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HIT AFTER HIT = SONG AFTER SONG

SESAC STRONG

EVERYTHING MUSIC LICENSING SHOULD BE... AND MORE!
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Radio stations are facing more competition than ever. With Tuesday, April 21 at 11 a.m. ET Tuesday, May 19 at 11 a.m. ET
constant demands from station owners and corporate to sell EG Ced £ 4

more and make more, there's no time left to devote to sales &
strategies and sales team development. Stations and sales
managers must continuousty improve their own skills, as well
as create effective ads and sales campaigns to rise above every

With Sean Luce

With Jeff Schmidt

competitor in their markets. Radio Ink magazine, the industry’s

leading trade publication for managers and sales professionals,

is now offering an affordable, effective way for you to attend The greatest sales weapon we have is the one salespeople use Ninety-seven percent of people selling radio advertising today

training that will show you how to get more clients, increase the least. Add this secret weapon to your arsenal and you'll stop  don’t have a degree in marketing or advertising. With the

sales, generate more profit, and keep your staff motivated. wasting time chasing after prospective clients who never intend  proliferation of new ways to advertise, local advertisers are
Through our new series of webinars, you and your staff will to do business with you, and start attracting highly qualified inundated with sellers and with shiny new toys. Now more than

benefit from the knowledge and experience of industry experts clients looking for exactly what you have to offer. ever, it's critical for a broadcast professional to be an expert

who will take you, step by step, through tips, techniques, and on marketing and advertising. The local advertisers’ dilemma is

trade secrets so you can grow your sales, improve profits, retain -~ Tuesday, April 28 at 11 a.m. ET that in most markets, 80% of the time, reps talk about where to

advertise. In “Developing Effective Local Advertising Strategies
That Produce Powerful Results for Your Clients,. Here is some
With Laurie Kahn of what you'll learn in this “Masters Course” in advertising: The
purpose of advertising, Developing a philosophy of advertising,
The two types of ads, The Four Keys to Successful Advertising,
Things to avoid like the plague, What advertising does and
doesn’t de, Why branding works, How people make buying

staff, and stay highly competitive. Radio Ink Editor-in-Chief Ed
Ryan will host these one-hour webinars, focusing on he!ping you
identify and resolve issues that are holding you and your team
back from the success you want and deserve. Here is just some
of what you'll discover in the first of these powerful webinar
sessions: Sales strategies that are working right now, even in
this media-soaked culture.

Laurie is well known for possessing the skills that will help decisions, and when you have a chance to influence them.
The reality of today’s radio industry: you make the right hires the first time. Here are just a few of
Things have changed, but radio is still afive and can be very the things you'll learn from Laurie on April 28: How to change
profitable. We'll show you how! how your hiring is done s it is done correctly, compete with TO REGISTER FOR ONE OR MORE
How to keep your team mativated and focused so they'll companies gobbling up all the good people, offer compenstaton ~ RADIO INK LIVE WEBINARS, GO TO

achieve more, contributing to your bottom line. and perks competetive with other media. stop wasting money by WWW.RADIOINK.COM/RADIOINKLIVE.

Getting quality appointments with the right clients — stop hiring the wrong people.
wasting time, money, and effort on dud clients that drain your
budget and your energy.

Using social media to generate business — you'll be amazed
to see that social media isn't just a distraction, but a powerful
tool that can increase sales!

Creating LinkedIn and other social media profiles that will
make potential clients beg to do business with you.

Avoiding time-wasters that are killing your schedule.

And much, much more!

Each webinar is only $39. To purchase
Tuesday, May 12 at 11 a.m. ET four Radio Ink Live webinars for only
) ‘ OR $100, a savings of $56, e-mail Ed Ryan
at edryantheeditor@gmail.com. Where
DIREC else are you going to get this kind of
With Paul Weyland expert training at such an affordable
price? Watch and listen to Radio Ink
Live webinars any time from any device
as many times as you'd like.

Paul will show you how to take control of the front end of the
local direct sale -- the creative idea -- and the back end, asking
for and getting an annual commitment. Weyland covers how to
come up with million-doliar ideas your clients will want to buy, at
rate card, then he shows you how to do a simple ROI calcutation
that motivates clients to want to triple or quadruple their
investment on your station, regardless of your rates, ratings,
market size, or format.

