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“My radio station must love me.”

I LOVE MY STATION. I especially love
receiving e-mail updates from their online
listener club... and lately, I've been feeling like
they love me just as much!

I've noticed they are using DIFFERENT
HTML TEMPLATES for their e-mails now—so
it’s more fun to read them. They’ve sent me
their usual weekly e-newsletter, which is
great! But recently I received a special one
designed JUST FOR MY BIRTHDAY... and get
this—they sent another one designed just FOR
OUR ANNIVERSARY, too! My husband wasn’t
even that prompt—1I feel loved!

My husband is a big fan of the station also,
and lately we've noticed that his e-newsletter
is CUSTOMIZED FOR GUYS, and mine is more GEARED .
TOWARD WOMEN. Very cool! And remember our anniver- Next Generation
sary? My husband says he did, but truth be known, he E-mail Marketing.
received his anniversary email AHEAD OF TIME, and it even
included a coupon from a local florist! I definitely approve.

MULTIPLE E-MAIL TEMPLATES
Recently we've received special offers from the station to BIRTHDAYS
ANNIVERSARIES

STORES JUST IN OUR AREA. No more hiking across town to
find the good deals! And finally, how could I forget surveys
and contests! My station gives me INSTANT ENTRY, right
from their e-mail. It’s so easy to enter and be heard!

CUSTOMIZED PROMOS BY GENDER
ADVANCED SCHEDULING
CUSTOMIZED PROMOS BY ZIP CODE
INSTANT CONTEST & SURVEY ENTRY

MY STATION MUST LOVE ME. They sure know me very
well and I love hearing from them. How do they do it?

Show them
you care.

OPT-IN E-MAIL

MARKETING

Get a FREE demo of enhanced E-mail Marketing. FIRST ~

MEDIAWORK.
1_ 877_ 6 91- 8888 www.firstmediaworks.com

BusinessDevelopment@firstiediaworks.com
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l 6 Erich ‘Mancow’ Muller:

Can This Man
Replace Howard Stern?

Though he’s known for a stunt that caused a major traffic jam on the Bay
Bridge and cost his station more than a million dollars in fines, Mancow calls
his revamped show “an explosion of pop culture.” But is it good enough to

replace the “king of all media”?
Cover photo by Don Marshall
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Congratulations to Milford K. Smith
Recipient of the Radio Engineering Achievement Award

The award is presented by the NAB ta individuals for
their significant contributions that have advanced the
state of the art of broadcast engineering.

on't Gamble with Your Signal,
Improve Your Odds with
The ERI Advantage!

Choosing ERI with our dedication to
Quality and Innovation coupled with the
Synergy achieved through a complete ERI
broadcast system gives you The ERI
Advantage.

ELECTRONICS RESEARCH, INC. E'!‘ii

Call Tol free at 877 ERI LINE - Visit Online at www.eriinc com Your Single Source for Broadcast Solutions™
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FALL Ratings
» Explosion

AQH®™  Summer Fall
Market ~ Calls Share 2004 2004  Change

New'vork WABC P& 32 37 +16%
Ps5-54 28 23 . -18%
35-64 37 46 +24%

Boston WTKK 2+ 3.2 53. +66%
P 25-54 45 8.1 +80%
35-64 34 81"  +138%

Bakersfield KNZRW¥* P 12+ 28 43 +54%
P25-54 M8 37 +106%
P35-64 32 47  +41%

St Louis KFRE P12+ 35 51  +46%
P 25-54 4w 3.8 63  +66%
Ed P3564 52 64- +23%

Houston . KSEV P12+ ™ 28 29 %
P 25. 17 20 +18%
P 35- 30 31 +2%

Buffalo WBEN P12 6.8 93  +31%
P25-54 200 56  +180%
P35-64 6 138 +126%
Dallas KSKY P12+ 1 31 +182%
P25-54 W@ 30 +200%
* P3564 17 41, +141%
San Francisco KSFO P 12+ ] 23 0%
P 25-54 1.0 24" +140%
ar P 3564 30 28 1%

OldahomaCity KOKC P 12+ 21 Yz +14%
~ P 25-54 2.3 22 -4%
" P 35-64 21 a1 +52%

-

- - | Indianapolis WXNT P 12+ : 19  +58%
‘ “v

Rl

’

NewsTaIkRadlo
P25-54 15 30 +100%
P35-64 13 31 +138%

TTW WABC -
\ | Kagsas City KMBZ P12+ 13 65 1%
. P25-54 29 83  +186%
- ' - P35-64 88 110 +25%

Louisville WGTK P12+ 2.3 40 +714%
P 25-54 19 3.0 +58%

P 35-64 29 43 +48%

L)
888-383-3733



‘From Our Chair

I I I a I l By B. Eric Rhoads, CEO & Publisher

L

Would You Recommend

Radio To Your Children?

Some questions have a way ol
cutting right to your soul. Las
week, a dear friend asked, “Wouid
you recommend radio as a carecr
for your children?”

For some reason, this hit e like
a ton of bricks. Since age 14, iny life
has been consumed by the radio
broadcasting industry in one form or
another: on air; in programming,
sales, management and ownership; as
a vendor and now industry publisher.
But radio in 1969 was a lot different
from radio in 2005. Would I still do
it? Is there anything I would rather
have done? Would I want my kids
doing it?

If you ask people a question
and they hesitate, it
indicates that their
answer is something
they had not thought
about, or

—

perhaps
they were not firm on
their position. I hesitated.
My buddy caueht it and
asked why I hesirated.

My initial response
was, “Yes, I wouil encour-
age my kids to follow my path into
radio.” My hesitation came from
considering all the industry changes
— not IF they should go in radio,
but WHERE they should go in radio.
I was trying to determine the biggest
and brightest future. Should they
stick with local radio, national radio,
radio sales, management or on-air?
Should they follow new technologies
such as satellite radio, Podcasting,
Internet wireless LAN
radio? Where would I go today if I
had a choice?

radio or

6 | RADID INK — MARCH 21, 2005

Many challenges to radio, and
changes that should he made, entered
my mind. After all, I am always trying to
get radio people to sit up, take notice,
improve or reinvent. Is this really a
business worthy of valuable lives such as
those of my children?

Though I
told my friend
“yes” and moved on to the next subject,
his question haunted me for hours.
Radio is not the business it had been
when I devoted my career to it. Radio no
longer has the kind of stations and talent
it had when I was a kid. That led to my
own questioning: What excited me
about radio, why did I get in to it, and
would I do it today?

Though T initially struggled with
this question, my conclusion was
positive. I got into radio because I had a

chance to touch people’s lives. I had a
chance to mold the direction of radio
stations. I had the chance to entertain
and inform. I had the chance to invent
new ideas and directions, new formats,
new research, new approaches. I was
able to transform mom-and-pop
business into major local, then regional
and eventually national chains because I
knew how to convince people of the
value of radio and knew how to make
radio work. I watched poor, struggling
businesspeople put everything on

the line to do radio; and when
listeners poured into
their retail locations,

I saw those busi-

nesspeople move
from modest homes
into mansions — all

because of radio.

Would I do it
again? Would I put my
kids
there a future,
though it has changed?
You bet. This is an awesome place to
spend a career, because anyone in this

into radio? Is

even

business can touch and change lives. My
friend’s question led to deep internal
examination, and as a result, not only do
I recommend it to others — including
my kids — I'm reinvigorated about
radio. This is an awesome business! &3

FOR SUBSCRIPTIONS. CALL 1-80D-610-5771 | WWW.RAOIDINK.COM
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CRB HUMANITARIAN AWARD meERS (I-r) for large marke®@#Mike Culotta, operations
manager, WQYK-Tampa, FL; for small markets: Christie Matthe program director, KDXY-
Jonesboro, AR; RJ Curtisggfesident, CRB; Lais Ann Chooljian, director , Radio Ik, for medium
markets: Renee Revett, Jprogram director, and Sean Riley, music @gector, KXKCghafayette, LA

TES TO ITS TOP COUNTRY PDS FOR 2005. Alsomhandwm
label representatives. Pictured (1-) front row: Joe Galante, chairman, RCA
Label Group; KMLE's Jay MgCarthy, WQYK-FM's Mike Culotta; CMT's “Barely Famous” artists Brad
and B(ettw Back row: EVP RCA Label Group's ButolgWaugh; Tom Baldrica, VP/promotions BNA
MS' Bob RicharSpKPLX's Paul Wiliams; KYGO's Joe! Burke; WMAZ's Coyote Calhoun;
Rid:a lnks Lost Chooljian; WIMIL-FM's Kerry Wolfe; KZLA's RJ Curtis; KEEY's Gregg Swedberg;
WIVK's Mike Hammond; KMPS-FM's Becky Brenner; and Mike Wilson, VP/promotions RCA Records

v B
B |

BMI SPONSORED CRS LIVE AT THE COUNTRY RADIO BROADCASTER'S ANNUAL CONVENTION
mmmmmmﬁemﬂm(lﬂmeﬁle\gmmMﬂy
Griggs and Sara Evans; back row: BMI's Dan Spears, BMI songwriter Randy Scruggs, BMI's Harry
Warmer, BMI songwriter Bob DiPiero, BMI's Mark Barron and Paul Corbin
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Faragon Study. Spot Loads
Impact Listening Habits

As Clear Channel and other grou; < attempt to reduce spot loads and shorten
commercials, a new study from Paragon ®esearch shows that almost two-thirds of
radio listeners say “increased commercials have affected their listening habits.”

The study, a continuation of a research project begun in 1991, shows
that among those who say their radio listening habits have been affected by
more commercials, 8 out of 10 say they spend more time flipping through
stations and “listening less to certain radio stations.”

While 25 percent say they never switch stations when commercials air, 13
percent say they switch before the first commercial, 20 percent switch after hearing
one commercial and an additional 21 percent switch after hearing two. Alse,
younger listeners are significantly more likely to switch before any commercials
(15-24: 19 percent; 25-34: 39 percent), while older listeners were significantly more
likely never to switch (45-59: 38 percent; 55-64: 39 percent).

For more in-depth results of this study, visit www.paragonmediastrategies.com.

Consumers Range From “King” To “God”

At the recent American Association of Advertising Agencies’ Media
Conference in New Orleans, representatives from media advertising
organizations were asked to use a one-word phrase that they believed best
described the consumer. Here are some responses:

» Magazine Publishers of America’s Nina Link: “king”

e Cable Television Advertising Bureau’s Sean Cunningham: “customers”

o The Interactive Advertising Bureau's Greg Stuart: “in charge”

o The Syndicated Network Television Association's Mitch Burg: “our future”
¢ ABC's Mike Shaw: “everything”

 Radio Advertising Bureau's Gary Fries: "God”

It’'s A Mall World ... Or Is 11?

As big box stores and open-air “Main Street” shopping centers become
more popular, many analysts are saying that enclosed shopping malls soon
may be included on the retail list of endangered species.

Not so fast, says the International Council of Shopping Centers, which
maintains that tie enclosed shopping mall is strong and robust, despite
predictions that the number of regional malls could drop from 1,200 to
900 in the next ‘ew years. The organization points out that shoppers are
visiting malls slightly more frequently today than they did a few years ago

3.2 times a month, compared with 3 times a month in 1998. But 20
years ago shoppers spent more time per malt visit — 90 minutes in 1983
vs. 79 minutes today.

There are some positive signs for the mall industry: Sales per square
foot rose 4.2 percent in 2004, and the vacancy rate remains low. According
to a survey by Reis Inc. of malls in 62 metropolitan areas, the average
vacancy rate in the last quarter was 5.3 percent, compared with 6.8 percent
in the corresponding quarter of 2001.

FOR SUBSCRIPTIONS. CALL 1-800-610-5771 | WwW.RADIOINK.COM
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Some ot what I'm about to say may be completcly wrong, but
thought you might enjoy knowing what radio looks like these days
from the vutside, looking in.

Short Pretty
Optimistically good, in fact

Long answer: The financial ecstasy of rolling a bunch of unrelat-
ed radio stations into a Wall Street public offering seems to be ebbing
liv~ the changing tide. Likewise, the fear of wowning in the dark
seems to be fading with the first rays of operational dawn. Exhausted
radio swimmers can finally stop treading water and gasping for air.
You've found solid ground again.

answer: darn  good. Surprisingly good.

Consolidation meant shotgun marriages. Stations with radically dif-
ferent corporate cultures were thrown together like convicts in a jail cell
and told to “be family.”
slashed until it seemed there couldn't possibly be any more blood in this
once-happy little animal named Radio. When the pain and confusion
couldn’t get any worse, new faces appeared on the scene with a whole
new outlook, and a kind of numbness set in. It was radio’s darkest hour.

But life goes on. New rules become old rules, and new faces
become warmly familiar. The healing had begun, and the prognosi
was good, but everyone was still a little shell-shocked.

Jobs were lost, pay was cut, expenses were

I'll use Clear Channel to illustrate my point, but only because it’s the
biggest and the most obvious. During the roll-up years, Steve Hicas
assembled a dazzling operational team and begin building what appear .d
to be the small- and medium-market juggernaut of the future: Capstar.
Meanwhile, big brother Chancellor was busy aggregating stations in larg-
er markets, but with a significantly different style and spin. When the two
were tumbled together like clothes in a dryer, things began going down-
hill fast. The resulting AMFM never quite figured out who or wh.t it was.
At least that's what it looked like to people on the outside.

A

- Platinum
L____________.-————-"' Sponsor

Kalita Huniphreys Theater
May 17 & 18, Dallas, TX

TWO-DAY TRANSFORMATION

Author-speaker Roy Williams has agreed to a two-day Radio Ink
event, to be held May 17 and 18 in Dallas. Author of the best-sell-
ing Wizard of Ads series, Williams is one of the world’s most
renowned marketing experts, and is in high demand worldwide.
Stations and businesses that have adopted his techniques and
practices have seen double- and triple-digit growth.

This conference will be differert from anything Williams has
previously presented, and he gurarantees no repeat of existing
material. Williams has been waiting for the right opportunity
to reveal his latest discoveries, which are so fresh they are not
even available at the Wizard of Ads academy. |

Call 800-610-5771 or visit
www.radioink.com/roywilliams/

Clear Channel .as gobbling up equally swrang organizations,

wch as Jacor, and h..'ng the sam« problems as AMFM in digesting

t.om. There was no * me to think about digestion, nutrition or rest,

be ause when you're quiring radio stations in the Wall Street arena,

it's " about growth on paper and stock price. “Quality of growth and

profits aren’t things we can worry about ight now. We don’t have
time to fix the faucet; we're too busy mopping the floor.”

Then Clear Channel swallowed the AMFM elephant and devel
oped debilitating heartourn.

As time passed, Rondy Michaels stepped aside, and a quieter face
appeared. Ne = CEO Jo! 1 Hogan remained largely an unknown com
modity, but 1more time passed, and fewer people referred to Clear
Channel as “Tbe Evil Empire.” Just as everyone in radio began to real-
ze, “Hey, we have to recreate an industry here. Our stations must have
meaningful sy-.cms, p:ocedures and a corporate culture,” Hogan

announced a nc- core vi'ue — Less is More - which was something
for everyone to helieve in. The initiative was visionary, but softly so,
unlike the flamboyant leadership of predecessor Michaels.

Now we'rc seeing a new breed of leaaer: the People Person. At
Clear Channel, :nior VP Charlie Rahilly
more often, apd everyone feels better for it. Again, radio is about peo-

ple. The nationwide family thing is working! Investments are being

showing up in more places

made in more than just properties.
And it not happening only
rebuilding, ~vople-bonding process «eems to be occurring to various
degrees in all the larger groups.
Thank God for it. The future has a future again. 6

Clear Channel. This healing,

Roy H.Wiliiams, president of Wizard of Ads Inc., may be reached at
Roy(@ Wizardof Ads.com.

WWY RADIOINK.COM | FOR SUBSCRIPTIONS, CALL 1-800-610-5771
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IS THERE ROOM FOR
RADIO IN ‘MEDIA MIX*?

Consider this Pfart 11 of my previous column, “What Is
Radio’s Real Competition?” Now. I have good news and bad
news; which do you want first? Fear not, my friend, you're not

paranoid — that's the usual answer. OK, bad news it is.

Bad News:

Of the 100 leading national advertisers in 2003 (look for
the 2004 results in Advertising Age around July 4), 99 spent more
money on TV advertising than they did on radio advertising
(lone exception: Hilton H rels); 84 spent more in magazines,

and 64 spent more in newspapers than they did on radio.

Good News:
The above bad news! Where do you thivl radio’s increase in

market share wili come fron'*> More lemona. 2, please’

Seriously, the best opportunity for radio, as I have been
preaching for more years than some self-proclaimed know-it-alls
have been alive (I have been in this business 48 years), is that
radio’s prima+y “growth” market — light and non-radio users —
is accessible primarily via selling “media mix.”

Advertisers have come to realize that what worked in the
past (mostly overspending in TV) ain't gonna cut it in the
future, fostering demands that agencies become more accountable.
Suddenly, multi-media-mix ad\ ertising is “in.”

Is there room for radio in the media mix? Obviously, with
only 8 percent o1 advertising’s “measured media” spending,
radio has more to gain than TV and newspapers combined —
nationally, regionally and locally!

The following 36 companies rank among the most sophis-
ticated advertisers in business. Although some of the company
names may be unfamiliar to you, the brands they manufacture or
the services they provide are as commonly known and purchased
as the others you recognize. What do these blue-chip companies
know that most local businesses don't know yet?

Pfizer * Johnson & Johnson * McDonald's « Unilever * Altria
Group (formerly Phillip Morris, manufacturers of 109 non-
tobacco products) * Home Depot * Nestle * Novartis * General
Mills + Wyeth * Mars ¢ ConAgra Foods * Yum Brands * Diageo *
Gillette « Schering-Plough ¢ Sara Lee * Kellogg * Nike * Clorox

10 | RADIO INK — MARCH 21, 2005

Ch. + Safeway - Coca Cola °* Visa °

LiterActiveGroup e« Aventis s Bayer ¢ Berkshire Hathaway °

Burger King -+
Campbell Soup * AstraZeneca * Reckitt Benckiser * Wendy's *
Kimberly-Clark - Cadbury Schweppes ¢ United Parcel Service ¢
Adolph Coors ¢ SC Johnson

Would you believe these companies spent twice the money
on radio in 2003 — $479.4 million to $238.6 million — as
they did in newspapers? Kimberly-Clark, SC Johnson, and
Schering-Plough didn’t spend one dime in newspaper
advertising! Just how many local newspaper eyes could you
open with that little factoid?

More to the point, what is it that most national TV, magazine,
and newspaper over-spenders don't get about radio? Look at those
companies. They sell everything from Kentucky Fried Chicken to
Slim-Fast, from Kool-Aid to Guinness, from Huggies to Depends,
fromVictoria’s Secret toViagra, and thousands more products for
the family, household and office, as well as for individuals.
That's what radio does: sell!

Will dll advertisers finally get it? No, but as this trend
continues — and it will — and you focus your new business
effort on “media mix"” selling, I guarantee you that 2006 will be
better than 2005, 2007 will be stronger than 2006, and 2007
will be miles ahead of 2006.

Is there room for radio in “media mix"? Although it's likely
to be a nightmare for programmers and traffic directors, this
Return-On-Investiment marketing era we're navigating without a
compass is the best thing that's happened to radio since the
invention of TV, What an opportunity!

The Not-So-Good News
Radio is off to a slow start in 2005, with January down 3
percent from January 2004, which was “flat” compared to 2003.
Worse, Merrill Lynch reduced its previous forecast for a 3.5-
percent increase in radio spending in 2005, to 2.9 percent.
Any ideas on what you can do about it? &=

Dave Gifford is president of Dave Gifford International and founder of The
Graduate School For Sales Management. He may be reached at 505-989-7007
or by e-mail at giff@talkgiff.com.

FOR SUBSCRIPTIONS, CALL 1-800-610-5771 | WWW.RAOICINK.COM



The Dave Ramsey Show
j Increases from Spring '04 to Summer ‘04 **
{ Nashville WWTN 9.0t0 9.5 STILL NUMBER
Denver KBJD 0.1t01.2

! Louisville WGTK  0.2t0 1.7
Charleston WQNT 0.8t0 1.2
Spokane KQNT 1.8t02.5
Omaha KHLP 1.51t03.0
Charlotte WBT 1.2103.6
Winston-Salem WTRU 0.5t0 1.4

The Dave Ramsey Show Men 25 - 54*
Sait Lake City KLO 2.2

| San Antonio KTSA 3.2 (FIRST BOOKY) HO) ‘

The Dave Ramsey Show Adults 25 - 54* “ W{ : ns; ¢ aller after caller. ”
( Greenville, SC WLF) 19t02.2 ere life ha'ppe

Huntsville WBHP 091024
Jackson, MS WFMN 4.2t04.3

Birmingham WERC 33104.7 LIVE WEEKDAYS 2-5PM/ ET

* Arbitron Summer 2004. ** Spring to Summer 2004 - AQH share increases.

NOW HEARD ON OVER 215 AFFILIATES AND GROWING!

24/7 Refeeds Available For Syndication, Call: Bob Borquez @ 1-877-410-DAVE (3283)
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tion can provide regular programming
and the traditional "pledge-taking”
simultaneously. One initial drawback to
such channel splitting is that the ancillary
channel will not have an analog backup,
though the original signal will.

Another opportunity that digital
radios will provide is data streaming.
Because HD Radio receivers are equipped
with data screens similar to the GPS track-
ing monitors in many cars today, radio
stations will be able to transmit text and
graphics directly to the home or car.
Initially, listeners will be able to down-
load real-ume traffic conditions, stock
market data, song-and-artist information,
local news and sports headlines and so
forth. For example, Clear Channel recent
ly announced plans to transmit traffic
conditions to commuters via in-dash nav-
igation systems without interrupting
their main-channel radio programming
“One of the first applications we're going
to do is a traffic network,” says Clear
Channel Senior VP of Engineering Jeff
Littlejohn. “We just launched this traffic
network with AudioVox, and we'll just
take that same data and put it on HD
Radio.”

Other initial applications would be
for advertisers to “personalize” and/or
augment on-air messages by offering
coupons, instant sales, directions to local
vendors, or delivering “in-network” con-
testing available only to those who access
the digital stream.

Waiting Won’t Work

How long until any of these applica-
tions become reality? The most likely
guess is several years, if the growth curve
of digital audio broadcasting in the
United Kingdom is any indication. Across
the “pond,” DAB went live in the late
1990s and, after sitting relatively dor-
mant for two or three years, now seems to
have crossed the tipping point and is
making significant inroads.

"The interesting thing in England is
that that DAB market sat there and didn't
do anything for several years,” says
Littlejohn. “It finally has just started to
take off, and we have the ability to look at
that market, see what they did wrong and
learn from their mistakes.” There are two
key issues: The price point on the
receivers got down to about $150 US.
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dollars, and broadcasters were airing
unique programming that couldn’t be
heard on the analog signals. That’s why

the second channel audio is the Kkiller
application.

In many respects, the deployment of
HD Radio is a chicken-and-egg thing
Broadcasters are reluctant to promote the
fact that theyre broadcasting in digital
until receivers hit a realistic price point,
while the manufacturers are reluctant to
churn out modestly priced units until
theyre assured of a market. "The reality is
that radio broadcasters are the chickens,”
says Dan Mason, an industry consultant
who dces work for iBiquity. “The eggs
won't  be you
demand.”

"If radio waits, the receiver manu-
facturers will wait,” adds Tom1 Bender,
market manager Media's
Detroit stations. “That means the car guys

there unless create

for Greater

will wair, while the satellite guys will
continue to get their advantage in the
dashboard. We have to do something. Is it
a risk? Absolutely. Is it an investment?
Absolutely. HD Radio gives us great
potential, but any potential will not move
to reality until you get people compelied
to action. Unless we see this thing as
being worth the investument and that
means putting stuff out there and seeing
if we can get enthusiasm out of the listen
ers — we won't get it done.”

The first HD Radio receivers to hit the
market early last year primarily were man
ufactured by Kenwood, Panasonic and JVC
and retailed for $500-$1,000. These units,
which were equipped only with technolo
gy for scrolling such data as song tirles and
artist names, soon will be replaced by sec-
ond-generation radios, capable of picking
up expanded data services and potentially
the second-channel audio programming.
Boston Acoustics is introducing a desktop
model that will retail for less than $300. By
the end of the year, the price could shp
below the $200 mark, which might make
them attractive to the big-box stores.

As prices come down, as more sta-
tions broadcast in digital and as public
awareness for HD Radio catches on, digi
tal broadcasting should take hold. Still,
it's up to radio broadcasters to ensure that
HD Radio gains quick and solid public
acceptance, or it runs the risk of going
the way of FM Quad and AM stereo.

M&A ® DesT AND EQUITY RAISES
Q |

possibly,
the most

valuable

reason to
attend

NAB is a hotbed for

Radio and TV transactions.

And MVP is the firm buyers, sellers,

and broadcasters needing capital turn to

when they want the team that will

listen carefully, execute flawlessly and

deliver results. Shouldn't you have

The MVP Team working for you?

For a confidential appointment
please call 415-391-4877
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hen Talk Radio Network-FM (TRN-FM) last

November signed Erich “Mancow” Muller to a

long-term syndicated radio deal, the immediate
question was, “Can he replace Howard Stern when the ‘king of
all media’ bolts to Sirius at the end of the year (perhaps sooner)?”
Stern's absence will create a huge void on several dozen radio sta-
tions, as ratings at the six Clear Channel stations that dropped
Stern last spring clearly show. As other jocks flock to satellite to
gain carte blanche with content and language (Alaska Sen. Ted
Stevens notwithstanding), very few engaging, edgy air pcrsonal-
ities are poised to fill chat gap.

