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For Complete Studio Build-Out Solutions 
Consolidating studios? You need a complete solution. One 
company to call that has all the equipment, knowledge and 
expertise to complete your studio build-out on time and 
under budget. That company is BE. 

From initial design to R.0.1. analysis, from WAN installation 
to consoles, BE will do it all for you. You need not worry 
about compatible equipment, managing multiple vendors 

and paying dozens of different invoices. BE does it 
all and at a savings that will improve your bottom line. 
You’ll get complete project accountability, design, 
installation and the best studio equipment available. 

Whether you’re consolidating two stations or twelve, 
BEs Turnkey Studio Build-Out program will save you 
time, money and headache. 

MU TODAY! 121712240000 

Need Solutions? 
wwwMast.com Solutions for 

Tomorrow’s Radio 
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Awesome Sales Training 
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A House Divided 
Lay Down Your Arms for the Good of Radio 

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

Call 1-800-232-3131 & order today! 

The best sales training ever produced for Radio! 
My sales have increased dramatically!" 
Mary Jo Deisler/AE • WGN • Chicago 

Advertisers have long played Radio 
stations against one another as a 

tactic in negotiations. "Divide and Con¬ 
quer" is a time-tested strategy, and it 
works every time. Advertisers pit station 
against station because it helps them get 
more stuff fore less money. Get It? 

Sun Tzu, the ancient Chinese war 
strategist, wrote about it and Klausowitz, 
the great German war strategist agreed, 
“When you have created dissension 

within the ranks of your enemy and caused them to begin 
fighting one another, you have already won the war." In the 
Book of Luke, Jesus warns his followers, "Any kingdom di¬ 
vided against itself will be ruined, and a house divided against 
itself will fall.' 

Radio is a house divided. 
Group owners, general managers and sales managers 

from coast to coast continually tell me, "We don't believe 
in saying anything bad about other stations." Yet, most of 
their reps violate that credo on almost every sales call they 
make. Who looks stupid? Radio. 

When I conduct training sessions on the road, I often 
will use a deck of cards to illustrate how negotiations hap¬ 
pen. There are three players in my card game: your station, 
your competitor and the buyer. Each party begins with five 
cards The buyer gets a card every time he or she causes a 
station to become defensive or to trash another station. In 

every instance, after just a few exchanges, the buyer ends 
up holding all the cards. 

You see, the stations were not really competing against 
one another. They were competing against the buyer, who 
played them against one another. 

Will you never understand that you're losing the card 
game when you sell Radio against Radio? We must start sell¬ 
ing against other media. When the buyer says, "Which sta¬ 
tion should I buy?" the only correct answer is "You should 
buy both of us and take the additional money from news¬ 
paper or direct mail. Radio stations used in combination 
can kick the collective butts of print. "Media mix" is a thing 
of the past. 

Radio must have a cease-fire, but it cannot be negoti¬ 
ated by the commanders of Radio. It can happen only as 
individual soldiers lay down their arms. Will you do it? Will 
the other reps at your station do it? If you will, I want you 
to tear this column from the magazine, sign it and fax a 
copy with your signature to the other stations in your town. 
Maybe they will respond by doing the same thing. 

The Radio Revolution has barely begun We have a war 
to win and butts to kick! But Radio won't be kicking any¬ 
one’s butt until we stop kicking our own. @ 

B.Eric Rhoads, Publisher 

just $¡49 "The Power of Win/Win Selling" delivers... 

• Selling tools you can put work immeoiately! 
• 8 30-minute modules so you can leam at your own pace! 
• Special module reviews to ensure retention! 
With this revolutionary, proven, powerful selling system, you'll get awesome, 
measurable results for your clients every time they advertise. Your sales will 
increase dramatically or your money back! 

Chuck Meftord 
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RADIO //VÄ" HONORS RADIO S TOP 40 — The Most Powerful People in 
Radio have a great time at Radio Ink 's bash at Seattle's Space Needle 

lOHNOtlïN 

L LOWWMAWl 

AMFM's David Kantor. 

