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INDEPENDENTLY

OWNED

AND WE DON’'T REQUIRE
MAKE GOODS.

Just because you want to air special programming
doesn’t mean you should have to hassle with airing extra
spots. We don't treat a unique situation happening in
your market as a cause to penalize you with extra work.
We make it easy to be an affiliate.

THE

DAVE
RAMSEY

S HOW

Call Hank at 877.410.DAVE ext. 5520
daveramsey.com/arc
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couldn’t have conceived of just a few

years ago is changing how we operate
our lives, our homes, and our businesses.
Think, for instance, about how innovations
are changing simple in-home staples like the
thermostat or the smoke alarm. Everything is
being reinvented and reimagined, and people
are developing new ways to give old things
new relevance.

And once you have these new tools, you
want more. I can hardly imagine being
unable to turn on my home heat, via the Nest
Labs app on my smartphone, while I'm still
in the car. And it’s pretty great to tap an app that stores my
information and menu selections and know that a pizza will
get to my now-heated home at the same time I do.

In the last year alone, my company has probably signed
up for more than a dozen different cloud-based services to
automate our work. Services we once couldn't have imag-
ined are rapidly making us better and faster at complicated
tasks. With one piece of automated marketing software,
we added 1,000 new paying customers in one day’s time.
That would have been all but impossible before without
tremendous resources and effort.

Where, then, is radio when it comes to staying relevant
in this tech-driven world?

Marketing is easier and cheaper than ever. My dashboard
of tools can accomplish monumental tasks in the middle of
the night if T wish. So why can't radio be bought that easily?
The new Madison Avenue buzz is “programmatic buying”
— it’s where all buyers want to be, so they too can automate
the process and never again talk to a live body to place an
order. No matter how well we know that a live seller can
work miracles, they want it, and we have 10 adapt. Where is
the Nest Labs for radio? Where are the easy-to-use apps and
tools to make our radio stations an extension of our adver-
tisers? Why can'’t they use radio as easily as they can boost
a post on Facebook or Twitter or place an ad on Google?

There is a tremendous amount of innovation going on
in the equipment side of the business, but most radio sta-
tions today are still sitting on old equipment. It may func-
tion well and not necessarily be in need of replacement,
but it doesn't offer the efficiencies and advantages of
newer tech. Sadly, many radio companies remain saddled
with so much debt that they’re spending less than they
should on the upgrades that would ultimately save them
money, time, and resources.

Sll, every time I'm discouraged by news of prog-
ress by other businesses trying to take radio’s audi-

S peedily the world changes, and tech we
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ences away, I am encouraged by hearing
great radio somewhere as I'm traveling.
Though there’s less of it than I'd like to
see, programming innovation does still
exist (though much of it these days is on
noncomm radio). Radio is loaded with
opportunity, but anyone who tells you it’s
OK to keep doing things the same ways
you've always done them is flat-out wrong.

Radio is still operating in a different era.
Think, for instance, about stopsets. Almost
100 percent of the industry continues to
run stopsets at the same times — times that
were originally based on the old Arbitron
TV clock. Ever start pushing buttons in a crowded radio
market and find all the stations were playing spots? It's
no wonder some listeners think radio is playing too many
commercials: We're all playing them at the same time. Why
isn’t anyone asking if there’s a better way?

Curiosity is more important for you than security. We
all need to be more curious about why we do things the
way we do them. Remember the old saying, “If it ain't
broke, break it.”

That’s not radio’s way in these over-researched days,
with no risk-taking once the successful formula has been
found. Well, McDonald’s has a great formula, and they're
selling fewer burgers than ever. The world has changed
around them, and so far they don't appear to be keeping
up. Is the same true of radio?

It's time for a new radio revolution, where we start
embracing fresh ideas, even from the people we're least
likely to expect to reinvent us. Sure, we'll hang on, we can
retain listeners, but advertisers are bailing out of legacy
media fast because it's not meeting all their needs. Can't
we be better than an industry based on established, secure
ideas that are decades old?

Apple invents products that change the world. Then
they figure out what would put them out of business, and
launch the new product that kills the old one. And here’s a
clue: Apple and Exxon Mobil are constantly trading places
as the most valuable company in the world.

Radio can thrive, radio can meet advertisers’ needs, but
it’s time to get that curiosity and innovation back in our
bloodstreams. If radio doesn't reinvent itself, it will be
reinvented by someone else — someone else who will

steal your audience and your advertisers.
lA. [T« 4 Sa/
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years ago is changing how we operate
our lives, our homes, and our businesses.
Think, for instance, about how innovations
are changing simple in-home staples like the
thermostat or the smoke alarm. Everything is
being reinvented and reimagined, and people
are developing new ways to give old things
new relevance.

And once you have these new tools, you
want more. I can hardly imagine being
unable to turn on my home heat, via the Nest
Labs app on my smartphone, while I'm still
in the car. And it's pretty great to tap an app that stores my
information and menu selections and know that a pizza will
get to my now-heated home at the same time I do.

In the last year alone, my company has probably signed
up for more than a dozen different cloud-based services to
automate our work. Services we once couldn’t have imag-
ined are rapidly making us better and faster at complicated
tasks. With one piece of automated marketing software,
we added 1,000 new paying customers in one day’s time.
That would have been all but impossible before without
tremendous resources and effort.

Where, then, is radio when it comes to staying relevant
in this tech-driven world?

Marketing is easier and cheaper than ever. My dashboard
of tools can accomplish monumental tasks in the middle of
the night if T wish. So why can’t radio be bought that easily?
The new Madison Avenue buzz is “programmatic buying”

— it's where all buyers want to be, so they too can automate

the process and never again talk to a live body to place an
order. No matter how well we know that a live seller can
work miracles, they want it, and we have to adapt. Where is
the Nest Labs for radio? Where are the easy-to-use apps and
tools to make our radio stations an extension of our adver-
tisers? Why can't they use radio as easily as they can boost
a post on Facebook or Twitter or place an ad on Google?

There is a tremendous amount of innovation going on
in the equipment side of the business, but most radio sta-
tions today are still sitting on old equipment. It may func-
tion well and not necessarily be in need of replacement,
but it doesn't offer the efficiencies and advantages of
newer tech. Sadly, many radio companies remain saddled
with so much debt that they’re spending less than they
should on the upgrades that would ultimately save them
money, time, and resources.

Still, every time I'm discouraged by news of prog-
ress by other businesses trying to take radio’s audi-
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ences away, | am encouraged by hearing
great radio somewhere as I'm traveling.
Though there’s less of it than Id like to
see, programnming innovation does still
exist (though much of it these days is on
noncomm radio). Radio is loaded with
opportunity, but anyone who tells you it’s
OK to keep doing things the same ways
you've always done them is flat-out wrong.

Radio is still operating in a different era.
Think, for instance, about stopsets. Almost
100 percent of the industry continues to
run stopsets at the same times — times that
were originally based on the old Arbiron
TV dock. Ever start pushing buttons in a crowded radio

market and find all the statons were playing spots? It's
no wonder some listeners think radio is playing too many
commercials: We're all playing them at the same time. Why
isn't anyone asking if there's a better way?

Curiosity is more important for you than security. We
all need to be more curious about why we do things the
way we do them. Remember the old saying, “If it ain't
broke, break it.”

That's not radio’s way in these over-researched days,
with no risk-taking once the successful formula has been
found. Well, McDonald'’s has a great formula, and they're
selling fewer burgers than ever. The world has changed
around them, and so far they don't appear to be keeping
up. Is the same true of radio?

It's time for a new radio revolution, where we start
embracing fresh ideas, even from the people we're least
likely to expect to reinvent us. Sure, we'll hang on, we can
retain listeners, but advertisers are bailing out of legacy
media fast because it's not meeting all their needs. Can't
we be better than an industry based on established, secure
ideas that are decades old?

Apple invents products that change the world. Then
they figure out what would put them out of business, and
launch the new product that kills the old one. And here’s a
clue: Apple and Exxon Mobil are constantly trading places
as the most valuable company in the world.

Radio can thrive, radio can meet advertisers’ needs, but
it's time to get that curiosity and innovation back in our
bloodstreams. If radio doesn't reinvent itself, it will be
reinvented by someone else — someone else who will

steal your audience and your advertisers,
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. . ey, Hispanic ief Operating { i nte Medi
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Executive CGommunications

MEDIA & MINORITY OWNERSHIP
INTHE DIGITAL WORLD

Albert Rodriguez, 60, Carlos Rodriguez Jose Ve, Fresident
Spanish Broadcssting  CED, Univision Radie
System R Commanications

8:00 a.m.-12:30 p.m.
Exhibit Setup

1:00-2:30 p.m.
Registration (Exhibit Area)

2:30-2:40 p.m.
Opening Remarks

2:40-3:20 p.m.
Keynote

3:20-4:00 p.m.