WWW.RADIOINK.COM/RADIOINKLIVE
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8.5 MILLION
LISTENERS

THE

DAVE
RAMSEY

SHOW

Call Hank at 877.410.DAVE ext. 5520
daveramsey.com/arc




Keynote

Joel Comm

New Media Innovator,
Best Selling Author
and Entrepreneur

Five Ways to Make a
Fortune on the Internet

Keynote

Dan Zarella
Award Winning Social
Media Scientist

The Science of Social
Media

Watch for more speakers being added daily at:
www.radioconvergence.com
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“1t's All About the Money”

MAY 27

1-1:15 pm

Opening Entertainment

Seth Gher, Grammy-nominated
recording artist

Convergence Is pleased to put the
spotlight on multi-talented Seth Glier. A
seasoned troubadour, Seth i1s a singer-
songwriter, producer, and multi-instru-
mentalist who averages over 200 lve
performances annually. Along with his
Grammy-nominated sophomore album,
The Next Right Thing, his conference
sets will include music from his fourth
album for MPress Records, If | Could
Change One Thing, being released in
Aprl 2015.

1:15-1:30 p.m.
Opening Remarks
Ernic Rhoads

1:30-2:45 p.m
Keynote

2:45-3:30 p.m.

Strategy for Selling Digital — Debat-
ing the Platform Options

Ever since radio began consolidating
multiple properties under one roof,
managers have been faced with how

to sell stations: One seller for all? Or
separate staffs? And as today’s revenue
pie has expanded from traditional radio
inventory to include digital ptatforms, the
challenges of how to most effectively sell
all the assets have become even more
complex — even as the opportunities
have grown. We have gathered some

of the most successful sales leaders on
both sides to compare results and pres-
ent the facts that can help you decide
what's best for your station and your
market in the years ahead.

Tracey McCormack, Founder/CEO,
McCormack Media Services

Grey Persons, Director, Borrell As-
sociates

3:20-4:10 p.m.
Delivering Mobile Consumers to the
Cash Register

How do you “mobilize” your audience to
engage in mobile activities that deliver
better, more targeted, and more efficient
opportunities for your station and your
clents? Mobile apps and mobile sites
are both accessed by mobile devices,
but the vast majority of consumers find
apps more convenient, faster, and easier
to browse. Even so, only 28 percent say
mobile apps offer a better user experi-
ence. So how do you deliver the fast,
rellable mobile experiences consumers
demand — one that provides a seamless
experience between mobile sites, mobile
apps, and traditional oniine channels —
and bottom hine results for you and your
chents? Our panel of experts wili show
you the way.
Shahab Chouw Co-Founder/Part-
ner, Propelics

Bill Freund, EVP/Chief Revenue Of-
ficer, Clip Interactive

4:10-5:00 p.m.

Innovators and Inventors: Looking
Ahead on the Digital Highway
Convergence 2015 puts the spotlight
on a few select companies whose
strategies and imagination are ahead of
the curve, providing the solutions and
road maps that will be driving many

of tomorrow's platforms and adapted
technologies. They'll give you a look at
what's new on the horizon, and you'll
have the chance to follow up later for
information you may want to take back to
your company.

Tim Sinclair, CEO, RINGR

5:00-5:45 p.m.

Programmatic Buying: What it Is and
How It is Changing Media Buying
It's projected that programmatic buying
will soon account for $9.8 billion, or
about 20% of the overall digital-ad
market in the U.S. As programmatic
technologies spread to other media,
including radio, that figure will continue
to rise. But what is programmatic buying,
and how does it work? What are the
opportunities and the pitfalls of this new
approach to media buying®? We've gath-
ered some of the leading programmatic
innovators and proponents to share their
vision and advice on the latest buzz in
buying circles.

Moderator: Jeff Haley, President/
CEO, Marketron

Michael Dougherty, CEO & Co-
Founder, Jelii

5:45-7 p.m.
Opening Reception

MAY 28

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

8:30-9:00 am.
TBA

9:00-9:40 a.m.

Podcasts Are Back! And Profitable!
Podcasts are back in fashion, thanks to
smartphones and Bluetooth-enabled
cars that have made them more ac-
cessible to listeners than ever before.
Downloading has also become easier:
Rather than downloading from iTunes
onto a computer and syncing with an
iPod, listeners can capture podcasts
straight from the Internet onto their
mobile devices. That ease of access
has no doubt helped drive subscriptions
of podcasts through iTunes to reach 1
billion over the last year. And because
ad messages are read by the hosts

of the show themselves, they tend to
sink in better than traditional ads. As a
result, this second wave of podcasts is
becoming a greater revenue channel.
Learn how to cash in on the podcast
phenomenon in this session.

Kit Gray, President, PodcastOne
Kyle Bylin, Co-host of

Hypebot.com “The Upward Spiral,” &
User Researcher, SoundHound

=
£

9:40-10:20 a.m,

Technology Overload

Overwhelmed with technology?

