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WHAT THEY DIDN'T TELL YOU
About Consolidation




Ff&jﬁ You've faced some battles in this

¢ -

N
« ' changing radio marketplace and

there are more challenges on the horizon.

How do you get the most from your leaner

staff? What efficiencies can be made to

meet the ambitious Bl profit goals

set before you? How can you
compete with the duopoly across town? It
is a given that virtual radio must be part of

your arsenal if you are to compete. How

do you choose which digital

B automation system to depend

upon? What if we assure you of no off-air

time? Let us give you a system

that can accommodate

growth from one or two workstations to

(800) 658-4403
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BOOTH

L12162

It’s revolution!

“Tom, we bought another
radio station last night.”

Intraplex
STL PLUS

Harris NAB Booths:
TV Hall - L16719
Radio Hall - L12853
Outdoor - OD350

Wondering how to handle growth? More groups have
placed their trust in Intraplex than any other digital

transmission solution.

The Intraplex STL PLUS T1 multiplexer transmits program
audio for STLs, TSLs and intercity links, data for remote
control, automation, and LANs and voice for off-premise
extensions and intercom. Consolidate program audio,
data and phones over one high quality digital line, with
STL and TSL at any distance over any terrain. Even better,

you'll be ready to handle the next station. And the next.

1-877-468-7275 ® www.harris.com/communications

next level solutions

WIRELESS

BROADCAST

COMMUNICATIONS
PRODUCTS

s
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hundreds. Is ease of reassigning

workstations or adding hardware

important to your station

u
It,s a rad Io group? This is real user-friendly GUI
|
' e v o u I o n interface. We have something so scalable
O that big groups, small groups and

...want to win?

single stations will find us
affordable. And it is flexible enough to meet
your most specific demands. What is it?
We have taken our AudioWizard-the

current industry leader—to the next

generation. NQXGen

see NexGen IVHHcH R N-\NN

| demanded that NexGen™ be designed to surpass
your current needs so you can stay a step ahead
of this changing market. You make the rules with

this amazingly flexible digital audio product.

Digital at NAB99, booth # L12162 or visit
’nusjcfddﬂ

PROPHET 8

innovations

;| — Kevin Lockhart
President

Prophet Systems Innovations
kevinlockhart@prophetsys.com

us on the web at www.prophetsys.com.

Together, let's make great radio.

sales@prophetsys.com {18006 58-4396 | www.prophetsys.com




Come Hear The

'and the Internet.

— _October 12-15, 1999
& Silicon Valley, Calif.

Santa Clara Convention Center

WHO SHOULD ATTEND?

e GMs ¢ NTR Directors

e SMs ¢ Advertisers

e PDs ¢ Internet Radio

* Webmasters * Streaming Media

o oﬁg;”
Radio’s First Internet Conference ' w« = .

e Is it possible to make significant income from your station Website?

|
where we’re going

e Is "the Web" Radio’s next NTR push?

* Will the Internet crush Radio listening?
* How will the Net affect your advertisers? - e
* How does Internet-Only Radio plan to steal your listeners? -

* Will the Internet steal Time Spent Listening? Can you prevent it?

» Can you use the Interret to your advantage in sales?

* Will your advertisers buy online, eliminating sales people?

v o
e Will E-commerce pay off for Radio?
e Can your Website become a stand-alone profit center? " ‘

" 1!.

Fmd the reveallng truth from
top In : ts at the
Rad|o Ink Internet Conference.

Not Your Father’s Radio Conference:

* Fresh Ideas o Fresh People o Fresh Format  Top Internet Stars o
* Where We're Going ¢ Fresh Opportunities
* Mind-Expansion Without Drugs! e

—

Online reg:stra@uon ,
www_nﬂolgk.gom /conference _Thls may be the most
800‘61 577 1 lm_poFr{tadn_t cofnference
In Radio’s future.
or 561-655-8778 | 177

Register early!
e 561-655-6930 Attendance is limited to 607
E-mail: Internet@Radiolnk.com 's limited to 607 persons.
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Webcast your station free:

@)
"7

reach more listeners. increase market share. generate revenues.

wWww.webradio.com/nab

visit us at NAB, booth #S2616

contact: Marie O'Reilly, Affiliate Relations P°wered by *Special Introductory Offer. Free Setup, Support,
888.643.6782, ext. 329 « marieo@emblaze.com 4 Hardware, and Software. Nominal fees for commercial
stations, with first month free.




The Radio Ink Internet Conference

T VIRTUALLY EVERY RADIO CONFERENCE, |

WATCH AS TIGHTLY KNOTTED CROWDS PACK

THEMSELVES INTO ROOMS WHICH ARE FAR
TOO SMALL. | SAY TO MYSELF, "THEY'RE ABOUT TO DIS-
CUSS THE INTERNET." LATER, | STAND UNSEEN IN THE
DOORWAY AND LISTEN AS RADIO'S "INTERNET EXPERTS"
SPEW WEIRD AND DANGEROUS MISINFORMATION,
SPECULATING WILDLY ABOUT THE FUTURE.

| can almost hear the audience thinking, "Is
the Internet a threat to Radio, or is it an ap-
portunity? Will Internet streaming of audio cre-
ate infinitely customizable Radio formats in every
home, or will it go away like CB Radio did? |
know therc's money to be made on the Internet,
but how?" After listening for a while, | shake my
head sadly and walk away.

Four cars arrive simultaneously at an
intersection which has neither raad
signs nor traffic lights. They sit and
look at each other for a brief mo-
ment, not quite sure what to do. We
in Radio are at precisely this moment.
The four cars are the Internet, ad-
vertisers, Radio stations and listeners.
How will we interact?

Seated in the middle of the audi-
ence, | pivot in my chair and study all
the faces in the room. l've never met or
scen any of these people. There's not a
single Radio face anywhere, but that
stands to reason. I'm part of an Internet
conference at Stanford University, attend-
ed anly by the movers and shakers of the
Internet. These are the real guys, the bad
boys you read about, not a bunch of "In-
ternet wannabes."

Within the first hour, | make up my
mind: Radio Ink is going to host the first
Internet conference for Radio, and I'm going
to hire these same Internet gemuses to focus their
attention on the unique opportunities and chal-
lenges facing Radio. It's time for Radio to move into
the next millennium.

The Radio Ink Internet Conference will be held
in Silicon Valley, October 12-15, 1999.

Attend this conference and interact directly
with Internet trendsetters who will bring you up to

speed on the latest critical developments. The experts at
The Radio Ink Internet Conference will explain in detail the
convergence of the Internet with Radio, E-commerce, audio
streaming and traditional advertising.

The primary tocus of the conference will be income
gencration for Radio. Learn how Radio can best capture the
opportunities the Net offers in sales, promotion and pro-
gramming. This conference will be unlike any Radio con-
ference there's ever been and will be strictly limited to

600 attendees. No tape recorders will be allowed.
2 I've spent most of the past 14 months at-
2. tending [nternet conterences, trying to grasp its
meaning to Radio The good news is that the In-
ternet offers fabulous opportunities and a bright
future for Radio peaple who are in step with it.
The bad news is that the Internet seriously threat-
ens Radio listening and advertising, as it threat-
ens all traditional business models in every
industry. | want you to come to the conference and

learn the truth.

For Radio's GMs, it's next to im-
possible to stay abreast of the rapidly
changing Internet while trying to op-
erate Radio stations, so I've decided to
be the machete that cuts through the

clutter of hype and half-truths. I'm
cutting a path for Radio.
For registration information,

see the ad in this issue on page 29,

or go to www.Radioink.com/

conference &

e

B. Eric Rhoads, Publisher

PS: The Silicon Valley Visitors and Convention Bureau
bas informed us that hotel rooms are running at 95 percent
occupancy. Why not book your attendance carly and let
Radio Ink hold a 100m for you»

The 1999 Radio Ink Internet Conference
October 12th through October 15th
Silicon Valtey, California

Santa Clara Convention Center

For more information,
visit www.radioink.com/conference

Yo reach me, write: RADIO INK, B. Eric Rhoads, Publisher, 224 Datura Street, Suite 701, West Palm Beach, FL 33401 Phone: 561-655-8778 ¢ Fax: 561-655-6930 E mail: Ericrhoads@radioink.com

To subscribe, call 1.800:610-5771
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Chairman I' %
Miller Brewing Company

V| - )
Host Jack MacDonough { Suc’ L eb »J

From the pages of
” ] FORTUNE Magazme (I' [ ]

CRET]
DECRET [p

1+ (\ (\ r ( r | -
( [ F l r Host Nell Newman
\ (Yes, Paul’s Daughter)
[ \—J WL aTe [ Ry
presented by Own Organics

AmericanAirlines’

Host Victor H. Doolan
President
BMW of North America, inc.

A 90-second Radio Feature

that will inspire and motivate your
listeners on the road to success.

- Hosted on-air by 25 to 30 of the most Host Michael S. Rawlings

. . President & CCO
successful men and women in the business world O Pize Hut

- Free business gift for all your listeners

$ecret$ of Succes$
will premiere nationwide July 1, 1999.
Call now and be the only station in your market to have it!

For a demo and further information, please contact Echo Radio Productions, Inc. at 800-385-4612
Tel 970/925-2640 - Fax 970/925-9369 - 44895 Hwy 82 Aspen, CO 81611 - Box 599 Aspen, CO 81612 - email: kaylah@sni.net

World Radio History




® vThe Radio Advertising Bureau recently held a board meeting in Indian Wells, California. The Radio Ink
PEOHE IN INK paparazzi crashed the outing and found there was just as much fun as there was work.

. E According to ABC's Mark Steinmetz (r
“We'll play golf with you guys as long as you promise...NO RADIO TALK": Ron Ruthgwas overheard saying, “I'ﬁn)

Rosemary? Cromwell Group President Bud {I-r) K-FROG GM Tom Hoyt, RAB's Mary Bennett, Claudia Peariman and taking my clubs and going home”—
Walters and his wife, Rosemary, discuss it. CBS Co-C00 David Pearlman. after shooting a 14 on the 7th hole.

No, that's not Gilligan. Judy Carlough sported the hot
Hawaiian orange during a round of golf with Herb McCord (1)
of Granum Communications and attorney Glenn Mahone,

e .

Rick, St. Patrick’s Day was last month: (L-R) Gunther Meiss, of WYNO Mansfield, Chio; RAB's George Hyde and Glenn Mahone share a giggle after
{1-r) Joe Bilotta and Rick Buckley of Buckley Broadcasting. 18 holes of golf. Was it their scores?

KD Kanopyv.

1-800-432-4435

http://www.kdkanopy.com

A Lightweight ALUMINUM Frame
A Set Up in 30 Seconds
A No Loose Parts or Ropes
A Custom Silk Screened Graphics
A Variety of Coiors & Accessories
A Water Resistant &

Fire Retardant Fabric
A FREE Heavy Duty Carry Bags

& Stakes
A8 Xx8,10'x10' & 10" x 20

To subscribe, call 1.800-610-5771 RADIO INK — APRIL 12, 1999




Hero are three ways Eventide can help:
onsolidation brings market efficiencies, but also
big headaches and challenges. It's essential for

management to keep track of multiple stations. And
keeping a legal record of what was said and when
commercials aired is also more important than ever.
Several groups have standardized on Eventide Digital
Audio Loggers. Our economical VR204 records up to
550 hours on a tiny palm-sized cassette. VR204 records
up to 4 channels simultaneously so you can keep tabs
on the competition’s spot loads, play lists and talent
while you record your own stations. New!! Now
Eventide loggers let you record/play in Hi-Fi for full
"broadcast quality." Ideal for show replays, time zone
delays, etc.

ventide’s BD500 Broadcast Delay makes talk
E shows run smoother and sound better, for less. The
BD500’s multiple dump feature divides p=
the delay time into several “slices” so
you're still safely in delay even right after
a “dump.” It's the hassle-free talk
solution... even when air talent is
working without a producer. No
other delay offers Eventide’s high
quality patented catch-up tech-
nology for clean audio combined
with fast catch-up. And it’s the

only delay with optional digital
inputs and outputs for new all-
digital studios. Yet the BD500 costs thou-
sands less than our previous delay unit.

ant to increase creativity without
Wadding personnel? Add life to
drive-time shows? Win new advertisers with better sta-
tion-produced spots? An Eventide Ultra-Harmonizer”
brand effects processor really does all that. Designed
specifically for radio and production, the new
DSP4000B Ultra-Harmonizer features radio effects
designed by production whiz Jay Rose. Hundreds of
comic voices, sound effects, reverbs, pitch changers
and more are instantly accessible at the touch of a but-
ton. Plus, the DSP4000B has superb Timesqueeze®
time compression/expansion capability. The DSP4000B
has optional digital 1/O to interface easily with digital
editors and consoles. It’s the radio effects box designed
to bring stations more business and more listeners.
The bottom line: Eventide broadcast products are
potent tools for today’s radio. To learn more, talk to
your broadcast distributor, call Eventide direct at 201-
641-1200, or see our website, www.eventide.com.

BROADCASTING

Evenude PRODUCTION ULTRA HARMONIZER

Eventide

HODEL BD%0

PSP A OO
Emaa
scaon

Eventlde

he next step
One Alsan Way, Little Ferry, N) 07643
Tel: 201-641-1200 Fax: 2071-641-1640
Email: broadcasi@eventide.com  Weh: wwwv.eventide.com
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:ralk About Your Revolution

ongratulations on another successful presentation of the

Radio Ink Radio Wayne Awards. It was an exciting event,
and | was proud to be a participant.

It certainly was a prestigious moment in my life, and | want

to thank you for the recognition. The Radio Revolution rocks.

Brad Dubow, VP/GM (Radio Wayne Finalist)

KLAQ, KROD, KSII, New Wave Broadcasting, El Paso, Texas

Your presentation in Atlanta was entertaining and fun. Your
commitment to help increase Radio’s share of the adver-
tising pie is inspiring. However ... gold-skin bodysuits?

Seriously, thanks for caring and for your willingness to step
out and try to make something happen.

The Problem
with Country
Ienjoyed your re-
cent edition (Radio
Ink, Mar. 1,1999) fea-
turing the changing
face of Country
music and the inter-
view with Capitol'’s

Pat
Quigley. The articles were in-
teresting as they suggested
that Country was suffering due
to a lack of great new music.

The music is as good as ever,
and there is plenty of it. If
Country enthusiasm has de-
clined, the problem is due to
a lack of exciting cultural
events, not music.
Remember the often-dis-
cussed surge in Country ex-

Mike DeMarco, VP/GM
KVOO-AM/FM, KCKI-FM, Tulsa, Okla.

citement during the
Urban Cowboy era?
Urban Cowboy was an
"event” which electri-
fied the format.

Remember when
Garth Brooks drew a
million people to
Central Park? Was his music
really better at that point?

Shania Twain and The
Dixie Chicks sing great songs,
but is it realty their music that
gets them on the covers of
Rolling Stone and USA Today?
Or, have they broken out of
the mold by making them-
selves an event?

As a non-Radio marketer
and a student of history, Pat
Quigley seems to understand

this. | applaud Pat and the many

other record-label leaders who

are calling us with exciting ideas
that transcend music.

Dave Ervin, VP/GM

KZLA Radio, Los Angeles

The Wizard’s Gospel

have always read Radio Ink

sporadically, but now that
I know you have a regular col-
umn by Roy Williams, | am
subscribing immediately.

Our staff at KI1IS-FM had
an unbelievable experience
with Roy and his "wizardry" at
communicating the power of
sound, words and, ultimately,
Radio. | hope that you expand
his ability to share insights into
the lost art of copywriting.

It would help everyone
in Radio if Roy were able to
speak with the biggest "influ-
encers" of marketing dollars
in the country, as he is prob-
ably preaching the best-kept
secrets in the Radio business

Roy Laughlin, President/GM
XTRA Sports/KIIS-FM, Burbank, Catif,

Expert Advice

love your publication and

usually agree with the "ex-
perts," however, the You Ask
The Question, We Get You The
Answer segment (Radio Ink, Jan.
18, 1999) didn't measure up.
The Radio guys out there
need solid answers on the
who, what, where, why and
how if we're ever going to get
the revenue ship sailing for
the Radio industry.

Most national food ac-
counts do not have any local
budgets. In other words, some-
one at the store isn't walking
around with marketing dollars
to do spot advertsing.

However, there is a sub-
stantial budget that is pooled by
each store and called a cash co-
op. Each store has to give a per-
centage of its monthly dollars to
the advertising co-op, then the
dollars are spent. Unfortunate-
ly, these dollars often go to the

Ta subscribe, call 1-800-610-5771

metro markets (larger areas only).

Here's the way to capture
them. Find out if the store is
franchise- or corporate-
owned. If the store is fran-
chise-owned, you have an
easy task. Franchise stores are
owned by someone. Find the
owner (who usually owns sev-
eral stores). Tell the owner
that you know he/she con-
tributes to the advertising co-
op, no dollars are spent locally
by the co-op, and your sta-
tions can deliver local results.

You need to convince the
local franchise owner that your
stations can contribute and that
you'll work hard delivering local
promotions etc. Then, the fran-
chise owner can demand that
some dollars get spent your
way. This generally works.

If the store is corporate-
owned, your task is a bit
tougher. You will need to gen-
erate promotions that will de-
liver results. You will need to
contact a headquarters for the
operation and make a case for
local community promotions.
Be prepared to work your rear
off, but again, you can make
this work if you are willing to

do lots of leg work.
Mike E. Knar, MRM, DOS
WLKG, WKPO, Madison, Wis.

Reality Check Here

he advocates for low-power

FM need a reality check. If
their real concern is serving the
great unwashed, downtrodden
audiences that corporate Radio
fails to serve, they need to be
calling Real Networks and not
the FCC. If serving that audi-
ence is their real concern, the
Internet will provide them with
the distribution to be relevant
to their audience. If that's their
real concern, there will be no
interference, no lawyer bills,
less capital expended and au-
diences much better served —

if that's their real concern.
Jackson Dell Weaver, Director
inTown Media, Seattle
jdweaver@foxinternet.net

RADIO INK — APRIL 12, 1999



Booth You can win

#L13697 $2,000 at

the NAB99
Conference.

MusicMaster will be there,
showing off alf the latest features
of what some programmers already
call the greatest radio software in
the business:

Just stop by the MusicMaster
booth and enter your name.

Start Y2K with an extra 2K in your
pocket from MusicMaster.

R-Ware Soffware, Inc..
United States 800-326-2609
International  414-717-2200

Web Site http://www.a-ware.com @m
E-mail info@a-ware.com marketplace

World Radio History




COMMENTARY

It's Time to Reform
the FCC by U.S. Rep. Billy Tauzin

thn Congress passed the Telecommunications Act of 1996, we made a fun-
damental mistake. We failed to reform an outdated Federal Communications
Commission. As a result, we have a horse-and-buggy agency trying to bridle super-
sonic technology. 1ts simply not working.

The FCC has become "slow on the draw" when it comes to keeping up with rapidly
developing new technologies. The agency must adapt to a changing world or find itseli
buried on a burcaucratic Boot Hill alongside the Interstate Commerce Commission and
the Civil Acronautics Board. Can an agency created in the 19305 oversee the deregulato-
ry policies engincered by Congress for a modern-day marketplace? The answer is no.
Today, its more important for the FCC to "get out of the way" than it is to "lead the way."

We need o restructure the agency and develop a 2 Ist century model that works in
a high-tech, global cconomy. But, we must change the FCCs thinking.

Instead of concentrating its efforts in arcas where it can play a usetul role and make a
difference to consumers, the FCC has delved into controversial arcas, such as "free air time"
for politicians, prohibiting liquor advertising on Radio and television, and "conditioning"
telecommunications mergers.

Both the Department of Justice and the Federal Trade Commission possess statuto-
ry authority to review all mergers and acquisitions for anti-competitiveness. 1ts troubling
that the I'CC has "assumed authority” to condition mergers based on certain require-
ments, even when these mergers have already passed DOJ and FTC scrutiny.

Tor OF MinD AWARENESS = MARKET SHARE

Where do businesses rank
in the minds of consumers
in your market?

Want to know?
THEY DO!!

ATOMA Survey is the most powerful sales tool available to the broadcast industry.
In fact...it's the first and only measurement of advertising effectiveness. The TOMA
survey is a business report card. Sell new clients. Up-sell current clients.

“Have generated over $300,000 in new sales in 8 weeks...
definitely worth the investment.”

Christian Miller, Sales Manager
West Virginia Radio Corp., Charlesion, WV
(304) 342-8131

Call TOMA Research Today:

800-597-9798

Larry A. Messick VP Broadcast Division

To subscribe, call 1-800-610-5771

Based on this toubling track record,
the FCC mav

100 tempting

find the emerging Internet
to resist. Thats why its
important for Congress 1o reform  the
azency before 1t morphs into the Federal
Computer Commission. Any FCC regula-
tion of the Internct would have a paralyz-
ing ctfect on the American economy.

I'will work with Chairman Tom Bliley
of the Honse Commerce Committee on a
sweeping FCChactorm bill. | expect ta have
legislation rcady for his consideration by
summer 1999. Among other things, we
plan 10 look at

* Forbcarance. What FCC activities
are simply unnccessary now, or will be
unnceded, as communications markets
pecome more competitive?

¢ Privatization. What FCC activities
could (or should’ be privatized?

* Duplication. What ICC programs
duplicate those of other federal agencics
and can be eliminated?

¢ Devolution. What FCC tunctions
presertly handled in Washington, D.C.
wauld be handled better at the state level?

® Organization: What FCC structural
changes can be made to sireamline the
agency and make it more "user triendly"?

There has been no comprehensive
congressiona! review of the FCC and its
operations smce the 1970 Ash Council
report. Times have changed. Ies time to
change the FCC. &

Rep. Billy Tauzin (R-La.) is chairman of the House
Telecommunications Subcommuttee. e can be
reachad ai 202-225-4031

RADIO INK — APRIL 12, 1999



HEAD ON, "THE BEST
TRAFFIC SYSTEM IN
THE BUSINESS."

COmputcr Concepts’ V.T. (Visual Traffic) . It’s the most flexible, fully integrated

is the “best traffic system in radio.” And traffic system available today.
for good reason. Its Windows® based
STOP and take a moment to

visual interface is easy to learn and VT.
evaluate your current traffic system.

offers multi station capabilities from
one location. Add to that pre-defined With V.T's management oriented

management reports, station split functions === approach, you'll keep pace with our rapidly
for billing, A/R, commissions and more ... you'll changing industry whether you run one station
soon discover why V.T. makes it safe to play in traffic. or several groups of stations.

Windows is a registered trademark of Microsoft.

See the /] NEFW
VT Corporate Module

*Computer Concepts SR>
Corporation e

8375 Melrose Drive » Lenexa, XS 66214 « Toll Free 1-800-255-6350 + Phone 913-541-0900 « Fax 913-541-0169 » www{ComputerConceptsCorpcom
“See the all new V.T. Corporate Module at NAB ‘99- Booth L-13666"




LEADERSHIP

You're Fired.
Now, What Do You Do?

f you've just been fired from
your job, get help, get stabi-
lized, get busy. Whatever ex-
pert advice or help you need, get
it. This is one you don't try to

macho out on your own.
As soon as the axe falls, ne-

BY HARVEY MACKAY gotiate your departure. They say

If you were
fired, it's a
great way
to prove to
yourself
and others
that you're
capable of
bouncing
back after
a sethack.

axe falls, negotiate
your departure.

A You need to
take inventory:

R E A D financial, pro-

fessional and emotional.

A Don’t be ashamed to borrow, par-
ticularly to replenish your pro-
fessional inventory.

A Take courses. Upgrade your
skills. Enhance what you already
know and pick up new material.

Fem—mmm———————

they didn't want to fire you? Okay, let's work
that guilty conscience to the max. Whatever
is being offered, make sure it's fair: more sev-
erance, reimbursement for unused vacation time
and sick leave, outplacement services, office
space, office supplies, secretarial help, tuition.

Are they getting tough? You get tough.
Hire a lawyer. Government assistance for the
unemployed? Why not? You've been paying
for it all these years. This is why.

Friends, relatives, old schoolmates,
customers, vendors, business associates, pro-
fessional advisers — sad to say, they are not
quite as interested in hearing about your trou-
bles as you would like them to be. But, by help-
ing you, these people are helping themselves.
They're helping put you back in a position
where you can do them some good. They're
piling up points against the time they may need
the same kind of help.

You need to take inventory: financial, pro-
fessional and emotional. It's time to revise your
budget. There are advisers who will tell you to
cut down on everything. You can’t cut down
on your medical needs. If you can swing it,
don't cut down on your kids' needs, even dis-
cretionary spending on their behalf. It hurts
them too much. You'll be infected by guilt that
you can't hide. That guilt will affect your self-
confidence and ability to perform.

What about Mom and Dad? Can they help
you in starting your own business or in going
back to school? Or, take your rich Uncle Fudd
out to lunch. It's harder for relatives to say no,
just as it is harder for them to squeeze you.
Now, you owe your relatives. They can han-
dle it. So can you.

It's why you borrow that's going to make
it easier on both of you. Americans are pretty

good about paying for the education of oth-
ers. We believe in education as a kind of cap-
ital improvement in the structure of society.
Don't be ashamed to borrow, particularly to re-
plenish your professional inventory.

Take courses. Upgrade your skills. Enhance
what you already know, and pick up new ma-
terial: computers, language, public speaking,
writing, continuing education. You cannot af-
ford to rest on the skills you already learned.
The workplace is filling up with people who
graduated long after you did and who have ac-
quired newer, more efficient skills. They are
eager to show those skills to your employer,
and they don't care if they move you on down
the road.

If you were fired, it's a great way to prove
to yourself and others that you're capable of
bouncing back after a setback. t's a real con-
fidence-builder. None of us has time to sit
around feeling sorry for ourselves. There are
worse things than not working. Just don't re-
mind me again of what they are. &

Harvey Mackay,CEQ of Mackay Envelope Corporation, may be rcacbed by E-mail at barvey@mackay.com.
This article is excerpted from bis book Sharkproof

To subscribe, call 1-800-610-5771
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Worry-Free
Delivery.

.~

It's no secret why the biggest radio syndicators
in the country use ABC Satellite Services for
distributing their talk shows, sporting events,

PSAs and live concerts.

Serious broadcasters know the value of a
partnership with ABC -- the best, most
experienced satellite distribution provider
in the radio industry:

Access to 6,000 stations
Largest client base in the business
Special rates available NOW*

Rely on the industry leader for delivering your
programs to millions of listeners. Flawlessly.

@ SATELLITE  Delivering affordable quality 24 hours a day. .
For more information, call: 212-456-5801 ®G lObebaSt

©ABC RADIO NETWORIS

PLEASE VISIT US AT OUR WEBSITE:
www.abcsatelliteservices.com




You Gotta Hear It

ROY H. WILLIAMS

The greatest
liar who ever
lived was the
one who
first said,
“One picture
is worth a
thousand
words.”

To Remember It

ave you ever stopped
to consider why
Congress voted in
1970 to outlaw the use of
sound to sell tobacco?* No one
in America has heard a Radio
or television ad for tobacco
since January [, 1971. Yet,
most adults born prior to 1960 can still sing,
"Winston tastes good, like a ... ," though
not a single one of us ever intended to learn
that melody.
Interestingly, the government has never

placed any restrictions on the visual adver-
tising of tobacco. Tens of thousands of full-
color magazine ads and full-page newspaper
ads have appeared, and hundreds of thou-
sands of billboards have been planted from
coast to coast. Colorful signage has been in-
stalled at sporting events, and every conve-
nience store in America is plastered with
posters and expensive point-of-purchase dis-
plays advertising tobacco.

But all of these things combined have
not been enough to overcome the silence.
Though visual advertising receives billions
of tobacco dollars each year, they've never
been able to compensate for tobacco's loss
of the semi-hypnotic effects of sound. The
tobacco companies have learned painfully
that it's difficult to win our hearts when
they have been denied access to our ears.
(The government is smarter than you re-
alized, right?)

You hear even when you aren't listening.
That's why you could always repeat what the
teacher had just said every time she stopped
and asked, "Are you listening?" (Even though
you hadn’t been). You hear even when you're
fast asleep. How else would you know when
there's a prowler in the house? Sound is in-
trusive, and the memory of sound is awesome.

Neurologists tell us that what comes
through our ears will remain in our minds for
nearly five full seconds before it begins to
fade. Conversely, information that enters the
eyes is gone in less than a second. This is

why eyewitnesses can always agree on pre-

cisely what they heard, but none can recall
with clarity quite what it was they saw. By
the time an eyewitness realizes the impor-
tance of what they've seen, the critical one
second has passed, and any clear memory of
what was seen is gone.

The greatest liar who ever lived was the
one who first said, "One picture is worth a
thousand words." Don't you ever believe it.