Hispanic America: The Changing Challenges and
Opportunities of an Aging Population

Mirroring the nation’s shifting demographics, Hispanics in America con-
tinue to grow older, with the median age steadily increasing over the past
15 years. In fact, by 2050, Hispanics will make up 20 percent of the elderly
population, up from 7 percent in 2010, according to census data. And

the number of Hispanics 50 and older in the United States is projected to
grow from 8 million today (out of a total of 50.5 million) to more than 35
million by 2050. And here are even more interesting statistics: According
to the U.S. Census Bureau, the Latino population is projected to more than
double, from 48.4 million in 2009 to 106.2 million people by the year 2050.
Similarty, between 2008 and 2030 the Latino population aged 65 years
and older will increase by 224 percent compared to a 65 percent increase
for the white population. What do these changes mean in terms of brand
preferences, consumer habits, and marketing tactics? Our panel explores
the issues and analyzes what it all means to radio and advertisers

Moderator: Rosemary  Or. Alan B. Albarran,  Or. Lioyd Poter, Texas
Scott, VP/Director of  Professor & Chair, State Demographer
Analysis, R Comm. Department of Media & Professr of
Arts, University of Demography,
North Texas/Denton ~~ University of Texas/
San Antonio

4:00-4:40 p.m.

Playing the Ratings Game to Win: Issues and

Opportunities

Whether it's PPM or diary, the ratings are most programmers’ report card.
But how stations are measured is a constant issue with many program-
mers. This session will review the state of Nielsen's measurement of the
Hispanic population, with a focus on what is changing, and the unique
issues that Hispanic broadcasters face in 2015, Also covered: what it
takes to grow a station’s reported audience.

Moderator: Monica Narvaez,
Charlie Hispanic
=N Sigen Broadcaster
Partner, Account
esearch Specialist
rector Nielsen

4:40-5:10 p.m.

Tomorrow’s Talent: Where Are They,

How Do You Find Them?

How is Hispanic radio developing talent? After decades of importing tal-
ent from outside the U.S,, many believe the next great personalities will
be native-bom. And with a shrinking number of on-air positions, where
do you find, and how do you develop, the next superstar — particularly
with today's limited budgets? Meanwhile, syndicated programming
continues to grow. What are the pros and cons, and how does a

station maximize marketing and revenue opportunities with syndicated
personalities?

Moderator: Jesus  Heather Cohen, Nex Sermuun / Mega
Salas, EVP/ Executive Vice 979, New York
Programming and President, The Weiss

Multi-Pratform Agescy

Coordinator, Spanish

Broadeasting System

5:10-5:40 p.m.
TBA
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5.50-6:15 pm.

Medalilas de Cortez Awards Presentation Rebecca Lambert, Rich Ripley, VP/
Preseatydan of the 6th annual awards, the only ones dedicated solely Senior Account Inegrated Markgting
10 Hapast radio, Who wil this year's winners be? Who will receive the Executive, Bustos Solutions, Entravision/
(ifedme Achievement Award? Don't miss this always-moving ceremony. Media/Seattie Sacramento

6:15-7:30 i.m.
Cookail Reseption
Sponsored by:

8:00-8:45 a.m.
Continental Breakfast

8:45-9:25 a.m.

[vestment Strategy: The View from

Wall Street & Main Street

As the groweng Hispanic population continues to fuel consumer trends
and spending. how does that transiate into Hispanic radio as a business?
Our panel of bankers, brokers, and equity investors will cansider Hispanic
radio as an investment. What does a radio company, specifically a

Hispanic radio company, need to look like in 2015 to attract today's more
oautiaus investors? And what is the environment for private equity, debt
flaancing and privatization options over the next 12 months for Hispanic
o operators?

10:10-10:30 a.m.
Break

10:30-11:10 a.m.

Selling “Must Have” Radio: How to Make

Hispanic Radio a “Must Buy” With Clients

Every salesperson has heard it, often by clients referring to the market's

big “general” station. They have to buy it! How can you get them to think

the same of your Hispanic station — and act on it? What distinctions can

you spotlight about your audience and its buying power and potential?

How can “big data” and other research help bring new business and rev-

enue to the table? Upscale or downscale, what's the upside your unique

listeners can bring to the retailers in your market? Plan to walk away

after this session with new approaches, new ideas, and new awareness

of the revenue potential your station may be missing — and how to be a
“must have" buy with your advertising clients!

Dscar Padilla, Vice
President/Strateqy,
.4 Luminar

Noderatar: Orew Jeff Hinsen, President/ John Oxendine,
Mo iy 050, YouPks Wedia,  Chaman,Prsident BOFI QLIS St
P Sl LI, and CEO, Blackstar, Informacion Romper
Fock Capital, LLG e 11:20 a.m. -Noon

Keynote
9:25-10:10 a.m.

Alberto R

The Hardest ... If Not the Didest .. Profession Gonzales,
Many local and general sales managers will tell you that sales manage- Former United
ment is the hardest job in radio today. They have more people to manage, States Atiomey
mare things to sell, and less support staff than in years gone by. They General

have to stay on top of everything and are frequently so inundated

with “answering up” that the line of reps outside their door, waiting for
answers, leaves little time for brainstorming. In addition, if they are not
Hispanic, they need to learn the nuances of Hispanic culture -- and fast!
To the rescue is our panel of sales experts, armed with inspiration and
ideas that your sales manager ~ or you -~ can take back to your station.
This session is guaranteed to help you better manage your staff, plan
and organize your time, and bring results to the bottorn line. Our sales
gurus will offer suggestions on how to bill more revenue for your clients,
andyour station, tomarrow. You'll also walk away with |deas about how
to combine digital and radio assets into creative client apportunities that
can lead to bigger shares and stronger marketing ties. Bring your calcula-
tor to this session so you can tally the potential!

Noon-1:30 p.m.

Lunch

1:30-2:10 p.m.

Media and Minority Ownership in the Digital World

As both an FCC commissioner and the first African American woman to
serve as acting chair of the FCC, Mignon Clyburn has been a powerful
advocate for minority ownership and involvement in both the media and
in the ever-expanding digital world. In this casual interview, FCC attomey
and Hispanic Radio Conference Advisory Board member Francisco
Montero will chat with Clyburm to discuss the many issues facing

the FCC today, from broadcast ownership to net neutrality to minority
involvement in the digital world. If you are interested in knowing what
is happening in Washington that will impact your business, this session
should not be missed.

Frank Mignon
Montero, Clyburn, FCC
i Co-Managing Commissioner
Moforaor ngulca  Jack Hotts, EVP/ Parter, M
(Aooe) Bakderas,  Garorae Sales, Kre Fletcher, Acting FCC
SV, Radio Networks Heald & Chairwoman
G/ Hidreth

Sacramanty

2:10-3:00 p.m.

Inside the Minds of Clients & Agencies

This session will provide some one-an-one with advertisers who will “tell
it like it is" and give stations the opportunity to respond. These leading
clients will tell you what they need from marketing partners, their ex-
pectations of digital and social media platforms, and how radio can best
enhance its share of their ad dollars. Plus, you'll hear what they don't
need — and why -- and how radio stacks up against the competition,
both where it shines, and where it doesn’t. This session is guaranteed to
be the best sales call you'll make all week!

Moderator: Erica

Farber, President/
CED, RAB

3:00-3:20 p.m.
Break

3:20-3:30p.m.
Informacion Romper

3:30-4:20 p.m.

Group Head SUPER SESSION Roundtable

Hispanic radio’s leadership sounds off with their vision and outlook for
the future of the industry. What they say is always a revelation and a
window into what to expect tomorrow.

[ 2
Moderator: Eduardo ~ Jeffery Liberman, Christine McMurray,
Caballero, Hispanic  Chiet Operating President, Davidson
Broadcast Pioneer &  Officer, Entravision ~ Media Group
Executive Communications |
JayMeyers, CEO,  Albert Rodriguez €00, Garlos Rodriguez,
Adelante Media Spanish Broadcasting  CEQ.
Group LLG System R Communications

l

A ‘l

Juse Valle, President, |
Univision Radio }

4:20-4:30 p.m.
Closing Remarks




ROYWILLIAMS
THE WIZARD OF ADS

Making Things Believable

QUICKREAD

= A historical
detail or artifact
can give a feeling
of real connection
to a person,
place, or time.

* These and other
“reality hooks”
give interest —
and plausibility

— to the parts of
stories that can't
be confirmed.

* Smart salespeo-
ple and ad writers
can learn to use
these hooks as
tools and prob-
lem-solvers.

painter, sculptor, architect, musician, mathematician,

engineer, inventor, anatomist, geologist, cartographer,
botanist, and writer,” adding, “He is widely considered to
be one of the greatest polymaths of all time and perhaps the
most diversely talented person ever to have lived.”

“Leonardo da Vinci” is an idea that is larger than life in
our minds. But when I show you a photo-
graph of the house in which he died, he
becomes more of an actual human being.

That photo of the house is what I call a
reality hook, a point of contact that connects
the world of abstract imagination to the
world of concrete fact.

You can buy a print of the Mona Lisa
on Amazon.com for less than $10, and
the image will be identical to the original.
But the value of the original is beyond estimation because
Leonardo da Vinci actually touched it.

An original work of art gives you a point of contact
with the artist.

A historical artifact gives you a point of contact with a
specific moment in time.

Understand this, and you understand the heart of every
collector.

Just as Leonardo da Vinci became more “real” when
you saw the house in which he died, he comes into chron-
ological focus when I add the reality hook that Ferdinand
Magellan, Christopher Columbus, and King Henry VIII all
shared his lifetime. Leonardo becomes gut-wrenchingly
real when I tell you that his diaries speak of a “gang of
four” that raped him repeatedly when he was a boy.