Without question, Mancow is one of the few. A big fan of
circus huckster PT. Barnum, he is no stranger to show biz. As a
child actor, he appeared in ads for Wal-Mart and Lee jeans, and
played the “cute kid” in a number of stage plays, including The
Crucible and On Golden Pond. He earned B.A. degrees in both
public relations and theater from Central Missouri State Univer-
sity in Warrensburg, Missouri, where he landed his first radio gig
at 1,000-wart KOKO-AM. “I was awful,” he recalls. “There were
people who were a lot better than me, but I had a work ethic.
Even though I was so awful on the radio, I stuck with ic.”

He stuck with it long enough to move from Warrensburg to
Kansas City, and then to San Francisco, where in 1993 he earned
worldwide attention for causing a massive traffic jam on the Bay
Bridge. No doubt you remember the stunt, which Mancow
dreamed up after hearing that President Bill Clinton had received
a haircut at Los Angeles’ busy LAX airport, which reportedly shut
down landings and take-offs. Though the reports later were proven
incorrect, Mancow and sidekick Chuy Gomez drove the station
van onto the bridge, stopped it in the middle of morning rush
hour and waited while Gomez received a haircut. Traffic was
stalled for much of the day, the station paid more than $1 mil-
lion in fines and Mancow earned a place in the annals of radio’s
bad boys.

Not long after that, he moved to Chicago, where he now
hosts “Mancow’s Morning Madhouse” on Emmis’ WKQX-FM.
During his tenure in the windy city, he’s alternartely been called
“offensive,” “self-effacing,” “indecent,” “foul-mouthed” and
“immoral.” He also has been the subject of numerous inde-
cency complaints, 66 of them filed by David Smith of Citizens
for Community Values. The FCC agreed with six of those com-
plaints, and levied a five-figure fine against Emmis; Mancow sub-
sequently filed — and later dropped — a $3 million harassment

suit against Smith.

But that was the “old” Mancow — who now says he was
simply performing in a way that previous program directors
instructed. “The things they were complaining about were not
really of my creation, but creations of old program directors, who
thought they knew what people wanted to hea., he explains. “I
was told to do it. To me it’s bad radio, and I thought it was bad
radio at the time. But I've evolved from that — and here we are.”

“Here” is a show that relies on fast-paced, topical interac-
tion with listeners and guests, rather than shock value. In fact,
Mancow maintains that listeners and advertisers who remember
him as one of radio’s pre-eminent shock jocks will be more than
a bit surprised to hear the show today. “The kind of show we do
is an explosion of pop culture,” he says. “The audience loves what
we have done with the show in the last several years. They need
to not only laugh, but to think as well — and to learn something
beyond the mind-dulling garbage that FM Talk has become.”

As terrestrial radio counts down the days to Stern’s depar-
ture, Radio Ink invited Mancow to sit down for an extensive inter-
view, and share his perspective on Howard Stern, satellite radio,
free speech and the value of infinite curiosity.

INK: IT'S NO SECRET THAT MANY PEOPLE IN RADIO CONSIDER YOU THE
REPLACEMENT FOR HOWARD STERN WHEN HE MOVES TO SATELLITE. ARE
YOU MIFFED ABOUT THE COMPARISON TO STERN, OR EAGER TO SHOW YOUR
STUFF TO HIS LOYAL CADRE OF LISTENERS?

MANCOW: When | entered this deal with TRN-FM, it looked as
if our “friend” in New York was going to be employed at Infin-
ity forever. Our business plan didn't include the possibility that
he might move to satellite. Lots of Clear Channel and other sta-
tions didn't pick him up, and we were looking at those stations.
So we see it as a blessing — kind of a kiss from God — that he's
going to Sirius. Still, there is real danger in positioning me against
him as I sit here, rubbing my hands together in the darkness, wait-
ing for him to fail. That's really not the case; that would be set-
ting myself up for failure. I don't want to be him. ['ve never wanted
to be him, just like I dont want to be Rush. I do a unique radio
show, and the people who make comparisons to other radio peo-
ple have never heard my show.

SO YOU DON'T MIND BEING CALLED “THE NEXT HOWARD STERN”?

I was in Scott Shannon’s office looking at some old articles
that called Howard Stern the next Scott Shannon. That sort of
thing has always happened, and it’s always going to happen. Every
band out of England is going to be the next Beatles. I'm just
glad to be mentioned at all. People hear how refreshing and dif-
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ferent my show is. How do I feel about being mentioned in the
same breath? I'm just glad to be mentioned. I really don't care if
people say hateful things or glowing things about me. When they

don’t mention you, you're dead.

HAVE YOU BURIED THE HATCHET WITH YOUR INDECENCY NEMESIS,
DAVID SMITH?

He’s only one person, and I consider him the American Tal-
iban. What he does is of no interest to me. | try to do the best
radio show I can do. | wish him no harm; I learned a long time
ago that hatred only hurts you.

WAS HE A ONE-MAN CRUSADE, OR HAVE OTHER PEOPLE BEEN
GUNNING FOR YOU?

As we look at the number of peo-
ple complaining about indecency, we
realize that only a very small percent-
age of our society has a problem with
certain radio shows. | just wonder
what happened to community stan-
dards. There was all this hysteria over
Janet Jackson at the Super Bowl, and
all of a sudden people decided to
attack radio. I don’t understand it. It's
amazing to me that the ACLU, every
government official and every free-
dom-loving person havent been
screaming from the rafters about the
destruction of free speech in our coun-
try. It seems they'd rather worry about
some kid wearing a satanic shirt to
school than fight for this huge issue.
These are wild times. The good news is that my show is FCC-
friendly and not fineable. My slate with the FCC is clean.

HOW DOES YOUR SHOW TODAY DIFFER FROM WHAT SMITH COM-
PLAINED ABOUT?

The show that the 20-year-old Mancow did is different from
the show I do today. I have matured. Will we hold the audi-
ence? Yes. We still have double-digit numbers, and the ratings as
of the fall book were as big as they've ever been. We have all the
major advertisers, and as far as | know, we're off most of the no-
buy lists we used to be on. We've figured out the FM talk code.
Our show is entertaining, fast-paced and yet advertiser-friendly.

IS IT TOUGHER TO DO A SHOW THAT DOESN'T RELY COMPLETELY ON
VOYEURISTIC SHOCK VALUE?

&

It’s different. I've moved beyond the voyeuristic type of radio
show. It might surprise people that the last questionable show
anyone has found is a tape from 1998 that someone sent to the
FCC last year. It’s also surprising that they were complaining
about things that were not my creations, but those of program
directors who thought they knew what people wanted to hear.
What interests me radio-wise is far from the "danger zone.” |
don’t mean to sound politically correct, but it’s true: You don't
have to interview too many strippers or porn stars to realize they
have absolutely nothing to say. It is like watching an accident.
It’s voyeuristic, it's easy and 1 got very bored with it — but |
was told to do it. To me, it’s bad radio, and | thought it was bad
radio at the time. I've evolved from that.

SOME PEOPLE SAY ONCE A SHOCK JOCK,
ALWAYS A SHOCK JOCK. HOW WOULD YOU
CONVINCE THEM THAT THE MANCOW OF
TODAY IS DIFFERENT FROM THE MANCOW
OF 10 YEARS AGO?

When |
Chicago, the big debate was

was brought to
whether | could do Rock radio.
People in Oakland thought I was
black, people in San Jose thought
[ was Mexican. People in San Fran-
cisco thought I was a gay whirte
dude, people in Kansas City
thought | was a hick. I don't use the
F-word around my mother. It’s a
show, but it’s show business. | do
what it takes to get ratings, and |
always have. When people think I'm
going to be a mad-man shock jock, it's hilarious, because
they thought I was a gang-banger and a cowboy. The whole
thing is laughable.

HOW DO YOU DEFINE “INDECENCY"?

Indecent to a 25-year-old Chicago listener is much dif-
ferent than indecent 1o a 60-year old woman at the FCC. The
definition is all over the place. If someone would define it,
believe me, everyone would toe the line.

WHAT DO YOU THINK WILL HAPPEN TO TERRESTRIAL RADIO IF THE CUR-
RENT INDECENCY LEGISLATION BECOMES LAW?

I’s unconstitutional, and it will be challenged. Then
we'll find out.
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WHAT EFFECT DO YOU THINK THESE NEW FINES WILL HAVE ON
RADIO PROGRAMMING?

Theyv're destroying the breeding grounds, and that has
destroyed the future of radio. Are you going to trust your license
with someone who is going to 1ake a chance? One mistake and
they're ruined forever: The station is ruined forever, the company
is ruined. You have to make mistakes to get better as a personal-
ity — but now these things are ruining lives and stations. We've
backed radio people into the corner, and that’s tragic.

HAVE YOU EVER DONE OR SAID SOMETHING THAT YOU REALLY REGRET?

If you put a microphone in front of anvone, he'll eventually
sav things he regrets. The guy behind the microphone is just that:
a guy, a human being. People make mistakes. Have | said things
that I regree? Absolutely.

DO YOU THINK HOWARD IS GOING TO SIRIUS BECAUSE OF THE MONEY, OR
BECAUSE HE'LL BE FREE OF THE FCC?

Howard is going to satellite because he must. He's a one-trick
pony who las nothing else. For a long time, I have thought his
show is weak, and it’s extremely easy: “Are those real? Are you a

in my sleep. The

lesbian?” Every single show. I could do t
kind of show we do is an explosion of pop ¢ e. It’s the fastest-
paced radio show in the history of radio, and' s daunting.
Imagine that you have to do a business presentation 10 a boss
tomorrow. It has to be five hour long, and it has to be new. Do
this every day, and do it for millions of bosses. It takes a lot of
work to fill that time and stay on top of the game — more than
most people could imagine. I take it very seriously; I have to be
very disciplined. Nobody warches Shaq and savs “1 can do that™-
but everyone listens to the radio and savs “1 can do that.” People

don't realize the work that goes into a good radio show.

HOW MANY HOURS DO YOU SPEND PREPARING?

Every waking second is spent on the show. Unlike other radio
people, I'm not fat or ugly. I'm a different breed of cat in that |
love radio. [t's the greatest art form on earth; it’s three-dimen-
sional. You can be anything. be anywhere, be anvone vour want to
be. Every 30 seconds it’s different. Nothing conjures imagination
like radio, and we really like breaking down these walls. No other
show on radio does it the way we do. We creare entire universes

where people go mentally. That's really fun.

NoBoDY DOEsS IT BETTER.

DIRECT MARKETING SOLUTIONS

GREAT CLIENTS. GREAT MARKETING.

WWW.PTPMARKETING.COM

MARK HEIDEN
970-472-0131

RICK TORCASSO
972-661-1361

ELIZABETH HAMILTON

MARK VERONE

703-757-9866 847-705-2046

DIRECT MAIL. TELEMARKETING.
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WHERE DO YOU FI
EVERY DAY?

(AL YOU USE TO PREPARE A NEW SHOW
It comes ything. There’s a universe in the palm

of your hanr ap: There’s a universe. Look at a flower:

There’s a ui I got my start in radio running the Larry
King Shou: + I met Larry, I asked him his secret to suc-
cess. He sa ifinite curiosity.” I'm infinitely curious, but

you have t¢  ;ht hard to keep that sense of child-like won-

derment ©  a world of taxes and bills and speeding tickets. |

think [ ne a pretty good job.

HOW DID YOU DECIDE YOU WANTED TO BE IN THIS BUSINESS? WERE YOU
A CARD-CARRY'NG RADIO GEEK WHO WANTED TO BE A DJ?

Inever -nted to bea D], and I don't consider myself a DJ.

A DJworks :ddings. [ wanted to cre-
ate mental  ater, like the kind my
father plav  (or me. He had old reel-

to-reel tap  f Jack Armstrong The All-
vand The Shadow, and |

loved the worlds [ went to when I lis-

American

tened to them. That’s what | try to cre-
ate with the show. That's where it
started for me: old-time radio.

WHAT WAS YOUR FIRST ON-AIR GIG? HOW
GOOD WERE YOU?

I was awful. Other people were a lot
better, but I had a work ethic. At one
point, I had the biggest crisis of my
life: Minimum wage was $3.35, and
I got offered a job as a security guard
at Montgomery Ward for $6 an hour.
I almost gave up radio, because I
needed to eat. But even though I was
so awful on the radio, [ stuck with it.

IT'S BEEN SAID THAT PASSION AND DETERMINATION ARE TWO OF THE MOST
IMPORTANT ELEMENTS IN BUILDING A CAREER ...

You've got to love what you do. I thought, if you love what
you do, the money will follow. But that's not enough. You've got
to love the way you do it. When that happens, you're Teflon,
you're unbeatable. That's what happened to me. This deal with
TRN is really exciting, because I feel the whole radio industry
pulling for me.

Anyone who knows me knows [ love radio. I've got a “free
speech first” tattoo carved in my skin. [ take this very seriously.
I wrote a book about it long before it became a topic anyone
cared about. You have a guy in New York who made who knows

how much money, and the going gets tough and he runs to satel-
lite. He just throws his hands in the air, then bashes everybody
who brought him to the dance. I find the whole thing sickening,
and [ think a lot of people are rooting for my success — includ-
ing the guys at Infinity.

CAN THE TWQ SATELLITE RADIO COMPANIES PULL THE NUMBER OF LISTEN-
ERS THEY NEED TO SUPPORT THE MONEY THEY'RE PAYING THEIR TALENT?

Look at the numbers. Wired magazine is talking about the
death of radio. Since radio started, people have been predict-
ing its death. Motion pictures were going to kill radio. Televi-
sion was going to kill radio, then MTV, cable radio, CDs. But
in the end, who’s your best buddy? Radio. Radio endures, and
there’s a reason for it. Satellite radio? Ain't gonna happen. I think
it’s going to end up being specialized
little channels; you'll have your R&B
channel, your trucker channel, your
NASCAR channel, a chiropractor
channel. It's not going to be what peo-
ple think it will be.

DO YOU THINK INDECENCY STANDARDS
SHOULD BE APPLIED TO SATELLITE RADIO?
I believe the public should
decide what they want to listen to,
not a handful of snake-handler
zealots. But wouldn’ it be delicious
irony if satellite radio were restricted?
I would love those guys to be under
the same guidelines. Not long ago,
O&A were doing a vulgar thing on
XM about a fish and a woman, and
it was just horrific. How do you
come back from that? So what if these guys can say the F-word.
Where is the artistry in that?
IF SOMEONE OFFERED YOU A BOATLOAD OF MONEY, WOULD YOU MAKE
THE JUMP?

I got offered more money to do satellite radio than I'm mak-
ing now from Emmis — but | realize I have more people listen-
ing to me in Joliet, IL, than I would have nationwide on satellite.
For me, it’s not about the money. It’s about the love of radio
and its art form. [ love that connection and bond I have with lis-
teners. Also, we let hundreds of people talk every week. We let
people have a voice. [ believe it is important for a society to have
a pressure valve, a voice. [ let the listeners have a voice. It’s not
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about Mancow Muller. In the end, God is first, the other
person is second and I'm third.

WHAT’S WITH THE PUBLIC'S FASCINATION WITH THE F-WORD?

Someone gave me a copy of The Osbournes that wasn’t
bleeped. 1 love The Osbournes, but 1 watched this tape and it was-
n't funny. At first, [ didn’t know why. Then it occurred to me:
The bleeps are what make that show funny. That's how it's going
to be with the guys on satellite — after the first thrill of saying
the F-word, it's downhill from there.

STILL, IT SEEMS A LOT OF PEOPLE LIKE TO LISTEN TO OR WATCH
THIS STUFF...

You can appeal to the basest instinct, but it’s a different men-
tality. The people who like that sort
of thing are glasses that are half empry,
while people who listen to my show
are positive, glasses-half-full kind of
people. When we go on this journey
every morning, we're trying to find
answers. I¢’s uplifting: it’s not “every-
thing is so horrible” and “let’s just get
as gross as we can” and “lec’s all walk
arm-in-arm, skipping into hell.” My
show has a different energy.

ARE YOU AT ALL CONCERNED THAT RADIO
DOESN'T HOLD THE SAME APPEAL FOR
TODAY'S YOUNGER LISTENERS — PAR-
TICULARLY TEENS AND 18-24S — WHO
HAVE SO MANY OTHER NEW MEDIA AT
THEIR DISPOSAL?

I've never understood why a radio
programmer would say “more music, less talk.” Eminem doesn't
care about you, Mr. Program Director. Why make Eminem rich?
Why play songs that people can get on their iPod, a CD, MTV
and 10 other radio stations? Q101 in Chicago has found our that
anyone can play the music song for song. There’s another station
with an old program director who's playing us song for song, and
we're getting our clock cleaned after my show. But they can’t copy
the unique voices. There will always be a place for unique voices;
now, more than ever, radio should bank on good talent. I think

that will endure.

IT SEEMS THERE'S A REAL VOID IN TERMS OF UP-AND-COMING, ON-AIR
TALENT. HOW DO YOU FEEL ABOUT THE ON-AIR TALENT — OR LACK THEREOF
— GETTING INTO RADIO TODAY?

!

Half of me weeps, because [ w at show ng guy starting
Warrensburg,
g- The side of

jent. But the

out on lousy little radio stations, lik tleu
finding my way, doing horrible shows, b
me that loves radio is broken up over the Ic

business side of me knows that I'm ready to p Wl those sta-

tions. When I put my business hat on, I say — put my
show on and your worries are over.”
WHAT DO YOU THINK iS RADIO’S GREATEST CHALLENGE TO!  ?

I've met the heads of all the companies, in  aing Jeff

Smulyan, who I consider a friend. These are pretty smart guys.
I’s the middle-management types — the guys vth the dated
haircuts and clothing who rely solely on researr  — who are

killing the business. W need to get

back to taking chances  d program-

ming from the gut. Tha  good pro-
gram director, but I & > suffered
through some pretty ine  people —

and radio is loaded with (nem. Our
challenge is to pull back on the mid-
dle management guys. It reminds me
of a train speeding along the tracks,
but nobody knows the engineer is
dead, and the train is going off a cliff.
Unless we get more people in radio
who are going to take more chances
and program from the gut, we're in

serious trouble.

SO YOU'RE NOT A BIG FAN OF RADIO
RESEARCH ...

With these research companies, at every station, every-
thing you're doing is perfect, and then the next visit everything
is wrong. Then they alternate, because they want you to keep
thinking you need them. It’s a big scam, and I don't think they
know what the hell they're talking about.

WHAT DO YOU SEE AS RADIO'S GREATEST STRENGTH?

My father-in-law is an ltalian immigrant who bangs out fenders
for a living. He is not unlike most people in Chicago. He has a
two-hour commute each way. These are hard-working people
who are alone, and radio is their friend. That disembodied voice
becomes a very dear friend, and thac’s it. We are company to

many lonely people out there. &
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NAB 2005

Product Guide

(>0 Wandering Through The Exhibit
Hall lsn't A Crapshoot]

If you're heading off to Las Vegas this year for
NAB2005, keep a few things in mind: Stay away from
anyone who looks like James Caan or Rob Lowe; if
you happen to fall to the floor, you don’t want to
leave a chalk outline behind; and make sure you
check out the new products in the Exhibit Hall.
There’s plenty of cool new stuff this year, including
new codecs, combiners, router-based consoles,

22| RADID INK —

archiving software and all the latest HD Radio hard-
ware. As always, when you drop by, make sure you
say “Radio Ink sent me."”

Note: These are just a few of the hundreds of
exhibitors displaying their products and services at
NAB2005, so make sure you cruise the entire floor at
least once. You never know what you might find. And
don’t forget to stop by the Radio Ink booth (#N511).
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to enabling these supplementary services, such
as secondary audio channels and data streams
providing news, weather, traffic and other
information to the listener’s receiver. The
FlexStar family of HD Radio products, isciu -
ing the HDI-100 importer an. ‘Lo v
exporter, will be shown operaing witls
Harris Z8HD solid-state FM tuu.. “itter. The
demonstration inc'udes a .echnology display of
the FlexStar excite, » be formally introduced
later this year.

Harris w 17 introduce the cost-effec-
tive Harris PR¥L SrereoMixer digital. The next
piece of the  -panding VistaMax™ family of
produrt-, the  -ereoMixer digital is a cost-
ef” digital console specifically
ller markets. The StereoMixer
malog and digital inputs and
outputs to radio stations to transition to
digital on the timeframe. And with its com-
pletely digitai mixing architecture and consid-
erable flexibility, medium-to-large market
radio stations can use the StereoMixer digital
for smaller studio applications while retaining
the innovation associated with larger Harris
PR&E digital consoles.

« Lnea o
digital suppc.

KD KANOPY

Booth: N2426

Contact: John Matthews
Phone: 303-650-1310; e-mail:
jtmatthews@kdkanopy.com

KD Kanopy, Inc. introduces the StarTwin
685 and 1320 to its ever-growing patented
product line. Designed with elegant arches, the
ultra-modern architectural design brings both
sophistication and simplicity to any event.
Enhance your company’s image by adding
large-format digital printing, which provides a
state-of-the-art, finished product that is indi-
vidualized to meet your advertising goals. This
innovative tension structure sets up with ease
in about 25 minutes, requiring only two peo-
ple. If you want to stand above the rest, large-
format digital printing on a KD Kanopy prod-
uct is the answer.

LOGITEK ELECTRONIC
SYSTEMS

Booth: N2022

Contact: Cam Eicher, Director of Sales
Phone: 800-231-5870

e-mail: info@logitekaudio.com

Logitek will debut its Mosaic digital con-
sole series at NAB2005. Mosaic consoles use a
series of drop-in modules that permit users to
purchase console configurations that exactly
meet their needs. As with other Logitek digital
consoles, Mosaic consoles are router-based,
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acting as control surfaces for the Logitc’
Engine. Fe. - ves include:
+ wluluple fraie sizes, allowing contigus
es ranging from 4 to 2+ faders;
tple full-color LCD screens, proviang
clocks, timers, delay information, text,
-user graphics, etc;
0 aracter source names, providing more
iruormation on sources at faders and neters,
+ Assignable backlighting on certain buttons for
quick identification by users; and
+ Additional control for external equipment.

Several modules are available, including
fader modules, monitor modules and softkey
modules; narrow- and wide-meter bridges are
also available.

MARKETRON
INTERNATIONAL

Booth: C6731

Contact: Lauren Carpenter

Phone: 650-548-2200

e-mail: Icarpenter@marketron.com

Marketron will demonstrate several prod-
ucts designed to help stations improve
accountability, maximize revenue and reduce
operating costs. During the past year,
Marketron has added more than 200 small and
mid-market stations to its client roster with its
new, highly affordable Marketron OnDemand
sales and traffic system. This Web-based system
eliminates the costs and hassles of maintaining
traffic software and hardware in-house.

Marketron Performance Analysis is a new
solution for station and group executives who
want to analyze revenue and inventory any-
time, anywhere. Several broadcast groups are
using it to consolidate data across all stations.

Sales managers who want a more strategic
approach to revenue should preview Sales
Forecasting. It conducts “What if " analysis on real-
time revenue, rate, inventory and budget data.

Marketron Electronic Invoicing delivers
invoices that can be imported directly into
agency media buying and accounts payable sys-
tems. To date, the service has sent more than
100,000 invoices to more than 550 agen-
cies/advertisers.

MEDIA MONITORS
Booth: N1411
Contact: Frank Cammarata, VP/Business

ors.com

ntifies spots and ads
on wapers, and provides
same- ,,  uin Data from Media
Monitors is the source for local and national
radio airplay data used by major media analysts
on Wall Street.

Services from Media Monitors include
AirCheck broadcast monitoring, which shows
and analyzes actual logs of spots and songs on
radio stations in top US. markets. PaperVue
newspaper ad tracking shows print ad sizes and
page numbers side-by-side with radio spot air-
play for quick campaign comparisons.

More than 300 radio stations use Media
Monitors, including ABC Radio Group,
Bonneville, Buckley, Clear Channel. Cox, Emmis,
Greater Media, Infinity, Inner City. Radio One,
SBS, Susquehanna, Univision and others.

MEDIA VENTURE PARTNERS

Phone: 415-391-4877

Media Venture Partners provides invest
ment banking services to media companies of
all sizes. MVP offers radio and television station
brokerage, capital raising, merger and acquisi-
tion and strategic consulting services. Founded
in 1987, MVP is an industry leader, with more
than $12 billion in closed transactions.

MVP delivers creative, strategic and effec-
tive solutions to its clients, which include some
of the largest media companies in the world, as
well as smaller ventures. Its team has more than
a century of combined industry experience and
knowledge, and enjoys long and personal rela-
tionships with the leaders in each of its sectors.
MVP talks to buyers and sellers every day, and
is in close touch with values, capital markets
and trading trends.

The company has four offices: San
Francisco, Chicago, Boston and Kansas City.
This national coverage allows MVP 1o better
serve its clients, wherever they may be.

MEGATRAX

Booths: C2957 and N1500
Contact: Wendy Brueder

Phone: 818-255-7100, ext. 163
e-mail: wbrueder@megatrax.com

Megatrax Production Music, supplier of
original, high-quality production music for
film, broadcast, advertising and multimedia
since 1991, recently added syndicated radio
programs and custom radio ID packages to its
extensive array of radio programming and pro-
duction tools.
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BALSYS TECHNOLOGY

Contact: Larry Lamoray
Phone: 407-565-3719; e-mail: sales@balsys.com

Balsys Technology Group Inc. is a systems-
integration company based in the Orlando,
Florida, area, providing complete studio and RF
services to the professional radio broadcast
industry. Known for its "Plug-and-Play
Transmitter Buildings,” Balsys also provides
custom studio furniture, as well as complete
pre-wiring and site installation services.

