agree that it would be good 

to have Howard Stern speak for NAB. I 
agree with you: "I'm more a believer in 
sell-regulation than imposed [govern­
ment | censorship."

But self-regula­
tion implies being a 
responsible member 
ol the community. In 
my opinion, Stern is 
not. Stern has ex­
ploited the commu­
nity. He has terrific 
ratings, to be sure.

But other repre­
hensible members of the human race 
have also been popular. Al Capone was a 
popular figure in his day. So was Adolph 
Hitler. So was Jim Jones of the People's 
Temple. They all exploited other indi­
viduals. In that particular way, they're 
similar to Howard Stern.

I don't believe it is appropriate to 
reward irresponsibility by honoring the 
irresponsible one with a speaking invita­
tion. Asking someone to speak somehow 
implies that you believe what he has to say 
is important. I have not heard Stern say 
anything important up until now, and I 
see no reason to think that will change.

"His talent goes beyond his con­
tent.” Sure it does. It goes all the way to 
his ability to titillate, olfend, shock, em­
barrass, annoy.
x Are we afraid of Howard Stern?

Hardly. We simply have better 
things to do.

Lee McIntyre, President/GM 
Good News Radio 89.7 FM

Riverside, CA

Radio Wayne Awards A Hit 
... Again

Congratulations on your Radio 
Wayne Awards! Again this year, it was a 
big hit at the MLC.

Mark Storie, President 
The Radio Werks Inc.

New Bem, NC

ADDRESS ALL LETTERS TO: LETTERS • 224 Datura Street 

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

407-655-6134.EMAIL-.Radiolnkeaol.com. Each letter should 
include your full name, address and telephone number, 

and may be edited for clarity or space.
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PRODUCT NiWS

Writer’s Unblocker. Copywriters, sales­
people. and promotions people alike, 
here’s a tool that will help you lind a 
better way to say something. Writers 

Edge™ from IdeaFisher 
Systems will help you do

things like find 672 ways 
to say "red" or 1,402 ways 

Writer'« Frise

!n»ian( WorJi» 
Add Color to Your Writing

to say "love." With more 
than 1,500,000 linked 
entries, this reference sys­
tem of the English lan­
guage and American cul­
ture contains song and
movie titles, pop culture,

analogies, aP^ri^S¿^and "works 

AmiPro or it can stand alone. JusUhink, 

you won’t have to walk around the sta 

tion anymore asking people how to say 

"giveaway." 800-289-4332

New from Comrex is Nexus — a com­
plete ISDN codec, terminal adapter and 
NT1 in one package. Setup is done 
through a keypad with LCD display and 

features memory dialing for frequent 
connections. The input is switchable 
between microphone and line levels and

the output is a vari­
able mix of local 
program and 

codec return. 
The unit is also 
compatible with 
other Comrex 
codecs as well as many other 
manufacturers and runs about $2,300. 
508-263-1800

SEND PHOTOS of your new products to: Product News, 

c/o Shawn Deena, 224 Datura Street • Suite 701, West Palm 

Beach, FL 33401.

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 
S41,000 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 
>han tor you to call our clients and 
get a “reality check” from them 
Well 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 $69.95 
and $200, that appeal to the mass 
market. That s right: No $19 mops 
or $20 magazine subscriptions that 
generate nothing but pocket change. 
Our products are heavy hitters.

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

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

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

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

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

Don’t let 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 Opportuni

• r* i Portland/ ME 10
> 510 Congre*s otrw? » w
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GRAPEVINE

► Spark-o- 
matic. Late 
Show With 
David 
LettermanSu- 
per Bowl cor­
respondent 

Sparky 
Mortimer 
stopped by 
the CBS Radio 
Sports booth 

to say hi to Jim
Hunter (I) and Matt Millen and to discuss the 
tough duties he had during the event — like 
interviewing the Dallas Cowboy Cheerleaders. 

Kids these days.

Holy Ghost! Actually it’s Ted Neeley who 
plays the divine one in the now touring 

Jesus Christ Superstar. He was visiting Danny 
Bonaduce at Chicago’s WLUP-FM. You can’t 
see it but they’re both levitating. ▼

A Last Words. In an attempt to save their dying 

ABC sitcom Champs, the cast headed to New 
Orleans to appear on the Walton & Johnson 
Morning Show on WCKW-FM. Cast member Kevin 
Nealon said, “When word gets out that we did 

an hour on this show with John Walton and Steve 
Johnson, it will either save the show or we will 

be canceled immediately.” The show was can­
celed later that day. L-r: Ed Marinaro, Nealon, 
Walton, Timothy Busfield and Johnson

SEND PHOTOS OF YOUR ORGANIZATION’S MAJOR 

EVENTS TO: Grapevine c/o Shawn Deena • 224 Datura 

Street • Suite 701 • West Palm Beach, FL 33401

Il’S a f 0U-ÍOBRT Preis With Ims Inn-Ill On Primi Sums

Kevin Kennedy's 
AMERICAN LEAGUE CLUBHOUSE 

Weekly analysis of the ^encan league 
by the Boston Red Sox Manager, 

beginning this spring on F!?.

■ P a 0 M E

Kenny Smilb’s 
NBA DIARY 

Point guard of the two-time 
defending world champion Houston 

James bflcn's Rockets brings his on-court 
lift perspective Tuesdays on PSR.

The former NFL great joins PSR 1
during football season with 
insightful commentary and 
eloquence second to none.

Maxx Hammer's 
MOE RING

Denis Pohin’s 
SIAPSHOI WITH DENIS POWN 

NHL Hall-of-Famer and Fox IY 
analyst takes you inside the game 

of hockey Tuesdays on PSR.

Maxx Hammer, a 20 year broadcast 
veteran takes you “inside the ring" 

(or a comprehensive look at the 
world oi professional boxing 

Thursdays on PSK

The Som of Sports

Circle Reader Service #106

MARCH 11-24, 199Ó RAMO INK 7



MOPU IN INK*
RAB MLC ’96

The annual RAB Marketing Le- ■ 

ship Conference went off without a h> 

and with another year of record att 

dance. Of course we were there 
Q honor Evergreen’s Jim de Castro n 

and Scott Ginsburg as our Executives r 
The Year. But we also took the opport° 

nity to snap some shots of folks just 
having a good time. Like® l-r Leslie JOnc- 

and Sid Proctor of WMFR-AM/WMag-fm 
High Point, NC, and Alice Hansen ofWH'Ji 
FM High Point, NC, who were in demand' 
Enjoying a fine beverage were(^|.r jacL 

O’Brien of WZNZ-AM/WROO-FM/WSTF-FM 

Jacksonville, FL, Robert Howard of Don 

Davis Auto Group and Candis Brooks of 
the RAB. ©Some folks danced while 

others © had their butt sketched (no, 

really) and some just went for the simple 
portrait like ©Glenn Hicks of KLVl-AM 

Beaumont, TX. Later © Hicks and Sam 

Stern ofWJAN-FM Manchester Center, VT, 
posed as did © l-r Ron deCastro ofWHLI- 

AM/WKJY-FM Garden City, NY, and Lee
Robinson of WMXD- 

FM/WJLB-FM Detroit. 

And caught in the “Hey 

it’s a camera” pose 
was © Sean Luce of 

KKRW-FM Houston.

And The 
Winners Are...

The 6th Annual 

Radio Ink Radio Wayne 
Awards had a winner 
who’s always “Fabu­

lous” and a manager 
from way down under. Here 

they are: ©Overall Broa - 

caster of the Year Bi 
Fabulous” Burton, president 

of the Detroit Radio Advert 
ing Group. ©General Man 

ager of the Year 

Summerville of Doug 
MORE-FM Auckland, 
Zealand. ©Sales«6 

of the Year-Gaw 
of American Radl0^5treet 

WBMX-FM Boston. VP _ 

Fighter of th= 
Lori Snyder of EZ [e 
cations’ KZOK-FM 

Congratulations to and 
winners and nominees 

good luck next yea

SEND YOUR “PEOPLE

Shawn Deena • 22h oi
7oi, West Palm Beach, FL 33
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FORUM

How are you preparing for the 
spring rating period?

Jerry
We strive to produce compelling pro­
gramming on all three of our facilities. 
Even though our market is rated only in 
the spring, we stress that the Book is an 
ongoing process. 11 you have not been 
executing throughout the year, why would 
listeners suddenly come on board in April?

We ask our talent to be brilliant at the basics.
This year, education of the on-air talent about Arbitron s 

methodology and how this translates to winning the battle of

The preparation for all the rating periods 
are thought out and decided upon well in 
advance of each survey. We put together 
our promotion plan at the same time we 
prepare our annual budget, with concentra­
tion mainly on the Spring and Fall Arbitron, 
however, we promote throughout the year.

Our major campaigns are then in place, and it still gives us 
time to modify, if necessary, due to changes in local 
marketplace. Lite 98 features billboards year-round, TV in

Schnacke, VP/GM • WTAX-AM/WDBR-FM/WWTE-FM • Springfield, IL
unaided recall was a priority. It amazed me, the misconceptions 
that existed on the part of the very people that our success is

dependent upon.
Here's our tune-up list:
1. Are we fulfilling the expectations of our target audi­

ence? If I'm in the demo, would this be my favorite station? 
2. Make sure staff understands the goal and buys into the game 
plan. 3. Know the competition. 4. Invest in marketing. 5. Have 
fun,- it shows. And remember, this isn't dress rehearsal; this is 
our life. S 

Reggie Jordan, GM • WTVR-FM • Richmond, VA
strategic months throughout the year, weekly Work Escape 
Weekends," our office promotion "Lunch and a Limo, and our 
ongoing $ 1,000 guarantee for our "No Repeat Workday, plus 
Lite 98 is involved in numerous community events throughout
the year. At Lite 98 we have a minimum of two major promo­
tions a year and market research around the Spring and Fall 

surveys to keep the station Iresh. .
What are we doing to prepare for the Spring rating period? 

I recommend an ongoing process to be prepared in advance to 
avoid surprises — keeping you ahead of the game.

Wayne K. Brown, President/GM • WBAV-AM/FM & WPEG-FM • Concord, NC 
promotion in the fall and it was tremendously successful; we re 
still reaping the benefits. Currently were number one in the 
trends 12+ and 18-54 and tied for fifth with adults 25-54. 
Another contest we just did right after the holidays was the 
Tay Your Bills" contest. People send in their bills and we would 
randomly select a bill to pay up to $1,000, more than once a 
day. This created a database and people are always broke after 
the holidays so it worked out wonderfully. For spring we re also 
going to do a special Mother’s Day show with our very popular 

personalities, the "Breakfast Brothers.”

For spring promotion we'll be doing a 
promotion to increase our TSL. It's called 
the $1,000 Mystery Jam Box contest. 
People will have a chance to win every 
day They have to listen for a certain 
sounder at a particular time every day and
when you hear the sounder, you call in 

and correctly identify what was in thejam Box for the last hour. 
The listener is then forced to listen for a full hour each time 
around in order to pick the right song. We did this same

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

IF 90% OF YOUR STATION IS MUSIC, WE’LL MAKE SURE 
YUUR MUSIC IS IUU% RIGHT.

MRPI does more music research calls per year than anybody.

marketing^/RESEARCH 
PARTNERS, Inc.

Call 800-359-6774
and see why!
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NEWS

Quarterly Issues - Programs Report 
The FCC Still Wants to Know

by Andrew J. Siegel

T
here are two April filing dates 

station personnel must remern 
ber. Your taxes are another col 
umn. However, on April 10, your 
station’s next quarterly Issues - Pro­

grams report must be in your public 
file. Like taxes, the key to lessening 
the pain of filing is preparation.

Section 73.3526(a)(9) of the FCC’s 
rules requires that the report contain “a 
list of programs that have provided the
station’s most significant treatment of 
community issues during the preceding 
three month period." This means you 

need to do three things: ascertain the 
issues important to your community; 
communicate these issues to your pro­
gramming staff; and broadcast program­
ming responsive to these issues. This is 

an ongoing process.

ASCERTAIN- - - - - - - - - - - - - > COMMUNICATE

BROADCAST
There are a number of painless ways 

to ascertain the issues important to your 
community. You and your staff already 
talk daily to people in your community, 
whether it be at meetings, luncheons or 
sales calls. You and your staff already 

read local newspapers and magazines 
and belong to various community organi­
zations. These sources help you know 

what’s important to your community and 

should be kept on a list in the station’s 

files (not the public file). Invariably, you 

will notice that a number of local issues 

keep coming up in your conversations.
Once identified, the next step is to 

communicate these Issues to your pro­
grammers, and to do programming 

responsive to some of these issues. 
Pick about five issues and make them 

the subject of your public affairs pro­
grams. For your station’s protection, 
some of these programs should run 

outside of graveyard shifts, even if it is 

only 7 a.m. Sunday.

Presuming you have ascertained the 
issues and broadcast programming re­

sponsive to some of them, review the 

programs you have broadcast. Select the 

programs that gave these identified is­
sues the most significant treatment. Your 

Issues - Programs report should then list 
the issue, the program that treated the 
issue, the time and date it was broadcast, 
the duration of the program and a brief 

narrative of how the program addressed 
the issue. For example: 

GOVERNMENT
Dateline: 2/4/96 Mayor Jane Doe 
/-o a.m. discussed the

recent tax 
increase designed 

to improve the 

town’s schools.

Because you are only listing signifi­

cant programming, the total report 

should be approximately three pages 

(The FCC has frowned upon long re­

ports which contain a laundry list of 
every public affairs program the sta­

tion broadcast that quarter). It must 
be placed in the station’s public file by 

close of business on April 10. The 

good news is that once it’s in the 

public file, you’re done. Relax, take a 

deep breath, and start the preparation 

for the next report due July 10 

followed by reports due October 10 

and January 10 of each year. a 
Andrew J. Siegel is broadcast counselJor CHS Inc. The views 

expressed herein are entirely his own. He may be reached at 

212-975-7292 ©1996 AthkctH J Siegel

Commodore Founder 
Carter Burden, Legendary GM

Bill Cunningham Die

Carter Burden, founder and chair­
man of Commodore Media died recently 
at the age of 54 of a heart ailment at his 
home in New York City. His legacy with 
Commodore will continue to grow as the 
telecom bill gives the company even 

more room to expand.
Legendary GM Bill Cunningham, who 

has been out of Radio the past few years, 
was killed in an automobile accident in 
Indianapolis recently. Cunningham is well- 
known as the GM who put Heftel’s Y-100 

on the map in Miami in the ’70s.

The Radio industry’s 

only teaching-workshop 

dedicated exclusively 

to sales management 

development. For a 

free prospectus, dial 

1 800 TALK GIF

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

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

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

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

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

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

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

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

PHILADELPHIA (November 18-20)

LOS ANGELES (December 9-11 )
Circle Reader Servi« #lo8
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MILLION DOLLAR CLUB
$430 M (estimated): KOPA-AM/KSLX-FM Phoenix, KRQX-FM/KSEG-FM Sacramento, WTBT-FM/
WXTB-FM Tampa, WKLS-FM Atlanta, WDAF-AM/KYYS-FM Kansas City, WKRQ-FM/WNNK-FM _ 

Cincinnati, WLOH-AM/WTVN-AM/WHOK-FM/WLLD-FM/WLVQ-FM Columbus, KEX-AM/KKCW-FM/
KKRZ-FM Portland; Seller: Citicasters Inc.; Buyer: Jacor Communications Inc.; Broker: Salomon 

Brothers Inc.