Sam Zell (Jacor) and Lowry Mays (Clear 

Channel) yuk it up. Clear Channel became the 

No. 3 Radio company after merging with Jacor. 
President/CEO Joseph 

M. Field, of Entercom. 

Lew Dickey. 
Executive Vice 

Chairman of Cumulus. 

(l-r) Bob Lawrence. President and COO of Jacor. 
and Jeffrey Marcus. President/CEO of Chancellor. 

John Cullen of Capstar and Gulfstar and Eric Rhoads. 

Radio Ink Publisher. 

Jeff Smulyan, 

Chairman of Emmis. 

Lowry Mays, Chairman/CEO of Clear 
Channel Communications. 

James DeCastro, 

President of Chancellor 

Radio Group. 

Talk show host Doug Stephan was the first through 
the door. 

WAIT! WHO OWNS WHAT?! — (l-r) Dan Mason/CBS, Randy Michaels/Jacor, John 
Gehron/CBS. and David Pearlman/CBS joke around with Mel Karmazin's and Lowry 
Mays' plaques. 
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HEADON, "THE BEST 
TRAFFIC SYSTEM IN 
THE BUSINESS.“ 

STOP 
Computer Concepts’ V.T. (Visual Traffic) 

is the "best traffic system in radio." And 

for good reason. Its Windows® based 

visual interface is easy to learn and 

V.T. offers multi station capabilities from 

one location. Add to that pre-defined 

STOP a nd take a moment to 
" evaluate your current traffic system. 

With V.T.'s management oriented 
approach, you'll keep pace with our rapidly 

changing industry whether you run one station 

or several groups of stations. 

It's the most flexible, fully integrated 

traffic system available today. 

management reports, station split functions 

for billing, A/R, commissions and more... you’ll 

soon discover why V.T. makes it safe to play in traffic. 

I Computer Concepts 
Corporation 

8375 Melrose Drive • Lenexa, KS 66214 • Toll Free 1-800-255-6350 • Phone 913-541-0900 • Fax 913-541-0169 • www.ccc-dcs.com 
Windows is i registered trademirk of Microsoft. 



LETTERS 

Thank-You Notes Just a brief note to thank you for my inclusion, and 
Saga's inclusion, in your 
group of 40 Most Powerful 
People in Radio (Radio Ink, 
July 6, 1998). You are in¬ 
deed the Forbes of the Radio 
industry. 

Edward K. Christian 
President/CEO 

Saga Communications 

First, let me commend you on a fine publication. 
You’re probably the classiest 
trade in the industry. I love 
the feature interviews. 

Second, I wanted to 
thank you for running the 
photo of the Smooth Jazz 
WJJZ 106.1 fully wrapped 
bus in your June 22, 1998 
issue (see "People in Ink”). 
We re very proud of it, and 
it sure has people talking! 

Sil Scaglione 
VP/GM, WJJZ-FM Philadelphia 

More “Competi¬ 
tive Dilemma” 

Of course I’d run Mr. Cul¬ bertson's spots (refer to 
Radio Ink Case Study "The 
Competitive Dilemma," July 
20, 1998), but only after I d 
gotten him to allow my 
Radio station to broadcast 
from his event at no charge 

— a complete remote broad¬ 
cast with all the glitzy show¬ 
biz trimmings. We’d proudly 
drive our station vehicle — 
a brand-new Toyota 
splashed with brightly col¬ 
ored logos from Culbertson's 
competitor — onto his lot. 
Our enthusiastic morning 
show jocks would greet his 
customers donned in T-shirts 
from the dealership across 
the street and introduce the 
competitor's popular little 
costumed mascot. The mas¬ 
cot and talent would gener¬ 
ously toss competitor 
coupons for free oil changes 
into the crowd and extend 
an invitation to join them 
later that morning for a free 
register-to-win contest in the 
competitor's showroom. 

[Am I] "jealous," Mr. 
Culbertson? Maybe "of¬ 
fended" might be a more ap¬ 
propriate word. We live in a 
competitive world where 
businesses are trying to stand 
out, brand their products 
and services in the eyes and 
ears of consumers, and win 
customer loyalty. Competi¬ 
tion isn't evil and it isn't a 
new concept. It's a part of 
everyday life and a big part 
of business. 