Bam. Reality hook.

Stories and descriptions become more believable when
you give them context.

W ikipedia describes Leonardo da Vinci as “an Italian

There are four ways to create reality hooks:
1. Connect to something the reader/listener has
already experienced. “Have you ever bought a car and
then begun to see cars like yours everywhere you went?”

2. Use terms and description that are specific and highly
visual: shapes, colors, and the names of familiar things. “A
man pulling radishes pointed my way with a radish.”

3. Include details that can be independently confirmed.
The bits that can be confirmed lend credibility to those
parts of your story that cannot be confirmed. “There’s
a restaurant in Austin at 4th and Colorado called Sullivan’s.
It was there that I met Kevin Spacey and Robert Duvall.”

4. Make logical sense. People are quick to believe
things that seem correct, even when those things are not
true: “If your advertising isn't working, it's because you're
reaching the wrong people.”
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Reality hooks are the hammer, screwdriver, pliers, and
duct tape of every salesperson and ad writer. You can use
them to fix practically anything

Reality hooks make presentations and stories more
interesting. Here's a good example from a TEDSalon talk
that was filmed in front of a tiny little audience.

“The mortality rate for young men in society is
six times what it is for young women, from violence
and from accidents, just the stupid stuff that young
men do. Jumping off of things they shouldn’t jump
off of, lighting things on fire they shouldn’t light
on fire, I mean, you know what I'm talking about.

They die at six times the rate that young women do.
l Statistically, as a teenage boy, you would be safer in

the fire department or the police department in most
. "% American cities than just walking around the streets
of your hometown looking for something to do”

— Sebastian Junger, Why Veterans Miss War

A million and a half people have chosen to watch
Sebastian Junger's 13-minute video in its entirety since it
was posted in January 2014. And 13 minutes, as you know,
is an eternity online.

Junger's use of reality hooks is what makes his audience
stay with him. Reality hooks will do the same for you.

Let’s look at how Junger used all four types:

1. Connect to something the listener has already expe-
rienced: “just the stupid stuff that young men do.”

2. Use terms of description that are specific and highly
visual: “jumping off of things they shouldn’t jump off of,
lighting things on fire they shouldn't light on fire....”

3. Include details that can be independently confirmed:
“The mortality rate for young men in society is six times
what it is for young women, from violence and from
accidents.”

4. Make logical sense: “Statistically, as a teenage boy,
you would be safer in the fire department.”

Unsubstantiated claims — statements without reality
hooks -— are the reason your listeners remain uncon-
vinced. Learn to insert reality hooks into everything you
say, and you'll close a higher percentage of your sales
presentations, the ads you write will work better for your
clients, and you’ll be able to bullshit your way out of awk-
ward and embarrassing moments.

I added that last one just to see if you stayed with me all
the way to the end. INK

Roy H. Williams is president of Wizard of Ads Inc. E-mail: roy@uwizardofads.com.
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How To Target The

Best Accounts

Rm:nur growth is essential for any company to pros-
per and grow, and the only way 10 achieve consistent,
sustainable growth is for your sales team to continu-
ally maximize its output.

Great sales performance does not happen accidentally.
The very best sales organizations realize that in order to

in helping you to decide where you can most effectively
spend your time.

Y. Your personal reasons. In the pool of potential pros-
pects out there, some will naturally seem more appealing
than others. If you have a specific passion for one vertical

achieve consistent and repeatable revenue growth, they — and it also meets the other criteria listed above — that

must do several things right. Starting with targeting the
right prospects. Yes, it's a numbers game, but that game
starts with making sure you are focused on the best targets.
If you do that, your odds of winning go way up!

So your first area of focus needs to be improving in
the area of prospect targeting. In other words, you need
to master the art of determining whether a category or a
specific account is worth spending your time pursuing. I
use an acronym to help my clients remember the best way
to do this: DAPVALY (“dap-valley”). Follow this formula,
and I am certain you will achieve greater results.

D. Dollar potential. Does the prospect have the dollar
potential necessary to achieve real success? This is not the
same as “Do they have a budget?”

A. Access and credibility. Can you, in a reasonable
amount of time, gain access to the decisionmaker? And,
just as important, will you be seen as someone who has
credibility rather than just someone try to sell something?

P Product fit. Your business has an area of focus or
a specialty that you are exceptionally good at delivering.
Make sure the prospects you are targeting have needs that
are directly in line with that expertise. More success will
be achieved when you are selling to someone who needs
what you can deliver best.

Va. Value add. Does the prospect value you and your
firm for the concepts and ideas you deliver, and for the
overall quality of your work? Don’t confuse this with the
free stuff that sometimes needs to be included to close a
deal. If your prospect doesn’t assign value to your expertise
and your work, they're simply shopping for the lowest
price. If you are not poised to win the lowest-price com-
petition, this will not be time well spent.

L. Leverage. Does the prospect have additional wortb
10 you because of potential leverage to secure more busi-
ness from other places? Perhaps they can open up a new
vertical, or give you access to decisionmakers who play
a role in other businesses as well. Leverage plays a role

www.radioink.com

could make it an effective use of your time.

The better you are at selecting and focusing on the right
accounts, the more productive your sales effort will be.
Take a look at all of your current prospects and assign a
letter grade in each of the areas we have identified. If you
see lots of A’'s and B’s, then you have a great prospect on
your hands. If you are seeing a lot of C's, D's, and F's, then
you are most likely wasting your time on prospects that
won'’t ever happen — or that may happen, but at a level
too low for you to achieve the revenue growth you are
seeking. INK

Matt Sunshine is EVP of the Center for Sales Strategy.
E-mail: mattsunshine@csscenter.com

MATTSUNSHINE
SALES

QUICKREAD

= Choosing the
right prospects is
crucial to sales
success.

= Whether a
prospect is worth
the time and
attention can

be determined
through a series
of key questions.

= The better you
are at selecting
and focusing

on the right
accounts, the
more productive
your sales effort
will be.

R

y
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Managers’ Forum

hat are your expectations from your sales manager or managers on a daily basis? What have you found
works best toward achieving weekly, monthly, and annual revenue goals?

NZ/Cleveland board op Tristan San-
PD/midday hosli Ro Digga,VP/GM

I exp to spend a good portion of every
day coaching our account executives on creating integrated, client-
focused solutions that use all the assets in our portfolio. Additionally,
they are expected to ensure that we are maximizing value related to
every piece of inventory available, inclusive of spot and digital. With
respect to achieving weekly, monthly, and annual revenue goals, I've
found it best to make sure that everyone understands the overall goal
and creates their own individual plans to support the goal. Including
the sales managers and account executives — or, better put, client
solution specialists — in the budget-development process is criti-
cal to the overall buy-in and progress toward exceeding the overall
budget. Once we agree on the goals, then constant communication
regarding progress toward the goal is vital. We take forward-looking
snapshots, focusing on key growth opportunities on a weekly basis.
Eddie Harrell
VP/GM
Radio One Cleveland

The expectations of my sales managers are simple: 1) Be inspiring
daily; 2) be fair and honest through adversity and success; and, most
importantly, 3) don't be a desk jockey. Get out on calls with the sales
teamn! In front of clients is where the battle is won, ideas are created,
and relationships are cultivated. A financial adviser once told me,
“A goal without a plan is just a wish.” The number that we need to
achieve weekly, monthly, or annually is irrelevant if we are not doing
the basic blocking and tackling, week in and week out. If you are
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great at the basics each and
every day, the number will
take care of itself.

Every face-to-face meet-
ing is a revenue-generating
opportunity. When it’s time
for “game day,” the day and
time you are sitting in front
of that client, are you pre-
pared to take that potential
client from a client needs
analysis to a satisfied part-
ner of our stations? If you
are, then you will achieve
your goals.

Cody Welling
Director of Sales

Cody Welling

Cumulus Media Toledo-Monroe

Q_én Jose Sales Manager Tina
GM Nate Deaton

Being locally owned and operated and having the amazing Tina
Ferguson, our sales manager who has been here for 22 years, I expect
each day for her to continue running our sales department in the
excellent manner she does. Plus, I try as hard as possible to stay out of
the way until called on to guide. We feel the best way to achieve all of
our goals is the real partnership we have here between sales and pro-
gramming. From NTR events to cross-promotions, we are all on the
same team and, more importantly, on the same page. There is a lot of
lip service paid to this, but here at Empire Broadcasting, we live by it.
Nate Deaton

General Manager

KRTY/San Jose

www.radioink.com
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DEBORAHPARENTI
DIALOGUE

unsung heroes at the station. That

is, until something stops working,
I asked Greg Savoldi, regional direc-
tor of engineering at IHeartMedia/
Columbus and chairman of the State
of Ohio Emergency Communications
Committee, to share his perspective on
the role of today’s engineers and how
managers can better tap this critical
resource. His responses also led me to
my own conclusion: Take time to thank
your engineer — maybe even take him to lunch. It would
be time well spent!

Radio engineers are typically the

Greg Savoldi

First, tell us about your department and its role in
the company overall.

My Columbus engineering staff provides 24/7 engi-
neering and technical support for a total of 18 stations. Our
role is all things technical: microphone through antenna,
terrestrial signals, streaming, programming, Web/digital
platforms, sales, promotions, business and admin, IT. If it's
in our facilities or transmitter sites, we cover it.