$115 M: WXDJ-FM/WRMA Miami; Seller: New Age Broadcasting; Buyer: Paxson Communications

$105.25 M: KCEE-AM/KNST-AM/KRQQ-FM/KWFM-FM Tucson, WPDQ-AM/WOKV-AM/WIVY- 
FM/WKQL-FM Jacksonville, KNSS-AM/KKRD-FM/KRZZ-FM Wichita, WWKY-AMAVTFX-FM/WVEZ- 
FM Louisville, WDCG-FM/WZZU-FM Raleigh; Seller: Prism Radio Partners; Buyer: SFX Broadcast­

ing Inc.; Broker: Radio Consultants Inc.

$57 M: WQAM-AM Miami & WKIS-FM Boca Raton; Seller: Sunshine Wireless Inc.; Buyer: 
Beasley Broadcast Group; Brokers: Gary Stevens & Co. and Star Media Group

$42.25 M: WOOD-AM/FM & WBCT-FM Grand Rapids, Ml; Seller: WOOD Radio L.P.; Buyer; 
Clear Channel Radio Inc.; Broker: Kalil & Co. Inc.

$35 M: KWJJ-AM/FM Portland, OR; Seller: Park Communications Inc.; Buyer: Fisher Broadcasting 
Inc.; Broker: Media Venture Partners

$35 M: KOOL-AM/FM Phoenix; Seller: Par Broadcasting Co.; Buyer: Colfax Communications Inc.; 
Broker: Kaul & Co. Inc.

$26 M: KYCW-FM Seattle; Seller; Infinity Broadcasting; Buyer: EZ Communications Inc.

$24.5 M: KSSN-FM/KMVK-FM Little Rock, KZSN-AM/FM Wichita; Seller: Southern Skies Corp.; 
Buyer: Triathlon Broadcasting Co.; Broker: Star Media Group

$21.3 M: WJHM-FM Orlando; Seller: Beasley Broadcast Group; Buyer: OmniAmerica Group; 
Broker: Star Media Group

$12 M: WLQT-FM Kettering-Dayton, OH, WDOL-FM Englewood, OH; Seller: Regent Licensee of 
Dayton Inc.; Buyer: Palm Beach Radio Broadcasting Inc.; Broker: Media Venture Partners

$8 M: WAXE-AM, WAVW-FM, WKQS-FM Ft. Pierce-Vero Beach, FL; Seller: Media VI; Buyer: 
Commodore Media; Broker: Media Venture Partners

$7.7 M: KYNG-AM Aurora, CO, KNRX-FM Castle Rock, CO; Seller: Century Denver Broadcasting 
L.P.; Buyer: Norte Broadcasting of Colorado Inc.

$6 M: WENZ-FM Cleveland, OH; Seiler: Ardman Broadcasting Corporation; Buyer: Clear Channel 
Communications; Broker; Blackburn & Company

$5.9 M: WFXK-FM Raleigh-Durham, NC; Seller: Osborn Communications Corp.; Buyer; Pinnacle 
Broadcasting Co.; Broker: Star Media Group

$4 M: KOLL-FM Little Rock; Seller: Multi-Market Radio Inc.; Buyer: Triathlon Broadcasting Co.

$3.5 M: WNLS-AM/WTNT-Fm Tallahassee, FL; Seller: Park Communications Inc.; Buyer: WTNT 
Inc.; Broker: Media Venture Partner ;

$3.5 M: KJNO-AM/KTKU-FM Juneau, AK, KTKN-AM/KGTW-FM Ketchikan, AK, KIFW-AM/KSBZ- 
FM Sitka, AK, KHAR-AM/KBRJ-FM Anchorage; Seller: Media Ltd.; Buyer: Steven Rhyner

$3.5 M: WZRX-AM/WSTZ-FM Jackson, Ml; Seller: Lewis Broadcasting Corp.; Buyer: Multi-Market 
Radio Inc.

$2.7 M: WCCQ-FM Crest Hill, IL; Seller: CHB Venture; Buyer: TKO Broadcasting L.L.C.; 
Broker: Media Venture Partners

$2.65 M: WKWK-AM/FM Wheeling, WV; Seller: WKWK Radio Inc.; Buyer: Osborn Communica­
tions Corp.

$2 M: WLRO-FM Richmond, KY; Seller: WCBR Radio Inc.; Buyer: Clark Broadcasting Co.

$2 M: WVIC-AM/FM East Lansing, Ml; Seller: MSP Communications Inc.; Buyer; Jencom Broad­
casting; Broker: Blackburn & Co.

$1 9 M- KPLY-AM KQNV-FM & KZAK-FM Reno, NV; Seller: New World Enterprises Inc.; Buyer: 
Americom; Broker: Media Services Group

$1.8 M: KVEG-AM Las Vegas; Seller: K-G Communications Inc.; Buyer: Crescent Communications 
L.L.C.; Brokers: Force Communications and Consultants and Broadcasting Asset Management Corp.

of Chicago

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

SOLDI
KWJZ-AM/FM, Seattle, 
W A from Park 
Communications, Inc., 
Wright M. Thomas, 
President, to Sandusky 
Radio, Norman Rau, 
President, David Rau, 
Chairman/CEO and Peter 
Vogt, Chief Financial 
Officer for $26,000,000.

Brian E. Cobb 
and

Charles E. Giddens 
represented the seller.

ELLIOT B. EVERS 
415-391-4877

GEORGE 1. OTWELL 
513-769-4477

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-827-2727

RANDALL E. JEFFERY 
RANDALL E. JEFFERY, JR. 

407-295-2572

RADIO and TELEVISION 
BROKERAGE • APPRAISALS

MEDIA VENTURE
PARTNERS
WASHINGTON, DC 

ORLANDO • CINCINNATI
SAN FRANCISCO
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MANAGEMENT

The Real Cost of Turnover
A Dollars and Sense Approach

Philip Jo

QUICKREAD

► The average cost to a 
station for a lost local sales 
employee has been cited 
as $67,000.

► If Radio is ever to grow 
beyond 6.8 percent of all 
advertising revenues, sta­
tion owners and managers 
must enhance their com­
mitment to lessening em­
ployee turnover.

► If we view employee 
sales turnover as a cost we 
should add turnover to all 
sales expenses.

► Because we know what 
the cost of turnover is we 
could factor in salesperson 
turnover as an additional 
activities-based cost and 
therefore subtract it from 
the sales departments’ end- 
of-year revenue report.

During the last 11 years of 

reported labor practices 
(1984-1995) within the 
broadcast sales business, 
the average cost to a sta­
tion for a lost local sales 

employee has been cited

LeNable as $67,000. (A sales em­
ployee loss refers to all 

losses of revenue as a result of their departure): 
$12,000 during the first six months in direct 
costs related to compensation and employee 
benefits,- $30,000 in immediate lost sales due 
to lack of budget for, or as a result of, defective 
or no sales training; $15,000 in start-up costs 
in development of local-direct/base business,- 
$5,000 in lost local-direct sales activity as a 
result of time spent solving continuity and 
production difficulties,- $4,000 to $7,000 aver­
age receivables lost as a result of credit/collec- 
tion problems.*

If Radio, as one of the main segments of 
the broadcast business, is ever to grow beyond 
6.8 percent of all advertising revenues, station 
owners and managers must enhance their com­
mitment to lessening employee turnover.

Turnover: An Activities-Based Cost
If we view employee sales turnover as a 

cost we should add turnover to all sales ex­
penses. To ligure the turnover expense, con­
sider the research which shows there is a 68 

percent turnover rate per year per sales depart­
ment at stations in markets across the country.

Stations might consider the concept of 
activities-based costing (ABC) as an inclusion 
to the normal accounting practice. Grocery 
chains major drug and beauty care chains, 
general merchandise and the latest of thé 
category' killer businesses have been increas- 
>ng the practice of ABC over the last five years 
Activities-based costing takes into account

jî1CüStS addcd tO the sa,es' di«dbu- 
non and delivery system. No ]onger do fh 

major companies consider only their "<>ross 
margm. Gross margin is a percentage of 
gross calculated as the sale minus the 
cost of inventory.] the 

efits, training and sales promotion (because 
they are activities based) must be added to the 
overall cost of the sales employee.

Because we know what the cost of turn­
over is we could factor in salesperson turnover 
as an additional activities-based cost and there­
fore subtract it from the sales departments' 
end-of-year revenue report.

In broadcast sales, there are several activi­
ties which are cost based and can be broken 
down into three specific activities:

1. Direct sales activities include the ac­
tual time spent in the field such as driving 
time, the frequent visits made to get the ap­
pointment, the additional visits made to con­
summate the sale and time spent at the client's 
location during a remote broadcast.

2. Indirect sales activities are time spent 
servicing, such as handling of complaints, 
copywriting, collecting and all time spent at 
the station involved with developing and ex­
ecuting any client sales promotion. Following 
the initial sale, we need to consider time spent 
developing the client's long-term business.

3. Nonselling activities are those activities 
involved with any time spent reporting the 
sales or planning sales, writing traffic orders, 
revisions, production orders and all time spent 
reselling pre-emptions. Additional time must 
be charged to time lost by attending meetings.

We pretty much know that all of the 
activities are cost based and, for the most part, 
should be figured into the cost of a sales 

account executive doing business.
While the general merchandise, grocery 

and health and beauty care industries have 
accounting procedures of calculating their 
activities-based costs which are subtracted 
from the gross margin, shouldn't Radio con­
sider accounting for the $67,000 annual cost 
of salesperson turnover as activities based? If 
so, then what besides continuous, professional 

training and updating of each salespersons 
techniques and practices could the Radio in­
dustry do to reduce turnover? ®

The Jy ofturnover, conducted by the author, as an incremental 

study of sales practices involved 261 Radio and television stations 

from 1984 to 1995

Philip lay LeNoble, PhD, is chairman of Executive Decision 

bystems Inc, of Littleton, CO. a Radio sales training firm. H‘ 

be reached at 101-795-9090
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When the V.P. and GM of Midcontinent Media in Madison, Wisconsin, wanted to increase efficiencies and profits and decrease overhead... he gave all three of his stations the finger!
Now each one has MediaTouch, the original digital automation system. With its patented touch screen control and network audio, it creates economies of time and staff, driving profitability sky high.
With MediaTouch, digital automation is neither expensive nor risky.And now, thanks to a solutions-driven team of experts, both our software and service mandates are solid.

"life carefully reviewed all available digital systems before picking MediaTouch.
Heve now lowered our operating and capital expenditures while improving the sound 
of all three stations. MediaTouch integrated our three diverse broadcast formats, giving 
operational efficiencies at the cost savings we were looking for."
David Graupner, V.P. and GM. Midcontinent Media

So use your finger to call us for info or a demo, then give your station the MediaTouch finger.call: 1 800 665 0501 http://www.rubicon.net/~omtfax: 1 204 783 5805 E-mail: omt@summit.rubicon.net
1

L MediaTouch

Circle Reader Service #110

http://www.rubicon.net/%7Eomt
mailto:omt@summit.rubicon.net


INTERVIEW

TallinÄ BRO.
ACQUISITIO 5

S
ince 1992, Kathy Marien has been president and chief operating officer of Allied 

Capital Lending Corporation in Washington, D.C., a small business lending company. 
Prior to joining Allied, she had been financial consultant to eight-station Radio group 
Wilks & Schwartz Broadcasting in Springfield, MA, and to USA Mobile Communications Inc. 

in Cincinnati. Before that she had been group vice president, broadcasting, of Communica­
tions Equity Associates in Tampa, FL. From 1981 to 1989 she was senior vice president, 
manager, communications lending for Bank of New England in Boston, and from 1975 to 
1981, she was assistant vice president, lending officer, credit analyst for Connecticut 
National Bank in Hartford. From 1973 to 1975 Marien taught the principles of economics at 
Virginia Wesleyan University and Norfolk State University.

Marien has a master's degree in economics from University of Pennsylvania.
As a lender, Marien discusses what makes a successful Radio operator, how someone can 

get started as an owner in today’s broadcast environment, and what she believes 
deregulation can do for the Radio industry.

I
NK: What difference do you see from the 

1980s to the 1990s?

MARIEN: Probably the biggest difference 
I see is that in the 1990s the operators are 
the ones who are getting the financing as 
opposed to rhe financial players. 1 think 
that the shakeout in the late 80s and 
early '90s woke a lot ol people up to the 
fact that Radio is very much a business 
that requires people who understand how 
to run a Radio station, not just people 
who know how to put a good financial 
deal together Also it is becoming more 
and more important lor Radio and 1 
somewhat don't like to see this happen­
ing, to be big. Duopoly has had a very 
positive impact on the Radio industry in 
terms of dealing with some ol the excess 
number of Radio stations that existed 
after 80-90 was enacted but, at the same 
time 1 think it has put Radio operators in 
the position where they need to own 

more than one station in most markets to 
truly remain competitive in the long run. 
INK: What are your feelings about the 

multiples of cash flow that people are 

paying for Radio stations which are sub­

stantially higher than they were in pre­

duopoly days.

MARIEN: The multiple that is being re­
ported may not be really applicable in 
terms ol what the buyer is truly paying 
because, when you institute a duopoly 
the level of cost savings that you can 
achieve are less than a lot of people had 
hoped when duopoly first became avail- 
^e Therc-are, nevertheless, cost savings 
hat ca,be realized particularly in terms 

o off.ce space and some of the general 

station. As a result, tlK. 18 17 11 „ 1 
‘Ties, if on historical cash'flow without 

accounting for some of tk L

revenue synergies that you may achieve, 
is probably from a lender's perspective. 
INK: How comfortable are lenders with 

prices based on projections of revenues 

and savings?

MARIEN: Expense savings are one side 
where lenders can get reasonably com­
fortable. There have been enough 
duopolies put in place now that we have 
some history to go by to see what is truly 
achievable. The revenue side is a little 

harder. Anytime you look at projections, 
the real assessment is, has this operator 

been able to do it before?
INK: So past history.
MARIEN: Where operators have already 

done similar types of revenue increases 
in other markets there is no reason not to 
expect them to do it in these, because the 

Radio station they were acquiring was 
underbilling their existing market share.

CHARACTERISTICS OF SUCCESSFUL

OPERATORS
INK: What do you think are some of the 

characteristics of successful operators. 