This session provides everything a
manager needs to know about how

to oversee a fruitful, successful digital
operation. What's hot, what's not, what
works, what's a waste of resources, and
where the most fruit (money) comes from
(hint: it's not low-hanging). But you have
to be willing to stretch and reach for the
right shiny new tech. This session wilt be
a great primer for everyone who knows
they don't know everything about digital.

10:20-10:40 a.m.
Break

10:40-11:30 a.m.
Keynote

11:30 am.-12:15 p.m.

Digital Advertising: The Key to
Unlocking Dollars, From the Client
Perspective

This panel brings advertisers together
in a frank and detailed discussion on
what clients want from your digital
assets, and their expectations for return
on investment. What do they need
specifically from radio stations in terms
of both content and accountability —
and what's the best way for stations to
present their digital platforms? What
tools provide the kind of measurement
that meshes digital delivery with broad-
cast ratings? Get the perspective from
key advertising agencies, in elementary
terms, about what every radio rep, man-
ager, and owner needs to know.

12:15-1:30 p.m.
Lunch

1:30-2:10 p.m.
Keynote

2:10-3:00 p.m.

E-Mail Renaissance: Why E-Mail Is
Hot Again and How to Use it

What's old is new again. As Facebook’s
organic reach has waned, marketers are
returning to e-mail, fueled by the belief
that it's better to ask for someone's
e-mail address than wait for them to
“like” you. in fact, a big, clean e-mail

list and a high open rate have become
critically important as a digital marketing
tool. Getting content in front of as many
eyeballs I1s the obvious “why" -- but what
is the best way to do that? And how can
you best ensure delivery with so many
roadblocks like “Google bots" affecting
placement of your e-mail? Achieving
maximum open rates Is possible, once
you learn the secrets this panel will
deliver. And therr presentation will remind
you of something else: Registration at

WRH

social media sites requires one indepen-
dent, powerful tool: your e-mail address.
Now do we have your attention?
Moderator: Ruth Presslaff, President,
Presslaff Interactive

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

3:20-4:00 p.m.

Making Money Outside the “Radio
Box”

Don't let the words “future” and “inno-
vative” fool you. Those forward thinkers
who are able to experiment outside
the black-and-white lines of radio and
dare to creep into the gray areas of
technology, digital, streaming, videos,
and pay-to-play are cashing in on those
concepts right now. Yes, you've heard
of YouTube and Spotify and Pandora --
but how does that translate into cash?
Let our experts share with you their se-
crets -- from startup to future improve-
ments and everything in between.

4:00-4:40 p.m.

How Radio's Automotive Dominance
Will Change: What You Need to Know
to Take Advantage of Changes on the
Auto Dashboard

Today's new cars are connected, capa-
ble of keeping consumers constantly in
touch with their audiotainment, services,
and contacts. Everyone from Apple to
Zubie is involved, and industries from
pizza delivery to insurance are facing
lifestyle-altering shifts as a result. Almost
since its inception, radio has owned the
dash, but today’s tech toys and digital
platforms are changing the landscape.
How can it continue to hold a primary
spot in this now-crowded space and
stay engaged with the new opportuni-
ties of the connected car? This panel
will deliver the upside, downside, and
driver's-side view of what's on deck for
the automotive dash and what the radio
industry needs to do to keep “drivetime”
“radio time."

Moderator: Fred Jacobs, President,
Jacobs Media

Roger Tsai, Deputy General Manag-
er/Media Personalization & Insights,
Gracenote

|
4:40 p.m.
Closing Remarks

*Agenda subject to change.
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B.ERICRHOADS

R CHAIRMAN

moment and listen to the sounds around you. There

are signals coming from all directions, and some are
very disturbing.

I make a point to walk every aisle every year, includ-
ing the sections outside of radio, and it is in those aisles
that you see the highest levels of innovation, the great
young brains who are reinventing their categories. There
are small startup companies in tiny booths, and larger,
better-funded startups radio has never heard of that are
completely disrupting the status quo.

In fact, the sounds you are hearing are the sounds of
disruption at every turn. Be thankful you’re not in the
television business, which is not only seeing massive
disruption, but a growing migration to Netflix and other

I f you've picked this up at the NAB Show, stop for a

“over-the-top” providers as consumers abandon traditional

TV and cable.

You are living in the midst of the most massive disrup-
tion since the beginning of media itself, and as you walk
through these halls, be aware that your future is in the
hands of some of the people around you. Just because
radio hasn't lost its audiences to the degree that TV and
newspaper have doesn’t mean we won't run into some-
thing equally disruptive eventually.