The biggest offender in 
this ridiculous "dilemma" is 
Bob Dellert. We all under¬ 
stand the importance of 
pleasing the customer and 
putting the customer first, 
but the unreasonable re¬ 
quests should not be ac¬ 
commodated. That's abuse 
— something our industry 
has experienced in unfair 
doses for too long and some¬ 
thing we are guilty of per¬ 
petuating ourselves. Mr. 
Dellert is more than partial¬ 
ly responsible for creating 
the dilemma and putting 
other Radio stations in an 

uncomfortable position and 
negative light. He created 
hassles and a bad taste for 
Radio for his client. 

Annmarie King, SM 
WLZR-FM Milwaukee 

Wal-Mart 
Stand-Off I liked your piece on Wal-Mart (Radio Ink, Publisher's 
Notes, Sept. 14, 1998). 
They are indeed a big tar¬ 
get for Radio, and certain¬ 
ly they are a retailer who 
should spend lots of money 
on Radio. I have traveled 
to Bentonville myself, try¬ 
ing to sell them on our 
media — to no avail 1 
might add. I even tried to 
buy a billboard across the 
street from their headquar¬ 
ters to say, "Did you know 
that there are 35 Wal-Mart 
stores covered 24 hours a 
day by KTTS-FM?" Unfor¬ 
tunately, the closest board 
I could find was about 15 
miles away. 

Here in Springfield, we 
[are home to] the national 
headquarters of Bass Pro's 
Outdoor World, the largest 
outdoor catalog in the na¬ 
tion, with new stores in 
Texas, Florida, Tennessee 
and Illinois. (By the way, we 
do syndicate an outdoor 
Radio show on more than 
600 stations.) I have 
worked hard to get them on 
our air. [We are] a perfect 
match, and they have been 
a "fair" advertiser for the 
last several years. 

Anther way we all can 
push Radio is via our Web¬ 
sites. We broadcast live and 
get responses from Aus¬ 
tralia, Canada and all over 
the U.S. 

Curt Brown, VP/GM 
KTTS-AM/FM, KLTQ-FM 

Springfield, Mo. 

Radio Stories 
Wanted 
am looking for former 
Radio professionals to con¬ 

tribute their views, opinions 
and insights to a new book 
that will examine the role of 
Radio in U.S. society since 
World War II (or since the 
arrival of television). I am es¬ 
pecially interested in the 
way television impacted and 
influenced the role, value 
and quality of Radio after 
TV's debut in the late 1940s. 

Please send your writ¬ 
ten contributions (any 
length is fine) to: Dr. 
Michael C. Keith, 153 Lind¬ 
sey Street, Attleboro, MA 
02703. 

The book is to be titled 
No Sound on the Moon: Radio in 
Society Since WWII. It is es¬ 
sentially an oral history, 
which will feature your 
words along with those of 
many others, including Nor¬ 
man Corwin, Art Linkletter, 
Himan Brown, Les Tre¬ 
mayne, Ray Bradbury, Casey 
Casern, Paul Harvey, Karl 
Haas, Bruce Morrow, True 
Boardman, Daniel Schorr, 
Elliot Reid, Cary Owens etc. 

Please include with your 
story a brief statement re¬ 
garding your own involve¬ 
ment in the magic medium. 

Dr. Michael C. Keith 
Attleboro, Mass. 

Have a question or comment for us? 
Please send correspondence to "Let¬ 
ters", 224 Datura St , Suite 7or, 

West Palm Beach. FL 3340 i or by 
E-mail at Letters@radioink com 
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COMMENTARY 

Jack M. Rattigan 
Marketing To the 50+ 

I
t's the fastest growing and most financially secure demographic, 
yet Radio appears to ignore those who have celebrated their 
50th birthday. Many Radio stations continue to try to serve 

everyone (the 25-54 myth), yet we promote ourselves as "the 
niche media." There is obviously a contradiction here. 