MARIEN: That's an interesting question, 
was very fortunate in the 1980s to lend to 

some of, what 1 consider, the best opera 
tors in the business. 1 think one of the 
things all of them had in common was that 

they were creative and flexible. They cou 
react quickly to unexpected market 
changes but, interestingly enough, they 
very seldom were taken by surprise. The) 
were very aware of what was going 0,1 in 
their marketplace. In most cases, the} 
could take proactive steps to protect their 

Hanks. They were all also very 8°° a 
finding and attracting talented people’t
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work for them, and they all loved Radio. 
INK: You said they took proactive steps. 
That was back in the ’80s before they had 

the luxury of being able to take the 
proactive steps of buying other Radio 

stations to protect themselves.
MARIEN: All of them were constantly re­
searching their audience and their com­
petitors' audience, finding out what the 
audience in their marketplace was looking 

for, seeing where their competitors were 
inching into their territory, adjusting their 
programming, adjusting theirpromotional 
activities. In some cases, radically chang 
ing formats. One operator had a market­
place where they had a Beautiful Music 

station for years and years and just coined 
money, but the revenues had been declin­
ing a little bit. They came to me and told 
me that they needed to change the format 
because they could clearly see that within 
two to three years they were going to have 
trouble making money in that market­
place with that format. They wanted to 

how I, as their lender, was going to react 
when they took about 25 percent ol their 
cash flow and eliminated it overnight.
INK: How did you react?
MARIEN: Interestingly enough, alter they 
explained what they wanted to do and 
why they wanted to do it, I told them to 
go ahead and do it because they were 

right. They had to change the format of 
that Radio station and the timing was 
perfect for it. They had read the market 
well enough that, while we had expected 
that the cash flow for the group would 
drop by about 25 percent that year, it 
actually stayed Hal because the first year 
that Radio station actually made money. 
From a lender's perspective, that is the 
kind of operator, orkind of borrower, we 
want. The last thing we want is the bor­
rower who suddenly has a "buggy- 
whipped'1 company.
INK: What do you mean by that?
MARIEN: The operators who stay current
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SIDELINES
♦Leisure Activities: Reading, bridge.

♦ Recommended Reading: Sword of 

Shanara series by Terry Brooks, any­

thing by Elmore Leonard.

♦Mentor/Role Model: Bob Benbow — 

He taught me that the secret to suc­
cess Is hiring great people and giving 
them the freedom to succeed, the 
encouragement to try new things and 

to reward them for their efforts.

♦The most interesting person you 
know is: Stanley Marsh, a television 

and cable entrepreneur with a ques­
tioning mind and a highly tuned sense 

of whimsy.

♦If you had 30 minutes to sit and talk 

with one person, whom would you 

choose? Ayn Rand.

♦ If you were granted one wish, what 
would it be? To have more free time to 

spend with friends and family.

♦ If you could go back in time, where 

would you go? To the royal court at the 

time of the Hapsburgs.

♦Whom did you listen to on the Radio 

when you were growing up? Cousin 

Brucie.

♦What did you want to be when you 
grew up? A teacher. Of course I haven’t 
grown up yet so I still have time.

♦What is your pet peeve with Radio? 
Shock Radio, whether it is the result of 
personalities or promotions.

♦The most embarrassing thing that 
ever happened in your career was ... 
spilling a glass of ice water in my 
boss’s lap at my first business dinner.

♦What has been your most elusive 

goal? Creating a balance in my life 
between work and personal time.

♦Of what achievement are you most 
proud? The team of people I was able 

to put together at Bank of New England 
and worked with for eight years.

♦As a listener, what is your favorite 
format? Jazz.

♦What advice would you give some­
one who wants to get into Radio? 
Learn the business from the bottom 

up. Get a job working at a station at 
whatever level you can. Make sure you 

learn the fundamentals of how to run 

a business. Successful Radio is more 

than format, music, technical.

INTERVIEW
◄ 15

uve and a regulatory' perspecmc and 
do„i think -hey ™ Rad” 

„«ion the way ihw ™ '’70' h'“"“ 

it is not the same business.
INK: Any other characteristics you look for? 

MARIEN: We have to look at those opera­
tors' ability to generate revenue in their 
market and convert it to the bottom line. 
We are looking for successful operators 
who have the ability to run a business. In 
one instance where I legitimately lost 
money, as opposed to just sort ol having 
the business fall apart, the operator tally 
ran the Radio station badly. He 
understood Radio but he did not 
understand how to run a business. 
INK: For somebody who is look­

ing to advance in the business, do 

you recommend that they learn 

more about the financing side, 

the business side?

MARIEN: If they ever expect to 
own a Radio station, absolutely. 
Because the only way that they 
are ever going to attract the level 
of equity and debt financing that they 
want is to understand how to run a busi­
ness. 1 can t rely on a disc jockey, or a 
programmer, who has never managed a 
budget to know how to meet a payroll 
every week and, if they can't do that, 
they are going to have trouble running 
that Radio station profitably and are go­
ing to have trouble paying my loan back. 
INK: Will we see more women and minori­

ties moving into ownership?

MARIEN: Absolutely! I think you will also 

see more women moving into positions 
where they are presidents and CEOs of 
<adio broadcast companies. Allied has 
been around for 35 years and is actually 

a group of eight separate companies, five 
o wh.ch are public and, of those five 
Pubhc companies, two of them have 

bX" presidents. Now, if youwent 
back five years ago you would have been

the same direction. cd in 

H°W TO GET STARTED

•NK: You said earlier it k 
becoming more

important to be big. How does somebody 

get started as an owner in today’s broad- 

cast environment?

MARIEN: You probably have to set y0Ur 
sights lower in terms of market size to get 
started. If you're looking at individuals 

who are managing a group of stations tor 
some of the larger operators and decide 
to go out on their own, my guess is that 
they will be able to find equity backing to 
buy a small group of stations, but prob­
ably in the lower end of the middle 
markets, down in the 75 and below range, 
and maybe start with one market.

RETURN ON INVESTMENT

INK: What type of return are you looking 

for when lending to finance acquisitions?

Marien at the Ninth 

Annual Bayliss 

Media Roast L-r: 

Jim Bayliss, Joe 

Bayliss, Tom 

Schattenfield, Tim 

Menowsky, Paul 

Kagan, Brad 

Bedford, John 

Bayliss, Kit Hunter 

Franke, Alice

MARIEN: First of all, you have Bayliss and Marien. 
to understand that in Allied
Capital Lending, my maxi­
mum loan size is one million 
dollars, so I’m dealing with small-mar­
ket Radio. Quite frankly, if the operator 
isn't pulling at least a 30 percent operat­
ing margin, he probably is not doing his 
job right. The operating margin is really 
a function of format. If it is satellite 
delivered, clearly your margins are sig­
nificantly higher. Other markets where, 
because there is no satellite-delivered 

programming and they have format com­
petition and need to spend money on 
promotion, etc., a 25 percent operating 
margin is what we are seeing. I d°n 1 

think that there is any real magic num­
ber there other than looking at the mar­
gins and making sure that the expenses 
being made are logical.
INK: It sounds that as a lender, you are 

very much in favor of satellite-delivered or 

low-cost programming.

MARIEN: No. Don’t misunderstand my 
comments. I firmly believe that Radio is 
a local business. What is good in one 
market, may not work in another. Some
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times satellite-delivered programming is 
a good alternative, or is the right choice 
for a particular Radio station in a particu­
lar market. It may be totally wrong for 
another station in another market. My 
reliance as a lender is on the operators I 
am dealing with to know what is right in 
their marketplace to be able to consis­
tently generate the kinds of revenue they 
need to and, then, manage their expenses 
so that they can deliver the bottom line.

GOING PUBLIC

INK: Do Radio companies that are public 

need to operate differently than compa­
nies that are not public?
MARIEN: Yes. As I look at the way 1 need 
to think about my business, and as I listen 
to a lot of my good friends in the Radio 
industry who have gone public, all of us 
bemoan the fact that, to one extent or 
another, we are somewhat restricted in 
our decisionmaking because of the needs 
of satisfying our shareholders, satisfying 
the analysts who follow our stock so that, 
on a quarter-to-quarter basis, we per­
form. In my mind, they have truly hurt 
the productivity in this country because 
of theirconcentrating on quarter-to-quar- 
ter and their inability to understand the 
need to invest for the long term.
INK: Is that handcuffing operators? Going 

back to the story about the proactive 

owners willing to lose 25 percent of the 

revenue for that year. Can somebody 

make a decision like that today?
MARIEN: It depends on the size of the 

public company. If you've got a company 
that is big enough and it is one station, you 
can probably get away with it because, if 
it is a small enough piece of your overall 
company, you can probably deal with it. 
INK: But, 25 percent of the company?

MARIEN: If you are going to do it, it is 
going to take a lot of intestinal fortitude 
and a willingness to recognize the fact 
that your stock is probably going to take 
a whopper of a hit, at least on a short­
term basis and, if you've guessed wrong, 
the penalties are a lot stronger than they 
might have been historically. Histori­
cally, if you guessed wrong, the bank 
forced you to sell the Radio station. What 
happens now. if you guess wrong, those 
stock options you had just became worth­
less and you could end up with a share­
holder lawsuit. So you have to think a lot

longer and a lot harder before you make 
that radical of a change.
INK: Do you think revenue will become 

more stable with duopoly as you have 
fewer operators in a market dividing up 
the revenue pot?

MARIEN: 1 think it lias to become more- 
stable, but you are still going to have the 
quarter-to-quarter fluctuations. Adver­
tising revenues and the rate ot increase in 
advertising revenues, fluctuates from year 
to year with the strength of the economy, 
so that kind of up and down is not going 
to change much, although the depth and 
the height are probably going to be a 
little bit smaller.

WHERE’S THE ECONOMY GOING?

INK: Where do you see the economy going 

in 1996?
MARIEN: Oh, that is a tough one. The 
reports that 1 hear are that the economy 
is slowing down, but it should perform al 
about the same level ol growth, which is 
about 2.5 percent, real GNP growth, in 
1996. This seems to be a pretty consis­
tent opinion. The other thing we have 
going for us in 1996 is that there is an 
election in November. I don't think 1 can 
recall an election year where we had a 
really bad economy.
INK: The last couple of years, Radio has 
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INTERVIEW
◄ v
seen double-digit growth. As a lender, if 
you see a couple years of outstanding 
growth in the industry, how much does it 

influence your decision?
MARIEN: Well, I had the great fortune to 
live through the 80s and it is probably the 
misfortune for current borrowers to come 
to me that 1 did. I remember we had years 
and years of double-digit advertising 
growth and all the projections, and most 
of the loans we made bet on the fact that 
the double-digit advertising growth would 
continue into the future. A lot ol the

Here's what you get!

15 isles meetings on video 
Ss'es tests for ectb ol the 15 sessions 
Sess.ons on idles Crete, Cdistio-.-.;,

•8 fô.wtns. Trial Can, 

because .hey I,.Wh..he pmper.d 
b„ra» ed money based on *ul,k-d.. t 
Double-digit advertising growth sudden y 

went to very low single-digit advertising 
growth and. in some markets, it went dea 
Hat All of a sudden, when principal pay­
ments started coming due, there was no 
cash flow because the revenues were just 
not there. They still had the audience 

share that they said they were going to 
get, they were running their stations effi­
ciently, their expenses had been kept un­
dercontrol, the growth just was not there. 
So if you look at the last couple ol years in

Shift 
Your 

Sales Into 
High Gear

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

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

✓ Gel your newly hired salespeople selling profes­
sionally and making more sales in just one week.

V Improve the productivity of your “pros."

✓ Having the course permanently allows for 

space repetition learning for dramatic results.

V Cut down your turnover.

BmiaS> Mes Pam's 
from lite put tnil bri„ss thenl .

- Trnll I Meth»».
___________________ It, KMV1. WaUuMu. HI

btS' ‘eUh'nS newmi salespeople frow to really sell Me. •

- Culwnnt Moreau. 
«¡MX XH||,

Buy Now and SAVE!
CALL (407) 299*6128
FAX (407) 299*2166

Lontos Sales & Motivation, Inc.
P.O. Box 617553. (Mando. Fl 32861

Our new East Coast office.

the Radio business, which you are abso­
lutely right have been terrific for Radio 
you have to say, what happens if We 
suddenly go back to the four percent 
growth that we had for a while. Can the 
station still support the level of debt? ] 
think lenders are doing that kind of sensi­
tivity analysis now.

IS HISTORY REPEATING ITSELF?

INK: You don’t see history repeating itself 

then?
MARIEN: Unfortunately, I do see it hap­
pening in some instances where I see 
some deals getting made. But I think the 
vast majority of the deals that are getting 
done today and the vast majority of the 
lenders who are making Ioans today are 
looking at these things much more real­
istically than we did in the '80s. I include 
myself in that group that made some 
loans that we probably shouldn’t have 
made. We all bet that things would con­
tinue the way they were.
INK: How is the Radio industry different 

from other industries you lend to?

MARIEN: I guess there are a couple ol 
principle differences, one being the level 
of regulation. As a lender, the ability in 
the case of a problem to sell the business. 
I've got a partner in that process at the 
FCC. I think the second difference is that 
the regulation also works lor us in that 
the number of competitors is limited in a 
marketplace. Only a certain number of 
licenses, so there is sort of a base value to 
the business. 1 think management is criti­
cal regardless of what kind of business 
you finance.
INK: What do you think deregulation is 

going to do for the industry?
MARIEN: 1 think it makes a lot of sense, 
provided the industry' remembers the ex­
cesses of the '80s. 1 think you'll get more 
money spent on programming and less 

money having to be spent, perhaps, on 
fighting off the competition, and that can 
only be good for the listeners in the long 
run. 1 don't think Radio will ever lose. The 
people who are really growing in this 
industry arc the ones who understand that 
it is the local flavor that makes the Radio 

station successful. One of the challenges 
that 1 heard at the last Radio show was 
making sure that as we grow bigger' "e 
don’t forget that we've got to have goo ' 
solid people locally and reward them " c 
so that we keep good, solid Radio °PC^ 

tors in the local markets.Circle Reader Service #112
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integrated marketing and media plans that con help advertisers and stations 

alike. The Katz Radio Group—KRG Dimensions, Banner Radio, Christa! Radio, 

Eastman Radio, Kotz Rodio, Kotz Hispanic Media and Sentry Radio.

The Katz Radio Group 
SUPERIOR PERFORMANCE HAKES US THE BEST

Some soles opportunities ore no broiners. Others, however, ore o little more 

difficult to see. Thal's one of the reasons we created our Dimensions soles division 

—to find real new business opportunities for our client stations ond Io develop

INSIDE * Radio: A Safe Bet Wlth L°iaCk
• Radio’s Driving Chevy Cavalier and Geo Metro



INTERVIEW
◄ v
seen double-digit growth. As a lender, if 
you see a couple years of outstanding 
growth in the industry, how much does it 
influence your decision?