This is an era of smartphones and cool technologies,
and just because Pandora and Spotify and others haven’t
stolen all of radio’s audience yet doesn’t mean it can’t hap-
pen — or that something new and different won’t come
along and take away your listeners and theirs. If you've

The Disruption All Around You

convinced yourself that streaming business models can't
work because of the licensing and streaming costs, just
know that someone will eventually come up with a model
that does work.

Your role, whether you're here at NAB or at home, is
to understand that fighting progress and technology is a
game for fools. Though it’s hard to see things clearly as an
industry insider, the answers are clear to the disruptors,
and many of them believe you are lambs awaiting slaugh
ter. Though you can remain arrogant and laugh it off, the
better thing would be to appreciate what you have and ask
yourself if you can own or control the disruption that will,
sooner or later, come to the radio industry.

Even better is to approach everything you see with the
idea of embracing it, being curious about it — even while
believing it could disrupt your station and your career, or
even kill our industry. Not so you'll lose hope or motiva-
tion in our great industry, but so you fully understand the
implications of what you see and ask yourself if there is a
way you can get hold of it.

Disruption is a beautiful thing — unless you're the one
being disrupted out of a job. Yet if you wear the curiosity
hat and stop being defensive, you may find that embracing
disruption will actually assure you a solid future. INK
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ROYWILLIAMS
THE WIZARD OF ADS

Did You Feel That?

QUICKREAD

® Technology is
breaking up former
“mass media.”

* Digital ads are
highly targetable,
but they're also
growing ever more
expensive.

® There is no more
efficient media
today than broad-
cast radio.

There. It did it again.

That first tremor was the growing reality of gender
equality The second was the shrinking of mass media.
These trends aren’t connected, but they’re both significant.

Gender equality is changing the nature of romance.
Don'’t believe me? Watch any romantic movie from 20
years ago and count the anachronisms, those interactions
that belong to the past and do not seem to fit the present.

Gender equality also affects advertising and marketing
in ways you might not expect.

Not many years ago, it was assumed that lovers
would marry and buy a home and establish a life
together. But then an entire generation of women were
taught not to depend on men, but to establish careers
and lives on their own.

That advice to young women changed the landscape in
marketing. A study published by Pew Research Center indi-
cates that in 1970, 84 percent of US.-born 30- to 44-year-
olds were married. By 2007, that number had declined to
just 60 percent, and if we extrapolate the trend into 2015,
the percentage of married 30- to 44-year-olds is currently
at 54.8 percent and falling We went from 16 percent single
to 46 percent single in just one generation.

A once-proud nation of families is evolving into a
proud nation of individuals.

The motivations that drive husbands and fathers and
wives and mothers are different from the motivations that
drive individuals who have no one depending on them
but themselves. Consequently, the language and logic of ad
copy must be aliered to connect with this altered audience.

T he ground moved beneath our feet.

The trend toward singleness is sociological.
The erosion of mass media is technological.
Each wend accelerates the other.

If the majority of a nation is watching the same TV
shows at the same time, listening to the same hit songs
at the same time, and receiving similar news from similar
sources simultaneously, we can expect that nation to think
and feel in similar ways.

Mass media ruled America in 1970. Radio was a Rock
station, a Country station, a Talk station, an Easy Listening
staion, and an instrumental format called “Beautiful
Music.” Then you had ABC, CBS, and NBC TV, Ted Turner
wouldn't create the first cable network until 1976, and Fox
didn’t appear until 1986. When a movie left the theaters, it
would go to the drive-in theaters, where it would be
shown for a reduced price, and then it would appear on
network television for free about a year later. DVRs, DVDs,
and home videotapes did not exist. You either had to be

10 | RADIO INK | April 13,2015
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where a movie was showing at exactly the right time or
you missed it. This forced us to gather together at specific
times for entertainment, where we all heard the same
commercials.

Mass media brought us together physically, and it
united us psychologically. It also gave advertisers a platform
for telling their stories.

Advertising was easy in those days.

Today’s technology allows us to opt out of mass media.
This is good for the individual, but it presents a significant
challenge to the advertiser. The advertising opportuni-
tes created by new technology are highly targetable, but
they're also shockingly expensive. The most efficient thing
we've found so far costs four times as much per person as
broadcast radio. And, although the digital product gives
us the ability to pinpoint-target a specific audience, that
advantage doesn’t deliver anywhere near enough benefit
to justify the inflated cost. This is not theoretical. We've
learned these things through testing.