BROADCAST ELECTRONICS
Booth: N1802

Phone: 217-224-9600

e-mail: bdcast@bdcast.com

Broadcast Electronics has deliverable prod-
ucts that allow stations to leapfrog to second-
generation HD Radio architecture. BE's unique
Total Radio Guarantee assures stations that BE
gear purchased today will serve well into the
future, without fear of obsolescence and unpre-
dictable future expenses. For example, the IDi
HD Radio Data Importer and XPi HD Radio
Data Exporter can be installed for today’s needs,
as well as upcoming services such as secondary
program services and multi-channel (sur-
round) audio. The Radio Experience, a compre-
hensive data tool for analog, HD Radio and
Internet streaming, helps build listenership and
revenue. AudioVault version 9.0 maintains its
status as the industry’s most robust, reliable and
flexible radio program automation system.
Also, BE AM, FM and HD Radio transmitters
combine quality with forward-thinking design.
BE will demonstrate tight integration among its
products, as well as how easily they can be used
with the products of others.

COMREX
Booth: N2118
Contact: Kris Bobo

Phone: 978-784-1776; e-mail: kris@comrex.com

Comrex Corporation will introduce the
Access codec at NAB200S. Access is the first
wideband audio codec to work reliably over
most data networks, including the public
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Internet, using revolutionary BRIC technology.

BRIC Technology enables broadcasters to
use a variety of commonly available Internet
access points to broadcast high-quality, real-
time audio. Comrex Access is the first codec
able to take advantage of BRIC technology.
Wired circuits such as DSL, cable, POTS and
Frame, and wireless circuits such Wi-Fi,
IXRTT, EDGE and 3G data networks may now
be used for broadcasting. Using the Internet to
reliably deliver real-time audio could represent
vast cost savings and convenience for remote
audio delivery.

Access codec is the latest innovation from
Comrex, whose family of broadcast products
includes GSM/POTS/ISDN codecs, telephone
hybrids and studio telephone systems.

DIELECTRIC
COMMUNICATIONS

Booth: C7807

Contact: Sally Rich, Director/Marketing
Communications

Phone/Fax: 561-735-0835

email: sally.rich@dielectric.spx.com

HD Plus' Antenna: Dielectric will show-

case the HD Plus’ FM antenna. This antenna
attains the level of analog and digital signal iso-
lation necessary for in-band, on-channel
(IBOC) broadcasts. It does so without the iso-
lator required by most separate antenna sys-
tems recently approved by the FCC for HD-
radio operation.

HDR Dibrid™ Combiner: HDR Dibrid™
combiner will be featured this year. The Dibrid
allows for IBOC radio broadcasts that combine
analog and dual sideband digital signals. The
Dibrid does not use switches, and therefore
permits “hot switching.” This allows the
broadcaster to remain on the air as functions
are changed.

Low-Power FM Constant Impedance
Filter: This band pass filter is modular in design
and was designed as a low-power offering for
multi-frequency master antenna applications.
The unit is field tunable and very compact, to
allow for a variety of installation options.

DMARC BROADCASTING
Booth: N3902

Contact: Chad Meisinger

Phone: 949-791-1200, ext. 20

e-mail: evp@dmarc.net

dMarc Broadcasting, Inc. is the leading
digital automation and software solutions
provider in the US., with more than 4,600
broadcast clients. As the parent company of
Scott  Studios and Compuer Concepts
(Maestro), dMarc boasts the largest installed
customer base for studio automation and digi-
tal systems, with more than 40 percent station
penetration across the Top 50 U.S. radio groups.
dMarc is redefining the landscape of radio
automation through its patent-pending prod-
ucts and services, which include Diagnostics,
DataServices, Sarbanes-Oxley, RevenuSuite and
SmartBarter.

ENCO SYSTEMS

Booth: N2826

Contact: Don Backus, VP/Sales & Marketing
Phone: 248-827-4440; e-mail: backus@enco.com

At NAB200S, ENCO Systems will show its
uncompressed 5.1/7.1 surround-sound capa-
bility for DADpro32, allowing the maximum
quality and flexibility in working with multi-
channel audio. ENCO will also show SQL-based
DAD for enterprise and large radio applications,
as well as other user benefits, including:

+ Support for automatically ingesting
and/or updating RCS Selector XV XML-based
logs into DAD playlists (and intelligently
refreshing any active user), and

* Support for a “living log”-style shared
playlist, with users able to check out sections of
a playlist they can modify, track, etc., while oth-
ers are doing the same to other parts of the
same playlist, without affecting on-air use.

ENCO will also show enhanced mecha-
nisms to feed HD Radio PAD, RDS and Web
pages with on-air events, DAD5 with multiple
library support and a user-controlled report
writer, which allows users to define system
reports to their own needs.

HARRIS BROADCAST
COMMUNICATIONS DIVISION
Radio Broadcast Systems Business Unit

Booth: C1907

Contact: Martha Rapp

Phone: 217-221-7577

e-mail: mrapp@harris.com

Harris will simulate an end-to-end HD
Radio platform at NAB2005 for enabling
advanced services, such as supplementary audio
and data. Harris' FlexStar solutions are central
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Top Of The World with Shadoe Stevens is a
weekly, syndicated program featuring the
world's hottest hits from five continents in a
one-hour format, or shorter segments for
weekly or promo use. Available n both Ep- =
and Sparush, the proran c. ! TO-
duced with local 1al othes p. shlan-
guage-only programs are also available: Hit
Latino, European Top 10 and Top de Espania.

The IDs and jingles created and produced
by Megatrax are KNEW /KSTE News/Talk, VIVA
Atlanta Spanish Contemporary, “The Ticket” San
Antonio Sports, Fabulous 690 Los Angeles and
Mega 101 Houston HURBAN/CHR; available
market-exclusive for cash or barter.

MOSELEY ASSOCIATES
Booth: N2306

Contact: Bill Gould

Phone: 978-373-6303

e-mail: bgould@moseleysb.com

Moseley Associates will show STL solu-
tions for HD Radio™ at NAB2005. They fea-
ture digital transport of AES digital audio and
Ethernet data required for HD Radio™
broadcasting. For the traditional 950MHz STL
band, the Starlink SL9003Q-2SLAN is the first
STL to provide an Ethernet data channel.
Laniink 900D creates bi-directional LAN and
serial data link in the license-free 900 MHz
band, and is a perfect companion to a new or
existing STL system. For bi-directional
STL/TSL over Tl circuits or license-free
5.8GHz links, the Starlink SL9003TI trans-
ports AES digital audio, Ethernet LAN exten-
sion, transmitter remote control data and
telephone voice channels.

Making the right STL choice today will
ensure that stations are ready for HD Radio™
and tomorrow's radio services when they
become available.

NEURAL AUDIO
CORPORATION
Booth: G1907 (Harris)

Contact: Mark Seigle

Phone: 425-814-3200;

e-mail: mark@neuralaudio.com

Neural Audio Corporation, a privately
owned company headquartered in Kirkland,
Washington, develops digital signal processing
technology for audio applications. Neural has
emerged as a leading developer of mix/edit,
pre-conditioning and surround-sound technol-
ogy for digital broadcast. The growing list of
radio and television broadcasting conglomer-
ates using Neural Audio technology includes:
XM Satellite Radio, Infinity, Clear Channel, NPR,
CBS, Fox and Viacom.
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NeuStar®
ditioner is

New for NAB2005: The
Ultralink Digital Radio Audio ¢
an audio pre-processor that ‘transparently
inproves the performance of any audio
to1 any digital transmission system. B
recting anomalies in audio content
entering an audio codec, Ultralii .
improve audio codec efficiency by up 30
percent. These savings directly translat 0
higher audio quality, fewer artifacts and
increased bandwidth to maximize any codec’s
potential. UltraLink is commonly used in front
of ISDN/POTS codecs, compressed STLs, satel-
lite uplinks and Internet streams.

NPR SATELLITE SERVICES
Booth C5944

Contact: George Gimourginas, Business Affairs
Director

Phone: 202-513-2626

e-mail: ggimourginas@npr.org

MPR Satellite Services has been setting
standards for affordable and dependable
satellite distribution of audio, video or data
content for 25 years. Whether you are look-
ing for equipment, space segment, uplink
services, consultative system design, engi-
neering support, or 24/7 customer service,
NPR provides comprehensive satellite solu-
tions to commercial radio and television
broadcasters. With proven reliability, experi-
ence and a commitment to superior cus-
tomer support, NPR Satellite Services deliv
ers the peace of mind that comes from
knowing that your content will be success-
fully transmitted every time. NPR Satellite
Services’ comprehensive satellite distribu-
tion solutions make your programming
available to broadcast stations, cable head-
ends and other locations in all 50 U.S. states
and parts of Mexico and the Caribbean
whenever and wherever you need.

POWERGOLD

Contact: Jimmy Edwards, General Manager
Phone: 800-870-0033 or 501-821-1123; e-mail
jedwards@powergold.com

Powergold is the next generation of
Windows music scheduling software for
automatic creation of broadcast schedules. It
interfaces and reconciles with major automa-
tion playback systems. Along with scheduling
music, liners and tempo-matched jingles,
Powergold can import commercial schedules
from traffic and billing systems. The result is a
complete schedule of all audio events, in one
Windows schedule editor. History Merge is a
new feature that allows companies to sched-
ule music logs from one master database and

send all or portions of the music logs to other
stations. Built-in import wizards quickly
import data from your current scheduling
system. Powergold music data can be installed

a nuwork and an unlimited number of
w¢  sar s Multiple users can access the
¢ Jg:dlL.al 1LC same time. Each user can cre-
ate custor sueen displays as well. Clients on
the cutting edge of music scheduling with
Powergold include XM . ellite Radio, ABC
Radio Networks, Capt  Radio Group in
London and hundreds o* ther m more than
50 countries.

PROPHET SYSTEMS
Booth: N1402

Contact: John Gager, Manager of Sales
Phone: 877-774-1010

e-mail sales@prophetsys.com

NexGen101 is a new line-up of products
based on proven Prophet technology. With
NexGenl01 you get the best of both worlds:
software designed specifically to run a single
radio station, yet based on the ultra-reliable
NexGen software. Buy only what ycu need,
and add features as your station grows or
budget allows. Start with the core software,
which includes the ability to process a log,
letting you run your station with $495 worth
of software.

Digilogger is Prophet Systems’ audio-log-
ging and digital-archiving program, which
allows you to retain as much of your station’s
audio as needed, using compressed or non-
compressed audio formats. Digilogger is
expandable, allowing recording from one to 16
sources simultaneously (mono or stereo) when
used with the ASI8702 tuner-card. Recording
lengths and times are user-configurable. It can
be used with most DirectX/Wave Compatible
audio cards.

NewsGen is an all-in-one newsroom
production package. This comprehensive,
standalone newsroom software enables
reporters to write newscasts, receive and
manipulate wire copy and digitali, record,
edit and play back audio. Completely scalable
— from an enterprise-wide deployment to a
server-based system serving all reporters
simultaneously, or a standalone system for a
single user — NewsGen can fulfill your news-
room’s needs regardless of size.
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RCS, INC.

Booth: N1411

Contact: Richard Darr, VP/Sales, Americas
Phone: 914-428-4600, ext. 148

e-mail: rdarr@rcsworks.com

RCS, Inc., the world’s largest broadcast
software company, celebrates its 25th anniver-
sary worldwide by spotlighting its most popu-
lar products at NAB2005:

* Selector music scheduling: The number
one system at music radio stations in all mar-
kets worldwide;

¢ Linker promo scheduling: Tracks pro-
mos, jingles, liners, PSAs and hundreds of non-
music, non-traffic elements on stations every
day. Includes affidavits for sponsored promos,
script manager;

* Master Control on-air system: “Selector-
smart” digital automation, built completely
around creating an intuitive studio environ-
ment for Selector users. Includes Hot Keys,
Living Log, emergency auto-scheduling.

STATMON TECHNOLOGIES
Booth: C10404

Contact: Russ Read

Phone: 502-894-6027

e-mail: rread@statmon.com

Statmon Technologies Corporation is the
leading software application and integration
technologies development company providing
remote facilities management systems for the
worldwide  broadcast  industry.  Statmon
Technologies has more than 10 years experi-
ence in the provision of remote control, moni-
toring and automation for multiple-channel,
hub and central-casting operations for the
broadcast industry. The Statmon Technologies
group specializes in developing business-to-
business software applications and integration
technologies for the passive- and intelligent-
remote monitoring, automation, management,
maintenance and integration of multiple analog
and digital systems.

New for NAB2005: EIF-32, an “intelli-
gent” device for remote control and monitoring
that enables the system operator/engineer to
connect remotely to equipment at a transmis-
sion location to retrieve critical data without
visiting the site. The EIF-32 has 192-channel
capacity with on-board temperature, humidity
and voltage sensors.

SHIVELY LABS
Booth: N2007

Contact: Cheryl Hannan
Phone: 207-647-3327

e-mail channan@shively.com
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Shively Labs will feature its new 2600
Series line of interdigital bandpass filters for FM
radio. The 2600 Series filters are fully IBOC
compatible and offer performance previously
found only in filters three times as large. These
filters can be used as single-station bandpass fil-
ters, or as the basis for compact balanced and
branched combiner systems. Shively Labs will
also show new and redesigned FM transmission
components specifically engineered to facilitate
HD Radio™ implementation, including digital
injectors, interleaved antennas and low-profile
power dividers and patching systems.

SIERRA AUTOMATED
SYSTEMS

Booth: N806

Contact: Howard Mullinack, Director/Strategic

Development and Marketing
Phone: 818-840-6749

Sierra Automated Systems will show the
latest features of the SAS Connected Digital
Network, consisting of the Rubicon Console
Surface, 32KD Digital Audio Router/Mixer and
SAS Intercom. Rubicon is now in use in hun-
dreds of major market studios. Board ops find
it quick to learn, fun to use and very flexible.
Engineers love of the power of a user-pro-
grammable system to easily accommodate
changing needs.

At NAB200S, the new Rubicon SL Radio
Broadcast Console Control Surface will be
unveiled, designed for the smaller-market sta-
tion or less-demanding studio. Like its bigger
brother, Rubicon, the SL offers complete inte-
gration with the SAS 32KD and the SAS
Connected Digital Network, as well as stand-
alone operation with the new upgraded
RIOLink Mixer/Router.

New features in the Rubicon and the
32KD include networking to accommodate
multiple stations with up to dozens of studios,
emergency control room stand-alone operation
and integrated intercom and talkback.

TIELINE TECHNOLOGY

Booth: N517

Contact: Darren Levy, International Marketing
Manager

Phone: +61 (0)8 9249-6688 (Australia); e-mail:
levy@tieline.com.au

Tieline Technology will release the new
Commander G3 field and Rack Mount codecs
at NAB200S. Never have so many flexible
codec options been offered in a single box.
Commander features POTS, ISDN and GSM

codecs offering 15kHz mono/stereo over
ISDN and POTS plus 7-15kHz over GSM. A
comprehensive and configurable communica-
tions facility for local and back-to-studio live
communications. A 3 input and 3 output con-
figurable digital mixer. A configurable 12 x 6
Cross Point Digital Matrix Audio Router
(DMR) and on-board relay and RS-232 control
system for local and remote control of equip-
ment at either end of your codec link plus
control of your remote talent’s audio input
levels from the studio.

TRAFNET

Contact: Dave Scott

Phone: 877-TRAFNET and 866-500-0500
e-mail: dave@traf.net

TrafNet, a new traffic, billing and
Internet-based order entry system for radio,
will be introduced at NAB200S. TrafNet uses
the Internet to allow stations to get new ad
schedules on the air quickly, and lets stations
sell ads from any Internet PDA, laptop or
client’s computer. TrafNet is one of the first
traffic systems built to be multi-station and
multi-user from the ground up. Group head-
quarters get consolidated pacing reports over
the Internet in real time. Station traffic log
computers can be inexpensive because heavy
processing is done on powerful computers at
TrafNet's Internet server farms.

WICKS BROADCAST
SOLUTIONS

Suite: Bellagio Hotel

Contact: Bill Price, Sales Manager

Phone: 800-932-1533; e-mail: sales@wicks-
broadcastsolutions.com

Wicks Broadcast Solutions will present
Control Tower®, the company's powerful cor-
porate reporting software. Control Tower pro-
vides corporate reporting and data warehousing
capability to all Wicks' traffic and billing sys-
tems. With Control Tower, corporate officers
and station managers have immediate, secure
access to key information needed to run their
business — information electronically gathered
from each individual Wicks' traffic system in
each market.

Wicks is the largest supplier of software
products in the radio industry. More than 8,000
client stations use Wicks' software, including:
VT/Visual Traffic and DeltaFlex traffic and
billing software; Control Tower corporate
reporting and data warehousing software;
SalesMinder sales managenient system; Invoice
Express electronic invoicing interface for Wicks
traffic systems; RateMinder sales proposal/rev-
enue management tool; and Order Express con-
tract management software. &
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% Management s

Beyond ROL: Measurement, Sourcing and Tracking

12 percentage points less than three months earlier.
If we take this one step further and calculate that the month-

Seven years ago, [ remember attending industry conferences and
hearing about the importance of being able to measure “return on
investment” (ROI). Today, we're hearing the same thing, although it’s
known as an “equation for success.” Whatever we call it, an advertis-
er’s return on investment is critical to long-term growth of our busi-
ness, so we need to examine several key issues:

* Tracking a business,

* Sourcing retail traffic,

* Configurating and implementing tangible tracking

devices within the retailer’s organization.

What will be presented at radio-industry conventions seven
years from now? New measurement devices? Strategies for effective
sourcing and tracking? They are likely to be issues in the future, but
as the proactive and highly trained thinkers we are, we must recog-
nize that the time to address them is now. If we wait until 2012, the
industry will lag once again behind other viable media battling for
the ever-so-great advertising dollar.

- Weeldy Ups

180 g

Measuring Return On Investment

It’s one thing to compute and manage expectations with the ROI
formula, but without effective measurement, setting a 20-percent
threshold for expectations won't matter. Your measurement systems
must be in place for you to be able to take credit for any increase in
your clients’ sales and/or to protect you from the decrease in sales
through floor traffic that could have gone up or down during your
campaign. Unless you are on the sales floor while the business is
open and you are closing the deals, the only thing you can really track
and take credit for is the traffic/activity that your station brought
through the doors. (This is in addition to such variables as creative ad
copy, duratior of campaign, timing etc.)

Above is a real-world example from an automotive dealership,
illustrated in two graphs. Figure | shows the “up” traffic at the deal-
ership (number of potential customers who walk in), while Figure 2
shows actual sales over the same perjod of time.

Let's take look at May. Figure | reflects the average weekly “ups” for
the month of May as 125 per week. The second graph reflects the aver-
age weekly sales for the dealership, within that month, as 38.The closing
ratio for this dealership in May was 30.4 percent, an excellent closing ratio.
Now, look at August. The “up” traffic in August is considerably higher at
152, while sales are down at 28.This is a closing ratio of 18.4 percent —
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ly number of cars sold in May is 152 (38 per week x 4 weeks)
and the monthly total in August is 112 (28 per week x 4 weeks)
we see that 40 fewer cars were sold in August than May. At an
average of $25,000 per car, this comes to $1 million in lost sales.
Yes, someone did lose a job over this.

The point here is that a radio station is in charge of only one
equation in the success of the client in this case study. If we went
to this dealership and simply asked the manager what his average
monthly sales were — allowing expectations to be set exclusive
ly on the sales end — we would most likely be “cancelled” with
a fate similar to that of the person who was fired.

What in this dealership caused decreased sales when the traf-
fic went up? Was there turnover in the sales department with
fewer salespeople? Did the salespeople magically lose their clos-
ing skills? Did they have better sales incentives in May? What

u Average Monthly Sales

% -
30 .

0 JMETOTAL  JYTOTAL | ANGHST TOTAL

MARCH TOTAL  APRRL TOTAL  MAY TOTAL
promotions were done in May vs. August? Dare we suggest that
the media used were attracting unqualified buyers in August? The
fact is, the blanket question “How many units are you moving
per month?” is worthless unless we know this dealership from
the inside out.

We should be asking such questions as how the dealership
tracks the “ups.” Month-by-month since 9/11, what has been its
average monthly “up” traffic? What is the current closing ratio,
and is the dealer tracking this vital aspect in its sales department?

Remember that 12-point difference in closing ratio? If an
internal focus increased this ratio by just 3 percent, and if that
drop — which amounts to 10 cars — doesn't happen, it's a
$250,000 increase over August’s existing gross sales figures.

The sales reps who track, source and measure the results and
expectations of a client will set themselves apart from anybody sell-
ing any advertising medium. How many reps today ask, “*How do
you track your prospects and sales”? I venture to guess it’s less
than 5 percent — and that might be generous. &

Sean Luce, head national instructor for the Luce Performance Group, can be
reached at 281-496-6340 or by e-mail at Sean(@luceperformancegroup.com.
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TOMA brings you buyers!

""The best sales tool in the advertising industry.
Radio reps should use TOMA and sell 52 week annuals

instead of short flights. Every market should be measured now. '
- Roy H. Williams - author, The Wizard of Ads

""If I currently owned a radio station I'd lock it up for my market.
TOMA is proven technology and research that works.

It's a secret weapon that I highly recommend for radio stations."
- Eric Rhoads - Publisher, Radio Ink Magazine

"TOMA is too good to be true! No other sales

product has delivered this kind of sustained revenue."
- Paul Starr, General Manager and V.P of Noalmark Broadcasting
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$375,000,000
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$800,000,000

Senior Secured
Credit Facility

Co-Manager
June 2004

Managing Agent
May 2004

]JHL Liberman
r Broadcasting
$220,000,000

Senior Secured
Credit Facility

Documentation Agent
August 2004

Documentation Agent
August 2004
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Keyinarket Communications

$35,000,000

Senior Secured
Credit Facility

4
Lead Arranger & JEI'.

Administrative Agent 5
January 2004 =

$135,000,000

Senior Secured
Credit Facility

$185,000,000

Senior Secured
Credit Facility

Syndication Agent
October 2004

Documentation Agent
February 2004

Superior S —
Broadcasting ( WESTWOOD DNE,
of Denver

$135,000,000

Senior Secured
Credit Facitity

$100,000,000

Senior Secured
Credit Facility
l ead Arranger &
Administrative Agent
June 2004

$300,000,000

Senior Unsecured
Credit Facility

BMO Halvard Capital
made an equity investment

Lead Arranger &
Administrative Agent
July 2004

Documentation Agent
February 2004

January 2004

Access. Knowledge. Experience.
Solutions that work for radio broadcasting companies.

At Harris Nesbitt, we know that radio companies operate in a dynamic.
highly competitive environment. To help vou stay ahead of changing
conditiens, ourteam offers in-depth knowledge of the radio sector. a
broad range of capital solutions and comprehensive advisory services.

In 2004, our team completed transactions valued at more than $6 billion
on behall of our radio clients. Let us work with vou o achieve yvour
financial objectives. For more information. please visit

www harrisnesbitt.com

HARRIS
‘ NESBITT

\AS n A A K YE A TARI F
KNOWLEDGE MAKES IDEAS PROFITABLE

[T

A menber ol BMO 0 Financial Group




Blast from the Past

NEW TECHNOLOGY

Zenith’s Royal 580-E, an all-transistor “pecket radio,”
was the world’s most powerful radio of its size in
1962. It slipped into pecket or purse for traveling and
featured a three-position carrying handle and a

non-breakable nylon case.

Radio Ink Collection

SEARCH YOUR ARCHIVES. Pur the boxes from your storage loset Radio ink magazne is searching for oid (or shou'd we say mature?) photographs of people stations or promotions to use on ous Biast page

A photos wil be retumed but please be sure to LABEL them wath ideriiying captions. mcluding  retum address and contact name Ma:) to Wendy Bemstem, AssL. Edor, Rathio Jak, 224 Datura St. Surte 1015, West Paim Beach. FL 33401

Events

Winter 2005: Jan. 6-Mar. 30
Spring 2005: Mar. 31-Jun. 22
Summer 2005: Jun. 30-Sep. 21
Fall 2005: Sep. 22-Dec. 14

MARCH

Mar. 20-22 — NAB Futures
Summit, Pebble Beach, CA.
CEOs and technology trends.

= 800-342-2460

URL: www.nab.org/conventions/
Mar. 31 — AWRT Dallas/Ft.
Worth “Awards of Excellence”
Charity Gala, Dallas, TX.

URL: www.awrt.org

APBIL

Apr. 1-2 — Oklahoma Assoc. of
Broadcasters Convention, Tulsa, OK.
= 405-848-0771

URL: www.oabok.org

Apr. 12 — Holy Hip Hop Gospel
Explosion at GMA Week in Nashille.
URL:www.holyhiphop.com/Gospel
Explosion.htm

Apr. 16-21 — NAB 2009, Las Vegas.
= 800-342-2460

URL: www.nab.org

Apr. 17 — 2005 Broadcasters’
Foundation NAB Charity Golf
Tournament, Las Vegas.

URL: www.broadcastersfounda-
tion.org

Apr. 18-20 — Radio-Television
News Directors Association

30 | RAGIO INK — MARCH 21, 2005

RTNDA@NAB, Las Vegas

& 202-659-6510

Apr. 21-23 — 50th Annual BEA
Convention & Exposition and 3rd
Annual Festival of Media Arts,
Las Vegas.

= 202-429-5355

URL: www.beaweb.org

Apr. 26 — AWRT Battle of the
Ad Stars, Houston, TX. Contact:
Tim Gratzer 713-260-4456 or
Erin Hoffman at 713-526-1111

MAY

May 6 — Vermont Assoc. of
Broadcasters Convention,
Burfington, VT.

= 802-476-8789

URL: www.vab.org

May 15-17 — Broadcast Cable
Financial Management Assoc. &
Broadcast Cable Credit Assoc.
Annual Conference, New Orleans
Contact: Mary Teister at mteis-
ter@bcfm.com.