In the past few years, 1 have traveled the country to speak 
to stations about various marketing concepts. One of the most 
requested subjects is "Marketing To the 50+." These stations 
know what a powerful listener base they have, but they have 
to break down false impressions that "older people" have no 
money, don’t buy anything etc. Now there is research to demon¬ 
strate the value of this demo. The facts prove that this under-
appreciated group is prosperous — and not afraid to spend. 

Fortunately, from major markets to small towns, there are 
more and more stations now programming to the 50+. Some 
of these stations originate their own programming featuring 
local talent well-known in the market. Others are taking ad¬ 
vantage of syndicated services such as Music Of Your Life, West¬ 
wood One’s Adult Standards and ABC’s Stardust. 

The affiliates are growing day by day. In 1996 when Music 
Of Your Life went on satellite, they had 26 stations. Today, they 
have 114 stations, and the list is growing. The growth pattern 
with Stardust and Adult Standards is similar. These formats are suc¬ 
cessful on AM and FM. They feature nationally known talent 
such as Gary Owens, Jeff Rollins and Eddie Hubbard. 

The sales opportunities are untapped and phenomenal. 
This demographic is the ultimate in niche marketing. Every 7.5 
seconds another American turns 50 — it is a gold mine wait¬ 
ing for more pioneers. 50+s represent 43 percent of all Amer¬ 
ican households. The 50+s are active, adventuresome and 

affluent: 77 percent own their own home, they have 70 percent 
of the nation's personal wealth, they hold 80 percent of U S. 
savings and take 163 million trips a year. 

Who are the prime advertisers for this demo? Car dealers 
(43 percent of new cars), fast foods (they take their grandchil¬ 
dren), toy stores (25 percent of all toy sales), pharmacies (70 
percent of all prescription medications), real estate (condos and 
second homes), heath clubs (38 percent of health-club mem¬ 
berships) ... and the list goes on. There are few businesses that 
cannot benefit from this audience. 

Today's seniors are redefining the concept of growing old, 
so don’t stereotype them. They are into everything that is 
new and exciting. Computers and the Internet are not just for 
the young. According to Craig D. Spiesel, Director of Emerg¬ 
ing Markets for Microsoft, "Older Americans are the fastest-
growing purchasers of computers ... retirees are the most-active 
users of any age group on the Web." Aggressive Radio sales¬ 
people shouldn't overlook any business. Seniors like to be "in¬ 
vited to shop." Radio can get the message to them tsi 

Jack M. Rattigan, CRMC, a station consultant and motivational speaker, 
is CEO of Rattigan Resources. He may be reached at 757-484-301 7 or by 
E-mail at jmrcrmc@pilot.infi.net 

RUTURAMIC 

totalradio" 
VOICETRACKED MUSIC 
FORMATS DIRECT TO 
YOUR HARD DRIVE 

PROGRAMMING SOLUTIONS 
FOR TOMORROW'S RADIO 

800.426.9082 

A Broadcast Electronics Company 

RADIO! 

Bmm programming 

www.bpradio.com 
Run lean, Sound Rich 
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Budget Time! Budget Gift! 

Maximize! 
’s PRIMARY OBJECTIVE 

• “Dave Gifford is the best sales and management consultant in the Radio business 
today!” — Ed Christian, President/CEO, Saga Communications 

• “As I told you at the conclusion of your Grad School in Boston, I wish I had taken 
your course 30 years ago.” —Joe Amaturo, President, The Amaturo Groups 

• “You have to be the Michael Jordan of Radio sales and management consultants!” 
— Bill Wells, Director of Sales (a six-station megaopoly in Des Moines, IA) 

• “For two days we heard the most astounding presentation. It was incredible! 
And we highly recommend it. But beware! If you’re used to doing things like you 
have always done them and feel that’s the best you can do, you may be in for a 
rude awaking.” — Bill Sims, Owner/Manager, KIOT-FM Santa FE, NM (a former competitor of Gift’s) 

• “I now have an explosive system! By far the meatiest, most influential, most valued-packed, 
most real-world, have-you-got-the-guts, put-it-to-work seminar I have ever attended.” 
— Bill Guertin, Sales Manager, WKAN/WLRT Kankakee, IL 

