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July was Tesh's largest book
in KKCW, K103-Portland, OR's
PPM history!

i: h
Persons 25-54 #1 (10. 9ﬁ 13. 2)
e #1 for 11 consecutive books.
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Women 35-64 i1 f"

Tommy Austin - Operations Manager
Portland Cluster
Clear Channel Radio & Online
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= gence Over 350 Affiliates - Every daypart & format
Y C ifelRadige
%_ with John Tesh Contact: Scott Meyers » The TeshMedia Group «

WWW.TESH.COM 888-548-8637 or 516-829-0964 scott@meyers.net
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that, “Well, they’re not local.”
It's a red herring. There's
nobody more local. I'll put us
up against any company in any
market across the country,
and we will compare ‘ %
extremely favorably in terms lesn- > ¥ 4
of what we do. B. Enc Rhoads enci@radionk.com
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Radio: A David And Goliath Batt

world and among the thought leaders who have been seduced by

the idea of a one-to-one digital world, radio is very far from the
cutting edge. Meanwhile, we in the radio industry become defensive
about how we're digital t00, how our listening hasn't declined and
we're not losing distribution like other “traditional” media, and how
our blanket broadcast distribution is more efficient than digital.

The problem is, it's not working. No one wants to believe a 100-
year-old medium can be relevant today.

The news came out recently about radio’s intent, with the coop-
eration of record labels, to push for an FM radio chip in every cell-
phone. And our industry was instantly slammed with negative press.
“This ancient industry is trying to push old technology on to new
mobile devices,” they said. “Mobile devices can stream radio if lis-
teners so desire, and radio has no place on the cellphone.”

That news also awakened a pack of sleeping dragons: The cell-
phone carriers and consumer electronics industries, whose trade
groups vowed to battle to the end against a required FM chip in
phones or other devices.

Why all the negative press and the big push against radio on cell-
phones? In theory, radio chips would solve a giant problem for the
cellphone industry, which has been mandated by Congress to develop
an emergency alert system. The wireless industry is developing a sep-
arate system, but it could require a backup generator at every cell site,
which would be hugely expensive. So what's wrong with radio?

Follow the money. If consumers can use their cellphones to lis-
ten 1o local radio, there would, in theory, be less listening to stream-
ing, and less data consumed. Where do carriers make their money?
The sale of data packages.

When you awaken a sleeping dragon, he can destroy his opponent
with a swat of his tail. These dragons have unleashed their multimil-
lion-dollar PR budgets to make this FM chip issue go away. The best PR

Radio, it seems, is antiquated. In the eyes of journalists around the

Dealmg with Sun & Fun Media has been a gre
tions. They deliver family friendly vacation |
trade which allows our stations to provide greédi
contesting and for in house contesting with ot

In short, Sun & Fun Media delivers wh
extras In Imlu\ seconom\ thm are a ik
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teams on Madison Avenue are
facing the in-house PR department

at the NAB, and radio is simply out-
gunned. The NAB has a very impressive and
effective team headed by Dennis Wharton, but
it's a David-and-Goliath story. And the industry is

Ta reach me, write:

counting on the NAB having good aim with a B bric Ruads, CE0/Publisher
pebble against an army of Goliaths — the highly o
paid PR experts representing the likes of AT&T, 2090 Paim Beach Lakes B, e 30
Verizon, and Sprint. Not to mention the cell- Wt Pl Seach, AL 33409
phone manufacturers and the Consumer  Pose: 51654778
Electronics Association. Fas; 961-855-6154

When radio plays against the big boysin aPR  wk@ndisisiem
battle, we typically get toasted, or at least reposi-  factekcomiericrieats
tioned. The industry push for HD Radio to com-  teitsrcemfericrieass

bat the onslaught of digital devices so we could
say, “Look at us, we're digital t00!” was a PR disaster. When radio tried
to stop the merger of XM and Sirius, their PR efforts repositioned radio
as ancient and irrelevant, an image that continues to plague the indus-
try in the eyes of the press and with many advertisers. A consortium of
radio groups raised a $1 million PR fund to battle the satellite PR blitz.
XM and Sirius combined spent roughly $18 million. The money won.
Our usual answer is to put spots on the radio to create public
pressure. But that alone is not a PR campaign, which needs to be
reach well beyond our own airwaves. We need to convince every
press outlet and every blogger that radio is relevant. (Of course, that
would mean increasing our relevance in digital offerings and actu-
ally finding a way to make consumers want to embrace HD Radio.)
Radio has a PR problem. We've done a lousy job of overcoming
the noise to reposition us. We've done a poor job of executing our
digital initiatives, which gives the press more to target. We have not
Publisher’s Letter continued on page 10
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NAB MARCONI RADIO AWARD FINALISTS

The NAB has named the finalists for the 2010 NAB Marconi Radio Awards.
The winners will be announced September 30 at the Marconi Awards Dinner &
Show, part of the 2010 Radio Show in Washington, DC.

Legendary Station
KBCO-FM, Denver
KSHE-FM, St. Louis
KSL-AM, Salt Lake City
WBZ-AM, Boston
WTOP-FM, Washington, DC

Network/Syndicated Personality
Of The Year

Bob and Tom, Premiere Radio Networks

Dr. Laura, Take On the Day

Steve Harvey, Premiere Radio Networks

Tom Joyner, Reach Media

Scott Shannon, Citadel Media

Major-Market Personality

Of The Year

Jody Dean and The Morning Team, KLUV-FM,
Dallas

Dunham, Miller & Keith, KTCK-AM, Dallas
Gene and Julie, KVIL-FM, Dallas

Ronn Owens, KGO-AM, San Francisco
Pierre Robert, WMMR-FM, Philadelphia

Large-Market Personality

Of The Year

Drew and Mike in the Morning, WRIF-FM, Detroit
Mike Rosen, KOA-AM, Denver

Mike Trivisonno, WTAM-AM, Cleveland

Susan Wise, WLYF-FM, Miami

Doug Wright, KSL-AM, Salt Lake City

Medium-Market Personality

Of The Year

Brian Gary and Todd Harding, “The Good
Morning Guys," KUAD-FM, Windsor, CO
Scott Innes, WYNK-FM, Baton Rouge

Brent Johnson, WTCB-FM, Columbia, SC
Mornings with Tony Lynn & Myles, KBQI-FM,
Albuguerque

Kelly Mac, WIMZ-FM, Greenville, SC

Small-Market Personality

Of The Year

Cathy Blythe, KFOR-AM, Lincoln, NE

Leo Greco, WMT-AM, Cedar Rapids, IA
Todd Haugen and Mardy Karger, KBHP-FM,
Bemidji, MN

Cyril “Bub" McCullough, WMCI-FM, Mattoon-
Charleston, IL

Will Payne and Barry Diamond, KITX-FM,
Hugo, OK

8 | RADIO INK | September 6, 2010

Spanish Personality Of The Year
Rosie del Valle, WNWZ-AM, Grand Rapids, Ml
Rafael Orlando, WYUS-AM, Milford, DE
Omar Ramos, WPPN-FM, Chicago

Eddie “Piolin” Sotelo, KSCA-FM, Los Angeles
Claudia Torrescano, KFLC-AM, Dallas

Major-Market Station Of The Year
KCBS-AM, San Francisco

KHKS-FM, Dallas

KIIS-FM, Los Angeles

WBBM-AM, Chicago

WTOP-FM, Washington, DC

Large-Market Station Of The Year
KSFI-FM, Salt Lake City

KSTP-FM, Minneapolis

KUBL-FM, Salt Lake City

KYGO-FM, Denver

WRBQ-FM, Tampa Bay

Medium-Market Station Of The Year
KKOB-AM, Albuguerque

KLRC-FM, Siloam Springs, AR

KXTD-AM, Tulsa

WKHK-FM, Richmond, VA

WXST-FM, Charleston, SC

Small-Market Station Of The Year
KFGO-AM, Fargo, ND

KGMI-AM, Bellingham, WA

KOFM-FM, Enid, OK

WCNL-AM, Newport, NH

WFRE-FM, Frederick, MD

AC Station Of The Year
KKHJ-FM, Pago Pago, American Samoa
KSTP-FM, Minneapolis

WLYF-FM, Miami

WMJX-FM, Boston

WTCB-FM, Columbia, SC

CHR Station Of The Year
KDWB-FM, Minneapolis
KHKS-FM, Dallas

KIIS-FM, Los Angeles
KJYO-FM, Oklahoma City
WNKS-FM, Charlotte

Country Station Of The Year
KMPS- FM, Seattle

KSON-FM, San Diego

KUBL-FM, Salt Lake City
WFMS-FM, Indianapolis

WKHK-FM, Richmond, VA

News/Talk Station Of The Year
KBOI-AM, Boise

KGO-AM, San Francisco

KOA-AM, Denver

WIBC-FM, Indianapolis

WTOP-FM, Washington, DC

Oidies Station Of The Year
KKLZ-FM, Las Vegas

KLUV-FM, Dallas

WCBS-FM, New York City
WCRE-AM, Cheraw, SC
WOGL-FM, Philadelphia

Religious Station Of The Year
KFSH-FM, Los Angeles

KSBJ-FM, Houston

WFMV-FM, Columbia, SC

WLIB-AM, New York City

WMIT-FM, Black Mountain, NC

Rock Station Of The Year
KBZT-FM, San Diego

KDGE-FM, Dallas

KROX-FM, Austin

WAAF-FM, Boston

WMMR-FM, Philadelphia

Spanish Station Of The Year
KLMG-FM, Sacramento

KLNO-FM, Dallas

KLNZ-FM, Phoenix

KXTD-AM, Tulsa

WOUJO-FM, Chicago

Sports Station Of The Year
KBUN-AM, Bemidji, MN
KOZN-AM, Omaha

WAXY-AM, Miami

WFAN-AM, New York City
WXYT-FM, Detroit

Urban Station Of The Year
KMJM-FM, St. Louis

WBHK-FM, Birmingham
WBLS-FM, New York City
WHUR-FM, Washington, DC
WVEE-FM, Atlanta

www.radioink.com



To Stay Successtul In Media Collections,
You Must Adapt And Evolve
Before You Charge Ahead.

Co’-Lp
G
o &
@ (o}
p-3 I z
< ©
P o
(o}
£
FSS\O‘A

Szabo Associates, Inc.
3355 Lenox Road, N.E., 9th Floor
Atlanta. Georgia 30326
404-2066-2464
FAX 404-266-2165
www.szabo.com
info@szabo.com

When you have trouble collecting
media-related receivables, come to us.
We're Szabo Associates. We have a
nose for it.

Much of our success at debt
collection comes from having more
experience. We created this industry
over 35 years ago by becoming the
world’s first media collection company.
Our account professionals have far
more years in media collections than
anyone else in the business. What this
means for our clients is Szabo has the
knowledge and know-how to find and
recover your money like no other.
These time-tested instincts allow us to
maximize collections, while preserving
your valuable client relationships.

Experience has also taught us to
adapt. To change ahead of the times.
We have specialized divisions to service
radio, television, cable, newspapers,
magazines, directories, out-of-home
media, internet, programming
syndication and even product licensing.
DebtorNet; our proprietary database,
contains collections data on over
400,000 agencies and advertisers that
have been placed for collection,
making it the most powerful credit
resource in the industry. Szabo’s scope
is international, not just local, regional
or national. And Szabo can assume any
stage of your receivables process.
Often the sooner we start, the better
the results.

It's not just talk. We've earned our
stripes. Call (404) 206-2464. Or visit
www.szabo.com to put a new breed
of collection service to work for you.