What'’s the biggest change you've seen in radio engi-
neering over the years?

The conversion from analog, tape, and paper to digital
has resulted in a heavy focus on IT knowledge and sup-
port. Digital platforms allow efficiencies, monitoring,
control, remote accessibility, and upgrades/updates at
levels we could not have imagined less than 20 years ago.
The power of the computer (and the software under it),
handheld devices, and the interactive aspects now avail-
able to our listeners — beyond the traditional broadcast-
ing methodology of one-to-many, one-way, real-time-
only — has transformed how we engineer.

How do you attract new talent in a very competitive envi-
ronment that includes “sexier” high-tech companies?

My goal is to create an atmosphere of fun, learning,
and market-leading performance that gives my team the
desire to come to work every day. I look for attitudes and
personalities who integrate with our staff, and specific
talents, education, and experience that add to the depth of
the department. Our company is on the edge of new tech-
nology, so the exposure to this, combined with the “sexy
moments” in the entertainment/ broadcasting  industry,
help attract and grow engineers who want to move up or
establish at the foundation level of our local cluster.

Faced with today’s need to stretch the life of assets,
how do you manage and sustain equipment?
We have alot of stuff in a seven- or eight-station facility,
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and limited time and body count to
touch all of it daily. Technically speak-
ing, climate control and power condi-
tioning of the facility is an important
element to the equipment, especially
PC-based gear. Most everything has a
microprocessor in it, generating heat,
so “feeding” clean, uninterruptable
power and conditioned air goes a long
way in protecting and prolonging life
expectancy. And yes, you still need to
make time to clean and maintain all
of it!

Larger-market stations can attrition “gently used”
equipment to smaller markets to maximize ROI but stay
competitive and efficient relative to market competition.
It's not always the station with the newest gear that sounds
the best — rather, it's the engineering department that
knows how to get the best out of what they have.

How can managers best maximize their relationship
with the engineering team?

Inclusion. The market chief/DOE needs to see the wide-
angle view of the market manager and ownership. What
is the vision for the operation, current and future?
Engineering is the department that supports all the others,
so they need to understand that vision to best support it.
Support your engineers with salaries and incentives as
you would a morning talent or your highest-billing sales
executive — because it’s very likely that morning talent
and account executive will directly need help from engi-
neering sometime this week!

What drew you to engineering, and what has kept
you there?

I was 6 years old when Dad took me to the radio sta-
tion one weekend, where he jocked part-time. Saw the
transmitters on one side of the hallway and the studios
on the other: Hooked! I started on-air at 16 and loved
it, but always thought the “other side of the mic” was
fascinating, especially studio layout, audio processing, and
high-power RF. Loving radio got turbo-charged with the
Telecom Act of 1996, so getting more stations under one
roof doubled, tripled, quadrupled the fun!

Radio still serves a great purpose. It can be entertaining,
informative, and reach with immediacy wide and deep
like no other medium. I've been blessed to work for and
with great people in the industry. I've tried to teach and
grow engineering talent, and that’s been the best reward
— to see them move on and up! K

Beborah Parenti is EVP/GM for Radio tnk. E-mail: parenti@aol.com

www.radioink.com
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NEWPRODUCT
SHOWCASE

New Product Spotlight

We reached out 10 the mdustry’s top vendors and asked them
16 tell you about soime products out there just waiting to help
male your station sound beter

w‘mdmng what new tech products are on the market in 2015?

BE (www.bdcast.com)
Commotion Beacons: This
1 new wireless echnolog)
that cum be used by the radio
wnon and s advertisers o
wod information 10 listeners’
mobile phones when they walk

m mnge of a mobile beacon
Beacons can proside coupons, contesting, or product information
sl send statistical information back to the business and radio station.
Cammotion Beacons et radio stations to offer this technology to advertis-
ers whe aeherwise would not be able to access it, and stations can also
wse Comunodon Beacons at events such as concerts and remote broadcasts.

COMREX (Www.comrex.com)

BRIC-Link 1l is a low-cost, high-performance solution for audio-to-
IP conversion. Using robust BRIC
technology, BRIC-Link II delivers
HD audio over a variety of data
networks, including 1SM-band TP
radios, T1/Els, satellite channels,
WANs and LANSs, and public Internet networks. Additionally, BRIC-Link
I offers options for users concerned with delay and artifacts, including
linear non-compression modes and FLAC lossless compression. BRIC-
Link 11 i now equipped with industry _standard three-pin XLR connec-
tars. Shipping in spring 2015. For more information, contact Comrex at
1.800.237.1776 or infola comrex.com.

DIELECTRIC (dielectric.com)
The DCR-T antenna is a low |
power version of the DCR-H, and is
available in one through eight bays
with an input power up to 8 kW.
Each array is field-tunable and can
be optimized anywhere on the FM
band. The antenna is DC-grounded .
for lightning protection and does not require shorting stubs. It is suit-
able for emergency applications where a lightweight, low-power, fr.e-
quency-agile antenna is required to quickly restore service.The DCR-T is
available with radomes, which makes it suitable for colder environments.
For more information, contact Cory Edwards at 207.655.8131 or cory.
edwards@dielectric.com.

ENCO (www.enco.com)
Introducing  the all-new

DAD v15, the latest in a
25-year line of world-class
automation software backed

www.radioink.com

by ENCO's industry-leading service and support. DAD gives you all the
tools you need to make your broadcasts sound better, make running
your station easier, and give you unrivaled power and control. DAD
will help you reduce costs, make the most of your time, and grow with
you into the future. For more information, contact Aaron Johnson at
248.827.4440 or e-mail sales@enco.com.

TELOS (www.telosalliance.com)
Voltair is a groundbreak-
ing new monitor/proces-
sor designed exclusively to
ensure successful PPM encod-
ing, Voltair provides real-time monitoring and analysis of the robustness
of your encoding, regardless of program content or delivery platform,
and advanced new audio signal processing enables Voltair to enhance
the detectability of PPM watermarks within your programming. Voltair
is produced by 25-Seven Systems, a division of the Telos Alliance. For
more information, visit wwwtelosalliance.com/25-Seven/ Voltair.

TIELINE (www.tieline.com)

Slash satellite costs with

m Bridge-IT XTRA.

Improve your bottom
line from Day One and save thousands of dollars by replacing expen-
sive satellite uplinks and leased lines with inexpensive Tieline Bridge-IT
XTRA IP audio codecs. Bridge-IT XTRA is the most popular low-cost
STL and multipoint IP audio codec on the market today, and could
pay for itself in weeks! Discover why more engineers are choosing the
ultra-reliable, fully featured Bridge-IT XTRA codec over affordable IP
connections to eliminate expensive ongoing network transport costs.
Visit www.tieline.com/xtra for more.

WHEATSTONE (www.wheatstone.com)
Sporting a sleek new tabletop profile, the Audioarts
D-76 digital radio console is a modular design
available in 12- or 18-channel mainframes.
It comes standard with four mic preamps
(eight optional), four stereo busses, caller
capability, and a comprehensive monitor sec-
ton. It has StudioHub+ RJ45 connectivity and can be
ordered with an optional IP-76 plug-in module for interface

to the WheatNet-IP Intelligent Network. For more information, contact
Jay Tyler at 252.638.7000 or jay@wheatstone.com.

WIDEORBIT (www.wideorbit.com)
WideOrbit's acquisitions of Abacast and Castfire offers a unique new
streaming and on-demand solution set. The combined digital
radio solution provides a comprehensive video and audio publishing
platform for managing and monetizing on-demand media content.
Broadcasters and media companies can follow audiences and serve
content via traditional broadcast or on-demand, in a way that’s easy to
manage and optimize revenue. For more information, contact Michael
Dalfonzo at 1.646.661.7523 or mdalfonzo@wideorbit.com. K
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MARCH 4 &5, 2015
OMNI PARK WEST
DALLAS, TX

WWW.SPORTSRADIOCONFERENCE.COM

FAN CONNECTION: HOW TO ENGAGE, MOTIVATE
AND CONNECT WITH SPORTS FAN-ATICS

8:00 a.m.-Noon
Exhibit Setup

Noon-1:45 p.m.
Registration (Exhibit Area)

1:45-2 p.m.
Opening Remarks

2:00-2:45 p.m.
Keynote

2:45-3:30 p.m.

01d School/New School

In the 28 years since the first 24-hour-a-day Sports Talk station was bomn,
there have been a lot of changes in the format, the delivery platforms,
and the metrics. So what happens when those who have guided the
format to success meet up with those who will lead its future? Find out
and be prepared to chime in when old schaol meets new school and the
tactical discussion heats up!

Moderator: Bruce
Gilbert, SVP/
Sports Operations,
iHeartMedia

3:30-4:15 p.m.

Killer Coaches Speak Out: How They Find, Nurture, and
Manage Talent

How do you develop a winning lineup in Sports Talk radio? Where do you
find tomorrow’s talent? What are the keys to building a strong bench and
top-seeded brand? This session will explore the ways some of Sports
radio’s great programming coaches have developed Sports radio superstars.