URL: www.bcfm.com

May 16-17 — Pennsylvania
Assoc. of Broadcasters
Convention, Hershey, PA.

= 717-482-4820

URL: www.pab.org

May 16 — CRS LV, Las Vegas
URL: www.crb.org

May 19-22, 2005 — Alabama
Broadcasters Convention,
Perdido Beach, AL.

= 205-979-1690

URL: www.al-broadcasters.org

May 20-25 — NABOB 29th
Annual Spring Broadcast
Management Conference, St.
Maarten.

= 202-463-8970

JUNE

June 3-4 — New Mexico
Broadcasters Assoc. Convention,
Albuquerque, NM.

= 505-881-4444

URL: www.nmba.org

June 3-4 — Wyoming
Broadcasting Assoc. Convention,
Cheyenne, WY.

= 307-632-7622

URL: www.wyomingbroadcasting.org
June 6-7 — New Jersey
Broadcasters Assoc. Convention,
Atlantic City, NJ.

= 609-860-0111

URL: www.njba.com

June 7-9 — lllinois Broadcasters
Assoc. Convention, East Peoria, IL.
= 618-942-2139

URL: www.ilba.org

June 8 — 2005 Radio-Mercury
Awards, New York City

URL: www.radiomercuryawards.com
June 9-11 — Missouri Broadcasters
Assoc. Convention, Kansas City, MO.
© 573-636-6692

URL: www.mbaweb.org

June 9-12 — Fan Fair (CMA
Music Festival), Nashville, TN
URL: www.CMAfest.com

June 9-12 — Mississippi
Broadcasters Convention, Biloxi, MS.

= 601-957-9121

URL: www.msbroadcasters.org
June 15-16 — Wisconsin
Broadcasters Summer
Conference, Green Lake. WI.

= 608-255-2600.

URL: www.wi-broadcasters.org
June 15-18 — 2005 Natl. Assn.
Hispanic Journalists Convention,
Fort Worth, TX.

URL: www.nahj.org

June 22 - 30th Annual Gracie
Allen Awards, American Women
in Radio & Television, New York.
= 703-506-3290

URL: www.awrt.org

June 26 - 28th New York State
Broadcasters Assoc. Convention,
Lake George, NY.

= 518-456-8888

URL: www.nysbroadcastersassn.org

JULY

July 16-19 — 2005 NABEF
Professional Fellowship
Program, Washington, DC.
= 202-429-3930

July 21-24 — Conclave XXX:
Hardcore Radio, Minneapolis
= 952-927-4487

URL: www.theconclave.com
July 27-28 — CRB Agenda
Committee Meeting,
Nashville, TN.

URL: www.crb.org

July 28-29 — CRB Board
Meeting, Nashville. TN.

URL: www.crb.org

AUGUST
Aug. 3-7 — Natl. Assn. of Black
Journalists 30th Anniversary
Convention, Atlanta

URL: www.nabj.org

Aug. 11-13 — Native American
Journalists Association
Convention, Lincoin, NE.

= 605-677-5282

URL: www.naja.com

ANDMORE

Sept. 8-13 — (IBC)
International Broadcasting
Convention, Amsterdam

= (UK) +44-171-611-7500
URL: www.ibc.org

Sept. 19-21 — 15th Annual ERA
Convention & Exposition

Las Vegas

= 703-841-1751

URL: www.retailing.org/
Sept. 21-23 — 2005 NAB Radio
Show, Philadelphia

= 800-342-2460

URL: www.nab.org

Oct. 23-35 — NAB European
Radio Conference 2005
Athens, Greece.

URL: www.nab.org

Nov. 15-17 — NAB Post+
New York City.

URL: www.nab.org

Send events to
wendy@radioink.com

FOR SUBSCRIPTIONS, CALL 1-800-610-5771 | WWW.RADIOINK.COM




Reaching the right buyers at the right time, every time!

i Showcase

AM
Ground
Systems

Ground System
Caonstruction

Reliable, On-Time
Installation

Quality Workmanship Evaluation & Repair
WWW. amgroundsystems.com
1-877-766-2999

Your daily mwsic scheduled by format experts.
Selector tune-ups * Resoarched ploylists

PERFECT M)

music scheduling

Call Steve Clem: 405-476-5133
Or e-mail: perfectmix@sbcglobal.net

Studio Facility Consulting
Rick Dearporn
Build: C [

Over 35 years of broadcast experience.
636-230-0046 » www.rickdearborn.com

Media Bokers

|

|

orce

Communications & Consuliants, L.L.C.

|
} '

A Mcdia Brokerige Firm

Hal Gore |

1000 Clde Doubloon Drive
Ve Beach, Fl. 32963
phione 77::-231-8928

email: versh.l@betisouth.net :

| John Lauer

‘ 4611 Wynmeade Park

| Marretta, Ga. 30067

| phone 770-555-4465

| email: johnlaner @mindspnng.com

| E—

SALES M[\?MGER - CUMULUS
Appleton/Qshkosh, Wi

People Yook up to you, people respect you ond peogle e you for their
careers 19 flousish. The grofificotion thot comes f:om being a strong leader
and great salvs monoger is more then fust finondiol: 1t's thre: senior seller
<aying, "I coukdn't hove done it without you®; if's the junicr seller giving
yeu credit for the career growth he or she hos exaerienced. if you hove the <
skills and experience 1o eom the respect of the feam in Aanleton /Oshkosh,
and increase foe size ond performance of the feam, 1+ want to hear from
you. Send resume in confiden e c:
Jeff.Schmidt@cumulus.com.

Cumulus Media  Appleton,/Oshkash,
491 South Washburn, Suite 400, Oskkosh, WA 54904

FIELD CONSULTANT

Morrison and Abraham, Inc.

Leading sales consulting firm seeks experienced saes
trainer and strategist. Consultants work directly with media
salespeople to empower them to genesate revenue effi-
ciently and effectively. Job combines extensive: hands-on
training with ongoing management support. Candidaies
must assess situations accurately, communicate observa-
tions, drive people to achieve results and have five years’
experience ir: sales or marketing. Natioral or locel media
experience a plus. Position requires exferisive rave.
Submit gualiiications to:

rdacey@morrisonandabraham.com

FOR SUBSCRIPTIONS, CALL 1-800-610-5771 | WWW.RADIO'NK.COM

Radio Features

MARCH OPPORTUNITIES
Nat'l Ag Week « Easter
Home & Garden Tips

TAG|Media Consulting

Terry Greenwood
Individualized Media Brakerage

(anfidential meetings in Las Vegas during NAB2005
Voice: 410.931.3362

BARRY SKIDELSKY

Attorney & Consultant

15 years experience in radio
prior to becoming a lawyer

Station purchases and sales
financing, employment, etc.

Also FCC approved trustee,
arbitrator & expert witness

212-832-4800
bskidelsky @mindspring.com

MediaRecrviter.com
We’re looking for you!

We're in touch with more than 67,000 media

professionals each week. Currently 225+ jobs

nationwide in such positions as management,
sales, marketing and research.

Roberta Solomon
Hearing is believing.

oicegal-

v

www.voicegal.com
913.341.8475

&P Digital Weatherman

Never Dub Wealt e

@ Accurate weather forecasts 24/7
@ Totally automated - no dubbing
@ Works grest with satellite or volce-tracked stations
@ Perfect for local sponsorship

visit www.dlgitalweatherman.com
or call 800-391-5726

NATIONAL SALES MANAGER
D.AV..D. Systems Inc.

D.A.VI.D. Systems Inc. 1s seeking a National Sales
Manager for its North American operation.

D.AV..D. (Digital Audin & Video Integration and
Development) develops products and system
solutions for the broadcast market, concentrating
on radio automation anc related Internet services.

We are seeking a highly motivated individual with

significant experience in the radio systems busi-

ness. The ideal candidate will have worked in the

automation segment and have an up-to-date
Rolodex. He or she understands the workflows
and operational needs of both public and private
radio operators. Our market is characterized by
long purchasing cycles; the National Sales

Manager must be self-reliant and have a keen

understanding of the nature of project business in

order to be successful.

We offer competive compensation, health bene-
fits, above-average paid vacation and growth
opportunities. If you enjoy working with an effec-
tive, customer-oriented team, please send your
updated resume and references to:
D.A.V.L.D. Systems Inc., PO Box 1297,
Brookline, MA 02446, or e-mail
nsm@digasystem.com.
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Together We Have The Power
To Move Radio Forward.

At Harris, we're taking our leadership in the radio industry to an even higher level. Shaped by the feedback of customers
and audiences across the market spectrum, the newly-formed Harris Radio Team is rich with the industry’s most
comprehensive products, services and expert resources. All with a focused team solely dedicated to moving our industry,
and your business, forward. It's a spirit of innovation buit on decades of pioneering solutions for radio. So get your

business heading in the right direction, turn to the new leadership of Team Harris Radio.

To learn more about the new Harris Radio Team, cail us at 800-622-0022 or visit us at www.broadcast.harris.com.

H A R R RADTIO TEAM IS 0 N T H E A1 R

www.broadcast.harris.com




YOUR FUTURE STARTS HERE

April 18, 2005
Al Iadustry Opening Ceremonry

Spensored by:

State of the Industry
Opering Address
Edward 0. Fritts

Presdent & CEO
NAS

THE WORLD’S LARGEST ELECTRONIC MEDIA SHOW

Keynote Spzaaker

Ivan Seidenberg
Chairman & CEO
Verizon Communicat-ons

Splrit of Broadcasting Award ecipient:

Joward University

ﬂ H. Patrick Swygert

Howard University

Debbie Alien

Producer, Director, Actor
and Choreographer
Howard University Alumna

Distinguished Service Award Recipient

Lowry Mays
Chairman of the Board
Clear Channel Communications

NAB-HD will provide a hands-on look at everything that goes into putting together a digital
television operation... by building a functioning station right on the exhibit floor! From capture
to editing to delivery, this is a unique opportunity to see how it all comes together.

April 17, 2005
Broadcest Engineering
Confereace Opening
Keynote Speaker

7 'W Dr. Robert Pepper
- Chief, Policy
Development
' FCC
-

Aprll 18, 2005

MuftiMedia World

Keynote Speaker

Hector Ruiz

Chairman & CEO
Advanced Micro Devices
AMD)

RTNDA Paul White
Award Recipient

% Charles Osgood
CBS

April 15, 2005

Radio Luncheon

Keynote Speaker
~ % John Gage

el « Co-Founder and Chief
E: " Researcher

Sun Microsystems

Hall of Fame Inductee

Jack Buck
1924-2002

Accepting

I - 7 Carole Buck
Special Remarks
Ozzie Smith

viajor League Basebalh
Hall of Famer

» ZASCAP

April 20, 2005
Technology Luncheon
Keynote Speaker

P_.. Dr. Rebert W. Lucky
‘. o Engineer/Autho
o .

Engineering Achievement Award
Recipient (Radic)

Milford K. Smith
ol ‘

Greater Medta, Inc
Engineering Achievement Award
Recipient (TV)

g5 Dr. Oded Bendov
f:? & TV Transmission

J Antenna Group, Irc

@ Sessions

Convergence ani Contert on the
Move: Riding the D:gital. Mobite.
Virtual and Personal Wawe

April 13, 2005

Shane obison

Chief Technology Officer.
Chref S'rategy Officer
HP

Sporsomd by (ﬁﬁ]

Video - The Next Weve in Publishing
Aprl 19, 2€05

Steve Saylor

Vice President of Digital

Video ard A idio
Adobe Sestems

12TV - The Technclogy anc
Market Outloox<

April 19, 2005
Jonathan Klein

President
CNNsUS.

Lcok Before You Leap - The Dollars
ard Sense of Trans&ioning to HD
April 19, 2005

David Kral'

President, CEC
Avid

Taking it to the 5treets — Mobile
De~ices Add Drama to Sports &
Reality Programming
April 20, 2005
"~ Mark Cubar
President

d HDNet. .LC
A

New Technology for Cigital Media
April 20, 2005

3 Kenneth Williams
Chief Executrve Officer
Ascent Mediz

Conferences: April 16-21 ¢ Exhibits: April 18-21 e Las Vegas Convention Center * Las Vegas, Nevada USA

www.nabshow.com




DiGITAL RADIO

Wall Street, the media, and the U.S. popu-
lace into frenzies about them. Meanwhile,
terrestrial radio plods along, debating
whether it's too expensive to invest in dig-
ital technology that doesn't provide
enough short-term return.

It's time to stop plodding and start
acting. Over the past year, Radio Ink has
conducted an admittedly unscientific sur-
vey of radio group heads, market man
agers and program directors to determine
whether emerging digital media

lite, iPods, broadband or “something new

satel

and completely different”
significant competitive threat to radio’s
future. The response is typical of the
faulty logic expressed by executives who
work in a mature business and base their
budgets and business plans on faith:
“Radio has survived for over 80 years and
has beaten back all comers,” they say.

will pose a

“Radio successfully overcame television
in the 1950s, cable in the '70s and "80s,
8-track, cassette tapes, in-dash CD players
and we'll do it again.”
fast, Mr.
Though

Not so Buggy-Whip
247
Americans continue to listen to terrestrial
radio every week (vs. 3-5 million for the

two satellite radio services), numbers

Manufac-turer. million

alone can't sustain a growth market. Nor
can they demonstrate an innate public
satisfaction with radio’s status quo. The
fact is that radio’s Time Spent Listening
has declined steadily (albeit slowly) over
the last 10 years, and younger listeners
are re-distributing their entertainment
time among new devices that offer an
entire universe of choices. (There's that
word again.) A generation ago, radio was
virtually the only medium for people to
hear new music and glean information
about their favorite artists and entertain
ers; now it's just one of many options.

Content vs. Context

A few years ago, when the dot-coms
were bursting with venture capital
money, the hue and cry from Silicon Alley
and Media Gulch was “content is king.”
Sure, content is critical, but as the oppor-
tunity for personal choice expands with

the development of new technologies,

content in many cases is displaced by the
context in delivered.
lmerac(ivi(y, choice, personal interaction,

which it s

multi-tasking and ease of use are of para-
mount importance. While the public gen-
erally is loath to pay for something they
otherwise could get free, they will pay if
these contextual “needs™ are fulfilled.
This is where digital radio comes in.
While proponents of HD Radio have been
promoting the unquestionable clarity of
the digital signal, it's not necessarily lis-
teners’ ears that will make or break this
technology. The few people who pay for
satellite radio generally don’t do so
because of the clear signal; they subscribe
because they like the variety of program-
ming. Similarly, consumers will navigate
toward HD Radio for a lot more reasons
than lack of hiss and static. They'll choose
digital terrestrial radio for its context —
for the options and choices that go
beyond what they believe radio is today.
For instance, they'll most likely go
for the additional channels that digital
radio allows. While an analog FM station
today can broadcast one signal through
out the marketplace, second- and third-
generation HD Radio broadcasters will be
able to split the digital signal into sepa-
rate audio streams, allowing broadcasters

to distribute additional channels of con
tent to their listeners. “This means a sta
tion could have news on one channel,
music on another and public affairs pro-
gramming on another,” writes journalist
Mark Glaser in the USC Annenberg Online
Journalism Review. “Plus, there’s the possibil-
ity of rich data services such as local
weather and news beamed to portable
devices in the future, as well as audio on
demand and time-shifting similar to TivVo
on televisions.”

This
take many forms, from niche music pro-

“second-channel audio”™ will
gramming, local talk, community service
and digital downloads to something that
some bright programmer has yet to con-
ceive. All can generate revenues through
traditional advertising sales or through
moneymaking strategies yet to be devel-
oped.

National Public Radio
exploring these opportunities with its
Tomorrow Radio project, and the possi-
bilities are many. Unveiled at the 2004
CES in Las Vegas, Tomorrow Radio will let
NPR stations divide FM signals into two
channels that can be programmed inde
pendently. Stations will be able to broad-
cast music on one channel and news on

has been

another. During a “pledge week,” the sta-
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Clear Channel plans on using a secondary digital channel to deliver traffic
information directly to in-dash HD Radio displays, similar to this one.
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The Jingles, Production libraries, HitDisc®, Gold Disc® & Comedy people

Circle|Reader Service #103



"Adding a TFT FM

ynchronous Booster
helped increase my

arket

CEO)/President

What is it worth if you "Why KZST chose TFT!”

could increase YOUR “We installed the country’s first Eliminate terrain shleldmg

market share? booster system many years ago. Our problems, & stop Ieaving
“For KZST, TFT's FM Synchronous ~ new TFT FM Synchronous Booster $$$ on the table!

Booster / Reciter solution helped System helped solve interference For years broadcasters have relied

open up problem areas previously problems and increase signal cover- on TFT's solutions for innovation &

suffering from low signal strength. age in problem areas where our first N e T e

It helped increase our potential system could not.We're very pleased” i distance on how your station can

market during peak drive times! benefit from a TFT Booster System.

Signal strength is up & our J_— J— 1-800-347-3383
Market Share is climbing!” ' [ ' INC R
= Sound Quality for Over 25 Years!

3090 Oakmead Village Drive
Santa Clara, CA 95351-0862
Fax: {408) 727-5942
Phone: (408) 727-7272

[CREGITER |
1. -

TFT's 8900 Reciter  STL Receiver/FM Exciter
offers a cost-¢ffective solution to easily icrease Celebrating 25 years of providing our customers
signal strength in problem terrain market areas! witl innovative technology they can count on.

Circle/Reader|[Service #104




Radio’s Premier Management

& Marketing Magazine**

VOL. XIe NUMBER 5seFEBRUARY 26, 1996

INTERVIEW

Carl
Brazell

Jr.

= /"\

10

The latest venture

for Metromedia

International’s Carl

Brazell takes bim to Russia and other countries in
Eastern Europe to acquire and operate Radio
stations there. Brazell discusses the formats and
sales and m.ui’rl;m} of these stations, the cultural

JlHrmru'\' and Metromedia's [.\I.nh lm llu‘]uluu‘

Country Radio:
Past, Present, Future

What shaped Country Radio? Where is it
oday and what can be expected> What do
record labels think about the state of Country

music? It's all answered in this report

Publisher’s Notes 6
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We all need employees to be eagles.

by Bill Richards
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The VIP pass.

by Bill Haley
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by Ralph Greco
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The name of the game in selling.

by Ken Greenwood

New Business Development 29
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Programming For Management™ 32
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by Dave Anthony
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Why talent fail.
by Lorna Gladstone

mmlrlﬁhnﬂngwmswmm

mm.mwmm?mmmr

Editorial Offices: 224 Datura Street ¢ Suite 701 » West Palm Beach, FL 33401 ® Phone (407) 655 8778 * Main FAX (407) 655-6164 ¢ Editorial Dept

FAX (407) 655-6134 * EMAIL: Radiolnk@aol.com * 102404,2604@compuserve.com e Subscription Information/Advertising/Classifieds/Yellow

Pages * Phone (407) 655-8778 ® Main FAX (407) 655-6164

Col h 1996 b oar L ve, Inc. and Radio I Al rights resene

issues e-ul‘ w-ar by Streamtine Publ \hmg 1€€., 224 Datura \rroor * Suite 701, West Palm Beazh, FL 33401. ® Radio Ink is a registered trademark of Streamline Publishing, In

Send Radic Street ¢ Suit

alm Beach, FL 33401. Copyin or other than personal or internal reference without the

»on request. Printed in th ln-l States. Bulk Buslness Mail paid at West Palm Buch Fl. . hrmlt ho;9 for third class enclasure

4 RADIO INK

FEBRUARY 26 - MARCH 10, 1996




z~
\
!

|

TIMING IS EVERYTHING.

(ondton Mad? Results-oriented
Creative Media direct mail & database
Management, Inc. services for radio.

(813) 536-9450

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



PUBLISHER’S NOTES

1996 RAB Conference Best Yet

To reach me, write:
RADIO INK,

B. Eric Rhoads, Publisher
224 Datura Street « Suite 701
West Palm Beach, FL 33401
Phone: (407) 655-8778
Fax: (407) 655-6930
EMAIL: Ericrhoads@aol.com
102404,26048@compuserve.com

went to my first Radio Advertising Bureau

conference about 17 years ago. [t was also

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

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

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

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

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

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

ADULT CONTEMPORARY

The Lund Consultants . . .
The Experts in Radio Programming & Format Development

Music, marketing, research and strategy, station launch...
Call John Lund today for ratings and revenue success!

The Lund Consultants
to Broadcast Management, Inc.

415-692-7777

¢ COUNTRY e TOP 40 e ROCK ¢ CLASSIC ROCK e« OLDIES » NEWS-TALK

6 RADIO INK

Circle Reader Service #106

FEBRUARY 26 - MARCH 10, 1996

L 3

w



The name of the
newest game in
sales is...

MARKETING

One Day Sales Seminar Designed to Motivate & Boost Productivity

MARKETING PARTNER!

Yy v v v v

WHAT ARE PEOPLE SAYING ABOUT CHUCK MEFFORD SEMINARS?

POWER MARKETING ONE DAY SEVINAR



PEOPLE IN INK"

Working
Together

When you work in
Radio or TV it’s easy
to forget that a lot of
people are fascinated
with how our media
work. So in an at-
tempt to become a
visible part of their
communities, KPIX-
AM San Francisco and
KPIX-TV got together
to produce a series of
live remotes called “The Bay Area
Experience.”
Visiting four Bay Area commu-
nities in the past seven months,
they produced on-air promos and
jointly purchased bus sides, bill-
boards and print ads in the tar-
geted area for each remote. KPIX
Radio produced Brian Butler’s Any-
thing You Say live from the remote
and the TV station produced their
10 p.m. newscast live as well. A
tent was set up for
talent to autograph
photos, and refresh-
ments were supplied
by a local vendor. In
addition, an Internet
site was set up for the
public to browse.
The following are
various shots from
their remotes includ-
ing@listeners using
the Internet site in
Fremont; o Butler
with his KPIX Radio producer Dan
Lehrer and a listener in Concord;
Butler and KPIX-TV_meteo-
rologist Brian Sussman; OButler
working the crowd in Concord;
a remote in Oakland; and
Butlerand Sussman in San Francisco.
By working with TV, KPIX-AM
was able to further extend its reach
and cross-promote in a series of
\ remotes that were both informa-
______€OOoy ¥ tive and entertaining.

THEGTY OF QAKLAND, FHE GAKLAND MARKETING BOARD AND §
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Radio Ink Mission Statement For Readers:

Radio ink is a positive Radio industry resource designed to
continually educate readers by providing fresh, stimulating and
actionable ideas in marketing, sales and programming along
with refreshers on the basics. Content is 100 percent related to
Radio, quick-to-read, with a no-bias editorial balance, giving
equal emphasis to all formats, market sizes and geographic
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success of our readers, their stations and the Radio industry overall.
Radio Ink Mission Statement For Advertisers:

Radio Ink provides an upbeat, first-class, pro-Radio envi-
ronment for advertisers wishing to associate their product with
positivism, productivity and quality. Radio Ink strives to
provide enhanced results and added value by offering strong,
widespread, loyal readership of industry decision-makers. We
make our customers our most important asset by providing
services which focus on their needs.

TO SUBSCRIBE OR FOR CLASSIFIED/
RESOURCE DIRECTORY INFORMATION CALL:
1-800-610-5771 OR 407-655-8778

LETTERS

Even The Mailman Reads /nk

When my mailman, Alan, delivered the
mail yesterday, including the latest Radio
[ik, he paused long enough to wax ecstatic
over the mag ... it seems he reads every
issuc betore he delivers it o me. | r

asked him if he read all my
mail. He responded that ol
course he didn't. He just
rcad Radio Ink because it
was so interesting.
Hmmm. What does that
say about the restot my mail?

Kaye Levine\‘

klavine@pipeline.com

Hey FCC, What Is It We Are
Paying For?

| have been attempting to call the
FCC 10 getan answer o a simple ques-
tion lor over a month.

I couldn't reach anybody for most of
December because the government was
shut down. When the government tinally
reopened, | couldn’t get in ouch with
anybody because of thesnowstorm. When
I called vesterday, the Commission was
closed for Martin Luther King's birthday.
When | called today, I reached voice mail
When [ ried to leave amessage, Teouldn't
because the mailbox was tull.

There's a lot more 1o the government
shutdown controversy thanjust Bill Clinton
and Newt Gingrich. [(s about a federal
burcaucracy that has gotten totally out of
control and totally unresponsive o those
they are supposed o be serving. The FCC
is a prime example.

In addition to corporate taxes and
personal income taxes, broadcasters are
forced to pay tiling fees for everything
we do, including a tiling fee for our
annual ownership reports. Then we have
to pay an annual regulatory tee on top ot
that. What is it we are paving tor?

Maybe onc ol these days I HTbeable o
reach someone at the FCC who can an-
swermy question, withouthaving to wade
through voice mail and/or being trans-
terred to atleastsix ditferent otfices. Yeah,
and maybe I'll win the lottery too.

Larry Fuss, P/GM

Delta Radio Inc.
WDTL-FM/WOHT-FM/WDSK-AM/KDTL-FM
Cleveland, MS

Kudos On Changes
You've really made some wondertul
improvements including the Sales Ink™
section! Looks Great!
Jeff Thomas
WPOC-FM Baltimore

Congrawlations on the innovative

§\ changes in Radie Iuk. Tt proves vou
can make the great even greater.

jack M. Rattigan, President

J Rattigan Radio Services

Portsmouth, VA

Yes, Let’s Get The PR
Machine Going

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

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

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

Change is long overdue. | accept
your challenge. I'd enjoy conuributing to
a local cftort 1o create a thoughtfully
prepared, easy to understand ‘Radio Kit
and getit into the hands ot our regional
economic development folks and the lo-
cal chamber of commerce. Every exist-
ing and new business should have one.