LETTERS

It’s The content, Stupld Publisher’s Letter continued from page 6
This drives me to distraction (Radlio Ink, 8/23, “President Andrew Mariathasan Talks About Why He Wants | properly made the press aware of all the
To Conquer Radio"). Why should radio “drive” someone to a website? When's the last time wasting tmeona | good news and positive benefits.
website was really productive or fun? Be the best radio (content guysll) you can be, and the website is worth- We blame RAB or NAB, whose bud-
less. Radio is not old or obsolete, it's just that the people in charge are herding radio people like stupid sheep, gets we've effectively cut — and their
and we're letting them. The crap that passes for programming — well, what would you expect It all comes budgets were never sufficient for han-
down to this: DO YOUR JOB. | could go on, but 'm not going to change what the elites are promoting. | dling PR attacks at the best of times, If
WAGS is live radio, real people in real time, playing country, indie country, bluegrass, Americana, radio wants to play ball with the big
from CD, LP, 45s, and yes, some 78s. | boys, we had better develop a war chest

JIM JENKINS, OWNER/GM, WAGS RADIO, BISHOPVILLE, SC | and put it in the hands of a professional
' PR team outside the industry that can

HD RUI | make big things happen fast. We cannot
I thought of you because we're being interviewed for an article to run in a radio engineering trade. The expect miracles from our small, under-
interview is mostly about our Internet operations, but we will tell the writer that we intend to offer our con- ' funded internal efforts, no matter how
tent to broadcasters wishing to use it on their HD Radio stations, for free. There are some catches and | good these people are.
caveats, but we are so convinced that we can sell HD radios — if the radio industry still wants that — and If radio wants to win this battle over
we are equally convinced that as we sell those HD radios, the audience increases in size, becomes more | the FM chip in cellphones, it needs to
valuable, and we will all start seeing a return on our investment. calculate the long-term benefit and
| continue to be inspired by the way you challenge all of us in radio to take advantage of this opportunity invest heavily up front — or this will be
to do something with these channels. At a time when radio is asking for more, it's a chance for us to show | yet another lost battle because we
that with the right opportunities, radio will embrace disenfranchised listeners, broaden programming, and allowed ourselves to be outspent by our

serve our communities in ways never imagined. Of course, | argue that trying to operate each HD station
independently, live and local, is not effective, and that there are ways to serve communities that are not

opponents. NK

defined by the reach of a transmitter, city limits, or county line. We can help radio serve its audience well, and . L\,
start building a significant audience for HD Radio. 5 S\ﬂ,c C ba
BRAO CHAMBERS, CHIEF CREATIVE OFFICER/MANAGING PARTNER | B. ERIC RHOAOS. \CEO/PUBLISHER

THE STANDARD MEDIA GROUP/MARTINIINTHEMORNING.COM, NORTH HOLLYWOOD, CA |

CONGRATULATIONS TO

CHARLES
WARFIELD
for being the recipient of the
2010 National Radio Award

from the entire famuly of
Inner City Broadcasting Corporation

& ICBC Broadcast Holdings

ICBC

BROADCAST
HOLDINGS, INC.

WBILS-FM & WLIB-AM

WWDM-FM, WMEX-FM., WARQ-FM
WOIC-AM, WHXT-FM & WZMJ-FM
WIMEFM, WKXIE-AM. WIQS-A
WOAD-AM, W/ -I'M & WIN
JIACKSON. MS
KBLX-FM, KVTO-AM & KVVN-AM

SAN FRANSISCH

10 MO INK ot ) www.radioink.com
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AMERICAN URBAN RADIO NETWORKS

L

9th Annual Urban Knight Award Recipients

At the NAB/RAB Radio Show
Wednesday, September 29, 2010

CHARLES WARFIELD LEW DICKEY JOHN DICKEY MELODY SPANN-COOPER
1CBC Cumulus Media Cumulus Media Midway Broadcasting Chicago
“Urban Bishop” Urban Knights Hall of Urban Knights Hall of Urban Knight Award
Lifetime Achievement Award Fame Award Fame Award

JEFFREY MYERS OVEDA BROWN ADRIANE GAINES DOUG ABERNETHY
Personal Selling Princioles Arbitron WWRL New York Radio One Houston
Urban Knight Award Urban Knight Award Urban Knight Award Urban Knight Award

Honoring Marketing Excellence to the African American Consumer Marketplace

www.aurn.com
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ROYWILLIAMS
THE WIZARD OF ADS

Copy, Frequency, And PPM

in 38 states requires my firm to analyze

radio schedules on more than 2,000
stations each year. Many of these stations
are in PPM-rated markets. Consequently,
we've learned a few things.

If the data from the Portable People
Meter is correct — and I believe it is
— frequency is much tougher to
attain than we previously believed.
Generally speaking, PPM tells us that
listeners tune in to twice as many sta-
tions as they report in their diaries, so
each station’s TSL is lower than we
thought. The stations with the strongest
identities, the catchiest slogans, and the
most mnemonic call letters are rewarded
with diary numbers that indicate huge
audiences those stations never really had.
Meanwhile, the less-remembered stations are
forced to give away airtime at rates far below what
they actually deserve.

If you were a buyer, which station would you buy? (A.)
The heritage station whose call letters are on everyone’s
lips according to the diary method, or (B.) a station with
identical AQH persons according to PPM, but their rates
are half those of the “dominant” station because people listen-
ing to station B according to PPM often report in their diaries that theyre
listing to station A.

We see this every day. For the record, we buy station B.
This makes the staff and management of station A hate us,
but hey, if we needed a friend we'd buy a dog.

Now that we've isolated the best values in the market-
place, we still need a schedule that will give us frequency.
We need the identical listener to hear the identical ad at
least three times within seven night’s sleep. PPM data has
opened our eyes to the difficulty of achieving this three
frequency.

Horizontal scheduling is the answer. We're buying
very narrow windows of time at very unusual times of
day and slotting our ads in those windows day after day
after day. If we don't do this, the schedule reaches too
many people with too little repetition. The timing of
these very narrow windows changes from station to sta-
tion. There are no golden times of day that cross all for-
mats, as previously believed.

Traditional dayparts are a selling tool for radio stations.
They have no basis in reality according to PPM. If you're
still marketing drive times, middays, and evenings, you're
thinking of radio like it was in the "70s and "80s.

Gosh, I'm glad I have a dog.

After 30 years as a professional writer, I recently

B uying local radio on more than 500 stations

www.radioink.com

.

learned something about radio copy that
shocked me to my core. Ten weeks ago I
accepted nine apprentices who paid
Wizard Academy a few thousand dol-
lars each for me to mentor them as
ad writers. One hundred businesses
across America then paid Wizard
Academy $500 each to be inter-
viewed by a randomly selected
apprentice who would talk to
them and craft ad copy for their
business, which I would then edit
into something worth airing.
Several pages of detailed notes
accompanied each ad I received
from my apprentices, who dug and
pushed and probed in these inter-
views in the hope of emerging with
something worth saying. It's an old
adage, but true: Writing great ads is easy
when you have something to say.

There were no surprises during the first couple of
rounds, but I began to notice something in week three that
struck me as odd: The same few apprentices always
seemed to get the smarter, better clients, while the rest of
the apprentices were assigned businesses managed by
idiots. But this was impossible.

By week six, the obvious conclusion was inescapable:
The quality of the ad created by the apprentice was
entirely dependent on the quality of the interview con-
ducted. It didn’t seem to matter much whether the writer
was a “good” writer or whether they were particularly
“creative.” This conclusion was confirmed by the results
reported by the advertisers. The ads that worked best were
the ads created by those apprentices with superior inter-
view skills. The format of the station on which the ads
aired, the schedule, the reach, the frequency didn’t much
seem to matter.

Wow. We're back where we started. PPM, TSL, AQH,
reach, frequency, and “loyal audiences” don’t mean much
when we fail to extract a meaningful message from the
advertiser.

Note to Jeff Haley, whom I much admire: Jeff, how
about RAB creating a training program to teach AEs how
to extract a message that matters from their local-direct
advertisers? My recent experience tells me this interview
training would make a bigger difference than anything
else we could offer.

But maybe I'm wrong. NI

Roy H. Williams is president of Wizard of Ads, Inc.
E-mail: Rey@WizardofAds.com

September 20, 2010 | RADID INK | 13



Digital Rewards:
Compensating For Success

Ruth Presslaff
President

Presslaff Interactive

regretted paying the right person too much. I did

regret not paying enough — or with the right incen-
tive.” Compensation plans that provide tangible rewards
for achieving clearly defined goals are the ultimate win-
win for both the employee and the company.

As investments in digital platforms grow, how to com-
pensate those entrusted with these initiatives should be
part of any strategic dialogue. 1 posed that question to
Presslaff Interactive’s Ruth Presslaff, whose involvement
with digital operations at stations
across the country provides a uniquely
qualified perspective.

As Glenn Bell of Stoner Broadcasting once said, “I never

Where should the responsibility
for digital platform accountability
lie, or how should it be divided in
terms of executing strategy?

The problem, in many cases, is that
those in charge of digital media have
been given “the responsibility, with-
out the authority,” to quote one exec-
utive. Or, according to another, they've
been put in the position of being a
“toothless tiger.” These people are
given large budgets to invest in digital

tools and expected to create and execute
sweeping strategies that will change their industry. They
are accountable to their CEOs and shareholders, but no
one is accountable to them.They provide the tools and rec-
ommendations, but the execution is left to the local level,
and that becomes the wild card. The head count isn't there
to execute digital media leaders’ plans.

There are a lot of digital tools, from websites and
streamning to social networking and e-mail marketing. In
most operations, several people own part of the responsi-
bility for each. But rarely is one individual on the local
level responsible for overseeing all the digital assets within
their operation.

It's a given that corporate programming positions need
local program directors, that directors of sales need local
sales managers. Corporate digital execs need local digital
managers to make their plans succeed.

How should success be measured?

The Internet is littered with metrics, so it’s easy to mea-
sure the success of a program. The challenge is choosing
which programs to invest time and resources in. The most
successful stations prioritize and limit their focus to just a
few projects at a time.

14 | RADIO INK | September 20, 2010

It’s also tempting to limit the conversation to financial
terms — ROI — but sellers can't sell poorly executed pro-
grams. Factors that make a digital program successful need
to be measured too. Almost all stations execute some kind of
loyalty and e-mail marketing program. We recommend our
clients create a database budget, setting database growth,
opt-in, and open rates among the measurable expectations
for either the local digital manager or program director.

For social media execution, there are guidelines that
can help PDs direct talent on use and implementation.
Specific metrics for each kind of digital asset are integral
to measuring success.

Finally, don’t judge a program’s financial success (or
lack thereof) until you've determined whether the con-
tent, quality, and consistency of the program were prop-
erly executed. And with so many different digital options
on their plate, salespeople need to be adequately trained
on the benefits of each program.

Sales reps are commissioned for the sale.
Programming is incentivized for achieving ratings.
How about digital efforts?

Every department head, from the general manager on
down, is being told to incorporate digital media into daily
initiatives. Companies serious about the success of these
initiatives need to structure compensation packages
accordingly. Employees will embrace the key performance
indicators that are identified and rewarded by corporate.

Why do you think the industry has been slow to
adopt recommendations like these?

Some have, but as a general rule, the radio industry just
isn't hurting enough to force change. The largest percent-
age of revenue still comes from traditional, so every time
traditional sales numbers go up, the pressure to build
other assets goes down. Somehow, decent comps against a
remarkably lousy year are creating the false hope that
“normal” has returned.

Debatable, but even if radio rebounds beyond our
wildest dreams, future revenue growth is still going to
come from the combination of radio’s reach and digital
media’s targeting. It is powerful, profitable, and proven.

And radio has an advantage over the pureplay digital
companies: established audience. Why would you leave all
the money that can be made through these proven digital
initiatives to someone else? It's not either healthy “tradi-
tional” sales OR increasingly strong digital revenue — the
smart companies know it’s both. INK

Deborah Parenti is VP/GM of Racio /ak. E-mail: deborah@radioink com

www.radioink.com
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Never has a rating point
had so much to say
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Be a primary resource fo your advertisers; show Deliver new insight for sales managers:
them what a buy delivered, only days after it ran: * How do you fit into the overall buy for an advertiser:

not just the number of spots, but the points that were

id i h its point level2
S RSICe IR oI ST delivered by you and your competitors2

* How many GRPs were outside of the target demographic and

how many reached the upper-income households targeted? * What was the rofation across the hours of the day?

* What is the radio buying strategy for your advertisers’ competitorse * Did you really get the fair share of the buy?

Call to reserve a demo today. }‘\ ;
John Snyder &A SEITFUSISUIN

(781) 383-9386 * john.snyder@arbitron.com MEDIA MONITORS



Are You Killing The RAB?

the Radio Marketing Bureau, closed its doors last

month. Although the RAB and the RMB might be
considered competitors to my radio management and
sales consulting practice, the demise of Canada’s RMB
deeply saddens me.