MARIEN: Well, I had the great fortune to 
live through the '80s and it is probably the 
misfortune lor current borrowers to come 
to me that I did. I remember we had years 
and years of double-digit advertising 
growth and all the projections, and most 
ol the loans we made bet on the (act that 
the double-digit advertising growth would 
continue into the future. A lot of the
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companies thatgot into trouble in the late 
'80s and the early '90s, got into trouble 
because they bought the properties and 
borrowed money based on double-digit. 
Double-digit advertising growth suddenly 
went to very low single-digit advertising 
growth and, in some markets, it went dead 
fiat. All of a sudden, when principal pay­
ments started coming due, there was no 
cash How because the revenues were just

the Radio business, which you are abs 
lutcly right have been terrific for Raj ° 

you have to say, what happens if 
suddenly go back to the four percent 
growth that we had for a while Cm ,l ' 

station still support the level of debt? I 
think lenders are doing that kind of sensi­
tivity analysis now.

not there. They still had the audience- 
share that they said they were going to 
get, they were running their stations effi­
ciently, their expenses had been kept un­
der control, the growth just was not there. 
So ifyou look at the last couple of years in

IS HISTORY REPEATING ITSELF?

INK: You don’t see history repeating fceif 

then?

MARIEN: Unfortunately, 1 do see it hap 
pening in some instances where 1 see 
some deals getting made. But I think the 
vast majority of the deals that are getting 
done today and the vast majority of the 
lenders who are making loans today are 
looking at these things much more real­
istically than we did in the '80s. I include 
myself in that group that made some 
loans that we probably shouldn't have 
made. We all bet that things would con­
tinue the way they were.
INK: How is the Radio industry different 

from other industries you lend to?

MARIEN: I guess there are a couple of 
principle differences, one being the level 
ol regulation. As a lender, the ability in 
the case of a problem to sell the business. 
Ive got a partner in that process at the 
FCC. 1 think the second difference is that 
the regulation also works for us in that 
the number of competitors is limited in a 
marketplace. Only a certain number of 
licenses, so there is sort of a base value to 
the business. I think management is criti­
cal regardless of what kind of business 
you finance.
INK: What do you think deregulation is 

going to do for the industry?

MARIEN: I think it makes a lot of sense, 
piovided the industry remembers the ex­
cesses of the '80s. I think you'll get more 
money spent on programming and less 
money having to be spent, perhaps, on 
lighting off the competition, and that can 
only be good lor the listeners in the long 
run. I don t think Radio will ever lose. The 
people who are really growing in this 
industry are the ones who understand that 
it is the local flavor that makes the Radio 
station successful. One of the challenges 
that i heard at the last Radio show was 
making sure that as we grow bigger, we 
aon t forget that we’ve got to have good, 
solid people locally and reward them well 
so hat we keep good, solid Radio opera­
tors in the local markets. ®
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Some soles opportunitiss ore no broiners. Others, however, ore o liille more 

difficult Io see. That's one of I he reasons we created our Dimensions soles division 

—to find real new business opportunilies for our client stations ond Io develop

integrated snorkeling ond media plans that can help advertisers and stations 

alike. The Katz Rodio Group—KRG Dimensions, Bonner Radio, Christa! Rodio, 

Eostmon Radio, Katz Rodio, Katz Hispanic Media ond Sentry Radio.

KRG DIMENSIONS SALESPEOPLE 
ARE TRAINED TO RECOGNIZE OPPORTUNITIES 

THAT OTHER REPS JUST DON'T SEE.

The Katz Radio Group
SUPERIOR PERfORHAIICE HAKES US THE BEST

INSIDE * Radio: A Safe Bet With Lojack
• Radio’s Driving Chevy Cavalier and Geo Metro
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Looking To Tap Into The 
Marriage Market?
•Engaged adults are 
heavier users of Ra­

dio than any other 

medium.
•On average, first time 

married couples are 2.3 
years older than a decade ago. 

•Each year, approximately 2.4 
million people marry.
• The number of weddings 
peaks in August and is lowest 
in January.
•The average couple spends 
$15,000-20,000 on their wed­
ding.
•The average reception hosts 
175-200 people, who each 
spend an average of $70-100 
on a gift. Ninety percent of all 
couples register for gifts.
Source: Simmons

Radio Commuters Are Heavy 
Department Store Shoppers... 
•96% commute to car by work 

•92% listen to the Radio 
while car commuting 

’ *49 minutes is the aver-
age amount of TSL while 

' car commuting.
When they get to the office 
45% have a Radio there.
Source: Arbitron in cooperation with 
the RAB

New Way Of Car Buying
After years of dreading 

the car-buying process, Ameri­
can consumers are now being 
offered new car-buying options 
that are springing up in a vari­
ety of places:
•Warehouse clubs build net­
works of dealers who are will­
ing to give discounts in ex­
change for access to the clubs' 
vast customer bases.
•Giant auto malls now carry' 
several different lines of cars, 
giving the consumer the oppor­
tunity to compare price and 
quality in a single location.
•Used-car superstores are of­
fering a huge selection ... ve­
hicles and no-haggle pricing.

These new ideas collec­
tively still represent small num­
bers in the $605 billion U.S. 
auto market, but J.D. Power & 
Associates Inc. claims, "People 

are realizing there are new 
choices available, and they are 

not going to want to buy cars 
the same way again.” 
Source: Bus.ness Week vla RAB’S 

xadtounk

RADIO: . , , , .
A Safe Bet With Lojack
With 95% of our ad budget spent in Radio, 

it's played an instrumental role in our tremen­
dous growth since 1986."

__ Jim Aksemc, Former National Marketing 

and Advertising Manager

Marketing Challenge
The Lojack Stolen Vehicle Recovery' Sys­

tem, an innovative auto theft protection device, 
was invented in 1978 by a retired Boston
police commissioner. A transponder, in­
stalled in the vehicle, electronically' tips 
off police to the location ol stolen cars. 
The device is sold mainly
through new car dealers. The 
marketing challenge for Lojack 
was two-iold.
• Primarily they needed to in­
troduce and develop Lojack as 
a new product category. "This

budget to morning drive times.
Meserve scheduled Lojack commercials 

on the top three or four morning drive stations. 
Monday through Friday, in most major mar­
kets. The spots were placed on AOR, CHR 
Country' and News/Talk stations to target ur­
ban professionals 25 to 49 years old. Initially 
the creative consisted of live on-air reads by 
DJs who retold accounts of people whose sto-

HIM BAËK
WITH LO/jACK

product was virtually' unheard of until 1986 
and we needed to make people aware that 
something of this nature existed for car own­
ers " says Meserve.
• Once the category was established, the 
company's secondary' challenge for Lojack be­
came building loyalty for the Lojack brand.

Solution
Because of the high auto theft rate in ur­

ban settings, the most obvious place to market 
an anti-theft device was metropolitan areas. 
Lojack began its marketing campaign in Bos­
ton, introducing it to the public primarily 
through Radio, As the awareness of the unique 
anti-theft device grew Lojack began expand­
ing from its one market base into several major 
markets including New Jersey, Chicago, De­
troit Miami, L.A., Virginia/Washington D.C. 
and Atlanta.

Lojack chose Radio because of its ability 
to deliver to a specific audience at very' rea­
sonable rates. The audience they most needed 
to reach was the professional, car-owning, ur­
ban-dwelling and commuting adults. The fit 
was perfect since 86 percent of that target lis­
ten to the Radio while driving to and from 
work. After its successful introduction in the 
boston area Lojack shifted 65 percent of its

len cars had been successfully' recovered with 
Lojack. As the product became more widely 
recognized, the creative graduated to the "1 Got 
It Back With Lojack" news features.

The spots revolved around emotional, 
real-life accounts of people who'd had their 
vehicles recovered by' Lojack. To add cred­
ibility' to the news feature creative approach 

Meserve developed for Lojack, the news re­
porter (Ed Danbury) was introduced as a re­
curring Lojack spokesperson. During the 
course of the campaign a variety of different 

testimonials were in constant rotation on 
each station.

Results
According to Meserve: "Radio is cost ef­

fective and enables us to efficiently' reach out 
target audience. Based on our recent research, 

awareness to the Lojack brand name in Boston 
is nearly 97 percent. Our advertising is what 

drives the businesses and every year since our 
introduction in 1986 we've grown. We starte 
in the Boston market and have moved into nine 
major U.S. markets as well as Greece and t 
U.K.. Every time we run a Radio campaign "L’ 
notice a spike in business,- and the more m°'^ 

we put into Radio the greater the response. 
Source. Radio Advertising bureau
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ADVERTISER

Q&A
This issue ...

Arthur Mitchell, Senior VP 
Creative Director, 
Chevrolet Car, Geo, 
Chevrolet Motorsports, 
Campbell-Ewald Advertis­
ing, Warren, Ml

How does Radio figure into 
your advertising mix?
Mitchell: Radio is a very im­
portant portion ol our media 
mix. We use both national and 
regional Radio,- we buy net­
work and spot. It's a critical 
means we use to help deline 
and market our brands be­

cause we use it strategically, 
rather than just tactically.
Are you using Radio more 
or less and why?
Mitchell: We re definitely us­
ing more Radio. 1 he targets 
for vehicles like Chevy Cava­
lier and Geo Metro are light 
television viewers — and 
heavy Radio listeners. Radio 
is a great way to reach young, 
active adults-on-the-go.
What do you like most 
about Radio?
Mitchell: Aside from the ben­
efits to our clients, there are 
some things that I particularly 
like about it from a creative 

perspective. When you pro­
duce Radio, there aren't a lot 
of people trying to' help' you. 
There's no director, line pro­
ducer, camera man, makeup 
artist, grip, electrician, etc. You 
don't have to worry about the 
weather. You don't run out ol 
daylight. Plus it gives you a 
chance towrite. I really believe 
that good Radio paints a pic­
ture you'd probably have a 
hard time filming.
What do you like least?
Mitchell: Its very difficult to 
write. Honestly. 1 don’t think 
too many people understand 
how hard it is to write great 
Radio. Writing bad Radio 
commercials is easy— I guess 
that's why I hear so much bad 

; Campbell-Ewald Advertising

Radio advertising. And I guess 
that's another thing I don’t like 
about Radio. You have to lis­
ten through an awful lot of 
bad commercials.
How can Radio better suit 
your needs?
Mitchell: More research 1 
know that sounds strange 
coming from a creative direc­
tor. but the truth is, we don t 
know a lot about Radio com­
mercials. How do consumers 
react to a sound-only medium? 
What kind of frequency do we 
really need? What’s the burn­
out factor? Radio spends a lot 
time and money providing rat­
ings accountability. I think we 
need some measures lor cre­
ative accountability. S

ADNEWS

0 A New Report from BIA shows the growth of duopoly 
operated stations making a major impact in the industry.

Headquarters and

Market

Here's the breakdown:

If of O’ /o

Stations

Duopoly 

Station 

Revenue

1995 
Market 

Revenues

Est. 

Duopoly 

Rev.# of Duo

Rank Market Stations Stations Share (in Sooo) (in Sooo) Share

1 New York 45 15 33-3 227,700 451.700 50.4%

2 Los Angeles 64 22 34-4 239,900 511,600 46.9%

3 Chicago 76 18 23-7 184,800 326,700 56.6%

4 San Francisco 42 24 57-1 150,250 212,400 70.7%

5 Philadelphia 36 14 38-9 112,200 194,100 57.8%

6 Detroit 44 14 31.8 92,000 170,000 54.1%

7 Dallas/Ft. Worth 44 18 40-9 107.750 202,900 53-1%

8 Washington D.C. 45 14 31.1 106,000 201,700 52.6%

9 Houston/Galveston 47 17 36.2 94,800 188,100 50.4%
75.3%
55.0%10 Boston 46

Total 489
15

171

32.6
35-0

134,900
1.450.300

179,100
2,638,300

° Moved. The Radio Advertising Bureau
National Marketing Center has moved its NY office to 261 
Madison Avenue, 23rd Floor, New York, NY 10016. e n 
number is 212-681-7200 and the fax is 212-681-7223. Also

The Detroit Radio Advertising Group has moved to 3250 
West Big Beaver Road, Suite 403, Troy, Ml. The new number 
is 810-614-7244 and the fax is 810-614-5293

8 Clear Channel Communications and The Interep Radio Store 
now have an exclusive national representation agreement. The 
meshing creates Clear Channel Radio Sales. Keymarket Com­
munications moves their entire 26-station group to Interep.

“ Mercury Awards add a new category: Hispanic Radio ad­
vertising. Recognizing Spanish Radio with two new awards: 
a $20,000 gold and $5,000 silver trophy, bringing the total 
jackpot to $225,000. Hispanic entries will also be eligible 
for the overall $100,000 Radio-Mercury Gold Award. Chairs 
Don Bouloukos of ABC and Stu Olds of Katz have named 
Mac Tichenor to head the Hispanic competition. Eligible spots 
must have aired during calendar 1995. The Radio Creative 
Fund Mercury Awards are June 12.

• Multi-Market filed to issue $5 million additional shares of 
stock which could yield more than $50 million to help pay 

for new acquisitions. Sa

Korner Glenn Corneliess 
(1957-1996)

Katz has lost one of its best. Glenn Corneliess, a nine-year veteran with Katz Radio, died unexpectedly on January 17. 

1996 from a m3581''3^,^^ who was well-loved by everybody. He was an extremely bright man who took a lot of pride

Glenn was a qu ofwhich he was remarkably dedicated to.
in his work and hisTa. th Gknn Corneliess wag certainly a must-read.

In a world wherebooks ar g J n> and patrick 2
Glenn is sunned b 1, T • h b established in honor of Glenn for the befefit and education of the Corneliess 
The Glenn Comebe MAgovino at Katz. Donations to the trust can be sent to Mike Agovino, Katz

XÄ1» e ri ama s
Circle Reader Service #114

RADIO INK 21
MARCH 11 - 24. 199Ó



Sdhng notional spot radio isn't something ita's done wet 
mephone. Its something thofs done in person between medio buyers lorgest soles staff is just one of the things the KRG has done to moke 

it t e most successful sales rep in the history of the business. It's also 
one o the reasons why the Katz Radio Group has four of the top five 

i mg rep firms ond the top Sponish-language rep in the business. The 
atz Radio Group KRG Dimensions, Banner Radio, Christel Radio, 
ostmon Radio, Katz Radio, Katz Hispanic Media & Sentry Radio.

The Katz Radio Group

Circle Reader Service #115



&MNK TM

Practical Hands-on Selling Tips
and Ideas

HOT TIPS

Hot Quote
We have two ears 

and only one tongue in 
order that we hear more 
and speak less."

— Diogenes

O'Good First 
Impressions

Try this simple tip to help 
you project a good first im­

pression: Notice the color of 
a person’s eyes as you shake

hands. Why it works: You’ll 
gain strong eye contact in a way 

that shows you care.
Source: Secrets of Power Persuasion, by 
Roger Dawson, Englewood, NJ

Success Tip
Start treating yourself as if you 
are the most important asset you’ll 
ever have. After all, aren't you? 
Source: Making It A Winning Life, by Dr. 
Wolf J. Rinke, Clarkesville, MD.

er Kinesthetic Thinkers 
•“Kinesthetics" account for about 
40 percent of your prospects.
•They are so driven by how they 
feel about you that they ignore 
what they see and hear.
•They need to have a positive, 
gut feeling about you before they 
trust you.
•They will not develop trust in 

someone who does not function 
on the same gut level.
Source: RAB

Providing 
Qualitative 

Systems 
For Every 

Rated 
Market.