• “This is BIG! 100 percent sell-out for 52 weeks. Now we can create a higher rate 
demand.” — Tom Gaertner, Sales Manager, WKLH-FM Milwaukee, Wl 

• “Giff, you have a sense of what salespeople actually encounter in the street, and 
offer realistic solutions to solve their problems.” — Chris Painter, VP/SM, KXLP/KYSM Mankato, MN 

• “Dave Gifford is the ultimate sales pro, the greatest salesman since the Pied Piper, 
the King of the Closers!” — Ken Costa, Former VP/Marketing, Radic Advertising Bureau 

• “Your presentation touched all the bases and delivered far more information than 
we could ever have expected. You targeted your presentation to our needs. You were 
sensational! What more can be said?”— Art Rowbotham, President, Hall Communications, Inc. 

Get Giff 
□AVE GIFFORD INTERNATIONAL 

1 1 43 TAOS HWY., BANTA FE, NM 87501 
1 800 TALK GIFF • (SOD) 9B8 7007 

...Or get left behind! 

1-800-TALK-GIF 



Now available at www.arbitron.com! 

What are the challenges and opportunities that the Internet poses 
for radio? The just-released Arbitrou Internet Listening Study 
finds that there are many ways stations can leverage the power 
of the Internet to their advantage: 

■ Explore exciting new non-traditional revenue opportunities 
for radio on the Internet 

■ Strengthen your listener and advertiser relationships with 
your Web site 

■ Reach Pl’s when they’re at work and beyond your signal 

The Arbitrou Internet Listening Study, conducted in association 
with Edison Media Research, is the most comprehensive study 
ever undertaken on how radio listeners use the Internet, who is 
listening online and the potential impact of new media on radio. 
Best of all, the study is free. 

To Download the Arbitran Internet Listening Study, visit the 
Arbitran Web site atwww.arbitron.com. 

Arbitron: Helping Grow Radio's Share 

ñRBITRüN 
a division of Ceridian Corporation www.arbitron.com 



FORUM 

What techniques, products, 
promotions or ideas do you implement 

to try to increase ratings? 

MAJOR MARKET 

Joe Cariffe 
DOS 

Chancellor Media 

San Francisco 

What ultimately drives 
ratings is what gets listen¬ 
ers to listen longer and 
record that listening. Know 
what listeners want, and 
give them lots of it. 
Great programming is 

the foundation of winning 
in the ratings, aided by fun 
contests and promotions. 
A healthy marketing bud¬ 
get won't hurt either. You 
stay top-of-mind when 
your station is visible. 

In preparation fora book, 
I first lay in those market¬ 
ing and promotion elements 
that are the successful sta¬ 
ples of the station. Then, I 
look for new opportunities 
with the help of the best 
consultants and advisors. 
Part of that advisory board 
should include marketing 
and promotion people from 
outside the Radio industry. 
Innovative ideas frequently 
come from such people, 
who are not encumbered by 
past experiences. Just the 
presence of guests in a 
meeting can invigorate 
your next strategic brain¬ 
storming session and make 
it more productive. 

MEDIUM MARKET 

Ed White 
Group Manager 

KLCN-AM, KOSE-AM/FM, KHLS-FM, 

KAMJ-FM 

Memphis 

One thing that has in¬ 
creased our ratings is our 
high level of severe 
weather in this part of 
the country. We're not 
afraid to blow out regu¬ 
lar programming and go 
wall-to-wall with our 
weather coverage. It's 
something to which we're 
committed. 

Listeners call in and tell 
us where they are and 
what's happening. That 
brings in more listeners 
as well as positive letters. 
It’s a different approach 
from giving away a house 
or a car, which a lot of 
the bigger stations do. 
But it’s just as effective. 
We also get out into 

the community in our ser¬ 
vice area. We do a Town 
Salute series that kicks off 
in the spring and runs 
through the fall. We go 
into towns, set up for a 
few days and do live 
broadcasts. We also are 
involved with county 
fairs. There is a lot of lis¬ 
tener contact during the 
county fairs. 