We're our own worst enemies in the radio business.
I've seen stations offer incentives to advertisers for not
using other radio stations in their markets, driving the
money left on the table to other media. We drive dollars
to more user-friendly media, traditional and new, and

; confuse advertisers when we
all claim to be number one.

My most recent disgust is
directed at stations both
north and south of the
Canadian border for not

G anada’s equivalent of the Radio Advertising Bureau,

supporting — or using —
the industry’s marketing
associations, the RAB and
RMB.

Innovative radio leaders
spearheaded the formation
of Canada’s RMB many
decades ago, even though
they were head-to-head
competitors. They recog-
nized that their big-picture
competitors were other
media, not other stations,
and that a rising radio tide
would float all of our ships.

I've watched the slow
decline of the relevance of our industry organizations as
bean counters focused on the cost of sale rather than
considering the ramifications of the cost of no sale!

As the RMB operating budgets declined, small-
market operators accused the bureau of only serving the

FISH OR CUT BAIT

Manyhdusﬁyaswdaﬂuuhﬂvidimhhd&ldad;gmmmpomm

mammww—mummmmmhawwm

Their self-interest overruled the industry's interest, and members would not con-
mmmwmm:mdhuammmmm

The underfunded campaign failed, and boat sales sputtered.

The RV people, however, banded together to create the successful *Go RVing” cam-
paign, which shows families enjoying the RV lifestyle. RV sales continue to grow dra-
matically. They didn't fight over whether the commercials should feature a small tant
traller or a large motor home. They didn't ask, *What have you done far me?" — but
instead asked, *What have you done for my industry?"

16 | RADIO INK | September 20, 2010

interest of the big conglomerates, while ironically, the
big guys said they were big enough to market them-
selves without the bureau. And so the downward spiral
began.

Don't let this happen in the United States!

I still recall my first Radio Advertising Bureau
Managing Sales Conference in Dallas in the mid-'70s.
There was more partying than would be acceptable in
today’s business environment, but I learned things I've
used to the benefit of radio every day for more than
30 years!

Here are some of the concerns I have if we let our
marketing bureaus continue to decline, or see them
buried in different organizations with mandates other
than sales:

1. Who will build and train our farm teams? The
larger broadcasters have over the years had a wealth of
small-market talent to draw from.That talent, which the
smaller broadcasters could not afford to train on their
own, was trained by RMB and RAB.

2. Who will set the industry’s benchmarks? While
the big companies can and should train their people
beyond the minimum standards set by the industry’s
certification courses, these designations do set an indus-
try standard.

3. Who will conduct and promote the research to
validate radio's fit in the new media landscape?
Some companies may do research to validate their com-
pany, their markets, or their formats, but who will
champion radio’s role in a changing media landscape?

4. Who will help us share the successful ideas
that are working for radio? The creative ideas and pro-
motions housed in the RAB and RMB archives have
helped many radio reps create radio converts. Most big
national businesses began as small local businesses. If
other businesses became big without local radio in their
DNA, they probably won't convert to radio after they've
achieved national success.

5. If an industry's marketing association dies,
does that send a signal that the industry itself is at
death’s door?

As a competitor and an industry champion, I mourn
the death of Canada’s RMB. I view America’s RAB like
life: It might not be perfect, but the alternative isn’t very
appealing!

Ask yourself, “What would happen to my bottom line
if only half of my reps utilized RAB resources to help
them each close one 52-week account every year, and
those accounts each stayed on the air for five years?” ms¢

Wayne Ens is the producer of the radio e-marketing system SoundADvice.
E-mail: wayne@wensmedia.com

www.radioink.com
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DIGITAL STRATEGIES
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Digital Sales Prospecting Made Easy

like most managers, you just received a digital goal for

2011 that is higher than ever. Your task is to equip your
team to find digital dollars in the market so they don't have
to rob Peter (broadcast spot budget) to pay Paul (your new
interactive budget).

One question we're often asked during station visits is
how to use digital media to prospect more effectively.
Radio operators large and small are missing simple and valu-
able opportunities to connect with prospects online.

Fall is here and budgeting season is upon us. If you're

The Basics

Social networking sites like Linkedin and Facebook can
be helpful for beginners and advanced sellers alike in
developing relationships with buyers.

It's important that your on-site profile be complete
before you start to network. New contacts will likely want
to read more about you before accepting your invitation
to connect.

Once your profile is built, you need 10 add friends. One
fast and efficient approach: Both LinkedIn and Facebook
allow you to upload your e-mail address book and invite
your contacts to friend or connect with you. Also make a
habit of sending a LinkedIn invitation to new contacts after
every prospecting meeting.

Within your social networks, join groups to create net-
working opportunities and grow your friends list. Search
through groups on LinkedIn here:

Linked [} Home ProMe Comeom Groups Jobs lnbon (17H) More.. P—— a8
MyGroups  Folown)  Groups You May Lke  Groupe Dirsctory  Create » Group FAQ
Search Groups Similer Groups 1o eMarketing Association Network
San Disgo Sales & Marketing Prodsesionale
p Wetcome! tor 8 Marnoarg
A amtoprsien « Procuct 7 Maring. Py PR). Merveing
" Comenuricasons / Mercom, Account Emsce. Oulsideineds Sews. #ic. N non-oce!
ppicants, plesss.
Yostardey's Activity Ducwasions (1)
Ouwrar Staey Oenpven Zepar 2572 memters | e
American Marketing Associetion- South Floride
Create a Group The miseson of v AMA Soulh Fiorigs s 1 b kS reecurcs K members of
meratng #nd e Amencen Mareting Assocision in South Fionds by provaang
Linttin Groups con b you g corenr
ooy informed and heep I8 Owner Hande L
1ouch wah people Tiet shers
YOur intarents. Creste & QU -
YT Ann Arbor Marketing Roundiable
- Loan sdout o LT
g e monitey seree.
Saon tachey | 77 marmae
Chief Markating Oficer's Exclusive
KT S e .
e enchangs of KNOWMKIDS. vibws G I0NSS.

You can use Linkedin's advanced search to find poten-
tial buyers. Plug in keywords that fit the category or title
you are seeking. Also, remember to use your postal code to
look up people who are located in your market.

When you initiate a new contact, send a short-and-
sweet (no more than two to three sentences) message
introducing yourself and asking a question.

Facebook can broaden your network with introductions
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to your friends’ friends, and introductions are always more
successful than approaching a prospect cold. Ask your
friends for introductions to others who could benefit from
your expertise and advertising or marketing products.

Beyond The Basics

Jigsaw is another helpful tool for discovering new con-
tacts and generating leads. A business directory with over
21 million contacts, Jigsaw provides information profiles
for private and public companies. Use it for free to find
names, titles, and contact information for your prospects.

In 2010, there is no excuse for a 100 percent cold call.
You can find information on nearly ANY company online,
including the name of the person who manages market-
ing and handles ad-spend decisions. Jigsaw can be espe-
cially helpful for medium- and large-market buyers, and
it's one of several prospect database sites.

Once you identify a prospect, use a site like SpyFu to
help you discover whether the company is spending money
for paid keywords on search engines. If they are, you can
find out which keywords theyre buying and the average
amount theyre paying for those keywords daily.

SpyFu can also provide the history of a client’s spend-
ing in Google AdWords, giving you helpful insight into
a client’s digital acumen. This is invaluable information
for your first meeting with a client, because it tells you
about their marketing objective(s) and willingness to
buy into digital marketing. SpyFu can be helpful in spot-
ting agency buyers of network advertising and other
keyword marketing.

Sites like Keyword Spy can also help identify other hot
categories and potential clients. See their research at
www.keywordspy.com/research/.

A growing number of small- and medium-market
businesses are also using Twitter to market their products
and keep in touch with customers. A quick search on
twellow.com, a Yellow Pages-style directory for Twitter,
can provide helpful insight into local clients who are
spending time and effort (and sometimes paying agen-
cies) to manage their Twitter accounts.

Go to twellow.com and search for anyone located in
your city. Even in the smallest markets, we have found
businesses marketing on Twitter. Their willingness to
spend money and time on Twitter should clue you in that
they believe in digital media.

Is your sales team armed with the best and fastest tools
to prospect, qualify, and close new business? With these
new digital tools, your prospecting can be more efficient
and productive than ever. K

Daniel Anstandig is president of McVay New Media Consulting.
E-mail: danisl@mevaymedia.com

www.radioink.com



“WideOrbit’s Gias
technology
makes sense.

WideOrbit is extremely efficient,
user-friendly and allows us to easily
customize and manipulate data.
We're exceedingly satisfied with the
product and when | asked all of our
key players if we should renew with
WideOrbit, 100% said ‘yes.”

- GLENN KRIEG
Chief Financial Officer, Morgan Murphy Media

END-TO-END SOLUTION FOR SALES,

TRAFFIC, AUTOMATION AND BILLING
WideOrbit's comprehensive solution offers
extraordinary efficiencies and visibility with live
log editing between traffic and automation,
real-time reconciliation and reporting, automatic
updates and remote access—for ultimate
control, from anywhere!

Visit WideOrbit at Radio Show 2010 | Booth 88

WIDE\ORBIT SIGN UP FOR A DEMO AT: .

For more information, please contact:

Mike Zinsmeister, Vice President, Sales

(0) +1.828.252.8891 | (M)+1.828.712.2843
©2010 WideOrbit Inc. All rights reserved mikez@vrideorbit.com
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Greater Media is proud to celebrate the following individuals & stations for their
outstanding achievement in the Radio Industry!

2010 Marconi Award Finalists:

MAJOR MARKET PERSONALITY OF THE YEAR
Pierre Robert, WMMR-FM/Philadelphia

LARGE MARKET PERSONALITY OF THE YEAR
Drew And Mike In The Morning, WRIF-FM/Detroit

AC STATION OF THE YEAR
WMJX-FM/Baston

ROCK STATION OF THE YEAR
WMMR-FM/Philadelphia

@ Greater Media, Inc.
A 4

a family-owned company

2010 ‘Radio Wayne Award Finalists:

AMERICA’S BEST BROADCASTER
Peter H. Smyth, Chairman & CEQ/Greater Media, Inc.

MARKET MANAGER OF THE YEAR
Daniel Finn, SVP & Market Manager/Greater Media New Jersey

SALES MANAGER OF THE YEAR
Matt DeVoti, General Sales Manager/WDHA-FM &
WMTR-AM/Greater Media New Jersey

NATIONAL SALES MANAGER OF THE YEAR
Peter Forester, National Sales Manager/Greater Media New Jersey
Michael Mayer, National Sales Manager/Greater Media Detroit

GENERAL MANAGER OF THE YEAR
Daniel Henrickson, General Manager/Greater Media New Jersey

DIRECTOR OF SALES
Paul Blake, Vice President of Sales/Greater Media Philadelphia
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LAURA A. ANTHONY KAREN CARROLL
Clear Channel Radio Bristol Broadcasting
Allentown, PA Paducah, KY

One way I have been successful at cultivat-
ing new business is through professional associ-
arions such as Business Networking International
and other community-based organizations and
events. I also have no fear of going up to a con-
struction site to find out what is going to be
caming to our area.

BN

BILL EIDSON
Townsquare Media
Owensboro, KY

Albany Broadcasting
Albany, NY

My grandfather had a tremendous work ethic
— one of no excuses. You have a goal and you
achieve. You figure out how to make it work. That
affects my position here on a daily basis. He worked
from age 12 until he passed at 91 That is not to say
that he worked full time all that time — he did have
a 12 handicap at the age of 91!

MARK McNULTY

CSTRFFTFIGHTFRS
OlREE GHIERS

PETE CLOUTIER
Regional Radio Group
Glens Falls, NY

| ‘</' i >
RUTH McCULLY
NRG Media
Omaha, NE

During 2009, when people and
businesses were doom and gloom, 1
would show them glimpses of hope
and a better tomorrow. When you
look for bad, you see bad. Wher: you
lock for what is good, you see good.

South Central Media
Nashville, TN

I work very hard to determine if I have
the right product for a particular client.
Sometimes, my stations aren't the best fit and I
walk away with integrity. I am very proud to
be one of the top sellers of our new digital
marketing products. I guess you can teach an
old dog new tricks.

www.radioink.com

PARQUITA NASSAU
Cox Media
Atlanta, GA

Finding new business comes from paying
attention to trends and audience behavior.
After all, their wants and needs are important
to my client. When I find businesses that com-
plement my audience’s interest, I connect the
dots and deliver results.