*Recently, Skoal/Copenbhagen withdrew its spon-
sorship of professional rodeo when rodeo announcers
were informed that they could no longer mention to-
bacco sponsors over the loudspeakers. &

Roy H. Williams is President of Roy H. Williams Marketing, Inc.
He may be reached at 512-295-5700 or by E-mail at roy@rhw.com

To subscribe, call 1-800-610-5771
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Move your stations fo the next level with Dalel - AR LN L
Dalet is the World Standard in Digital Audio, ‘

Automation and Group Solutions. Dalet
systems are reliable, affordable and proven.

The performance challenge
has never been greater

L}
Maximize revenue and make the most
of your group's portfolio. Generate cost

saving and improve productivity without
rn . sacrificing quality. Major broadcasters
E ma E _ worldwide choose
I.I . Choose Dalet fo get the job done Dalet more than any
Dalet offers integrated tools for managing gs:erre?;/rsetﬁ?efmong
DI.I "EE clusters and groups - every aspect of your Emmis Journai ABC
business, from on-air and production to Radio Unica. Sinclair

. sales, traffic, financial reporting and more. (. c” S
[0 consider
I]ﬂIEI- caMpAa P‘ﬁﬂ %mﬂ

Partnership with long-term leaders in the computer industry ~ Radio, BBC (UK),
helps us remain at the forefront of technological innovation.  CBC [Canada) ete.




INTERNET

BILL TROY

Is it a

good idea

to set up
your own
Internet-only
stations?

20

We Must Destroy Internet-Only Radio

This Ma
Answer

Be Your
ow

ntil now, the
broadcast of
Radio program-
ming over the Internet
has fallen into two cat-
egories: ) existing
properties
simulcasting their on-
air programming over the Web, and 2)
Internet-only broadcasters operating
as upstart competitors to traditional
Radio stations. There is a new hybrid
approach, however, being tried by at
least one station.

San Diego's KFMB-FM (Star 100.7)
is pioneering the way with a completely
separate '80s-only station, broadcast
through its Website (http://www.his-
tar.com) right alongside a Webcast of
its regular on-air programming. Web
visitors can listen to the Webcast of |
either the original or the '80s-only vari-
ation of the station (both of which are
called Star 100.7).

At first, it might seem like a bad idea to
compete with your own Radio station's pro-
gramming by adding yet another competitor
to the market via the Internet. But, the ben-
efits of extending your station’s brand name

broadcast

may outweigh the risks.

Radio has actually seen this trend before.
When the first TV signals became available
decades ago, many were named after domi-
nant AM sister Radio stations. The pattern
was repeated with FM stations later, extend-
ing the original AM station’s call letters to
three different media.

We still have many WXXX AM/FM/TV
brands today. And, far from cannibalizing each
other as competitors, the jointly named media
properties often came to dominate the mar-
kets they served. So, is it time for WXXX-
WEB with its own separate programming?

Star 100.7's VP/GM Tracy Johnson
thinks so. His on-air station already had the
image of playing '80s music due to its special
'80s weekday shows at noon and 8:00 p.m.

He sees the '80s-only Internet station as a
way to extend Star 100.7's '80s music image
without changing his on-air programming.
If a listener logs his listening to the Internet-
only version of the station in a diary, Star
100.7 would still get credit.

Predictably, reaction from Web listeners
has been very enthusiastic, as it would be from
the fans of any previously unavailable music
format in a market. But, the nicest surprise
might be the early response trom advertisers.
While the station is selling only 10-second
liners at this early stage, Johnson says that
they have at least three national advertisers
who have been on the Internet-only station
since March 1, 1999,

In the final analysis, then, is it a good idea
to set up your own lnternet-only stations?
Time will tell, but a glimpse into the future
might be provided in Tracy Johnson's parting
comment: "We're finalizing plans to launch
one or two additional Internet-only stations
very soon." &

Bill Troy is President of RadioResearch.Com.
He may be reached at 888-824-9768 or by E-mail at bill@radioresearch.com

To subscribe, call 1-800-610-5771
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The Best Digital Systems

It's a fact: More U.S. radio stations
choose Scott Studios’ than any other
digital system! 2,025 U.S. stations use
4,600 Scott digital workstations. One
reason is that the Scott System is the
easiest to use. It's simple, straightfor-
ward, intuitive and powerful!

And Scott Studios’ audio quality is the
very best! You choose from new 32-
bit PCI cards by Digigram, Audio
Science or Antex. Scott Studios is
famous for our uncompressed digital
systems ata compressed price, but we
also work well with MPEG. Scott
software can record and play our
audio files on alaptop and home PC.

Scott computers are industrial quality
in 19” racks, but not proprietary:
functional equivalents are available at
most computer stores. You get 24x7
toll-free phone support. You also get
new software features free for years
from Scott’s Internet site.

Scott Studios offers three different
systems in three price ranges to suit
anybudget.

Good Spot Box

Dallas Morning News na | (B
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Scott’s Spot Box delivers the simplicity
of a triple-deck “cart” player plus
compact disc quality digital sound.

Spot Box has only the one screen, so
announcers always know what’s
playing. On the left of the screen,
three digital players have clear labels
on each spot. VU meter bars show
levels.  Buttons show countdown
times and flash as each recording ends.

At the right of the screen, “Cart Walls”
let you pick and play any recording by
name, number or category. Or,
number keys at the bottom load spots
quickly from your log.

Scott’s Spot Box includes a recorder
and costs as little as $5,000. Options
include log imports from traffic
computers and music on hard drive.

SABSEA True Colors

Phil Collins
:11/4:05/F HIT HM0105 8:15:47
#1 for 3 Weeks in Feb. '99

Written In the Stars
Elton John & LeAnn Rimes
:17/4:13/F HIT HM2608 8:18:40

Contest Promo Bed
Instrumental
:00/0:30/F PRO TO2214 8:22:42

Short Jingle
Q-102
:00/0:06/F JIN TO2215 8:23:02

All | Have To Give
Backstreet Boys
:00/2:45/C 101 DA1234 8:23:08

Q: ...may vary.
:00/0:30/F COM DA4315 8:25:53

oo®f:

III
III

This is the user-friendly Scott 32 System, with 30 sets of 30 hot keys, phone editor and all songs and
spots on line for instant play! It seamlessly mixes uncompressed and MPEG digital audio!

Better AXS 2000+

AXS (pronounced ax’-cess) 2000+ is
radio’s premier digital audio system

for automation and live assist. AXS
2000+ is fully featured, with 99 sets of
28 instant play Hot Keys, log editing in
the studio, live copy on-screen, big
countdown timers and can include a
production or phone recorder.

You also get auto-fill of network breaks
to cover missing spots, a Real Time
Scheduler, unattended net recording,
timed updates, macros and optional
time announce and WAVE file imports.

For stations with large CD music
libraries, AXS® 2000+ can also control
inexpensive consumer CD multi-pack
and 300 CD juke box players.

See Scott Studios at NAB Booth
L11890in Las Vegas, April 19-22

Best  Scott 32 System

The Scott 32 System (pictured at the
upper right) is the most powerful
digital system in radio. Your log is on
the left side of the screen. Everything
plays at your touch. On the right, 30
sets of 30 Hot Keys play any spur-of-
the-moment jingles, effects or comedy.
You also get 10 “Cart Walls” with 1 or 2
second access to any recording. A
built-in recorder quickly and easily
edits phone calls, spots or pre-recorded
Voice Trax.

Scott 32 options include recording
Voice Trax while hearing surrounding
songs and spots, time or temperature
announce, Invincible seamless
redundancy with self-healing fail-
safes, newsrooms, 16-track editors and
auto-transfer of spots and voice trax to
distant stations via Internet.

Contact us to see how one of Scott
Studios’ three digital systems can be
tailored to your needs and budget.

Scaort Studios ...

13375 Stemmons Freeway, Suite 400
Dallas, Texas 75234 USA

(972) 620-221 1 FAX (972) 620 8811
8 00

(800) SCOTT-77



GIFF QN SALES

Reinventing The Wheel (of Sales):

No Want, No Sale

his is an interactive ar-

ticle — interactive be-

cause it might help you

answer one question before

you read beyond the third

) paragraph. Let’s pretend that

you invented selling. Resisting

DAVE “GIFF” GIFFORD the temptation to read ahead,

write down what you believe is the first rule

of selling — upon which you would base all
sales strategies and tactics.

Put down the magazine,
think about it, and after .
you come up with the
first rule of selling,
read the
paragraph.

Did you
write, "Find
the need and
fill it"2 Or "l
have to sell
myself first"?
Or "The five |
steps to a sale |
are 1) Atten-
tion, 2) Interest,
3) Conviction, 4)
Desire, 5) Close"?
In my private prac-

next

My first rule of selling — upon which |
would have based all sales strategies and tac-
tics had I invented selling — would be: They
bave to want to buy what I'm selling:

Hold on, Giff. What if they don't see a
need to advertise or a need to buy Radio?
Don't you have to sell the need first?

That is 100-percent correct. But, con-
vincing a prospect to advertise and/or to ad-
vertise on Radio doesn't necessarily mean
they'll buy your station, does it? After all,
they could decide to buy your
competitors instead. Only
after they decide what
they need, do they
decide what they
want? Fact: No

sale takes place
until you con-
vert a need into
a want.

What do
they really
. want? It de-
/ pends on the
situation. Some
may want to
stimulate trial sales
or to increase their
leads, their market
share or their real estate
listings, while others may want
to expand their customer base or
launch a new product or increase "same store

sales" or even to impress shareholders.
Whatever they want, your station is
the only one of perhaps dozens of means to
an end. Consequently, here is what you
should say to yourself before preparing a pre-

sentation to a retailer:

"Since there is no interest greater than self-inter-
est, | bave to aim the whole of my presentation at the
self-interest of each advertiser. Therefore, unless this
presentation convinces them we can belp them increase
their store traffic, turn over their inventories and in-
crease their cash flow — they're not going to want to
buy what I'm selling.” &

A If | had invent- 1: tice, | get all kinds of re-

ed selling, myfirst | sponses, most of which, like

rule would be: | the ones above, have more to do

They have to i with the strategies and tactics of selling than

wanttobuywhat | with a given core belief upon which those

: I'm selling! E strategies and tactics should be based.
| A No sale takes place until you | Before | give you my answer, consider
i convertaneedintoawant. | this. Every time you get an order, an ex-
| A Since there is no interest E change is made: an advertiser's money for
E greater than self-interest,] 1 your time. Therefore, advertisers buy only if
| havetoaimthewholeofmy ! they want your time more than they want
| presentation at the self- ! the money your time costs. Think about it.
| interestof each advertiser. 1 \W/hy else would they be willing to make such
i A All presentations shouldbe | an exchange — their money for your time
i based on answers to two fun- i — unless they wanted your time more than
i damental questions: )What | they wanted the money your time cost? The
! do they want? 2) How can | ! key word is want.
: make them want to buy what :
: I'm selling? :
[ J

22 To subscribe, call 1-800-610-5771

Dave Gifford is President of Dave Gifford International
and Founder of The Graduate School for Sales Management. He may be reached at 800-TALK-GIF.
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fo Fine Tune Your Skills
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o
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More than 600 revenue-gen-
erating Radio promotions in a

Promotional Marketing Planner

Your step-by-step guide through the planning meeting to your station’s
marketing and promotional plans: station goals, department goals and
personal goals for the year. The Promotional Marketing Planner guides vou
month by month with important dates, community events, calendars,
promotion ideas with easy-to-tollow procedures. Only 119

three-book series. Complete,
ready-to-use packages: Just
fill in your call letters, your
client’s name, the price, and
you're ready to go!

Proven Radio Copy

650 proven advertising scripts in 100
categories. Save time and money;
virtually eliminate writer’s block—
perfect for illustrating how your
copy should read.

Volume One: Retail Promotions
Voliume Two: Holiday &

Instant Revenue: Low Maintenance
High Profit Radio Telemarketing!

Learn how to set up and run a profitable Radio telemarketing oper-
ation — 52 tested and proven telemarketing campaigns. Learn how
to hire, manage and compensate your staff. Used successfully in
markets of all sizes. Only 117

Volume I: Retail

Volume 1l: Entertainment, Food,

Restaurants

Volume HI: Automotive, Professional
Services

All three volumes for only ~197

Seasonal Promotions

s

' H.lHlRMWI
SHLING

Volume Three: Audience
Building Promotions

All three volumes tor

only 277,

§ All three volumes only 30

The Radio Book: RADIO
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High Performance Selling
by Ken Greenwood
One of the tinest books ever written on selling. No matter how much

you already know about selling Radio, Ken Greenwood will help vou
sell more. Only $24.99.

The Complete Station
Operations Manual

A collection of the best authors’
best articles on running a Radio
station.

All-new,
monthly, one-
hour cassette
program  for Radio  Account
Executives. Valuable training and

Volume I: Management

T

YA
WELE\Wun

High Performance Leadership

by Ken Greenwood

Ken Greenwood provides vou with a practical plan to guide vour
organization and your career into the new millennium. Complete
with valuable charts and forms to assess and evaluate present staft
and new employees. Only 59

& Sales Management .
ideas from top sales gurus, managers

and account executives. NOT repeats
of Radio Ik magazine.

Volume 11: Programming
& Promotions

Volume HI: Sales & Marketing Tuwelve 60-Minute Tapes 3157

(5215 International)

Secrets of Smart Radio: The A to Z guide to
Programming & Sales Promotion
by Holland Cooke

An A-to-Z compendium of practical Radio wisdom, with tested and
proven strategies, tactics and problem-solvers to help you get the
most out of your staff and resources. Only “59.

New Business Development Special Report
by Sharon Kitroser
Establish vour NTR/NBD department now with the trailblazing

pioneer who set up multi-million-dollar NTR/NBD operations at
ABC, CBS and Clear Channel. Only 579

[

S})arks Out of the Plowed Ground: The History
of America’s Small Town Radio Stations

by Bab Doll

The stories in this book will help vou understand why small-
town Radio is a rich part of American history.

Inly (1499

M

RADI'S
ﬂm 7{ YEARS

REVEALED—
Sean Luce’s Secret Selling System.

FEXDERSELL

LAWS

NS 10O

" Blast from the Past: A Pictorial History of
Radio’s First 75 Years

by Erie Rhads

Over 1,000 historic Radio photographs have been packed into
this thick, hard-bound, 472-page, oversized cotfee-table book.
Covers the 1920s all the way through the late 1990s.

Only +39.99

Sales trainer Sean Luce has revealed
his selling system. These books give
b you selling tools and systems in casy
steps. Surpass your income goals.
Luce’s Laws —
10 steps to Sales Success °39.
(For Sales People)
Luce’s Leadership Laws —
10 Steps to Managing Sales
Success 79.
(For Sales Managers)

Both Books Only %99

ICE'S

AN
MY

Tools for Radio
Professionals

It's easy to order: Call 800-610-5771

Suite 718, West Palm Beach, FL 33401. Fax 561-655-6164

Name/Title

Company/Station. o —
STREAMLINE —
— - Ol _ State ZIP
:thS—_ Phone Fax

800-610-5771

International Call 561-655-8778

E-mail Address

O Check enclosed (payable to: Streamline Press)

Charge my:  OJAmex a visa O MasterCard
Card Number _ Exp.Date
Signature _

or fill out the order form below and mail it to: Streamline Press, 224 Datura Stree:,

Book Title

Qty. Price

Merchandise Total

Shipping & Handling: First item: $5; additional items: $1 each.
(Outside the U.S., please call for shipping charges)

Florida residents add 6% sales tax.

TOTAL AMOUNT DUE
ORDER TODAY! 800-610-5771

Satisfaction Guaranteed or your money back.
Prices are effective April 1999 and are subject to change without notice.




MARKETING

TOM ASACKER

AThe defining el-

ement of your

business strate-
gy, and thinking,
must be your
marketing.

H Confused and impatient con-
| sumerswant, more than anything
I else, respect and the simple truth
! from your marketing .

]

| A Don’t fool yourself into com-
' placency by believing that your
! product or service requires
| customers to come to you.

i

]

1

]

AWipe that silly smile off your face
and be a genuine human being.

24

Hey, Phon Baloney

et
sul’ Smlle
Off Your Face

s | sprint across the
rainy parking lot with

and an overdue video tucked
under my arm, | can almost
hear the zombie-like patter
coming from whomever is
standing behind the store
counter: "Hellohowareyou?"

1¢'s really beginning to irritate me. Half the
time, they don't even look up to acknowledge
my presence. The other half, | get a silly smile.
Today, they will have to look up, and | doubt
that I'll get a smile in return.

"So," 1 ask casually. "Do you really want to
know how I'm doing?" He looks up, finger frozen
on his keyboard. "Oh, no, sir, not really."

"No? So, why do you keep asking me
that question every time [ walk in here?" Dead
silence. "Why don't you say, 'Hi, Tom"? I've
been coming here for years, and you ask me
my name every time [ rent a video. You
should remember it by now. Look. If you
don't give a damn, please don't say hello to
me or ask me how I'm doing. Okay?"

| know why he continues to say hello, and
why, despite my request, he'll continue to ask
me how I'm doing. It's the same reason the
angry airline stewardess tells me over the loud
speaker and at the end of my flight, "[t's been
a pleasure serving you." She does so because
some corporate marketing policy requires it.
I've got news for you, policy-makers. If you're
not going to be sincere, you'd be much bet-
ter off saying nothing at all.

Don't we understand that what appears
phony to us also appears phony to others?
Face it. You're dealing today with a lot of very
tired and skeptical people in a cluttered and
chaotic marketplace where customers can
choose any product or service they want,
without trading off on benefits or pricing. So,
the defining element of your business strat-
egy, and thinking, must be your marketing
— the information and experiences that con-
sumers use to form and adjust their attitudes
about you, your products and your services.

What do these confused and impatient

my daughter in tow ‘

consumers want from your marketing more
than anything else? They want resoect and
the simple truth. Truth in communication is

nothing more than authenticity, being a gen-
uine human being.

One of my favorite companies to deal with
is Amazon.com, an Internet book retailer. |
like the company so much because I've never
had to see or speak to any of their managers
or employees. No one asks me, disingenuously,
how I'm doing. | don't get any false smiles or
funny looks.

Now, conventional marketing wisdom
would lead you to believe that the real world
of face-to-face commerce, where sales and
service people can interact and connect with
customers, should have an edge over its digi-
tal counterpart. But, that's only true if employ-
ees are allowed to be honest and caring
individuals, not carbon-based corporate ma-
chines programmed to spew out the latest cus-
tomer service creed. Computers will always win
at that game, hands down.

Don't fool yourself into complacency by
believing that your product or service requires
customers to came to you because it's a consid-
ered purchase or a high-involvement or high-
touch product. Everything from furniture and
groceries to financial and legal services is being
sold on line.

Instead, wipe that silly smile off your face
and be a genuine human being. It's your one and
only sustainable competitive advantage. &=

Tom Asacker, President of Humanfactor Marketing LLC, may be reached at 603-629-9474 or by E-neail at Toma@bfactor.com

To subscribe, call 1-800-610-5771
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THE IMPLEMENTATION OF DIGITAL
RADIO BY BROADCASTERS

| am happy to share with you a recent landmark
event for USA Digital Radio's efforts to bring
digital audio broadcasting to the United States.
USA Digital Radio has added thirteen additional
radio broadcasters, including every one of the
top ten, as equity owners. The owners of our
company now include such recognized

names as CBS, Chancellor Media, Citadel
Communications, Clear Channel, Cox Radio,
Cumulus Media, Emmis Communications,
Entercom Communications, Gannett, Heftel
Broadcasting, Jacor Communications, Radio
One, and Sinclair Broadcast Group.

In conjunction with this new ownership, USA
Digital Radio has formed a board of directors,
which includes some of the most prominent
names in the radio broadcast industry. The
board members consist of Jimmy de Castro,
President of Chancellor Media Radio; Dan
Ehrman, Vice President of Gannett; Mel
Karmazin, President and CEO of CBS and
Infinity; Al Kenyon, VP Engineering of Jacor;
Alfred Liggins 1ll, President and CEO of Radio
One; Farid Suleman, Executive VP and CFO

of Infinity, and myself. The newly elected
board of directors will provide overall strategic
direction and important oversight as digital radio
technology gets rolled out to the radio industry.

As with any industry converting to digitas, there
must be a catalyst for the transition to be
effective. The radio broadcast industry will be
no different. In order for digital radio service to
succeed, we believe that broadcasters, who
have been effectively serving their listener base
for decades, and who have led the most recent
radio resurgence, must lead the implementation.
Broadcasters fully understand the unique needs
of the radio industry, and only USA Digital Radio
has a company mission that is focused on
those needs.

USA Digital Radio’s investment from the riation’s
top radio broadcasters reiterates the industry's
vision of a digital future, and, importantly,
provides us with additional input from broadcast-

ers to aid in the implementation of digital radio.
Transmitter and receiver manufacturers can now
feel confident that important broadcasters are
providing key support to the rollout of digital
technology. At the same time, USA Digital Radio
can ensure that its technology will serve the
interests and needs of all broadcasters and their
listeners. For example, we have designed our
IBOC system to allow the radio broadcast
community to adopt digital technology while
preserving the integrity of the current analog
infrastructure.

As we begin the implementation phase of
bringing Digital Audio Broadcast technology to
the industry, rest assured that USA Digital Radio
is committed to insuring a smooth transition to
digital radio, allowing the entire broadcast
community and their listeners the opportunity

to reap the benefits of digital radio service. We
urge you to contact us with your interest level in
early participation of the rollout of IBOC DAB to
the broadcast industry. We commit to keep you
informed of our progress during this year of
extensive testing and regulatory approval efforts.

All the best,

Robert J. Struble
President and Chief Executive Officer
USA Digital Radio, Inc.



REGULATORY PROGRESS:
Comments on USA Digital Radio’s Petition for Rulemaking

The regulatory process for IBOC DAB is
moving ahead quickly. The Commission
released USA Digital Radio's Petition for
Rulemaking for comments on November
6, 1998, one month after its filing.
Comments were filed on December 23,
1998 with reply comments filed on
January 25, 1999.

In its petition, USA Digital Radio
requested that the Commission make a
finding that the public interest would be
served by the introduction of DAB. The
overwhelming majority of comments
agreed with USA Digital Radio that the
American public would derive substantial
benefits from DAB. The Consumer
Electronics Manufacturers Association
(CEMA) stated that “it is now the radio
broadcasting industry’s turn to enter the
digital revolution” along with other digital
services and products. CEMA also noted
that its consumer research shows that,
while radio remains a strong medium,
“consumers desire improved service and
enhanced audio quality”.

The comments also reflected an emerging
consensus that an IBOC approach is

the best means to implement DAB in the
United States. Clear Channel, for exam-
ple, highlighted the many pragmatic
advantages that are integral to IBOC,
namely the use of existing radio spectrum:

“a broadcaster could go digital without
losing the goodwill it has built up in its
existing dial position. Second, the industry
saves the resources that would need to
be expended in building a new
broadcasting infrastructure that would
accompany any spectrum move. Under
an IBOC approach, the broadcaster
remains on the same channel. Finally,
because the IBOC solution allows for a
long transition period, the costs to a
broadcaster to move to digital are
minimized as equipment is upgraded
during the normal replacement schedule”.

Both the National Association of
Broadcasters (NAB) and the Radio
Operators Caucus (ROC) support the
introduction of IBOC DAB. The NAB cited
the benefits to consumers of higher
quality within a familiar framework: “with
1BOC DAB signals residing adjacent in
frequency to analog signals, listeners will
continue to be able to employ their
existing radios to receive analog FM and
AM Broadcasts. As listeners to IBOC
DAB, they will be able to hear their local
stations with heightened satisfaction due
to the increased fidelity and consistent
quality of digital broadcasting”.

Comments that addressed the issue of
transmission standards were unanimously
in favor of USA Digital Radio's proposal

that the Commission adopt a single DAB
Standard. CEMA noted that a required
standard is criticat because it “will protect
consumers against losses by assuring
them that their investments in [digital
radio] equipment will not be made
obsolete by a different technology”.

Many broadcasters expressed concern
that the fragmented interests of the many
players in the radio industry will prevent a
de facto standard from developing. As
Greater Media stated “the Commission
must not refrain from prudent regulation

in this regard out of misplaced reliance on
the marketplace to sort out ‘winners’ and
‘losers’ at the expense of the public
interest”.

Many commenters supported USA Digital
Radio’s position that the time is ripe to
institute a rulemaking to implement 1IBOC
DAB. Specifically, CEMA, Bonneville,
CBS, Clear Channel, Cumulus, Gannett,
Heftel, Radio One, Susquehanna, and
ABC all encouraged the Commission to
institute a rulemaking to implement

IBOC DAB. The ROC called upon the
Commission to issue a NPRM as soon as
it is feasible. The NAB also “urged the
Commission to initiate a proceeding” to
develop IBOC DAB standards.

Dr. David Hartup, Chief Scientist, AM DAB, Xetron Corporation

Dr. Hartup is working on the design of the Hybrid AM In-Band On-Channel Digital Audio
Broadcast (IBOC DAB) system being developed by USA Digital Radio. He is employed by Xetron
Corporation and has been involved in the project since 1993.

Dr. Hartup is working in the areas of transmitter and receiver algorithm development, interfacing
waveform generation equipment (exciters) to commercially available transmitters and studio-to-
transmitter links (STLs), computer simulation of system performance, and laboratory and field
testing of system hardware. He has presented three papers on IBOC DAB; AM Hybrid IBOC DAB

System and Transmission of the USA Digital Radio IBOC Waveforms at NAB Conventions and one
paper at the 47th Annual IEEE Broadcast Symposium. Dr. Hartup is also leading the development
and design of IBOC DAB exciters that will be used to produce the USA Digital Radio waveforms.

Dr. Hartup received a BSEE from Purdue University in 1982 and an MSEE and PhD in Electrical
Engineering from Georgia Tech in 1983 and 1991, respectively. He has worked in the areas of
acoustics and loudspeaker design, optics, acousto-optic signal processing, radar signal processing,
digital signal processing, spread spectrum communication systems, modem design, and IBOC DAB.
He has taught courses in calculus, finite mathematics and algebraic structures, digital signal
processing, and electronics at Purdue University, the Indiana Institute of Technology, and

Georgia Tech.

In true “Ramblin Wreck from Georgia Tech” tradition, Dr. Hartup’s automobile has few working
accessories and over 200,000 miles, but the radio works!

Dr. David Hartup, Chief
Scientist, AM DAB, Xetron
Corporation



“Radio One: An Urban Radio Specialist’s
Perspective on Radio’s Future in a Digital World”

Alfred C. Liggins, \lI
President and Chief Executive Officer, Radio
One, Inc. and Radio One of Atlanta, Inc.

Alfred C. Liggins, IHl, president and chief executive
officer, Radio One, Inc., and Radio One of Atlanta,
Inc. manages operations of the company’s twenty-
five radio stations specializing primarily in urban
formats, and is a member of the USA Digital Radio
board of directors. Previously, he served as general
manager for Radio One’s WOL/'WMM] stations in
Washington, DC, with responsibility for sales,
programming, technical and business functions. In
1995, Liggins earned an MBA from the Wharton
School of Business, University of Pennsylvania.

Question: What's your view of the
future of radio, and in particular
what’s Digital Audio Broadcasting’s
(DAB?Y) role in that future?

Al: Radio continues to have a
great future. The radio industry
can continue to enhance its
success by keeping pace with
changing technology. DAB
represents a unique opportunity
for radio broadcasters to join many
other industries that have gone
digital. Broadcasters will be able
to offer listeners the enhanced
audio provided by digital
broadcasting. This is good

for the listeners and good for
broadcasters.

Question: How can Radio One
benefit from DAB?

Al: We can insure the IBOC
technology truly benefits
broadcasters and listeners alike.
DAB will enable our industry to
keep pace with the latest in
technological advancements to
meet the diverse expectations of
our listeners.

Question: What are your feelings
about serving on USA Digital
Radio’s board of directors?

Al: | am excited. The board will
provide important oversight as
USA Digital Radio moves towards
the successful roliout of DAB
services throughout the radio
broadcast industry. USA Digital
Radio has a great team in place to
make digital radio a reality, and I'm
looking forward to being part of

DAB will enable our
industry to keep pace
with the latest in
technological
advancements to meet
the diverse expectations

of our listeners.
[Tt e i——————

Question: What can be done to

ensure that all broadcasters
embrace DAB?

Al: As a member of the board, we
will work towards establishing
widespread broadcaster support
of DAB, so everyone in the radio
industry can participate in the
rollout of this exciting new technol-
ogy. As an industry, we must align
in support of a single transmission
standard, which protects the
existing services to listeners, while
keeping pace with technology.

Question: With DAB now under
consideration by the FCC via USA
Digital Radio’s filing, what do you
feel are some of the key regulatory
issues associated with the rollout of

DAB technology?