I'll bring this to a conclusion: We're approaching the
end of a golden time when courageous advertisers can
invest money in mass media and see their businesses grow
as a result. My suspicion is that we've got perhaps five to
seven more years before retail businesses and service busi-
nesses will be forced to begin playing by a whole new set
of rules. No one yet knows what those new rules might
be, but this we do know: The sharply rising costs of digital
advertising are not being offset by a rise in efficiency:

Advertisers should buy mass media while the masses
can still be reached. Reaching people one at a time doesn’t
offer nearly the return on investment.

There is no more efficient media in the world today
than broadcast radio. Sell the people you care about a long-
term schedule and make sure they have great radio ads.

Don't do it for yourself. Do it for thern. BNK

Roy H. Williams is president of Wizard of Ads tnc. E-mail: roy@wizardofads.com

www.radioink.com
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JEFFREYSCHMIDT
SALES MANAGEMENT

Do Your Salespeople Lack Focus?

QUICKREAD

®= Most seliers
don't have a
problem with
focus, but with
knowing what to
focus on.

* A salesperson’s
attention should
be on helping
clients become
“known before
they are needed.”

® |f the focus is
on the client’s
needs, it will be
easy to tell which
tool to use.

auto-focus and manual. With auto-focus, the camera

automatically uses 45 points in the field of vision to
determine where to focus. Manual focus offers an option
to set a single point or multiple points that I choose to
have the camera focus on. This is a handy setting when I
don’t want the camera to just focus on what's directly in
front of it.

Like my camera, sellers have a field of vision. And in
my experience, sellers don’t have a problem with focus.
One seller used to focus for hours on her Facebook page,
while another would focus for hours on his eBay auctions.
The ability to focus was not a problem for those sellers —
determining what to focus on was.

Frequently managers tell me their sellers lack focus.
What they're really saying is that their sellers are not
focused on the right things. The key to ensuring your sell-
ers are focused on what you want them to be focused on is
to make certain they know what those things are.

In a world of multi-station ownership, digital offerings,
special packages, special promotions, etc., it can be very
difficult for a seller to know what to concentrate on. I recall
rolling out the latest package or incentive program and hav-
ing sellers ask, “Do you want us to focus on this, or the one
you gave us last week?” Not knowing
what to focus on doesn't just frustrate
the manager, it frustrates the seller.

As advertising salespeople, our single
point of focus should be on helping our
clients become “known before they are
needed,” so they sell more products and
services. If we focus on achieving great
success for our dlients, then knowing
which package, promotion, or digital
resource makes the most sense is easy.
Focus on the client, and teach your sellers to use the right
tools. If you focus on the tools, you'll drive your sellers Crazy.

Managers focus on systems and structure. Leaders focus
on people.

Focus on the right things starts at the top. The general
manager or market manager, in addition to other respon-
sibilities, should focus her attention on the sales manager’s
development of the team.

M y Canon 1D Mark III camera has two focus settings:

The areas for the GM/MM to focus on with the

sales manager:
1. Recruiting: Do you have enough people on the
team?
2. Training: Are they properly trained and competent
to perform their jobs?
3. Coaching : Are you consistently working with and
challenging your team?

12| RADIO INK | April 13,2015

For the sales manager, the focal points with the
sellers are:
1. Are they following the repeatable process?
2. Do they have the skills to achieve at every step?
3. Do they have enough activity to generate the
results to achieve their goals?
4. Are they balancing current client service with new
revenue development?
5. Are they aware of all the solutions your company
offers to client problems?

For sellers and their managers, five tools to help
manage work flow:

1. The Chart: A relationship-analysis system to evalu-
ate the current strength of relationships and a path
to the next level with each client.

2. The Pre-Contact Checklist: A list of suggested ways
to prepare in advance for prospects.

3. The Pre-Meeting Planner: Questions the seller
should be asking to prepare for every client meet-
ing (Managers can ask these questions, t00.)

4. The 10 Most Wanted List: A new-business develop-
ment tool that helps the sellers focus on what step
in the process they are with each prospect and
what's next.

5. The Platinum Service Plan: A tool to help sellers
ensure they have happy customers.

(I'm happy to share all five tools with you; just send me
an e-mail requesting them at the address below.)

If the “setting” for your sellers is “auto-focus,” they will
focus on whatever is in front of them. (Squirrel!) Change
the setting, and show them where in the field of vision
you need their focus. Instead of asking your sellers if they
sold your latest package or promotion, ask them about the
needs they have identified with their clients and how they
plan to address them. And you can certainly recommend
solutions if your sellers are stuck.