September 20, 2016 | RADIO INK | RW3
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STREETFIGHTERS

PRESTON
WILLIAMS
Emmis
Communications
Burbank, CA

A good question is: “At
the end of the program that
we are currently brainstorm-
ing to create and execute,
what will success look like?”
Establishing the desired end

- result helps the AE create the
MARCIE VAN BLACK roadmap that he or she will
Cumulus Radio eventually navigate the client
EDDIE SIMON Ann Arbor, M| through.

Emmis Communications
Los Angeles, CA

How do I culuvate new
business? The answer changes as
often as I put on socks. Every day
[ wry something new. I keep a
digital recorder on me to record
where I see and hear potential
new advertisers. When I get back
to the office I cultivate a lead list
and make the calls.

ROBERT WOOLDRIDGE
Beasley Broadcasting
Philadelphia, PA

Advice for a new AE: If you are strong, you will survive. Our
jobs are difficult and you'll hate the first year. You will be tempted
to quit. You will bang on as many doors as possible and you will
consistently hear “no.” Once when I intwoduced myself to a
prospect, the first words he said 1o me were, “ you." Two
weeks later I called him again, and now he’s a client. Don't give up
on anyone.

KLGA-Am WLKD AM

KLGA-FM NMQA FM

KWBG-AM WOBT-AM

WIXN-AM WRHN-FM

WRCV M WRLO-FM

WSEY-FM Y KAR AM

KBLR FM FMMQ-AM

KFEMT-FMW kOIL-AM

KHUB-AM { KkOOO-FM

WFEFAW AM | KOPW-FM

WKCH M KOZN-AM

WSJY FM KQKQ-FM

KROR-FM WCMY-AM Andy Ruback, Bruce Kropp, Ami Graham, Ruth McCully,
<SYZ-FM IRKX-FM Market Manager, General Manager, Director of Sales, Senior Account Executive,

KUN, KFGE, KINC, KEBK, WIBD AM/FM, KLUN, KFGE, KINC, KBBK, KQKQ, KOGO, KOPW, ’

HBT-FM WJBD-AM lincoln, NE Salem, IL Lincoln, NE KKAR, KOZN, KOIL, KMMQ,

GFW-AM WJBD-FM

KQKY Fm WBCV - FM
ERNY-FM WGLX-FM
KBBK-FM WLEY FM

KEFGE-FM WYTE-FM
KLIN-AM KQWC-AM
ELNC-FM KQWC-FM
WHDG-FM

RW4 | RADIO INK | Septemier 20, 2010 www.radioink.com
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MARK DAY
CBS Radio
Chicago, IL

Patience and an even keel are
a must. As an AE, most of the
problems you have are your own.
As a manager, you're dealing with
other people’s issues and person-
alities. If patience isn't one of your
virtues, it better be soon.

KARA M. GALLO
Albany Broadcasting
Albany, NY

My mother was by far the
most amazing role model. She
taught me the value of a strong
work ethic and strong loyalty to
family. She should have been a high-
wire performer, with the way she
was able to balance work and home
so well and make it look so easy.

SALES MANAGERS

MATT DEVOTI
Greater Media
Morristown, NJ

DOT TROTMAN-EALY
Cumulus Broadcasting
Tallahassee, FL

George Washington once com-
mented that his greatest accomplishment
was to “learn how to deal with people as

they are, not as I would wish them to be.” K/I[IE(% NE
For many managers that may be quite a Cox Media
challenge, but if accomplished, it would e
prove to be extremely rewarding. LouisE/iIIe KY
I find the chal-

lenge in managing
two distinct genera-
tions — those who
are old school, who
want to keep up but
find the world moving fast; and those who are
younger and seem to have a sense of entitlement.
Managing each person individually is vital.

LISA McHUGH
Beasley Broadcast
Group
Greenville-
New Bern, NC

My biggest managing
challenge is motivation.
| With the terrible economy,
most reps lost more than 10
percent of their pay. Looking
at your paycheck going
backward doesn't motivate anyone. Creating a positive envi-
ronment and implementing new ideas to offset traditional
spending is key.

CHAD LOPEZ
CBS Radio
New York, NY

JEREMY PRICE
Peak Broadcasting
Fresno, CA

I am the Local Board Chair for the Public
Relations Committee for our local Salvation Army. I have a real heart for what they
provide every day. This last year, I was awarded with being the Outstanding Board
Member. More than any of my other recognitions, this touched me deeply.

www.radioink.com

JEFF REHL
Clear Channel Radio GABE TARTAGLIA
Columbus, OH CBS Radio

Chicago, IL

Human nature is to
keep doing what's worked
in the past. Understanding
this, and convincing your
AEs to step out of their
comfort zone to learn a
new skill, is one of the

toughest things you can do as a manager.

September 20, 2010 | RADIO INK | RWS
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NATIONAL SAL_ES MANAGERS

ANGELICA
BALDERAS
Bustos Media
Sacramento, CA

I spend lots of
time with local rela-
tionships — they are
your “intel” on what is
going on at their com-
pany. They also solidify

BILL DAVIS
Beasley Broadcast Group

your relationship Las Vegas, NV

because agencies come - "

and go, but if you work RAFE D’AMICO Because of budget cutbacks, NSMs
it correctly, clients will stay with you regardless of which Beasley Broadcast don't get w travel much. The position has
agency they are using at the time, Group become devalued in such a way that some-

Philadelphia, PA times NSMs aren't even in the stations or
cities that they sell anymore. Buyers and
planners are starving for information. I try
to be a resource not just for my stations,
but for the marketplace as well.

PETE FORESTER
Greater Media
Northern New Jersey MICHAEL MAYER
gr?atirmedla JEFFREY WOLINSKY
etrolt, Bonneville International
Washington, DC

NUMBERS MATTER...Which Numbers Matter to YOUR Rep?

<

A Local Focus, the numbers that > %
matter the most are what we deliver ® <
to your bottom line. > ™
IV
if you want the kind of focus you deserve from \
youwr national Rep team...contact Kay Olin

Ph: 404-234-7884

L“a, @‘ Kay_Olin@localfocusradio.com

www.Localfocusradio.com Station references proudly available

RWBG | RADIO INK | September 20, 2010 www.radioink.com
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From the Bonneville family of employees,
Joel Oxley we offer our hearty congratulations to our |

Market Manager colleagues for earning finalist honors i

Washington, D.C. Group for the Radio Wayne Awards. M.att Mills
Director of Sales

Washington, D.C. Group

We also say thank-you for your
example and leadership.

You continue to inspire
us to be even better.

Winning with Integrity!

Jerry Schnacke

Market Manager
Chicago Group

Jeffrey Wolinsky

Director of National Sales
Washington, D.C. Group

BONNEVILLE

NTERNATIONAL

WWW . BONNEVILLE.COM

LDS ANGELES CHICAGD WASHINGTON, D.C. SEARMEINBHOENIX ST. LOUIS CINCINNATI SALT LAKE CITY
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DIRECTORS OF SALES

LYNN BIERITZ
Maverick Media
Eau Claire, WI

When I was little, I thought I might
be a veterinarian. I have found that I use
many of the same talents/skills — creating
relationships, having empathy for others,
diagnosing problems, creating solutions.
All this without the allergies!

JANET BRAININ
Emmis Communications
Burbank, CA

CORY CUDDEBACK

Beasley Broadcasting

Las Vegas, NV

In the past, the sales part of DOS

was what your responsibility was —

sales. Today, with consolidation and downsizing, the role of a DOS

is to engage every department in the sales process. From the wraffic

department to the chief engineer, everyone can and should take a

part in bringing in revenue — and they need to know how impor-
tant they are in the teamn.

AM| GRAHAM
NRG Media
Lincoln, NE

As a new man-
ager, I was lucky to be
mentored by a GM
who helped me get
over my fear of fail-
ure. He taught me
that mistakes are
learning opportuni-
ties, and to get beyond the “this is always how
we've always done it” mantra. Now I look at
things at different angles before deciding the
best course of action.

MARK
KANAK

ductivity; panic incites riot.

RWS8 | RADIO INK | September 20,2010

CBS Radio ficulties. Real leaders are calm in a crisis. A calm, positive PETE KOWALSKI
Tampa Bay, FL  demeanor during tough times generates confidence and pro- CBS Radio

PAUL BLAKE
Greater Media
Philadelphia, PA

Growing up, I wanted to be a profes-
sional baseball player and a doctor — at the
same time. My competitive drive pushed
me to be a high-level ballplayer; my desire
to help others would be fulfilled as a doc-
tor. Sales does both for me. It gives me the
opportunity to help individual businesses
and to thrive in a competitive environment.

DAVID CRUMB
Clear Channel Radio
Detroit, MI

It's all about being proactive, not re-
active. Take ownership of what will happen,
rather than critiquing what just happened.

JENNIFER MOCK
DONOHUE

CBS Radio

New York, NY

RALPH oo
DIDOMENICO JR. I won a radio contest by

calling Don Imus when I was
9 years old. I won a Dr
Pepper-can radio and two
tickets to see 42nd Street.
When I hung up, I told my
mother, and she didn't

Shamrock
Communications
Scranton, PA

TOM HERSCH EL believe me until the prizes

CBS Radio arrived. We bought addi-

Cleveland, OH tional tickets and my whole
family went to the show.

KEVIN ISAACS
Salem Broadcasting
Atlanta, GA

When you're the leader,
your state of mind sets the tone
for everyone else, and your per-
ceived attitude has a tremendous
impact on those around you. Be
the most positive person in the
building! This is particularly true
when faced with unexpected dif-

Detroit, Ml

www.radioink.com
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DIRECTORS OF SALLES

LINDA LITTLE
Clear Channel Radio
Phoenix, AZ

This sounds ridiculous, but I
cannot think of a goal I wanted that I
did not atain. If [ really feel strongly
about a goal, I figure out how 1o
accomplish it. It may take a bit longer
than planned, but I strive 10 always
reach it. No matter how difficult the
goal, I never give up. [ may alter the
strategy and the plan to get there, but
eventually I do.

ADAM MAISANO
Curtis Media Group
North Carolina

y

ROB VANDERBECK
Albany Broadcasting
Albany, NY

I nearly dropped out of college four
times to go to broadcasting school (o be

MATT MILLS

a jock, but chickened out at the last
i minute. I knew my parents would kill
Bonneville y p
International me. Radio has fascinated me since [ saw
Washington, DC MICHAEL my mother crying, listening to the .
SPACCIAPOLLI broadcast of a John Lennon memorial on KENNETH J. WHITE
CBS Radio the radio. I realized the connection peo- RM Broadcasting

Pittsburgh PA ple have to one another and events Palm:Spiings. CA
' through the power of music and voice. prings,

CONGRATULATIONS

on being named by Radio Ink as Radio Wayne
ﬁskﬁW%WmﬁﬁW
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DENNIS BULLOCK
Powell Broadcasting
Sioux City, IA

You have to find people
who are motivated by things
other than money. Recognition
for their efforts and contribu-
tions to the cluster, a challenging
and interesting job, and being
part of a winning team.

JIM BURGOYNE
Riverbend Communications
Idaho Falls, ID

As a GM, you don't have a
monopoly on great ideas. Try to
hire people who know more than
you do. Encourage them to express
their ideas openly. Have brain-
storming sessions and really listen,
then use your talent and experience
as a filter. Make them feel that they
are very important to the success
of the company, and that you value
their ideas and input. Don't let your ego get in the way.

DANIEL HENRICKSON
Greater Media
New Brunswick, NJ

I worked for an investment company that had
holdings in the radio industry. A two-station cluster
was struggling, and I was dispatched to improve the
situation. It was love at first “spot.”

GARY COX
Kemp Broadcasting BRAD HOOD
Las Vegas, NV Beasley Broadcast Grou

I fear that some broadcast com- Greenville, N
panies are becoming Internet compa- A friend who worked in radio suggested
nies who also do radio. We need to that I apply for a job in radio because he thought
first take care of our core business and I would be good in sales. I had just soid him a
make new media a part of how we horse that he didn't need and never rode.

reach our to our customers.