Al: The primary regulatory issue
is for the FCC to adopt a single
DAB transmission standard for the
United States while insuring the
traditional ubiquitous analog
services remain protected. The
goal should be to provide for a
seamless transition to digital for
listeners everywhere.

Question: In your judgement,
what will it take for listeners to
adopt DAB?

Al: Listeners will have to be
convinced that what they are
paying for is better. We think it will
be, but it must be accomplished
with no disruption to existing
services. Consumers are buying
other digital based products such
as DVD, CD's, etc. at record
adoption rates. We believe that
trend will continue with radio’s
conversion to digital.

SoundBytes wishes to express its appreciation to
Alfred C. Liggins, Il for the above interview.
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MANAGEMENT

BY CHRIS LYTLE

A Some of life's

most important

lessons come
from our fail-
ures, not our
successes.

A Sharing your failures human-
izes you and provides more
development bang for the
buck than does several hours
of motivational tapes.

you didn’t win them all may be
a hetter strategy than filling
them full of your success sto-
ries and forgetting about

the failures.

A As a manager, your job is to
give them permission to fail
enough times so that they
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Hey, Tough Guy

It's OK To Cry

id you know that there

are seminars for people

who do seminars? One
of the things they tell us in
those seminars is that seminar
¥ leaders should share "failure
stories" and not just "success
stories" with the audience. Rea-
son: Some of our audience members are strug-
gling, and they have trouble relating to the
"raving success" up on the platform.

By sharing how we dealt with failures,
we reach some audience members in a place
where they can relate to us and relate what
we are saying to their current situation.

Is there a lesson here for a manager? Sure.
Some of life's most important lessons come
from our failures, not our successes. Sharing
your failures and fears may be more in-
structive than telling them your suc-
cess stories.

If your people aren't afraid when
they make a call on a tough client
or open the microphone and talk to
your station’s listeners, then they
aren't human. And, if you've never
been afraid, you're not human ei-
ther. In fact, at this time
you may be afraid
about making the
or the
soon-to-be-re-
leased ratings.

One way

quarter,

to help your
people reach
their goals is
to get them

to confront

their
fears by un-
derstanding
that other
people
(you,
instance)

\) w
g S

own

for

have

those same fears and have still been success-
ful. Sharing your failures humanizes you and
provides more development bang for the buck
than does several hours of motivational tapes.
Sharing your mistakes with a struggling em-
ployee gives that person more hope and help
than showing them how to do it the right
way.

Once in awhile, | ask a roomful of man-
agers to close their eyes and remember their
first days at the station. Then, | ask them to
write down words that describe them dur-
ing those first few days. "Excited" and "scared"
come up a lot.

Face it (even though you'd rather forget
it). You've felt fear before. Telling new peo-
ple that you, too, have been frightened will

go a long way toward getting them

. through their initial stage fright.
Sales and ratings are a series
of defeats punctuated by prof-
itable victories. Letting your
people know that you didn't win
them all may be a better strate-
gy than filling them full of your
success stories and forgetting about

" the failures

It is difficult enough to get
people to try new skills in the
field without having them
worried that they won't
do it right. Assuring
people that it is bet-
ter to make the call
than wait until they
/ can do it perfectly
is part of your job.

You could
think of it this way.

As a manager, your
job is to give them
permission to fail

enough times so
that they will suc-
ceed. Then, you'll
have nothing to

fear. &2

Chris Lytle conducts The Leadership Institute quarterly with Norm Goldsmith and Ken Greenwood.
He may be reached at 800-25LYTLE or by E-mail at CLytleSP@aol.com
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Sure, you've got research...

NOW, WHAT’S YOUR

STRATEGY?

You’ve done perceptual research and it's fine...but is there still a gap between where you are and
where you want to be? Can we share something with you?

Over the past 20 years, we've been privy to the intimate details of hundreds of radio battles. In many cases,
we've witnessed tremendous victories; in others, disappointing failures. In nearly every instance, both the
winners and the losers had someone do perceptual research for them. So, what made the difference? The
winners almost always had three things in common:

e They created a smart strategy that took advantage of an opportunity.

* They allocated the resources necessary to implement that strategy.

* They stayed with the strategy (updating and revising their tactics as battle conditions changed) until the
goal was achieved.

That's why, at Moyes Research Associates, we specialize in just two things:

Advanced perceptual studies that The application of our 7 STEP SMART "SYSTEM...
we custom-design and conduct for a system that’s a sure path to a truly smart strategy for
each station; and every client we work with.

Strategic research and guidance is all we do at our company. And we do it for some of the most successful
stations in large markets like Los Angeles, Philadelphia, Phoenix, Tampa, Chicago, Denver, Boston, Detroit, San
Diego, Seattle, San Francisco, Washington and Pittsburgh, and other markets the size of Orlando, Knoxville,
Tucson, Omaha, Columbus, Greensboro, Nashville, Birmingham, Wichita and Spokane.

Before you spend more money on perceptual research, call us. We're not right for every situation, but let’s talk
and see if - as partners — we can help get you where you really need to be.

filf Al

N A Zid
Mike Shepard Bill Moyes Don Gilmore
Senior VP President Excecutive VP

Moyes Research Associates
AMERICA'S LEADING STRATEGIC ADVI§C7)RSﬂ‘

205 EAastT CHEYENNE MOUNTAIN B1LVD.
COoOLORADO SPRINGS, CO 80906

719.540.0100
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Internet Radio Receives National Exposure

Talkspot.com VP of Programming James Golden made
his second appearance on the ABC television program
Politically Incorrect. Why is Golden becoming a nation-
al figure? He says that part of it has to do with the fact
that he has the No. 1 interactive show on the Internet.
He also cites talkspot.com:

"This is Internet-only content. This is not stream-
ing from terrestrial Radio onto the Internet. Talkspot
has amassed more hours of Internet-only programming
elEpetesm] than anybody else, including the major networks. We deliver
about 240 hours of Internet-only content. And, the technology we are using

is cutting-edge. It offers the ability to deliver chat application, streaming graph
ics, and it gives site visitors the ability to interact with the hosts in real time.”

Lucent lemg Nassau
"The Test"

Lucent Technologies has
signed an agreement with
Nassau Broadcasting to .
test its In-band On- 7
Channel Digital Audio 2
Broadcast system. The
tests will evaluate sever-
al technical issues associ-
ated with digital Radio, including interference,
range of signal and audio quality. IBOC is being
considered as the U.S. standard for DAB using
Micenteom] existing spectrum allocations.
Nassau Broadcasting owns 15 New Jersey sta-
tions, two in New York, one in Pennsylvania. Nas-
sau Broadcasting also announced the launch of its
national Internet division within the Jersey Radio
Network. The company is called JRN Internet.

et Ot

=0

Arbitron
Reaching Out

The Radio Center for
People with Disabilities,
a Chicago organization,
is looking for funding
from key Radio groups
and industry vendors. Ar-
bitron has sent out a press
packet seeking support
and funding for the or-
ganization. The group's
goal is to train and place
disabled people into the
Radio industry. Contact
Pierre  Bouvard at
pierre.bouvard
@arbitron.com or at
212-887-1348.

Heftel Forms Hispanic-Focused Network

Heftel Broadcasting announced the formation of the HBC Network. The net-
work’s goal will be to reach Hispanics on a national level. It will be available
on 39 stations in all of the top U.S./Hispanic markets.

28 To subscribe, call 1.800-610-5771

Mousketeers
Create New
Radio Group

Three former Disney/
ABC Radio employees
have created a new
Radio company called
Syndicated Solutions.
The company is billing
itself as a full-service
marketing, promotions
and training organiza-
tion that represents
News/Talk and Sports
Radio programs. Bob
Carey is the company
president.

Five Pioneers
Recognized

On April 21, 1999, the
1999 American Broadcast
Pioneer Awards will be
presented at a breakfast
in Las Vegas. The five
broadcasters to be rec-
ognized are: Martin Beck,
Richard Beesemyer,
Himan Brown, Ragan
Henry and Frances Pre-
ston. The National Asso-
ciation of Media Brokers
will sponsor the event for
the fourth consecutive
year. There is no charge
or admission, but invita-
tions are required. Call
203-862-8577.

30 >
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A Star is Born

Capstar Broadcasting
has named Jason Kane
President of its Star Sys-
tem. Kane has 25 years'
broadcasting experience.

Capstar's Star Sys-
tem is a platform of
technology using a
wide-area network to
deliver programming to
its Radio stations.

The Watch is
onfor
CBS s

Westwood One and
MarketWatch.com have
created a new Radio net-
work that will provide
around-the-clock finan-
cial information to
Radio stations across the
country. The new com-
pany is called CBS.Mar-
ketWatch.com Radio
Network. Larry Kramer,
President and CEO of
MarketWatch. com said,
"Radio and the Internet
are perfect partners in
bringing real-time news
to the public.”

30

Russ on Radio One

Superadio and Radio One have signed an agreement to syndicate Russ Parr
via satellite. Seen here are (I-r) producer Ted Carter, Superadio President Gary

Bernstein, Superadio CEO John Garabedian, Radio One CEO Alfred Liggins,

Russ Parr, Olivia Fox and Supa Ken.

“Mister Operations” 4
to be Honored

Later this month, Chancellor
Media’s Jimmy de Castro will re-
ceive the Achievement in Radio : 7y
Award from the UJA-Federation of New York.
The UJA-Federation is a philanthropic organi-
zation that raises money for human services, and
cultural and educational programs. De Castro,
who is being recognized for his contributions,
is often referred to as one of the best Radio op-
erators in the country. Tickets for the event are
$300. Call 212-836-1853 for more information.

Radio Hall of Fame
Announces Nominees

The Radio Hall of Fame has an- |
nounced this year's network or syn-
dicated personality nominees (active
category). They are: Rick Dees, Bob [l
Kingsley, Walt “Baby” Love and Bruce [ETTIIS

Williams. The winner will be announced during a
ceremony in Chicago on November 20, 1999.

Baker bumped up at XM

Kelly Baker has been promoted from Director to
VP of Corporate Finance and Business Analysis
at XM Satellite Radio. Baker has 13 years of in-
ternational finance, business development and
operations experience in telecommunications
and export trade.

To subscribe, call 1.800-610-5771

NBG goes
MP3

The NBG Radio Network
announced that all of its
Radio programs are now
available to affiliates via
MP3 on [ummbEEawm ()
the Internet. The Direc-
tor of Operations for
NBG, Robert Taylor, says
that this "technology pro-
vides an expedient alter-

NG &

native  to  receiving
programming by post or
via satellite and can even
facilitate the replacement
of any show damaged in
transit." A two-minute
Radio vignette, requiring
about 20 megabytes of stor-
age on a computer, occu-
pies only about two
mega-bytes in MP3 format.
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Sound Experience

~ Sound Partners

Dielectric Communications has installed 3/4 of all the digital
antennas in the USA. As a radio broadcaster, you're planning
that 21st century digital transition for your audiences also.
Let's work together to develop a system with clearer signals
now and digital capabilities later. From digital ready combiner
systems, transmission lines, and antennas, to complete
engineered RF systems, Dielectric is your FM resource today
and DAB partner tomorrow.

Dielectric Communications * 22 Tower Road * Raymond, Maine 04071
1-800-341-9678 * Email: dcsales @dielectric.com » www.dielectric.com

See us at NAB, Booth #L.13986

Dielectric

COMMUNICATIONS

Engineering Excellence Since 1942
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%Q'
Mark Cuban

% has 5.7 billion reasons
to smile. cuban co-founded
broadcast.com with friend Todd Wagner four
years ago. Earlier this month, Yahoo! purchased broad-
cast.com for $5.7 hillion — not bad for a company that lost
$16.4 million on sales of ahout $22 million in 1998. Under the
deal, Yahoo! said, for each share of broadcast.com, it will issue

In

0.7222 of a share of stock, worth about $130 a share. The deal is being

touted as one of the higgest cyberspace mergers ever. It's expected that

both Cuban and Wagner will continue to run broadcast.com, simply as employ-
ees of Yahoo!. In our interview, Cuban talks about his rise to billionaire status. 34 » ‘
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LOG ON AND MAKE MONEY
Is your background in Radio or technology?
CUBAN: Aty strength is taking new tech-
nologics and figuring out business op-
portunitics tor them. I was a geek. When
I started my first business, | was a ycar
out of college. We started selling net-
works from Novell before they were
even called Novell

Back then, people were saying, "l
don't know it [ even need a PC, let alone

house, the carlier they came. The big-
ger the house, the longer they wanted
us to wait.
Why did you want to go public?

We thought we could make moncy.
We had to be caretul because, once we
started to show people that ours was a
valid market, we figured that all of the
hig Radio groups would want to become
involved. We wanted to take the tive sta-
tions and five sports teams — that we
were broadcasting — live. Then we

THE SECRET’S OUT
What happened the night of the Victoria's
Secret broadcast?

That was an event. The message for
Radio about the Internet is: Here's how
you can reach and add valuc tor your
customers and listeners. Multi-media on
the Internet is no ditterent.

When we sat down with Victoria's
Secret, they did not have a Web presence
Their Wehsite was brand new. They were

Name one TV promotion in history that put a million and a half
people into a store in one day. It was an ungodly success.
People Want tO he entertaIHEd — Mark Cuban, on the Victoria’s Secret Superbowl promotiion

need to hook up 1o other PCs." We met
with the same tvpe of resistance that we
sce in Radio, to a certain extent, even to
this day. Some people don't like 1o see
things change. I'm used 10 dealing with
that type of skepticism.

How was AudioNet first approached

to go public?

You have to understand the world
of Wall Strect. Wall Street bankers get
paid when they take companies public.
So, they are out there actively looking
for companics.

As we started to make more waves
as AudioNct and then as broadcast.com
people came to us. They told us o think
about going public at some point. The
market is ripe. We had about 100 attili-
ates at the time. People came to us carly.
The smaller the investment-banking

FOR BROADCAST.COM

positions in CMGI.
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NEW COMPETITOR

Former NBC-TV President Neil Braun has been recruited
by CMGI to build and launch a new Internet company to
focus on the delivery of live audio and video. The company
recently announced it had $100 million in startup money.
The launch is expected to take place some time in the second
quarter. Microsoft, Intel, and Sumitomo hold minority

wanted to get to 10, 20 etc.

We thought that it somebody clse
got into this game, we would at least
have enough base to compete. Our tech-
nology and marketing skill were strong
enough to enable us to be guerrilla mar-
keters on the Net, leverage it to our ad-
vantage and build a nice business.

Although Radio is important, we
found out that the real upside was busi-
ness-to-husiness broadcasting. Enabling
businesses to broadcast to their cus-
tomers, vendors, employees and share-
holders was a dramatic opportunity. We
could use the same technology for both.
We were building a stadium for multi-
media on the Internet, and we could use
the stadium for Radio, business and,
ceventually, video. That's what crystal-
lized it as a business opportunity.

To subscribe, call 1-800-610-5771

not No. 1, 2 or 3 in their category in terms
ol Webh tratfic and sales, even though they
had this huge brand.

They rcalized that, from an E-com-
merce perspective, to climb the fadder in a
Web category is tough. All you have to do
is ask Barnes & Noble and Borders Books
& Music, relative to Amazon.com. [Iuteret
hook retailer]. You have to make a huge in-
vestment. If it were so casy to do it them-
sclves, they would have done it without us

Victorias Secret came up with the idea
of doing a Webcast of a fashion show. When
we first started talking, it had nothing to do
with the Super Bowl. We thought, "Let’s just
do this Webcast, promote it and drive traf-
fic." We didn't know until a week betore the
Super Bowl that we would be in the game.

During the Super Bowl, not only
were we hosting things for Victoria's Sc-
cret, we were hosting the audio and
video tor superbowl.com, the NFL, and
Fox Sports’ half-time show. Thesc sites
were heavily promoted. We just breezed
through those without blinking an cye

We thought Victoria's Sceret would
be ready for half a million simultaneous
uscers. We never anticipated that, over
the course of the day, a million and a half
people would log on. We had people at
the Website tive hours betore the event
Were people online just for the fashion show?

Victoria's Secret sold a boatload of
merchandise. They drew a million and a
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half people to their E-commerce store in
one day, and the follow-through has been
enormous. They went from having no In-
ternet presence to being No. | in their
category — and a top E-commerceWeb-
site generating millions of sales.

Why was "the event"so successful?

Name one TV promotion in his-
tory that put a million and a half pco-
ple into a store in one day. It was an
ungodly success. People want to be en-
tertained. They want access to things
they can't normally get.

We asked a rescarch company to tell
us the No. 1 office media device. We found
out that nine percent of the people had
TVs, 32 percent had Radios, and 95 per-
cent had PCs with Internet access. We
knew that we could reach the office
worker and the male demographic,
which Victoria's Secret could not reach.

Guys don't walk into Victoria's Se-
cret stores and buy lingerie for their
wives. Women buy it for themselves.
The Webcast allowed Victoria's Secret
to rcach a demographic that was not
currently their customers.

How does broadcast.com make money
working with Radio?

About 35 percent of our business
is based on advertising. Right now, it
is more about bringing people to the
medium. We don't even break even on
our Radio station broadcasts.

Here's how | really make my
moncy. Let's say the CEO of a major
corporation is listening to KLAF Radio
on broadcast.com. Onc of our sales-
people calls him and says, "You know,
you should be broadcasting your prod-
uct introductions over the Net so you
can rcach your customers." Then, the
CEO says, "That makes perfect sense.
I listen to KLAF and | understand how
the technology works.”

IU's cost-ctfective tor us to say, "l
will subsidize the Radio stations. You
give me some spots to help cover part
of my cost, and | will pay for the band-
width, the ASCAP and BMI fees. | will
help drive tratfic to your signal. If we
do this well, you're going to start get-
ting cume numbers that, at some point,
beat what you do over the air." That's
part of the long-term grand slam for
Radio stations.
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RADIO.GETWITHIT.COM
What are you going to tell broadcasters
at NAB ‘997

We are in a digital world, and
Radio programmers program better
than anybody. Those who leverage it
to their advantage are going to be huge
winners. Those that don't are going to
find themselves in a position where his-
tory repeats itself.

For example, look at cable. In the
carly '80s when cable was deregulated,
people said that ESPN and MTV were
losing money every single day. They
thought that pcople would not pay for
TV. The networks would come in and
crush them. How often did we hear
that? Now it is the exact opposite.
Are you going to talk about how far be-
hind Radio is in using the Internet?

Some are not that lar behind. A lot
ol them are working with us. We are
spending huge amounts of money so
they don't have to. [ don't expect them
to launch satellites. They are buying bill-
board companics, but they are not build-
ing new highways to place billboards.
We are developing the infrastructure.

Rather than spending $25 million
to do it themscelves, [broadcasters] can
leverage us and take advantage of their
[own] programming skills. If they lever-
age this new medium, they will get there
more quickly and more elfectively.

Distribution is an important part
of the puzzle; and broadcast.com can
provide technology, distribution, and
awareness that would cost station groups
a lot of money to re-create.

THE LOCAL PROVIDER —
RADIO

How did you determine that the Internet
could generate revenue for Radio?
When we first got started, we
thought, "This is going to be the next
super-station."We thought about Ted
Turner, who took an Atlanta TV sta-
tion, put it on a satellite, and the next
thing you know, it was a super-station.
[ did not have a clue about Radio.
| found out that Radio had a hard time
penctrating in the office. Broadcasters
told us that they didn't care about a na-
tional audicnce because they 36 »
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Proven
Remote Power!
« Fast, Easy Set-Up & Take-Down
« High Profile & Remote Visibility
* Highly Profitable and
Self liquidating
« Immediate Delivery!

Broadcast Products, Inc.

1-800-433-8460

PO. Box 2500 e Elkhart, IN 46515
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weren't selling to one. We realized that
our revenue would come from helping
broadcasters expand reach in their local
markets.

To be successtul, you have to see
how your customers consider themselves
to be successtul. Consolidation was just
starting. Groups werc going public, and
they were being valued on cash flow.
There was no way | could ask for cash
when groups were using as much cash
as they could 1o buy each other and show
the best earnings possible for Wall Street.

Atter | sold my first company, |
spent four years doing nothing but trad-
ing stocks for my own accounts. That
played a big part in understanding how
to deal with Radio.

We built our service so that Radio

To be successful, you have to see
how your customers consider
themselves to be successful.

stations did not have to take any cash out
of pocket. If there was not any revenue,
it turned into a service for their Pts. We
evolved trom "Hey, you can sell more
ads"to "Look, you have PIs who want to
hear your signal. Broadcast.com will pro-
vide you with the equipment, cover the
costs and give you this unique way to say
thank you to your listeners, especially
those in their offices.”

Is Radio approaching the Internet

the right way?

The Internet is just a delivery mech-
anism. Radio stations have to realize that
like any other opportunity, it takes a sig-
nificant investment. It is very difficult to
break new ground on the Internet unless
you have a unique idea. | don't recom-
mend that Radio stations try 1o go head-

Tor OF MinD AWARENESS = MARKET SHARE

definitely worth the investment.’

Christian Miller, Sales Manager
West Virginia Radio Corp., Charleston, WV
(304) 342-8131

Call TOMA Research Today:

800-597-9798

Larry A. Messick VP Broadcast Division

Where do businesses rank
in the minds of consumers
in your market?

Want to know?
THEY DO!!

ATOMA Survey is the most powerful sales tool available to the broadcast industry.
In fact...it's the first and only measurement of advertising effectiveness. The TOMA
survey is a business report card. Sell new clients. Up-sell current clients.

“Have generated over $300,000 in new sales in 8 weeks...
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to-head with the Yahoos of the world.
| recommend that Radio be what it is.
Radio people are programmers. They
should use their programming skills to
attract an audience. They should use the
Internet as the delivery method.

Radio has to realize that it is a great
local medium. Your signal is what makes
you different. Use that signal to rcach
the people who want to get your signal.
Then, leverage that audience to create
new types of revenue opportunities.

[ don't think Radio spends a lot of
moncy on building huge Websites. That
is not part of its focus. Some stations
have done a good job. They made the
investment early, created a Website that
was compelling and incorporated it into
their business. Just like the magazines
they published to focus on their sta-

tions, they created
Websites tor the
stations and sold
them
My
for Radio is to focus

Broadcast.com

Broadcast.com was
originally calied Audio-
Net. The company
changed its name to
broadcast.com in May
of 1998.

message

on doing what you

do Dbest, dealing

with your personalities, concentrating on
the local audicnce and extending your
signal. Then, leverage the Internct
through streaming [delivery over the Iternet]
to extend your signal and through com-
merce and the interactivity of the Net so
you can benetit your Pl1s and your ad-
vertisers.

DARE TO GO DIGITAL

How much will the Internet impact Radio’s
ratings system?

Today, if somconc is listening to a
station on broadcast.com, it counts in Ar-
bitron. We don't have the same restric-
tions that other people do, so we've been
able to send out E-mail that says, "If you
arc ever asked how and when you are lis-
tening to a broadcast.com Radio station,
make sure you write in your diary that
you listen to WXXX on broadcast.com."
In return, we get E-mail saying, "l have a
diary. Tell me what to put in it."

Internct Radio has an impact on di-
aries. lt's a lot casicr for people listening
on Internet Radio to remember the call
letters, becausc they can go toa Website
and click on it.
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Are you going to make streaming available to
everyone through MSN {Microsoft Network]?

Absolutely. We want people to show
off their creativity. We want everybody
to be able to broadcast. That's good for
Radio. Anything that brings pcople to
this medium means that good program-
mers will benetit. Anything that helps
people turn off their TVs and turn on
their Radios bencfits Radio.

Radio has to be comfortable with the
Net as an extension of its signal. It needs to
realize that as we move into a digital world,
new opportunities are created. | call this
time a period of "detragmentation”of media.

Evervthing is going from an analog
physical representation to digital. Once you
go digital, bits arc bits. Digital doesn't care
if it is audio, video, magazine text, graphic
cte. The people who realize this and lever-
age the interactivity will benefit.

With traditional media, you always
have to send buyers somewhere else to
make their purchases. The beauty of the
Net is that vou are just a click away from
the sale. Radio needs to realize this and
start programming this way.

We are working with Radio groups
to create Internet-only Radio stations for
specific markets. Internet-only Radio does
not have to be national. There is no rea-
son why you couldn’t create Internct
Radio in New York at broadcast.com

We are working with some groups
to do that now. There are some Radio
groups that don't want to move. They
will go nameless. We're working with
Jacor, Clear Channel and Susquehanna.
We are not working a whole lot with
ABC Radio, but we are working with
ABC TV.

How do you advise the Radio groups with
whom you work?

We tell them that it's not just about
sticking a Web cam in their studios —
cven though it's cool to feel the per-

WITH CUBAN

KENNEDY SIGNS ON

Broadcast.com recently signed a multi-year deal to be the
exclusive Internet broadcaster for all 23 of Susquehanna
Radio stations. Susquehanna is the nation’s ninth largest
Radio company. David Kennedy, Susquehanna’s President
and C0Q, said, "Broadcast.com offers Susquehanna an excep-
tional partnership as we look toward the future of our busi
-ness. In keeping with our vision of the Radio industry, we
wanted to team with the leader in Internet broadcasting; and
broadcast.com clearly understands our goals and is able to

effectively broaden our reach beyond traditional Radio." Susquehanna’s Radio stable
includes stations in Dallas, San Francisco, Atlanta and Cincinnati.

There are so many things that bright
minds can do that are way over my head.
We are trying to work with these groups
to help them do those things. The
pcople who leverage now are going to
be in the best position. We are partner-
ing with thosc pcople.

THIS TIME, THINK
“INSIDE THE BOX"

Tell us about some of your new products.
We are coming out with tools that

cnable Radio stations to add video, ani-
mation, personalization, and tolls to track
users and interact with them. We are also
working on products thar are geared to-
ward personalization and integration of
the users back to the station.

Are you getting ready to introduce some
sort of new TV box?

The box. We are not going to sell
it. We are working with Intel to create
that box. ’cople always say that they
will not listen to Radio or watch 38 »

We have the ]k(ey
to unlock potent:
on your Website.

sonalitics of the jocks. We tell them that

Website

The broadcast.-
com Website
streams information
for 385 Radio sta-
tions and 17 TV sta-
tions as well as for
350 college and pro
sports teams .

APRIL 12, 1999

when they are doing a
bit, why not make it
multi-media? Why not
create virtual charac-
ters that people can
watch on the Net and
that are compelling
and sponsored by ad-
vertisers?

With station revenues up to $50,000 per month,
doesn't it make sense to find out more?

See our demo Website:
www.rscs.net/clients/tsrn

Ca_IIIpC at 888-306-8776.

To subscribe, call 1-800-610-5771 37
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The heauty of the Net is that you are just a click away from
the sale. Radio needs to realize this and start programming

this way.

TV on their computer. The reason is
because the computer is ugly. If you
took a computer and made it look like
a DVD player, you would put itin your
living room.

You probably already have one,
and it is called a set top box. The dit-
terence is that our box will look like a
sct top box, but it will have a 450-
megahertz or taster PCinit, a wireless
keyboard, and Windows or something
to run software. It will have an HDTV
decoder so you can receive HDTV sig-
nals. But you will also be able to re-
ceive data through that signal.

[t will have an analog tuncer so you
can getregular TV signals. Tt will have
digital VCR so you can record to your
hard drive. It will also have Internet ac-
cess. Its like direct TV

Imagine that box tor the same price
as a regular PC. Hf you are sending a kid
off to college and you have a choice
what are you going to buy?

When will the box be available?

We arc hoping tor back-to-school

1999 — if not, then by Christmas 1999

It depends on whether we get the man-
utacturers. The carliest out might not
be the winner in the end, butits the
winner for a while. Then, it's up to them
to stay winners. It's huge for Radio as
well, because that same box is going to
be able to receive satellite Radio.
Owners are probably shaking in their boots.
ftis the biggest opportunity in the

world. Some people in Radio are very pro-
tective of their signal. Other people we

meet with say it's a huge opportunity.

[t only 32 percent of the people in
oftices have Radios, that means that if
[ go on the Net, | can ger that 68 per-
cent. Actually, | can get 100 percent,
because cven those 32 percent have
PCs. | have a chance to pick up mar-
ket share | otherwisc couldn’t get be-
causc | can’t buy any more stations or
I'm limited in the number of stations |
can have in a market

CUBAN CONNECTS Cocte

WITH CAPITOL

Broadcast.com is now hosting a new service with
Capitol Records called CapitolBroadcasts. The
site showcases audio and video programming

from Capitel Records and its family of labels.

Music fans can listen to and watch their favorite
Capitol artists. The site will also host live events
from Capitol artists, including CD listening parties
and live cybercasts. The audio and video is enabled

SROADCASTS

for full-screen broadband video and offered in a variety of speeds for optimum

listening and viewing.

six months.
Their Dayton client (Clear Channel) wrote nearly
$400,000 in recruitment advertising in 1998.

from the Stonick Recruitment NTR Program.