: e 4
Moderator: Scott Heather Cohen, Kevin Graham, Brand
Masteller, Sports Executive Vice Manager, WEEL/
Radio Consultant President, The Weiss  Boston
Agency

L
F 4 / 2 ;
Brian Long, Program  Ryan Maguire,
Director, XTRA 1360/ Program Director,
Fox Sports & K0B0, ~ KDKA-FM (33.7 The
San Diego Fan), Pittshurgh

4:15-5:00 p.m.

State of Sports Radio: Rick Scatt

Sports radio’s leading sports consultant, Rick Scott, provides his
knowledgeable assessment on the state of sports and sports talk radio -
from programming and sales to marketing and talent and from where the
format has been to where it's headed in the coming years.

Rick Scott, President/
CED, Rick Scott &
Associates

Rick Scott, President/
GED, Rick Scott &
Associates

5:00-5:45 p.m.

Five Things You Need to Know to Sell Sports Radio

How do successful stations generate maximum local revenue from play-
by-play? And how do you get a premium on your product in a CPP/CPM
world? This session covers the bases on selling local and play-by-play
platfarms, atong with where to score extra revenue points with fan loyalty
programs, in winning —~ and not-so-winning — seasons. Find out at least
five things you need to know about growing sports radio revenue.

Maderatar: Jay Nec Orake, Gaweral  Bob Visotoky, Beneral
Meyers, GEO, BMT/  Sales Manager, Sales Manager, BCA
BCA Spartsradio 1310AM  RAMO/San Diego
/96.7FM The Ticket
and KUIF-FM

6:00-7:30 p.m.
Cocktail Reception

7:45-8:30 a.m.
Continental Breakfast

8:30-9:10 a.m.
Keynote

9:10-10:00 a.m.

Local Sports: How to Generate More Revenue From Home

Base

All across the country, high school and college football, basketball, soccer,

and other sports fill stadiums and arenas every week of the playing season,

as crosstown rivalries and loyal local fans bring out the business community
—and their marketing dollars. What are the secrets to making your station a

first round draft choice among local sports advertisers? Be prepared to take

home winning packages that will help sell more focal and motor sports.
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10:00-10:20 a.m.
bk

10:20-11:00 a.m.

futfing Your Deserved Velue: The Difference Between a
Simdslene a0d Cluster Seffing

o bt wark, Its é¥ffieul for Sports Stations to get the value
-.l Egtabiishang v far this format is very different from any
e ol . Ao the way 3 standatone Sports station establishes
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11:00-11:15 a.m.

Nisisen Uptiate: Measurement Initiatives & Sports

hefience Treads

A 15-minute presentation from Mielsen's Dave Chipman on measurement
mpmeements and initiatives since the merger with Arbitron in late 2013,
nceding how Nielsen is heading toward the goal of comprehensive audio
measurement by including digital audio in the ratings. Also: Updates on

WWW.SPORT

the most recent national trends and insights for Sports radio listening,
including FM audiences, seasonal insights, and research into how to
recycle audiences thraughout the day and the week.

David Chipman, VP/Sales Director, Nielsen

11:15 a.m.-Noon

Advertiser Super Session

Some of the biggest advertisers rely on sports to instill awareness and
build loyalty for their brands. How can your station enhance and grow its
role in these mega-dollar marketing partnerships? What are advertisers
looking for In terms of marketing partnerships with radio and its digital
platforms? Our panel of Sports radio advertising clients will lay out

how to score a home run with them and win the championship In their
marketing book.

Moderator: Dan
Bennett, RVP, Dallas/
Houston, Cumulus
Media

Noon-1:30 p.m.
Lunch

1:30-2:20 p.m.

Fan Connection: How to Engage, Motivate and Connect
with Sports Fan-atics

We'll take an in-depth look at four college aged millennials to gain a
better understanding of how they consume sports media and audio.
We will learn about their perceptions and attitudes towards radio,
and discuss what radio brands can do better to meet the complex
consumer needs of this hard-to-capture, even harder-to-please demo.
This focus group-style approach may make some uncomfortable, and
that's why it will be so valuable.

Rick Scott, President/ 1
CED, Rick Scott &
Associates

2:20-3:10 p.m.

Big League Brand Building

How can you build your brand and business in a marketing environment
that is constantly changing? This session will tackle the full court of
marketing issues and provide the latest insights on content marketing,
demand generation, e-mail, mobile, search, and social strategies.

Modcrator: Ryan Joe Femeira, SVP/
Hatch, VP/Content Chigf Content Officer,
and Operations, Learfield Sports
Bonneville/Pheenix

3:10-3:30 p.m.

Break

3:30-4:15 p.m.

State of the Sports Radio Industry

A roundtable of sports radio’s leading executives provide their insight and
vision of where the format is headed over the coming year.
4:15-4:30 p.m.

Closing Remarks

SRADIOCONFEBENCE COM




SELLERPROFILE

SUPERSTARS

1518?
WINS

ALL NEWS. ALL THE TIME.

How To Become A Selling Machine

ecilia Glynn has been selling radio for 25 years. She
started with WNSR-FM, a New York Rock station then

5 TIPS ON owned by Bonneville (it's now iHeartMedia’s CHR/
HOW TO Rhythmic WWPRY). After working at WNSR on the new-
WIN FROM business development team for 2 1/2 years, Glynn heard
CECILIA about an opportunity at CBS Radio’s crosstown 1010 WINS
GLYNN and went for it. She's been there ever since.

Twenty-plus years selling one radio station is rare in our
industry, but Glynn says 1010 WINS is a great station to
work for. “It consistently delivers results for clients, so they
keep coming back,” she says. “A great brand, consistent in
its format, and gets results — it’s the ultimate triple threat.
I never had a reason to want to go anyplace else.”

It also doesn’t hurt that she grew up listening to a sta-
tion that's become one of the most recognizable brands in
all of radio. Glynn says, “I remember, as a litte girl, sitting
in my kitchen on a snowy morning, listening to the school
closings, hoping they were going to read the name of my
school. And in college, sitting in my car outside St. John'’s
University, listening to the terrible news about the explo-
sion of the space shuttle Challenger. 1010 WINS has literally
been a part of my entire life. To be working here now is
really just a dream come true.”

1. Be a resource
for your clients.

2. Strive to make
a new contact
each day.

3. Always present
with a spec spot.

4. Invest in your
future by learning
to sell digital.

5. Always deliver
on what you
promise. RI: WHAT’S IT LIKE WHEN YOU TALK TO A CLI-
ENT AND YOU SAY YOU'RE FROM 1010 WINS?
YOU DON'T NEED TO DO A LOT OF EXPLAINING
ABOUT THE PRODUCT.

That's right. At my first station, when I would call or
meet with a prospect, the first thing I'd have to do was
explain what it was and what the call letters meant. There’s
none of that with 1010 WINS. Everyone knows the 1010
WINS brand. The station is a utility in the New York mar-
ket. In 2015 we will be celebrating 50 years of service
to the Tri-State area — that kind of longevity is virtually
unheard of.

‘“Pve been running my advertising agency for over 15 years
and have worked with many AEs and radio networks. Cecilia
is one of the best! She has a strong knowledge of the radio
industry and her stations, which she uses to present strong
opportunities to me for our clients. She is always responsive
and communicative, completes every task required for our
campaigns quickly and comprehensively, and does so with

a strong ‘can do’ attitude. | know that when | work with her,
every detail of the campaign will be handled proficiently, with
constant updates. If there’s an unforeseen issue, she will find
a solution and let me know right away. She is on top of the
whole process from start to finish.”

Patty Newmark

President & CEO

Newmark Advertising
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People trust what they hear on 1010 WINS, and that
credibility also extends to our advertisers. When I walk in
to a client, I know that they are going to get results. You
don't have that fear in the back of your mind that you are
selling them something that is not going to work, because
you know that time and time again, your clients get results.

RI: WHEN YOU TOOK YOUR FIRST RADIO JOB,
WHAT KEPT YOU GOING? YOU WERE WORK-
ING AT A STATION THAT, AS YOU SAY, WAS NOT
WELL KNOWN, WHICH PROBABLY MEANT A LOT
OF NO'S.

No one likes to be rejected, but sales is essentially a
numbers game. You can't take it personally when someone
hangs up on you or says, “I'm not interested.” You just
have to put that aside and keep pushing forward. If you
do, you will be successful. The more phone calls you make,
the more people you see, the more sales you'll make. It's
that simple.

RI: WHEN AND HOW DID YOU KNOW THAT YOU
WERE GOING TO BE GOOD AT SELLING RADIO?

I'always knew that I would be good at sales — not nec-
essarily radio sales, at first. All of the part-time jobs I had
when I worked in high school and college were in sales.

I knew very early on that I had a knack for it. People
trusted me. If I made a suggestion, they would usually take
advantage of it. I parlayed all of those learned experiences
into my radio career, fine-tuning my approach — what

www.radioink.com




“Cecilia is one of my favor-
ites in the business. She

knows the NY Metro market

worked and what didn't work
dong the way. The different jobs 1 held
i school provided great experience
working with all types of pe ple and

pensonalities

Rt WHAT IS IT THAT YOU DO
FOR YOURSELF EVERY DAY TO
MAINTAIN YOUR EDUCATION
LEVEL AND EDGE?