SMALL MARKET 

Dave Aamodt 
GM 

KIT-AM, KATS-FM, KQSN-FM 

Yakima, Wash. 

Even though Yakima is 
not a continuous measured 
market, our listeners don’t 
know that. We strive to 
deliver a quality product 
every day: PDs work with 
music consultants,- music 
directors use Selector to 
manage music rotations,-
the production director 
keeps promos fresh and 
images the station to our 
audience. Entertaining and 
listener-involved morning 
shows that are visible and 
topical set the table for the 
rest of the day. 

Contesting and promo¬ 
tions are secondary to 
putting out a quality prod¬ 
uct. We believe only a 
small percentage of listen¬ 
ers are interested in con¬ 
tests and prizes. Yes, during 
the ratings period the 
prizes are enhanced. How¬ 
ever, the music, morning 
show and marketing of the 
stations are key to ratings 
success. Using TV, print, 
direct mail, remote broad¬ 
casts and personal ap¬ 
pearances can make the 
station more tangible to 
the masses, fa 

SOLD! 
WNDU-AM/FM 

South Bend, Indiana 
from 

Michiana 
Telecasting Corp, 
wholly owned 

subsidiary of the 
University of Notre Dame 
Jim Behiing, President 

to 
Artistic 

Media Partners, Inc. 
Arthur A. Angotti 

President and Chairman 

George 1. Otwell 
and 

Elliot B. Evers 
represented the seller. 

ELLIOT B. EVERS 
415-391-4877 

GEORGE I. OTWELL 
513-769-4477 

BRIAN E. COBB 
CHARLES E. GIDDENS 

703-847-5460 

RADIO and TELEVISION 
BROKERAGE • APPRAISALS 

MEDIA VENTURE 
PARTNERS 
WASHINGTON, DC 

CINCINNATI 
SAN FRANCISCO 

Subject to F.C.C. approval 
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THE WIZARD OF ADS 

Selling the Inside Champion 
Who Has the Ear of the Decision-Maker? 

ROY H. WILLIAMS 

A
s a little kid, I watched 
a clown named Ronald 
launch a worldwide 

fast-food empire by winning 
the hearts of "inside champi¬ 
ons" all across America. Ronald 
found his champions watch¬ 
ing Saturday-morning car-

the golfing buddy or the friend of a friend. 
But never try to target an inside champion. 
(No one likes being "used.") Just realize that 
inside champions are all around you, every 
day. All you need to do is tell your very con¬ 
vincing and compelling story to anyone and 
everyone who will listen to it. You never 
know whom a person might know. 

QUICK 

READ 
▲ Don’t fall into the trap of 

thinking you must target 
“the decision-maker” in 
your advertising. 

▲ Salespeople habitually ignore 
the very friendly and readily 
accessible “inside champi¬ 
ons" who could make the job 
of selling so incredibly easy. 

▲ But nevertry to target an in¬ 
side champion. (No one likes 
being "used.”) 

▲ If even one of these inside 
champions is deeply impressed 
with your story, what do you 
think is going to happen? 

Roy's new book, The 

"Wizard Wizard of Ads, is ovoil-

01 2lds a^e 'n bookstores na¬ 

tionwide and is rapidly 

climbing the charts to 

become the best-sell¬ 

ing business book in 

America. Foreign publishers are now 

bidding for the rights to publish The 

Wizard of Ads in all foreign languages, 

including Chinese! Best of all, this 

book is pro-Radio! 

toons, and he impressed them with the idea 
that a toy should be included with the pur¬ 
chase of every hamburger and fries. Ronald 

While it always has been difficult to reach 
the person who has final authority to make a 
decision, reaching all the people around 

knew that each 
little inside cham¬ 
pion rode in the 
back seat of a car 
driven by a deci¬ 
sion-maker, and 
that when the 
time came for that 
decision-maker to 
make a decision, 
his inside cham¬ 
pion would fly 
into action. 