Real Stories

These are just a couple of incredible success stories

Most of all, make sure you see Chris speak this year at

Real Money

NO SH*T

600,000 of New NTR in the First 6 Months!

That's exactly what Stonick Recruitment's Indianapolis
client (Susquehanna Broadcasting) has experienced in the first

a totally 100% off-air NTR product.

Recruitment advertising revenue is the hottest growth
area for radio today. Are you ready to get your unfair share of
the wealth? Then call Stonick Recruitment at 954-680-6322.
Clients for 1999 are now being accepted on a market-
exclusive basis. For more than 10 years, the radio industry has
turned to the experience and expertise of Stonick Recruitment.

Real Fast!

the RAB, where he'll be unveiling the "city-wide job-line,"

 Chris Stonick

dtonick Recruitment
incorporated

d54-680-6322
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Then, 1 look at digital satellite
Radio and 1 think the same thing. If |
am a great programmer, and | can't add
astation in a market, then this is a way
to get there.

What's even more beautiful about
satcllite Radio is that it's four megabits
per satellite of 1P [Internet Protocol] data
trattic. This means that if a Radio sta-
tion is broadcasting Marcy Playground
, the station can tell a listener to dial
*KQRS 5 on their cell phone, and the
station will download Marcy Play-
ground to the listener's CD player
through its satellite Radio signal. Once
the satellites are up there, that's what
you can do.

Isn't this competition rather than an
opportunity for broadcasters?

If broadcasters look at technology
the way they look at consolidation, there
are going to be some incredible winners.
Those people who have the foresight to
grab onto it will make the effects of the
Telecom Act look like small potatoes.

The Internet is coming to your car

and your ccll phone. The technology
that will come out over the next two
ycars will ¢nable you to get 64, 96 or
128k over your cell phone. You will be
able to plug your cell phone into your
dashboard, hit a number and here comes
your favorite station.

That is what Radio has in front of
it. It you try to protect, you
will lose. During the next
18 months, you will start to
sec stattons cume 25-30
percent on the Internet. In
24-36 months, you will sce

stations with bigger cumes  §600
on the Nct than over the air
because they are leveraging sa0
these technologics. When 400
I say over the Net, it is not
just the PC in an office. [t }300
could be to a cell phone, as
part of a digital Radio sig- 200
nal, part of a digital satcl- Jy00
lite Radio signal, or any

number of manifestations.
The digital opportu-

The Globe.com Broadcast.com
11-12-98

nity is so large tor pecople who get
their arms around it first. It can
change the dynamics. There is no
rcason why Randy Michaels can't
say, "l don't have enough of a pres-
ence in New York City, so | am
going to start streaming a new sta-
tion there =

Stratospheric Stocks

The five IPOs with the largest change from
offering price to first-day closing value
606%

Eorthweb  Secure Computing

eBay

7-16-98 11-10-98 1-17-95 9-24-98

just to keep up.

improve. As the first and largest media
collection firm, we e providing
more specialized service than
ever. We've created separate
divisions dedicated to each
individual medium. No one
else focuses so sharply on vour
individual needs.

This know-how helps s
offer value-added services vou
won't find anvwhere else.
Szabo clients have free use of
the world's most comprehensive
database on advertisers anil agencies,

an unequaled library of media

TEL 404-266-2464

You ought to expect the same from vour collection service.
At Szabo Associates we're improving as vou

“-

[n Today's Media Jungle, You Can't Afford Not To Change.

In the fast-paced world of media, vou have to keep improving

collection services and much more,

I

.}\Q,},:._ -

FAX 404-266-2165 EMAIL INFO@SZABO.COM WEBSITE WWW.SZABO.COM

information, proprietary management reports, international

Since 1971, Szabo has helped more than 3.600 clients achieve

N\ \\ ,

faster, more substantial settlements in
everv medium imaginable. let us
help you. Send us details of a
past-due account. or for more
information, call us or visit our
website at www.szibo.com now.
Because in a business as tough
as vours, vou need a different
hreed of collection service.
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Nobody ever had to skip theij
for buying a Harris DX transm

1-800-622-0022 » www.harris.com/communications



acation
fer.

The scene: a beautiful sunset
over a beach while you're
carelessly strolling barefoot in
the sand. You haven’t been
this relaxed since you don't

know when.

Then, your cell phone rings.
It's your chief engineer. You
have to go back to work
because your radio station’s
transmitter went down.
That's one more vacation you

won't be getting.

This is why Harris designed its
DX AM transmitter line with

Harris NAB Booths:
TV Hall - L16719
Radio Hall - L12853
Outdoor - OD350

patented Digital Amplitude
Modulation that practically
eliminates unscheduled off-air
time. DX transmitters virtually
pay for themselves with the

efficiencies gained.

Given a proven history like this,
the only thing you should worry
about is where to forward all
your calls while you're on

vacation.

next level solutions

WIRELESS
BROADCAST

COMMUNICATIONS
PRODUCTS

! Communications
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METRO SOURC

WHEN IT COMES TO
BREAKING NEWS,

 Does your wire service
 measure up:

In one year, over 500 radio stations have made Metro Source their source for
news. When news breaks we're on-the-scene, reporting from wherever events
are unfolding.

eiro Source affiliates receive special reports, long-form coverage, customized
feeds, and integrated fext and audio at the dick of a button,

ONLY METRO SOURCE PROVIDES AFFILIATES:

® Breaking news with the local angle

® Extensive assortment of show prep material

Format specific text and over 1000 audio cuts per day
On-the-scene reporting

Local, regional, national and international news
SQoris, weather and entertainment news

AND MUCH MORE..

Jnly one service gives you all this. For more information or a Metro Source demonstration

i 1-800-800-NEWS

METRO SOURCE

DS INFORMATION SYSTEM]

| The Successor to the Traditional Wire




‘ | {INFORMATION FOR THE NEW MILLENIUM MANAGER}

Managers: Gan You Cope?

Radio is very different from what it was five years ago. It's not the same as it was two
years ago. And in some cases, it differs from two weeks ago.

How are you coping? [n our first installment of Management Ink, we have included a
quiz which will determine how well you deal with adversity.

Consider each of the tollowing scenarios and circle the number that best represents
your answer.
1. Your investment in Surf's Up Inc. declines by 50%. How much control do you kave
aver this situation?

No Control 1 y 3 4 5

Complete Control

2. Your request for a promation is turned down. To what extent are you responsible for
dealing with this setback?

Not Responsible at All 1 2 3 4 5 Completely Responsible

3. You've completed your assignment—but your boss is unhappy with the outcome. To
what extent does your boss's criticism affect your overall outlook?

Graatly Affects It 1 2 3 4 5 Doesn’t Affect It At All

4. You decide not to help a coworker who is preparing a presentation to your company's
CEO. How long will the reasan that you did not help continue to exist?
Always Exists 1 y 3 4 5 Will Never Exist Again

5. Your company kills the proiect that you're warking on. How much control do vou
have over this situation?

No Control 1 2 3 4 9

Complete Control

6. Your new boss rebutts your attempts to discuss your revenue projections tor the fourth
quarter — without telling you why. To what exient do you teel responsible for dealing
with this problem»

Not Responsible at All 1 2 3 4 5 Completely Respansible

7. Your teammates say that vour pitch is the worst proposai they've cver heard. How
does their rejection atfect your overall outlook?

Greatly Affects It 1 2 3 4 5 Doesn't Affect It At All

8. You're too busy te take that vacation you've planned. How long will the reason you
are unable 10 go continue 10 exist.

Always Exists 1 2 3 4 ]

Score yourself. A high score (8-10) for questions 1 and 5 indicates that you take an active approach to dealing with adversity. If
you scored low (2-5), you allow bad news to control you.

A high score for questions 2 and 6 means that you hold yourself accountable for solving probiems. A low score indicates that you
rarely learn from your mistakes.

A high score for questions 3 and 7 lets you know that you're good at isolating 3 probler. A low score means that you have a ten-
dency to view problems as catastrophes.

Ahigh score on questions 4 and 8 shows that you view each problem as fleeting and wrilikely to occur again. A low score
demonstrates that you believe a setback will impede your progress.

The Adversity Quotient, or AQ Quiz, was developed by Paul Stolz. You may find the 40-question quiz at www.peakleaming.com.
Peak Learning is located in Flagstaff, Ariz. Call 80G-255-5572.

Will Never Exist Again

mKTM

Ney

Many of you think
you're running
businesses.
What you're really
running are adult
day-care centers

—Verne Harnish, Youglmd”’

Entrepreneurs Organization |
as seen in Inc. Magazie

Are You A Leader
Or A Manager?

Here are the 10 leadership
principles of furniture giant
Ethan Allen

1) Leadership. Lead by example

2) Accessibility. Be accessible,
supportive; recognize the contri-
butions of others.

3) Excellence and innovation.
Have a passian for them

4) Self-Confidence. Have the
self-confidence to empower ath-
ers to do their best.

5) Change. Understand that
change means opportunity, and do
not fear it.

6) Speed. Maintain a competitive
advantage by reacting to new op-
portunities quickly.

7) Hard Work. Estabiish a stan-
dard of hard work and practice it
consistently.

8) Prioritize. Clearly differentiate
big issues from small ones.

9) Customer Focus. Whether
working with management, staff
or customers, always listen close-
ly. Serviee isn't just a word; it's a
philosophy for doing business.

10) Justice. Always make deci-
sions fairly. That builds confidence
and trust which, in turn, encour-
age motivation and team work.

Source....Fumiture Today.

INSIDE:

How tc manage in a clusier....... p. 44

Are you sexually harassing someone
atwork? ._... . _ . .. p. 46

Y2K suvvival kit for managers ._p. 48
The youngest female Radio station




CLUSTER MANAGEMENT

Five Killer Cluster Techniques

by Lindsey Wood Davis

ENCOURAGING TEAMWORK, WHILE ENSURING COMPETITIVENESS, HAS BEEN A PAINFUL

STRUGGLE FOR JUST ABOUT EVERY CLUSTER GM AND DOS. HERE ARE FIVE IDEAS TO USE.
1) The absolute first step is to establish an overall compensation plan that re-

wards both individual performance and group success. Here is a four-level plan:

® Level One pays a base rate on personal sales

* Level Two pays a higher rate on all sales after the personal budget has
been achieved.

* Level Three raises the total commission when the AE's sales team makes
its budget.

® Level Four raises it again when the cluster meets its budget — but the AE doesn't
benefit at all if the cluster doesn't make its own budget.

2) Next, target your cluster's top ten local advertisers and begin to prove how con-
solidation really can benefit the client. Use a team approach to selling the client on
the benefits of the entire cluster, with all alfected reps taking part. Make sure that the
AEs' roles are clearly defined not anly in their minds but in the mind of the client, too.

3) Query your billing system for the top ten revenue categories for each sta-
tion and the cluster as a whole. Assign one AE to each of these to become a "Cat-
egory Specialist," the in-house expert for your cluster. Use the experts to keep the
sales staff up to date, as idea generators for presentations, and as your cluster experts
in the client's business at the presentations. This is powerful stuff in the client’s eyes.

4) Meet at least twice a week with your entire sales management team to focus
only on cluster sales opportunities. These meetings should be short (15 minutes)
and should include one idea from each participant. At the end of each meeting, pick
just one idea ta pursue, and put a deadline on the next meeting to establish a game
plan and proceed. Once every week or so, involve department heads outside of sales.

5) Post cluster sales goals on big United Way-style thermometers that
everyone will see. If there is no goal, how will your staff know what success is?

Consolidation has given us greatly increased resources. Cluster
managers who learn to use them will quickly see the rewards. &

Lindsay Wood Davis is a Radio management consubtant based in Madison, Wis. He
may be reached at 608-221-1541 or by E-mail at 703@aol.com

World Radio History

Should stations be sold
separately or clustered?

he answer is that it depends on the

needs of the client. We offer the

client the option of buying the sta-
tions individually or together. Most clients
want to see the stations priced individu-
ally; however, they might want to see the
research and overall schedule efficiency
as a cluster.

For continuity, they also might want
one promotion to run on all of the stations
that they purchased in the cluster. These
are service issues that make it easier for
the client to do business with the cluster.

The higher your contact in an orga-
nization, the more marketing and brand-
based the needs become. For these
clients, it makes sense to assign them
one contact, and sefl the stations that
best fit the marketing solution. The more
transactional/priced-based the account
is. the more the stations need to be sold
separately. From an internal standpoinf,
the stations need separate sales staffs.
The individual focus on the statlons is
lost when you try to com- '
bine staffs. &

Julie Zucchini is Director
of Sales for Chancellor

in Phoenix. She may be
reached at 602-468-0117.

the advertiser is better off to invest in

several Radio stations at a time.
Advertisers can get a special rate by
buying multiple stations, and they will
get better results.

More stations equals better cover-
age and more exposure. In advertising,
more is better.

However, the account executive
must know the stations well if they are
selling multiples, the different formats,
demographics and so on. The AE must
know which stations would work best
for that particular business.

You will be more successful in
Radio sales if you are well-informed and
educated about the differeni stations, )
and advertisers will get better results if
their ads are placed properly. &

I have done it both ways. In lTy opinion,

Cindy North is LSM of

KCHA-AM/FA,

KWMM-FM and KCZE-
EM, Charles City, lowa
She ma;y be reached at
515-228-1000.




POST-CO2SOLIDATION MANAGEMENT

You’\;e Consolid;ted: rﬁw What?
Here’s How To Get
Operational Value

by Max Locke
HAVE CREATED VALUE SINCE THE TELECOM ACT
G R 0 U P S THROUGH ACQUISITIONS, OR SYNERGY'. THIS VALUE HAS
CONME FROM CONSOLIDATING OPERATIONS PHYSICALLY,
SHARING MANAGEMENT AT THE LOCAL LEVEL, OBTAINING BETTER AND CHEAPER ACCESS
TO CAPITAL, REDUCING CORI'ORATE OVERHEAD, EMPLOYING BETTER MANAGEMENT PRAC-
TICES, AND GETTING BETTER LEVERAGE WITH SUPPLIERS.

But, calls for higher Broadcast Cash Flow (BCF) and After-Tax Cash Flow (ATCF) keep
coming. These "quick hits" or synergies will not support the continued growth. Groups
need 1o start creating value through aperations — operational value — to support growth.

During the initial stages, group management has been bringing the best indepen-
dent research, sales and programming talent in-house. But, it probably won't be enough.
In order to increase revenue and reduce costs, groups need to focus on the people, process-
es and technalogy of the front office, back office and programming departments.

As small and large groups start ta look at the design and implementation of opera-
tional solutions, here are some tips.

e Steal best practices from other industries. They have been through this before.
Look to: retail for multi-location operations, hospitality for pricing and inventary man-
agement, and pharmaceuticals and heavy industry for sales-force effectiveness.

® Look internally for ideas. Conduct a "best practice/worst practice” tour to find
those good tdeas. Understand the bartiers to success.

¢ Use vour best people from the field to address the problem. Put them on tempo-

rary assignment to address the issues.

.
‘ Ulc A Groups need to start creating value through operations — operational

value — to support growth.
b 5 {  ®QX a Stealhest practices from other industries.
i el 4 Consider how a sales force could pitch multi-media products.
) E A “

Budget for a nepative Broadcast Cash Flow (BCF) impact during
imptementation.

A

3
]

¢ Focus on better access to informa-
tion. This is important at the station, re-:
gional and corporate levels.

» Accept standardization of processes
and technology. However, allow for some
"wiggle room" 10 compensate for station
and market differences.

¢ Centralize what makes sense. Effec-
tiveness can be improved by allowing spe-
cialists to focus on specitic tasks.

¢ Consider how a sales force could
pitch multi-media products. Everyone
has at least Radio and Inteinet advertis-
ing to sell. How does the saies force pro-
pose, price, schedule and bili multi-media
orders effectively?

» Focus on people and processes as well
as technology. Your competitive advantage
developed through technology alone can
be mimicked easily by competitors and is
not sustainable.

¢ Evaluate the business solution betore
you size technology. Technology used tor one
part of the solution might need to be replaced
as the solution is expanded. Infrastructure and
hardware is not the place to skimp.

* Don't accept boilerplate solutions.
What is good for one group may not he
good for others.

¢ Communicate with the field during
the design and implementation. Publicize
and celebrate good ideas.

¢ Start working now. Depending on
the size of the group, it could take nine to
12 months or more to see the benefits.

Cash flow will look ugly in the short
term. The investment comes first, followed
by the benefits. Budget for a negative BCF
impact during implementation. Even with the
best-laid plans, things will get worse during
and immediately after implementation.

Take the time now to build a solution
that you can use again when new stations
or markets are added. Part of having a com-
petitive advantage is the ability to absarb
acquisitions quickly.

With strong planning, dedicated pro-
ject teams and proper scope, groups will im-
prove "operational value” and continue the
strong growth of the industry. &

Max Locke is a Manager with

Arthur Avdersens Business

Consulting practice. He may be  { i

reached at 214-741-8499 orby | & ?

E-mail at Max.A Locke L. g"
"

@us.arthurandersen.com
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ASK THE ATTORNEY

Are You A Sexual Harasser?

This Article Will Answer Your Questions.

by Lisa M. Patera

ARE A GENERAL MANAGER AND JUST FOUND OUT
YU U ONE OF YOUR EMPLOYEES HAS FILED A SEXUAL-
HARASSMENT LAWSUIT ACAINST YOU.
Generally, sexual harassment is any behavior in the workplace that:
® relates to gender or sexuality;
® is intentional and/or repeated;
¢ is unwanted and not returned; and
¢ interferes with the ability to work or adversely aftects job status.
Employees who have been sexually harassed may file either "quid pro quo” claims
or 'hostile environment" claims under Title VI of the Civil Rights Act of 1964.
A quid pro quo claim involves a supervisor who offers an employvee advance-
ment in the employee’s job in return for sexual favors. Hlegal sexual harassment may
arise even if the proposal is indirect or implied.
A hostile environment occurs with unwanted, offensive sexual behavior in the
workplace, behavior such as telling sexual 1okes when it is known that the employee
is embarrassed or offended by them.
The Supreme Court has made it easier than ever to bring a sexual harassment
suit by clarifying that an employer can be held "vicariously liable" for sexual ha-
rassment by a supervisory employee, even if the employer did not know of the ha-
rassing conduct.
An employee who has not suffered any "tangible employment action, ' such as
discharge, demotion or undesirable reassignment, can win a sexual harassment ac-  enced in sexual harassment cases.
tion if the employer cannot prove that it exercised "reasonable care to prevent and This article contains information of a gen-
correct sexually harassing behavior, and that the plaintiff emplovee failed to take eral nature It carnot he regarded and shonld not
advantage of preventive or corrective opportunities pravided by the employer to  be relied upon as legal advice. It is no substitute
avoid harm otherwise " for legal advice rendered by a qualified attorney
It is more important than ever for a station to have and vigorously enforce an anti- i the context of a specific factual sitnation. &3
harassment policy The policy should state clearly what constitutes sexual harassment :
and that it is illegal conduct which will not be tolerated. The policy should instruct em-

ployees how to handle the problem and set up procedures for hearing complaints and Lisa M. Patera is an attorney at

_— . the law finn of Haley Bader & Potts
providing remedies PL.C She may be reached at
Sexual harassment is a serious charge. If a sexual harassment lawsuit is filed 703-841-0606 or by E-mail at

against you or your employer, you should immediately consult an attorney experi- Ipatera@baleybp.com

Do you have a For More Information On Sexual Harassment, Visit These Websites:
question for Lisa? B -

Pl ~mail tien t www.eeoc.gov/facts/fs-sex.htm

edia::@?';?ei:}?g;n?ues e This site will give you facts about sexual harassment. The site is hosted by the U.S. Equal Employment
The)/l'nfg[m;{ign pravided in the section Opportunity Commission. It includes the text of Title VI of the Civil Rights Act of 1964.

is NOF legal advice. It contains informa- B
tion that is general www.feminist.org/911/harass.html

in nature. E FEMINI ' -.1 AJ()R]Tyi This site — hosted by Sexual Harassment State Hotlines, Feminist Majority Foundation — includes phone
I .- — numbers of national hotlines as well as information on what ta do if you are being sexually harassed.

) AL A A Bae
G www.vix.com/pub/men/harass/harass.html

This site deals with the issues of sexual harassment through articles on what is called the

World Wide Web virtual library.

http-//www.citizenactionny.org/
This site serves women who have experienced sexual harassment at work. It educates women
about their rights and about how toobtain support.




INTERNET FOR MANAGERS

Is Your Wehsite Making Money Yet?

Five Ways To Increase Web $$

by Howard Luckman

faster than the number of initial public ofterings (1POs) by Internet compa-

nies. Any broadcasting manager worth his/her weight in ratings recognizes the
need to pay attention to this shift in audience habits or be left to drown in reduced
ratings and lost listeners.

The question becomes, "What can | offer on my site to attract listeners and gener-
ate revenues?" Your Website should offer content that will increase Time Spent Inter-
acting (TSI). That includes options that have been proven to attract and keep Web surfers
and offer new options that will be limited only by your imagination.

Here are five proven ideas that will keep your site fresh, your audience interacting
and your revenues increasing.

1. Webcasting — With Arbitron including Web listeners in its ratings, Webcasting
provides you with a way to expand your signal's reach to the whole world. Companies
that offer this service include broadcast.com, RDG, OnRadio and WebRadio.com. Do
your homework to decide on the best solution for your situation.

2. On-line Club Membership/Newsletter — Find a way to create a database of your
listeners and some of their habits. Make it worth their while to participate; offer fun
options, giveaways and discounts. Host VIP events like pre-concert get-togethers avail-
able only via your Website. A newsletter will provide additional advertising inventory
for your sales staff to sell.

3. Partnerships with Content Providers — Exchange services and links with ex-
isting Web content providers. Make sure they match your audience and can provide traf-
fic to your site. Chat rooms, dat'ng services, news, weather and sports information
providers will work for most stations. Keep these local or regional. Locality is one of
Radio’s strengths, and this should be reflected in your Website.

4. Nontraditional Revenues — Here are three ways 1o generate money from your site:

e Sell rotating banner ads at x dollars per thousand;

T1enumber of Web surfers who listen to Radio on the Net continues to grow

Radio Station Formats
0n The World Wide ‘Web

[ 118.0% Country

[ 189% A

B 8% News/Talk
B 7.4% Rock
62 (HRTopd0
B 5.9% Oldies
15.9% Religion
B 5.8%  Classic Rock
E15.0% HotAC
[ 14.4%  Aernative
C138% Talk

I 20.6% Other*

[ 113.3% Publi
[110.5% Country
Wl 7.7% Religion
Wl7.3% (R

B7.2% Rock

E6.5%
500
E4.6%
E46% A

E4.2% Sports
EE4.2% Oldies

Hot AC

Source: BRS Media
www.brsradio.com

World Radio History

News/Talk

Clossic Rock

I 24.9% Other**

¢ Sell sponsorships for specific pages;

¢ Target marketing options to your
database of listeners (only those who have
said they may be contacted).

5. E-commerce — Partner with ex-
isting E-commerce providers. They want
a lot of online real estate, but give them
spots that make sense for your format.
Offer to sell CDs from your music or
playlist pages. Sell event tickets from your
calendar pages. Ofter station merchandise
anywhere you want.

There will be new and exciting op-
tions you can create. Online activism can
be a great one. Be on the look out tor im-
portant issues that may interest online users,
and brand your station as a rallying point
for those issues.

You are limited only by your imagi-
nation. If you remember the listener ben-
efit, everything you do in cyberspace will
take care of your audience, your station
and you. =

Howard Luckman, of Howard Luckman & Associ-
ates, may be reached at 310-915-5867 or by E-mail
at bowardluckman@mediaone.net

Radio Station Formats On The Web
Utilizing Streaming Audio

Source: BRS Medra
www.brsradio.com




Y2K FOR MANAGERS

Will Your Station Blow Up Next Ye_ar?
You Need To Know This

by Scott Frothingham

IS TICKING TOWARD THE MIL-
LENNIUM. SO, LET ME DO MY BEST
TO ANSWER SOME QUESTIONS AS

WE GET CLOSER TO Y2K.
Where can | get a checklist to prepare my station for Y2K?

Co to http://www.nab.org/ year2000/Y2Kmemo.htm, where Do-
rann Bunkin has outlined a Broadcaster's Y2K Readiness Program that
includes seven steps: Equipment Audit, Remediation Efforts, Legal Audit,

Systems Testing, Interoperability Testing and Emergency Plans.

The National Association of Broadcasters (NAB) has an area of their
Website devoted to Y2K (at http://www.nab.org/year2000/) with links
to other useful information. NAB Sr. VP Rick Ducey is collecting in-
formation about what Year 2000 problems or situations may exist in the
broadcast industry. Contact him at 202-429-5382 or via E-mail at
rduccy@nab.org

You can find another guide, Suggestions on How to Prepare for the Year
2000, on the Internet at http.//www.fcc.gov/year2000/y2kguide. html The guide in-
cludes Inventory, Assessment, Remediation, Unit Testing, Integration and System
Testing, and Contingency Plans. The FCC has also dedicated an area of their Web-
site to the Y2K problem: http.//www.fcc.gov/year2000
What's a good source for Y2K programming information?

Check with your usual programming sources. Also, Y2K News Magazine offers
daily two-minute feeds; call 888-925-9925.

What should | do personally about Y2K?

You can download the PDF version of The Utne Readers Y2K Citizen's Action Guide
{(429K) at http://www.utne.com /y2k/ at no charge, or you can buy it for $4.95 ($1
per for 50 or more copies).

You might consider the Year 2000 Crisis Action Kit from Disc Marketing Inc.
at 800-393-9925 or htip:// www.team2000ready.com. It includes an audio program
that answers questians on 10 topics: healthcare, home, shopping and supplies, util-
ities, money, work, telecommunications, transportation, insurance, and government
and ¢cmergency services. It also includes a personal checklist. The cost is $14.95.
Radio stations can get a free promotional copy when they schedule an interview with
one of the 15 expert authors. Contact Analese Dachel at 626-795-0432, Ext. 20.

You can also find a list of books on the topic at http://www.y2knews.com/
library.htm.

Why is everybody preaching Y2K doom and gloom?

Nobody knows exactly what to expect, and when humans don't know what to
expect, fear of the unknown sets in. That fear often motivates people to predict the
worst. For a look at the lighter side, check out http://www.cagle.com /Y2K/ for Year

A Go to http:// www.nab.org/ year2000/ Y2Kmemo.htm, where Dorann Bunkin has outlined
a Broadcaster’s Y2K Readiness Program.

A The National Association of Broadcasters (NAB) has an area of their Website devoted to
Y2K at http://www.nab.org/year2000/

A You can find another guide, Suggestions on How to Prepare for the Year 2000, on the In-

2000 editorial cartoons.
What should my next step be?

Once you finalize a timetable for
bringing your facility to Y2K compli-
ance, crank up your marketing engine.
You have eight months of promotional
activities and sponsor tie-ins. Take ad-
vantage of this situation and increase
billing an extra five or 10
percent on Y2K-centered
business alone. &

Scott Frothingham is a speaker
and trainer. He may be reached at
703-893-3635 or by E-mail

at Scott@ RadioManagement.com

- www.y2k.com offers
Y2K Survival Kit™ with:

* A replacement computer with no electric
parts or silicon chips (an abacus);

e Aflashlight and a compass;

* A palm-size tool kit that includes pliers,
wire-cutters and locking tools;

e A millennium countdown clock with alarm;

* And a set of Y2K predictor dice. One roll
will tell you if your computer will recognize
00" as 1900 or 2000.




Name: ).J. McKay (jimckay2@AQO! .com
Title: Owner of Great Talk 1150 AN in
Poriland, Oregon

Age: 38

Education: Bachelor's degree in Communi-

cations and Broadcasting trom the Univer-
sity of Central Florida.

How do you keep your competitive edge? Live
a balanced lite. [ run 20 miles a week |
am happily married, and | have a litde
farm witn horses.

What goals have you yet to achieve? [ want 1o
buy a station in l.os Angelcs.

Who do you respect the most as competitors?
Michacl Dirkx, P at KX

What is the one word that best describes you?
Eftervescent.

What is the best business decision you ever
made? NMarrying my husband.

What is the worst business decision? Getting
involved n business with people who are
not qualificd.

What do you like best about the job? The
pO\VCr.

What do you like least? Being the last one to
get paid

What is your pet peeve with Radio? ht has gotten
too big and homogenous. It is not fun any-
more.

Who is the person you are most interested in
meeting? Don [mus.

Who are your mentors? Allen Corbeth
Michael Dirkx, and Duane Link at KEX.
What is your favorite book? Wherener You Go,
There You Are by lon Kabat-Zinn.

What is your favorite movie? Field of Dreams
What is your favorite vacation spot?