Congratulations Dennis Bullock
General Manager of Powell Broadcasting

We’re proud of your contributions to the

community and your many achievements Powe"

during your distinguished career.

AllBroadcasting
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BRUCE KROPP
NRG Media
Salem, IL

I got into radio because of
what radio can do for a commu-
nity. The most important thing I
can do is inspire that same sense of
service and pride in the product we
produce among the entire staff.

CONGRATULATIONS
JIM BURGOYNE

Your dedication and commitment to our Riverbend
Communications’ family of employees makes us
all proud of your recognition as one of America’s
best General Managers....

but we already knew that!

R1

COMMUNICATI

www.radioink.com

GENERAL MANAGERS

CAMELLIA PFLUM-REID
Straight Way Radio
Savannah, GA

I worked at a fitness club across the street from the radio
station where most of the air personalities worked out. They
thought I had a knack for sales because I was always selling
them special programs or extending their membership. The
GM hired me after he asked me 10 sell him the pen he handed
me. [ began my sales presentation by featuring the benefits of
this wonderful pen.

TODD SCHUMACHER
Cox Media Group
Louisville, KY

We need to innovate. Try things and fail. There is an
opporturity, especially ir: smaller markets, to take risks and
try new media options without a huge commitment of
capital. Radio could learn a lot from how cable companies
are embracing new media ideas and monetizing them.

MILLARD J. WATKINS
Howard University/ WHUR-FM
Washington, DC

I obtained my first job at 14 years old at a station in my home-
town. My goal was to become an engineer, but since there were no jobs
available for engineers, especially 14-year-old African Americans, I
started as a weekend announcer. [ attended the Grantham School of
Hectronics and was hired as an engineer at a news network operation,
becoming the first African-American engineer at the bureau.

ERBEND
®

NS
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CHUCK BENFER
Albany Broadcasting
Albany, NY

Sometimes people have a habit of talking to
themselves while other people are talking to
them. That has to stop. Once you prove yourself
to be a good listener, it will be easier for you to
help your staff become good listeners too.
Listening is a difficult discipline; it takes

time and practice. It's worth the time.

RICK CAFFEY
CBS Radio
Atianta, GA

Michael Jordan had the thirst that
was never satisfied. I too have to look
in the mirror every day and ask the
question, “How can [ get better?” —
and, in turn, ask all of my department
heads and their staff the same ques-
tion, every day

ROBERT DOVE
Clear Channel Radio
Portland, OR

BRETT BESHORE
Clear Channel Radio
Poughkeepsie, NY

We position ourselves in the
marketplace as the “Wall of
Women.” We don't try to be some-
thing we're not. If an advertiser is
looking to reach men, we let them
know the other two groups are bet-
ter choices.

TIM DAVIES
Radio One
Atlanta, GA

I just hosted a full staff meeting at a cool
restaurant to celebrate our midyear success in
overachieving our goals YTD. The entire staff
celebrated the success of the operation — we
don't focus on any shortfalls of a particular
brand, we challenge each other to improve!

AMY GRIESHEIMER

TOM ENGLISH
Clear Channel Radio
Nashville, TN

For my 13th birthday
my mother drove me to the
FCC office in a nearby city o
take the exam for my third

J.R. GREELEY
Regent Broadcasting
Peoria, IL

DANIEL A FINN
Greater Media
Belmar, NJ

DOUG HARVILL
CBS Radio
San Francisco, CA

Cumulus Media
Sioux Falls, SD

Entercom
Denver, CO

Through hard work, perseverance,
and seven ownership changes, I worked
my way up. I am the true success story of
someone entering the business in an
entry-level position and, through hard
work and great mentors, thriving and
growing my career.

DON
JACOBS

I would describe my management style as

class radio license (at that
point a requirement to be on
the air). None of my friends
understood why I was so
excited to take a TEST, but it
was ane of the proudest days
of my young life.

RW12 | RADIO INK | September 20, 2010

TOM HUMM
Beasley Broadcast
Group

Las Vegas, NV

A litde Patton, a litde Lincoln, and a lot of
“WHYs?” We spend a lot of time and money
training our employees. It’s critical to help them
improve, and for them to see that we intend to
help them learn and grow.

www.radioink.com
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DICK LEWIS
Clear Channel

Radio

New Orleans, LA
There are a million
reasons why something
will not work. However,
there is only one reason

8588 g;EiOKENYON that it will work, and that
Detroit. Ml is because someone
! decided to make it happen

and didn't stop trying until it was done.

Experience a new
online broadcasting

ANDY RUBACK asset designed to pull
Lincoln, NE women to your

Stop giving away Website and keep them
stream inventory as added .I,h ere | An d

: alue! If we give it away as
JOEL OXLEY v gve, U . gt
Bonneville added val'ue, tha't.s bow it’ll it s |
. sound. I'm utilizing our
International country station to promote
WaShington’ DC, new l)c,>cal artists pin the
St. Louis, MO

stream so it attracts new online users and promotes
musicians locally within our genre.

MARK THOMAS
Townsquare Media
Evansville, IN,
Owensboro, KY

Bringing people into
our organizations that
JERRY SCHNACKE understand new media is
Bonneville critical. We can teach them
International radio and they can teach us

hi IL how to expand our busi-
C 'cago, ness with new media.

CHRIS WEGMANN
Radio One
Washington, DC

Make sure you get both sides of the
story! How often do we discover the
truth is somewhere in between?

www.radioink.com September 20,2010 | RADIO INK | RW13
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GEORGE BEASLEY
Beasley Broadcast Group

LEW DICKEY JR.
Cumulus Media

GARY S. ROZYNEK
Maverick Media

PETER SMYTH
Greater Media

Congratulations...

Well Deserved.

RW14 | RADIO INK

GARLAND
ROBINETTE
Entercom
Communications

DICK OPPENHEIMER
REO Radio

SPECIAL RECOGNITION (1948-2010)

MICHAEL
OSTERHOUT
Morris

§ Communications

From time to time Radio
Ink will create a special Radio
Wayne Award to honor an
individual who has made
an exceptional contribution
to our industry. Michael
Osterhout, wha was COO of
Morris Communications, had
a rich history of inuovation and creating exceptional radio
stations. Radie Ink received a nominaton for Michael as
America’s Best Broadcaster this year. Sadly, he died unex-
pectedly at age 61. before the Radio Wayne judging was
completed. The editors of Radio Ink feel thas Osterhout’s
contribution to the industry is deserving of spedal recog-
nition. The award will be presented to his family.

www.radioink.com



Congratulations
Radio Wayne &

Marconi Awards Finalists

Atlanta
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Congratulations to our Radio Wayne
and Marconi Awards Finalists

Radio Wayne Finalists:

For Market Manager of the Year For Streetfighter of the Year

RVP/GM Mark Thomas AE Bill Eidson
WKDQ, WILT, WBKR, WGBF, WOMI, WDKS WBKR, WOMI
Evansville, IN/ Owensboro, KY Owensboro, KY

Marconi Award Finalists:

For Medium Market For Spanish Personality of the Year

Personality of the Year Rosie del Valle
Brian Gary, Todd Harding, WNWZ-AM, Grand Rapids, M|

Susan Moore
“The Good Morning Guys”
KUAD-FM, Ft. Collins/Greeley, CO

Townsquare
Media

World Radio Histo



Brutally Frank Sessions. NK
Tough Questions. "
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FOREGAST

DECEMBER 7, 2010
THE HARVARD CLUB, NEW YORK, NY

AGENDA"

Tuesday, December 7, 2010
Harvard Club, New York

Continental Breakfast: 8:00-8:30 AM

Welcome and Opening Remarks
8:30-8:45 AM

B. Eric Rhoads, Chairman/Publisher, Radio Ink
Marci Ryvicker, Forecast 't t Co-Chair
Director/Equity Research, Wells Fargo Securities
Farid Suleman, Forecast '1 1 Co-Chair

CEO/ Citadel

Deborah Parenti, Vice President/

General Manager, Radio Ink

Session 1: 8:45-9:30 AM

Economic Forecasting:

Revenue Expectations for 2011

Experts focus on economic predictions, the
possible impact of the November mid-term
elections, how radio revenues will be
affected, and where revenues are most
likely to come from and grow.

Session 2: 9:30-10:15 AM

Praspects for Radio as an Investment
in 2011: Wall Street or Main Street?

A panel of leading bankers and equity
investors considers the near- and long-term
future of the radio industry and what it will
take to expand it, as well as the future for
IPOs, private equity and debt financing, and
privatization options over the next 12
months. Who's investing today — and what
are the hot buttons that will make or break
a deal in today's environment?

Break: 10:15-10:35 AM

10:35-11:15 PM
Keynote: To Be Announced

Session 3: 11:15 AM-12:00 PM
Smaller Markets, Big Ideas

What are the growth prospects and where
are the opportunities for independent radio
companies? Is it possible to compete in a
multi-platform world — or perhaps even
emerge as leaders in the arena? And in
today's tighter-than-ever credit markets,
who is financing acquisitions?

12:00-1:15 PM
Lunch and Keynote: To Be Announced

Session 4: 1:15-2:00 PM

SOS Distress Signals

What are the perils, pitfalls, and possibilities
after emerging from Chapter 11? Those who
have been there share how to manage through
it — and how to come out even stronger.

Session 5: 2:00-2:45 PM

What Clients Need from Radio & How
to Compete for Larger Shares of the
Advertising Revenue in Today’s
Multimedia World

Top executives from leading ad agencies offer
their perceptions of radio and what the medium
needs to deliver in terms of measurable results
and accountability to garner increased shares of
their dollars, as well as how to capture dollars
shifting from traditional competitive media. Can
print's loss be radio's gain?

Break: 2:45-3:00 PM

TO REGISTER

Call 561-655-8778 or go to www.Radiolnk.com/Forecast.

Seating is limited to 200 persons. Registration includes invitation to the 40 Most Powerful People In Radio VIP Cocktail Reception

3:00-3:40 PM

Keynote: To Be Announced

Session 6: 3:40-4:25 PM

New Media’s Explosive Growth and
What It Means to Radio

The same tools being used today in content
delivery are also changing the internal
workplace environment, with implications at
the bottom line. Using new media platforms
to improve performance and increase top-
line revenues and bottom-line EBIDTA are
just some of the discussions this informa-
tion-packed session will include.

4:25-4:40 PM
Lifetime Leadership Award pesentation
to Ed Mclaughlin

Session 7: 4:40-5:20 PM

Leadership Speak-Qut

Radio's top executives offer their frank and
honest visions and expectations for the
coming year in this annual forum.

5:20-5:30 PM
Closing Remarks

5:30 PM

Top 40 Cocktail Reception, honoring
the 40 Most Powerful individuals in the
radio industry

* Agenda subject to change




John Hogan Talks About The
Future Of Cle‘ar Channel Radio

Heading up Clear Channel Radio means you can count on pretty much everything — good and
bad — about radio being laid at your doorstep. And the executive in charge could easily spend a
lot of time explaining, clarifying, occasionally defending, and taking advantage of a position as the
face of the company that is, for many in the press and public, the face of radio. But CCR
President/CEO John Hogan has instead been all but invisible since the company went private, not
talking to the media and leaving a crucial piece missing from the group heads’ panel at many an
industry event.

In this, his first talk with the trade press in more than four years, Hogan explains that he didn’t
plan to disappear — he’s just been really, really busy. Reinventing CCR as part of a now-private
Clear Channel Communications with private equity partners, and launching and growing initiatives
at a company that is, as Hogan notes, “decidedly different from others in the radio industry.”

www.radioink.com
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>>What was behind your decision to adopt a low
public profile within the past few years?

I was smiling as you asked the question, because
the last couple of years, there has been one word for
Clear Channel, and that’s busy. We have been busier
than any other time in the past, mostly because when
we looked at the economic challenges across the
country in virtually every industry, we saw them not
only as a challenge, but also as an opportunity.

The opportunity was to accelerate a number
of strategic initiatives that we had developed to
really transform our business. It's not that we
have not been involved in the industry, we've
just kind of had our heads down, attending to
any number of important, interesting, exciting,
innovative, very progressive opportunities that are taking Clear
Channel from being just a radio company to being a media and
entertainment company.

>> Did you make a decision at any point to step back, maybe
when the company went private?