HOT TIPS

*■ Ask If You May Ask
1 Try asking the buyer for permis- 
j sion to ask questions. Why?

First, it’s polite. If you’re going 
to ask several questions, it's 

common courtesy to alert the 
other person to see if he has 
any reservations. Second, it is 

1 a built-in reminder to yourself 
of what you will do next: Ask 

I questions. Finally, and most im- 
I portant, if the buyer agrees, he’s 
I made a strong commitment to 

! answering your questions, and 
you’ll be less likely to encoun­
ter stalls.
Source: Value Added Selling, Tom Reilly

*■ Learn Your Lessons
When you’ve made an unusu­
ally tough call or sales activity, 
evaluate how this successful 
sale went. What preparation 
helped you maintain your com­
posure? What didn’t work? What 
could you have done to boost 
your performance?
Source: Successful Closing Techniques

Quack Selling
“You will sit a very long time 
with your mouth open before a 
roasted duck flies in,” This Chi­
nese proverb reminds us to not 
wait for success to happen. We 
need to take action today.
Source: Um Taszerak

NONSPOT REVENUE by Susan Johnston

* The Muttsquerade Parade (a mini vendor event). Dress up 
your dog for Halloween. Co-sponsored by a regional supermar­
ket chain, a regional dog food company plus lots of community 
involvement with local law enforcement, McCruff the Crime Dog 
and the local ASPCA. Paid co-sponsorship for promotion only. 
• Refrigerator Magnets — everybody loves em. The design re­
inforces our call lettersand frequency. Sold to regional lawn, pet 
and garden supply group with five area locations. They split the 
cost. The magnet is attached to a card that features redeemable 
store coupons on the back. Magnets are distributed al each store

location with a station activator card attached to our data base. 
The buy covered the cost of the magnets with plenty of profit 
left over. No spot schedule was involved, promotion only.
• The WHCUAVYXL Bridal Expo ... No spots, promotion only, 
cash up-front. We get over 200 brides (women 18-54) plus moms, 
dads and fiancees. The vendors get a computerized mailing list 
within one week after the show. We're sold out every year.

Our promotion director and sales department plan events 
that are sellable and will achieve our goals to reinforce our brand 
image with our advertisers, listeners, our community ... and to 
make money ... of course. g
Susan Jplnisttm is 17’ GSA10/ H'HCU-AM Tt'YXL-FM Ithuca. NY She may he reached at 

6O7-257-6IOO
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SALES MEETING SALES

by Jon Heibel
Overcoming 
F.E.A.R.
by Pam Lontos

AGENDA
1. Review of daily planners: 

Each salesperson’s plans for 
the day. Who they plan to 
see and what they plan to 
accomplish.

2. Accounts receivable report: 
Each salesperson’s reports 
on progress of past due in­
voices.

3. Monitor reports of compe­
tition.

4. Demonstration: Various top­
ics such as negotiation, 
copywriting, overcoming 
objections, presentation 
skills and other issues.

5. Discussion of any upcom­
ing events, promotions or 
Ideas.

6. Weekly goals: A report of 
what each salesperson 
plans to accomplish that 
week, and a daily review of 
their progress.

7. Conclusion: A time for any­
one to bring up a success 
story, any challenges, or 
something that is on their 
mind.

Accountability: Every day, 
all of us commit ourselves to 
a plan. I monitor the progress 
each salesperson is making 
toward their goal on a daily 
basis.

Awareness: Reviewing 
promotions coming up, recent 
developments in our commu­
nity and what our competition 
is doing keeps everyone a 
step ahead.

involvement: The belief 
level of our sales staff is criti­

cal to our success. S

«

i
Ion Heibel is GM of KIJV- 
AM/KZNC-FM Huron, SO. 
He may be reached at 
605-352-8622.

Your top biller is no longer sell­
ing. Your new people aren t 
making enough calls. Your 
station's billing is suffering. You 
have a severe problem — your 
salespeople have been infected 

with the dreaded disease called F.E.A.R.
The first place this disease strikes is the brain, 

causing salespeople to continually repeat phrases 
such as, 'This person won't buy," "I'm not good 
at selling," and The economy is bad." After f.E.A.R. 
attacks the brain, it then renders the person's fin­
gers immobile so they don’t make scheduled ap­
pointments or follow-ups. This leads to sales 
paralysis and muteness al the lime of closing.

Salespeople stricken by this disease often 
rest waiting lor the symptoms to go away. They 
don't. The only known cure lies in action. They 
must do the very things they fear. Action must 
come before belief — and it's the belief system 
that must be changed in order to vanquish 
F.E.A.R. The letters F.E.A.R. stand for False Evi­
dence Appearing Real. This is when the mind 
believes something to be real and action is taken 
on that belief even though it is false. The only 
limitation one has is in one’s own mind.

11 we believe that we can’t do something or 
don t deserve something, our actions will be sub­
consciously directed at fulfilling that belief. 
Often you 11 see a person have an extraordinary 
month only to drop below average lor the next 
couple of months so that the average is exactly 
what he's been billing all along. The one good 
month exceeded his comfort zone so he had to 
take action (or inaction in this case) to bring 
reality into synch with his belief system.

A great-looking Web site 
for your station

• ■•is just a phone call away!
The Leader in Film • Video • Multimedia for Radio CALL TODAY*

Hhiey productions issi '¿afa

Salespeople lace constant rejection and it 
causes them to lose confidence and belief in them­
selves. They then voice doubts about what they 
cun do This is a self-fulfilling prophesy. To stop 
this cycle, whenever a doubt enters your mind 
clap your hands loudly and yell ' Stop! Now re­
phrase your thoughts in a positive way. If you've 
been thinking "I can't sell this client," change it 
to "I'm a gnat salesperson and after he hears what 
I have to say, he’ll uwit to buy from me!”

Expand Your Comfort Zone
One of the oddest expressions of F.E.A.R. is 

the fear of success. We all develop comfort 
zones. Virtually everything is controlled by 
comfort zones. We make the amount ol money 
we leel comfortable making. We have the types 
of relationships we are comfortable with 
Sometimes our comfort levels are far below 
what our potential is. When this happens, the 
comfort zone needs to be expanded

Renowned psychologist William lames dis­
covered that whenever there is a conllict be­
tween the will and the subconscious mind, the 
subconscious wins. Therefore, the way to break 
the bonds of F.E.A.R. is to change the picture 
you carry in your subconscious mind. Action 
miisl precede the belief. Too often people wait 
until the feeling ol accomplishment or confi­
dence comes before they take action. This feel­
ing does not come. They must start with the 
action. The belief and confidence comes later.

This is done with written affirmations that 
are read and re-read over a period of 30 days 
because research shows that it takes 30 days 
to change a habit. Affirmations are written in 
the present tense and are specific. If you say "1 
will bill $40,000/month," your subconscious 
mind will always put it in the future. If you say 

I want to bill more," you could achieve your 
goal with only a $1 increase. Instead say, "I am 
billing $40,000/month."

When your mind starts to believe the 
affirmations you start to achieve them. @

Pam Lontos is president of Lontos Saks & Aioliration Inc. She may 

be reached al 107-299-012s
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MANAGING SALES

How do you spot and deal 
with burnout?
Bob Sparr, Director of Sales • WGN Radio • Chicago, IL

The subject of burnout and how to deal with it is a 
complex area not easily covered in just a few 
paragraphs, however there seem to be some 
common beliefs regarding this topic.

Most burnout symptoms are usually 
pretty obvious. Disorganization, lack of self­
motivation, apathy and an absence of focus

are all indicators that a person who is normally organized, 

self-motivated, concerned and productive may be experi­
encing burnout.

Dealing with burnout requires understanding, caring and 
patience. A good starting point is to analyze a person’s lifestyle. 
Is there a balance between their business and personal life. 
Has a person’s career become so consuming that it super­
sedes family and friends, social and religious relationships.

A big factor in burnout is stress. That’s why it’s impor­
tant to have a balance between the physical and mental 
aspects of your life. Adequate physical activity helps to re­
duce stress and in turn promote clear thinking.

Volunteer and charitable involvement can be an excel­
lent way of adding a dimension of fulfillment to one’s life. 
The diversion from the routines of day-to-day business ac­
tivities often play a positive role in overcoming burnout.

And it’s alright, after conscientious analysis of one's re­
ality, to come to a conclusion that perhaps the only solution 
to a case of burnout is a change of job environment. 6a
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NEW BUSINESS DEVELOPMENT

Revenue Rule: +20%
Winning The Race For Revenue
by Bob Keith

Imagine how 
things are and 
imagine what 
could be. It 
sounds like a 
'90s ad for

Coke, but it's not. Where is 
it written that you have to 
sell spots to make money? 
Sooner or later we ll all be 
working for Wall Street. 
How are you going to meet 
their demands for growth?

Unless your station en­
courages collaboration be­
tween sales and program­
ming, you're not taking ad­
vantage of the full revenue po­
tential of those four little let­
ters that someone paid all that 
money for.

Nonspot revenue is the 
only way to increase revenues 
dramatically without increas­
ing the number of commercial 
units or raising rates in mar­
kets where you don't set the 
rate, you just sell it. Nonspot 
revenue requires more than 
sales — it requires marketing. 
The Radio sales manager of 
the future will be a hybrid; 
part sales and part marketer 
— smarketer! A station should 
garner 20 percent of its rev­
enue from nonspot resources. 
Sales reps should spend 20 
percent of their time selling 
it and be paid 20 percent more 

for doing so.
Client cross promotions, 

events, direct mail, interactive 

phone systems, all represent 
a huge source ol nonspot rev­
enue. Partnerships with print­
ers, PSI companies or pre­
mium providers can be prof­
itable too.
The best 
part is these 
are new dol­
lars for Ra­
dio. You 
are growing 
Radio's 
share of the market not just 
taking more of the same pie.

For example, stations his­
torically offer free listener con­
certs. It could be easily re­
packaged for nonspot with a 
few minor changes. It would 
still be free but, listeners would 
be directed to visit retail spon­
sors during the days prior to 
the event to pick up tickets. 
The first 100 people to visit 
the new Gas-N-Go on Main 
Street would receive a pair of 
tickets free. The next day an­
other business would be pro­

moted until all of their 100 
tickets were given away and so 
on. Run the campaign lor 30 
days and charge retailer clients 
$$$ for the free tickets, sign­

age at event, 
and station 
announce­
ments. No 
commercials 
— a wealth 
of new rev­
enue. Listen­

ers still get their free event. 
Sponsors get traffic. It’s a win­
win combination.

Why aren’t sales and 
programming at more sta­
tions teaming up on nonspot 
programs?

Managers of the future 
will have to be as much mar 
keter as manager in leading 
their stations to the areas of 
greatest profitability. ®

Boli Keith is president of Keith Vendor Con- 

cepts, a sales and marketing Jinn specializ­

ing in ncu' business development He muy be 

leached at 115-922-7275

Get Out OF 1 st Quarter AIive

WhE LeacIer In PromoiìonaI TravH

Bahama Cruìse:

Hawaìì, Ve<(As, 
Mfxìco, Parìs Aìr:

$44.95

UpSEU IVIORE VUtlNO» -r-j
Beat ANy Promo In Your Mai 
VaIue Addid Promohons.
ExdusivE TerrilORys AvAilAbh . 
Low Cosi! Hiqh PERciEVE(IVAkjH

Mexico Aìr & HoieI:

$64.95

$89.95
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ideas you should start planning now

Vacations
Sporting Goods 

Pools, Hot Tubs & Supplies

4 Kentucky Derby
12 Mother’s Day

26 Indianapolis 500

MAY
TARGET PRODUCTS
Boating Supplies
Gifts & Jewelry

Hunting & Fishing
Major Appliances

DATES TO REMEMBER
5 Cinco De Mayo 

12-18 Police Week

NATIONAL
Mental Health, Barbecue, Physical Fitness and Photo Month

MAKE WAY FOR MOM
Eighty-five percent of American Women are 
mothers by their 45th birthday. Popular 
gifts for moms are apparel and accessories 
including jewelry, intimate apparel, casual 
wear, cosmetics, fragrances, candy and 
flowers. Mother’s Day is the second most 
popular holiday for giving flowers (the rose 
is the most popular choice) and the second 
largest day for restaurants (next to Thanks­
giving). For the hard-to-buy-for-Mom think 
about nontraditlonal Mother’s Day clients, 
like movie passes, video rentals, massages, 
hair cuts, magazine subscriptions and trips! 
(Source: Mother’s Day/Father’s Day Council; The 
Complete Retail Planner, by Barbara Wold).

Media Jungle, 
You Can't Afford 
Not To Change.

to keep improving^»! m ke(

loliedmn 'vn

id ol media. vou Juve 
•epup.
te sime from lour 

improve As the t:rst .md largest media collection 
limi, were providing more specialized sen Ive 
than ever. Wew created separale divisions 
medicated to each individual medium Xo one 
else focuses so sharply on tour individual needs

fill' know-how helps us oiler value-added 
services you won t find anvwhere else Szabo 
ibents have free use of the world s best database

*«bo A*KKiites.  Inc.
K'ud X E 9ih Fie Atbnia («-..rgu yi.yr, Phorw Fax

Bridal Market 
Mobile Homes 
Lawn & Garden

5-11 Pet Week
18 Armed Forces Day
27 Memorial Day

THE MOST FOR MOM
•“Find a Date for My Mom.” A restaurant 
will play the dating game with the children 
fixing up their Moms with contestants.
•“Mother’s Day Marathon Sale.” Retailers 
have demonstrations and sales in each 
department to show shoppers the latest 
gifts for Mom.
•“Queen for a Day.” Mom is registered to 
win a limo ride, makeover, shopping spree 
and fancy dinner.
•“Mother’s Little Helper.” On a certain day, 
a department store or retailer can provide 
shopping help to children. Mom will drop 
off kids and helpers will pick out and wrap 
the gifts.

on advertisers and agencies, an unequaled library 
ol media information, proprietary management 
reports, international collection services, and 
much more

Since 19 I, Szabo |Us helped more than 
2.biM clients achieve faster, more substantial 
settlements in every medium imaginable. Let us 
help you. Send us details of a ‘ .
past-due account, or call us for .
more information. Because in •' 1 '
a business as tough as vours. SZnnn 
you need a different breed of 
collection service.

APRIL QUICK FIX"'

•“Win a Temp.” Workers write in and tell 
why they need a day off and a temp service 

will provide the help.
•“Bundle of Baskets.”

Almost any retailer 

can sell baskets for 

Easter. (They don’t 
all have to ruin your 
teeth or waistline).

Toys, hardware, 
cosmetics, golf 

supplies, books, 

cooking supplies, 
and flowers all can 

be a hit!
»"Count the Chicks.” A re­

tailer with lots of traffic will display baby 

chickens for Easter, and customers will 
guess the number to win a free shopping 

spree or other prizes.