What is a vacation?

PROFILE OF AN ENTREPRENEUR

Meet The Youngest Female
Owner In A Top-25 Market

JJ. MCKAY IS A CHARACTER She asks, "Why haven't you done a

story on the youngest female owner in a top-25 market?" Two days later, the in-
terview is done. In addition to her wondertul marketing skills, McKay is win-
ning big in today’s malc-dominated, over-consolidated Radio market. She owns
one station with plans to purchase another, and she’s been a talk show host for

nine years.

How did you get into Radio?

| got involved in Radio 19

years ago. | was a theater major
in college and realized that all
of my triends were working at
Wendy's. That concerned me.
I had just gotten fired from a
crappy part-time banking job.
This little voice inside me said
I should go into Radio.

It was weird. [ pulled into
my driveway, picked up the Yel-
low Pages and called the first
Radio station | saw. [ told them
I was cute, funny and would work for under
20 grand a ycar. The guy cracked up and
said come on down. [ got the job.

How did you get into a position where you
could buy a station?

On really good looks [she says, crack-
ing herself up]. | think | am a pretty bright en-
treprencur. | was able to secure a great price
for the product ($345,000) and get investors
easily. [t was a no-brainer. The station was
run by an older woman who really need-
ed to retire, and nobedy had the patience
to put a deal together with her. I did. | first
had to overcome the fear of thinking | could
even buy a Radio station.

I started out as a D], so the concept of
buying this thing | loved was monumental.
Once I started looking at things, I thought
| could probably do that. That is when it
all came together.

Has it been challenging?

It has been challenging, rewarding and
a confidence-builder far me. I think the rea-

son | did as well as | did is because of con-
soltdation. When you consolidate, you
become much more homogenous, diluted
and safe. You have boring, safe Radio. | was
able to try some things other programmers

If she had only
one wish ...
“to meet the I-man”

would not have the ability to
try or would be afraid of los-
ing their jobs over, and it
worked.

What kind of roadblocks have
you encountered running your
business in a male-dominated
industry?

None. | came into this
thinking that these guys were
going to give me a hard time.

But everybody linteracted with
was so encouraging and so
pleased that | stepped up to the
plate. They were extremely helpful. | have
not had one negative experience trom a
man the entire vear.
What are your thoughts on Micro-Radio?

The FCC is being two-sided in its
approach. They say they want to do
something like this, however, they want
to put it to auction. It is not like they re-
ally want the little guy to have a shot at
it. | think it is an excuse for the govern-
ment to get more money.
What should other women do to follow in
your footsteps?

Be true to yourself. Believe in yourseli.
If you have a vision, stick with it. Learn
from other people and try to work with the
best. You will be tine Too often, people
sell out because they are afraid. My phi-
losophy in life is that | would much rather
tail greatly than succeed in a mediocre state.
I think the best thing | can do is to give
people hope. Some woman may read this
article and think, "l can never do that," and
then some goof ball in Portland has done
it. You can do anything vou really want to
do. You have to be willing to pay the price.
What message do you have for Imus?

Call me. &




SalesUNIK

PRACTICAL HANDS-ON SELLING TIPS AND IDEAS

Sales Opportunity
with Books

Books Uncovered is offering Radio
stations pre-recorded interviews
with accomplished authors. The in-
terviews are conducted by Emmy-
award-winning personality Chuck

J
England.
www booknromotions.com
@) | Books Uncovered

Non-Traditional Revenue Trends

NTR PLANNING
Target Categories
(Plan 6 Months in Advance)

Percentage of Revenue by Business Category

/I OCTOBER

_ * National Pharmacy Month

L = = * National Car Care Month
 Oct. 3-9 National Chili Week
 (Oct. 31 Halloween

S—— o Trick or Treat Trail

Great way to expand your Halloween
’ Januvary

Food

Health & Personal

no] FIDURES AVAILABLE FOR FEBRUARY

allows local stations to sell 30-second spots
throughout the interviews.

Coupons Becoming Extinct

Home

promotion at an area mall with new

Sve. Companies product and brand sampling. a par-

, ents’ house with samples for mom
A&P supermarket is '/ BB Dec:ember and dad. Pumpkin mobile for a car
elimimating its paper N dealer, pumpkin patch for free pic-
couponing. The New 0 10 20 30 40 50 tures efc.

* Fire Prevention Week

AUTOMOTIVE - Auto, Aftermarket, Tires E |
Tie with the local fire department

Auto Service Centers; FOOD Grocery,
Restaurants, Convenience Stoies;

Jersey-based super-
market is piloting a

program that will
allow shoppers to
select discounts

HEALTH & PERSONAL - Health & Beauty
Care, Pharmaceutical, Clothing; HOME
Home Improvement, Lawn & Garden,

Building, Supply, Appliances: Electronics

and promote an awareness cam-
paign; listeners can pick up infor-
mation and participate in clinics
run by the Fire Departiment.

RATION RY DAVID

Computer, High Tech, Interactive,Telecon For more Promotional * Thonght Stasters * o
through their home computers. Once a shop- Home Office; SERVICE COMPANIES - © 0 o o
. . . Financial Institutions, Insurance, eic. {
per cnooses a discount, it is automatically bime
dwwnloaded to the supermarket's front end Information provided by BREAK THROUGH marketing.
For more informauon, call 425-747-0647
checkout counter during the shopper's next
store visit. Customers can access the elec- En ha n c e yo u r CREAT|NG A SAT|SF|ED
tronie conrpons. via search engines, through .
A&F's Website (www.aptea.com). E d u c a tl 0 n CUSTOMER
onel Neve . . - .
Cvber-Pavment Here is the Business Week Best-Seller List g el oM 15,000
- USINess CLI\tOn’ICTS, overa
y 2 y : J : 1) The 9 Steps to Financial Freedon customer satisfaction is determined
More people pay their bills via the Internet (§ =) ESLg _
. —duze Orman by four major factors that depend
a I opp0(tun|ty 59 cross-se!l apro- 2) The Motley Fool's Rule Breakers largely on the salesperson.
mation to an online company. credit card Rule Makers — David and Tom Gardner
tirm and banks, 3) How to Get Started in Electronic
nn"ne & Finance 0n"ne Day Tradmg — David N(iSSﬂI'
iV = o 4) Direct from Dell — Michael Dell
Online  UsingOntine  Recening Bils 5) The Roaring 2000s — Harry Dent Jr

financial Services  Electronically 6) Pushing The Envelope

— Harvey Mackay

Rules tor Revolutionaries

— Guy Kawasaki

8) Net Worth — John Hagel 111,

Marc Singer

9) The Elcctronic Day Trader -
Marc Friedfertig, George West

10)The Innovator's Dilemma
— Clayiton Christensen

I 1)Selling the Invisible
— Harry Beckwith

MK

7)

D Competence of the salesperson
-Atofulcustomersoluﬁon
- Quality of product or service
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CATEGORY SPOTLIGHT:
SUPERMARKETS & FOOD STORES

Television and newspaper get the bulk of the advertising
dollars from supermarkets. Here's the breakdown.

JAN.-DEC JAN.-DEC
1997 1998

To
Spending
ompames
n Network
dio

Newspapers 351,715.5 353,928.9

10 |5 2

Reading Genius Corr Sch Dr: 22, 125 0

[ S - -

Radio ﬁmt 516,7952 L ]

'
Geico Au'o Insurcnce; $14,084, 0 ’

Ovalfine Beverage Mix: $13,199.6

:
e

Greyhound b

3 v Total Expenditures 770,468.6 797,339.1
x Penney W' storeF s‘ 1’681 s SOURCE COMPETTTVE MEDIA REPORTING AND PUBLISHERS INfORMATION BUREAU DOLLARS IN THOUSANDS
8 Hold on to your Customers
] You hear that the attrition rate for Radio advertisers is 50 percent, 60 percent, even 70 percent Here
i are two tips from Jill Griffin, of The Marketing Resource Center in Austin, to prevent clients from leaving.
Telecard Investments: $11,003.1 1) Make it easy for customers to give you feedback. On a regular basis, ask customers about their

most recent purchase. Did it meet their needs? Was it what they expected? How could it be improved?
2) When customers need help, provide it quickly. Once you get feedback, you must act quicky — at
. ." INTHOUSANDS least by telling them that you intend to fix the problem as soon as possible.
Sheme: Somgtive Nedia Regcrting DecehiERLLcH Source Selling Advantage Newsletter

ion }  We're not ready to make a decision just yet.”

RESPONSE. “I raalize that these aecisions sometimes take time, but is there anything | can do to make the decision easier? For instance, can | provide

yoe witi mere information?” Many. if not most, objections are really requests for further information. Overcoming Objectio.ss Newsletter at overobj@dartnellcorp.com

Organizational Tip:

' Have Seven
1
' Placesfor !
Internet users are the most affluent, radio is in the middle of the pack. I I I
70 =t | Everything
1 1
60 1 Organize every item on your desk
50 : into one of the following I
I 1) To-be-sorted fil¢ :
40 I )
" 1) Waste basket
1
30 : 3) Calendar :
20 I 4) To-Do List 1
1 i
10 S -§ 5 § I 5) Action File I
c 2 N I
g § & H R 6) Phone book ;
L = @ N
a N : 73 Reference File :
1 1
L ]

§65,600 $50,200 $48,800 $41400 $40,500 $40,000 $38,400 U _ _ Sourge: Success magazine
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| SALES MANAGERS
Introducing ....

A Revolutionary
Idea

High-
IMgPACT
Sales
Training

by Chuck Mefford

11 hat did you sell today?" How VY
many times have you asked this
shortsighted, "package-selling mentality” question?

This type of narrow thinking has blinded the "eyes" of the Radio business from one
ol the most successtul long-term strategies ¢employed by Fortune 500 companies: the
commitment to sales training.

According (o Sales & AMarketing Magazine, the average "new hire" in professional sales
receives 73 days of training. In Radio, it's closer to 73 minutes.

Grow your people and they will grow your business.

It starts with asking better questions: What percentage of your business should be
annual contracts? What's your plan to achiceve that, and how are you pacing?

Make the decision to commit the time and resources it takes to grow your people and
their skills. Ther, take 1-2 percent of your annual sales, and invest it back into training

Here are a tew high-IMPACT sales training ideas to get you started.

I — In-Field Coaching: Invest two full days a week making calls with your reps.
Teach your people how to build tong-term partnerships.

M — Motivation: True motivation comes from within. Create a strong, positive atti-
tude that fosters and nurtures motivation. Offer cash bonuses for the traffic department on
record months so they welcome orders instead of curse them. Give out custom "Super
Bowl" rings for those people who exceced annual sales goals. Pay extra for annual contracts.

P — People First: As an SM, your accounts are your people. 1Do you treat them as such
or as an interruption in your day? Each person is unique; do you manage them ditterently?

A — Attitude: If your sales staff is mumbling, "Lousy list" or "Lousy ratings," that's
your faut for allowing a "victim" mentality. The marching orders must be "canstant
growth." There is no progress without discomfort and discontent. It takes guts to leave
the ruts. Do you instill this kind of attitude?

C — Continuing Education: At your next sales meeting, ask your staff members to
take this test: List their top 10 accounts. Now, ask them to answer the following for each
account: How does that account measure success? What are their annual sales? What is
their annual ad budget? If they answer less than 50 percent, you need protessional sales
training — immediately.

T — Testing: Never conduct training that isn't followed with testing. What you say
is not always what they hear. The only way to measure whether or not it's working is by
testing the new knowledge or skill. Do you test, or are you afraid of
what you migbt find?

Quit asking, "What did you sell today?" Instead ask, "How did 1
grow my people today? &

Chuck Mefford is President of Mefford Achievement Systems. He may be reached at
800-627-4778 or by E-mail at CMEFFORD@prodigy.ie

Fat Like A
Champion

Tips To Keep Your
Energy Levels High.

by Sean Luce

‘ Jou have a 4:00 p.m. sales call, and
you just don’t seem to be in peak
condition. Why is it that we some-

times feel dreary and fethargic toward the

end of the day? What's wrong?

Perhaps the most important factor in
being mentally tough is being mentally fit.
The surest way to be mentally fit is to put the
right food/fuel in your gas tank.

Eat Breakfast

[n the morning, eat like a king. In the
afternoon, eat like a prince. In the evening,
eat like a pauper. Your body needs fuel, espe-
cially in the morning, when the demands on
your energy are at their peak.

Graze

Qur digestive track was meant to take
in small amounts of food over a long period
of time. Try eating eight to nine times a day
in increments smaller than three heavy, full
meals a day.

Never Eat After 8:00 P.M.

Your digestive track needs betweer six
to eight hours to digest a complete meal. If
you eat after 8:00 p.m., your body won't fin-
ish digesting until 3:00 or 4:00 a.m. Your
mind is still working to keep your digestive
track functioning. Therefore, performing at
your best the next day will be a challenge.
Watch Your Percentages

Sixty to seventy percent of your daily
calories should come from carbohydrates. No
more than 15 to 20 percent of your calories
should come from fat. Ten to 15 percent of
your intake should come from protein.

Legendary coach of the Green Bay
Packers Vince Lombardi always told his play-
ers, "Fatigue makes cowards of us all.”

Eat smart and you will
find your energy levels will
remain high. &

Sean Luce may be reached
at 888-369-1345 or by
E-mail at LuceSe@AOL.Com
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We get into all your

ot Zip

..that’s the difference.

Why have country stations like KIIM-Tucson, KZSN-Wichita and WIVK-Knoxville
hit the #1 or #2 spot with 25-54 Adults* in their markets? How about AC stations
like KESZ-Phoenix and WBEB-Philadelphia? Classic rockers like KKFM-Colorado
Springs and WKRR-Greensboro? Or oldies stations like WKQL-Jacksonville and
KKSN-Portland? Even CHRs like KKMG-Colorado Springs?

Lots of reasons...but one of them is that they're reaching listeners throughout
all their Hot Zips using our Interactive Music Tests. They couldn’t do that the
old way, because auditorium tests pull people from a close radius of the hotel
where the test is held...not throughout the entire metro the way Arbitron surveys
listeners.

If you're in an Arbitron-rated market, Interactive testing is a great edge over the
competition. That’s why Music-Tec has grown to be the number one music testing
company in America.

It’s easy to move up to Music-Tec’s Interactive testing. There’s nothing new to learn,
except what kind of ratings performance you’re truly capable of.

Interactive

Music-Tec™ (Music Technologies, LLC) is now America’s Number One Music Testing Company.
Telephone 719.579.9555 or eMail VP/GM Mike Maloney at mike_maloney@musictec.com.

*All rank references are from Fall 1998 Arbitron Surveys, 25-54 Adults, Mon-Sun, 6AM-MID.



Pepsi Gives High Marks

To Radio

Why is Radio an important part of Pepsi’s marketing plan?

People drink beverages and listen to Radio throughout the
dav. With Radio, you can get your message to listeners when
they're about to consume the product. You can also get the mes-
sage to them when they're about to enter a store or use a vend-
ing machine. You can tie in with retailers and do promotional
activitics. This drives people to stores.

Why are you big on promotions at the local level?

Radio is local. We think of our business as national, made
up ot lots of localities. Radio allows us to go in with pinpoint
precision and market on a local basis. We believe in getting
display activity and more awareness in stores. You can do a
promotion in which you use Radio to partner with a customer
and drive people to the store. Beverages are one of the cate-
gorics that draws people to a particular store because there is
something happening.

Radio draws traffic to retailers. We can partner with those
retailers, offering them a promotion that will help them get a
display with our product. We leverage to get the display in
the store, tie it in with a program that excites consumers, and
drive awareness of our brand.

What do Radio people need to know to position displays in stores?

They need to understand the beverage industry, who and
whcre our consumers are, and how to reach them. They should

know what the retail
outlets are trying to
do and what is rele-
vant to them locally,
as well as how to
marry what Pepsi is
trying to do with
what the retailer is
trying to da to create
an innovative pro-

motion.

Since we do like to do things that other people don't do,
my challenge for Radio is to think of things that have not
been done often.

Why don’t advertisers use Radio as much as TV or newspaper?

People tend to view Radio as a fill-in media. It just adds a
little bit and provides a little bit more frequency and reach. If
you're going to do Radin, you have to commit the right dol-
lars to have an impact.

Is Radio the first medium for Pepsi?

No. Television is still a major one for us. Yet, Radio is an
important part of our geographic customization. Every one of
our brands uses Radio. You can't find too many companies who
can say that. &

My Most Memorable Sale

Perseverance Pays 0ff!

One of my first NTR calls involved the frozen pizza,
Freschetta. For nearly thiee years, | pitched them different
opportunitics to incrcase awareness far their brand.
One year, | tricd to tie them into a sponsorship with
the Seattle SuperSonics pro basketball team. They
said no — (oo expensive.

I never gave up. Since Freschetta couldn’t afford
the Sonics sponsorship, | tied them into the next best
thing — The Detlet
Schrempf Foundation.
Detlef Schrempf is a
famous Sonics super K
star who has his own
charity that raises money for
kids. | tied Freschetta into the
Sth Annual Detlef Schrempf
Celcbrity Golf Classic.

Freschetta Pizza received tour players in
a celebrity golf tournament, dinner for 10 at

the gala auction, hole signage at the event, and Radio and
couponing opportunities. [n return, Schrempt played a round
of golf at the Freschetta Pizza golf tournament.
| tied Freschetta Pizza in with the Sonics at hall
the cost and included a charitable campaign. After
two and a half years, i finally made the sale. This
was my first big NTR deal, and it was for $35,000.
| feel as though | accomplished this sale be-
cause of my perseverance. After 10 "no's," they were
bound to say, "yes." | just needed to find the
right hook. &

What is your

most memorable sale?

If you've made a

sale you are very proud of, let

us know about it.

CallEd Ryanat 561-655-8778

or e-mail him a note at
edryan@radioink.com

Jodee Woodworth, AE
KUBE FM, KIR-AM/FM
Seattle

54 To subscribe, call 1-800610:5771

RADIO INK — APRIL 12, 1999



NAB BOOTH - L12553

Want to make
hundreds of dollars

Everyone talks about making the most out of
every avail. Finally there's a business software
package that actually does it. CBSI software

more every day
from ads you've
a|l‘€ady SOId? schedules your spots so you get the most

out of your avails, without adding to your
workload or your spot load.

Simply run CBSI's exclusive new Revenue
Maximization™ feature before you
finalize your log. It automatically
pinpoints the schedule that
guarantees you top dollar.
You'll boost revenue
without raising a single
rate or adding a single
avail. And it only takes
about three minutes.

M

. JJ What could those three
li’ minutes mean to your
e 7Sp  station? In a recent research

N - _ sample of 15 stations, they
‘& Ij ;ﬂ" ®  meant an average of $528 per
e day in added revenue. That could
dynamic mean up to $100,000 a year, even if
scheduling approach you improve by that much only half the time.
means you'll never have to For multi-station groups, that's potentially
say no to an incoming order again. It's more - . . .
millions of dollars in additional bottom line

than a traffic system - iz's a profit center.
profit. Without increasing airtime clutter.
Only CBSI does that.

)

B

CBSI's

[ | To learn more, contact us today to request the
detailed white paper, When Being Sold Out is
I Not Enough. We'll show you that you really
Custom Business Systems Inc can get the most from every avail, with CBSl's

dynamic scheduling and Revenue

P.0. Box 67 ¢ Reedsport, Oregon 97467 Maximization.
Telephone 541 271-3681 ® Fax 541 271-5721

E-mail: info@cbsi.org ® www.cbsi.org

800 547-3930




How To Pitch Wal-Mart

R.). Schiitt

al-Mart teamed with Mattel super-

doll Barbie for an incredible pro-

mation. The event was called the
"Barbie and Me Tea Party" and was created
by RJ. Schlitt, President of RJ. Company,
of Atlanta. The promotion included a
Barbie scavenger hunt for kids and their
parents throughout the Wal-Mart store.
How did this promotion come
together?

The idea for the Wal-Mart promotion
began when one of Barbie’s licensees want-
ed to do a promotion to introduce its
product and its Barbie license to Wal-
Mart. The program ended up having 13
sponsors. Partners were brought in over
time, and they all contributed with co-op
dollars to make it happen. We had more
than one million consumers participate in
this promotion. It was national — at every
single Wal-Mart across the United States
What are the key elements to a suc-
cessful promotion?

The promotion needs to be relevant,

timely and turnkey. You must determine
your objectives first, understand your
clients needs, and pay attention to details.
Why should Radio salespeople consid-
er doing promotions with more than
one client?

It allows each of the partners to bor-
row the brand equity of the others. The
depth of the promotion is greater, and so is
the added value for the consumer.

Is it difficult to get two big-name com-
panies with a strong brand to decide
on a joint promotion?

It is not difficult as long as the
promotion makes sense, is well-planned
and relevant.

Why arent salespeople the ones orga-
nizing these types of promotions and
proposing them to clients?

It takes management to look at
marketing and promations with a
broader focus, then they can pool
their sales reps to create an integrat-
ed marketing campaign across a

Your Radiothon Checklist

by Nancy Higgins

1e thought of producing a 24-hour

Radiothon may seem like a daunt-

ing task. However, when broken
into smaller steps, the process is
smooth, and the end result is great PR
for your station.
How to Start

Pick an organization that will benefit
from your efforts. Its good to choose a
charity with a special tie-in to your station
or one that is involved in a topical issue.
Then, decide on your objective. Are you
raising money, collecting canned goods,
educating listeners etc?
Where to hold it

At the station? At a remote location?
Pick a high-traffic location. Be sure you are
allowed to accept cash donations in that spot.

Who will receive the telephone calls? It's best
to assign this responsibility to the charity. If
possible, send all calls to their office.
When to hold it

Check your community calendar.
Don't compete with other media or major
community events.
How to air it

Will you blow off regular program-
ming or weave the Radiothon in and out of
your current format? Call on the charity to
provide you with discussion topics, guests
and experts.
How to sell it

Assign a value to each hour and sell
corporate spansorships. Give each spon-
sor four mentions each hour and an inter-
view on the air for a much higher price.

broader band of customers. Some of
the larger marketers, like VISA and
AMEX, work off another partner’s
brand equity, but this has not gone
totally mainstream.
Do you do a lot of research on dients
before you make that proposal?
Absolutely. We have to do a lot of
research and brainstorming. Then, we cre-
ate a marketing plan so it makes sense.
Then, we make the presentation.
How successful are these promotions?
The results vary depending upon
the objectives, so when you plan a pro-
motion, you must determine your abjec-
tives. Then, you build a promotion
around those objectives. That's how they
get accomplished, by
making sure you stay
narrowly focused on
those objectives. &
R.J. Schlitt may be reached at
770-951-1744 or by E-mail
at rjandco@bellsouth.net

These dollars will give your initial tote
board a great start. Work with a furniture
store to build your set.

Sell signs and banners at the remote
location. Other sponsorships that can be
sold are: cell phones for your staff, food for
volunteers, and accommodations for any-
one who needs them.

A Radiothon is an exciting opportuni-
ty to reach out to your community. Make
the most of it by including your advertisers
in the event. A Radiothon
can be a win-win for
everyone. &

Nancy Higgins is the former
marketing director for KMOX
in St. Louis, MO. She may be
reached at 314-647-0600.
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PROMOTION PLANNER ideas you should start planning NOW
MAY J ULY DATES TO REMEMBER

1 Canada Day

QUICK FIX: THE BIG PLAN International Joke Day

“Find a Date for My Mom™ — A night club, restau- “Electric Light Parade” —The station will host an Postal Worker Day

rant, dating service or any appropriate retailer will outdoor party or parade on a lake or a downtown National Frozen Yogurt Day

have a party to match single moms with a special street at night. Listeners and businesses will decorate 1 -7 National Canned Lunch Meat Week
date for Mother's Day. Children will ask the ques- with lights: boats, floats, bicycles, cars or anything 1 Begin Summer Arbitron

tions and choose the date. Play a dating game that can move to participate in the parade. This is a

3-Aug. 15 Air Conditioning Appreciation Days

with three men and one mom and child. To ensure beautiful sight and a great way to involve many Dog Days
you have good players, you can qualify the partici- clients and listeners. Have sponsors provide prizes for ol dence D
pants on the air the week before. the best floats. Use different categories, such as: 4 UGEpEEENE By

Most Creative, Most Lights, Most Original, Work with a National Country Music Day
“Cinco De Mayo Celebration” — Many Mexican client or an electric company to provide genera:ors or 8 Intern Appreciation Day
restaurants consider May 5 a big money-raker. electricity for a stand-still event. Have a package that 23-25UFO Days
The station will have a party at a restaurant or a includes a float with banners for your advertisers. Christmas in July Sales

night club with menus in Spanish, margarita spe-
cials, a piiata with prizes, a tortilla-toss contest,
Spanish music and dancers, a trip to Mexico, and
a limbo contest.

*Radio Ink ssumes 1o responsibility Jor the muability of the premotions mentioned. Stations are advised to check with laal
counsel regarding legality aud possible lottery Sales Promotion Planser is compiled by Kim Stile, creator of the Promotional
Marketing Planner She may be reached by phone o fax it 770-971-6590 o1 by E-mail at stiles@mindspring com

DATES TO REMEMBER

1 National Day Of Prayer
May Day
Kentucky Derby

2-8 National Family Week

Natonal pet Viek Diaital Automatior
National Tourism Week

National Wildflower Week

National Teachers Day

Cinco De Mayo [ WaveStalion - Cincinnai

World Red Cross Day otk w Tek Wrde Hb

Mother's Day D2 IERYNT o™
-15 National Cat Lovers Week T

National Police Week

T 0
oy
=0

41

O O 0wV

! BNir_n Toe Zotete
10-16 Salvation Army Wesak - Fte Ly
National Sexual Harassment Awareness Week ig VT s W [ :),. ,',‘;‘;""""1? pan = LR e e
12 National Recertionist Day = 00N s Er AN <0 ] <0 Fh1a %
15 Armed Forces Day . » W _’ 4 [
21 National Waitstaff Day L0 o €6 e o —
25 National Missing Children Day [_ sone | |5hedier Ao [Mae  {lergn |Campw |Secpmn:Cowmedben
30 WiCHnpo S : e T R :
31 Memorial Day 3 e U1 AUDIG  Cengal
World No Tobacco Day 4 asinl  C00A  VIRACE Rk AusinVoos Track 113

e . s %000 (230 AUDIT  Hote Calomres -

J u N E [ ool 0008  AUDIO  Frenchdnc'e 82 T
Lt} L
S tamd narvey wev I | ¢ '§ | ’
[ p— Roaoadr) 60T 25426 -r’: TZ r Tf ‘T’:
PLAN AHEAD a - a Syl sy S i 2
“Father Knows Best” — The station will partner LJ —— o) o] L) e
with a retailer and create a booklet of parenting Rer A vore
tips donated by dads. Dads are encouraged to go ,‘,_; A g et
to the retailers about two weeks before Father's » PY - Ao Baces [V g X rulw -
= Doy = s

Day and submit tips. About 5o tips should be cho- e T
sen for the booklet. It’s preferable for the bookiets

to be free and available on Father’s Day. Money-
making opportunities Sell coupons for parentirg
products to go in the bocklet to help cover print- Our new WaveStation 3.0 has all the features of the $50,000 automation systems, but
ing cost; give prizes from sponsors for the chosen is priced reasonably like software. not gold-plated broadcast hardware . We often

tips; sell the completed booklets through various hear. “It , » R
: can true!
(ERHIER) anidl Havk praceells go to chafity. Inllide an’tbetrue!” More than 1000 satisfied users worldwide prove the contrary.

tips frem D) dads WaveStation includes a powerful digital audio editor and uses standard or

compressed audio files, including MP3. On-screen Voice-Track editing, time-shift
DATES TO REMEMBER recording, serial port control. WebCast ready. Full automation, satellite, voice track
5 National Family Day and live assist. Norecurring fees,Free upgrades. Microsoft Windows 95,98 0r NT.

7-13  National Fragrance Week

National! Fishing Week Foiny 'ri ik AN b 4
National Bathroom Reading Week (‘e f} T _\ ‘I !J :)'g& ‘a 0 n 'y
13-19 National Flag Week W .

Hug Week
14 Flag Day ¥ & ®
14-18 Country Music Fan Fair " o3 A% =i A
18 National Splurge Day = . A4 S
18-24 Meet a Mate Week

20 Day of Compassior .
20 Father's Day
21 1st Day of Surmer

3 Nations! Crldrens Goal-Setting D haliiaa Rg] e
2 ationa ildren’s Goal-Setting Day ANARAY P i) A X F BR
Graduation \ Ef!‘\:,r‘ﬁl ' 1)4 ]‘L,‘Jgj a C, ‘{) 'r-!'! " L

Bridal Events
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"Your two-day trip in January of
1998 made a huge difference in
the productivity of my sales
staff. Our Power Ratio is up 10
percentage points, revenue is up
21% ($210,000 over budget and
$753,000 over last year) and our

cash flow has TRIPLED!"