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

Carla Wessells

Director of New Business Development
WUSQ-FM/WFQX-FM/WNTW-AM
Winchester, VA

ADDRESS ALL LETTERS TO: LETTERS e 224 Datura Street
o Suite 701 * West Palm Beach, FL 33401. Or fax to
407-655-6134. Each letter should include your fuil name,
address and telephone number, and may be edited for
clarity or space.
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NEWS

The New Telecommunications Act
What It Means For Radio

by Michael Bader

ongress gave Radio an impres-
sive collection of belated Christ-
mas gifts on February 1, 1996,
and President Clinton joined in
the party the next week with his signature
on a wholesale array of goodies. Longer
licenses are nice, but more important
than the new eight-year terms is the
freedom from competition at renewal
time (provided that the station has be-
haved itself). Expansion of the ability of
owners to acquire stations in many mar-
kets (no limit ... an owner could own
stations in every city and town in the
nation) and the raising of the limit of how
many licenses one may own in a market
are great for most owners. And best of all
is the basic thrust of the law — business
should be more competitive and less
subject to artificial FCC regulations.

How Will it Unfold?

When and how will all this unfold?
It will take a period of time, since
Congress in many cases told the FCC to
flesh out the basic outline, and doing so
takes personnel, money and time. And
most of the law is not at all related to
Radio, but must be addressed and fleshed
out for telephone companies, cable,
questions of decency (the new chip
oughtto be a puzzler for the bureaucrats
to complete), and a host of other parts
ofthe law. All of today’s ownership rules
must first be reviewed by the FCC.

The Radio industry’s
only teaching-workshop
dedicated exclusively
to sales management
development. For a
free prospectus, dial

1 800 TALK GIF

10 RADIO INK

All of this means that the FCC staff,
not to mention all of the state regula-
tors, will be thrown into a frenzy of work
to complete massive regulatory pro-
ceedings on short time frames. Here are
just five of them:
® The chip — six months for the job to
be finished.

® Telephone interconnection — in six
months.

* Telephone infrastructure sharing —
12 months.

* Universal telecommunications services
— 15 months.

¢ Elimination of market entry barriers —
15 months.

With the FCC hurting in the govern-
ment appropriations battles, not a whole
lot of new bodies can be hired to do all of
this. In fact, staff has been cut in the field
offices, so fines and inspections should
fall off markedly for Radio stations.

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

What It Means

What this means for Radio is that
there will be delays in the processing of
applications. The easy ones which com-
ply with present rules will probably go
ahead on riormal schedule. Fortunately
or unfortunately, applications for new
stations which are opposed are frozen
solidly, so about all that has to be done
is the processing of station sales and
minor facilities modifications, plus li-
cense renewals.

DAVE GIFFORD’S

CHICAGO
BOSTON
DALLAS
SEATTLE

Circle Reader Service #108

SAN FRANCISCO
ORLANDO
ATLANTA

Then there is the question of how
long it will take for the FCC to get ready
to grant applications which are legal
under the new law, but not under today’s.
There’s the rub.

There will be a period of confusion
and delay. At a minimum, the rest of
1996 will be taken up with huge admin-
istrative proceedings, and the first sev-
eral applications, whether for Radio or
TV, orsome TV/cable amalgamation, will
take many months to adjudicate.

On balance, Radio may look for a
frenzy of new station sales, many pre-
senting daunting questions of the level
of competition in a market. Things will
unfold slowly at the start, but by the end
of 1996 it would seem likely that appli-
cations for ownership of many stations
per market, in unlimited numbers of
markets, will be commonplace, and they
will be approved.

As to license renewals, the new law
should tell the FCC that long delays
because of petitions to deny are out.
The FCC, even without the new law, has
started its own proceeding to move
things along faster in the license re-
newal area.

It's a good law. When its massive
scope is clearly understood and the
procedures to make it work are put in
place, Radio should do quite well with
important new regulatory freedom not
enjoyed before. =

) 2.1 ] !
Sader 1s o member of Haley, Bader & Potts, P L (

He may be reached at

(March 18-20)
(April 1-3)
(May 6-8)

(June 24-26
(July 15-17
(August 5-7

(October 28-30
PHILADELPHIA (November 18-20

)
)
)
(September 16-18)
)
)
LOS ANGELES (December 9-11)
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MILLION DOLLAR CLUB

$152 M: KATZ-AM/KMJM-FM/KNJZ-FM S1. Louis; WSPD-AM/WRVF-FM/WVKS-FM Toteno, OH;
KHOW-AM/KBCO-AM & FM/KHIH-FM Denver; XTRA-AM & FM San Dieco; SeLLer: NOBLE
BrOADCAST GROUP INC.; BUYER: JACOR COMMUNICATIONS INC.
$30 M: WDFN-AM/WWWW-FM DetroiT; SELLER: CHANCELLOR BROADCASTING Co.; BuYEr: EVERGREEN
Mepia Corp.; Broker: STarR Menia Group
$28.75 M: KIFM-FM San Dieco; Setter: KIFM BROADCASTING L.P.; Buver: JerFerson PiLot
Communications Co.; Broker: STar Mepia Group
$26 M: KEZX-AM/KW)Z-FM SeaiTLe; SeLter: Park COMMUNICATIONS; BUYER: Sanpbusky NEWSPAPERS
INC.; BROKER: MEDIA VENTURE PARTNERS REPRESENTED PARK COMMUNICATIONS
$14 M: WROQ-FM GREENVILLE/SPARTANBURG, SC; SELLER: ABS Greenvitle ParTners L.P.; Buver:
MuLTI-MARKET RADIO INC.; BROKER: Blacksurn & Company
$8.75 M: KAQQ-AM/KISC-FM/KNFR-FM Spokane, WA; SELLER: SILvERADO BRrOADCASTING Co.;
Buver: TriaTHLON BroancasTing Co.
$5.3 M: WJOB-AM Hammono, IN & WZVN-FM Lowett, IN; Setter: CotBy BROADCASTING; Buver:
M&M BROADCASTING INC.; BROKER: GEORGE JENNISON
S5 M: WTAI-AM/WAOA-FM MeLBourne, FL; SeLLer: Siticon East COMMUNICATIONS PARTNERSHIP;
Buver: GEmM BROADCASTING INC.; BrRoker: RoBERT A. CHAISSON INC.
$4.2 M: KSQR-AM Sacramento, CA; KOQO-AM Cuiovis, CA; KOQO-FM Fresno, CA; Selter: D&V
EqQuinox XX INc.; Buver: Sitverapo Broapcasting Co.
$3.8 M: WACO-AM/FM Waco, TX; SELLER: SBG COMMUNICATIONS OF TEXAS INC.; BUYER: SONANCE
COMMUNICATIONS INC.
$2.725 M: KXEW-AM Souts Tucson & KOHT-FM Marana, AZ; Setter: Cactus BroapcasTing L.P.;
Buver: Bic Broapcast of Arizona L.L.C.
$2.4 M: KTNT-FM Eomonp (OkLaroma City), OK; Setter: Lire BRoaDCASTING INC.; Buver: Carisou
COMMUNICATIONS INC.

*$1.5 M: WJLS-AM/FM Beckiey, WV; Setter: Nancy SmitH; Buver: Wittiam & Lynn O’Brien
$1.5 M: KXZZ-AM/KBIU-FM Lake CHaRLES, LA; SELLER: Dixie BROADCASTERS Inc.; Buver: KBIU
AcquisiTions INC.; BROKER: SUNBELT MEDIA
$1.438 M: KENZ-FM Orem, UT; Sevier: Wotr Communications L.L.C.; Buver: Monarch BROADCAST-
ING INC.
$1.4 M: WOFM-FM Mosinee, WI; SetLer: MoSINEE COMMUNICATIONS INC.; BUYER: WRIG Inc.
$1.3 M: WKYN-AM FLOReNCE, KY; SeLter: TWENTY-FIRST CENTURY MeDIA; BUYER: CHANCELLOR
BroancasTing Co.
$1.25 M: WZPK-FM Berun, NH; Sitter: New ENGLAND BROADCASTING InC.; Buver: FULLER-JEFFREY
BROADCASTING; BROKER: MEDIA SERVICES GROUP INC.
$1.25 M: KMVI-AM Waituku, Maui & KMVI-FM Pukatani, Mauiy SeLter: OBIE BROADCASTING OF Maul
INC.; Buver: C&C Raoio Licensee Co.
$1.2 M: KEYH-AM Houston; SeLLer: ARTUTE BroaDCASTING Co.; Buver: EL Dorapo COMMUNICATIONS
INC.
$1.2 M: WSPO-AM/WSPT-FM Stevens Point, WI; Sewter: Americus Communications #1 L.P.;
Buver: AMERICUS COMMUNICATIONS INC.
$1.15 M: KGGR-AM Dattas; Setter: Faith BroapcasTing L.P.; Buver: MorTENSON Broaocasting Co.;
BrOKER: Bitt WHITLEY
* $1.5 M for 99.2%

$565555555555555595555855555595598

~

IN AN AVERAGE DAY,
HOW MUCH TIME
DO YOU SPEND
LISTENING TO
THE RADIO?

REFUSED

DON'T KNOW
13 OR MORK
HOURS

12 HOURS
10 HOURS

9 HOURS

8 HOURS

7 HOURS

6 HOURS

5 HOURS

4 HouRS

3 HOURS

2 HOURS

N;@GUIU-‘&ON"""O

2

1 HOUR

LESS THAN
1

A

HOUR

mﬂ
©

NONE

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

WROK-AM/WZOK-FM,
Rockford, Illinois from Nolte
Communications, Inc.,
John Nolte, President to
Connoisseur Communications

of Rockford, L.P., Jettrey
D. Warshaw, President,

Connoisseur, Inc., for a total

consideration of $4,600,000.
Charles E. Giddens

and
Randall E. Jeffery

initiated the transaction.

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

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

GEORGE I. OTWELL
513-769-4477
ELLIOT B. EVERS
415-391.4877

RADIO and TELEVISION
RROKERAGE * APPRAISALS

|V
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO
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FORUM

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

Gary Rozynek, GSM ¢ WBMX-FM « Boston, MA

The key to running any business success-
tully is to manage to your expense line. A
contingency plan should be in place so it
sales are sottinany given quarter, certain
line item expenses can be climinated or
put off to tuture quarters to ensure cash
How expectations. The casiest time to do
this is when you are creating your budget. Take steps to
prioritize lincitems, so if youare ina position where you must
reduce costs, the decision will be pre-determined for you

based on your plan.

I would recommend monthly reviews of the financial
situation with all depariment heads and remind them of their
“tiduciary responsibility” in operating their areas. One of the
many challenges we face is how to do more with less. The
biggest resource we have is our station’s collective creative
imagination. Don't forget to use it. Too often it's casy to
overlook the good ideas that our department heads and statt
may have. We must solicit ideas from all employees maintain
discipline and be innovative to ensure profitability. =

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

The tirst thing we would do is find out
why sales are down. Are sales in the mar-
ket down overall> How is the economy
attecting salestor retailers? Reducing costs
will depend on how much sales are down.

Il youre off by a tew thousand

maybe no changes are necessary. How-

ever it you're ofl by quite a bit, then you need 1o reduce costs
tor the long haul in case this sales trend continues.

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

simple as deciding whether to use a hard line or cellular 1o do
your play-by-play sports, ctc. It can also be as complicated as
reducing your statt and tiguring out how you're going to cover
all the bases. We combined our traffic director and bookkeeper
successtully into one position with the help of a computer
system and updated sottware.

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

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

The tirst step when a revenue shortage
appears eminent is to develop a short-term
revenue plan to minimize the difterence
between budgeted and projected revenues.
Special packages, added-value programs

sales contests, etc., are ways to help spike
sales. On the expense side, our GM dis-
cusses what is needed to bring in the quarter with all department
heads. Each department looks for cuts that will not attfect the
long-term performance of his/her department. We have asliding

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

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

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

YOU SIMPLY CAN'T GET MORE EFFECTIVE
TELEMARKETING AT A BETTER PRICE!

From WDAS-Philadelphia to KYXY-San Diego,
our clients say we are the BEST in the business!

/RESEARCH For the secret to your

PARTNERS, Inc.
" success call 800-767-3533

Circle Reader Service #110
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EVENTS CALENDAR

1996
FEBRUARY

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

615-327-4487

MARCH

March 2-4—NAB State Leadership Confer-
ence, Washington D.C. 202-429-5402
March 4—Ontario Association of Broad-
casters Annual Conference, Ontario.
416-695-9236

March 14—IRTSF Newsmaker Luncheon,
New York. 212-867-6650

March 17-19 —West Virginia Broadcasters
Association Spring Meeting, Martinsburg,
WV. 304-744-2143

March 20-23—Alpha Epsilon Rho National
Convention, Los Angeles. 803-777-3324

APRIL

April 10—The Golden Mike Awards, New
York. 203-862-8577

April 12-13 —10th Annual Old Time Radio &
Nostalgia Convention, Cincinnati.
513-772-1720

April 15-18 —NAB Annual Convention 1996,
Las Vegas. 202-429-5402

April 17—Broadcasters’ Foundation Pio-
neers’ Breakfast, Las Vegas. 203-862-8577
April 19-21—CES Mobile Electronics "96,
Orlando, FL. 202-457-8700

April 21-25 —National Christian Radio Semi-
nar (NCRS), Nashville. 615-242-0303
April 26-28 —Adventures in Broadcasting
Promotion Director's School Il, Stamford,
CT. 212-682-6565

MAY

May 1-3—The Radio Only Management
Conference, Scottsdale, AZ. 609-424-6800
May 4-7—RAB Board of Directors, Boston.
212-387-2100

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

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

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

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

JUNE

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

June 6-13—EIA/CES International Summer
Consumer Electronics Show, Chicago. 202-
457-8700

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

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

June 22-25 —NAB Board of Directors Meet-
ing, Washington, D.C. 202-775-3527
June 27-29—The 45th Annual AWRT National
Convention, Naples, FL. 703-506-3290

OCTOBER

Oct. 9-12—NAB 1996 Radio Show & World
Media Expo, Los Angeles. 202-429-5402

ARBITRON SURVEY DATES

* Winter Jan. 4-March 27

e Spring March 28-June 19
e Summer June 27-Sept. 18
* Fall Sept. 19-Dec. 11

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

The Country Experts.

‘; Look for the BP Programmer-

| Consultants at the Country

' Radio Seminar in Nashvilie. Jaye,

|
! of the best run, most successful

! stations in the Country.
\

2211 FIFTH AVENUE « SEATTLE, WA 98121 « (800) 426-9082  (206) 728-2741 » FAX (206) 441-6582
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Ken and L.J. add power to some

‘ ‘ Ken
LJ :

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

QUICKREAD"

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

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

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

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

» The job of steering a Ra-
dio station in the *g9os isn't
going to be easy. Every
format is fragmenting. The
lead eagle who can keep
his vision and formation in
tact will be the winner.

14 RADIO INK

We All Need Employees To Be Eagles

But Eagles Flying In ‘Formation’

There are so many self-
help and motivational
hooks out that it staggers
the mind. I've talked with
people all over the coun-
try who say, "Hey, have
you read, The 7 Habits of
Richards /i/hy Sucesful Sales-
peaple, or Don Shula's

new one? Whether it's these books or any

number ot others, the message is clear: People
like to be motivated.

Stations are always looking tor an edge.
They want to hire people who are selt-moti-
vated, focused, energetic ... etc. They want to
put a team together that will bring desired
results. That's admirable. | even agree thatit's
the most important ingre-
dient to a successtul Radio
station. But | think many
people miss the point.

Success happens by
hiring the right people cer-
tainly. However putting
together successtul teams
also means hiring people
who fill a roll ... a "torma-

the cagles what the tlight planis. It they don't
communicate that, then you've ultimately
got dissension.

The world of Radio is tilled with suc-
cesses and failures. What separates the two?
Atter all, a station with the same cume can be
a 4.5 share station. Suddenly a new PI) comes
in and takes it to a 7 share. What happened?
What was the ditference? What suddenly made
the station a full 2 1/2 shares better? Did the
station have better listeners> No. The ditfer-
ence was the lead cagle.

Is Your Formation In Tact?

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

m}

X

tion,” it you will. You see

I believe that it's not so much the individual
you hire, as much as it is how that individual
tits into the formation.

The Difference Is The Lead Eagle

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

Certainly you wouldn't have someone
be the lead eagle it they were unable to stay
tocused on where they're going. If you did
you'd have abunch of eagles wondering where
they're going. The staft needs to see consis-
tency in the lead eagle too. The lead eagle
needs to clearly communicate with the rest of

If you hire the wrong eagle, you could bea 4.5
share. Hire a ditterent one, and you're a 7
share. Surprisingly, the 4.5 share cagle might
be great it he/she were in a ditferent position
in the formation. Or maybe he/she needs to
join another tlock.

The trick is to make sure your lead cagle
is just that ... a leader. Monitor the progress.
Force the lead eagle to commit his plan to
paper. Check up on his/her progress. Are they
hiring the right people? Are they keeping the
formation in tts proper alignment?

The job of steering a Radio station in the
90s isn't going to be easy. Every format is
tragmenting. The lead cagle who can keep his
vision and formation in tact will be the winner.
Oh, by the way, (excuse me for this) it won't
hurt to hurl a few droppings on your compe-

tition as you fly by! =

Bill Richards is president of Bill Richards Radio Consulting He

may be reached at 407-202-4124
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HOLD ON TO YOUR WALLET!

Save money by understanding the games some
other music scheduling software companies play.
By David Ferraro, CEO of Micropower
Corporation, the makers of POWERGOLD®
Music Scheduling Software.

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

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

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

S Multiple Installations. If your PD wants to
take his work home on his or her notebook

computer, you could pay an extra fee, every month!
POWERGOLD® - NO CHARGE.

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

$ Program Updates. Look out for “updates for

a limited time only”. You will pay again and again!
POWERGOLD® - NO CHARGE.

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

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

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

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

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

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

=P

Music Scheduling Software

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

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

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

QUICKREA

» The VIP Pass is a gift-
with-purchase promotion
that ties in to an entertain-
ment event and can be sold
to virtually any retailer.

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

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

The VIP Pass

Sell It To Virtually Any Retailer

The VIP Pass is a gitt-with-
purchase promotion that ties
intoan centertainmentevent

and can be sold to virtually
any retailer. The events to
work witharcones thatcome

toyourcity annually, attract

Haley a large audience and are well-

known. Make arrangements
with the promoter for the creation of the Pass. It
will be in exchange for on-air exposure of the
event on your station, preferably, inside the
sponsoring retailer's spots to avoid the on-air
clutterof separate promotional announcements.

What The Pass Provides

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

The perceived value ot the Pass can be
enhanced witha VIP tent or booth at the event.
Only people with VIP Passes would have ac-
cess 1o the tent for celebrity meet-and-greets,
tree hot dogs, station promotional items, dis-
count coupons trom the sponsor, ctc.

Contract with the event promoter for a
specitied number ol VIP Passes. Print them

yourscelf, unless the promoter already has a
comparable Pass. The promoter will also be
cager to supply collateral materials, such as
posters and brochures, that the retailer can
display in-store.

How The Sponsor Uses The Pass

A gitt-with-purchase program provides a
bonus “gitt” when the consumer purchases a
specificitem. Retailers welcome programs like
this, because they enhance the perceived value
of an item, without any incremental expense
on the retailer’s part.

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

to your clients and your accountants! =]
Bl Haley 18 prestdent of Haley Productions, a firm providing
Internet sermices, multomedia sales bresentations, televisson commer
cials and marketing pideos for Radio statons He may be reached at
010-%02-7070

- KD Kanopy® ;

~ Station Yeurself
Under a KD Kaneopy
Why KD Kanopies?
A lightweight Aluminum Frame
A Custom Silk Screened Graphics
A Variety of Colors & Accessories

A Water Resistant & Fire Retardant Fabric
A FREE Heavy Duty Carry Bag & Stakes

A Rust Proof

A Durable

A Sets Up in 30 Seconds
A No Loose Parts or Ropes
A 8'x8,10x10' & 10'x20°

I 1T AR e

-

1-8

00-432-443
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MARKETING

How | Sell Qutdoor To Radio

What You Should Know

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

S

lask questions like

Ralph Greco who is your listening audi-

QUICKREAD"

» Qutdoor advertising and
Radio are natural partners
because your audience is
captive in their cars listen-
ing to the Radio while driv-
ing by billboards on a rou-
tine basis.

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

» Permanents are more
expensive than rotary.

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

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

FEBRUARY 26 - MARCH 10, 1996

ence? Is it men, women or
both? What are the income and market tar-
gets? | take notes and am prepared to answer
questions such as: [Does your company have a
research service? Can you assist in some art
design? Is vour company willing to partner in
community service? [Does yourcompany keep
all financia! information contidential?

The number one questionis, “Why should
| buy outdoor”? Outdoor advertising and Ra-
dio are natural partners because your audi-
ence is captive in their cars lis-
tening to the Radio while
driving by billboards on a
routine basis.

In my proposals | include:

® a list ot locations

» the size of the billboards

e if they are illuminated (and
the hours they are lit)

e daily ettective circulation (DEC)

¢ reach and frequency

® who is currently on each unit proposed.

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

Permanents Or Rotary

Permanents, sometimes called spectacu-
lars orbulletins, are more expensive thanrotary.

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

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

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

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

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

Paint Or Viny!l
What message do you
want to put on your bill-
boards? Here is another
simple rule: Who you are;
Where you are; and What
you are (call letters, dial

position and format).

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

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

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

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

Ralph Greco is senior account representative at 3A4 National
Advertising Company. He may be reached at 713-806-0447
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INTERVIEW

CARL

BRAZELL

RADIO IN EASTERN EUROPE

arl Brazell Jr., presi-
dent and CEQ of
Metromedia
tional Inc. since its founding
in 1993, has more than 30
years experience in all phases

interna-

of Radio operations and cor-
porate management. He has
direct experience as a journal-
ist, broadcaster, general man-
ager and chief executive, and
has been very successful at
identifying programming op-
portunities, developing strat-
egies to capitalize on those
opportunities, and executing
those strategies while keep-
ing costs to a minimum. Re-
cent examples are develop-
ment of the Wave format in
L.A., the Touch format in L.A.,
the turnaround of KHOW and
KSYY Denver, and the refor-
matting of KJQY San Diego
and KODA Houston.

His latest venture, however,
with Metromedia partners and
company owners John Kluge
and Stuart Subotnick, takes
him to Eastern Europe and the
former Soviet bloc countries,
including Russia, to acquire and
operate Radio stations there.

Brazell discusses the for-
mats, and sales and marketing
of these stations, the cultural
differences, and Metromedia’s
plans for the future.

18 RADIO INK

cow is quite a distance. How did you

end up in Eastern Europe?
BRAZELL: In 1992, | was president/CEQ of
Command Communications, of which |
had a share of the ownership. My partner
bought me out. At the time my old friends
at Metromedia, John Kluge and Stu
Subotnick, were involved in a company
that was going into the wireless cable
television business in Eastern Europe and
Russia. They discovered that they had
access to certain FM Radio frequencies
while they were getting their microwave
frequencies for their wireless cable. They
called me and asked if I'd be interested in
looking into this to see if there was a
business here. So I spentabout three weeks
in Russia and parts of Eastern Europe in
December '92. | came back and recom-
mended that we pursue it. We formed a
company, aseries of joint venturesand are

INK: From Crowley, Louisiana to Mos-
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now in five places with Radio stations and
hope to be in another 10 or 15 in 1996.
INK: Where are the five that you are in now?
BRAZELL: We are in Moscow, St. Peters-
burg, Sochi, Russia. We areinRiga, Latvia
and three cities in Hungary, including
Budapest. We are the largest privately
owned network in Hungary right now.
W e are the only privately owned regional
network.

INK: Do the Radio stations over there have
call letters?

BRAZELL: They have names.

INK: What are some of the names?
BRAZELL: In Moscow, our station is Ra-
dio of the Seven Hills. In St. Petersburg,
it is Radio Katusha, which is the name of
one of the big powerful guns that was
used by the Russians to defend St. Peters-
burg during World War Il. In Sochi, our
station is Radio Nike, which is the Greek
word for victory. In Riga, our station is
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Radio Skonto, which is the name ot the
large company with whom we have a
partnership there. In Hungary, our sta-
tion is Radio Juventus, and that is the
Latin word for youth.

INK: Is Eastern European Radio, a blank
canvas for programming?

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

LICENSES & FORMATS

INK: Are the new stations AM or FM and
how do you get a license?

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

INK: How do you pick the formats for these
stations?

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

INK: What is the format?

BRAZELL: It is a music-based format with
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local language. The music is a mixture of
Hungarian popular music, U.S. pop mu-
sic, and Western European pop music.
INK: When you say pop, would we relate
it to Top 40? Would it be Rock?
BRAZELL: No. Contemporary music
comparable to CHR and Adult Contem-
porary local news, and a hell of a lot of
local commercials.

INK: Lots of commercials because there
was a void for companies that really didn’t
have a place to advertise?

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

Brazell (r) with Mikhail Mikshis,
president of Nika Telecom and partner
in Radio Nika in Sochi, Russia.

jan. For three years while he was at the
university he put on the air the first
private Radio station in Bulgaria and,
within a year, it was a commercial suc-
cess. He is a very, very dynamic and
bright young man. We have another
young man whom we just promoted to
general director of our Sochi station. He
came out of the BBC oftice in Moscow.
He had been doing some translating work
for us, but had also been a producer and
on the news staff ot BBC in Moscow.
INK: What are your other formats?
BRAZELL: Well, in Sochi, we have sort of
a very simple, music intensive CHR tor-
mat. In Moscow, we have a very, very
sophisticated and complex tormat that
was developed directly as a result ot
extensive research we did there. We are
in the process of retining it on the air
right now. It has taken us much longer
than we anticipated tor a lot of local
problems that we've encountered with
personnel and some other problems. The
Moscow tormat tested higher than any
format we ever tested in the U.S. We
think, once we get our marketing and
promotion in place, we are going to have
a real success on our hands.