To sy competitive, [ uy every
day 1o not ke anything for granted.
Clients have so many choices, and
you have to make sure you are top-of-
mind all the time, not just when they
have money o spend. Just because
sou won the last buy doesn’t mean

the market.”
Lois A. Levine
VP/Manager
JOuTE going 1o get it again. You have
10 constantly remind your clients and
prospects why 1t's important for your
staton to be a part of their campaign.

When consumers call or e-mail the radio station and
ask for more information about a client’s ad, 1 always
et my client know, and, if possible, 1 will give them the
fisiener’s contact information in case they want to follow
up with them personally. This way they know the station
i working for them. It also shows the client that you're
providing them with great service.

I also keep on top of what my clients and their compe-
ttion are doing in the marketplace. I listen to the radio, all
the time — every station, including my own, to hear what
other advertisers and stations are doing. I follow my clients
on Facebook and Twitter and use Google Alerts.

Rl: TALK ABOUT THE RELATIONSHIPS YOU'VE
DEVELOPED WITH CLIENTS.

It comes with following through and being 2 resource.
If they ask you for something, you get it to them early.
Always deliver on what you promise. You never want to
be the person the client puts their trust in and for some
reason fall short — whether it’s because you weren t
watching their times or half of their schedule didn't run
for whatever reason, Trust is earned, and if your client
trusts you, they will continue to do business with you and
hopefully increase their expenditure along the way.

Rl: DETAIL ONE SALES SUCCESS YOU WORKED
HARD ON THAT REALLY CLICKED FOR A CLIENT.
IfThad to pick one sale, it was Chase Bank. It had all the
elements of the perfect sale — a great relationship with the
agency, where they trusted me enough to introduce me to
their client. We developed a concept that achieved all their
objectives, and from that initial success, We€ went on to

Wwww.radioink.com

nuances in depth, and knows
radio/digital in depth. She
makes it a point to under-
stand a client’s needs before
she presents. She is reliable,
efficient, accurate, and she
is able to work ‘out of the
box’ so that the stations do
not just deliver a rating point
goal. She’s creative. She
takes the initiative all the
time to garner more busi-
ness. She is my go-to person
when | have questions about

Integrated Investment
Universal McCann

have a 10-year partnership.

1 have a plaque in my office that
Scott Herman had made for me;
the engraving says: “1010 WINS
Hall of Fame Sale. For recognition
of one of the absolute best sales in
the world of radio.” It was a suc-
cess that I shared with everyone
at 1010 WINS. We were all very
proud of that sale. That's what
keeps me going That feeling of
winning, getting the order — that
never gets old for me.

Rl: HOW HAS DIGITAL
BECOME A PART OF WHAT
YOU DO?

Digital is part of every presen-
tation we make, every conversa-
tion we have. When I'm talking to
a client, I tell them that they must have a digital presence
in addition to what they are doing on air. It just makes
sense. It's no longer about people just turning on their
radios and hearing your commercial. Our audience
consumes our content in a variety of ways, whether
it's on-air, through our CBSNew York.com website, or
streaming our stations online or on their mobile devices.
Advertisers need to be in all the places where people
are consuming our content or they're missing out on
potential customers.

RI: WHAT ADVICE WOULD YOU GIVE YOUNG
SALESPEOPLE JUST GETTING INTO THE BUSI-
NESS?

First, I think they need to realize that success doesn'’t
happen overnight. You have to work really hard and put
the time in — long nights, weekends, whatever it takes.
You also have to be an expert in whatever medium you are
selling. If you are selling radio, then you need to be listen-
ing to and living with your station all the time. Be able to
explain all the assets your station has to offer, whether it's
digital, mobile, streaming, etc. Monitor all the other sta-
tions and websites in your market so you know what other
advertisers are doing.

Be the person your clients go to first when they need
information. Educate yourself about the client before you
approach them. There’s so much information out there
now that there’s really no excuse for being unprepared.
Take a few extra minutes to research before you call for an
appoinument, and certainly before a prospect. Lasdy, as I
said earlier, always deliver on what you promise. INK
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n March 2014, at Madison Square
Garden In New York, Harris
Rroadcast — a vendor very famil-
lar to broadcasiers — became
Imagine Communications and
GatesAir, imagine, a company
Harris purchased in January
2014, focuses on digital video
solutions for anline providers
and TV, while GatesAir special-
overthe-air broadcast technology for
and television. And on March 17,
yils was named GatesAir's CEO.

who worked in the oil and gas busi-
20 years, has also held senior man-
pasitions at Harris Corp. and Harris
5t, mcluding VP of human resources;
he then-GatesAir over-the-air business
#EVP of R&D. product-line manage-

| d marketing at Harris Broadcast.

‘Argyris leads approximately 300
lojees. and GatesAir is at the forefront
developing new and innovative techni-
oducts for radio and TV stations in the
d States and all over the world. We spoke
gyris about his rise to CEO, the new tech-
gy hroadcasters need to operate today,
ﬁh’st his company is doing to address the
ds of broadcasters all over the world.

% How did you become CEO of GatesAir?

@ avaried background. When 1 got out of

ool, my MBA was in industrial relations. |

pent most of my time in the oil and gas indus-

iy and working in different types of human

Jurces capacities, but 1 also ran big proj-

Cts. Then | worked in a customer service cen-

ter, and we redesigned the entire center. it was

ifferent kind of industry, but | have always

on different roles. Everything | tried to

)was to learn more about the business.

. !ust progressed over time into different

10s, taking on different responsibilities. I orig-

came to Harris as an HR vice president. |

tto know the transmission business, | got to

the customers. | ran a couple of projects.

de some changes, organizationally, and
e | understood the business and knew

les guys and some of the customers, |
Cover the business.

IWas lucky enough to have a family that

olerant. Before we moved to Ohio [with

Is}, | moved 12 times in 20 years. | hopped
d the world — every time it was a new

-

5
L

o fadoern com

'GATESAIR CEO PHIL ARGYRIS
BADS CHANGE AT ONE OF RADIO’S
BEST-KNOWN VENDORS

job and a different challenge. I've been CEOQ for
about six months. | have a lot more respon-
sibility. I'm learning about some things that,
when you are part of a business in a larger
organization, you might not have to worry
about — a lot of financial things, especially.
The ownership of this business is mine, and
the responsibility for making decisions and
the responsibility to the customer and the
employee base. | feel that burden; | accept

it and | enjoy it. Directionally, | have a great
team. But uitimately, people look at me to help
set direction, and | drive the business.

RI: What is your day like, running this
company?

'm an operational CEO. we're a big company
within the context of transmissions companies,
but we are not a giant company. We are pretty
intimate here within our own organization.

ris (right) at the GatesAir Repack
Summit last fall.

Argy

We get involved in a lot of things. My day may
be talking with the engineers abouta specific
project, i'm always talking to the sales leaders,
and | am very interested in the customer. I'm
also interested in installations and service. We
have a big facility in Quincy, IL, so 'm always
talking with the guys in the plant, seeing vyhat's
going on with production. 1 get involved with a
lot of things.

At the same time,
have to worry about

from a CEO’S perspective, |
our financials. what’s going
on with cash flow? What's going on with receiv-
ables? With payables? Things that are really
jmportant in terms of how you run the buguness.
And strategy. | spend a lot of time worlfmg
on a road map of where | think the organiza-
tion is going. people are quking at me and the
management team and asking, “Where are we

)

going, and what's it going to take to get there?”
RI: The company is nearly 100 years old. That's
a lot of years of success.
It's funny you say that — I just read an interest-
ing article in the Quincy Herald-Whig on the
history of our company. it started as Gates
Radio and Supply Company in the family kitchen
of Henry and Cora Gates to support their son,
parker Gates, who had a passion for radios and
technology. The reason we are still successful
today is because we've been a leader and car-
ried that spirit of innovation forward.
we have people who are passionate about
this industry. They wake up every day and they
want to be here. They want to be part of this
entity, and they want to be part of what’s next
in this industry. We like to say we have a strong
legacy, but you can’t sit on your laurels. Our
vision is to have a bold future. We are always
looking forward. We are always listening to cus-
tomers. We are always trying to figure out the
next problem to solve. That’s what keeps people
engaged. As I've told others, we've been around
92 years, and we continue to be relevant. My
plan is that we are going to stay relevant.

RI: Talk specifically about the products you
sell to radio.
our radio solutions are end-to-end. We provide
contribution, in the sense of our studio prod-
ucts, and our distribution systems, in the form
of our Intraplex transport solutions for legacy
and IP networking, including studio-to-trans-
mitter links and other applications. These sup-
port the air chain all the way to the transmit-
ters we have. We have high-power transmitter;
we will go from 100-watt FM all the way to — |
just saw we are building an 80-kilowatt FM.
of course, we have been in the AM business
for a long time. So we go from 1 kilowatt to 2
megawatts of AM power. From a portfolio per-
spective, we have a full breadth. That’s what
| would tell our U.S. customers, and most of
our customers outside of the U.S. We also have
some products that address our international
markets. For instance. we have done a lot of
work in Europe on DAB digital radio. Because
we are in the TV world, we have been able to
use our VHF transmitter products to service
DAB rollouts in Europe, which is something we
have been doing for a number of years now.