— Andrew Powaski, Director of Sales,
WDBRWQAL/WTAX/WVAX/WYMG/WYXY.
Springfield, IL

"Because of you, we TRIPLED
sales in 1998 and have increased
sales over 1997 by 44% as of
October 31, 1998. You have

helped us tremendously.”

— Peter Waak, Managing Director,
WOW 105.5/Lugna Favoriter 104.7 RTL,
Stockholm, Sweden

Or Get

"With your help we have already
exceeded our 1998 sales goal with
four weeks yet to go. Thanks to a
50% increase in billing, our group
has moved from 3rd place to 1st
place in total billing among all
the station groups in the market.
We have, in fact, toppled the once
perennial revenue leader for the

first time in at least 15 years."
— Lawrence V. Amaturo, Managing
Partner, KXFX/KFGY/KSRO/KMGG,
Santa Rosa. CA

1-800-
TALK -GIF

DAVE GIFFORD INTERNATIONAL

4 GIFFORD

17143 TAOB HWY,, BANTA FE, NM B7501
1-800 TALK GIFF » (S05) 988-7007

TS CALENDAR

ARBITRON DATES

* Spring 1999: Apr. 1-June 23
¢ Summer 1999: July 1-Sept. 22
* Fall :999: Sept. 23-Dec. 15
® Wintar 2000: Jan. &Mar. 29

APRIL

Apr. 1619 — Broadcast Education Association's BEA g9, Las Vegas
T 202-429-5354

Apr. 19-22 — National Association of Broadcasters NAB '99, Las
Vegas, NV o 800-342-2460

Apr, 21 — Broadcasters' Foundation (BF) American Broadcast
Pioneers Breakfast, Las Vegas 1w 203-862-8577

Apr. 26 — BF Golden Mike Award, New York, NY & 203-862-8577

Apr. 28-May 1 — New Mexico Broadcasters Convention, Albuquerque
T 505-881-4444

Apt. 30-May 3 — Puerto Rico Broadcasters Convention, Mayaguez, PR
T 787-277-9285

MAY

May 2-4 — Pennsylvania Braadcasters Convention, Philadelphia
T 717°534-2504

May 36 — Women in Cable and Telecommunications (WICT)

National Management Can‘erence, San Francisco

T 312:634-2330

Y 4 — | Radic & Tel Society Foundati

(IRTSF) Foundation Awards Luncheon, New York

T 12-867-6650

May 5-7 — Indiana Broadcasters Convention (joint with Kentucky),
Evanwille, Ind. & 317-573-0119

May 1214 — BREAKTHROUGH Marketing's 7th annual New Business
Development Conference, Phoenix, AZ. 1/ 425-747-0647

May 1216 — National Public Radio (NPR) Public Radio Conference,
Washington, D.C. 2r 202-414-2000 (contact: Alma E. Long)

May 17 — The Peabody Awards (Univ. of Ga. College of Joumalism
and #ass Commurication) Presentation Banquet, New York
T 706:542-3787

May 17-20 — Broadcast Cable Financial Mgmt. Assn. (BCFM), 39th
Amual Conference. Las Vegas 1 847-296-0200

May 18- — 1999 Scarborough Radio Marketing Conference, Marina
Del Pey, CA B 212-789-3561

JUNE

June 1-4 — Asia Broadtast Exhibition & Conference, Hong Kong
o 852 2804-1500 or E-mail to hongkong.oes@mcimail.com

June 3 — Radio Creative Fund (RCF) Radio Mercury Awards, New
Yok & 212-681-7207

June 35 — Missouri Broadcasters Convention, Kansas City, MO
T 573-636-6692

June 7-8 — New Jersey Broazicasters Association and Mid-Atlantic
Expo, Atlantic City, N 2 609-860-0111 (contact: Phil Roberts)

June 712 — Society of Broadcast Engineers (SBE) Leadership Skills
Seminar, Indianapalis & 317-253-1640

June 11-13 — Georgia Broadcasters Convention, Augusta
T 770-395-7200

June 16 — WICT 18th Annuat Accolades Breakfast, Chicago
T 312-634-2330

June 17 — Arbitron's 'Beyond the Basics® PD Seminar, Newark, N)
o 972-385-5357 (contact: Bob Michaels)

June 20 — | ioral C e on C
General Conf ® (Technical Conf
Angeles m 815455-9590

June 21 — NAB Public Service Summit & Gala, Washington, DC
T 202-775-3527

June 22-23 — NAB Board of Directors Meeting, Adington, VA
v 2027753527

June 23-25 — Florida Broadcasters Convention, Palm Beach
T 850-681-6444

June 24 26 — Virginia Broadcasters Convention, Virginia Beach, VA
= Bo4-977-3716

June 25-26 — Wyoming Broadcasters Convention, Casper, WY
T 307-632-7622

June :6-28 — Vermont Broudcasters Convention, Killinghon, VT
© 802-476-8789

June 27-30 — New York Breadcasters Convention, Lake George, NY
T 518-456-3888

JULYy

fuly 7-10 — National Assn. of Black Joumalists (NABJ) National
Corvention 99, Seattle, WA & 301-445-7100

July 7-10 — National Association of Hispanic Journalists (NAH]) Unity
Conference, Seattle, WA 1w 202-662-7145

July 8-g — South Dakota B-oadcasters Convention, Sioux Fails, SD
o™ 605-224-1034

July 12-24 — Wireless Com*nunications Assoc. Intl. 11th Annual
Convention, New Orleans & 202-452-7823

July 24-15 — Wisconsin Broadcasters Convention B, Wisconsin Dells
T 608-255-2600

July 22-25 — The Pregrammers Conclave (Upper Midwest
Comrrunications}, Minneapolis & 612-927-4487

fuly 22-25 — Idaho Broadcasters Convention, Sun Valley
o 208-345-3072

May

Electronics (ICCE)
e June 22-24), Los

juiy 24-26 — Caiifomia Broadcasters Convention, Morterey
T 916-444-2237

AUGUST

Aug. 47 — Assoc. for Educatien in Journalism & Mass
Communications 82nd Arrual Convention, New O-leans
T B803:777-2005

Aug. 5 — A-bitron's *Beyond the Basics" PD Seminar, Denver
T 972-385-5357 (contac: Bob Michaels)

Aug. 5-7 — Ark Broadcaters C
T 501-227-7564

Aug. 8-10 - North Carolina Broadcasters Convention, Myrtle Beach,
SC = 919-821-7300

Aug. 12-14 — Morning Show Boot Camp 99, New Orleans
T 7709267573

Aug. 12-15 — Moming Show Retreat, Wilko Communications, Los
Angeles B 310-664-1153

Aug. 19 — Arbitron's *Beyord the Basics” Seminar, Columbus, OH
® 972-385-5357 (contact: Bob Michaels)

Aug. 14-21 — Nebraska Broadcasters Convention, Nebraska City
T 402-333-3034

Aug. 19-21 — West Virginia Broadcasters Convention, White Sulphur
Springs, W o 3047442134

Aug. 19-21 — South Carolina Broadcasters Canvention, Myrtie Beach,
SC o B03777-6783

Aug. 25-27 — NAB Latin American Radiodifusion Operations
Canference, Miami Beacn, FL &  202-775-3527

Aug. 31- Sept. 3 — 1999 NAB Radio Show, Orando, FL
™ 202:775-3527

SEPTEMBER

Sept. 8-10 — WICT Executive Development Seminar, Lovetand, CO
T 312:634-2330

Sept. 9-12 — Michigan Assac. of Broadcasters Annual Conference,
Muckinac Island, Ml & 517-484-7444

Sept. 10-12 — American Wormren in Radio and Television 48th Annual ~
Convention, Washington, JC & 703-506-3290

Sept. 10-14 — International Broadcasting Convention, Amsterdam
T +44-171-240-3839 (contact: loanne Jones)

Sept. 15-17 — North Dakota Broadcasters Convention, Minot, ND
= 701-258-1332

Sept. 15-18 — National Conference of Editorial Writers 53rd Annual
Convention, Denver & 301-984-3015

Sept. 16-18 — Tennessee Broadcasters Convention, Chattanooga
T 615-399-3791

Sept. 9-12 — Michigan Assoc. Of Broadcastes Annual Conference,
Mackinac Island, Ml B 517-484-7444

Sept. 22-23 — Arbitren 101 PD Seminar, Columbia, MG
T 972-385-5357 (coniaxt: Bob Michaels)

Sept. 22-24 — Broadcast Technology Society (IEEE) 49th Annuat
Technology Symposium, Washington, DC & 703-591-0110

Sept. 24 — Alaska Broadcasters Convention, Fairbanks, AK
T 9C7-258-2424

Sept. 29-Oct. 2 — Radio-Television News Directors Assoc.
Intemational Conference and Exhibition, Charlotte, NC
o 202-659-6510

Sept. 30-Oct. 1 — Washingzon Broadcasters Convention, Bellevue,
WA B 360-705-0774

Sept. 30-Oct. 2 — Oregon Assn. of Broadcasters Convention,
Medford, OR B 541-343-2101

OCTOBER

Oct. 3-5 — Society of Professional ) lists Nati [«
Indianapolis, IN & 785-653-3333

Oct. 4-6 — North American Broadcasters Asspc. NANBA-EBU Radio
Conference, Montreal, tanada & 416598-9877 or E-mail:
pferreira@tvo.org

Oct. 12-13 — Ohio Broadcasters Convention, Columbus, OH
T 6:4-228-4052

Oct. 12-15 — Radio Ink Intemet Conference, Sillcon Valley, Calif.
= 800-610-5771 or www.radioink.comiconference

Oct. 14 - Arbitron's “3eyond the Basics® PD Seminar, Orlando, FL
@ 972-385-5357 {cootct: Bob Michaels)

Oct. 14-15 — New Hampskir: Broadcasters t.onvention, Bedford, N
T 603-472-9800

Oct. 29-21 — Society of Bmadcast Engineers National Meeting,
Madison, WI o 3172531640

Oct. 20-23 — National Braadcast Assoc. for Community Affairs
Annual Convention, Minneapolis & 202-857-1155

Oc:. 21 — Bayliss Foundatian Media Roast, New York.
™ 8316241536

Oct. 21 — Connecticut Braadcasters Converr:ion, Farmington
o 860-6335031

Oct. 23-25 — NAB European Radio Operations Con‘erence, Brussels,
Belgium = 202:774-1527

Oct. 27-31 — Collegiate Broadcasters Inc. {ted to College Media
Advisars), Natioral Conference, Atlanta & 716-395-5626

Oct. 31- Nov. 2 — Canadian Association of 3roadcasters Annual
Convention, Montreal, Canada

, Little Rock , AR

»

x

November
Nov. 3-5 — 3rd Radio Ink Radlo Vendors Summit, Delray Beach, FI
o 800-610-5771

1} you would like an upcoming event included im our Events Calendar, please contact Ed Ryan at 561-653-3775, fax: 561-653-6134 or by E mail at edryan@radioinh.com

—

58

To subscribe, call 1-800-610-5771

RADIO INK — APRIL 12, 1999




Program{INIK

Ideas About Radio Programming

How to Call
Your Pls .

Without Picking
up the Phone

Herz is a less exnensive but effective way to
market a prometion, contest, event or even a
personality. It's called Real Call. It's a way to
reach targeted, core audiences with a unique
and personal touca.

The Broadcast Team is a Florida-hased market-
ing company. For 31 cents a call, they will con-
tact target listeners by phone with a pre-record-
ed message from your morning hosts. The mes-
sage will promote the "big event" which starts
tomorrow or Monday morning on the host’s show
— on your statior..
Can you imagine r2ceiving a pe-sonal telephone
call from Delilah inviting you to listen for the
| contest of the century (or millennium)? Or, get-
| ting a call from Dick Clark asking you to tune in
| to the American Music Awards? For a sample,
| call 800-243-0438 or check out their Website
www.thteam.com. Source: Lanry Loncon , PD, KRBB, Wichita

John Boy and Billy
go Country

The John Boy and Billy Radio Network increased
its syndication opportunities by adding Country
www.thebigshow com| music. The show had lim-
ited syndication opportunities because John Boy
and Billy were playing Rock.

Technology now allows the program to
1 cater to both Country and Rock formats. The
| program is in 65 markets across 18 states.

RADIZ INK — APRIL 2, 1999

Larry Loves Country

Well-known for his ranch parties featuring top Country talent, Citadel CEOQ/
President Larry Wilsan takes time for a Country pose at this years Country Radio
Seminar: (I-r) Tim DuBois of Arista, Ronnie Dunn, Lee Roy Parnell, Brad Paisley,
Claire Wilson, Larry Wilson, Kix Brooks, and Nick Kiernan of Westwood One.

Website To-Do List For PD’s

If you're a programmer and have a Website, you must program it just like the sta-
tion. If you have pictures of your jocks, make sure they are great shots. Use Glamour
Shots or a professional photographer. Don't just walk into the studio, take a picture
and post it on the site. Make your jocks look like movie stars.

Do you give listeners a new reason to come back ta your Website day after
day? Use the Website to register new listeners in contests and to create a loval
listener database

Are you using saund? Make sure vour home page has a station
jingle. After all, we are in the sound business See www. garyberk com
tor an example.

Use exciting, vibrant colors. Make vour Website look as good as
your station sounds. &3
Source: Gary Berkowitz, Berkowitz Broadcast Consulting

I Who Should Attemd Airchecks?

I Asfew people as possible! Pride of authorship is powerful, so unless you're working with the
on-air team, three’s a crow.

Indeed, should you even be there? Why not just present talent with an aircheck for :
| listening on their own? It's a method | have found very effective, both as coach and — ‘
| — years ago — as a player.
| Anyone is his own worst critic. It's human nature. The talent, alone, replaying a certain break

over and over is entirely different from your playing it for him in your office. You get maximum critique |

with minimal squirm.

Source: Holland Cooke at cookeh@a.com _:

To subscribe, call 1.820610.5771 59



Renaissance

In Broadcast
The Age of
Enlightenment

Ultra Tracker 11

* High Gain Version
of Ultra Tracker
Single-Lobe
Antenna System.

* Power Ratings
From 3 to 60 kw
With Inputs From
1-5/8 To 6-1/8”
EIA Flange.

Double Dipole

o High Gain Linear
Polarization.

* Broadband with
Single Input.

e Custom Directional
Patterns Available
To Meet The Most
Demanding Protection
Requirements.

Ultra Tracker

* Single-Lobe Elevation
Means Audibly Less
Multipath.

o Dramatically Redluces
Downward Radliation.

o Fiberglass "Clamshell”
Design Radomes
Available.

L
Booth #L11841

ANTENNA CONCEPTS INC.
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The PD Hall of Shame:

Are You In or Qut?

by Tom Tradup

fricnd of minc tells of being selected as a "finalist" for a job in a major market, fol-

lowing weeks of discussions, including two in-person interviews. He was reasonably

confident of being hired. Suddenly, his phone calls were not returned. No commu.
nication from a formerly enthusiastic contact at the hiring company is never a good sign.

Eventually, he read in the trade papers that somcone clse got the job. To this day, he's
never received even a form letter indicating he is not still an active candidate. Every PD in
America knows that this scenario is not uncommon. Why?

Applicants for on-air or support jobs, as well as actual staffers at Radio stations, complain
about the "black holc" in programming. Explanations run the gamut from bad potty training as
a child to the pressures of programming multiple stations in a consolidated cluster.

In addition to being an artist, a creative leader and a visionary, a PDJ is also a manager.
No station succeeds with bad management. Auditing your own performance in five key arcas
will keep you out of the PID Hall of Shame.

1) You're Charting Your Future Today. A great PD has gotta have heart. Cetting
good people into the tent is job one. You'll win when you respect applicants and their time.
Job-hunting is tough on everybody. Always follow up your decision to hire with at least a
note to cach prospect. You may want to hire them next time.

2) MBWA: PDs who barricade themselves behind voice mail and a closed door all day
cut themsclves off from success. "Management By Walking Around" makes you accessible
to everybody and humanizes you to the troops.

3) Focus On Who Pays For The Picnic. Dclivering winning ratings is your priority,
so tap into the feedback from listeners and advertisers. PDs who thrive on interaction with
callers and visitors often discover flaws in their programming. Increase your own time spent
listening, and it will have a positive impact on your bottom line,

4) Meetings Do Not Equal Success. While group sessions arc inevitable during
your business week, minimize meetings. Strive for quick, focused one-on-one time with
key players. Train your stalf to respect any time you spend away from programming or
promotions. Corporate expects results. You can't deliver if you're busy writing five-year
plans and racing to mectings.

5) Lead With A Smile. Successful Radio station groups are run by managers who like
to laugh and have fun. Even in the PD "pressure cooker," you can innovate and still keep
everyone upbeat. For the listener, it's not about ratings or share. It's about entertainment.
Keeping staffers happy off the air leads to an entertaining, winning Radio station on the air.

Amid all the downsizing, mergers and multi-tasking, PDs are forging
the direction of Radio programming into the 21st century. Those who
love challenges will be the leaders of our industry in the exciting days ahcad. |

Use that power wisely — but do use it. &
Tom Tradup, VP/GM of the USA Radio Network in Dallas, Texas, may be reached
at 214-184-3900.

A After your decision to hire, always follow-up with at least a note to each prospect.

A "Management By Walking Around" makes you accessible to everybody and
humanizes you to the troops.

A PDs who thrive on interaction with callers and visitors often discover
flaws in their programming.
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PROGRAMMING

Exercise Your Ears

Five Ways To Listen
Like A Listener

by Michael Luczak

ending and receiving are two equal

components of the communication

process. Programmers spend lots of ’
time and effort on the sound they are
sending. How much thought is put
into how the message is received?

Let's consider two types of lis- |}
tening: 1) how your audience listens
and 2) how you listen
AUDIENCE LISTENING

The programmers job is to get ratings
based on listening habits. As programmers,
we are often advised to "think like a lis-
tener.” Why don't we listen like a listener?
How often does your staff listen to your
station and the competitors? Is the major-
ity of the time you spend listening to your
station in your office?

Here are a few tips on how to discov-
er more about the sound of your station.

1) Every Room/Every Radio. Listen
at home in each room. What is different in
each room? What is your mood at differ-
ent times of the day as you listen? This is
how your audience listens.

2) Drive the Drive. Get up early, drive
around, and listen to your morning show. Lis-
ten in the afternoon. Do this a few times a
year. What makes you punch out? Is the
tempo of the show where it should be? Are
the traffic reports relevant? Are the multi-mi-
crophone levels even? Have your on-air peo-
ple do the same, and ask for a written report

3) Big Speaker/Little Speaker. Before
spots, drops and promos go from the pro-
duction studio to the air studio, listen on the
cue speaker. Most folks are not listening to
the station on big studio monitors. Ask your
production director and

A Put a Radio in every room
in your house and listen in
each room.

=
[}

|

]

|

i
A Getup early, drive around, |
and listen to your morning |
show. :
[}

[}

I

I

1

]

i

i
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A Any time you write down what you hear,
you aid your own personal recall.

A Buy a micro-cassette recorder, and take
it to meetings.
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talent to get in the habit of
using this practical technique.
4) Listen to Competitors
Not having time is no excuse.

PERSONAL LISTENING

Unless you are really listen-

:

ing, you are not hearing what is
being said to you. Too often, in-
stead of listening, we are think-
ing about what we will say in
response to the speaker. Try these ap-
proaches to become a better listener.

1) Shift Your Mental Focus. Instead
of mentally preparing your response to some
form of verbal communication, focus your
attention on the person speaking. Watch
body language. Paraphrase what you just
heard. Repeat what he just told you, using
vour words. This tells the person that you
heard what he said and you care enough to
repeat it for clarity.

2) Be Cognizant of Selective Hearing. Peo-
ple hear what they want to hear, filtering out
what they deem unimportant. Avoid this habit.

3) Take Notes. This is a great technique
to make the speaker feel important. Any time
you write it down, you aid your recall.

4) Count. If you are hearing bad news
or surprising information, mentally count
to five. Think about what you just heard.
Choose your words, then respond. Count-
ing works well to control anger, avoid em-
barrassment, reduce conflict and enhance
your image as one who really listens.

5) Props. Buy a micro-cassette recorder
and take it to meetings. You will get every-
one's attention if you act like you are going
to record what is said. Oversized rubber
ears are a funny prop that puts the focus on
what the other person is saying.

There is a reason we were born with
two ears and only one mouth. &

Michael Luczak is OM for
WING-AM/FM, WGTZ-
EM Dayton, Obio. He may
be reached at 937-294-5858
or by E-mail at
michaell@erinct.com.
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TALK RADIO

It's Distribution, Stupid
Educate Your Salespeople

by Walter Sabo

hile you're doing computer runs to rationalize cost per points and contend with
Wthe evils of "controversial" programming, you may be missing a big selling
point: distribution.

Radio has enjoyed 100-percent distribution and 92-percent weekly population usage
tor so long that most salespeople forget how powerful those facts can be. Cable, the In-
ternet and magazines devote most of their presentations to one selling point that Radio
takes for granted: distribution.

Radio’s distribution figures should be the first slide in the pitch. We always win. Cable
salespeople spend a great deal of time justifying why they don't reach the whole popula-
tion. They sell the squirrelly figure of "homes passed." That means the percent of homes
that can get cable even though many don't. When they say that cable has

A Radio has enjoyed 100-percent distribution and 92-percent weekly population
usage for so long that most salespeople forget how powerful those facts can be.

4 The lack of distribution is why other media are so desperate to co-promote
with Radio.

A In order to prove the pulling power of your hosts, have your salespeople
compare your station’s cume to 1) the local cume numbers of all the cable chan-
nels, 2) the local sales of magazines and 3) the hits for the "hot" Websites.

A In any negotiation, Radio is the dominant medium.

kept secrets
...a must!”

-Eric Rhoads, Publisher,
Radio Ink

sTEPHAN'S 000 Day

MON-FRI 41to 10 am ET SAT 4109 amET SUN 4to6amET

Radio America 800.884.2546 WinStar Afﬂliat;Re|ations 212.681 ?347- ’

MAJOR ISSUES+MAJOR STATIONS*MAJOR MARKETS

Just added
Los Angeles Jacksonville Louisvile ~Chattanooga
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60-percent penetration in the country, that's
true. But, that doesn't mean that 60 per-
cent of the homes actually take cable.

For all the hoopla over the Internet, it
has a long way to go before its distribution
is even a factor. Consider this. WINS New
York has a weekly cume of more than
2,100,000 listeners per week. That's consid-
erably more than the weekly hits for the Web-
sites of MSNBC, CBS Market Watch, The New
York Times, The Los Angeles Times and many other
brand names with "successful" Websites.

Hugely successful magazines, like Glam-
our, Mademoiselle and Redbook, don't achieve a
monthly circulation equal to a week of cir-
culation for WINS. Yet, those magazines often
charge more than $50,000 per page.

While cable dreams of one day having
two boxes per household, Radio is already in
every room in the house. The problem is, Radio
has had this distribution advantage for so long
that salespeople place little value on it.

The lack of distribution is why other
media are so desperate to co-promote with
Radio. In New York City, far more listen-
ers tune to WFAN than watch Imus’ morn-
ing show on MSNBC. You'd be hard pressed
to find a cable channel that has as many
viewers, at any given time, as your morn-
ing show has listeners in your city.

In order to prove the pulling power
of your hosts, have your salespeople com-
pare your station'’s cume to 1) the local cume
numbers of all the cable channels, 2) the
local sales of magazines and 3) the hits for
the "hot" Websites.

This comparison will accomplish two
things. First, it will remind buyers that Radio
should charge more for its distribution net-
work. Second, it will change our attitudes
toward potential media partners. Do you re-
ally want to help make a cable channel or a
Website bigger> When they get bigger, with
your help, where do you think they're going
to derive dollars?

There is nothing wrong with estab-
lishing your brand on as many beachfronts
as possible. But remember, Radio already
has the biggest beach. In any negotiation,
Radio is the dominant medium. Act ac-
cordingly, and the results
will be profitable. &
Walter Sabo is President of Sabo
Media. He may be reached at
212-808-3005 or by E-mail at
SaboMedia@CompuServ.com
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Name: Bruce Morrow ("Cousin Brucie")

Title: Air Personality at WCBS-FM
New York

Age: 61
Birthplace: Brooklyn, New York

Education: James Madison High School,
Brooklyn; New York Univers:ty

What one word best deseribes you? Energy.

What goal have you not yet achieved? [
would love to do a talk show eventually.

Who do you respect most as competitors?
Scott Shannon and Don Imus.

Who are your mentors? Alan Freed and
Joe McCoy.

keep a competitive edge? Know their
market. Nobody 2,000 miles away
understands the blood and guts ot
a market.

How do you measure success? Somebody
who says to me, "Hey Brucie, | heard
your show, and I thought 1t was great."
Also, when | see that my log is full..

What is the worst business decision you
ever made? Leaving Bermuda. 1 should
have stayed there. | didn't know how

good | had it.
What is your favorite movie? The Wizard of Oz
What is your favorite vacation spot? Paris.

If you had the opportunity to embark on a dif-
ferent career path, what would it be? | would
like to have been a doctor.
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PROFILE

Cousin Brucie Celebrates
40 Years on the Air

CUUSIN BRUCIE is one of the most recognizable voices in New York City

Radio. He celebrated 40 years on the air with a special WCBS-FM broadcast in
March. Known as the "Hammer" at a Bermuda Radio station, Bruce Morrow worked at
WOR and WINS before beginning his journey with CBS-FM.

"One night, a little old lady came into the studio. | looked at her. Being a Brooklyn
kid, | know when somebody is going to hit me up for money.

“She said, Do you believe that we are all related?' | said, Yes, ma'am,’ as | played the
Platters. ‘'Well, cousin, lend me 50 cents. I'm broke and | can't get home.' | gave her the money.

She said, Thank you, cousin,’ and left. The rest is CBS-FM history.”

Do you think people who get
into the business now can
achieve the kind of success
that you have had?

Yes. | am celebrating
40 years. There will always
be somebody who comes
along and offers the audi-
ence what they wantin a
different way. There will
always be someone who
offers it an appealing and
attractive way that makes
that person a little dif-
ferent and a little more endearing to the
audience than the normal Joe who does
time and weather.

What advice can you offer to programmers
and on-air people?

Know what you are doing. Know
your market. Understand your audience
and listen to that audience. They will tell
you what they want.

To this day, | work very hard
when | make appearances. | always
say, "yes," whether it's a high school,
junior high school, college or su-
permarket. | touch people.

While they are getting an autograph,
I ask: "Why are you wearing those pants
baggy?" "What are you listening to?" |
am always doing market research.

The audience knows they can trust
me. | will never sell them short. If 1 talk
about something, they believe it.

What have you seen on the "other side," as
an owner?

It was very tough for me to sit
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behind a desk. | don't
like to be a pencil push-
er. | am a broadcaster.
During all the years
that Bob Sillerman and |
were together, | was al-
ways the one on the air
Bob would go out, beat
the bushes and worry
about the money. | only
the
Radio station sounded like.
I got on the air and
made it improve. | talked to
my Radio personalities and
taught them Radio, rather than pushing
time chimes and call letters.
Who is teaching the young people
today? It's consultants who are just wor-
ricd about where the pencil will fall on

cared about what

the paper at the computer? Are we wor-
ried about people?

The computers are wonderful as
aids, but [ want them in the background.
I want Radio to be human again.

What is your pet peeve with Radio?

What bothers me the most about
Radio and many PDs is that they have
forgotten what Radio is all about.

We are too worried about numbers.
Radio should be returned to the people
Let's talk to people, entertain and in-
form them, and not worry about num-
bers so much.

I would like to see Radio become
more like theater again. | want the show
business to return to Radio. &
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Crystal Awards Finalists

Recognized For Community Service

n April 20, 1999, The National Association of Broadcasters will announce the 10 win-
ners of this year's Crystal Awards. The awards recognize Radio stations tor their out-

standing, year-round community-service etforts.
Woltman Jack will be inducted, posthumously, into the NABs Hall of Fame. Senator

lohn McCain (R-Az.) will be the keynote speaker.

Here are the 45 finalists.