As a sales manager, do you believe in the process? If you
do, trust that the process will work, and focus on helping
your sellers become more proficient in each step. Market
managers focus on sales manager development. Sales man-
agers focus on seller development. Sellers focus on client
development and success. With everyone focused on their
proper tasks and shutting out distractions, you’ll have a
clear picture of success.

Think big, make big things happen! WK

Jeff Schmidt is EVP and Partner at Sparque, Inc. Reach him at jeft.schmidt@sparque.biz, on
Twitter: @ JeffreyASchmidt, or at linkedin.com/in/schmidtjefirey.
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PAULWEYLAND
SALES MANAGEMENT

Free haven’t been invented yet):
Lou: You gonna order something?
Marty McFly: Ah...yeah, give me a Tab.
Lou: Tab? I can't give you a tab unless you order
something.
Marty McFly: Then give me a Pepsi Free.
Lou: If you want a Pepsi, pal, you're gonna pay for it!

F rom the movie Back to the Future (in 1955, Tab and Pepsi

Cheap rate packages are keeping broadcast stations
from reaching their short- and long-term revenue poten-
tals. In markets all across the country, rate structures are
cratering, with prices dropping in some cases back to
early-1980s levels.

“It’s all about supply and demand in a saturated media
environment and a recessive
economy.” That's the convenient
but short-sighted reason for
pants-dropping. Because as we
all know, spoiling local clients
(and their blood-sucking adver-
tising agencies) for the short
term also spoils them for the
long term. Selling cheap pack-
ages “just this one time” is how
we create rate-contentious cli-
ents for life.

Smart sellers advise clients
against spending 95 percent of
their advertising dollars on sales
events — that is, going after the
worst, most disloyal 3 percent of
bottom-feeders who will only
buy the merchant with the low-
est price. Yet here we are, doing precisely the same thing
with our “special packages.”

So, how do we get rates back up? We go “back to
the future.”

Back to the “good old days” of professional broad-
casting, when we had to bring good creative ideas to
the table because the clients were not capable of com-
ing up with the same quality of creative on their own
(they're still unqualified in the creative area). We show
clients how to identify and solve consumer problems,
in the consumer’s language, to drive business to the
client without having to sacrifice the client’s price. We
show the client why it's in their best interest to get away
from clown-car cliché-infested crapmaster commercials
and get back to deep-sell marketing strategies that solve
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actual consumer problems.

We do detailed return on investment calculations
with clients, using their gross margins of profit and
their average sales against our total cume numbers
not fragments of numbers, not with CPP — just like we
used to do in the Golden Age of broadcasting, for the
following reasons:

1. So that clients know without a shadow of a doubt
that doing business with us is a good, calculated risk
rather than a gamble.

And Here’s The Formula You Use:

“Based on your average sale of $___ and your gross
margin of ___ percent, we'd have to bring you ___ new
customers per week in order for you to break even.
Based on our weekly audience

of thousand people, that
means we could fill up
Arena times, and out of

all of those people, we would
only have to sell . If we sold
—_ people, that would be a
50 percent return on advertising
investment. Looks like a good,
calculated risk to me.”

2. So that we can manage
their expectations about results.
If you don’t do the ROI analy-
sis, you and the client are not
on the same page about how
many new customers the cli
ent needs to break even. That's
when you get the surprise
phone call: “Cancel my advertising. It’s not working.”
Based on what? That’s anybody’s guess.

3. So that we can double or triple what they feel
comfortable spending on your station. Once clients
understand return on investment and how few new cus
tomers they really have to sell to break even, they may
opt to spend much more money with you. We should
be establishing the cost, not them. Would you make your
decision on what attorney, accountant, or surgeon to
hire based solely on who had the cheapest price? I hope
not. If your doctor told you that you needed open-heart
surgery, would he ever say, “By the way, what's your
budget for this?” No, of course not. “Umm ... could you
do me for about $400?” “Why, yes, we could. Of course,
the surgery will seem like an Aztec sacrifice to you, with
no anesthesia and all, but we could do it!”

www.radioink.com




Steer conversation away from our price and back to the value
that we bring o them as protessional advertising consultants
When sold correcly, value always supersedes price

We think bigger, not smaller, even in a recession. The broadcast-
g industry has been through recessions (and depressions) before
There 1s 10 question, even in our current economic situation, that
bigger proposals get maore chient attention and consideration than

the ltle dinky ones. Of all the vendor proposals pitched to clients,
ours are usually among the smallest, hence worth the smallest

amownt of the client’s valuable time and consideration. No more
siall-ball

We invest in training our salespeople in the art of creative think-
ing so they can use intelligent headlines to get appointments with
key decisionmakers, pitch million-dollar ideas, handle objections
like professional people, and close long-term agreements for more
maney at higher rates (Helloovoooo!).