INK: What is the format?

BRAZELL: It is a combination of a very
narrowly detined type of Russian music
of Western pop, which is a combination
of U.S. and Western European pop, and
Classical. It is a very unusual format. Be-
tween the record part of the tormat, it is
more serious in its presentation form, less
frivolous thana typical disc jockey type of
presentation. It has thoughtful content.
INK: Are these stations heavily dayparted?
BRAZELL: No. This is an hourly mixture
not a daypart mixture. In Sochi, for ex-
ample, where we only have one commer-
cial competitor, we daypart more heavily
than we would in some place like Moscow,
or St. Petersburg, where there are more
choices tor people on an ongoing basis.

A WIDE-OPEN MARKET

INK: It seems like it is a pretty brand-new,
wide-open market.

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

20 p
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INK: So, the learning curve has already
been done in this country and you are able
to apply it there.

BRAZELL: What we have learned from
our research is it has to be done very
carefully. The first company to go into
that part of the world, was a French
company that formed a joint venture in
Russia called Europa Plus. They create
most of their programming in Moscow
and deliver it by satellite. They initially
did programming in French with a lot of
Western music. We don't think they did
very much research, if any, but it was so
new, so fresh, and so different, that they
stole the hearts of the Russian Radio
listener. Our research shows that there is
now an appetite for something different.
Europa Plus still has a significant audi-
ence every place that they have Radio
stations. They are a very well-run com-
pany and have made a major impact, but
there is certainly room for diversity and
we think that we have discovered format
types in these markets that are not only
going to be competitive but dominant.
INK: One of the things that made Top 40
in the *60s different from Radio today is
the fact that it was eclectic, yet it all fit. Do
you see these similarities with program-
ming in Eastern Europe?

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

gotten three distinctively different types
of music that we are blending together,
but we are blending them very carefully
in accordance with the results, the blue-
print, that our research brought us.

INK: Did Radio create niche programming,
or did Radio respond to the taste of the
American consumer?

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

BRAZELL: Learning how to motivate people
inadifferent cultural environment. People
are not always motivated by the same
things. Teaching the people in the various
markets how to most effectively sell Ra-
dio, both on the air and
from an advertising sales
standpoint. Also, finding
people tooperate the sta-
tions, and teaching them
to have patience and not
expect things to happen
overnight like you can
make them happen in
this country.

CULTURAL DIFFERENCES
INK: What are the pri-
mary cultural differences

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

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

INK: Such as?

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

INK: How regulated is the Radio industry
in Eastern Europe?

BRAZELL: | would say it is not terribly
more regulated thanitisin the U.S. There

in business between Eastern Europe and  isalimitof maximum percentage on broad-
this country? cast time allocated to commercials. You
BRAZELL: Start with language. Every 21 p

Brazell and Sergiu Nicolaescu,
partner in Romanian American Radio
in Bucharest, Romania.
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are notallowedto
broadcast porno-
graphic  type
things. You are
notallowedtoad-
judicate the over-
throw of the gov-
ernment. Now,
there have been
some instances in
Russia recently
where a couple of
Radio stations
have takenadver-
tising from cer-
tain political candidates and those sta-
tions have been approached by the au-
thorities about continuing to broadcast.
In one case, in Russia recently a Radio
station was taken off the air, but that was
because they essentially took a particular
political position with a candidate who
was not properly registered. So, there are
lawsregarding political broadcasting, com-
mercial limitations, and things of that
type, but as long as you follow the rules
you don't get in trouble.

INK: How are American companies viewed
by Eastern Europeans?

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

SALES & MARKETING

INK: What type of advertisers do you
have? Is it mostly local? Is it glebal
advertisers?

BRAZELL: [t is exactly what you have in
this country. It is anybody who wants to
reach consumers. This goes from the
mom and pop stores to the institutional
advertisers like automobile manufactur-
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ers, drug companies, food companies,
package good companies, and local re-

tailers, soitisreally the same gamut as we
would have in this country.

INK: Was learning the currency an ob-
stacle?

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

Brazell and lan
lliescu, president
of Romania.

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

INK: With the change in political climate
in the world, possible changes in the

22 p

@ Leisure Activities: Golf, spending time with my family.
& Recommended Reading: Any mystery or intrigue novel for escape.

& Mentor or role model: Mentor: John Kluge; Role Model: as a young Radio
journalist, Edward R. Murrow.

& The most interesting person | know is: My wife Susan Ziller Brazell.

@ |f you had 30 minutes to sit and talk with one person, whom would you choose?
My wife.

. @ Ifyou were granted one wish, what would it be? To be 30 years younger and doing

what | am doing now.

@ If you could go back in time, where would you go? There has been no time in
history more exciting than today.

& To whom did you listen on the Radio when you were growing up? Edward R.
Murrow, Gabriel Heatter, Lowell Thomas.

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

& What is your pet peeve with Radio? The pressure for profits causes unfortunate
limitations on investment in product.

@ The most embarrassing thing that ever happened in my career was ... As a young
newscaster broadcasting in French in Crowley, Louisiana, | intended to say that
my colleague was in the back of the building; | said that he was playing with his
backside!

® What has been your most elusive goal? A greater understanding of history.
& Of what achievement are you most proud? My family.
@ As a listener, what is your favorite format? All News, and Classical.

& What advice would you give someone who wants to get into Radio? Do it! It’s hard
work, and one of the most exciting industries you could choose.
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European economy, how tenuous is your
investment?

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

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

INK: Perhaps it was the exposure to the
Western world and capitalism through
media that helped bring about the down-
fall of communism.

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

way to

company

We have discoverec
ramatically
Increase your

without selling a spot.

CallUfs!
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not getting it in many cases. The upside,
short-term and long-term, is so strong
that we don't anticipate it ever going
back to the old system.

INK: What are your plans in Eastern Eu-
rope? More acquisitions?

BRAZELL: Expansion and acquisition. We
have got 10 very active projects under-
way right now, all of which probably will
close, certainly, in the first half of 1996
and many of them in the first quarter, and
another 10 or 15 that are a little farther
down the road. Our company isinvolved
not only in Radio, but other parts of the
company are involved in MDS, which is
wireless cable, in Radio paging, and in a
couple different types of telephony.
INK: You really sound excited.

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

THE NEXT STEP

INK: Where is the next step, and where is
the full opportunity?
BRAZELL: The growth of the Radio indus-
try and broadcasting at large will be in
direct proportion to the growth of adver-
tising. When we see advertisers willing
to make commitments to promote their
product, then I think you will see busi-
nesses springing up that want to take
advantage of that opportunity. In Russia,
according to the best information we are
able to receive, in 1992, total advertising
expenditures are estimated to have been
5.5 million U.S. dollars for the whole
country. In 1993, the estimate is between
250 to 300 million dollars. In 1994, the
estimate was 980 million dollars. Now,
those are awesome percentage growths.
I think that is going to continue to grow
for the foreseeable future as more and
more international companies come into
the former Soviet Republic, the former
Warsaw Pact countries, with their prod-
uct. As more product comes in, people
want to get the product out to the public.
They want to create a demand and they
do that by advertising. As that happens,
there are going to be more and more
people competing for the advertising end
of it. Just as in this country, the smarter
ones are going to make the money. &
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ldeas for Advertisers Using Radio

PRIMARY
MEDIUM.

FNAI?‘O

Radio has always been a powerful advertising medium.
With the recent environmental changes in the media climate
Radio can now be considered a primary medium.

@ |Industry deregulation and conso'idation with the telecom bill allow
advertisers to achieve critical mass with less work because buyers
can deal with fewer representatives.

@® Radio’s effiziency provides advertisers the frequency needed to cut
through the bcmbardment of 3,000 plus commercial messages con-
sumers receive each day.

@® New ‘echnclogy now gives national advert.sers the same flexibility
as local users for instant ad copy distribation to take advantage of
special conditions in the market.

@ Research studies indicate in many ways the ear is superior to the
eye for getting a message to the brain.

@ Even with all the choices vying for the consumer’s time, time spent
with Radio has remained consistently high over the years.

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

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

INSIDE * PepsiCo and Tracy-Lecke Bubble Over Radio
» For BBDO/NYC: Radio = Efficiency
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Teens As Consumers

® The teen market consists of 28.5 million consumers.

* Teenagers spend almost $100 billion a year.

* More than 1/3 work as many as 20 hours per week. Eleven percent hold full
time jobs.

* They're prime consumers for product categories like clothes, athietic foot
wear, CDs, electronic entertainment, computer games, fast food, cosmetics
and movies.

* Radio reaches 99 percent of all teens each week; 80 percent during TV’s
prime time.

Source: Brandweek, May 1995; Quirk’s Marketing Research Review, April 1995; Simmons Stars, P12-
17, 1994; and Spr '95 RADAR

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

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

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

Espanol Es Muy Importante

Following items courtesy of the RAB’s

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

Cold Cereal — Kellogg’s Corn Flakes
Toothpaste — Colgate
Deodorant — Secret
Laundry Detergent — Tide.......cccvvevevemenrereereensneens

ShAMPOO — PANLENE ....ovueeereecrrte et seesesesestssseeses s sssseeserenns
Beer — BudweiSer ......coerveemvemvvernnn,

Source: Quirk's Marketing Research Review

Leasing Loyaity

Lessees are more loyal than those customers who finance their cars or pay cash:

* 93% of lessees go on to lease another vehicle.

* 56% will acquire another vehicle from the same auto manufacturer.

Among those who replaced leased cars:

* 58% went back to the same dealership — vs. 44% of cash customers and
39% of people who financed.

® 62% of those paid cash for their vehicles.

* 77% percent financed, and will do so again.

Source: The Power Report

Charge Mania
In 1994 (latest figures available), the credit card market hit $594 billion, up 72% from
$346 billion in 1990. There were 383 million general purpose cards in circulation in
'94, versus 287 million in 1990 — and it is estimated that the figure will reach 600
million by 1999. Visa is the industry leader, with more than 184 million cards in 1994.
Source: Research Alert
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| SUCCESS STORY |
Pop Goes The Radio

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

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

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

Implementation

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

Results

PepsiCo’s successful efforts have included
Brand Pepsi's return to its musical heritage with
original songs created for popular music for-
mats under the "Be Young, Have Fun, Drink
Pepsi” campaign. This return continues with the
current "Nothing Else Is A Pepsi” campaign. Ex-
ecuted in :40, :20, :60 and even 2:00 formats,
these songs strive to entertain.

Lyrics and music support the “Nothing Else
Is A Pepsi” statement without resorting to the
jingle standard of touting product attributes.
This direction results in great Radio that gets
the listener's foot tapping, singing along and
ultimately remembering that — Nothing Else
Is A Pepsi. &=

Tracy-Locke/Radio Monsters is located in Dallus, TX. and may be
reached at 214-969-9000
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Prominent
Advertisers Speak
Out About Radio

This issu

Peter Harrington, VP, Media
Supervisor and
Network Radio
Manager,
BBDO/NYC

How does Radio figure into
your advertising mix?

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

Radio Structures Are A Changin’

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

Are you using Radio more or
less and why?

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

According to BIA’s State of the Radio Industry 1996, the

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

What do you like
least about Radio?
Harrington: My
biggest gripe about
national Radio in-
volves the under-
delivery of na-
tional Radio in many of the
major markets. Commercial

clearance veritication

should also be more timely
than at present.

Deadline Date

The deadline for the 1996 Radio-

How can Radio better suit your
needs?

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

BBDO

NEW YORK

are a giant step forward, but
more needs to be done. Finally,
I wish AN reception could be
improved in mid-town Nlan-
hattan where | work &=

X
<
2

Radio industry is starting to look like other media in terms
of ownership structure. One analysis from the 170-page study
looks at the rising concentration of market ownership: “In
the top 100 markets, an average of only 5.9 owners con-
trols 88 percent of the revenues. In the larger markets, it
takes eight to 10 Radio stations to garner that kind of mar-

Mercury Awards competition is
nearing. March 1 is the last day
for entries in the $200,000
grand prize competition hon-
oring the best of the best in
Radio advertising. Call 212-

ket revenue share, but in markets 6o and smaller it is often
four or fewer primary owners,” Another analysis indicated
that four of the largest broadcasters (CBS, Infinity, Ever-

green and Disney/Cap Cities) accounted for 14 percent of

the revenues of the entire industry.

681-7207 for entry forms,

26 b

Radio One Networks’ 24-hour mainstream music format with

TRUE LOCALIZATION! Every hour of every day we update

your local weather, promotions, liners

and more! 800-746-2141.
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Metromedia Gets Trunked

Metromedia International Group Inc., through its wholly owned
subsidiary, Metromedia International Telecommunications Inc.
(MITI), has agreed in principle to an initial investment to
acquire 51 percent of the existing ventures of Protocall Ven-
tures Limited (PVL), a U.K. company specializing in Trunked
Mobile Radio, for cash and other consideration valued at
$3.1 million. PVL owns interests in Trunked Mobile Radio
Networks in Spain, Portugal, Romania and Belgium, and is in
the process of setting one up in Hungary.

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

percent increase over the preceding year, remaining America’s
top Radio revenue market. SCBA pegs L.A. Radio’s total
revenues for 'g5 at $533,950,000.

Premiere Completion

Premiere Radio Networks has announced that it has com-
pleted an offering of 1.5 million shares of Class A Common
Stock at $18.25 per share,

Pittsburgh A Winner

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

— -

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

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

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

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

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

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

numbers along with our free
company brochure.

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

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

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

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

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

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

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

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

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

ext. 4002

[/ & TALK AMERICA

VT A World of Marketing Opportunities
ﬁ‘; & % 510 Congress Street, Portland, ME oq101

L.
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Practical

Hands-on Selling Tips and

HOT TIPS , <

" Before You Start Your Pre-
sentation ... 1. Find the “hot
button™ (the end result the cli-
ent desires). Eighty percent of
your presentation shouid be
directed at this.
2. Eliminate objections up-
front before you start
to sell. Ask questions
that commit the cli-
ent to answers that
gently diffuse later
objections.
3. Get the client to
say that they want
what you have be
fore you tell them
what you have. This way,
they can't lie later and say they
don’t want it.

Source; Pam Lontos, Lontos Sales &
Motivation Inc.

@ people Who Think —
With Their Ears
» “Auditories” account for about
25 percent of your prospects.
e They care more about how
they hear things than what you
actually say.
e They will buy from you based
on how they hear you talk.
® They base their buying deci-
sions on your voice, intonation,
pace, pitch, tone and rhythm.
e They don’t care what you
show them about your station.

NONSPOT REVENUE by rRonnie Hanna Coates

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

FEBRUARY 26 - MARCH 10, 1996

Systems
For Every
Rated
Market.

TAPSCAN, INCORPORATED
3000 RIVERCHASE GALEERIA ® EIGHTH FLOOR
BIRMINGHAM, ALABAMA 35244
5 205-987-7456

\
-

Ideas

HOT TIPS

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

@ Syre-Fire Selling

To sell someone who has never
advertised on the Radio:

e Ask that person this ques-
tion, using these exact words.
“Let’s assume that you've had
a year-long campaign. What
happened during that year that
let you know it was the right
thing to do or that it was a
good use of money?”

¢ Whatever the answer, show
proof from other customers

that their needs will be met.
Source: RAB

@ Do You Want To Sell More?
To sell more to your existing
customers, ask yourself:

1. Is there something that
would cause your current cus-
tomers to use more of your
product each time they used it?
2.1s there something that
would cause your customer to
use your product more often?
3. What would help your dis-
tribution channels to sell more
of your product?

4. Finally, ask your customers
if they have ever thought of
other uses for your product.
Source: The Competitive Advantage

When they were presented with the opportunity to sample
their products 1o 1.2 million pcople while maintaining cat-
egory exclusive signage on the Diner, they didn't even ask about
60-second Radio commercials. They quickly realized the value
however, ot multiple metro arca-wide exposures of their new
products or secondary lines on the well-traveled Magic Diner

In 1996, WWNMGC and WEND's nonspot revenue plans in-
clude expanding the applications ot the Diner program, tying
more clients into on-air promotions and otffering coupon op-
portunitics on the backs ot a million TicketMaster tickets. &

Ronnie Hanna Coates is retail sales manager of WWMG/WEND Charlotte, NC. She
may be reached at 704-339-3226.
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by Peri G. Corso

Seven Simple Steps

1. Agenda: Always have one
for each member. It should
have a simple beginning,
middle and end. It sets the
tone and pace of the meeting.
2. Timing: Meetings al-
ways scheduled, seldom im-
promptu or more than once
a week.

3. Short: Should last no
longer than one hour. Collec-
tive time is expensive time.
#. Sweet: Emphasize the
positive, recognize individual
accomplishments. Work dili-
gently at spreading the rec-
ognition around each week.
Keep it upbeat; happiness is
contagious. Conversely,
negativity can also be infec-
tious; cut it immediately and
deal with it later in a one-
on-one setting.

8. Theme: Have a central
idea and focus discussion
on it. This central idea
should be clearly indicated
in the agenda.

6. Interact: Encourage dia-
logue in each area of discus-
sion, however never let in in-
terfere with Short.

7. Future: Quickly highlight
a topic for the next scheduled
meeting as food for thought
and individual preparedness.
| find that adjournment with
a question is very effective,
such as, “How do you get past
the receptionist to the
decisionmaker?” Think about
it because it will be the sub-
ject of next week’s
meeting. =
Peri Corso is GSM of
KIK-FM Orange, CA.
She may be reached at
714-634-9494.

Purpose-Plan-Payoff
The Name Of The
Game In Selling

by Ken Greenwood

Today, people who sell media
need a sharper, more defined fo-
cus that helps them manage
time. The competition for the
customer’s time is greater, with
more two-legged critters skulk-
ing around in the countryside pushing ways to
get customers to spend their advertising dollars

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

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

Purpose-Plan-Payoff

Purpose-Plan-Payotf ... just three
words. But, they become very dynamic
words when they are put into practice
on a daily basis.

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

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

in your mind the purpose of that call.

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

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

mation with them. That may
remind them of another piece
of information that could be
valuable. The net result is a
quick review of the process the

salesperson will tollow on the call.
3. The most important part,
the third step, is the payoff. What
specifically does the salesperson in-
tend to accomplish on this call? To ob-
tain specific information? To get the next
appointment? To close another gap in
their sales loop? To get an order?
The three steps allow the salesperson to
prepare for a more focused call. If there is no
purpose tor the call and no payoff tor the sales-
person, why make it? On the other side of the
equation, it creates the impression ot a more
professional call to the customer or prospect.
That person is more likely to get something of
value from the salesperson.

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

Ken Greenwood is author of High Performance Selling. He
may be reached at 918-747-1119

TAPSCAN syst_ems-ca%

p—

—

i

maximize your revenues, increase
the efficiency of your sales staff, manage your yield, and

make your entire station more productive and profitable.

TAPSCAN, Inc.

3000 Riverchase Galleria, Eighth Floor
Birmingham, Alabama 35244
205-987-7456
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MANAGING SALES

What reports do you require
from your staff?

Hank Kestenbaum, SM ¢ WQOL-FM/WZZR-FM/WPAW-FM
Verc Beach, FL

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

The salesperson lists each business he

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

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

The weekly planner is our only required report, but
it's the foundation for everything we do. It gives sales-
people the ability to set, focus on and achieve goals ev-

or she intends to see, day and time of the

NEW BUSINESS DEVELOPMENT

Deregulation:

What It Means For NBD

by Alison Glander

Our experi-
ence with new
business devei-
opment in a
duopoly is that
it tends to
work better in combo.
Whetheryou're a proponent of
cost savings in a duopoly or
not, there are consolidation op-
tions for your nontraditional
(NTR) department that will
actually increase revenue and
turn into a real profit center.

“~
-
~

You Reap What You Sow

In a one-FN-to-an-owner
world, manry stations were
forced to straddle the line be-
tween needing to attract

nonratings dependent busi-
ness, and not spending so
much on it that the whole ef-
fort became worthless. Com-
promises were made.

* Management Talent. A
“real manager” for the depart-
ment is expensive, so many
stations settled for “coordina-
tors” instead.

¢ Dedicated Sellers. Sales
salaries are hard to justity, so
most new business depart-
ments borrowed a small picce
AE's

¢ Training. Even though an

of  each time.
intense amount of training is
needed to understand market-
ing, distribution and product-
movement, stations skimped.

ery week. And, it gives the manager a tangible way g

monitor that achievement.

Successtul stations with
1 million and $2 million in
ontraditional billing arc
proof that when companies
invest in nontraditional busi-
ness, it works. But too many
others have never been able
to justify the basic tools that
spell the ditterence between
success and failure.

Consolidation Makes
It Easier

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

vices that manufacturers and
retailers will pay money for
A team like that could
one day tind its billings rival-
ing the Radio stations'. It's
possible that with some real
investment we can make as
much money selling some-
thing other than Radio.
Yesterday's new business
development was “cute little
promotions sold to people
who don't buy Radio.” With
some effort, tomorrow’s will
be “major pieces of sales pro-
motion business on project-
basis and retainer contracts
with our marketing division.
But that will happen only if
we let the economies of scale
that deregulation provides
work in our favor, pooling the
resources of the co-owned
stations to support one bigger
better, more profitable new
business department. =

Alison Glander 1s president of Global Sales
Denelopment. She may be reached at 504
$20-55%1

Ger Out OF 1st Quarter Alive

"The Leader In Promortional Travel"

Upsell More Clients!
Bear Any Promo In Your Marker!
Value Added Promorions!

Exclusive Territorys Available!

Low Cosi! High Percieved Value! 7 ORI
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Bahama Cruise:

Mexico Air & Horel:

Circle Reader Service #118

$44.95

Hawaii, Veqgas,
Mexico, Paris Air:

$64.9%
$89.9%
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SalesANIK

Easter Fashions
Lawn & Garden

ideas you should start planning now

APRIL

TARGET PRODUCTS
Florist
Outdoor Furniture

Recreational Vehicles

Bicycles
Motorcycles

1 April Fool’s Day
7 Easter
24 Secretaries Day

DATES TO REMEMBER
4 Passover Begins
7 Daylight Savings Time Begins

5 Good Friday
15 Tax Deadline Day
22 Earth Day

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

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

CELEBRATE HOME IMPROVEMENT MONTH

* “Free Tree House or Doll House.” Chil-
dren will draw pictures of their home to
enter. Have winners in different age groups
and display around the store.

* “Dream Room Giveaway.” Listeners will
take a photo of a room they want to have
made over and bring it to a client location
to win.

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

TAPSCPLP{ ].i'or Windows...

Unparaﬂeled Speed...
Unequaled Power. ..

Un];‘)‘i;ecedent'ed Ease.

TAPSCAN for Windows ™

employs all the speed and power of

Windows ‘95™ to give you the ability to simultaneously run Rankers,

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

TAPSCAN for Windows ™

been looking for.

gives you the power and flexibility you've

TAasc*ANvﬂNCORPOR ATED
3000 RTVERCH ASE GALLERIA * EIGHTH FLOOR
me\(,n AM, ALABAMA 35244

~ 1 2Q3-987-7456
“ &
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MARCH QUICK FIX™

* “The Office Makeover.” Offices fax in to
win a makeover for their office. Have
clients provide plants, a cleaning service,
new supplies for the office, or facials, new
hair styles, and clothes for the employees.
* “Trade-in Days.” Any retailer advertises
“bring in your old product and receive %
off a new one.” This works for computers,
shoes, coats, appliances, etc.

* “The Prom Pledge.” Students pledge not
to drink the night of the prom. They
register at a retailer, and the school that
has the most students participate wins a
free band for their prom.

TARGET PRODUCTS

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

DATES TO REMEMBER

5 TV Turn-off Day

11-15 Chocolate Week

13 Plant a Flower Day

17 St. Patrick’s Day

20 1st Day of Spring

26 68th Annual Academy Awards

31 Palm Sunday
Spring Break
Proms

NATIONAL

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

MAY

TARGET PRODUCTS

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

DATES TO REMEMBER

1 4 Kentucky Derby
5 Cinco De Mayo
5-11 Pet Week

12 Mother's Day
12-18 Police Week

18  Armed Forces Day
27  Memorial Day

26 Indianapolis 500

NATIONAL
Mental Health, Barbecue, Physical Fitness
and Photo Month

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

Sales Promotion Planner is compiled by r
Kim Stdes, creator of The Stiles Sysiem £ #
Radio Day Planuer. She may be reached e
atwto-sto-0149
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Ideas About

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

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

together and provide a bal-
anced decisionmaking process
for WBCS' music selections.
These elements are record sales
in the Boston metro, requests,
research, charts trom Billhoard
Network 10, R«R, and Gavin, in-
put trom Phil Hunt at Rusty
Walker Consulting and gut
teel. We also look at sales, re-
quests and charts from stations
in markets that have a similar
protile to Boston such as New
York and Philadelphia, as well
as smaller markets around us
like Harttord, Providence
Portland and Portsmouth.
The tactor that probably
most influences our decisions,
however, is “gut feel” a term
that strikes tear into the heart
of every GM who talks regu-
larly with your research com-
pany. Gut feel is in many cases
the culmination of years of ex-
perience, battling tormidable
competition. It is otten the
catalyst that creates a great
Radio station. It is "vision." &

Radio

O A

-
To the Programming
Department of

i

The new Program Ink’, appearing in every issue, is
designed to provide you with timely, insightful informa-
tion that will make your programming efforts more
productive.

Here’s what you’ll find ...

PD FORUM, where program directors from across the
country share their experience and thoughts on a differ-
ent topic each issue.

SOUND BITES, giving news of programming and
personnel changes.

TALK RADIO, addressing topics pertinent to the Talk format.