KABC-AM 1.os Angeles, CA
KBHP-FN Bemidji, MN
KBHR-FM Big Bear City, CA
KCDZ-FM Joshua Tree, CA
KDIFC-FM San Francisco, CA
KELO-I'M Sioux Falls, SD
KCFM-FM Bakerstield, CA
KGUM-AN Agana, Guam
KKCS-FM Colorado Springs, CO
KLOS-FM Los Angeles, CA
KNX-AN Los Angeles, CA
KOIT-FM San Francisco, CA
KRKT-FA1 Albany, OR
KSL-AM Salt Lake City, UT
KTRH-AM Houston, TX

KUDL-FM Westwood, KS
KUEL-FM Fort Dodge, 1A
KWOA-AN Worthington, MN
KZLA-FM Los Angeles, CA
WBBF-FAM Rochester, NY
WCBC-AM Cumberland, MD
WDBO-AM Orlando, IL
WDEL-AM Wilmington, DE
WECR-FM Memphis, TN
WENS-FM Indianapolis, IN
WEZN-FA Bridgeport, CT
WCGMS-FM Washington, DC
WCGOH-AM Grayson, KY
WHUR-FNM Washington, DC
WIBC-AM Bloomington, 1L

WIBR-FM Claymont, DE
WIJY-FM Brainerd, MN
WKDZ-IM Cadiz, KY
WLTE-FM Minneapolis, MN
WNMAL-AM Washington, DC
WNND-FM Chicago, 11
WPEG-FM Charlotte, NC
WQRB-FM Eau Claire, W1
WSJS-AM Winston-Salem, NC
WTCR-FM Huntington, WV
WTIC-AN Hartford, CT
WTMX-FM Chicago, IL
WTOP-AM/FM Washington, DC
WYTZ/WZTY St Joseph, Ml
WZZK-FM Birmingham, Al. &

Congratulations to

On Your Crystal Award Nomination
We’re proud of your community service.

A YOUR STAR SHINES BRIGHT!

ATLANTIC STAR
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A GUIDE TO NEW TECHNOLOGY!

The 1999 National Association of Broadcasters is holding its annual

convention in Las Vegas from April 17 to April 22. General Managers

and Engineers will gather in the gambling capital of the world to kick

the tires of the latest technology. Many new products for Radio sta-
tions will be introduced during the convention.

If you are heading to Vegas, this manual will help navigate
you to new products. If traveling to Nevada is not in the
cards, keep this information by your side. It will come in

handy during your next station upgrade.
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Contact Person: Ramon West,
Marketing Manager
Tel: 817-831-9203
E-Mail: rwest@akai.com
Website: www.akai.com/akaipro
NAB Booth Number: 1.13966
New Product(s): DPS12V2
Category: Audio Production
Release Date: January 1999
Cost: MSRI’ $1499
Description: The DPS12V2isa 12-
track random-access digital disk recorder
capable of recording cight tracks of un-
compressed audio simultancously to re-
movable JAZ cartridges or SCSI hard
disks. It features a built-in, 20-channel
digital mixer with digital EQ and a
bright intuitive display. There arc up to
250 virtual tracks that can be assigned
to any of the 12 physical tracks.

Mix automation is possible with
mix sctups that can be saved as snap-
shots and recalled at any time. It is pos-
sible to insert, delete, erase, copy or
move scctions of audio from one point
to another within a given project. Sec-
tions of a single track or multiple tracks
can be edited simultancously. Other fea-
turcs such as Timestreich and Stretch
edit functions allow the length of a
recording to be changed without af-
fecting the pitch.

ANTEX ELECTRONICS

Contact Person: David Antrim
Tel: 310-532-3092

E-Mail: dantrim@antex.com
Website: www.antex.com

NAB Booth Number: L10952
New Product(s): LX-22M and LX-24M
Digital Audio Adapters
Category: Playback Automation
Release Date: Mar. 8, 1999
Cost: LX-22M $895 (MSRP), LX-24M
$1195 (MSRP)
Description: The LX-22M and the LX-
24M Digital Audio Adapters offer 20 bit
audio with simultancous, multi-track
record and play capability. MPEG Layer
I/l encode and decode are standard, as
is eight- and 16-bit linear PCM com-
pression. The LX-22M and 1LX-24M pro-
vide two-channel record capability. The
LX-22M has two-channel playback. The
LX-24M has four-channel playback.
Both adapters include an on-board
60 MHz ﬂoati.ng point DSP that allows
simultaneous record/play of up to threc
stereo devices in full compression mode.
Inputs and outputs can be configured
by the user in balanced or unbalanced
mode. Ninety-six dB dynamic range is
typical with a THD+N rating of .003
percent. Half-sized cards, both adapters
are suited for digital audio mastering
and recording, digital broadcast systems,
and music and entertainment. Software
drivers for Windows 95/98 and NT are
provided at no charge.

ARRAKIS SYSTEMS, INC.
Contact Person: Jon Young
Tel: 979-224-2248, Ext. 309
E-Mail: sales@arrakis-systems.com
Website: www.arrakis-systems.com
NAB Booth Number: L13662
New Product(s): Digital Audio Con-
sole, Digilink Four Workstations,
Digigram Powered
Cost: Digital Audio Console —
prices start at $1995
Description: Digital Audio Console —
The digital mixer is a 2RU rack-mount-
ed box expandable in units of four input
channcls (4, 8, 12, plus channels). The
mixer has audio and control busses so it
can he retrofitted to existing Arrakis 12000
series consoles to upgrade them to ana-
log and digital, or to a digital console.
Digilink Four Workstations — Two
features have been added. Digilink 1V au-
tomation software for Windows
95/98/NT computers now supports full
satellite automation and a digital transfer
capability to produce audio files on a stan-
dard PC and transfer them in digital to

the D14 workstation.

Digigram Powered — Arrakis
will display a complete interface be-
tween its On Air Digilink Windows
95/98/NT software and Digigram
audio boards for use in on-air Radio.
A station can select the hardware
platform: a DL4 workstation or a
Digigram powered PC computer.

ASPI DIGITAL

Contact Person: Paul Tardif,
Director of Sales
Tel: 404-892-3200 or 800-932-2774
E-Mail: paul tardif@aspi.com
Website: www.aspi.com
NAB Booth Number: L13677 (in the
Broadcast Electronics booth)
New Product(s): EchoFree EF300
Digital Hybrid
Category: Studio/Talk Equipment
Release Date: March 31, 1999
Cost: $1495
Description: The EF300 offers clarity
and usability to on-air telephone calls. Its
proprietary DSP noise suppression (patent
pending) reduces repetitive noises on the
phone linc to make caller audio clcar.
The EF300 has user features such as:
caller ID capability (activation of ser-
vice required from your phone compa-
ny); complete R$232 control (including
dialing out) for operating the EF300 from
your digital on-air system or other con-
troller; AGC to keep send-and-receive
levels consistent; mic or linc level input
— usc the EF300 at a newsroom module
or in a studio setting; automatic mix-minus
—connect the EF300 to any console port,
no special feed required; automatic adap-
tation to the phone line, no user adjust-
ments needed; small size — only rack
spacc; "stackability" for tying multiple
lines (up to eight) together on-air.

AUDIOARTS ENGINEERING

Contact Person: Jim Peck, Senior
Sales Enginecr

Tel: 252-638-7000

E-Mail: email@wheatstone.com




NAB Booth Number: L12171
New Product(s): Audioarts SPARKY,
Audioarts R-17
Description: Audioarts SPARKY is a
digital on-air console that accepts and
outputs both analog and digital signals.
It is an open architecture design with
12 inputs, three stereo busses, multiple
format A>D input converters, machine
control, digital mix-minus and phone
module support for two callers.
Audioarts R-17 is a modular small
footprint on-air console with 10 inputs,
two stereo busses, machine control and

indication to eliminate bulb replacement.

AVOCET INSTRUMENTS, INC.

Contact Person: Eric Lane

Tel: 503-671-9424

E-mail: cricl@avocetinst.com
Website: www.avocetinst.com
NAB Booth Number: L11587
New Product(s): AV-2000 Delay

Canceller

Category: Audio Processing,
Remote Equipment
Release Date: Fcb. 1, 1999
Description: The Delay Canceller removes
delayed echoes of remote audio from the
air or monitor feed heard at remote sites.
It permits remote talent to use the air feed
as their return audio from the station. Used
at the remote, the Delay Canceller com-
pares audio being transmitted to the stu-
dio with audio being received at the remote
site via the on-air signal, satcllite link or
microwave path. As the Delay Canceller
recognizes transmitted audio in the
receive path, it adapts to remove 79

better-than-digital audio quality.

AUTOGRAM CORPORATION

Contact Person: Joseph Celiz

Tel: 800-327-6901

E-Mail: info@autogramcorp.com
Website: www.autogramcorp.com
NAB Booth Number: L-13183

New Product(s): Pacemaker II'
Category: Audio Console

Release Date: Apr. 19, 1999

Cost: Pacemaker 218 (top photo)
$4596 plus options; Pacemaker 228
(lower photo) $5,257 (plus options)
Description: The new consoles feature
Autogram’s exclusive Bi-Modular con-
cept. Costs and talent interruptions are
kept to a minimum with the new design.
The consoles are available in two sizes.
The PM 218 has up to 14 input mod-
ules (40 stereo inputs max). The PM 228
has up to 24 inputs and 60 inputs max.

Standard featurcs on both consoles

include: console frame; external power
supply; four lighted meters and four meter
boards (PM 218), six lighted meters and
six meter boards (PM 228); Autoclock
time and temperature; accessory front
panel (controls for Autoclock); head-
phonc/cue front pancl; monitor front
pancl; phone jack tront pancl; microphone
preamp board (four mic preamps); two
audio output boards; monitor output
board; headphonc/cue board; and moth-

erboard. All on and off switches use LED

To:  The Programming readers of Rudiy Ink

From: Lindsay Wood Davis, Senior V.P/Sales
Central Star Communicationg
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it. The unit will compensate for trans-
mission delays of up to 800 ms.

AZDEN CORPORATION

Contact Person: Norman Levenstein
(press relations)
Tel: 516-328-7500
E-Mail: nlstcin@ix.nctcom.com for
press relations; azdenus@aol.com for
product information
Website: www.azdencorp.com
NAB Booth Number: L13157 and
120671
New Product(s): 41XT
Category — wircless microphone
Cost: $2800 USD, Complete systems
start at $700 MSRP; with micro-
phone element options available for
both the 41BT body pack and 41HT
handheld transmitters.
Description: Azden introduces a
portable UHF wireless microphone sys-
tem with 63 user sclectable frequencies
in the 795 to 805 MHz range. The
400UDR True Diversity Recciver fea-
tures an XLR output and a headphone
output, both with volume control, and
LED indicators for system functions.
The 41XT XI R plug-in transmitter con-
verts wired, low impedance mics into
wircless microphones. The 41XT fea-
tures separate power on'otf and stand-
by switches, mic input level control, and
LED indicators for transmitter functions.
The 41BT body pack features a
locking 4-pin microphone input con-
nector; microphone input level adjust-
ment; separate on/oft and stand-by
switches; single nine volt battery oper-
ation; and a heavy-duty metal belt clip.
The 41HT handheld microphone fea-
tures a recessed on/off switch, two "AA"
battery operation and a heavy-duty
mctal microphone body with a uni-di-
rectional dynamic microphone element.

BIRD USA

Contact Person: Fred Schweser
Tel: 402-289-3779

New Product(s): Bird Replica Indy

Style Racecar

Category: Promotion

Release Date: Apr. [, 1999

Cost: approx. $1000 complete
Description: The gas-powered replica
Bird Indy Style racecar is powered by a
3.5HP Briggs Mill and will go up to 15
mph. [t may be used for promotional tie-
ins with soda pop, beer or other local
business. It may also be used as a point-
of-purchase display, to be given away at
the end of the promotion. The racecar
is available in your choice of colors with
custom graphics for your promotion.

BROADCAST ELECTRONICS, INC.
Contact Person: Kim Winking
Tel: 217-224-9600
E-mail: kwinking@bdcast.com or
bdcast@bdcast.com
Website: www.bdcast.com
NAB Booth Number: 1.13677
New Product(s): Predator and FM-10S
Description: The Predator™ Digital
Exciter is a type approved digital trans-
mitter with output power levels up to
250 watts. Individual modules can be
replaced. Conversion to full digital op-
cration requires the addition of the dig-
ital input module. In the event of digital
path failure, the Predator will automat-
ically switch to the analog backup. The
Predator is capable of being queried lo-
cally or remotely, through a scrial
modem port, and offers either analog
composite or digital input at no addi-
tional charge.

10kW Solid State FM Transmitter
ofters 10kW of power with redundant
systems and soft-fail designs. The FM-
10S includes optional standby IPA, ex-
citer and PA power supply. The FM-10S
provides front pancl monitoring of all
module paramcters. The FM-10S is only
15 percent larger than Broadcast Elec-
tronics' 5SkW solid state FM.

BURK TECHNOLOGY

Contact Person: David Steele

Tel: 978-486-0086

E-Mail: sales@burk.com

Website: www.burk.com

NAB Booth Number: 1.13962

New Product(s):

Autopilot® for Windows

Category: Transmitter Control System
Release Date: June 1, 1999
Description: You can control one trans-

mitter site or hundreds from any PC
with Autolilot tor Windows. This
software is designed for the broad-
cast industry and the Burk ARC-16
Transmitter Remote Control System.
In conjunction with ARC-16, Au-
toPilot gathers data from all of your
systems throughout the day, records
and automatically responds to
changes. You can mix and match
modems or direct connections to
allow support of up to 512 ARC-16
sites. Autolilot" can monitor both
studio and transmitter sites with op-
crating functions that are defined by
the user. AutoPilot” works with a PC
running Windows 95 operating sys-
tem. A Pentium 133 with at lcast
16MB RAM minimum configuration
is reccommended.

CARTWORKS/DBM SYSTEMS, INC.
Contact Person: George Thomas
Tel: 800-795-7234
E-Mail: gthomas@cartworks.com
Website: www.cartworks.com
NAB Booth Number: L11591
New Product(s): CartWorks
Wav/Mpeg
Category: Studio Equipment, Digital
Audio Storage and Automation
Release Date: Apr. 30, 1999
Cost: Starting at $4,995 complete
Description: The new CartWorks
Wav/Mpeg allows standard Microsoft
Wav and Mpeg Layer 2 and 3 audio files
to be used in the broadcast studio with-
out time-consuming conversion. Practi-
cally any digital audio file produced on
a professional digital audio workstation,
home computer or downloaded from the
[nternet is available for airing.
CartWorks Live Assist units can re-
place traditional cart machines. They
may be operated manually or import
logs from a traffic system. Instant Ac-
cess to groups of 48 frequently used carts
is included to assist the operator.
CartWorks Satellite Automation
offers the above-listed features plus the
ability to automate multiple satellite for-
mats. Cart Works Music-on-Hard-Drive
allows onc-button operation during live
portions of the day or complcte live-
sounding automation with in-context
voice tracks. The Voice Tracking mod-
ule allows jocks to hear the music as they
record voice tracks.




BSI/CUSTOM BUSINESS
SYSTEMS, INC.
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Contact person: Business Manage-
ment Software: contact Bill King; Na-
tional Sales Manager Digital Audio:
contact Bob Lundstrom

Tel: 800-547-3930 or 541-271-3681
Website: www.chsi.org info@chst.org
NAB Booth Number: L-12553

New Product(s): Version 3.0 of
DeltaFlex Business Management Solft-

ware; NetCapture and Live Audio
Routing
Description: Version 3.0 ot DchaFlex
Business Management Software — Ver-
sion 3.0 is powered by the DeltaFlex
traffic engine. It includes expanded A/R
capabilities such as detailed history data,
report sequencing and the ability to set
up more levels of detail tor each account
in all areas. Research has shown that the
Revenue Maximization function can in-
creasc a station's revenuces without
adding avails, raising rates or adding
to the existing workload. Detailed sta-
tistics are available at the CBSI booth.
NetCapturc and Live Audio Rout-
ing are featured in releasc 2.0 of Digi
tal Universe digital audio software
Allows capture ot multiple satellitc feeds
by a single PC, with routing dircctly
into the Digital Universe system for di-
rect playback, fractional delay (begin
playback while recording is still in
progress) or delayed airing.

COMPUTER CONCEPTS
CORPORATION

Contact Person: Ted Lantz
Tel: 913-541-0900 or 800-255-6350

E-mail: info@ccc-dcs.com

Website: www.ComputerCon-
ceptsCorp.com

NAB Booth Number: 113666

New Product(s): Visual Traffic Cor-
porate NModule

Category: Trattic and Billing

Release Date: Oct. 1, 1998
Description: The Corporate Module
will use a central database that contains
all information pertaining to the Visu-
al Traffic (V. T} sites. V.T. sites will have
their own copy ot the data so that if the
central database becomes unrcachable,
they can still communicate. 1 a V.T site

is unavailable, central software will retry
the update until it is successiul or the
uscr removes the site. Any additions and
modifications will be done to the cen-
tral databasc. Oncce the order informa-
tion is complete, the system will send it
to the targeted V.T sites, and it will be
placed on the site approval queuc.
CCC is also releasing an update
for Macstro, its digital audio hard disk
system, which provides flexibility tor
more personal preferences, increased
access to external equipment, improved
fadc capabilitics and a new Event No-

titication feature.
C n teature 72 >
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COMREX CORPORATION

Contact Person: Kris Bobo

Tel: 978-263-1800

E-Mail: info'@comrex.com

Website: www.comrex.com

NAB Booth Number: [.13180

New Product(s): Vector POTS
Codec Radio Station

Category: Remote Broadcast

Release Date: At NAB '99

Cost: Portable: $4500 UISDD; Rack
mount: $4500 LISID

Description: The Vector POTS codec
provides 15 kHz two-way audio on asin-
gle standard dial phone line. It is com-
patible with the thousands ot totLine
POTS codecs around the world. The Vec-
tor has built-in mixing capabilities and
weighs 3.5 Ibs. You need a single POTS

line for 15 kHz audio. Music can be sent
over astandard tclephone line. Expensive
digital lines do not need to be installed.

To sct up a remote broadcast, plug
in the phone line and power and place
the call. A separate mixer isn't needed.
The Vector contains a four-channel mixer.

DALET DIGITAL MEDIA SYS-
TEMS USA INC.
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Contact Person: Andrew [Y'Auria

Tel: 212-825-3322

E-Mail: sales@dalet.com

Website: www . dalet.com

NAB Booth Number: L13394 in the
LVCC Radio/Audio Hall

New Product(s): TeamNews, Team-
Radio and [nterWeb

Description: Dalet software runs on

standard PCs with open architecture
for complete scalability. Dalet pro-
vides complete turnkey systems for
broadcasters. Dalet 5, available now
is an integrated suite of software for
Radio stations. It addresses the com-
plete range of tasks pertormed in
Radio: live or automated broadcast-
ing, program scheduling, production,
news, and traffic management.

TeamNews — Features integrat-
ed text, audio editing and broadcast
for live news; newswire capture and
tiltering; real-time network chat; and
an integrated Web browser

TeamRadio — Features advanced
group-wide traftic scheduling; pro-
posal generation and order entry; in-
tegrated reporting and billing; and
scamless integration with Dalet 5 dig-
ital audio software (and others).

InterWeb Makes Dalet 5
audio tiles and database available tor
sharing via the Internet. Provides ac-
cess to your audio library and spots
for atfiliates. Remote journalists can
send stories via laptop with simple
Internet connection.
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ATACOUNT, INC.
Contact Person: Debbic Hamby, VP
Sales and Marketing
Tel: 334-749-5641
E-Mail: dhamby®@datacount.com
Website: http://www.datacount.com
NAB Booth Number: L10967
New Product(s): Datacount 32™
Category: Tratfic and Billing
Software System
Release Date: NA
Cost: Not determined at this time
Description: Datacount is in the carly
stages ot delivering a new Win-
dows"/ODBC traffic and billing system.
D32 is a new traffic system that targets
all levels of information: corporate, group
and station. Information is gathered using
ODBC as the standard for communi-
cating with any reporting program. D32
leverages existing technologies, includ-
ing the thin-client/fat-server approach
to reporting, and the three-tier
client server model for user interaction.
Designed as an "open system,”
all D32 files will be 100 percent
ODBC compliant. File specifications
and data structures will be open and

available to end users. This allows all
data to be exported to a multitude of
software tools. With data structures
available to end users, customized re-
ports are generated by novice users
through Excel and other tools, to
gather detailed revenue and avails
data for more intensive analysis.

DAVICOM TECHNOLOGIES LTD.
Contact Person: (USA) Donna De-
tweiler, Manager; (outside the UISA)
Francois Robitaille VP Marketing
and Sales

Tel: (USA) 609-653-1065, toll trec
877-327-4832, (outside the USA)
819-370-4343

E-mail: (USA) infodavicom@davi-
com.com; (outside the USA) fro-
bitaille@davicom.com

Website: www.davicom.com

NAB Booth Number: L13057

New Product(s): FMPNMN-01 FM
Power Monitor

Category: Transmission Products
Release Date: Mar 31, 1999

Cost: List Price $695

Description: The FMPM-01 FM Power

Monitor is used at the transmitter site to
detect the RF carrier: It provides a [DC volt-
age corresponding to the RF power to the
remote control system at the transmitter
site. The FMPN-01 also demodulates the
signal to provide a sample of the mono or
stereo audio, making it casier to obtain crit-
ical measurements such as frequency re-
sponse, noisc and distortion.

The FMPM-01 is an accessory for
the Davicom M-A-C (Monitoring Alarm
Control) and Mini M-A-C remote mon-
itoring and control systems. It will also

work with other systems.

ENCO SYSTEMS, INC.

Lamoray, VP
Sales and Marketing

Tel: 800-362-6797 and 248- 74 >

New DH30 digital hyrio

for IFB applications (216 MHz band)

We'vs Thanyey Bovths

To check out a demo of our new products,
swing by booth L10671. Gary and David
might even sign an autograph for you.

So when you're in Vegas, throw some dice,
play some cards, and visit Gary and David,
the Gentner Elvi alter egos.
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476-5711
E-Mail: lamoray@c¢nco.com
Website: www.enco.com
NAB Booth Number: L.11894
New Product(s): DADPRO32 Digital
Audio Delivery System
Category: On-Air and Production
Automation, Digital Audio
Cost: Vanable, dependent on configuration
Description: The DADPRO32 Digital
Audio Delivery System uses common-
ly available, oft-the-shelf, non-propri-
etary computer hardware and network
architecture to provide complete live as-
sist and/or automated on-air, production,
and inventory management capabilities.
Systems may be contigured as a
single workstation supporting simul-
tancous automated on-air and produc-
tion operations, or as any number of
workstations for multi-station facilities,
each optimized tor their specific tasks.
DAD also supports integration of Sound
Cube technology, Multitrack Editing,
NewsWire Capture and Editing with
sound bytes embedded in Prompting
Displays, full integration with sched-
uling and billing, and Global Wide Area
Newworking for group wide sharing of
data and resources.

HARRIS-INTRAPLEX TRANS-
MISSION SOLUTIONS

Contact person: Bill Gould — Broad
cast Products Manager

Tel: 978-186-9000

E-Mail: bgould@harris.com

Website: www. harris.com/communica-
tions

NAB Booth Number: Radio Hall Booth
L12853

New Product(s): Intraplex Intralink
ISDN Codecc Multiplexer

Cost: Pricing for Intralink starts at
$6000

Description: The Intraplex [ntraLink
ISDN Codcc Multiplexer consolidates
all the functions of up to six ISDN
codecs into one rack-mounted unit. In-
tralink is compatible with most major
rands of codecs, including the Intraplex

OutBack, Telos Zephyr™ and CCS
Prima”, allowing you to deploy these
existing units to the field.

IntraLink has front panel VU me-
ters and a Windows-based graphical user
interface that allow you to view and con-
trol all your remote lines on a single
screen. With the Intraplex Intralink
ISDN codee multiplexer, you can man-
age all your remote broadcasts trom one

centralized location.

INGVONICS, INC.

Contact Person: [im Wood
Pres./Chict Engineer

Tel: 831-458-0552

E-Mail: jim@inovon.com

Website: www.inovon.com

NAB Booth Number: [.13878

New Product(s): Model 520, AM
Modulation Monitor

Category: Test and Measurement
Release Date: Shipping in June 1999
Cost: $1750

Description: [novonics' 520 is a tunable,
ott-air Modulation Monitor for monau-
ral AM broadcast service. [t measures
positive and negative carrier modula-
tion, has fixed and variable peak flash-
ers, plus alarms tor overmodulation,
carrier loss and program audio loss. An
outdoor, active territe-rod antenna en-
ables transmitrer performance moni-
toring from the studio. Or, a dircct RF
sample can be used at the transmitter
site with a built-in RS-232 link for re-
mote display and analysis.

KLOTZ DIGITAL AUDIO

Contact Person: Ray Esparolini
Tel: 678-966-9900

E-Mail: esparo1@ibm.net
Website: www klotzdigital.com
NAB Booth Number: 10994
New Product(s): Spherion
Category: Audio Console

Release Date: Available Now
Cost: Klotz Spherion systems start

at $29,000.

Description: Klotz' Spherion digital
audio console may be used for live
broadcast and production applications.
Spherion is founded on Klotz's 3d: router
technology which allows multiple con-
trol rooms to share sources, logic, con-
trol and [DSP functions.

Spherion is available in two sizes:
a 12-fader version with a minimum of
24 input sources and a 20-fader console
with a minimum ot 40 input sources and
DSP production teatures. Sources in-
clude microphone, stereo analog line,
and various formats of digital line in-
puts, and can be routed to any fader.
Unlimited expansion ot sources and out-
puts is handled in increments of two
sterco channels at a time.

Machine control logic follows cach
source regardless of its channel assign-
ment. Multiple Spherion consoles can be
integrated throughout a facility 1o share
audio sources, logic facilities, intercom
and other capabilities utilizing Klotz's
Digital DiAN fiber optic network option

LPB, INC.

Contact Person: John Devecka,

VP Sales

Tel: 610-644-1123, 877-LPB-COMAM
(10l tree)

E-Mail: Ipbsales@Ipbinc.com
Website: www.Ipbinc.com

NAB Booth Number: L13977

New Product(s): Spatial One Studio
Monitors; SALSA NT digital Audio
Automation; Card Radios

Category: Spcakers, Automation Sys-
tems, Promotional ltems

Release Date: Shipping now: Spatial
Onc and Card Radios; May 1, 1999.
SALSA

Cost: Under $700 per pair (Spatial
One); Under $10 cach (Card Radio)
Description: The Spatial One Studio
Monitors provide audio and imaging
for Radio studios. The SALSA NT takes
the features of the original SALSA sys-
tem and moves them ino the world of
NT Networks. SALSA ofters high sta-
bility, multi-layered passwords, wide-
area networking and more. Card Radios
— LPB has developed AM and FM
portable Radios for station promotions.
They come complete with custom
graphics, batteries and carbuds. Avail-
able for SCA reception. 76 »




"If a song plays on the radio and nobody hears it...did it really play?"

Who hears the hits...
and how often?

Combine Selector rotations with ARBITRON ratings...
...check out every daypart & demo using SelectorREACH!

""Song, artist and category
turnover is critical at every
station, and SelectorREACH
is a great new tool to help

maximize rotations!’

Jim Richards, Partner,
Vallie-Richards Consulting

14

“It is only with the recent
release of SelectorREACH that
a programming tool specifically
geared toward a programmer’s
needs has been seen. To com-
pute a song’s performance, you
can get out a calculator, or you
can get SelectorREACH.”

Jim Kerr, Alternative Editor,

Radio & Records, January 8, 1999

'Yes! _ Send more info on SelectorREACH fast.

Gugliemo Marconi, 1901

"How many PI listeners hear
specific artists, songs or cate-
gories? By using
SelectorREACH to match
music schedules with ARBI-
TRON listening estimates, you
can answer these questions
Jor the first time!"'

Pierre Bouvard, GM,
Arbitron Radio

Radio Ink

Name: Title: Actual Call Letters:

Address: City: State: Zip:

Phone: Fax:
. s eswmmm  Radio Computing Services,inc. a —— o= A ¢RS OF
S ST Tel: (914) 428-4600 Al 7RON Q/\&\‘* ,
e me WS Fay (914) 428-5922 L octo
- e e E-mail: info@rcsworks.com S }/
Sound Software www.rcsworks.com E THE MUSIC SCHEDULING SYSTEM



NAUTEL MAINE, INC.

Contact Person: Gary Manteutfe!
Tel: 207-947-8200

E-Mail: info@nautel.com

Website: www.nautel.com

NAB Booth Number: [.12884
(Radio/Audio Hall, LVCC)

New Product(s): XL Scries IBOC
DAB'AM Transmitters

Category: AM Transmitiers

Release Date: April 1999

Cost: Contact NAUTEL
Description: The NAUTEL XL Series
solid state AM transmitters arc now
compatible with the performance cri-
teria of the leading IBOC DAB devel-
opers, including USA Digital Radio.
NAUTEL XI. Series AM/IBOC DAB
transmitters are available in a range ot
powers, 60kW, 30kW and 12kW. USA
[Digital Radio and NAUTEL are "strate-
gic partners” in the development of
IBOC DAB transmitters.