We stop sales turnover by paying our sellers a living wage
so they can concentrate their time and energy on our business
instead of spending their time looking for another job just so they
can pay their bills.

When clients bring up other stations’ cheap rates and packages

remind them that there is a lot more at stake than just the rate.

Remember at family get-togethers like Thanksgiving, when you

PAUI.WEYLEAND
SN —\\_ ENT

had the Big Table and the little table? Well, Mr. Client, they're trying
Lo seat you at the little table. Their prices and lack of a solid creative
campaign reflect that. A business like yours has a lot of potential,
and I think you’ll get there a lot faster and feel more comfortable
seated here with us at the Big Table. Now, let’s move on and talk
about long- and short-term marketing strategies.”

We must sell smarter. We must sell bigger. We convince clients
that our plan for their success is better than theirs, not that we
have the cheapest rate in the market. Can we? Yes, even in a reces-
sion. Turning our backs to cheap rates now is the only way to a
brighter future. And if we don’t go back to higher rates, the future

doesn’t look very bright at all. Here’s to back to a brighter future
for all of us.

M. Strickland: You don't have a chance. You're just like your old

man. A McFly never amounted to anything in the history of Hill Valley.
Marty McFly: Yeah? Well, history is gonna change! WK

Paul Weyland is a broadcast sales trainer, author, and speaker. You can reach him at paul@paulweyland.
com, at www paulweyland.com, or at 512.236.1222. Read Paul's book Suecessful Lacal Broadcast Sales,

available online or at bookstores.
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NTERVIEW
GARY STONE

For 25 Years

By Editor-in-Chief Ed Ryan

Christi, TX, as a D] at KIKN. That was in 1969, when

he was just 18 years old. Stone became a GSM in

Houston in 1985, a GM in Houston in 1987, and then

i took a general manager post in Los Angeles in 1999.

G ary Stone started out his radio life on the air in Corpus

Eventually he was promoted to COO at Univision Radio,
a job hed hold for a decade, adding duties as Univision's
president of radio in 2006. Now Stone has written a book,
| A Face for Radio, about his radio experiences, with a portion
of the proceeds from sales going to St.
Jude Children’s Research Hospital and
the Broadcasters Foundation of America.

WHY DID YOU DECIDE TO WRITE
THIS BOOK?

Someone needed to be “a face for
radio,” and with my face, I figured I
would qualify — or so my TV counter-
parts at Univision would tell me. Also,
I don’t know of another book from a
president of radio going back over the
last 40 years, so I figured, Why don't I
write about my experiences?

Actually, my son Garrett, who is in
the industry (he works for Univision
TV national sales) asked me how I man-
aged to go from a T-shirt-and-blue jeans
Gary Stone country music DJ to the suit-and-tie
president and COO at Univision Radio.
So I tried to answer that question. After writing about 35
pages, 1 decided that it was more complex than that, and
perhaps I should write a book for him, my other two sons,
their families, and anyone else who would be interested in
how it all happened.

Ri: WHO IS YOUR TARGET AUDIENCE?

Anyone who would like to go from no money to finan-
cial freedom by building a company with a culture that is
bottom-up, based on achieving teamwork, communica-
tion, execution of strategic initiatives, having individual
accountability, and a relationship of mutual respect and
affection with all of those who work at the company.

T'had 1,200 employees, and I feel I had a close relation-
ship with virtually all of them, which I think contributed
greatly to what Tichenor Media System — which became
Heftel Broadcasting, which became Hispanic Broadcasting,
and in the end Univision Radio -— was able to achieve
during my 25 years.
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HOW DID A NON-HISPANIC MAN WHO DIDN'T
UNDERSTAND THE MUSIC NOT ONLY BECOME
A GM IN SPANISH-LANGUAGE MEDIA, BUT RISE
TO THE LEVEL YOU DID?

I did my best early on to quickly learn the Hispanic
culture and what was important to the people who came to
work every day. Respect was at the top of the list. Once the
people I worked with saw my concern for them individually
and their success at work and with their families, that made
a big difference in our ability to achieve the stellar perfor-
mance the company enjoyed over the years.

I found that you need to achieve consensus and under-
standing of what the goals are and how important each
person is to those strategic initiatives to achieve greatness.
This works in any language, format, or business, regardless
of industry.

WHAT WAS IT LIKE WORKING FOR MAC
TICHENOR?