TALK TALK, relating memorable phone calls from
around the nation.

WEBSITE-INGS, showing examples of different Radio
stations' Web pages.

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

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

Marv Gunderson
CKRX-AM/CKTA-AM
Lethbridge, Alberta, Canada
We look at the
charts as one
form ot re-
search. When
we make mu-
sic decisions
we tirst look at what we teel
tits our marketplace. The all-
request nooner and record

store sales indicate what our
listeners are asking to hear
and are buying. The record
industry reps in our area are
very good at suggesting
songs that tit our format. The
role of the charts is to con-
firm that our decisions are
solid and we will use chart
intormation for songs we are
unsure of. It we see a song 1s
getting a lot of adds we will

Programming

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

Pat McMahon
WUSA-FM
Tampa, FL

Itsimportant to

know whether
achartis ranked
according to actual airplay, re-
ported airplay, or sales. The in-
tormation is only as good as
its source.

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

=cord promoters.

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

IF YOU WOULD LIKE TO RESPOND TO A PD FORUM QUESTION, CALL SHAWN DEENA AT 407-655-8778.
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> Programming With Mayo.
ABC Radio Networks and Ur-
ban consultant Barry
Mayo have entered into
an exclusive agreement — m—
whereby Mayo will work with ABC
Radio to help further the
\ network's dominance in Urban
.4 programming.

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

x
S
=
s
£

legends Bill
Drake and Kent
Burkhart. Big

Daddy’s Rock 'N’
Roll Oldies Club,
a six-hour show,
is slated for re-
lease next month.
L-r: Bill Drake;
Premiere CEO
Steve Lehman; Burkhart/Douglas & As-
sociates Chairman Emeritus Kent
Burkhart; and Premiere Exec. VP/Direc-
tor of Programming Tim Kelly)

P Sports Shift. One-On-One Sports

has done a little rearranging with hosts

and schedules. (All times Eastern).

® Steve Czaban, weekdays 6-10 a.m.

® Larry Coltar now on 7 p.m.-midnight
Saturday & Sunday.

® The John Renshaw Show: 10 a.m.-2
p.m. weekdays.

®  Wall-To-Wall-Sports: 2-6 p.m.
® “Papa” Joe Chevalier: 6-10 p.m.

® New hostAmie Spanier: 10 p.m.-2 a.m.

® Bobby Kemp Show: 2-6 a.m.
® Jay Mariotti: 9 a.m.-1 p.m. Saturday

& Sunday.

P Catbird Seat. Congratulations to
L, L G a ES paw
toe, * Productions
in Atlanta for
picking up
three Gold
“Pinnacle
% W Awards” pre-
e sented by

the International Festival and Events
Association (IFEA).

P USA Update. Here are some new
USA Radio Network features.
® A Day In The Life — a daily look
focusing on that particular day in
Beatles history, with stories, trivia, al-
bum cuts and unreleased and live cuts.
® Road To The White House —
covers the candidates’ and their stand
on all the issues. Hosted by USA se-
nior anchor Kim Taylor.
® USA Health NewsFeed — offers daily
reports on the latest developments in
health medicine.

=== e ————— ]
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Customer Service
In The Studio

by Dave Anthony

You know life is good
when the boss surprises
you with a two-week va-
cation in Aruba, or
when Arbitron says
you're number one in
the market, or when you see your on-
air statt having a spirited discussion
about customer service.

Which one of these scenarios is
most unlikely to occur? It's a toss-up. But
you may have some control over one of
them, at least, and that would be the
meeting about customer service.

Your On-Air Staff
Consider: How much
attention do you expect
your sales staff to give to
customer service? How
about your business de-
partment? Production
and continuity? Each of
these departments has daily
contact with your advertis-
ers and at least some de-
gree of training as to how
to take proper care of these
relationships. But what
about the air statt? Not
only do they deal
with your val-
ued clients
at remotes
other
appear-
ances, but

or

they also in-
tfluence business

daily when they're on the air and when
they produce commercials. Don't over-
look training for your on-air talent. Of-
ten they may have a better relationship
with an advertiser than your sales rep
does. So what are some of the things you
can persuade them to watch out for?

All Spots Cannot Be Made Good

Well, tirst, teach them never to

SOUNDBITES PROGRAMMING FOR MANAGEMENT"

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

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

know or care about the role ad-
vertisers play in your business.
And cither excuse is deadly.

What About Remotes?
Who handles the advertiser
during remote broadcasts? It should
always be the account exec but if that's
not possible, take the air personality
aside betorehand and do a little “client
prep.” Look at this effort as insurance
In the production process, the air
personalities have a lot of influence
over the type of service your custom-
ers get. Is the copy read and deliv-
ered correctly and effectively?
Is the cart labeled correctly?
(An incorrect date can lead
to revenue loss and eventually
to advertisers who think your
statt just might be inept.) If some-
how outdated copy airs, do your on-
air people react correctly?
Don't be misled. Anything short of
100 percent attention to the service your
customers get leads to dissatisfaction and
a substantial loss of revenue. And then
you can definitely write off any surprise
tickets to Aruba. =]

Dave Anthony is director of FM programming for Prism
Radio Partners in Jacksonville, FL He may be reached at
001-7%3-3711
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TALK RADIO

Why Talent Fail
by Lorna Gladstone

A new talent comes on-board. At
tirst the station is tilled with excited
anticipation, but when several books
go by without ratings going up, the
mood turns sour. What went wrong?

1. No One Ever Tells Them What's Good

It's hard both emotionally and intuitively
to improve it all you hear is what's wrong. Tal-
ent need to know what they are doing right,
and why. Be supportive. Be specific

2. Not Enough Time

Talk is a habit based tormat. Listeners of-
ten hate new talent just because they're new
rejecting change automatically. Because listener-
talent relationships are a product of time and
growing familiarity, it can take years tor a new
talent to develop a large, consistent audience.
It vou believe in your ability to hear talent, be
ready to commit for the long haul.

3. They Sound Just Like The Old Talent
Repetition provides a certain comtort level
for listeners, but it is unlikely to increase rat-

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

4, They're Stuck In A Studio With A Stranger

Put two strangers in a studio together and
chances are you won't get chemistry. You'll be
lucky it they can tolerate each other in six
months. Try using secondary roles (traftic, sports
news) to test pairings. It no chemistry develops
play musical chairs until there's a click.

5. They Have It All

Knowledge, expertise, good pipes, formatics
preparation, desire — none mean much without
personality and charisma. Sometimes it's expressed

in warmth, sometimes humor, sometimes edgy |

wit. Ultimately, talent either have it, or they
don't. If it's there it can be developed. 1t not
ultimately nothing will help. =
Lorna Gladstone is president of Gladstone Consulting, specializing in

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

200-9031,

TALK TALK '

Parlor Vouse Francais?

My favorite phone call was a phone call about a phone call.
One time when | was doing a morning show in Texas, | asked
listeners to call me with their strangest, funniest phone call

experience.

A lady called and said she was trying to make a reservation
on Air France, so she called their number at the Dallas/Ft. Worth
Airport. This lady with a delicious French accent answered the
phone by saying, “Bon jour, Air France ... How kin | hep y'all?”

- Tom Darren, Wait Disney Radio

INK
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WBCT-FM Grand Rapids, MI
Country
http://www.bg3.com/bg3
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Premiere Radio Networks
http://premrad.com
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KSCA-FM Los Angeles
Adult Alternative
http://www.ksca.com

« |nteractive television
o Telemarketing

« Database management
« Direct Mail

Hit the mark

Whatever it takes to hit the mark!
You can’t afford to miss! Call Eric Corwin
today 1-800-3 IMPACT

¢ Customized prepaid
phone cards

« Interactive direct mail

« Interactive phone systems

Campaigns tailored
to reach your
marketing goals

Impact Target Marketing 100 Corporate Piace, Suite 202 « Peabody, MA 01960 (508) 535-4500 FAX (503) 535-0011
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i Radio Ink asked the Country Radio specialists of Broadcast
s Programmings BP Consulting Group to talk to other experts and

! report on the current state of the art.
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by Jaye Albright

When we were discussing
ideas tor this article, some-
one asked "Has Country
peaked?” I realized I'd been
asked that question at least three times in

the past 30 years. Country Music on
Radio may seem an overnight phenom-
enon. But this grass-roots art form has
struggled tor its place in the mainstream
ot American popularculture. A few weeks
ago, trapped in a snowy airport, | had a
conference call with some of the people
who've had the most to do with the
mainstreaming of Country music and
Country Radio: Jo Walker Meador,
tounding executive director of the Coun-
try Music Association, served CMA tor
over three decades; Jim Duncan, pub-
lisher ot Duncan’'s American Radio, has
tracked Radio's vital statistics tor more
than20years; Ed Salamon, VP/program-
ming of Westwood One, was the
groundbreak-ing Country program di-
rector ot WEEP Pittsburgh and WHN
New York in the 70s. We also talked
with Bob Kingsley, host of ABC's Ameri-
can Country Countdown, carried on more
Radio stations than any countdown show
and Larry Daniels, tor 25 years director
ot programming at KNIX/KCWW Phoe-
nix, who helped design ABC's 24-hour
tormat “Real Country.” Here are some
excerpts from our conversations:

ALBRIGHT: Which came tirst, lo,
Country Radio or the Country Music
Association?

MEADOR: When I began with CMA in
1958, there weren't many Country Ra-
dio stations; that was one reason CNMA
was tormed. We did our first survey of
all the 5,000 or 6,000 stations in the

@ountrg Radio:

(st

LLS. in 1960-61 and only 81 were pro-
gramming Country music. We spent
considerable time trying to intluence
stations to switch to Country. Rock '’
roll had really taken over and playlists
had shrunk. Betore, Country hits otten
crossed over to pop Radio, but by '58
Country was really suffering.
ALBRIGHT: Jim, how tar back does
your Country data go?

DUNCAN: In 1977, the first vear | have
datator, there were 435 Country stations
in the 175 Arbitron standard markets, at
least three quarters of them AM.
ALBRIGHT: So, within 20 years, the
number ot Country stations had grown
morc than five times. But the arrival of
modern formatting was also having an
etfect. Ed, you were quite a controversial
figure in 1973.

SALAMON: WEEP was a real success
story, so | was asked to speak at the 1974
Country Music Seminar. | was booed
because | started advocating things like
music research, which wasn't done at all
in Country up to then. lalso talked about
controlled rotations and shortened
playlists. Some members of the old guard
fought hard against those changes. By
the time | left WHN in 1981, music and
perceptual research were becoming wide-
spread in Country.

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

SALAMON: | fought those ad wars in
New York. Now you have Reba McEntire
on Frito Lay bags, Clint Black on Keebler
boxes, Garth Brooks on McDonald's com-

mercials ... Jo, itmust be amazingly satis-
tying to sce that.

MEADOR: It's gratitying. Now, it an
advertiser is looking at the bottom line
they're looking at Country Radio.
ALBRIGHT: Jim, how have Country
audience shares evolved?

DUNCAN: The last 25 years show that
Country is among the most cyclical of
Radio tormats. There's a well-detined
10-yearcycle: three yearsup, three down
four steady. We're in the midst ot the
second major cycle since 1975 [t began
in 1990, when Country accounted for
10.8 percent of listening in all Arbitron
markets, and peaked in 1993-1994 at
13.8 percent. Between 1980 and 1983,
the tormatwent trom 9.6 10 12.6 percent,
a 31 percent gain. [t gave back about 20
percent of that by 1987,

KINGSLEY: [ telt those cycles. In 1970
when P came to KLAC Los Angeles, it
was Lynn Anderson and “Rose Car-
den.” The national media picked up on
Country and you had this huge wave
rolling up. When it rolled back, there
were all these new people listening 1o
Country music.

DUNCAN: But | believe the tormat
won't go downasmuchin the nextcvcle
as betore. Country appears to be much
more viable. In the carly '80s, we saw a
lot of hype with "Urban Cowboy.” |
don't sce anything taddish about the
format anymore.

ALBRIGHT: It's now a lifestyle thing,
retlectingand responding tomega-trends.
LARRY DANIELS: | totally agree that
it's cyclical. The interesting thing is the
“stock market” eftect. Withallits ups and
downs, cvery 10 years tinds Country
stronger than before.

DUNCAN: In this cycle, the format has
36 P
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(Below I-r) Top row: Allen Butler, executive VP, Sony; Jim Ed Norman, president, Warner/
Reprise Nashoille, Tim Dubos, president, Arista/Nashville. Bottom row: Joe Galante, chairman,
RCA Records Nashoille Label Group , Bruce Hinton, chairman, MCA Records/Nashoille. and

INK: How can new artists get played on
Radio?

BUTLER: If a Radio station programs
music for music’s sake and wants to
play hit records, then a new artist with
a hit record has as much chance of
success in keeping listeners on your
Radio station as an established artist
with a hit record.

NORMAN: | think you have to be ready
for change and accepting that, as new
artists come along and new music comes
along, the music that is the most vi-
brant, the most connected, the artists
who are the most vibrant and the most
interesting to the consumer are the ones
that are going to have the presence on
Radio in the marketplace.

DUBOIS: What happens is it forces all of
us to have higher standards. | cant
change the fact that Radio is probably
going to play somewhere between 25
and 35 records, so | have to just make

sure that my product is so good that
h\m WA
Li Fow

Ed Benson, executive director, Country Music Association discuss the state of Country music.

Radio has to play it, that it helps them
be a better Radio station.

GALANTE: You are seeing more one-hit
wonders. Billy Ray Cyrus does his thing
and sells 10 million units and the next
year he is gone. So you cannot be
certain that you are going to have
multiple hits, and that puts more pres-
sure on labels and artists to make a
competitive product.

HINTON: A very capable artist with phe-
nomenal songs is going to find their way
through and make it. You want the great
song but it really has to be coupled with
an artist who has a unique vision and can
repeatedly bring that back to the table.
BENSON: Both records and Radio have
to have very good product that captures
the consumer’s imagination and Radio
is going to be the primary medium to
link the two. I think we are now probably
going into the phase where Radio feels
that it is advantageous in terms of
building their TSL and cume to play
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accomplished some signiticant things:
fist, Country is now solidly the second-
most-hstened-to tormat in rated mar-
kets, tollowing only the AOR group:
New Rock/NModern Rock, Traditional
AOR and Classic Rock: Second, Coun-
trv. made very strong inroads into its
weakestarea: New England and the mid-
Atlantic states. New York s stll the
weakest Country market [t's always been
my view that New Yorkers, being New
Yorkers, hesitate writing down “Coun-
trv. solsuspect WYNY gotshortchanged
abit. Another thing that's happened . in
most markets, especiallv outside the
Northeast, this growth wave has allowed
second and third Country FA s to become
successtul. In some places there's even a
fourth. And Country stations have gener-
allv improved their power ratios, their
abilitv to turn ratings into monev
ALBRIGHT: Right now it appears that
Counury's Fall 1995 12-plus shares will
be up roughly 4 percent from the last
book. lo, do rating figures cited by lim
Duncan svnch with music sales data®
MEADOR: Definitely. In the late ‘705
Country record sales were at all-time
highs. then began o fall in about 1983,
You mav recall that werrible publicity in
September 1985 when the New York Tines
ran a front-page storv about Country’s
decline. And that Variety headline: “Coun-
v Radio Dead.” That hurta bic. On the
other hand, it made the record compa-
nics take stock. That's when the CNA
did some rescarch that showed Country
music lacked glamour, pizzazz. The
record companices took that to heart and
did somcething about it.

DANIELS: From a purely philosophical
point ol view, 1 believe much ot the
growth is due o lvrics. Country Ivrics
represent the thoughts of millions of
Amcricans: good experiences, bad expe-
ricnces, opumism, pessimism. Anvone
can tind a Country song that expresses
his or her feelings.

ALBRIGHT: Wc're hearing worries that
new Country programmers and person-
alities who came from CHR are repeat-
ing some of Top 405 mistakes: too many
record labels, too much promotional pres-
sure, toomanvunfamiliarartists, sameness
ol sound
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MAKE MONEY
JUST FOR PLAYING

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

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

You have your air talent host the programs.

You select the new songs to be featured.

You earn revenue from the first day.

You can get higher ratings by playing more new
music than your competition without sacri-
ficing safe rotations.

TRIPLE PLATINUM has the system that lets
radio stations earn revenue for playing music.
It's easy, it's legal, and it’s available
to your station right now.

A\
\

\
' FOR MORE INFORMATION ON TRIPLE

PLATINUM’S REVENUE PRODUCING
PROGRAM, CALL OR WRITE TODAY

PLATINUM

Adam C. Guild, President
434 East 52nd Street {1£) New York, NY 10022
Phone: 212-755-5131 Fax: 212-754-0203
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fewer records and to create a higher
degree of familiarity among their listen-
ers. And, they’ll ride that horse until the
ratings start down, then they’ll turn back
around and go back to playing more
records and more diversity. This is a
very typical cyclical pattern in Radio
programming. It seems to run in about
five-year phases.

INK: Do you think Country Radio and
Country music are fragmented?
BUTLER: | started with RCA in 1978. The
two things | heard then were playlists
are getting stronger and Country music
is going to fragment into different for-
mats. | can’t see that either one of those
things has significantly happened in
that time. It seems like we are the only
format that can almost be all things to
all people.

NORMAN: | think it has always been
fragmented. Country music has always
played music that cuts a wide swath, if
you will. It has always been a very
broad-based format. If you allow that
kind of experimentation and growth,
you keep everything healthy. | also think
that what that does is open you up to
some criticism about that fact that it’s
fragmented, but it seems to me it has
always been that way. If you take any
slice of what has been going on, and if
people are saying it is fragmented and
using it as a criticism to simply go to a
particular sound and style, then | can
only think of it as being narrow.
DUBOIS: | don’t really believe it has
happened. The Young Country “for-
mat” was in some people’s minds the
start of some kind of fragmenting, but
that never really came to pass. Still, we
have a format that is very broad. Even
on my own roster we have Alan Jackson
to the far left and then an act like
BlackHawk; that is a pretty broad
stretch, and both of those seem to fit
most Radio stations. So, | don’t think
we are fragmented and | don’t see that
happening. There would be good and
bad if it did happen. The good is there p
would be another place for us to go and |
try to start records and build careers.

The bad side is that it would be just f
adding further confusion. A
GALANTE: No. | do’t think it is frag- %
mented. If you are a Country fan, you \

AALSTU LT
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KINGSLEY: Well, all | know is | get an
amagzing amount of mail from all over the
country, expressing tremendous interest
in new artists. A hit is a hit. How about
Ricochet or Lonestar? As long as they
don't sound like anybody else they've got
a chance. But it it's just somebody trying
tosound like Garth, forget it. Familiarity?
There's some truth in that. But the main-
stream stations that are able to strike the
balance, KSCS, KSON ... how long have
they been number one 12-plus? You don't
hear them complaining about too many
acts. And they're just playin’ the hits.

SALAMON: All the time I've beenin the
format, there's never been a time when
people weren't vocal about problems that

contront us. Yet, through it all, we've
grown and prospered.
DUNCAN: And, as telecommunications
retorm moves consolidation along, [ sus-
pect you'll have tewer situations like
Boston or Salt Lake City, with tour
Country FNs.

SALAMON: And yet, in situations like
Detroit, where both Country stations
appear to be making money and
WWWW just sold tor $30 million, we'll
continue to see more than one very suc-
cesstul Country outlet.

ALBRIGHT: And, with ABC entering
the Chicago Country market, it certainly
looks like we'll have some great compe-
tition in the very largest markets, where
it used to be winner-take-all.

lye Albrght is recoqnized as one of the most successful
Country Prodramiting oo ultants

é@untrg Radio:
(OPresent

by Ken Moultrie

3 Country is no longer a

& niche tormat. Country

music listeners no longer

feel the need to roll up

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

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

In the days when a Country station
was alone inits market, it could aftord 1o
air six minutes ot network news an hour
and play new and old, crossover and
untamiliar album cuts. Today, a much
tighter, well-researched music list is the
norm, along with amore music-intensive
approach and loyalty marketing. Coun-
try Radiois sharing cume and tighting for
time spent listening with stations they've
never thought ot as competition.

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

some of their favorites from Merle Hag-
gard and George lones, it's important to
realize that this group also loves the songs
we're plaving today. Has the time come
tor a Country tormat to superserve this
group? Maybe. But any station choosing
this direction must realize how small a
percentage of the audience they represent.

New programmers and personalities
from other tormats are bringing fresh
thinking to the format. This has also
helped usescape stereotypes. Why? Prob-
ably because they're tocusing on all the
clements of programming, not just mu-
sic. Like the audience (which has come
trom many formats) they fit in because
they refate to the music and the litestyle

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

Country music sales remain healthy.
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Billboard SoundScan reports ULS. Coun-
try sales of 76 million units for 1995, 8.1
percent of the total music market. Coun-
try Radio revenue continues to grow | too.

lim Duncan’s Radio Market Guide reports
Radio revenues in the 175 rated markets
arew 7 93 percentin 1995 and he expects
around six percent growth in 1996,

Ken Mowldtrie buddt o strong track vecord m the Sonthwest
ned West

@wm‘rg Radio:
Future

by L.J. Smith

- It's Marketing ...
“ The tuture of Country
% Radiowilldepend heavily
on marketing. It's hard 1o
say exactly what direction we must take
to reach, intluence, and even recruit new
Radio users, but recent trends may pro-
vide a clue. Building a personal relation-
ship between Radio and the listener with
at-work laxes, listener club cards and the
like will hecome essential. Michael Albl
exccutive VP/marketing at Critical Mass
Media, insists: ‘Program directors will
have to be more familiar with the market-
ing world .... The days of mass marketing
arc over. Look for marketing to get even

more direct.”

Developing that personal relationship
with the listener involves formulas, but it's
fargelyanart, notascience. New tactics are
needed. Country consultant Rusty Walker
savs, ‘Programmers are going to have to
concentrate more on demos, and less on
formats.” Broadcast Programming’s Jaye
Albright adds: "The challenge, since our
music isn't tragmenting, is to distinguish
voursel clearly with branded nonmusic
clements. It's what's between the records
that separates stations today.

For the first time since the mid-'70s
single parent tamilics are declining. Ana-
lysts say we can look tor more people per
houschold. With Arbitron's obvious com-
mitment to MPPH sampling methods
(multiple persons per houschold)
multitarget direct-mail picces are being
especially that
duopolizing owners can tandem-market

considered, now
stations. Part of a mailing might target
25-49 Country listeners inatamily, while
another targets 18-24s with the group's
CHR station. But, Albl warns, "... we
have to keep the human elementin mind.
We have to invite them into our club.”
Consumers are so numb to most tactics
itll take an awesome display of personal-
ization to gain their trust.

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

40 P

can turn on a Radio station and be satis-
fied that you are going to get everything
you want, from Alabama to Martina
McBride, and everything from Reba
McEntire to David Lee Murphy, so it is
pretty wide. It is a very eclectic format,
from being able to go with Rock Country
to very Traditional Country, and it can all
work together. You know, that’s what we
do. We make Country music.

HINTON: The economics of requiring and
owning a broadcast signal these days do
not really encourage format experimenta-
tion, so | don’t see that happening in the
near future, which is not to say that |
wouldn’t applaud it.

BENSON: It is probably the least frag-
mented format in music today in terms of
the fact that the records being played
from station to station nationwide, and in
individual competing marketptaces, vary
very slightly. Yet, the positioning of sta-
tions in terms of their sound and their
approach to their programming is where
you find more difference.

INK: Is there any significant trend that you
look for in Country music?

BUTLER: Yes. Upward growth trends. |
think "95 will be looked on as a flat or level
year. Sometime in ’96, or early '97, some-
thing will emerge that will crank it back up
again to the next growth level. We are a
cyclical industry like anything else and we
are, right now, flat.

NORMAN: | would stay more focused and
pay careful attention to marketing to make
sure that the hard work that artists and
creative people have put into the music,

S
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Tel: (212) 679-3200, ext. 220
Fax: (212) 679-3310
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prior to it going to the marketplace, gets
its shot.
DUBOIS: Our goal is always to find
unique artists. One of the raps that
people take at record companies is, welt
everything sounds the same, and it is a
whote bunch of guys running around in
cowboy hats. Sometimes there is a littte
bit of justification to that complaint. But
our biggest successes over the last
couple of years have been The Tractors
and BlackHawk, and 1| don’t think they
really fit into that cookie-cutter cowboy
hat kind of mold.
GALANTE: So much of this format has
become about a song rather than the
artist. You become an artist after you've
. had several hits, in terms of people’s
y Minds. You're entry point is about the
song. They get excited about the songs
and the artist is secondary. As a result, A
sometimes | think you allow your quality
to suffer, because people can sing songs,
but not everybody is an entertainer, and
not everybody is a major star. | think
that the trend is the continuation of the
same. People are responding to what
they think is topical for the moment
either in terms of tempo or in terms of
style for their station, and that kind of
gives us more flavor of the month to a
certain degree as opposed to creating
the kind of stars we had before.
HINTON: | am concerned about the way
Radio has opened up to some of our
artists, like The Mavericks, and David
Lee Murphy. I'm hoping that the trend
is that these are not just a couple of
“one-of” situations and that they are
really going to show in '96 that Radio
is open to great music that is con-
ducted for the consumer and not get
caught up in cookie-cutter situations.
BENSON: The significant trend is the
move to the forefront of female artists in
the format. | also believe the product has
to continue to be fresh, innovative, and
has to continue to lead the audience, to -
-
|

.-
-
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some degree, to a place they want to go.
At the same time then, our associates in
Radio have got to be wilting to put their
ears on and willing to give a chance to a

\
record that sounds a bit different, or an 6
artist that might look, or present himself, f

a bit different. Because, ultimately, we all “
have to do the same thing. &= o

i

-
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remember when we puta CB Radio in our
control room and that didn't last cither!
Stecker allows that Radio and the Net
may become more involved down

theroad. Walker generally
agrees, but savs: . theini-
tial induction is a tad, but
utitization is a trend. We've
figured out how to access it,
but ... not how to use it toits
tull capacity.” Albl looks at
the Web and sees competi-
“The threat 1o Radio is
alrcady on the Net. RealAudio

allows anvone to create a

tion:

pseudo-Radiostationathome,
and as carly as next year fiber
optic technology will enhance
the sound.”