No, there wasn't a conscious decision to step back as much as a
necessity for us to marshal all of our energy for the initiatives.

The whole notion of the private equity partners — I'll just put
it out on the table right now — the best thing that has happened
to me, personally, to our team, and to our company, has been the
involvement of the private equity teams. TH Lee and Bain have
provided us unprecedented support, capabilities, and resources,
and they have been nothing short of phenomenal supporters and
partners for the radio division.

There has been no shortage of things written about private equity
partner influence, and nothing could be more mischaracterized than
what has been written.

>>There has been a refrain about Bain and Lee of “Well, they
aren't radio guys,” and the effect that could potentially have. Has
having private equity firm partners changed your role?

My role hasn’t changed at all. I would say that my responsibili-
ties have changed and expanded because the private equity guys
have been 100 percent supportive of what I refer to as “the view of
the possible” — becoming much more than just a radio company.

I don’t know what that expression means — "radio guys" —
or I don't understand the importance of it. Radio, like all tradi-
tional media, is incredibly challenged, and has been, and will con-
tinue to be. And the degree that we can get outside the traditional
thinking and challenge ourselves to look beyond what is familiar
is incredibly important to us. That's where our focus has been, and
they've been a good catalyst for us to think beyond some really,
really limiting and unnecessary boundaries that radio guys often
impose on themselves.

We have been sort of unleashed by the private equity guys to think
expansively and progressively about our business, and that’s exactly
what we've done. So their not having a lot of experience in the radio
business bears two comments: One is they are incredibly bright and
got up to speed on the radio business very, very fast; and number two
is the fact that they were not bound by radio experiences or held cap-
tive by radio experience — and that’s a huge benefit.
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>> You talked about their opening up opportunities, or speeding
things up. Can you be more specific?

Coincidental with the private equity team getting involved
with Clear Channel, we made a fundamental decision. We went
from a widely distributed, highly decentralized, consistently
inconsistent — in terms of execution — company to one that is
much more sirategically centralized, one that is actually focused
on and actively engaged in using the size and scale of Clear
Channel to improve our performance, to provide better program-
ming and content, to provide much better resources and support
for our personnel, and to provide what we think are better, more
innovative, more effective solutions for our advertisers.

Clear Channel is decidedly ditferent from others in the radio indus-
try, by virtue of the fact that we own 854 radio stations, we're in 150
markets, we own Katz Media Group, Premiere, RCS, and LAN, which
is the business support system. We have the opportunity to take the
best practices from 150 markets and intelligently and thoughtfully
implement those best practices across all of our markets.

So while it is very different than the way most radio companies
— all radio companies that I'm aware of — are run, and while it
is certainly very different than the old formula we had, it has been
nothing short of transformational.

>>The way that gets characterized, as I'm sure you know, is as
hierarchical, top-down, one-size-fits-all, or as some kind of enemy
of localism or “real radio.” Any thoughts on that?

It is as far from the truth as you could get. We have redefined
radio. The notion that radio should be the same today as it was five
years ago, or 10 years ago, or 20 years ago, despite the enormous
sociological changes, the enormous technological changes, the
enormous competitive changes, is so short-sighted and narrow-
minded as to be laughable.

The notion that we are not local anymore is one that I find partic-
ularly puzzling. There isn't another radio company out there that can
lay claim to the local involvernent that we have. We have an entire divi-
ston inside of Clear Channel Radio that is designed to support our local
markets in therr community-engagement efforts. We have a highly
evolved system to make sure that all of our radio stations and all of our
market managers are focused on connecting with their communities.
And we have an nunbelievable number of programs that we have done
in market after market, on an individual basis. Nobody is more encour-
aging of their local managers ta get involved, and backs that up with a

www.radioink.com



NO Cramd)s

& —NO Additional
- Inventory

NO Fees

JUST
GREAT
RADIO'

TOM e

SULLIVAN sesa
/

1

—\ \\




system and a structure that ensures that it's more than just talking
about it, that they actually go out and do it.

We've got hundreds of examples of how we've gotten involved
with the comimunity. We have used our size and our scale to identify
the best practices, and we have implemented them across the country.
And if you ask our managers, I think they would tell you that it’s real
simple: They make a majority of decisions on their own. There are
some decisions that we make together with them, and some decisions
that get made for them.

Show me a business anywhere that doesn't have that kind of hier-
archy or that kind of structure, and then we have something to talk
about. It’s the way a business should be run. It's very different than
most other radio companies, which are, relative to Clear Channel, very
small. They don't have the same opportunity to do things that we do.

Oftentimes, when people are unfamiliar with or envious of some-
thing, they try to knock it down, and that’s unfortunately where Clear
Channel falls. We're progressive, we're innovative, we've been leading
change in our campany — and it’s a change that only we can effect.

When we talk about being able to take really talented performers
and increase their span of influence, very few people have the number
of markets, or the size and breadth of markets that we have, or the pan-
formatic nature of our formats, to be able 1o do that. We've created
really, really compelling opportunities for high-performing individu-
als. People who are good at radio are drawn to Clear Channel because
we have more opportunities for them than anywhere else.

If you're an on-air talent, and you are really good, you're going to
have more opportunity at Clear Channel than you will have anywhere
else. You'll have multiple stations, multiple markets, multiple formats
— you're really only limited by your own ambition, nat by geography
and certainly not by the confines of our company. We've got example
after example of people who have really enhanced their careers.

I think you can tell, I get pretty animated when people lay out that,
“Well, they're not local.” It’s a red herring. There’s nobody more local.
I'll put us up against any company in any market across the country,
and we will compare extremely favorably in terms of what we do.

In a litde over a year, we ran almost 9.7 million PSAs on our radio
stations about communities. And 50 percent of them ran in prime
time. Nobody can make that claim, because nobody has the informa-
tion. Nobody can actually track it. And no one has had the leadership
or the commitment to redefine community engagement, to define
what it means to be a part of and to help their community.

We said, “You know what? We don't think running a crappy
public affairs program at 6 o’clock on Sunday morning is really
what community engagement is about.” We think it's about
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establishing local advisory boards, where we have community
leaders meet with our managers on a regular basis and identify
issues in the community. We provide opportunities for local
artists and emerging music to be heard. We are actually doing
the things that make a difference in the community.

And we don't focus on doubting, we just focus on doing it

>> Are there other decisions or directions the company has gone
in that really please you right now?

There's any number of things. We have initiated an organization
inside the company called our Sales Operations Center. The SOC is
a resource unlike anything else in the industry. It is designed for,
and its sole purpose is, to support sales organizations across the
country. It is focused on training and on providing research and
information to help our sellers do a better job for and with our
customers. It is a communications vehicle to share best practices,
to share success stories, to share or facilitate two-way communi-
cation between the organization and the individual local sales
organizations. It allows any of our markets to have access to the
very best materials, the very best information, the very best suc-
cess stories, the latest experiences from across the country. It’s like
the RAB on steroids.

>> Have there been any missteps, false starts, regrets?

Well, we never make any mistakes (laughs).

No, you know what? We've made plenty of mistakes. And our atti-
tude is, we would rather try 10 things and make a couple of mistakes
than try one or two things. Because if you try 10 and you miss on five,
then you've still got five winners, right?

We understand that the environment and the technology and the
competition and the expectations of advertisers have all changed dra-
matically, and that if we don't change, we run a very real risk of
becoming irrelevant.

So part of what we've tried to do is not get caught up in an unfor-
tunate tendency of the industry to focus on the way things used to be,
and to talk about how great it used to be. What we say is, "The day has
changed, and we've got to change with it.”

I mentioned the SOC, and we have a programming operations cen-
ter that provides the same kind of world-class, very comprehensive,
easy-to-access sets of resources for on-air talent or program directors,
music directors, marketing directors. It is a way for people to access the
best of the best of the best.

In just the last year, we have brought into the organization a num-
ber of people, most of whom have come from outside the industry. We
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think it’s really; really important to have a strong team, but we also have a very diverse team
of peaple in :erms of their experience, and it's given us the ability o get outside of our
range of experience and really think about how things might be different.

>> s there any road you wish Clear Channel hadnt gone down?
Uh, no. If I bad any sort of — I don't know if regrets is the right word — I wash we
had done mere roads. [ wish we had been able to do more of the things that we will do.

>> Some quick hits on some hot topics: performance royalties, and the NAB proposals.

Here's my quick take on that. The industry ought (0 stop negotiating in the press and
focus on coming up with a singular position. It's that old saying, opinions are like noses -
- everybody has one. In this instance, it reallv doesn't help.

As an industry, we need (o lower our external voices and focus on collaborating and
comng up with a strategy that we can all get behind, and function as an indusiry, not as a
collection of people with noses.

Tt is an opportune time for the NAB 1o assert its leadership position, get input from the
industry, and formulate a plan that is representaiive of the industry, not of any individual
or two.

>> How about the FCC’'s media ownership review? | know Clear Channel has filed
comments asking for fewer restrictions on station ownership.

Yes The regulations around radio ownership are dated at best. They were done in an
entirely different generation in terms of media. We have unprecedented compeution today.
And for radio to be bound by regulations that others, including satellite radio, Internet
radio, or cellular radio are not bound by, is & distinct disadvantage.

I think the fact that radio has remained as vibrant as it has is only hecause of the more
relaxed rules that are in place wday thani were in place in 1996. I think you'd see a con-
tinued resurgence and reinvention of radio if the ownership rules were relaxed

>>How about Pandora?

Pandora is an interesting technolagy. It is reflective of the increased cumpetition
for the time and attentior: of consumers, and that they’ve done a terrific iob of mar-
keting themselves. Like saiellite radio recently, and like CDs and cassettes and 8-tracks
before that, it is one of a series of competitors for radio. As a forward-thinking media
and entertainment company, we look at that and say, “Gosh, how do we use the
resources we have to make sure it does not encroach on our audience?”

>>What's coming up on the digital side. Anything we haven't seen yet?

There’s a lot coming up on the digital side. It's one of the key areas of focus for
the company: lheartradio is an initiul national consumer-facing offering At this point,
it’s the only national offering we have. I can’t give up competitive secrets, but what
you can look for are a number of offerings that will be national in scope, that will be
digitally delivered across a wide variety of platforms. will be what consumers want
in the way they want it, and available at the umes they want it.
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>>Has PPM changed the way Clear Channel
does radio?

Oh, absolutely. Without question. Look at any
market where the transition from diary to PPM
has occurred, and you'll see sometimes subitle,
sometimes more dramatic examples of program-
ming differently. It has fundamentally changed the
way we program.

While there remain many, many questions about
the methodology and the sampling, I think electronic
measurement is a big plus for Clear Channel, and for
the industry overall. What it really measures is real lis-
tening, right? So it is a more accurate evaluation of
performance, as opposed to an evaluation of recall.
And our performance in PPM markets is demonstrably better. Our
share gains are clearly, clearly improved over what they were in diary,
as a result of a couple of things: our focus on accepting a new mea-
surement and then figuring out how to compete in it, and then using
the resources we have inside the company to provide the best direc-
tion, best guidance, and best support for stations as they move from
diary to PPM.

>>What about Premium Choice and the notion of localism?

Premium Choice is a way for any of our markets, irrespective of
size, to access the highest-quality program management, music direc-
tion, scheduling, and on-air talent. For 13 specific formats, we create,
every day, every daypart, a complete radio show that can be accessed
and utilized by any market. So as an example, if you areTallahassee, you
now, at no cost 1o you, have access to New York-, Chicago-, Los
Angeles-quality talent. The market further works to customize it so it
is highly localized but significantly better quality.

That's a very short version of what Premium Choice is, but it is an
example of how we've used the size and scale of Clear Channel. We
have 80 country radio stations around the country. We don't think
every one of those stations is operating at 100 percent, and may not
have the resources locally to operate at A-level. So the ability for any of
those PDs to access talent that is A-level, or access music logs that are
A-level, or access imaging or production, and put that to work for
them specifically in their market, we think is a huge advantage and

opportunity.

>>|s the decision to use Premium Choice made at the mar-
ket level?

It’s made at the market level. We don't prescribe who uses i,
we make the resources available. If you have a daypart that’s not
doing as well as your other dayparts, here’s a great resource for
you. We don't tell people they have to use Premium Choice, or
where they have to use Premium Choice. We produce an unbe-
lievably robust, highly customizable product, and we leave it to
the local program directors to decide.