The NAUTEL XL60 solid state
60kW AN transmitter features: overall
cfficicncy of 84-88 percent, a complete
standby exciter section with automatic
changcover, and 145 percent positive
peak capability at 60kW. On-air ser-

viceability with the XL60 allows a power
module to be removed while the trans-
mitter remains on-air. With a power out-

put capacity ot 66kW, reserve power is
built into the XL60.

OMNITRONIX, INC.

Contact Person: David Solt

Tel: 215-699-2400

E-Mail: info@omnitronix-inc.com
Website: omnitronix-inc.com

NAB Booth Number: 113979

New Product(s): Solid State Medium
Wave Frequency Agile Transmitters,
Solid State Short Wave Tropical Band
AM Transmitters

Category: Transmitters

Release Date: First Quarter 1999
Description: Solid State Medium Wave
Frequency Agile Transmitters use broad-
band amplificrs capable of covering the
entire AM broadcast spectrum. They
can operate in harsh environments, high
humidity and high altitudes. They are
modular, can be installed into portable
shelters and are cabinct-mounted. They
are also categorized for jamming and
broadcast transmitter applications with

the ability to switch frequencies quick-
ly. They are available trom 500 to 10,000
watts and have a frequency change ca-
pability from 530-1710 kHz while sus-
taining loads of 2.0:1 VSWR.

Solid State Short Wave Tropical
Band Transmitters teature solid state re-
liability, universally available components
and pulse duration modulation (PDN)
technology. They are available in 500,
1000, 2500 and 10,000 watts and fre-
quency ranges of 3.0 10 6.0 MHz.

ORBAN

Contact Person: Amy Huson, VP
Marketing and Customer Service

Tel: 510-351-3500

E-Mail: amyhuso@ orban.com
Website: www.orban.com

NAB Booth Number: L 13684

New Product(s): New Version 2.0
Upgrade tor Optimod-AN 9200,
New PC Interface Software for Opti-
mod-FM 8200, New Version 2.5

for Audicy

Description: New Version 2.0 Upgrade
for Optimad-AN 9200 delivers new pre-
sets for music formats for high trequency
short wave broadcasting. The new pre-
scts can also be used by AM band broad-
casters to provide extended coverage to
protect the signal in such adverse con-
ditions as low-power, night-time oper-
ations. Version 2.0 offers added security
to OPTIMOD-AM 9200 users.

New PC Intertace Software for Op-
timod-FM 8200 is designed to improve
the PC control interface that can be used
to control and fine-tune a station's sound
via modem from the studio, home or car.

New Version 2.5 for Audicy allows
Audicy to support TCP/IP and Novell
networking, going beyond LAN and
connecting to WAN. The Audicy can
now c¢mbed traffic and continuity in-
formation into sound files so it can be
used to send finished audio productions
to on-air delivery systems.

PROFESSIONAL SOUND
CORPORATION

Contact Person: Ron Meyer

Tel: 661-295-9395

E-Mail: sales@protessionalsound.com
Website: www.professionalsound.com
NAB Booth Number: L 13588

New Product(s): PSC M4mkIl Mixer
Category: Remote Broadcast, Remote
Recordings, Newsgathering

Release Date: Jun. 1, 1999
Description: The new M4mkll Mixer
otfers the ability to operate from an in-
ternal NP-1 rechargeable battery or con-
ventional alkaline cells. In addition, the
new design contains provisions for pow-
cring wireless receivers. This mixer also
comes complete with a boom pole
mounted remote control allowing ENG
operators to control the mixer while
hooming with two hands.

The new NM4mkll Mixer is ap-
proximately 15 percent more com-
pact than its predecessor and lighter
in weight as well. It weighs approx-
imately three pounds, making it one
of the lightest mixers on the market
yet containing quality componctry
throughout. It includes NKK switch-
es, Clarostat pots, and a custom-made
LCD display with night back-light-
ing. A PortaBrace case and padded
shoulder strap are included.

RADIO COMPUTING SERVICES, INC.
' o
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Contact Person: Carolyn Lemoine,
Ext. 172

Tel: 914- 428-4600

E-Mail: info@rcsworks.com
Website: www.rcsworks.com

New Product(s): SelectorWIN; Sclec-
torREACH,; ScleciorNET, Internct
VoiceTracking

Description: SelectorWIN (Selector
for Windows) lets you drag and drop
songs onto your log. Round format
clocks can be adjusted. Questions are
answered with a fully indexed, on-
screen help system. Plus, there are new
animated "Show and Tell"

demonstrations. Its compan- 78 »




ENCO + Orban + Harris= DADprro32
The Only Complete Digital Audio Delivery Solution

ENCO and Orban have combined the best features and technology of their digital audio products, and
Harris now exclusively represents ke new and tmproved DADrro32 Digital Audio Delivery System.

DADrro32 offers all of the features ard functionality demanded by today's pragressive broadcast

facilities. Utiiizing standard off the shelf non-proprietary hardware, network architecture, and operating

systems, DAD is the logical cnoice for both Autcmated and Live Assist On-Air operations, Production,

News, and Irventory Management. DAD supports Orban Sound Cube Techrology, transparent links to

the Orban Audicy Multitrack Editing System, sharing of data with other software applications for Wire

€apture & Editing, Scheduling & Billing, and *Fe Internet, as well as interface to other professional

broadcast contral and switching equipment. And DAD comes with free software upgrades for the first

year, permitting immediate access to all of the \atest features supported by rapidly emerging technology

and evolving droadcast industry requirements. R
next level solutions

Integrated LAN and WAN capabilities make DADmo032 the logical choice for groupwide, nationwide, or

worldwide sharing of Audio, remote VaiceTracking, News, Schedules, and cther data WIRELESS

Call Harris today to discuss how the DADpro32 Digital Audio Delivery System wili permit you to realize the BROADCAST

operational efficiencies and ccst savings available with the latest technology.
COMMUNICATIONS
PRODUCTS

leRI?IS

1-800-622-0022 « www.harris.com/communications Communications



ion, the new LinkerWIN, rotates lin-
ers, promos and jingles. The two can

be combined tor navigation hetween

promos and songs.
SelectorREACH takes your sta-

tion's Arbitron ratings and compares

them 1o song rotations. Selector-
REACI I tells you who hears the hits
and how often, and allows you to-

target P1 listeners more etfectively.
SclectorNET displays, on your
station’s Website, the song title and

artist now playing. It works with any
digital automation system.

Internet VoiceTracking can be

conducted trom any remote loca-

tion. An announcer with Web ac-

cess, a  Windows-compatible
soundcard and a mic can VoiceTrack
dircctly onto their studio program
log. You can produce VoiceTracks

in minutes with no setup and no ad-

ditional cquipment.

RADIO SYSTEMS

Contact Person: Dan Braverman
Tel: 609-467-8000
E-Mail: sales@radiosystems.com

Website: www.radiosystems.com
NAB Booth Number: L1158

New Product(s): StudioHub
Category: Wiring/Installation
Release Date: June 1, 1999
Description: Studiol lub is a new ana

log and digital wiring system that is
based on industry-standard shiclded
CAT-5 standards. The product line fea
tures true plug-and-plav cable harness-

patch pancls and additional accessorics.

ROLAND CORPORATION USA

FNEREREZNRRNE:

Contact Person: Leanna Harshaw
Tel: 323-685-5141
Website: www.rolandus.com
New Product(s): 7000-Scries V-Mix-
ing System, 12S-90 Powered Moni-
tors, Free Software Upgrade for
VS-1680 Digital Studio Workstation
Cost: Starts at $4990 tor The V-Mix-
ing System, $599 for a [35-90 Pow-
ered Monitor, $3195 for the VS-1680
and $395 tor cach VS8I--2 cffects
card. The free sottware upgrade is
available via Roland's Website or tor a
minimal charge it orderced through
Roland's customer service department.
Description: The V-Mixing System of -
fers 94 channels of automated digital
mixing, 40 XL.R inputs with 24 bit A/]Ds,
32 mono effects, 94 DSP modules, sup-
port for 48 tracks of ADAT" or Tascam
MDM recording or mixing, 5.1 Sur-
round Sound mixing, and instant recall
ol all mixer parameters.

12S-90 Powered Monitors offer ana-
log and digital inputs. The monitors
work with the COSM Speaker Model-
ing in the VM-3100Pro, the 7000-Se-

ing, integrated balancing amplifiers,

ries V-Mixcrs, and the VS-880EX and
VS-1680 Digital Studio Workstations.

Free Software Upgrade for VS-
1680 Digital Studio Workstation fca-
tures 18-track
capability, allowing users to mix down
up to 16 tracks to two additional tracks
for mastering. The VS-1680 also in-
cludes the "Mastering Tool Kit" etfects
algorithm  with

"mastering room"

split-frequency
compression.

SWITCHCRAFT INC

Contact Person: Melanic Courtney
Tel: 773-792-2700

E-Mail: marketing@switchcralt.com
Website: www.switchcraft.com
sales@switcheratt.com

New Product(s): Switchcratt Q-G
Twist; New Vidco Jack Series Protfes-
sional; Punchdown Terminal (PPT)
Release Date: Junc 1999
Description: The Switchcratt Q-G
Twist uses a strain relief incorporated
into the handle and a one-picce in-
sert/front shell. The strain relief auto-
matically clamps onto the outer jacket
ot the cable. It will be available in male
or female, three through seven pins/con-
tacts, nickel or black finish, silver or
gold-plated pins/contacts.

New Video lack Serics will be avail-
able in twostyles, the HID version, which
meets SMPTE 292M specitications for
HDD video signals, and the SD version,
alower-cost version capable of handling
bandwidths trom DC 1o 750Nz

Protessional Punchdown Terminal

DIGITAL
RADIO

Come Hear
The Difference

April 17-22, 1999
Las Vegas Convention Center

NAB ‘99

Radio Hall
Booth L10656
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(PPT) is a split-barrel IDC terminal that
allows for re-termination of audio patch-
bays. The PPT offers a housing that
withstands numerous punchdowns and,
on the side of the housing, serrated teeth
that increase the withholding force of

terminated wires.

TASCAM

Contact Person: Roscoe Anthony
Tel: 323-726-0303
E-Mail: ranthony@tascam.com
Website: www tascam.com
NAB Booth Number: 1.22383
New Product(s): Cl13-450 Compact
Disc Player
Category: ’roduction
Release Date: April 19, 1999
Cost: $760
Description: The CI-450 is designed
for the broadcast facility, recording stu-
dio, sound contractor or DJ. lts features
include Auto Cue and Auto Ready tunc-
tions; Call and End of Message (EOM)
functions; Fader and Event Start capabil-
ity; Incremental Play; numeric keys for
programming; and all the connectors
needed 1o interface with other cquipment.
The new 2U rack-mountable TAS-
CANt CID-450 can he integrated into
any production environment. It provides
RCA unbalanced analog outputs and a
coaxial (RCA) S/PDIF digital output
With the optional LA-450 output kit,
the CI>-450 gains balanced XIR ana-
log outputs plus an AES/EBU digital out-
put terminated in an XLR connector. For
remote operation, the optional RC-
450C remote controller is available.

WHEATSTONE CORPORATION

Tel: 252-638-7000

E-Mail: email@whcatstone.com

NAB Booth Number: L12171

New Product(s): Wheatstone 13-600,
Wheatstone A-5000

Description: The Wheatstone 1D-600
is a digital, on-air production console
available in mainframe sizes up to 40
positions. Inputs feature four-band BQ),
dynamics processing, ducking and eight-

character source displays. Four sterco
busses provide both digital and analog
outputs. All switches, taders and dis-
plays arc addressable via serial interface.

The Wheatstone A-5000 is an ana-
log Radio console using the same main-
frame as the Wheatstone [D-500 scries
digital console, allowing future con-
version to full digital operation. Stan-
dard teatures include tour sterco busses,
two internal mix-minus assigns, full ma-
chinc logic, electronic switching, FED
illuminated switches and fully hot-swap-
pable modules.

360 SYSTEMS

Contact Person: Linda F'rank, Visible
Ink 818-249-8885; Sandra Inbody-
Brick, 360 Sysiems 818-991-0360

Tel: 818-991-0360

E-mail: info@360systems.com
Website: www. 360systems.com

NAB Booth Number: L11272

New Product(s): SHORT/CUT " '99
TCR4 AND TCRS8"®

Description: SHORT/CUT " 99 is a
two-track digital audio editor that
records to internal hard disk or option-
al external removable media. It is com-
pletelv  sclf-contained, including
keyboard, speakers, large wavetorm dis-
play, scrub wheel and tape-stvle trans-
port controls. File tormats common to
most DAWs, news servers and automa-
tion playout systems are supported, in-
cluding WAV, BWF and AlFE: Short/cut
‘99 will rcad and generate sound tiles
that can be transterred via the Internet
as E-mail attachments.

TCR4™ AND TCR8" arc new

svnchronous digital audio hard disk
recorders. The four-channel TCR4
and cight-channel TCRS are designed
specitically for broadcast, video pro-
duction and vidco post-production
applications. Both modcls offer 24-
bit audio quality, massive internal hard
disk storage, high-density removable
disks, random access hard disk stor-
age, complete timecode implementa-
tion and VTR e¢mulation. &
In addition 10 new products being in-
troduced on the tloor of the NAB this
year, there will he several super sessions
held 1o explore today's hot issues.

I'or more information, visit the NAB
website at www.nab.org/conventions.

because ...
... it pays

FOR
RATINGS!

All antennas are
not equal.
Because of their
design and our
pattern
enginering and
testing, Shively
antennas deliver
range, accuarte
coverage and
flexibility.
Single or multi-
frequency, high
power, low
power,
omnidirectional
or directional.

-
i

to be heard. |

A1 | g
018 NRVa ' Y,

N

P.0.Box 389,

Bridgton, ME 04009 USA
Tel.: (207) 647-3327
FAX: (207) 647-8273

1-888-SHIVELY .
e-mail: sales@shively.com
Web: www.shively.com
- An Employee-Owned Company -
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B GENERAL MANAGEMENT

Station Manager/General Sales Manager
Dominant 3-FM cluster in Clarksburg, WV.
Great situation for a motivated AE ready
to move up to a manager, or a goal-ori-
ented manager who wants to become a
part of the largest radio group in the state.
Brand-new facility in growing area. Fax or
send resume” to Gary Mertins, Director of
Sales, West Virginia Radio Corporation,
1251 Earl Core Rd., Morgantown, WV
26505. Fax 304-296-3876 E.O.E.

A Northem New England combo. Candidate
should be dedicated, aggressive and pos-
sess strong sales management experience.
We offer competitive salary and incentive
plans, along with a retirement plan and
health insurance. If you don't mind being
challenged both personally and profession-
ally, a long-term future with this company
awaits you. Wonderful area in which to live.
All responses will be treated with utmost
confidentiality. Send cover letter and
resumé to Blind Box 206 at Radio Ink. EOE

Sales Management

Opportunities

Over half our General Managers and Corpo-
rate Management Team moved up from with-
in our company.

We are looking for a few more SUPERSTARS.
If you desire to lead a sales force with a pro-
gressive broadcast group, contact us. Cur-
rent Sales Management opportunities in Salt
Lake City, Albuguerque, Boise, Little Rock or
Providence. We operate 110 radio stations in
21 markets coast to coast — and GROWING.

® Are you a strong leader?
¢ Are you passionate about the radio business?

* Have you a proven high performance in
sales and management?

* Do you want to grow?

Mail resume with cover letter to:
Gerry Schlagel
Citadel Communications
500 4th Street, NW #500
Albuguerque, NM 87102.
PH: 505-767-6740 FAX: 505-767-9166. EOE

&

Citadel Communications Corporation

“Opportunity Fueled By Growth!”

Springtime in paradise awaits! A ground-floor

opportunity with Clear Channel in a newly
formed group is available in Palm Beach,
Florida. Join a growing market. You place a
strong emphasis on seiling local direct busi-
ness. Minimum of 2 years’ radio sales ex-
perience. Send resume” to:

Scott Hyber

3071 Continental Drive
West Palm Beach, FL 33407

Communication strictly confidential

Equal Opportunity Employer

NTR DIRECTOR

8 SALES MANAGEMENT

o SALES

@

CUMULUS

GET THE BEST OF
BOTH WORLDS!!

V Be a stone’s throw away from the 15th Largest
Market (Minneapolis) —yet be able to enjoy a
small-town, family lifestyle. (population
125,000)

¥ Eam 70-80 K and take off in the world of radio
consolidated mega groups.

¥ Work for a publicly held company.

V Be a market manager in waiting with the 3rd
largest broadcast group in the nation.

Our standard benefits package outshines most.

Openings for Director of Sales in Mason City.

lowa, and Rochester, Minnesota.

For a confidential interview,
call 612-819-6044

80

Are you looking
for a career rather
than a job?

In a few short years Prophet Systems
Innovations has become the standard by
which others are measured. Our digital
automation system has been integral in the
recent changes in the broadcast industry. We
are now looking to other markets as we
continue our growth plans. PSi is actively
seeking assertive sales personnel, detail-
oriented support techs, talented programmers
and creative engineers. Do you have what it
takes to be part of our team? Visit our website
at www.prophetsys.com, then call Human
Resources Manager Candy Spady at

(800) 658-4403.

">

p>
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Prophet Systems IN.

AudioWizard™ for Windows

Clear Channel/Milwaukee has an immediate
opening for a qualified individual to fill the
position of New Business Development Di-
rector. You will be responsible for creating
and coordinating programs for our four-sta-
tion cluster and our magazine publishing di-
vision. You will also be involved in
developing synergy sales programs with our
outdoor advertising partner, Eller Media.You
should be very well versed in all aspects of
non-traditional, event marketing and vendor
program revenue generation. You should have
at least 3 years’ experience in outside sales;
and while broadcasting sales experience is
a plus, it is not required. If this describes
you, then you should send your resumé and
salary requirements to : Terry Wood, Vice
President/General Manager, Clear Channel,
P.O. Box 20920, Milwaukee, WI 53220. Clear
Channel is an EOE employer.

H MISC

Here's your chance to {oin an innovative team
on a mission, to create one of the nation's
ge,admg Chnstlin radio stations. Qualified can-

idates must have a big market sound and
excel in J)r,qductlon, promotions and/or news.
Drive, f sitions include: executive producer
an uper” host, writers, producers, an g
top-notch news team. Please send tape an
resume to : Human Resources, Lock Box
10064, Chicago, IL 60610

8 SITUATIONS WANTED

To subscribe, call 1-800610-5771

SALES MANAGER 316-343-9896

CLASSIFIED AD RATES

Call 800-610-5771 or
fax to 561-655-6134.

All ads must be prepaid. Checks, MasterCard, Visa
and American Express cards accepted.

E-mail to sueallen@radioink.com
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YELLOW INK"

Antoinette Ellis

215-508-3225

PROGRAMMING MARKETING AND PROMOTION

For over 125 years, we've bezn lending
helping hands to a hurting world, offering
food, shelter, comfort — and hope.
One way we provide hope is with radio:

Wonderful Words of Life
15 min. weekly, inspirational music and talk
(English & Spanisf)

Heartbeat
:60 spot about life issues (English only)

Call for a free audition kit.
phone (404) 728-6727
fax: (404) 728-1331
voice mail (800) 229-9965

- J

AUT@ GRAN

Audio Consoles
www.autogramcorp.com
email: info@autogramcorp.com

(800)327-6901 fax (972)423-6334

INTERNET RESOURCES

BUYSELLRADIO ONLINE
www. buysellradio.com
FIND BUYERS!
FIND SELLERS!

FIND INVESTORS!

http://www.buysellradio.com
or E-mail: deb@buysellradio.com

ot 319-243-8679!

MARKETING AND PROMOTION

CAPS — SHIRTS —
BANDANNAS — TOWELS
Inexpensive Prizes That Work! English, Ethnic,
Rock, EZ, Classical. Free help with the art. We
ship direct o your prize winners.
Promotion Factory, Monroe, NC.

800-277-0031

Gorgeous screen printing and embroidering.

RADIO INK —APRIL 12, 1999
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FF CHALLENGE

'/ “ @ i
A Big Hit!
e "
Highly Recommended!

Scott Smith, Promotion Director, KZPS, Dalas TX
Gotr, Foorsaly, BASEBALL . . . Grab attention with these
sports action playing centers! 15 min set up, indoors or out.

Golf - chip real golf balls through flaps that open in the target area.
Football and baseball - players toss balls through the target flaps.

Make your remotes more exciting and interactivel
www.chipoff.com/golf/

CUSTOM RADIO STATI
GRAPHICS

r (
“World's Fastest Shelter"™ o

lcanes o gaad w Sets up in 60 seconds
i m Compact size stores easily
Loas ot omeoos) )
m Durable reinforced ail-steel
i double truss design
Double stitched tops 1 colorful designer solid colors 1r combin atlons
E-Z UP INSTANT SHELTERS™ ARE PERFECT FOR:
Boating @ Picnics @ Camping @ Sales Booths
Race Pits @ Backyard Barbecues @ Ball Games

BSR/E-Z UP: Division BSR Products
1:800-57:COVER Moo s 1-704-663- 0955

PRODUCTION

Radio Potato
PRODUCTION MUSIC, VOICES, OUTSOURCE PRO-
DUCTION. Also great News-Talk Jingle Fackages!!
Radio Potato. Call 800-468-6874 for a free demo.

To Place a Yellow Ink Ad,
Call 215-508-3225
All ads must be prepaid. Checks, Mastertard, Visa
and American Express cards accepted.

To subscribe, call 1-800:610-5771

: E
Sizes: 15 tall x 12° diameter - $5995

12" tall x 10" diameter - $5495
includes simple artwork

¢ Set up/takedown in less than 10 minutes

¢ Lightweight/portable

o Eqsily fits into trunk of car

¢ Plenty of space for artwork/logos

-- Contact: Lenny Freed
-+ 330.273.3200 ext. 137

£ Copyright 1998 Scherba Industries, Inc

Are you looking for
something really

310

MAXIMAGE

3D Advertising Since 1980

URBAN NEWSPHONE

URBAN NEWSPHONE.........c.cccceuu... 323-255-7301
New FREE Service For Your IVR ("Inside Line")
Phone Lee Bailey @ 323-255-7301 /
leebailey@leebailey.com

52 tested and proven
elemarketing campaigns to

help you increase revenue
on the phone. Only $117.
Call to order your copy
today at 800-610-5771 and
ask for Gwen or Renae.
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Finally...
A Training Program Designed
to Help Your Senior Salespeople

to the Next Level!

RAB & Streamline Press Present...

A Special 7 Video Series...

Ken Greenwood’s “The 7 Strategies for High
Performance Selling”
There is a new wind blowing. Old selling techniques are finally giving
way to a new understanding of the selling process...to “The Seven Strate-
gies for High-Performance Selling!” RAB and Streamline Press are

pleased to present a landmark series based on the highly-acclaimed book
by Ken Greenwood.

This all-new Professional Development Series training program includes
seven video modules, participant guides, a manager's handbook and com-
plete unit testing.

“The Seven Strategies for High Performance Selling”...THIS IS THE NEXT LEVEL!

To order call 1-800-232-3131 or log on to RadioLink
at www.rab.com.

With each copy, you will
receive the complete 7-
video series, 5 75-page
participant guides and the
manager’s handbook.

1 or 2 Copies:
Price: $795

3 or 4 Copies:
Price: $695

5 or More Copies:
Price: $595

Ask about special pricing
options for orders that in-
clude additional partici-
pant guides.

Shipping, handling and
sales tax where applicable
will apply.

STREAMLINE
=PRESS=

W
Raaqio



MAY 1999
May 10

Alfred Liggins, CEO of Radio
One, is our cover interview. In addi-
tion, Radio Ink will honor the 25 most
successful African-Americans in Radio.
Managers also will receive an in-depth
handbook on how to manage in a clus-
ter environment.

Sales Deadline — April 23

May 24

Walter Sabo and the Radio Ink ed-
itorial statf dig deep into the success
of Talk Radio. Talk Radio has been the
most successful Radio format of the past

year. We'll tell you why.
Sales Deadline — May 7

JUNE 1999
June 7

Who are the 25 most intriguing
women to watch in Radio? Radio Ink will
list them and explain why they are
headed for the top.This issue will in-
clude more articles on post-consolida-
tion management techniques as well as
a very fascinating cover interview.

Sales Deadline — May 20

June 21st

The World's Greatest Facilities
issue is back — and it's bigger than ever.
If you think yours is the best facility,
notify us now. Editorial deadline for

this issue is June 1.
Sales Deadline — June 4

JULY 1999
July §

The 40 Most Powerful People
issue. What a ditference a ycar makes
in Radio. Who will fall off the list> Who
are the newcomers? Who has risen to
new heights on the most-talked-about
list in Radio. One thing is tor sure,

there will be surprises.
Sales Deadline — June 18

July 19th

Our yearly format review. Is Coun-
try still King?> Will Rock Alternative
pass Classic Rock in popularity? Can
Jammin' Oldies possibly last? Are there
any new formats being created? You'll

know after July 19.
Sales Deadline — July 1

To discuss any upcoming editorial content with our editorial staff, call Ed Ryan
at 561-655-8778 or contact him by E-mail at edryan@radioink.com
To discuss advertising in any of our upcoming issues, call J‘c{f Strahl
i

at 561-655-8778, or contact him by E-mail at jeffstrabl@ra

oink.com.

job...

RADIO INK — APRIL 12, 1999

If you are
completely
satisfied
with your

no need to
read this.

[0. You are the most convincing person you know.

. You are fearless in asking for large budgets.

. You are willing to discuss money up front with CEOs.
. You have the abllity to question like Mike Wallace.

. You are assertive, not aggressive.

. You are always closing.

. You love South Florida weather.

. You have a passion for winning|

. You are driven by competition.

. YOU LOVE LOTS AND LOTS OF MONEY!

Radio Ink Magazine is an equal opportunity
employer. Compensation is VERY competitive.

O
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Here's the radio sales job that
consolidation won't touch.

Communication is strictly confidential.

Call Veronica Cooper at
561-655-8778, Extension 213,

between 3 and 5 p.m. Eastern Time.

To subscribe, call 1-800-610-5771
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“u . I tSasves B
THE BEATI.ES WERE NUT AM USED when a very young Bruce Morrow asked them

to sing an a cappella version of My Generation. Hey, Cousin Brucie, that was The Who, not the Beatles.

ROSS BECKER OF WKMO
ELIZABETHTOWN, KY IS
A HAPPY MAN!

Here’s what happened.

The sales staff at WKMO convinced 20 Elizabethtown business
decision-makers to spend one hour in a conference room at Ross
Becker’s station. Each meeting included an account executive, a

, i business decision-maker and a Radio Concepts, USA representative.

was shared. As a result, 17 annual contracts were signed, totaling
$160,000! That’s a lot of inventory at $13.50 per unit!
—' Believe it or not, Ross did it with the help of a jingle company.
“g7 Al of those businesses are now using musical imaging from Radio
“ Concepts, USA.
Ross will be happy to share the story with you. Cali him at 502-769-
1400 and you’ll understand why you sheuld reserve a conference room in
your market.

. a Some things were said that needed to be said. Information

Ta subscribe, call 1-800-610-5771 RADIO INK — APRIL 12, 1999




* Ratings That Bump Up
In The Night
I's strange how the numbers
just seem 1o change at midnight...

Market ' Station M-S 6A-12MID | Art Bell
| . Adults 25-54 Adults 25-54
Market Rank Markgt Rank

New York . - #19 #3
Los Angeles #24 : #8
Chicago ' Ik #5
Boston : #13 #7
Houston #1 : #2
Miami : ' #21 #3 -
Cleveland #7 #1
Seattle - | #19 #1
Sacramento #2 #1

. Phoenix - #10 #2

AONCT TN PAACT INITH

kT BELL

LOEMESE
| 541-664-8829 '

Source: Fall 1998 Arbitron Metro Survey Area




| ~®
Advanced Music Scheduling Software for Windows 95/98/NT

¢ Powertul Import Wizard makes it fast and easy.to import your data.
¢ The world’s first 32-bit music scheduling system.
¢ New Version 2 incorporates a year of user feedback and suggestions.
¢ Intuitive, graphical user-interface, and you can customize almost everything.
« The most powerful feature set in the industry.
¢ Schedule jingles, liners, voice tracks and more for your digital playback system
with the same power and control you have with song scheduling. No add-ons required!
¢ Y2K compliant.

“The most POWERFUL music scheduling
tool on the planet! It’s like the difference
between analog and digital, mono and

“Powergold 98 has taken music schedui-
ing to the next ievel. Amazingly intuitive
and easy-to-use, yet with incredible
depth. Definitely the Mercedes of
music scheduling software!’

Mark St. John - Zapoleon Media Services

stereo, am and fm...dos and
windows...simply POWERFUL.”

Doug Stannard - KROK/KVVP

1.800.870.0033 ar* 1.501.221.0660

e-mail: brenda@powenrgold.com

Designed for Microsoft
Windows 95/98/NT

witload @ free trial version foday &t wwyipowergold.com