DATES TO REMEMBER
1 April Fool’s Day
4 Passover Begins
5 Good Friday
7 Daylight Savings Time Begins

7 Easter
15 Tax Deadline Day
22 Earth Day

24 Secretaries Day

NATIONAL
Home Improvement, Keep America Beau­
tiful, Lawn & Garden, Recycling, Humor 

and Alcohol Awareness Month

JUNE

TARGET PRODUCTS
Bridal Gifts; Graduation Gifts; Men’s Wear; 
Hardware; Air Conditioning; Boat Dealers; 
Home Improvement; Car Care; Sporting 

Goods; Film & Camera

DATES TO REMEMBER
6 Teacher’s Day

14 Flag Day
16 Father’s Day

21 1st Day of Summer
Graduation
Bridal Events

NATIONAL
Dairy, Safe Boating, Adopt A Cat, Black 

Music and Rose Month

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

Salts Promotion Planner is compiled by Kim 
Stilts, creator of The Stilts System Radio Day
Planner She may be reached al 9i9-M6-«H 19
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Program IN KTM

Ideas About Radio Programming

PD FORUM

What 
adjustments 

are you 
making for the 
spring book?

Becky Brenner 
KMPS-FM 
Seattle, WA 
Seattle is an ex­
tremely competi­
tive Radio mar­

ket. While we do not subscribe 
to Arbitron, we do invest in 
other forms of research to help 
us with strategies and tactics.

There are a few key areas 
that we like to fine-tune: the 
music is freshened, the level of 
contesting is stepped up, promo­
tional clutter is reduced and the 
aircheck sessions are more fre­
quent. It is also critical to make 
sure that the on-air sound and 
outside marketing are in sync.

To help improve our TSL 
and increase cume, we run the 
Secret Sound Contest. It gen­
erates so much excitement that 
our interactive phone system 
averages 3,000 calls per week. 
Its one of those contests you 

can play along with in your 
head even if you’re not an ac­
tive contest player.

Community involvement 
is something we focus on year- 
round. You can never do too 
much bonding with the com-
^unities you serve.

More Than 340 
Great Stations 

Rely On Us!
Dr. Joy Browne ■ The Dolans 

Jay Severin - Dr. Ronald Hoffman 
Arthur Schwartz - Arthur Frommer 
Warren Eckstein - Joey Reynolds 

Ralph Snodsmith

A1I programming is 100% barter 
Customizable to your market 

15kHz - FM Quality 
Complete with automation cues 

Exclusive in every market

For AVAikbiliiy In 
youR marRet CaII 
Rich Wood AT nlo y FTWO
(212) 642'45 55 -   ——

TALK...FOR EVERY TASTE
Bob Potts 

WQCB-FM 

Brewer, ME 

As far as our 
on-air sound, 
very little. I

think any good Radio station 
strives to sound its best every 
day bookornobook. Individu 
ally, my entire staff consistently 
works to improve them abilities, 
from improvising concisely.

right down to running a tight 

board.
We are always promo- 

tionally active,- during the book 
we try to remain focused on a 
few big contracts. For our Lis­
tener Appreciation Show we 
give away over 5,000 tickets to 
a concert featuring a well- 

known Country artist.
We also make a concerted 

effort to be more visible. We

|FYOU WOULD LIKE TO RESPOND TO A PD

get involved with a number of 
public events, including a 
spring fair sponsored by the 
local YWCA. In addition, we 
do an annual “Qi06.5 Spring 
Tour,’’ where each weekend we 
visit a dilferent bottle club or 
Country' dance hall, emceeing, 
playing games, awarding prizes 
and basically just staying in 
front of our listeners. ®

Gary Ratski 

WMAX-AM/ 

WTRX-AM 

Flint, Ml 

With our All- 
Sports format,

"book" numbers are not as vital 
as they would be for stations 
with other formats. We stress 
to current advertisers and po­
tential clients the advantages 
that our loyal listener base can 
give them for specialized mar­
keting and promotional cam­
paigns. Our "number” may not 
be as large, but the support to 
advertisers given by our listen­
ers rival that of the more popu­
lar music stations.

As a result, we don't make 
that many changes from book 
to book. We continue to main­
tain our commitment to a 
strong game broadcast sched­
ule that complements our 
round-the-clock Sports Talk 
format. Scheduling changes at 
the network level allowed us to 
bring back a popular local 
Sports Talk show during after­
noon drive. We must be doing 
something right with increased 
"numbers" in both listenership
and revenue. SB

forum QUESTION, CALL SHAWN DEENA AT 407-655-8778.
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► Alternative Days. New from 
ABC Radio Networks is MR-35, 
a 24-hour Adult Modem Rock — 
format centered on the 35-year 
old Alternative listener. It's re­
lease is set for March 25.... And on the 
launch pad for Jones Satellite Network 
in May is a new 24-hour format called 
Rock Alternative. This Mainstream Rock 
format is aimed at the 25-44 crowd.

A* ► Nights-Talker. Veteran broad- 
k A caster and Rock ’n’ Roll Hall of

Fame inductee Joey Reynolds 

jt ' recently sealed a permanent con- «■ill tract with WOR-AM to do the 
midnight to 5 a.m. gig.

► Howard Stern will be part of Infin­
ity Broadcasting through the end ofthe 
century. A new contract was inked in 
New York for Stern to continue his syn­
dicated morning Radio show plus 
launch the “Howard Stern Radio Net­
work” later this year.

■RMB ► Chuck Collins of WTOU-AM/ 
I WKDD-FM Akron, OH, has been 

named Barnstable Broad- 
casting’s 1995 Program Director Ah, of the Year.

► TM Century and A-WARE Inc. an­
nounced a marketing agreement for the 
sale and distribution of the full line of 
A-WARE software products including 
MusicMaster, one of the world’s lead­
ing music scheduling software packages.

I ABBE ► New VPs- Dan Spice (I) has 
fTjt joined The Lund Consultants to
* Broadcast Management Inc. as

A?», VP of programming and format 
development. Also, five-time “PD 
of the Year" Dave Shakes has 

joined Alan Burns and Associates as 
VP/consutting.

PROGRAMMING FOR MANAGEMENT”

Airchecks
What You Should Look For
by Terry Patrick

It has been my experi­
ence that most program 
directors have had very 
little, if any, formal train­
ing in the area of coach­
ing their air talent. In the 

end, it is still "what comes out of the 
speakers" that matters most.

Here are some areas to pay particu­
lar attention to when critiquing talent 
airchecks: 

• Is the station name (call letters or nick­
name) being put on a pedestal? Some 
of the great Top -10 stations in the '70s 
(KHJ, KFRC, CKLW) did an excellent 
job of elevating the call letters on the 
air ... the station name really cut 
through. It is amazing how many times 
I hear these name "impressions" thrown 
away ... no enthusiasm, pride, and to­
tally rushed. As Radio listening becomes 
more fragmented, you simply can't af­
ford less than outstanding delivery of 
the station name, always.
• Does the air talent sound passionate 
about the music and format concept? If 
they don't sound excited about the songs, 
artists and type of music we play, can we 
expect the listener to be? It's easier for 
talent to get excited about a new contest 
or new song, but are they enthusiastic 
about the things that matter most to the 
audience (normally the songs the talent 
is most tired of playing).

« Does the talent — within the bound­
aries of the format — inject "color"? Or 
does it appear that they are just going 
through the motions, doing the mini­
mum? In the age ol value-added is the 
talent using a colorful word selection, an 
extra verb, sentence, or voice inflection 
to bring life to their breaks?
0 Is the air talent relating to their lis­
teners' world? Do their breaks fit the 
lifestyle of the listener or is the talent 
relating to themselves?
0 Does the talent use his or her voice as a 
personality vehicle? Is it a "Dragnet" de­
livery or is the talent 
using the basics of 
good communica­
tion skills (stressing 
key words, varying 
rhythm and speed, 
changing voice tex­
ture, using the pause 
for effect) to sound 
more interesting?
0 Critiquing is most effective as a tool 
when done with frequency and consis­
tency. If you set a modest goal of improv­
ing just two breaks per hour, that's about 
17,400 times per year that your station 
sounds more interesting, colorful, dy­
namic to your listeners. ®

Terry Ptrick is president of Patrick Programming Services, 

a Radio consulting Jinn based in Seattle, specializing in strat­

egy development and executing. as well as PD coaching. He 

may be reached at 206-277-9633.

There Is NO Substitute For HuaHty usmu
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TALK RADIO

Starting A New Talk Station 
Ingredients For Internal 
Success
by Walter Sabo

The genius awards go to the brave 
management team that leads a Talk 
station through its first year. Hav­
ing witnessed a few births, here are 
some observations to help make the 
first year easier.

The purpose of the format is to get a reac­
tion. Don't be surprised when you do.

The dirty secret is that it's not about talk­
ing to callers, it’s about getting callers. Callers 
respond to provocative hosts. A host lacking 
opinions is a host that will lack an audience.

Hosts will — if they are good — also pro­
voke your best friend, advertisers, spouse, cham­
ber of commerce, governor, members of Con­
gress and every letter writer. When that happens, 
smile, thank the skies, and go to sleep with the 
knowledge that your format is working.

Advertisers who need to see immediate, 
direct results are the ones who will enjoy your 
new format. Salespeople who are connected to 
that revenue stream are to be cultivated. Not 

all music format sales personnel will effectively 
make the transition,- others will thrive. Be pre­
pared to make prudent changes.

Sell the audience. Don’t walk down the 
pat i of delending to advertisers every topic or 
argument that they may find objectionable. Af- 
ter about a month you'll discover that every topic 
troubles somebody. Keep them focused on your 
new ability to deliver customers to their door! 
Your listeners are primed to respond to ad copy.

Its a show. The essence of all entertain­
ment is conflict. Sitcom: Daughter brings home- 
biker boyfriend. Dad takes a look at the leather 
jacket, voila! Conflict. When you feel really 
uncomfortable about what you hear on your 
station — assuming it’s legal — that's probably 
when you're hitting home runs.

Spontaneity. Talk is a great format because 
it maximizes Radio's inherent strengths: Live. 
Unrehearsed. Local. No screenercan keep ev­
ery wacko of! the air... and shouldn't. The most 
powerful Radio drama is the moment the host 
answers the phone and no one knows what's 
going to come out. If you try to overcontrol 
that, you will have a boring station.

Talk stations that have been around for 
years are run by managers who are confident 
and well-paid. Their success makes it easy for 
them to forget the first year— and that should 
help yon get through it. S
Willrr Saho is president of Sabo Media, a management consulting 

firm based in Nem York. He may be reached at 2I2-8OB-3OO5.

WEBSITE-INGS

KZOK-FM Seattle 
Classic Rock 

http://www.kzok.com

TALK TALK

The topic: “Life is stranger than fiction.” I was fielding calls on real-life 
episodes of the weird kind. A guy calls In with one he’s read in a golf maga­
zine. It was reported that a black helicopter landed on a fairway, the pilot got 
out of the copter, grabbed one of the balls of a game in progress, then flew 
away. I asked the caller what he made of that. ‘ I rn baffled, he says. My 
husband, Paul, who is also my engineer/board op, then chimed in with i 
- “There’s just one thing I want to know. In the U.S.G.A. rule book if a 
black helicopter lands and takes your ball, is that a

The Laura Lee Show

Programming Manager

Options , Hei

CHR Fun Factory 18-34
A/C Fun Factory 25-54
Country Country Kickers
Urban Urban Fun Factory
More... Enter

(jus entertainment

Broadcast Link, Stockholm 
http://www.broadcast.se

If you want to know more about the best 
Oin morning radio show prep and special 

programming, drop us a line at one of the 

numbers below.

-~ " icircle Reader Service #122
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SPECIAL 
REPORT

Radio Ink asked some 

of the top consult­

ants in the indus­

try for their 

opinion on what

formats will

gather strength 

and which will

HOT AC 4M

will become the next

mainstream format while

fade by the end 

of the year. Most 

of the respondents 

believe Alternative

’70s has peaked. Following is 

a more in-depth look at what they 

had to say.

x (¡umm ^0

"nldie^



Guy Zapoleon
Zapoleon Media Strategies

L T°P 40- 5 happy music. America 
xy? needs a Radio station that is guar­
anteed to make people feel good ... and 
that's what Top 40 is all about.

The rebirth of the 10-year contem­
porary music cycle has begun as all four of 
the major music types have become Pop 
... Pop R&B — Boys II Men, Janet Jackson, 
TLC; Pop — Hootie and the Blowfish, 
Mariah Carey, Seal, Whitney Houston,- 
Pop Rock/Alternative—Gin Blossoms, Alanis 
Morrisette, Green Day,- and some Rock — 

Pearljam, StoneTemple Pilots,Tom Petty.
Mass Appeal Top 40 formats will 

again reappear all over America and domi­
nate markets.

Soft AC/Traditional AC. With the 
trend in AC to lean toward Pop Rock/Pop 
Alternative music, many of its format com­
petitors will be handing over big audience 
shares. Many of the 30+ female fans ol 

more traditional AC artists don't want 
to sit through the likes of Blues 

Traveler and the Goo Goo Dolls, 
to hear Mainstream AC. Add to 
this the format's base of Soft AC 
standards by Lionel Richie, Chi­
cago, and James Taylor and 
you have two major AC seg­
ments creating one huge share.

With the lower bottom 
line of this format, the 
Arbitron advantage forwork- 
place stations and the changes 
in its main competitors, Soft 
AC/Traditional AC will domi- 

■ j nate25-54adultsinmostmar- 

kets this year.
- I This stage of the 10-

- year music cycle dic­
tates that those niche formats 

that don't evolve into more tra­
ditional formats may fall on hard 

times. Hot AC must either become 
the Adult Top 40s for their market or 

move back into Mainstream AC,- Ar­
row/70s formats must either move to- 
ward becoming Classic Rock, AC, or 
Oldies by the end of '96.

Jon Coleman
Coleman Research

The hottest format by the end ol 
■ the year will be Hot AC. Why? In 

1996 the most mass appeal music form — 
Blues Traveler, Hootie & The Blowfish —

ecome the primary domain of Hot 
AC. AC stations should start to be imaged 
for this music by mid-1996, thereby draw- 
'"g a broader audience than in the last 
several years. Also, by mid-1996 CHR 
stations and Alternative stations will be­
gin to lose their exclusive domain.

Talk Radio should also blossom in 
1996. In the wake of the O.J. trial, elec­
tion issues and controversies will spice 
up discussions and engage listeners.

1 No significant problems should sur- 
J face for any format in 1996. Alter­

native Rock could weaken slightly from 
1994 and early 1995 levels. Whereas in 
1994 Alternative Rock was credited both 
with being Alternative," and with play­
ing the new, mass appeal Alternative or 
New Rock sound, a number of different 
Radio stations now play these sounds and 
formats. Alternative Rock stations will be 
harder-pressed to achieve stellar shares.