>>What kind of usage does it have?

Some stations use a lot of it, and some stations use only one or two
dayparts. We don't have an expectation of how much they should use.
We have an expectation that if they are not performing at high levels,
then they are aggressively looking at other options. One of the options
that we make available to them is Premium Choice.
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What people will say about Premium Choice is that, well, it's not
local. If local is bad, then so what? The whole notion of "local" should
be around what consumers want. Rush Limbaugh is probably the best
example. Rush isn’t local, really, in any market, and yet he’s oftentimes
the highest performer, because it’s great content. We believe ia provid-
ing great content, irrespective of where it originates. Great content, by
definition, is locally focused, not necessarily locally produced.

>>There are people who hold the notion that there is some sort
of critical or sentimental difference in having people sitting in a
studio in a given market. It still comes up all the time.

It mostly comes up with people who view the business from a
prism of 1968. Or 1988. It’s from the prism of when technology, con-
sumers, competition, and society were all very, very different.

How many markets does Rush Limbaugh dominate in. and he
doesn't sit m any of them, right? Again, it's not where the content orig-
inates that 1s important, it is the quality of the content and the ability
to connect to the listener. I mean, do you think consumers really care
if a crappy program originates in town? Are they going to listen to that,
vs. listening to Ryan Seacrest? Ryan does a midday show that’s on in at
least 80 markets, probably more by now:. And it’s a very high-quality
show, he has access 1o celebrities and sound bites and information that
people find really interesting They don't care where Ryan is sitting

Are we connected to our communities? Are we focused on
what's going on? Do we have people who have their finger on the
pulse? Absolutely. But there’s no way that in Tallahassee, as an
example, they could afford the level of quality and consistency
and effectiveness that we can provide.

So here’s what I would say: We'll compete against anybody. And if
somebody has a crappy midday guy they think is better for sentimen-
tal reasons, bring it on! We'll take that all day long.

>>Or a farm team approach?

We absolutely have a farm team approach. It's an integral part
of how we run our company. But not everybody in Double A is
very good. And there's a reason that not every town has a Double
A team. They're only in select places. What gets lost in this debate
is the fact that more often than not, the people who are com-
plaining about the loss of the guy sitting behind the microphone
are people who weren't very good to start with, and got replaced
by better people. ¢

Brida Connolty is editor-ie-chief of Radio /nk E-mail: brida@radivinkcom

www.radioink.com
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The iPad App based on Eric Rhoads’ best-selling book
Blast from the Past: Radio’s First 75 Years.

You are the DJin this virtual radio studio. Use authentically styled
equipment to navigate through the app. Stream broadcast
archives, browse classic DJ charts, and view HD photos from
radio’s Golden Era, all with a touch of the screen.

World Radio History
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| JUST WANNA ROCK AND ROLL ALL NIGHT
WORG/Orangeburg, SC, morning host Stu Wright did
overnights at Top 40 WSGA/Savannah in 1973.

SEARCH YOUR ARCHIVES. Pull the boxes from your storage closet. Radio Ink magazine is searching for old (or should we say mature?) photograohs of people, stations, or
Eromo&rons to use an our Blast page. All photos will be returned, but p ease LABEL them with identifying captions, including a return address and contact name. Mail to: Managing
ditor Wendy Bernstein, Radiio Ink, 2090 Palr Beach Lakes Blvd, Ste. 300, West Palm Beach, FL 33409. Photo courtesy of Library of American Broadcasting.
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THRIVE
together

Join your colleagues for the premier radio event of the year, where you’ll have
access to an exciting lineup of engaging and interactive educational sessions,
dynamic networking opportunities and a variety of special events.

Don’t miss this exciting opportunity to come together with other radio industry
leaders and learn more about how we can thrive together in the digital age.

Show Highlights

Christiane Amanpour

Christiane Amanpour, incoming
anchor of ABC's “This Week with
Christiane Amanpour,” will conduct a
nawsmaker interview in an intimate
Q-and-A session on Friday, October 1

; ; Ron Chapman
during the Radio Luncheon. NAB Marconi Radio Awards

Reception, Dinner & Show host

Goin’ Mobile Prospects & Strategies for Growth Advertiser Luncheon featuring
Super Session Super Session the Radio Wayne Awards
produced by sponsored by sponsored by
m DICKSTEINSHAPIRO.e m,) 3 P
TRITON MEDIA

September 29 - October 1,2010 [ Washington DC | www.RadioShowWeb.com




Radio Ink is now available on the iPad!

ARKETING MAGAZINE

GET THE APP:

Go into the Apple
App Store, and

w Clear Channel RadiO search “Zinio."

A W Download the free
Zinio reader, search
through the available
publications to find
Radio Ink, and
subscribe.
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Radio Ink magazine is the first radio industry publication on the
iPad, and among the first publications overall. With the iPad's
touchscreen, you can flip through the digital edition just as you
would a copy of the magazine, with live links, interactive ads, links

to video, and more interactive features on the way.
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42 percent of listeners have used telephone numbers or web
addresses that appeared there. These figures show it's important to
impress upon radio manufacturers to make this text clearer and
more static, and not to hamper its glanceability by making a
listener wait for a slowly scrolling display. See
heep://bit.ly/RABmultiplatformradio.

Many broadcasters have used these scrolling-text displays to
enable new revenue streams. Research by the UK's Virgin Radio
showed response rates to advertising messages on a radio display
didn't follow the typical morning-drive peak you might expect.
Instead, the number of responses (in this case, by SMS-text
message) was as high at midnight as it was in morning drive, with
a low degree of fatigue across the campaign. Again, this adds
credence to the difference between radio and television in that we
listen to radio while doing other things, and only wish to interact
when we have the time to do so.

Beyond program association

Enhancing radio can also go beyond simple images
and text that are keyed to the main audio program. A
current example of such non-program-associated data
(NPAD) is the use of FM-RDS in many countries to
broadcast TMC, a traffic information data service. A
similar service on Eureka DAB called TPEG is also in
use. These services broadcast realtime craffic
information into your car, enabling you to avoid jams
on your route. This undoubtedly offers additional
revenue streams to broadcasters, and while strictly

Hot FM Malaysia produces radio-on-TV
graphics to accompany cable television
distribution of its radio programs.

T8 / tech INK / September 20, 2010

speaking is not an enhancement
to existing radio content, it does
enhance a radio station'’s level of
service to its community of
listeners.

PURE, a manufacturer of DAB
and Internet radios in the UK,
recently announced a service
called FlowSongs. This enables a
listener with a PURE radio to buy
any song playing on any radio
platform - whether digital, FM, or
online. The service uses the
Internet connection of a radio to
upload a short sample of a song
the listener wishes to purchase to
a music-recognition service. and
from there to an online music
store. Enhancing radio in this way
makes the platform more
involving and interesting toa
listener who's used to the type of

interaction and functionality
offered by a typical mobile phone. See http://bit.ly/FlowSongs.

As I finish writing this article, I'm in a London pub. There's
music coming from the television in the corner; it’s not tuned in to
one of the music TV channels, but one of the many radio stations
also broadcast on the Freeview digital terrestrial television system.
Using a broadcast MHEG application, the screen shows a bright,
clear logo, information abour what I'm listening to (including the
name of the song); and, should { want it (and should the landlord
trust me with the remote control), more information in an
interactive menu.

Given the choice between "95.7" and a clear color screen with
branding and rich information. it’s easy to see the difference, and to
understand why such enhancements must be part of radio’s future. #1

Radio futurologist James Cridland blogs about the future of radio at
bitp:t/james.cridland. net/.
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which enables full-motion video over the Digital Radio Mondiale
platform. This enables shorc-wave and MF (AM) transmitters to
broadcast live television, enabling truly international television
without the use of satellite. The Eureka-147 DMB standard also
offers live television delivered to listeners’ mobile phones,
particularly prevalent in South Korea.

But is this enhanced radio, or is it television? Does live video in
frequency bands traditionally used by audio-only radio
broadcasting represent a threat or an opportunity to the radio
broadcaster?

In research undertaken in 2003 that looked into enhanced radio
broadcasting in the UK, Prof. lan Duncumb of Loughborough
University used additional data broadcasts on the DAB system to
add synchronized images and text. Duncumb was keen to point
out that a key benefit of radio — that it could be enjoyed while
doing other things — should not be destroyed by anything that
required a listener to watch a screen. Enhancing radio shouldn’t
mean replacing the radio experience, he argued. For more on this
study, see heep://bit.ly/dDABresearch.

We've probably all seen TV shows made in radio studios, and a
quick scan of the cable TV channels will probably find one.
Whether it’s ESPN's Mike & Mike in the Morning or Hot FM
Malaysia’s AM Crew, sticking a TV camera into a radio studio is
fraughe wich difficuley. Radio presenters get distracted by the
cameras and begin using visual jokes; or they forget that the TV
cameras are there. As | watched Hot FM one morning, the
presenter went into a pre-recorded telephone call, oblivious thac it
looked mighty strange on the television, while RTL Luxembourg's
service memorably featured one board assistant excavating the
contents of his nose. Radio studios are rarely made to look good on
television, and while the songs or other recorded audio elements
are on the air, it’s a little, well, boring.

www.radioink.com/techink
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Rather than live video, some other
radio broadcasters are experimenting with
static, well-produced slides instead.
They're cheaper, and they look better.
Eureka 147 DAB’s SLS (Slideshow Service)
is commonly used in some DAB countries
to add static images to broadcasts. Most
notable to date perhaps is Commercial
Radio Australia, which has developed new
standards to enable advertisers to supply
images as well as audio to broadcasters.

Such “glanceable” slides (indeed, the
BBC actually call this concept
“glanceability”) seem more compatible
with the way we listen to the radio. While
we're busy on other things, a quick glance
at the device screen should give us more
information about the song that's playing,
or the advertiser that's on air, for example.

vanich.

Retrofits

On platforms where it isn’t practical to
broadcast the images, like analog FM, it’s
possible to use a hybrid approach, enabling
FM broadcasts to be received alongside additional information
delivered via an IP connection. In a mobile phone, for example,
this enables over 90 percent bandwidth saving in comparison with
listening to a live streaming broadcast over a 3G network. The
open standard RadioVIS, part of RadioDNS, brings broadcast
radio and [P together in this way. Earlier this year at the
RadioTech Summit in Mountain View, CA, the first U.S.
demonstration of this was presented using the FM receiverona
Nokia mobile phone. The phone’s radio was tuned to KFOX, and
additional visual information received via IP on 3G was displayed
on the device’s screen. For more, see heep:/bit.ly/RadioVisFM.

Over 70 radio stations currently use RadioVIS in the UK to add
images to their DAB broadcasts. A typical station will show
presenter photos, now-playing information, news headlines and
weather forecasts, as well as some commercial content. In Sweden,
one company has demonstrated a way of using RadioVIS to earn
additional revenue by rebroadcasting MMS pictures sent toa
premium number by listeners. See htep:/bit.ly/RadioVISrevenue.

There are clear benefits to advertisers here, too. In the book
Multimedia Learning, author Richard E. Mayer shows that people
remember things they hear up to 42 percent better when they’re
presented with corresponding images simultaneously. This is
important for the advertiser who wishes to get the best out of their
radio spot, but may also be helpful to radio stations that still
depend on diaries for their ratings. A clear logo has never been
more important. See heep://bit.ly/MultimediaLearning.

Read-along radio

Burt enhancing radio is not all about pictures. Research by the
UK'’s RAB shows that 69 percent of radio listeners read the
scrolling text on a radio screen — the short text descriptions that
accompany FM-RBDS, HD Radio, or DAB transmissions—and

September 20, 2010 / tech INK / T7
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Enhancing Radio Services

Modern radios all have some sort of display screen. But what’s on the screen while the user
listens to the radio? We present some early efforts from the world’s radio broadcasters.

By James Cridland

Singapore. Earlier in the day, }'d spoken about multi-

platform radio, and I was now taking in some of what the
exhibitors were showing before treating myself to a cold bottle of
Singha.