RI: How do you think AM radio is doing?
In the U.S., we still sell products for AM, as do
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“You can’t sit on
your laurels on a
strong legacy. Our
vision is to have

a hold future. We
are always looking
forward. We are
always listening to
customers.”

Argyris gives a presentation
at an industry event.
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our competitors. It is not that big, but we do see AM,
and even high-power AM outside of the U.S. It is still,
in some countries, a very inexpensive medium to be
able to touch many people.

| have seen some new projects come to bear where
people are replacing existing infrastructure because
they are still trying to reach a large amount of the
population. It is there. There are several competi-
tors that are in this business. Is it our highest-volume
product? No. But it is a heritage of ours, and we have
a good customer base in it.

RI: Do you have one product that is most successful,
something you are selling tons of? Or is the end-to-
end solution really something you’ve focused on?
We focus on that on the radio side because our cus-
tomers — we have very good customers in the U.S. —
will buy all of those products from us. | would be hard-
pressed to say we have this one single product.

We have a great FM product in the form of Flexiva
transmitters. It is a world-class product. We are proud
of it, and we sell it all the time all over the world. But
we also have introduced brand-new UHF air-cooled
and liquid-cooled TV transmitters. We've got a fantas-
tic uptick of those products, too. Even on the Intraplex
side, we introduced a new IP link codec series for IP
contribution and distribution, and we feel very proud
of that. It allows for the broadcaster to distribute con-
tent in many ways, including streaming content. And
it also alfows us to play in some international markets
where maybe we hadn’t played before. we are proud
of all those things.

And 1 am particularly proud because we have a
very large portfolio compared to our competitors. We
have competitors that play in radio and TV, and a cou-
ple that play in both. But | don’t know that anyone has
refreshed the portfolio for the last four or five years
like we have. We are continually trying to innovate; we
are trying to understand what is important to the cus-
tomer. You have probably heard this from us before:
We spend a lot of time on total cost of ownership. It is
important. It doesn’t matter if it is a U.S. broadcaster
or a large network operator in Europe, just trying
to reduce costs in the facility is really important for
them, because it hits the bottom line.

RI: What do you see going on in 2015, innovation-
wise?

in all of our products, we are constantly looking at
what we can do that is one step ahead. I think the
focus is really efficiency, efficient use of the spectrum.
We will be working on our exciter. We will be working
on the signal itself and how to touch more people. We
will be working, of course, on the power side.

We spent a lot of time creating a more efficient
transmission system that is not just the power
amplifier — which we have spent a lot of time work-
ing on to increase power efficiency — but the entire
system. We will continue to work on those. You have
to use new technologies to gain some of the efficien-
cies we have been doing, so we spend some of our
R&D money on what we call “advance technology.”
We work on new things.

What we try to do is work on these new things so
that they meet up with the needs and the develop-
ment of the transmitter, rather than trying to invent
and design at the same time.

As 1 mentioned earlier, we have this new IP link

codec series in our intraplex portfolio, and we have
had a lot of success with it early. We expect to see
more of that success. We are working on some
things to help broadcasters — and | use that generi-
cally because it is not just the U.S. — on distribution
and multi-site distribution, and also streaming. From
a technology standpoint, 1 think we will see more
innovation in that product.

The mantra for us is, how do we help people
distribute content, and more and more content, to
more and more devices in more and more ways. Our
IP link allows us to help distribute the radio signal
by streaming or to the transmitter site. We use that
product outside of the radio industry, and we are
doing some work to advance the technologies and
other things we are using.

RI: How have the Internet and streaming changed
the way you create products and do business?

I would say the major impact is our development in
our Intraplex product, and especially the IP link. We
are helping the broadcasters as they think through
distribution. Some of it is the amount of content we
are distributing, but some of it is also the cost. we
are talking about the use of, in some sense, public
Internet, where in the past we were using dedicated
transport. So we help them, once again, reduce their
costs, but in a reliable way. We feel very comfort-
able about the reliability and the robustness of our
products, so that you don’t have any degradation

of signal. We have those discussions with them; it
comes up all the time.

Large broadcasters are thinking differently about
distribution too. It is not just about STL connections
for single-channel broadcasters, it’s large broadcast-
ers thinking about distribution networks. Those are
the kind of discussions we are having today: What
are they trying to do with the larger distribution net-
works, and how can we help?

Ri: With consolidation, do vendors like yourself
have more or less opportunity to sell products? Is it
easier or harder than it was a few years ago?

In some sense, it may be both. You do have consoli-
dation and you have some larger players, and you
have to have the relationships with those larger
players. But they are still operating at a station
level, and station guys are interested in technology.
Your brand needs to be one they are comfortable
with, because, depending on the organization, they
may be pretty strong in terms of how they choose
a vendor, or they may be just about meeting the
requirements that are necessary.

There is a lot of work that goes into it. It is like any
other business when you see consolidation — you
know where to go to find the business, so your com-
petition is there, too. So you have to be better. You
have to have the right products. You have to have
the right technology, and you have to have the right
relationships. In our case, you referenced our longev-
ity. Our relationships, our longevity, and the service
we are able to provide are all things that we look to as
differentiators so that these larger customers see us
as someone who is going to be here that they can rely
on. They know our products are solid.

It’s kind of a mixed bag. Opportunities are there. It
is not the HD Radio heyday, clearly, but our business
is solid. It is growing. Remember, for us, a lot of our




business is also outside of the U.S. There is a lot
of growth for radio outside of the U.S, for many
different reasons. Some of it may be a digital
rollout, like a national DAB network. Some of it is
infrastructure rebuild. Think about the changes
we've made in our products, and take a network
operator that has hundreds of transmitters, or
even a consolidated U.S. radio operator. You
think about old infrastructure, and how the pay-
back on buying new equipment can be significant
and quick.

We use a total-cost-of-ownership model with
our customers. We go through it with them,
and we can show them the figures. So in some
sense, the products and the technology help
create the opportunity because we are, once
again, trying to help the customer with their
bottom line.

RI: Do you think radio station general managers
are making any decisions these days? Or are
they just giving input while corporate decides?

I think they are. As | was saying earlier, | think
you will find that they are interested in technol-
0gy. They have a say. In some cases, the pur-
chase might be centralized. The smaller groups,
gnd, of course, the smaller stations are involved
In the decisionmaking.

Ri: Are you noticing radio stations dedicating
More resources and money to upgrading facili-
ties or buying new equipment?

we're starting to see that, both last year and
this year. In some cases, it’s because our tech-
nology has changed. While we might not see a
large facility rebuild, we may see organizations
looking at their infrastructure and saying, “You
know what? The technology has changed so
significantly, it’s time to move on. I've had this
technology long enough, and the new technol-
ogy will pay for itself.” we see more of that.

There were several years when we saw some
really huge studio builds. When the groups were
going for mass consolidation, they were buy-
ing stations in multiple buildings, and the next
thing you know, we were updating those. We
still see them, but we don’t see the real push on
those as we've seen in the past.

The business is there. The business is grow-
ing. we are still bullish on it.

Ri: How is the integration of Harris going?

It’s actually the de-integration. Harris
Corp. had this division called Harris Broadcast
Communications, which was then carved out and
sold to the Gores Group as Harris Broadcast. in
march, the business split into two entities called
Imagine Communications and GatesAir, the latter
of which is our traditional over-the-air wireless
transition business, along with the Intraplex and
studio piece of our business. And it’s going well.

We are, ina technical sense, a wholly owned
operating company of Imagine Commqnications,
but | get to run my business at GatesAir.

Probably the most important part is the focus
it has allowed this business to have. Today, we
get up and we worry about GatesAir. We worry
about our customers and we worry about our
competitors. That clarity is fantastic for us. |
know customers are very pleased with it, too.

RI: If you had a chance to talk to managers in
radio about GatesAir, what would you want
them to know that they might not know?

First | would start with who we are. We are
GatesAir. We are not Imagine Communications.
We are not Harris Broadcast, or part of Harris
Corp. We are in the business of over-the-air
wireless transmission. That’s what we do for a
living. That's where we focus. That’s our heri-
tage.

We are an innovative company. We are con-
stantly looking forward. We have always stood
for the most reliable and high-quality products
and service. That's a continued mantra of ours.
Because of who we are and the type of people
we have, we have an incredible experience
base, and it allows us to develop the reiation-
ships with these customers. So we are here,
really, to support them.

1 don't have a business without our custom-
ers. Understanding their problems, listening
to their problems, helping them solve their
problems — that’s what § want them to come to
us for.
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has no idea who they are, yet without them nothing would ever come out of the speakers. Much like the role of a general manager or

They are the unsung, and in too many cases unappreciated, heroes of every radio station across America. Most of the listening public

market manager, the daily routine of an engineer has evolved in many ways — from being responsible for one station in one market
to looking after multiple stations and even, in some cases, stations from competing companies. They've watched the space needed for a
fabulous-sounding studio shrink with the advancement of technology, seeing stations full of balky machines in big ugly back rooms evolv
ing into stations that depend on sleek and reliable computers. So what are engineers thinking about these days, and how’s the relationship
with the corporate suits, both down the hall and up the food chain? We reached out to five of the best, and here’s what they had to say.

MILFORD K. SMITH

VP/Radio Engineering
Greater Media
Years of Engineering Experience: Over 45

What is a day in the life of an engineer like these days?