Country will continue to be strong, 
but not explosive. Too much is happening 
in Contemporary music for Country to 
dominate younger demos.

Robert Hall
ABC Radio Networks

A Adult form of Modern Rock. Al- 
-Gy? ternative/Modern Rock stations 
will become so popular that they will 
deliver mainstream audience sizes. But to 
keep their edge, they will need to play 
music that appeals to the younger end of 
the demo. This opens up a significant 
opportunity to give the maturing upper 
end of the Alternative/Modcrn Rock 
demo the oldies they grew up with and 
the currents and recurrents that dont 

turn them off.
Spanish. Spanish programmers will 

continue to niche and begin reaching out 
to the nonHispanic listener. The trend 
toward English-speakingorbilingual (Span­
ish) programming will continue and thnve. 
General market programmers will see more- 
sharing with these formats and Will need to 

strategize accordingly.
T r Country stations that are too hot.
T Research is showing a Hot Coun­

try backlash. This is being manifested as
^earning for more Oldies depth from 
everyone over 25. Stations that blindly 
follX- the Hot Country bandwagon are 

trend toward big talent. Big talent will 

be used to put music formats over the top 
and drive brand loyalty over and above 
the music mix. Smart operators will use 
big talent to insulate their franchises 
from attack.

Mike McVay
McVay Media Programming

, Each market situation is different.
■ Ci1 When you look at the national 

ratings you can see what formats have 
increased and what have decreased.
Country remains a strong rating-wise as 
does AC and various forms of
Contemporary, albeit these for­
mats are all compacting and arc- 
closer together than ever before.

While Mainstream AC looks 
as if it has decreased in overall 
ratings, the combined ratings tor 
the various permutations of AC are 
greater than they were a year ago.

Mai nstream AC is actually be­
coming the Soft AC of today while 
Hot AC is softening slightly to 
become more mass appeal. There­
fore, AC continues to be one of the 
strongest formats in the country.

Top 40 is on the rebound. 
There are three reasons. First, these 
stations have either leaned more 
mass appeal/Pop Alternative or 
Dance/Urban. The format is more 
clearly defined today than it was 
in the past. Second, many markets 
now only have one CHR station 
while other formats are frag­
mented with two or three sta­
tions. Third, Arbitron’s recent sam­
pling changes that target multi- 
person households give an advan­
tage to CHR and other youth- 
driven formats as the children of 

Guy Zapoleon

Fl
Jon Coleman

Robert Hall

Mike McVay

the household will control the Radio, 
¿yy '60s-based Oldies/'70s-based Old- 
V ies as fragmented formats are lead­

ing to the decline of the nostalgia-driven 
music arena. While there are still markets 
where Oldies are dominant, the shares 
are lower today than they were in the 
past. To be decade-driven versus music- 
driven places limitations on what songs 
you will play. The Oldies format is not 
going to go away, but it is better as a 
duopoly format than it is as a standalone.

The Urban format is another that 
saw decline in 1995 and will see de-
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cline in 1996. The accumulated shares 
ol Urban will actually grow, but frag­
mentation ol the format into Main­
stream, Dance/Rhythm, Rap/Dance, 
Urban AC. and Urban Oldies-based 
AC will lead to lesser shares for the 

Mainstream Urban station.

Alan Mason
Paxson Communications

NAC or Smooth Jazz has grown 
-L-S leaps and bounds, yet is at the start 
ol the success curve. During the early 90s 
the format began to divorce itself from the 

musicologists and allowed experi­

Fred Jacobs

Baldassano

Frank Cody

Dave Shakes

enced programmers to apply their 
trade. The result was a boom in 25- 
54 ratings. Given demographic 
trends, there is a huge opportunity 
to appeal to people as they "gray," 
the need lor relaxation grows.

On the other end of the spec­
trum is Alternative. Highly fo­
cused, applying successful pro­
gramming knowledge and tech­
niques to a new brand ol music, 
these stations have shown con­
siderable success. Stations trying 
to be Modern Rock, the AOR 
version, will have much less suc­
cess than flat-out Alternative sta­
tions, which are CHR based.
G'n- '70s stations are finding 

that without significant 
promotion and marketing, they
aren't compelling enough to sus­
tain TSL. With rare exceptions. 
70s stations will lose their audi­
ence shares.

Where once Country' and 
Young Country had very distinct 
differences in sound, now the two
have melded together into a 
single, music-driven format that 

leaves the listeners with no clear choice.
In 96 well see the second place Country' 
stations losing ground to the top dog and 
the third Country- station in a market 
changing formats

Fred Jacobs
Jacobs Media

p If the definition of success is imita­
tion, then Alternative will con­

tinue to be a big winner in 1996. But the 
format's attractiveness is what will con­

tinue to make life more challenging lor 
Alternative operators. In more and more 
markets, stations will continue to add 

Modern Rock artists to their mix.
Some stations will simply take exist­

ing Alternative stations head-on. Others 
will take a more AC/female-leaning ap­
proach. In either scenario, Alternative 
stations will find their once private 
beachfronts continuing to erode.

The format that may have the 
-L '• toughest time is '70s Oldies and 
Arrow outlets. While they had an attrac­
tive marketing handle during their de­
buts, the audience is demanding more. 
These stations will be forced to become 
more than jukeboxes or face even greater 
declines. Against a focused Classic Rock 
competitor that features a morning show, 
promotional commitment, and station- 
ality, '70s Oldies and Arrow stations will 
need to develop these attributes quickly 

or fade into obscurity.

Corinne Baldassano
SW Networks

7 1996 is the year when the Alterna-
-L-S’ tive format really becomes a main­

stream player. We've seen more stations 
converting to this format in the last year, 
and there are ratings successes to go 
along with the format conversions. This 
is the format of choice lor young people 
in their 20s and early' 30s and I expect to 
see explosive growth throughout the year.

Urban AC is the other growth for­
mat lor 1996. WRKS New York showed 
that there is room lor yet another varia­
tion on the Urban format and in fact, 
Urban AC may become the hottest seg­
ment ol the genre because of its attrac­
tive demographics.

Unfortunately, AOR and Classic
Rock are going to continue their 

downward trends. Mainstream AOR is 
beginning to look like the CHR format 
of a few years ago — a little bit tired, 
with no strong musical identity any­
more. The most innovative acts are be­
ing co-opted by the Alternative formats 
and the AORs end up sounding like 
either wannabes or has-beens. Classic 
Rock may have finally forced "Stairway 
To Heaven" into extinction. This for­
mat that relied so heavily on the heri­
tage music ol the '70s and '80s has no­
where to go. It'll end up being a niche 
player in markets where a limited num­
ber of owners control the airwaves.

Frank Cody
Broadcast Architecture

Smooth Jazz will continue to be a 
J' S big winner through 1996. The for­
mat has tremendous momentum and 
hasn't even reached its peak.

No other format delivers such desir­
able demos and better qualitative. It's 
economical to operate, doesn't need to 
be propped up with heavy marketing, 
doesn’t require an overly expensive morn­
ing show. Best of all, Smooth Jazz gener­
ates passion in adults. Its become the 
preferred mode of Radio relaxation for 
many baby boomers. II you have any' 
doubt, check the demographic tables for 

1996 through 2002.
We also see good things in store lor

Rhythmic Mainstream Hit Radio.

"Y.Ti /
Many stations have niched them­
selves into tiny corners, forgetting 

that most people low hit music. Meantime, 
politicianswill be falling over each other as 
they attempt to demonize Rap music.

'70s Rock will also continue to suf­
fer. A museum is a nice place to visit but 
no place to live.

Mollie Christensen 
Radio One Network

r At Radio One we are betting a lot 
jæ? ol time and money on the belief 
that the two winning formats of 1996 
will be Adult Alternative and Mainstream 
Country. In the process of contacting 
hundreds of stations by phone and mail, 
you begin to get a feel for where the 
energy is heading.

The losers of 1996? Because life
• goes on, some of the Oldies for­

mats will seem tired and repetitious — 
even to die-hard boomers. For the same 
reasons, Easy Listening will be left be­
hind as a new generation focuses on 
today's creative artists and music.

Dave Shakes
Alan Burns and Associates

CHR and Hot AC will be two big 
-Cs winners this year.

I think dance hits will create a new 
sense of fun for Alternative or Hiphop 
flavored Top 40s. I predict several new 
morning shows will emerge as huge tal­

ents for the format,- and several operators 
will use a secret weapon — listener-inter- 
active programming and marketing tools 
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that use telephones and Web sites to make 
Radio more relevant to young people.

Hot AC is over the hump of last 
year's core artist transition. Pop Alterna­
tive bands will have more hits and old- 
„uard Hot AC core artists will be reborn 
as "legends" ... providing two points of 
music passion. Hot ACs that make listen­
ers feel like they are "escaping from work" 
will make inroads against Soft ACs that 
"sound like work." In at least one market, 
a Hispanic-influenced Hot AC will have 
impact. The opportunity fora nationally 
syndicated Hot AC lifegroup morning 
show will continue to grow and someone 
will emerge with the wit of a "PG" Stern.

My prediction fortwodisappoint- 
T' ments of the year is the same as the 
winners: CHR and Hot AC. CHRs need 
to be more wary than ever of hearing 
"we've always done it that way." Addi­
tionally CHRs that don't exploit their 
dominance of "youth culture" will face 
decline as they are repositioned as being 
irrelevant to their core.

Some Hot ACs will not deal well 
with the dilemma of serving the '96 mu­
sic taste differences between 25-34 and 
35-44. They may abandon the former 
core artists too rapidly, or miss the op­
portunity to claim new artists too slowly.

Dan Vallie
Vallie*Richards Consulting
/T • News/Talk format, particularly 

in this election year.
• Country is leveling off, but at a high level.
• Urban/Urban AC, good format, and 

there is less fragmentation.
• Rhythm AC. This format will pull adult 
numbers and can be clearly positioned.
• Spanish. It's big, obviously has to be 
the right market.

• lazz, will continue to grow benefiting 
from a large ethnic audience.
• The turnaround format in '96 is CHR, just 
choose the right CHR variation. CHRhas 
not been in vogue, but it will be a winner 
and moneymaker into the 21st century'.
• A slow but steady growth format is Chris­
tian. It's frequently overlooked but contin­

ues to grow and become more proiessional.
• The original versions of the 
'70s formats.

'70s will eventually establish as a 
format, but not in '96, except as a duopoly 
partner with rare exception. The thing to 
watch is not the number ol stations doing 
it, but how many sustain success.

• "Hot Talk." Good idea, good con­
cept. There may be some indications of 
success in '96 but not to a large degree. 
Will work eventually, but, again, not yet.

Mike Henry
Paragon Research
/L News/Talk — Due to the presi- 

dentialcampaignandelection, 1996 
will be another year in which News/Talk 
stations enjoy extraordinary' attention. A 
steady stream of major news stories has 
kept these stations in the forefront. Look 
for News/Talk to continue its market share 
growth in 1996 and beyond.

Alternative — The Alternative mu­
sic revolution is now in full swing and 

1996 should prove to be a coronation year 
for the format. Alternative formats have 
left not one but two 18- to 34-year-old 
formats - AOR and CHR - in its wake. 
1996 will also be the year AC stations 
jump on the bandwagon in a big way.

'70s Oldies — The format has yet 
H’ to back up the hype that surrounded 

its unveiling and 1996 will be a year m 
which many of these stations look for 
greener pastures. Music and Radio splm- 
fered in the 1970s, and so will this loimat 

... back into the grasp of AORs, Classic 
Rocks, ACs and purer Oldies formats.

Alternative — No, Alternative will 
not fall on hard times in '96, but it 
is the format with the most to lose 
this year. Alternative must prove 
that it can produce more than the 
hit of the minute, maintain core 
artists over the long haul, build a 
music library, not lose its unique 
position to more mainstream sta­
tions that play the best that Alter­
native has to ofier, and in essence, 
not fall into the same cyclical trap 
that has created an early end to 
previous Top 40 formats.

Dennis Constantine 
Constantine Consulting

yj. Deregulation will change 
-C*7 ■’ the ways a lot of Radio com­
panies do business. You'll find 
groups that own large chunks of 
Radio real estate will want to own 
the "Rock" franchise or the 
"women" franchise. This will af- 

Dan Vallie

J

Mike Henry

Dennis 
Constantine

feet the way many stations make their 
format decisions.

By the end of this year, we will see 
two formats show dramatic increases. In 
the Rock arena, stations will realize the 
importance of the baby-boom genera­
tion. Many 30+ Rock stations will find 
success catering to the needs of the aging 
rock 'n' rollers.

The other area of potential is in the 
return of Rhythmic CHR and Hot AC. 
Many CHR stations have become fasci­
nated with Alternative music. In markets 
where the rhythmic side of music is be­
ing ignored, stations will find success 
bringing this style ol music back.
LTy The luster will come off the Alter- 
H' native format. There are only so

...
। r^pther under the umbrella of the Advisors 

McVay Media and Burkhart/Douglos & more than 150 stations worldwide

Alliance. The union of this 10-consu an gram consultation all by one company. This
The benefit to multiopoly owners 15 compete against, each other,

allows your formats to complemer,,. a, 770-394-4756.

Contact McVay Media at 216- ___ ____________ ___________________

Circle Reader Service #«3

RADIO INK 33



SPECIAL REPORT
4 33

many people who enjoy this type ol 
music, and with so many places on the 

Jaye Albright

Bill Moyes

Roger Wimmer

dial where you can hear 
Smashing Pumpkins, this 
music style will burn.

There are still markets 
that have more Country Ra­
dio stations than there are lis­
teners to support them. Re­
search has shown that there is 
basically one lypcol Country' 
listener. Most markets won't 
be able to support more than 
two Country stations and 
those that are the third deep 
in their market will be looking 
for new opportunities.

Broadcast
Programming
Seattle, WA
Jaye Albright, Country 
programmer-consultant

News/Talk and Country will be 
J - winners in’96. News/Talk will frag­
ment — Business, News, Sports, Hot 
Talk and Mature Talk. With intensified 
interest in upper demos, these stations 
can all do well. Though it may' drop 
marginally' and faces increased competi­
tion. Country' will remain the favorite 
adult music format.

Rock-oriented formats are 
troubled. Alternative is hot orcold, 

depending on who's talking. Classic Rock 

ALTERNATIV
adult alternative music format withTRUE LOCALIZATION! Every hour of every 

day we update your local weather, promotions, liners 
and more! 800-746-2141. RADIO • ONE

networks

has peaked. Classic Hits and 70s formats 
are fragmenting. Stations must reinvent 
themselves or face severe problems.

J.J. Cook, CHR/Hot AC 
programmer-consultant

Alternative music is about to splin­
ter. formats will too. Where CHR and 
Hot AC stations play the "best" Alterna­
tive hits, Alternative stations lose steam. 
Good CHR stations will have a good 

year, playing the hits.

Mike Bettelli,
AC programmer-consultant

ACstations programming too young, 
face diminishing returns and risk losing 
their core audience. ACs can win by fo­
cusing on their unique audience niche.