Most of the large mobile phone companies were there, and
many had invested significant effort into making a decent music
experience on their cellphones. I picked up ore model, which
displayed an impressive full-color image of Beyoncé as I listened to
the song, then neatly animated into Robbie Williams as I hit the
“Next” button. Curious, I flicked over to the integrated FM tuner
to see what that experience was like. I tuned in to one of the local
FM stations, and looked at the screen. | was rewarded with a
calculator-style font saying “95.7." No image. No station name. It
was a litcle boring in comparison.

F ive years ago, I was wandering around a large trade show in

R —— e it

The Fraunhofer .~
Diveemo system
adds small-scale
video content to
Digital Radio
Mondiale
oroadcasts,

T6 / tech INK

Radio receivets might not have large color screens, but radio is
appearing in many new, multi-function devices, and is therefore in
competition with other applications on those products. If other
media on that device look better, or offer more features, then radio
will suffer as listeners switch away.

There are purists who claim that radio shouldn’t have any visual
information orenhancement. While this may have been a worthy
approach when radio had less competition, in the era of multi-
platform media, radio must offer more than just “95.7" on the screen.

Radio with Pictures

Enhancing radio, in many peoples” minds, means adding live
video. Certainly, many new platforms for radio are capable of full-
motion video streams. For example, Fraunhofer announced a
plarform they call Diveemo at the recent IFA show in Berlin,




was best accomplished -

by two people, and was Base ofthe center tow f the new KMV array
done in a relatively short Thew 1 decging protects transmissior and
amount of time. Many of ampling lines. The decsging maintainse fairly
the measurements were onsistent temperature on the li kaaps the
made with the existing lines out oksight, and limits acce hich deters

site operational, thus copperiheft.
minimizing down time.

The network
analyzer test setup
utilized an RF power
amplifier at the output
and an attenuating load
at the analyzer inputs,
thereby minimizing
interference. Actual
tower measurements
could not be performed
while the existing array
was operational, but
transmission lines,
sample lines, and
individual components
were all measured
without interference
from on-channel signals.

The phaser was set against the corrected
design parameters, and the antenna tuning
units (ATUs) tuned as needed to achieve
the closest possible match. The changes
needed in the ATUs from the modeled
reactances were minimal — less than a few
inches on the coils. The phaser controls
required less than a Y4-turn to dial in, with
some requiring no adjustment at all.

The array was modeled so that the antenna
monitor measurements at the base
transformers will produce the proper field
current and ratios in the field. For initial
confirmation, once the array was tuned, three
reference field measurements were taken on
each of five radials (four nulls and one lobe).
The results were perfect. (These readings help

engineers who might not be fully conversant ES-185 U//NTP GPS Master Clock

with the MOM process to understand how

=

the array works, but they are not monitor With ESE’s Master Clock, you can display Universal Time Code
points, given that they are not required with via the 12-channel GPS receiver and generate many types of
sucha design.) Time Code (NTP, SMPTE/EBU, IRIG-B, ESE-TC89, ESE-TCS0

Since completion of construction, the RS232C/ASCII, & USB), and an extremely accurate 1PPS signal.
array has remained stable. It has beenan

honor and privilege to be a part of this

— You can also easily interface with new or existing computers,
roject.

automation and clock systems. Visit www.ese-web.com for

Gary A. Smith is director of engineering at all your time synchronization needs.

Bonneville/Phoenix.
142 Sierra Street, El Segundo, CA 80245 USA, Tel: (310) 322-21 36
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Isn't Science Wonderful?

A challenging new AM transmission site put the new FCC rules to the rest.

'MPV/Phoenix is Bonneville's first AM
E site to be built from the ground up. It

is also unique in that it has been
constructed on a decommissioned landfill,
which necessitates methane gas mitigation
and other environmental requirements. For
example, we were not permitted to penetrate
the landfill’s earthen cap, so all anchors and
base pedestals had to be designed and
installed above grade (see photos).

If that weren't enough, the facility is also
located in an Indian Historic Preservation
Site, presenting additional constraints.

The good news was that under the
recently changed AM regulations, the
Method of Moments (MOM) proof and new
directional monitoring rules could be used
from the start of operations at the facility. As
aresulr, the array has no monitor points.

Super Model

The array was first modeled, and then
builtaccording to the model. Consulting
engineer Ben Dawson modeled the array and
provided engineering services throughout the
project, including training on the use of the
nerwork analyzer. Bonneville’s Talmadge Ball

T4 / tech INK / September 20, 2010

and consultant James Stanley assisted with
the rune-up, along with KMVP staff
engineer Aaron Farnham.

Placement of the towers and the
required survey are critical to success of any
MOM-based project. After establishing
astronomical true north and determining

accumulative error, both in terms of tower
spacing and relative angles, was less than 1.5
degrees — well under the FCC’s MOM
requirement of 3 degrees. Initial empirical
measurements were taken to correct any
errors in assumptions, and the model was
adjusted to reflect actual stray capacitances,

Three reference field measurements
were taken on each of five radials.
The results were perfect.

the resultant tower placement, the tower
pedestal locations, the corners of the
floaring base structures, and the floating
guy-anchor positions were specified. The
guy anchors were then adjusted to
minimize the impace on the mechane
recovery system and existing roadways. As
aresult, the guys are not all oriented at the
same angles from their respective towers, as
is common practice.

Theaccuracy of the survey and tower
construction was such that the total

World Radio Histoi

the base insulator capacitances, and the
lighting cheke capacitances. It was also
possible to more correctly model the
system’s mutual coupling. The array
components were then adjusted to match
the field-corrected model.

Measurements

Each component of the antenna monitor
system was measured and proven against an
Agilent network analyzer. The process of
making the measurements and adjustments

www.techink.com
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HD Radio Complaint Investigaticn Continues

The New Jersey law firm Keefe Bartels has issued a request for
consumers to contact it with complaints about HD Radio
performance. Such inquiries are common as preparatory steps in
filing class-action lawsuits.

The firm's website cites an “echosound,” likely from time-
alignment problems between analog and digital diversity delay,
“insuffictent numbers of HD Radio stations,” and various other
artifaces and interference issues. It akso notes that the firm is conducting
its investigation to determine “whether consumers are being forced to
purchase technology that does not work as claimed.”

A spokesperson for Keefe Bartels said the firm is still gachering
information on the case. IBiquity Digital had no comment on the story.

Our view: I1 seems odd that HD Radjo performance isiues
would rise to the interest of a firm whose other work intolves
personal injury liability from accidents. defective drugs,
malpractice, and even dog bites. To our knowledge, nv one has lost
life, limb. or time at work due to excessive analag blend on their
HD radio. Typically. such product-claim actions are pursued by
regulators Ike the FTC, and not the subject of class-action suits,
unless actual injury occurs. The issue for @ potential lawsuit bere,
however, seems to hinge on whether consumers are being “forced” to

At last — an attorney who’s been there!

15 years of programming, sales, and management experience.

BARRY SKIDELSKY, ESQ.

Attorney/Consultant

bskidelsky@mindspring.com e 21

IMDA

PLAYS
INTERNET
RADIO

purchase equipment that doesn’t deliver on its pramises — implying that
the inclusion of HD Radio receivers as factory equipment in cars may be the
primary focus. Ta amplify this point, the firm's website lists 14 auto
manufacturers offering HD Radio in their 2010 vebicles, and includes a
photo of a BMW dashboard.

Regardless of the case’s validity, or whether a suit will ever be filed on
bebalf of such a class (stranger things have bappened in our litigions
society), this action could produce a chilling effect among notoriously risk-
averse automakers on their inclusion of HD Radio capability in
automotive systems — a process critical 10 the ultimate sucvess of the
format, and one that bas been recently building momentum.

IMDA Releases Stream Identification Spec

The Internet Media Device Alliance has released an initial Service
Identification XML specification that defines a
standardized method of identifying and providing
additional information about radio station streams. The
organization invites broadcasters and stream
aggregators to comment on the specification, which is
set to be expanded in the future to include program-
guide information and on-demand content listings. The
spec can be viewed at htep://bit.ly/imdasib, and
feedback can be sent to metadata@imdalliance.org.

— .

2.832-4800

A N

Crearive, cost-effective counsel for today’s competitive environment.

Legal and business assistance for those involved with traditional and new media: FCC, purchase
ard sale, financing, A/P reduction, employment, [P, and more.

Also an experienced bankruptcy trustee, FCC ownership trustee, and arbitrator.

www.radicink comfAechink
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The Mandating Game

Strategy runs deep in the battle over FM chips in mobile phones.

broadcast and music industries continues to churn up vociferous

opposition from all quarters, including some among
broadcasters themselves. To help understand the issues, let’s first
consider some fundamental rules of the road — when that road is K
Street (traditional home to many federal lobbyists and national trade
associations):

1. Calling for a mandate on product design is “the nuclear option”

in lobbying circles. This usually means that the parties supporting a
mandate feel they have exhausted all other negotiating tactics and tools
of commerce to get their way, so they call to the ultimate third party to
settle with force of law what they can't solve bilaterally. It’'s a risky
gambit, because if it fails, the proponents may end up in an even worse
predicament.

The call for a mandate on FM receivers in cellphones by the

Calling for a mandate on product
design is “the nuclear option” in

lobbying circles.

2. Bundling unrelated issues into a single statute may be
expeditious in governmental processes, but nobody likes it, especially
lately. Like “earmarks,” this kind of old-school, non-transparent deal-
making is increasingly frowned upon in ethical deliberations.

3. The call for a mandate is often floated simply as a bit of strategy
intended to encourage a recalcitrant foe to the bargaining table.
Proponents of the mandate may know there is little chance of its
passage, but the discussion it stimulates may change the nature of the
debate, or push some new buttons among the opposition, creating an
atmosphere for compromise where none existed previously.

In fact, it could be that rule number three is just what the music
industry intended by proposing the Performance Rights Act (PRA) in
the first place. And guess what happened? The NAB responded just as
the rule prescribes, by coming to the table with a new spirit of
cooperation, before the bill has even come to its first vote.

Can the same tactic work again, as both groups try it against the CE
and wireless telecom industries?

Point Counterpoint

Some of NAB's own members have
raised their voices against the plan,
particularly in smaller markets. They
wonder why NAB is party to the proposal
for a new royalty on stations, if there truly
was such strong opposition to the PRA in
Congress as NAB had re}.)eat.edly claimed. & A
Why fold when you're winning, they ask?
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Coming Next Time in techINK

In our October 18 issue:

m Spotlight on Mobile/Portable Radio
® The Radio Show Review
m Skip Pizzi's Clff Effect column

NAB's response has been
that a proactive agreement
locking down a small royalty (1 percent or less of annual
revenues) is a worthy hedge against a possibly much higher
levy later. Nevertheless, some struggling radio owners
have a tough time swallowing even a small additional
expense under current economic conditions.

Others have questioned the very nature of the new alliance, asking if
it’s strategically wise for broadcasters to consort with the music
industry on such matiers. Remember, this is the industry that sued its
own customers in an attempt to shore up a failing revenue stream and
“enforce” their business model. Maybe they re not the best folks to
associate with if you want to preserve the consumers’ respect, which
broadcasters have labored long and hard to obtain through decades of
public service.

Further, after spending a lot of cycles decrying
the music industry’s attempt to squeeze new
rayalties from radio via the fiat of compulsory
licensing, NAB now proposes its own
governmental mandate against another industry.
Opportunism or hypocrisy?

The NAB position has also opened up the
industry to criticism by opponents that radio is a failing service, which
requires propping up by government action for its continued survival.
While largely unfounded by facts, citing radio’s aging status seems to
be in vogue right now, and the current debate provides a new, high-
profile venue for its further promotion.

Referring again to rule number three above, perhaps the best
outcomne here is that the same threat of a mandate that brought
broadcasters and the music industry together may now encourage
manufacturers and wireless companies to find new common ground
with broadcasters, and begin to voluntarily include radio receivers in
more devices.

Of course, this fight over a mandate could also cause the carriers and
device-makers to redouble their efforts to keep radios on of their
products — as rule number one above warns. And this, as they say, is
why they play the game.

In any case, the end result may be less important than many believe
today. Not having FM chips in cellphones will likely not
singlehandedly doom the radio industry, nor will simply having tuners
m these devices boost the industry to newfound
heights. As always, success or failure will hinge
less on the delivery system, and more on the
content delivered. We'll explore this point further
in the next issue. M

Skip Pizzi is technology editor of Radio Ink. Follow
him on Twitter @skippizzi.
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