I worked for Mac 19 years. His was a quiet, thoughtful
demeanor. A man of few words, but when he spoke, you
should listen closely and take notes. Anything Mac said,
you could take it to the bank. He always did what he said
he would do, and 1 do the same thing. So I am careful
about what I say because I am then obligated to do what I
said. I can't take it back. I think this is a terrific quality that
I learned from him.

TAKE US THROUGH THE EMOTIONS OF BEING
SOLD TO UNIVISION AND WORRIES OVER
WHETHER YOU WOULD BE PART OF THAT TEAM.

Whenever there is a change of control, you never know
what that means for the current leadership. However, 1
understood that Jerry Perenchio, who was chairman of the
board of Univision, wanted to buy Hispanic Broadcasting
Corporation not only to add radio as another platform,
but due to his high respect for the management team.
Univision had watched Hispanic Broadcasting perform for
years, so they knew the management was strong,

I'had a meeting with Ray Rodriguez, the president of
Univision, at his office in Miami. Ray told me, “Gary, you
are the expert on radio. Whenever you have a big issue,
you should call me. Otherwise, I rely on you to run this
business.” 1 felt fantastic after that meeting. When Mac
Tichenor left Univision, they did a search for a president
of radio. After interviewing 26 or so people, Ray finally
called me and said I had the job and that I was “head and
shoulders™ above all the other applicants. I was ecstatic!
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It wasn't untdl 2007, with the sale of
Unisision to private equity, the economy crash
of 2008, the departure of Jerry Perenchio and
Ry Rodriguez, having a new CEO, and my
perting a new boss over TV and radio, that
made me decide that after 25 years, 10 years
as chief operating officer, with five of those
years as president and COQ, perhaps it was
time tor me to retire from the company.

YOU SAY THE HARDEST PART OF
YOUR JOB WAS MANAGING TALENT.
WHY?

Talent egos are always difficult to deal with.
Some are better than others, but many can
be unreasonable. They don't often allow for
human error, and some are always in some
degree of unhappiness to leverage their issues.
Having been on the air, I could relate and have
a better understanding of their concerns than
most. My D background did give me a greater level of respect from
the talent. I was successful working with the talent, and most all of
them miss me not working with them to this day.

A FACE

Stone with his wife, Claudia
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WHY DO YOU THINK THE DREAM TEAM OF EDDIE
“PIOLIN” SOTELO AND RENAN “EL CUCUY” ALMENDARES
COELLO DID NOT WORK?

The ego of Renan just couldn't allow him to be happy doing
afternoons, regardless of the money he was being paid. This dream
team was terrific as long as it lasted.

IN THE BOOK, YOU GO INTO DETAIL ABOUT HOW PPM
NEGATIVELY IMPACTED HISPANIC STATIONS. HOW BAD
WAS THAT, AND DO YOU BELIEVE IT'S EVER BEEN FIXED
COMPLETELY?

After the Congressional hearing and the two-year plan that
Arbitron presented to fix the issue, we were satisfied that PPM would
improve for Hispanic and black audience measurements. From what
I can tell today, Spanish radio stations have improved. I haven't fol-
lowed what has happened with the Urban radio stations.

WHAT WILL READERS BE MOST SURPRISED ABOUT

WHEN THEY READ YOUR BOOK?

(A The cost I paid in becoming a broadcast
president and how lucky I was, and how lucky

they can be, too.

WHAT HAVE YOU BEEN DOING SINCE
YOU LEFT UNIVISION RADIO?

The first thing I did was write this book, as my
wife told me she wasn't going to take me to lunch
every day. I was asked to join the St. Jude Children’s
Research Hospital Executive Leadership Board due
to Univision Radio’s having raised over $50 million
during my 10-year period as COO. We work on fun-
draising so cancer death rates improve for children.

I put together the Houston St Jude Golf
Tournament for the last two years. The tourna-
ment this year is on December 7, and we hope to
raise over $200,000. I was elected to the National
Council of La Raza board of directors. In June
of 2014, I was elected to the board of Spanish
Broadcasting System. The preferred stockholders asked me if I would
be willing to serve on the board. I said yes, as this is a way for me to
still be part of the radio industry and hopefully be of service to SBS as
they move forward. It is ironic that I competed for so long against SBS,
to now be part of their board.

My latest venture is a company called American Green
Technology that Doc Kennedy began a few years ago and that now
has a product distributed by Infection Solution that kills 99.8 per-
cent of all pathogens in doctors’ and dentists’ offices and exam
rooms, as well as in hospitals, surgical rooms, day care centers,
elderly care centers, and anywhere germs fly around. The fourth-
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