Bill Moyes
The Research Group

, News/Talk and Country' will in all 
F likelihood still be the big winners. A 

lot of people feel Country is in trouble but 
the average station share has (alien because 
there are just a lot more Country' stations 
splitting up the available pie. When you 
analyze the size of the total Country' mar­
ket across America you see sonic shrinkage, 
but really very' little ... in the neighbor­
hood of five percent off its peak years. 
Country is challenged in that the new 
product coming out these days hits a lot of 
Ians as 1) having a "sameness" to each other 
and 2i not having a base in big-name 
Country' stars, the way the hits of the early 
90s did. But, as a format, it will still be one 
of the big winners at the end of '96.

The thing that has the most poten­
tial for growth through '96 is a group of 
dilferent types of music which _ onc 
way or another — are referred to as 
Alternative: Adult Alternative, Alterna­
tive Rock, "Pure" Alternative, Alternative 
Pop, etc. This is not so much any one 
format as a bunch of dilferent types of 
music that are being put together bv 
various stations in different ways. Where 
they really understand the proper target­
ing for their market, you're seeing some 
real "home runs." This music is fresh and 
new, and fun to listen to. The question is 
its evolution from here and that's what 
people will watch.

Roger Wimmer 
The Eagle Group

Assuming that there is a pool of 
about 10 majorRadio formats from which 
two can be selected to succeed and two 
can be selected to fail, a person who has 
no knowledge of the Radio industry' has 
about a two percent chance of correctly 
predicting the two formats that will (all 
into each of the categories.

However, we can increase our odds 
at developing successful formats by' keep­
ing a close watch on the likes, dislikes of 
the listeners. The advantage we have is 
that we know these characteristics change 
constantly' and the leading formats of 

today' may' not be near the top tomorrow.
Placing any credibility on a person s 

predictions (no data foundation) of Ra­
dio format "winners" and "losers" is prob­

ably' not wise.

Circle Reader Service #124

34 RAmo WK
MARCH 11-24, 1996



1-800-610-5771 CLASSIFIEDS
a 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 of training and 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 1100A, Atlanta, GA 30344. No calls 

please. EOE.

■ HELP WANTED GENERAL SALES
MANAGER

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-12 University market. Competitive 

compensation. Opportunity to advance to GM 
position. Resume to Gentry Media, 217 1/2 

South Washington, Stillwater, OK 74074-

■ HELP WANTED MANAGEMENT
Director of Sales. Keymarket Radio. Oversee 
sales, marketing, promotion, training for our 
radio stations in nine cities. Must have mini­
mum four years GSM experience, knowledge of 
direct retail, manufacturer, solution selling and 

national, ability to relocate to our corporate 
office and travel extensively. Fax your resume 

to Barry Drake 706-855-1955. EOE.

Minnesota Broadcasters Association, one of 
the most active and most successful associa­
tions in the broadcast industry today, seeks 
President and CEO to direct 350-member state 

association. Individual must function as highly 

visible representative of the broadcasting in­
dustry. Possess extensive knowledge in all 

aspects of local broadcasting. Experience as 
broadcaster preferred. Knowledge and experi- 

ence in government relations necessary- Busi­
ness experience required. Effective presenter 
^Jh strong personality and proven leadership 
skills. Full-time position with benefits. Salary 

°Pen. Send resume to Ken Rees, Chair Minne- 
|01a Broadcasters Association, 90 South nth 

treet, Minneapolis, MN 55403. MBA is an 

Rual Opportunity Employer.

■ HELP WANTED MANAGEMENT
Move to Austin, Texas and become an adver­
tising consultant. Do you write good copy? Do 
you think outside the rules? Do you love 
developing ad strategies for clients? Do you 

read Ries and Trout? Tom Peters? Are you a 
problem solver? Do people instantly have 

confidence in you? Do you smile a lot? Could 

you move to one of America’s most livable 
cities? Base pay plus 1/3 of billing. We charge 
$8o/hr. to $i2o/hr., and our 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.

Station Manager/Director of Sales for new 
sign-on, WLIE-FM Bridgehampton, New York, 
and Eastern Long Island Radio Network. We 

seek current general or local sales manager 
interested in general management and earned 

equity with a growing company. EOE. Contact 
owner, Box 1200, Southhold, NY 11971.

Station/Sales Manager: Looking to make that 
next step in your career, But, there s no 

opportunity where you
a start-up Hot Country station right to the top. 
Great facilities, excellent people, unique mter- 
Xmarketplace. You’ll be given the too s

«¡J- “

EOE. _______________ ________

„ creative Ideas. If this describes
High Energy Our growing com-

pany need , d effective in all aspects 
creative, organue^ execution. lf

Of promotion/e et promotions
’”"T'Se"«L 

for at least three y foryou. Send
the next step up, P requirernents in con- 

,s‘5 Sherm"

— —----r^^Ttodie numberblind BOX NUMBERS: When responding *® a .^o!. West Palm Beach. FL 334°i

c/o RADIO INK, 224 Datura Street

■ 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
Tremendous Sales Opportunity. Are you a 
highly motivated team player with at least 5 
years sales experience who’s ready to make a 
move upward? Our fast-growing, Chicago-based 
marketing company needs a disciplined sales­
person who can think on their feet and make 
things happen. You’ll be selling an exciting new 
promotion service to radio stations across the 
country. A generous base and commission 
package supports this rewarding position with 
unlimited opportunities foradvancement. Send 
your resume to Sales, 1565 Sherman Avenue, 
Evanston, IL 60201.

Kansas City radio station with an exclusive 
format is looking fora senior sales professional 
with lots of drive and motivation to make over 
$5ok. Generous salary and commission. Grow 
into management and ownership opportunity. 
Call Mark Miller, GSM, 913-341-5552. EOE.

■ 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

■ RADIO PARTNERSHIP OPPORTUNITY
3kW Rock station in Chicago suburb looking for 
Partner. 100K for 1/3. 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-

■ 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- 
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COLLECTION CONSULTANTS FINANCIAL/BROKERS MARKETING AND PROMOTION

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

vou so many value-added services.__________

COPYWRITING

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. .............................................________

BASEBALL CAPS-T-SHIRTS-PAIMTER CAPS-BANDANNAS. 
Inexpensive Premiums That Work! English,' 

Ethnic, Rock, EZ, Classical. We'll help you with 
the art. Valuwear, Monroe NC 800-277-0031. 
Gorgeous screen printing and embroidering.

SPOTS BEFORE 
YOUR EYES.
Copywriting Services 

For Places Without
Copywriting Services

Right Brain Visions
800-646-3339

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

MANAGEMENT/SALES CONSULTANTS

Dave Gifford lnternational...5O5-989-7OO7 
Sales turnarounds and troubleshooting. In­
station and group owner sales training. Sales 

management & advertiser seminars. New ac­
count sales and client development. Takeover 

counsel to first station owners.

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

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

800-261-4779.

MARKETING AND PROMOTION

DIRECT MAIL 
FOR RADIO

Creative
Media 
Management, Inc.

C Business,
Residential & 

Sweepstakes Mailers 
Personalized Letters, 
Postcards & Database 

Services

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

1000 Belcher Rd. S., Suite 10 
Largo. FL 34641-3307 

(813) 536-9450

COPYWRITING/PRODUCTION

I PERSUASIVE COPY»«m
SUPERIOR PRODUCTION « 48 hovrs 

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 la Urbanwild.

Circle Reader Service #171

FINANCIAL/BROKERS
Financial solutions! Accounting and tax ser­
vices ... single station orgroup... 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 PA 407-640-3585 ask for Bill.

St^T&Co........................ 203-966-6465

America’s leading independent radio broker 
Fax 203-966-6522

DIR E ( Î
MARKETING INC.

STRATEGIC TARGET MARKETING, 

SALES AND PROMOTIONAL CAMPAIGNS

• Direct Moil • Database X list Management • Market 

Research • Inbound/Outbound Telemarketing • Soles 

Consulting • Sweepstakes X Contests • Medio Placement 

• Integrated Campaigns • Creative X Design Services

• Printing X Print Production • Custom Publishing

• Smart Targets1“ Customer Profiling • Broadcast FAX

• Internet Marketing • Smart Mops™

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

Phone (305) 858-9524 Fax (305) 859-8Z7Z

Circle Reader Service #172

LISTING AD RATES
13 ISSUES 25 ISSUES 

LISTING (NAME & PHONE) $ 195 $300

ADDITIONAL PER EXTRA UNE 65 100

BOX AD RATES
AD SIZES 13 ISSUES 25 ISSUES

1" $975 $1,750
1-1/2" 1,433 2,572

2" 1,872 3,360
2-1/2" 2,291 4,112

3" 2,691 4,830
3-1/2" 3,071 5,512

4’ 3,432 6,160

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
INFLADABLE IMAGE INDUSTRIES 

2773 Nationwide Parkway Brunswick, Ohio 44212

Circle Reader Service #174
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YELLOW INK PAGES"

marketing and promotion
programming programming consultants

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

Radio Music formats on CDs and M^ThS 

alternative to satellite programming.

Circle Reader Service #177

It'S better thaï 
Brand Z !

UP IN 30 SECONDS

KDKanopy.
RD 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.

If you’ve 
been looking 
for a proven 

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

He

F exclusive market RIGHTS GRANTED ~|

A.R. ENTERPRISES 
1-800 334-3848

Circle Reader Service #176

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

avenues and listeners. Call NOW for summer or 
fall ’96.

NATIONAL REP FIRMS

felling Today...lnnorallngfor Tomormir

1-800-1 NTE REP

Country 
Countdown

CALL GENE FERRY 
NATIONAL AFFILIATE SALES MANAGER 

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

[TALK AMER8Œ1
1 24 Hours 7 Days A Week 
Live unduplicated — All barter I 
| Automation Tones/Evcry Minute Has Programming | 
■SATCOM C-5.TR. 15 GALAXY 6, TR.3 SPACENET 3, TVRO ■

CALL 617-828-4546
for more information 

Satellite Service else available

Circle Reader Service #179

PRODUCTION

VoZato
Complete Production 
Via ISPN
Production Music
News/Talk Packages

For A FREE DEMO, call

TH

L NAD g6
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Compiiti Your 
Radio toga 

Call 800-610'5771

IS SPANISH RADIO FOR YOU?
We can help! Call TOP SOUND 

Spanish Consultants (818) 841-0078 

Ricardo Salazar

Circle Reader Service #180

SATELLITE SERVICE

PROGRAM DELIVERY-4^
YOU CAN
COUNTON...
To receive Radio Serve
media kit and 
details on special 
introductory rates

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

Circle Reader Service #182

SERVICES

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

SPEAKER/TRAINING

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

ADVERTISER 
INDEX

Dave Gifford International-----——  
Haley Productions —-------- —
tones Satellite Networks........ ...... ............
Katz Radio Group.....———~....... —
Lontos Sales & Motivation Inc.............. —
Marketmg/Research Partners Inc. —.----- .
McVay Media —------- - -------------------
Media Touch-----.....................................  
Media Venture Partners —......................  
National Association of Broadcasters.......  
One-On One Sports Radio.....~....... —----
Prime Sports Radio------ --------------——
Radio One ——
Radio Profits Corp.--------------------------  
SJS Entertainment---------——--------—-
Stepping Stone Productions
Szabo Associates  ............—   
Talk America........ .- ———-----------
Tapscan Inc. ......... —*•••*----------- —-
TM Century------- ..................................  
USA Radio Network .........-..........------
WOR Radio Network............ ...................

10

18

33

— 40
—3B

34

.. 26
„..6

...28
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Joe College ... Al Parker is somewhat of an institution at Columbia College Chicago. And after having been 
there 50 years teaching communications and broadcasting with students like Wheel of Fortune’s Pat Sajak and 

the Museum of Broadcast Communications’ Bruce DuMont he is honored this month with a special tribute emceed 

by Sajak. Here he is in 1952 and today. Looks like they’ve spruced up the place since he started.

The greatest names in sports, 
now appearing day and night.

Movers, shakers, record breakers and opinion makers. Our listeners get to hear 'em 
all on the One-On-One Sports Radio Network.

k’s non-stop, ‘round the clock entertainment on the fastest-growing, 24 hour 
sports talk network in the country. For a demo tape or more information, 

call Chuck Duncan at (708) 509-1661.

One-On-One Sports
If you haven’t signed on,

You ain’t heard nothin’ yet.

Circle Reader Service #125
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The Most 1 
ImportantL 
Book Ever 
Written 

About Radio

NEVV 
$39.99 P«'«^

„ Hiss- f
^os

In Commemoration of 
Radio’s 75th Anniversary

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

UNPRECEDENTED PRINTING

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

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

(Numbered, Signed Collectors Edition still available at $75.00)

CALL TOLL FREE

1-800-226-78S7
STREAMLINE PRESS

FULLY GUARANTEES SATISFACTION 

WITH A MONEYBACK POLICY FOR A FULL 30 DAYS

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

Pleasure and historic intrigue.

CALL FOR QUANTITY PRICES OR CUSTOMIZED COVERS 

WITH YOUR LOGO. MAKES A GREAT ADVERTISER GIFT.

STOW 701 ‘WeSt Palm 33401

'/null enjoy every moment and every, 
page of Eric’s wonderful book.

— Sally Jessy Raphael 
National TV Talk Host

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



A REVOLUTIONARY EXHIBITION
. x. As the communications industries

\Vl\\ V i continue to converge, it becomes even
11 ) more ’mP°rtanf f°r y°u to keep up

V1V\\\Ï ' / ' with the 'atest technologies and
trends. NAB '96 will help you do just 

’ “ that. See, compare and discover revolution­
ary equipment, products and services for broadcast- 

l ing, audio/ video production, post-production, satellite 
I communications, telecommunications and multimedia from 

more than 1000 exhibitors!

Donit Miss the NABTj 

Radio Manggentó . 
« 1Conference or Ba

ÎBniL Sales & fertefeg r*
SVRASflF - Conference!

KEEP UP WITH THE EVOLUTION
In addition to the Exhibition, NAB '96 offers over 250 
educational seminars and workshops in 10 concurrent con­
ferences. From management, legal, programming and 
sales/marketing issues, to more technical issues relating to 

A broadcast engineering, satellite communications, tele- 
production, telecommunications, and multimedia - the 
NAB '96 conferences will provide you with real-world 

solutions for all your business needs.

□ YiS! Send me on NAB z96
FAX THIS COMPLETED FORM TO: 202/429-5343

RI

Name

Company

Address

ralc I I I
Call Leiters

□ FM

□ Attending □ Exhibiting
You con also receive information from: 

Fax-On-Demand - diol 301/216-1847 

from the touch-tone handset of your fax 

machine and follow the voice instructions. 

World Wide Web - http://www.nab.org

City 

Country 

Phon?

Fox

Stata

■Moil Address

For more information on attending, call 

300/342-2460 or 202/775-4970

To learn about exhibiting at NAB '96, call 

the NAB exhibit sales team at 

800/NAB-EXPO or 202/775-4988

http://www.nab.org