Smith: My day is typically filled with calls and e-mails from our
locations inquiring about technical issues, status of capital spend-
ing requests, and similar issues. I also spend time dealing with our
tower assets, tenant issues, and such, as well as interacting with the
FCC's staff on any pending items. Lately a lot of time has gone into
developing our 2015 capital spending plan and the selection of major
systems proposed therein.

It's not unusual to find me at one of our locations involved in
some hands-on work, which I probably enjoy as much as anything.
Our market chief engineers deal with a multiplicity of items every
day, everything from the setup of a full-blown ice rink (in Charlotte)
complete with a Zamboni (which they also maintain) to the week-
long “Camp Out for Hunger” in Philadelphia, where endless tractor-
trailer-loads of food were collected for a local food bank.

What have you been most impressed with when it comes to
new technology?

Smith: Two things come to mind. One is the ongoing transi-
tion to the all-digital facility, particularly the ongoing transition to
audio-over-IP throughout a plant. The other is the greatly increased
availability of HD Radio receivers, particularly as installed in OEM
vehicles. That’s taken a while and a lot of work on the part of iBiquity
to accomplish, but we are finally there, and it should allow the tech-
nology to achieve its full potential.
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If you've never driven a vehicle with a current-generation enter
tainment system with Artist Experience capability, you really need to
do so. Without Artist Experience, over-the-air radio comes up second
best to satellite and personal music collections in terms of the user
graphics experience on the dashboard.

How has building a new facility evolved over the past decade?

Smith: It has changed a lot. In years past, with point-to-point
analog wiring, there were huge bundles of wires associated with each
studio, ultimately terminating in a central rack room where every-
thing was terminated, cross-connected, routed, and the like. With
an audio-over-IP plant, the sheer quantity of interconnect wiring is
tremendously reduced and routing flexibility is virtually unlimited.
There are some new skills required, but the net result is a much more
flexible operation.

www.radioink.com




How dominant has digital become?

$mith: In terms of a studio plant, its pretty much ubiquitous. I
o't knewy of many stations that would choose 1o build a new studio
or 2 whale station relying on analog technology. Many of us still have
Jegacy analog studdios in regular use, but these will ultimately transi-
ton to digital technology when it's time to rebuild.

Bevondl that, we conunue to deliver to our listeners an increas-
ing amount of what generally referred 1o as “metadata” via RDS
and HD Radio — utle and arust information, station liners, contest
PIOMGS, graphics such as album art and station logos. These add-on
wrvices are critdcal as far as radio’s maintaining its relevance in a
workd of ever-increasing andio entertainment options.

Describe a perfect relationship between an engineer and a GM
or market manager.

Smith: It’s all about trust. And ! use as an example the relationship
[ have with my boss, [Greater Media CEO] Peter Smyth. Peter and I
have worked together for close o 30 years. To paraphrase, he has said
many times, “When it comes to engineering, I do what Smitty tells
ne | should da” That embodies the trust that should exist between a
GM or market manager and his chief engineer.

It is unrealistic to expect a GM to be intimately schooled or
experienced in the technical side of the business. The challenge then
is to recruit engineering talent that is skilled, competent, and can
be trusted to give advice and counsel to the GM and other station
departments that is realistic and in line with the goals of the opera-
tion. We are fortunate at Greater Media to have market engineering
leaders who do just that.

Is there one innovative piece of equipment or technology
you're looking forward to getting your hands on?

Smith: One of the great needs of the transition to digital transmis-
sion is the need to exactly time-align the analog and digital audio in
terms of both amplitude and time, so the transition from one to the
other is smooth when blending from analog to digital or the reverse.
Failure to do this can result in real listener irritation because of vol-
ume shifts or, more typically, stuttering or jumps in time alignment.

The challenge is that the time-alignment situation is somewhat
fluid and tends to drift over time, requiring real-time continuous
correction. There are a number of entities pursuing a solution to this
issue. I know many of us will welcome one or more solutions that I
believe are imminent.

CHUCK ANDERSON

Anderson Associates
Bowling Green, KY
Years of Engineering Experience: 35

What is a day in the life of an engineer like these days?

Anderson: I'm basically an allocations consultant. My whole focus
is on improving and enhancing coverage areas for FM full-power and
M translators and AM stations. I'm a problem solver. On any given
day, I'm presented with the challenge to find a power increase for an
M station, to move an FM station o its population center to enhance
its value and its audience, or to find a translator for an AM station.
Increasingly, in the last couple or three years, the FM translator has
been a major activity.

| would imagine that, five years ago, there wasn’t even a need
for that kind of specialty.

Anderson: The FM translator move really started with the applica-
tion window in 2003. A lot of people had the foresight to see there
would be some use for these FM translators. 1 would single out @y
good friend and client Bud Walters from Cromwell. He said, “1 thmk
there will be a use for these,” and sure enough, through the NAB's
efforts, he authorized FM translators for AM stations, and tl.lat really
opened up the whole field. Then the FCC decided to permit analog
translators to rebroadcast HD-2 and HD-3 signals.

How hard is it to get a translator today, and are we anywhere
close to running out of frequencies on FM to accommodate
them?

Anderson: I've analyzed a few markets where there are as many as
12t 15 frequencies that conceivably could be wedged in by using
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the right antenna and the right antenna site and being creative. In
the larger markets, there are very few frequencies, if any, left. The
frequency scarcity is increasing, but it's a large-market phenomenon.

In terms of existing FM translators, it is getting very difficult to
find translators that can be purchased and moved. Occasionally you'll
find an FM translator in the market that can be purchased for use
by an AM or an FM HD-2, but increasingly, we have to move them
some distance. They are not where they need to be. Consequently, we
introduced the Mattoon waiver, which is something Bud Walters and
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John Garziglia worked on. That gave us a lot more flexibility to move
them, but, long story short, they are getting very scarce.

What is needed to help AM, right now and down the road?
Anderson: What we need now is for the FCC to open up an AM
window for translators. The long-term future of AM is more than
likely all-digital. The NAB's testing has demonstrated that it's going to
be a pretty viable product, especially in the larger markets; the receiver
penetration is a long way off for all-digital AMs to be viable in a small
market. The bridge for those AM stations to be viable and to continue
to serve their communities, and to exist when all-digital becomes
viable, is a translator. I think that is the primary short-term answer.

Are you seeing that the translators are actually leading to
more listeners and increased revenue?

Anderson: Yes. I don’t have specific numbers, but I have any num-
ber of clients who have indicated to me that it preserves listenership,
expands listenership, and, in many if not most cases, it expands
revenue. Many of my clients would give up AM before they would
give up the FM translator.

If a reader didn’t know much about translators and had an AM
where they needed to increase revenue, what would you say
to them? How can they learn more?

Anderson: What they should do is pay attention to the trades,
like your magazine, because there are more articles now focusing
on FM translators.

Be very vigilant for the FCC’s AM translator window. In anticipa-
tion of that, they could get a consultant to work with them who
looks at the market to identify frequencies. There are tools on the
FCC website — there is one called “FM Query” that could be used
for a crude frequency search. Eventually, they are going to need a
consultant who specializes in this kind of allocations work.

Because they’ve become so popular, is the cost to purchase a
translator becoming inflated?

Anderson: I think the market is doing that. If you wait for the
AM window and you file for a frequency, you don’t know whether
you're going to be in conflict with somebody else, and you don’t
know what kind of flexibility the FCC is going to give you to
resolve those conflicts. I've advised clients they can purchase a
translator for a reasonable amount of money. Brokers are better
equipped to answer the question on value, but I see them going
anywhere from 25 to 30 cents a pop-count — population cover-
age projected to be covered within the contour — up to a dollar
or more in a smaller market.

With all the years you've put into this business, how would you
describe the perfect relationship between an engineer and the
GMm?

Anderson: I try to find a way to meet the objectives of the people
within my work. If they have a coverage problem, it's my job to try to
solve it. If they want to enhance the value of their radio station in one
way or the other, that is basically what we are in the business of doing.

If they are trying to cure a coverage problem, that’s what alloca-
tions is about. Of course, in some cases, more so previously than
now, they may want to try to put a new radio station into a com-
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munity, find a frequency, and get help through that process. It is very
similar to being an attorney or a tax accountant. It is a problem-
solving relationship.

What would you like to see the FCC do to help?

Anderson: First of all, translators are no longer secondary ser-
vices. I would suggest that if a translator is serving as a fill-in for an
AM station or if it's providing an analog product broadcast for an
HD-2 or HD-3 service, it's no longer a secondary service. We need
some protection from interference coming from different points.

I've seen interference complaints that are frivolous; transla-
tors need protection from interference complaints that occur well
beyond the protective contours of FM radio stations. That would
be one thing I would like to see the commission do. And they have
the opportunity to do that in this current AM-revitalization process.

There are some processing things that could be done to increase
the number of translators available. The IF spacing requirement
that keeps many translators at 99 watts — that’s antiquated. If that
were to be lifted, all translators, with other things being equal,
could be 250 watts.

We should be allowed to make minor changes to a translator
to any frequency in the commercial band. A full-powered radio
station can go from 92.1 to 106.9 and jump all the way across
the band as a “minor change.” But the translator can only do plus
or minus 1 2 3, or what's ca<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>