All agree that Web hype
distorts the picture. Accord-
ing 1o Albl, "Only 25 percent
ot Americans have home PCs
and of those, only 5 percent
Butwe'd
best not sleep through this

arcon the Internet.”
revolution

. And, Of Course, Research

Since modern Radio rescarch was
pionecred by the likes of Bilt Moyes Todd
Wallace, Bob Pittman and Ed Salamon in
the 705, tollowing trends has practically
become a national pastime. Research will
continue to be one of our most valuable
ools. As listeners” use of Radio changes
the methodologies will also change
though those ot us who buy the informa-
tion may never be satistied with the data
until more consistent sampling methods
arc agreed upon. Rescarch strategy expert
Mark Kassof (Mark Kassot &« Ca.) says: "l
don't look forany universal methodology
in the near future. Rescarch is not an exact
science. There's no way to standardize ..
because it contains subjective and inter-
YWhatever the
method, Kassof says, rescarch will need to

pretive components.”

concentrate on those subicctive compo-
nents. “As commonalities within the mu-
sic increase, it will torce broadcasters to
relv more heavily on 'stationality.” Re-
searching listeners” preferences ... will
become more and more important.”
Country music listeners were once

stereotyped as lower class and blue col-

Top-bottom D Ball
Blackawk

lar. As changing litestyles removed that
stereotype, listening habits changed too.
Kassot believes: "Listeners are now more
involved in creating their own mix by
pushing a button. They can, in essence
build their own perfect Radio station.
Because ot this, the word “vari-
ety will no longer atfect listener
preferences. Otfering enough va-
riety to fill one person's desires
is more than any one station or
tormat can accomplish. Says
Albright: “The problemis, with
two, three or even tour Coun-
try stations in many markets,
listeners complain about vari-
cty because they hear the
same songs on several sta-
tions. However, when vou
actually test the songs they
say they want to hear with
the same listeners, '70s and
'80s Oldics don't seem to
have the same appeal as
today's Country. Listeners
scem to have a thirst we can't
quench.” Walker adds, “The
time will come when tolks
can sit at computers, and lis-
tento theirfavorite song. Ob-
viously the Country listener
tomorrow will be ditferent.

Any study of how to alfect preter-
ences leads us tirst to Nashville. Pro-
grammers agree Nashville profoundly
atfects Radio, but they're not sure exactly
how. With cach label's desire 1o create as
many hit artists as possible, many pro-
Stecker
There are too many new artists at once.

grammers leel deluged. says:
They're given too little time 1o develop
and the audience doesn't gain an under-
"Savs Walker

“The record industry wants consistency

standing of who they are”

and patience from Country Radio, but
also movement up and down the charts.”
It the kev is consistency, and the more-
artists trend continues, Country Radio
will be anything but consistent. Nany
teel it would be better to release more
singles from star-quality artists. But as
Bob Wood, WBOB-FM Minneapolis,
says, “That would make all our music
sound too much alike.”

And so it goes. We can safely predict
the struggle will continue. And it it ever
stops, Country, and Radio, will be a lot

less tun. (=]

L1 Smnth has programmed € ountry stations m the Southeast
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I8 HELP WANTED GENERAL MANAGER

B HELP WANTED MANAGEMENTY

W HELP WANTED SALES

The best of both worlds — the opportunity to
work in a small-market setting in the shadow of
a major Southeastern market without having to
compete with the big boys. Stable, profitable
AM/FM combo looking for a General Manager
who can get out and sell and be an integral part
of the community. Candidate should be well-
versed in all facets of station operations,
capable of training and motivating salespeople,
and able to assimiiate oneself into the commu-
nity quickly. Looking for someone already
located in the Southeast. Send letter of intro-
duction, resume and salary requirements to:
Radioactivity, Inc., (agent) 1043 Jefferson Av-
enue, Suite 1100-A, Atianta, GA 30344. No calls
please. EQOE.

W HELP WANTED GENERAL SALES
MANAGER

Excellent opportunity to join newly consoli-
dated eight-station sales division of Capitol
Broadcasting. Interested candidates should
nossess a minimum of two years successful
management experience, and enjoy the chal-
lenges of a multi-station selling environment.
Send resume to David Coppock, Capitol Broad-
casting, Box 161489, Mobile, AL 36616, or fax
234-479-3418. EOE.

GSM — We need a take-charge professional to
cirect a 6 person sales team for a 100KW
Country, Classic Rock and AM Talk trombo in
Southwest Mississippi. You will be an excellent
trainer, strong and disciplined supervisor with
word processing, spread-sheet skills. Great
compensation for the right candidate. Now
what do you need? Fax your CV and introduc-
tion letter to Alan Perkins, (601) 446-8260.
EOQE.

GSM — Need Young-Gun-Take-Charge GSM
with proven track record for Hot New Country
FM in Big-12 University market. Competitive
compensation. Opportunity to advance to GM
position. Resume to Gentry Media, 217 1/2
South Washington, Stillwater, OK 74074.

Heritage Country station on beautiful Lake
Michigan shoreline, Full staff. No re-building.
Bring systems and winning attitude. We can
afford you! Fax resume to Tim Huelsing, WMUS
Raaio, 616-733-1107.

B0 HELP WANTED MANAGEMENT

Nationwide radio network organization seeks
affiliate relations director. Candidate must have
proven skills in management, sales, broadcast
programming/promotion and media. We offera
pleasant, state-of-the-art working environment
with liberal benefits. Please send complete
histery, accomplishments and salary require-
ments. All references will be checked. Reply to
Blind Box 470 c/o Radio Ink.

Move to Austin, Texas and become an advertis-
ing consultant. Do you write good copy? Do you
think outside the rules? Do you love developing
ad strategies for clients? Do you read Ries and
Trout? Tom Peters? Are you a problem solver?
Do people instantly have confidence in you? Do
you smile a lot? Could you move to one of
America’s most livable cities? Base pay plus 1/
3 of billing. We charge $8o/hr. to $120/hr., and
our consultants earn $sok to $100k+. We
currently consult retail clients in 38 states and
maintain more than 5so annual contracts.
Apply by fax to 512- 282-6457. We will maintain
your confidence.

One of the East’s fastest growing broadcast
companies is looking to expand. DAME MEDIA,
owners and operators of 11 radio stations in
Pennsylvania and New York, is looking for
quality broadcasters to manage acquisitions in
the near future. Small- and medium-market
turnaround situations continue to be our tar-
get. Honesty, experience and “fit” are key to
your future with our company. Send a resume
and references if you would like to manage a
winning facility for real broadcasters c/o COO,
Dame Media, P.0. Box 6477, Harrisburg, PA
17112 EEO.

National Sales Manager — Major group owner
is seeking a national sales manager for six-
station powerhouse in Northeast major market.
Excellent opportunity for someone who's orga-
nized and ready to take charge. Reply to Blind
Box 22 cfo Radio Ink.

Il MISCELLANEOUS RELATED INDUSTRY

Need new IDs ... Sweepers and Promos? Call
Ron Louis Productions at 407-677-1595. All
formats. Reasonable prices.

NEW CALL LETTERS?
List Of
All Now Open
Any 2-Letter Combo
CENTER For
RADIO INFORMATION
(800) 359-9898

“Wanted” unsold radio time for per inquiry
sales. Excellent opportunity! “Advertising of
America” 1544 Heritage Landing Drive, Chatta-
nooga, TN 37405

Il RADIO PARTNERSHIP OPPORTUNITY

Il HELP WANTED ON-AIR

Christian Radio KCBI DFW has an opening for
overnight announcer. Experience a must. T&R:
Wes Ward, PD, P.0. Box 619000, Dallas, TX
75261-9000. EOE.

Il HELP WANTED ON-AIR/PRODUCTION

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

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

Team-oriented player for PM drive and Produc-
tion Director. All digital editing, four years
experience. Send resume, references and tape
forthis Central PA opportunity to: Blind Box 321
¢/o Radio Ink.

I8 HELP WANTED NATIONAL SALES
MANAGER

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

B0 HELP WANTED SALES

Account Executive — Seeking experienced,
self-motivated individual to join a strong sales
force for a 100,000 Watt FM in Medium market
in the Southeast. Strong ratings with a Hot AC
format. Stable company with same ownership
for 56 years. Applicant must be prepared to
work hard but will be paid handsomely. Good
verbal and written skills a must. Call Ann
Lawing between 10 a.m. - 5 p.m. at 910-864-
5222. WQSM-FM, Fayetteville/Fort Bragg, NC.

BLIND BOX NUMBERS: When responding to a blind box, mait your reply to the box number
c/o RADIO INK, 224 Datura Street e Suite 701 ® West Palm Beach, FL 33401.
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M SITUATION WANTED MANAGEMENT

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

Ready to take charge! Successful Account Ex-
ecutive seeking first-time General/Local/National
Sales Management position (prefer North East-
ern US). Radio background includes sales,
promotions, on-air, engineering. Send station/
ownership background and management phi-
losophies to: Blind Box 450 c¢/o Radio Ink.

M FOR SALE

Format Sentry FS12C with 6 Fade Modules,
6 Sony CDK oo6 Jukeboxes with interfaces.
$9,500 for everything. WRHQ FM Savannah.
912-756-3111.

[ —————————— |
Classified Ad Rates

Call 407-655-8778 or fax to 407-655-6164.
All ads must be prepaid. Checks, Mastercard”,
Visa” and American Express” cards accepted.
Rates: Classified Listings (nondisplay). Per
issue $1.50 per word. Situations Wanted: First 10
words are free; additional words $1.50 per word.
Blind Box: $15 per issue. Rates: Classified
Display (minimum 1 inch, upward in half-inch
increments): $130 per inch.
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Szabo Associates, Inc. ............. 404-266-2464
Media Collection Professionals. Local, National

and International Receivables. No other offers
you so many value-added services.

SPOTS BEFORE
YOUR EYES.

Copywriting Services
For Places Without
Copywriting Services

RIGHT BRAIN VISIONS
800-646-3339

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

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

Circle Reader Service #170

COPYWRITING/PRODUCTION

PERSUASIVE COPY 24 vouss
SUPER'OR PRODUCTlON IN 48 HouRs

WE MAKE MONEY FOR RADIO STATIONS

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

207-583-991 gotbelon,
nN5Rug e,  Urbanwild

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

Satterfield & Perry, Inc............ 303-239-6670
Media Brokers, Consultants and FDIC Approved
Appraisers — nationwide. Fax: 303-231-9562.
Al Perry.

MANAGEMENT/SALES CONSULTANTS

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

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

MARKETING AND PROMOTION

BROADCAST

DIRECT

MARKETING INC.

STRATEGIC TARGET MARKETING,
SALES AND PROMOTIONAL CAMPAIGNS

® Direct Moil ® Datobose & List Manogement © Market
Research  Inbound/Outbound Telemarketing ® Soles
Consulting = Sweepstokes & Contests ® Medio Plocement
® Integrated Compaigns ® Creotive & Design Services
® Printing & Print Production ® Custom Publishirg
* Smart Targets™ Customer Prafiling ® Broodcost FAX
® Internet Marketing ® Smort Mops™

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

Circle Reader Service #172

Circle Reader Service #171

FINANCIAL/BROKERS

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

Gary Stevens & €O oo 203-966-6465
America’s leading independent radio broker.
Fax 203-966-6522
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LISTING AD RATES

13 ISSUES 25 ISSUES
LISTING (NAME & PHONE} $195 $300
ADDITIONAL PER EXTRA LINE 65 100

BOX AD RATES
AD SIZES 13 ISSUES 25 ISSUES

" $975  $1,750
1-1/2" 1,433 2,572
2" 1,872 3,360
2-1/2" 2,291 4112
8y 2,691 4,830
31/2" 3,071 5,512
4" 3,432 6,160

YELLOW INK PAGES™
! e

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

DIRECT MAIL 1
FOR RADIO

<
p

Creative
Media
Management, Inc.

Business, .
Residential & '
Sweepstakes Mailers ‘
Personalized Letters, '
Postcards & Database |
Services

1000 Belcher Rd. 8., Suite ko
Largo, FL 34641-3307

(813) 536-9450
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INFLADABLE IMAGES ..,

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

Contact: Lenny Freed

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

INFLADABLE IMAGE INDUSTRIES
2773 Nationwide Parkway: Brunswick, Ohio 44212

Circle Reader Service #174
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MARKETING AND PROMOTION

It's better than
Brand ‘Z"!

KD Majestic—

Aluminum frame is 25%

lighter and 40% stronger

than the Originals. 5
10 x 10° or 10" x 20" includes @
a heavy duty carry bag.

1800432°4435
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The Radio Marketing Dept., Inc. ..... 201-993-8717
Direct Mail, Telemarketing and Database Ser-
vice. Serving the Broadcast Industry since 1981.

PROGRAMMING

Broadcast Programming ....... 1.800-426-9082
or... .. 206-728-2741
Radin Music formais on CDs and tape. The local
alternative to satellite programming.

o

NOW

N
SHORE iy
0 ST

13

L&/ 22228 Counitdown
\11 GENE FERRY
NATIONAL AFFILLSTE SALES MANAGER

J03/784-8700
TO RESERVE CROOK& CHASE FOR YOUR MARKET

been looking
for a proven
concept that can
create a unique draw in
your market - then . ..

i\ Look No Further!!!

WCLUSNE MARKET RIGHTS GRANTED |

A R ENTERPRISES
1-800 334-3848
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Martin Marketing ................ reens 210-494-6170
Scratch & Win Sweepstakes Cards. increase ad
revenues and listeners. Call NOW for summer or
fall *96.

NATIONAL REP FIRMS

THE I\_”I'EREIARADIO STORE

Selling Today... nnorating for Tomorrawe

1-800-INTEREP

FEBRUARY 26 - MARCH 10, 1996
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Rick Dees just bought some Hiney =

again. My Hiney is for sale in your =

market too! €all big red Hiney
817-595-4550.

AAAAAAAAA
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R o =t
| TALK AMERICA

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

IAulom:nion Tones/Every Minme Has Progrummingl
IS.\TCO\iC 5.TR. 15 GALAXY 6. TR.3 SPACENET 3. T\/ROI

| CALL 6178284546 |

for more information
L Satellite Service also avatlable

Circle Reader Service #179

PROGRAMMING CONSULTANTS

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

- SWEEPERS
g Proouction Music
o News/TaLk Packaces

FOR A FREE DEMO, CALL

800-GOT-NUPIS
[ (800 468-6874)
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PROGRAM DE.I.IVEI%}@} .
YOU CAN ‘ ,
COUNTON... &7

Toreceive  RadioServe

media kit and ﬁ:é" TR

e ) o C >\ \?'\

details on special X7 2

introductory rates s

CALL TimeRite, Inc.
1-800-777-1127
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Skywatch Weather Center ........ 800-759-9282
Rain or shine, here’s a custom-formatted, person
alized and localized weather forecasting system
your audience will stay tuned for every day.

SPEAKER/TRAINING

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

TRANSMITTER TUBES

[ WANTED OLD AM
' TRANSMITTING TUBES

They don’t have to work, they just have to |
look unique. The funkier the better! |
Call Radio Ink ‘

1-800-226-7857

RADIO INK 43



PRODUCT NEWS

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

the main themes of the song — like five-
and-a-half pages of songs about being

Green Book of Songs
by Subject. The The-
matic Guide to Popu-

lar Music. Transla-

happy and three pages about sad songs.

Think of the programming possibilities.
704-322-3111

*Radio Dating? Cyber Media is their
name, dating is their game. With their

tion: more than
21,000 20th cen-
tury tunes, di- electronic matching service called "CU-
vided by more PII"(asoftware program), single listen-

than 800 catego- ers can hook up with other single listen-

ers through 800 and 900 numbers where

G-_x)

the Biglgesl
Success orxlm
Country Radio...

with
Everyday from Onr g:ess&oo!h
e ek ing by our booth for our live
i mwsu w:“:hb: g:S?PCome meet the t“::?‘rs,
th:aken and collect an autograph or to: |
Live Broadcast (Daily)

e CD Country
11:00 a.m. - 200 Pmu.s. Country Live Broadcast_(Dﬂ“Y)
.‘ ot Crook & Charlie Chase

ries, all based on

and a Powerful po,-d;n Country Program

broadcasters o of affiliate benefics and services

Booth are signing with

807-809

And s .
The Copue::‘y?’g i

e

s Sy

too. |

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

Seasonal Planning. If promotional sup-
plies is what you need for the spring and
summer of ‘96, then
MuN International

=

SPRING &
SUMMER % .

<z -

Inc. has a book for
you. The 152-page
“Bright Idea” book has
supplies for all the
major spring and
summer holidays,

MaN International. Inc

=

plus many nontradi-

tional “plan your
own" celebrations, with prices touted to
be the lowest in the market. How do you
get this book? Do you know how to use
a phone? 847-680-4700 or fax a request
to 847-816-1200

Travelin® Tag. Blue Atlantic Ltd. has
these available for business gifts or in-
centiveitems.
The
luggage tags
allow you to

brass

slipabusiness
card into it
foridentifica-
tion. And the
otherside has

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

SEND PHOTOS of your new products to: Product News,
¢/o Shawn Deena, 224 Datura Street ® Suite 701, West Palm
Beach, FL 33401.
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GRAPEVINE

Cutthroat What? Stopping by to promote their pirate film, Cutthroat Island, at W
KMGQ-~M Santa Barbara was director Renny Harlin and his wife, actress Geena

Davis. L-r: KMGQ’s morning lass Abby
Bonell, Harlin, Paseo Nuevo Theatres
manager Tammy Steuart, Davis, KMGQ
owner/GM Mike Nicassio; and KMGQ morn-
ing guy Dan Mitchinson.

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

Hero’s Welcome. WUSA-FM Tampa’s
night personality Rashke got to
interview American hero U.S. Ar
Force Captain Scott O’Grady. He
was shot down over Bosnia last
year and survived on bugs and
rainwater before being rescued.
In honor of his appearance at the
station, the staff served up some
grasshoppers and crickets for
snacks. L-r: WUSA-FM’s Dede
Dunbar, O’Grady, WUSA’s Linda Barnhill,
Rashke, and Voncile Anderson.

SARRARSRAE CD SAMPLER
i r s MAILERS!

Way cooler and less expensive than
casseltes. Up to 75 minutes. Custom

A Bakin' Baker. Guesting on the <TRH-AM zhw

Houston Hotline not too long ago was - N S o designed for your station.
former Secretary of State Jamas Baker ‘ L $425 _ $950
(center) posing here with anchors Lana A 5 In Homes for*1 2 qnaﬁg
Hughes and |.P. Pritchard. Would you like » : [ %% ALSO: Postage
same sta-ch with that pose Mr. Baker? ] b i\ L eStation Magazines
*Direct Mail
-Databa.sesm NOW FOR
) *SuperlLists
Family Values. *Graphic Design '
Qfgp_;’gnecgi“c'fo a Superlists~ are made up of| °Cassette Mailers
ag actives in your ZIP-SCFs who
you, a calendar fea-
turng members of have purchased a CD or cas-
the LOOP"s “famiiy” sette within the last six months
in various guises and —in your format!
poses. So what if it’s
Feb-uary — there are CusTOM PUBLISHING AND
10 months left. MARKETING GROUP, INC.

P.O. Box 1150
JUPITER, FL 33468-1150

(407) 743-0548

Fax (407) 743-7842

SEND PHOTOS OF YOUR ORGANIZATION'S MAJOR EVENTS
10: Grapevire ¢/o Shawn Deena o 224 Datura Sireet o Suite
01 = west Palm 3each, FL 33401

PrINT PeorLE WHO Know RaDIO
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BLAST FROM THE PAST

TAKE YOUR
m CLOTHES
 off AND

- \

§ 4

® g — iw
#4 Broadcasting Exposed!!
They called him Bill Love, the morning man at WKLO-FM Louisville, KY.
Making his mark (or another adjective if you prefer) on Radio history, he
has become known for performing the first “Radio Streak” on March 11,
1974. To make it official, he stripped in front of a registered nurse and
gained national ... coverage. Adding an even more bizarre twist to this tale,
Py the nurse later registered a complaint. One can only speculate what came
up for her to complain.

PROMOTIONS THAT

USTI

1561 FAIRVIEW AVENUE 8 ST LOUIS. MO 63132 1 1 800.569.1906 | PHONE: 314 423 4411 FAX: 314 423.29€4
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SEND US YOUR OLDIES! We're looking for old photos! (They will be returned.) Send them to

“BLAST” c/o Shawn Deena,

224 Datura Street ¢ Suite 701, West Palm Beach, FL 33401. Put your name and address on the back of each photo with

"Mh'!"

',,
Wiy

3o ——
.

Include a description of the photo and any people pictured

“please return.”

ADVERTISER
INDEX

Broadcast Pregramming Inc. .........

CPM Group

Creative Med'a Management Inc
Dave Gifford tntemational
Impact Tzrget Maketing .
jones Satellite Network:

KD Kanopy

Lund Consulta nts
Narketing/Research Partners Inc
NMedia Investment Service
Media Venture Partners ...
Mefford Achievement System
Powergold .

Radio One ..

Seott Studios Zorp. ..

S)S Entertainment ...

Stepping Stone Production

Szabo Assoclaies .............

Talk America

TM Century
Triple Platinum Inc..
US Tape & Label
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Move Up from Carts to

Touchscreen Di

Play Anything...At A Touch

The best way to improve your radio station is
to put all your spots, sounders and sweepers
on-line and ready to play instantly from
hard disk. Creaiive talent sounds better than
ever with Scott Studios’ new touchscreen
digital audio system.

Here's how it works: Six buttons on the left of
the large computer touchscreen play what's
on your log. Scheduled spots, songs, promos,
PSAs and live scripts come in automatically
from your production studios, traffic, music
and copy computers. Jocks can revise sweeps
at a touch (with the arrows at mid-screen), or
work with the full day's log and add or
rearrange anything.

On the right, 17 “hot keys” start un-
scheduled jingles, sounders, effects, comedy
or promos on the spur of the moment.
Your morning show will benefit from 26 sets
of 17 user-defined instant audio “hot keys”.

You can preview anything in a cue speaker
at a touch. The Scott hard drive even lets you
listen to endings while that song is playing on
the air.

And nothing beats the Scott System for easy
levels. Touch the label on the screen, moving
right to lett to fade as desired. If you'd rather
adjust levels on the console, channel numbers
show clearly on each start button.

12:15:38P Sl 1045 & Boot Sudios liury

B 07 neE
= EEEE
== BEEE

Y |
CEE W

Phone Recorder On Screen
Touch one button and you're recording

calls to hard disk. Another button and
you've got the world’s easiest editor. When
it's ready, one touch and your call's on the
air. The phone recorder only adds $1,000
to the system.

The Best Digital Audio

When spots, promos, PSAs, or any other
digital audio events are recorded, they're
immediately playable in all your Scott
System air studios. Nobody wastes time
carrying carts down the hall or redubbing
spots for additional stations.

One question you don’t have to worry
about is “What if it breaks?” The Scoft
System comes complete with every spot
and jingle stored redundantly on two hard
disks. It's a snap to switch to the “hot
standby” system!  You get touchscreen
convenience, digital quality, and backup
redundancy for no more money than cart
machines and commercial tapes.

Audio

8:15:38A

:00/0:06/C JIN DA1037 8:25:01

gital

< EEEE
A HIEE =
« EIEE

Copyright 1994-5 by Scott Studios Corp.
n - 1

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

The World’s Fastest Requests!

Touch either of the two buttons at the top
right of the main screen to see our “Wall of
Carts” with all your audio on-line! Touch
the spot, song, jingle, sounder, promo, PSA
or comedy you want and it plays instantly.
Or, you can put it anywhere you want in the
day’s schedule.

During play, all Scott screens include large
digital timers that automatically count down
intro times, and flash warnings 60-, 45-, and
30-seconds before the end. You also get
clear countdowns the last 15 seconds of
each event.

Instant Songs on Hard Disk

Scotl Studios is radio's premier source of
high quality music on hard drive. All your
songs will be pre-dubbed free.

Nothing could be faster than requests from
the Scott System! You also get five “Wall of
Carts” with music that plays at a touch!
Songs are shown by title, artist, year, length
or category.
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The Day At Your Fingertips

Scott Studios lets you see the whole day and
make any changes you want.

Big & Small Have Made the Move!

The Scott System leads the industry with
major broadcasters like Disney/Capitol
Cities/ABC, Westinghouse/CBS, Shamrock,
Alliance, Salem, Liberty, Saga, Liggett,
Regent. Tichenor, Benchmark, Max. Atlantic,
and Ralco in Canada. Scott Systems are in
Detroit, D.C., Dallas, Houston, Philadelphia,
San Diego, Denver, San Antonio, Ft.
Lauderdale, Cincinnati, Dayton, Lansing,
Las Vegas, and smaller markets coast-to-
coast from Bangor to Bakersfield.

Scott Studios «..

13375 Stemmons Freeway, Suite 300
Dallas, Texas 75234 USA
8 00 7 2 6-8

(800) SCOTT-77



ust How Sensitive Are
our Media Collections?

szaho

(Y

Szabo Associates, Inc.

ox Road
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T()d:ly's media are changing so
rapidly, collecting media receivables calls
for the sure touch of a protessional who
specializes in the industry.

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

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

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

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

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