Don't fall 
into the trap of 
thinking you 
must target "the 
decision-maker" 
in your advertis¬ 
ing. In reality, our 
irrational tenden¬ 
cy to over-target 
becomes even 
more pronounced 
in face-to-face 
selling situations. 
Perhaps it's be¬ 

that person is 
usually incred¬ 
ibly easy. And 
if even one of 
these people is 
deeply im¬ 
pressed with 
your story, 
what do you 
think is going 
to happen — 
especially if 
you haven't 
asked that per¬ 
son to "talk to 
the boss" for 
you? Remem¬ 
ber: It's not 
who you reach, 
it’s what you 
say that counts. 
Or, as my 
friend Rich 
Mann says, "Its 
not who you 
know, it's who 
knows you." 

cause sales trainers have long insisted that, 
'The first step in making a sale is to reach 
the decision-maker. Don't waste time on peo¬ 
ple who have no authority." The result of this 
horrible advice has been that salespeople ha¬ 
bitually ignore the very friendly and readi¬ 
ly accessible "inside champions" who could 
make the job of selling so incredibly easy. 

Your inside champion may be the sec¬ 
retary, the file clerk, the husband, the wife, 

How many strangers do you impress with 
your story each day? Have you been ignor¬ 
ing all the friendly, powerful inside cham¬ 
pions who surround you? Have you 
mistakenly assumed that they couldn't help 
you because they weren't "decision-makers"? 

Are you proud of the product or service 
you sell? If so, then talk about it (even if 
the people who are listening all seem to be 
small potatoes)! Ö 

Roy H. Williams is President of Roy H. Williams Marketing, Inc He may be reached at 5Í2-295-57OO or by E-mai! at roy@rhur.com 
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A complete, full-service Consulting Company offering: 
• Hands on, one-on-one consulting in: Format Turnarounds, 
Music Programming, Contests and Promotional Planning 

• Identify Format Opportunities in YOUR Market 
• Complete Format Development 

• Work with YOUR Management Team in Implementation 
• Complete Research - Perceptual & Music Testing 

• Strategic Planning • Air Check Critiques • Market Visits 
• Weekly Music Calls • Competitive Market Analysis • Music Libraries 

• Marketing & Positioning • Station "Image" Voicing 
• Custom Playlist • Daily Scheduling of Your Music Playlist 

TOM WATSON, 
Managing Director 

Jones Radio Consulting & Programming is a 
FULL SERVICE. TOP QUALITY 
consulting service available to you for 

BARTER or CASH! 

For more information, call 
JONES RADIO 

CONSULTING & PROGRAMMING, 

303-784-8770 



SALES REVOLUTION 

Top-Secret Sales 
Strategies 
A Dialogue to Sell Results 

KENT MALINOWSKI 

T
he best Radio sellers are 
masters at creating 
flanking/guerrilla/re-di-

rect sales strategies. Their best 
re-direct strategies are closely 
guarded secrets. Here are some 
simple strategies that work well. 

In this dialogue, our "Mas-

The best 
Radio sellers 
are masters 
at creating 

flanking/ 
guerrilla/ 
re-direct 

sales 

ter Ninja" seller has three great campaigns to 
help a furniture store increase store traffic and 
sales. The problem: He knows the store owner 
has complained in the past about the Radio sta¬ 
tion's rates. Our seller's objective is to get the 
prospect to think about results, not rates. 

Prospect: I'd consider buying some spots 
from you, but you have to get your rates 
down. If we do business, I won't pay you any 
more than $X per point. 

You: I appreciate your willingness to give 
us a try, and I really wish I could help you. Do 
you want cheap spots or do you want results? 

Prospect: Both. 
You: Of course. But which is more im¬ 

portant, cheap rates or results beyond your 
wildest dreams? 

Prospect: Results, of course. 
You: Fair enough. So, what results are 

you looking for? 
Prospect: I want to increase store traffic. 
You: I understand. For a reason? (This move 

gets the real issues on the table.) 
Prospect: My floor planning is exhausted, 

and 1 need to move it so 1 don't get hit with a 
big interest charge. 

You: When you say "big", you mean ... 
Prospect: $60,000. 
You: That's not a lot for a company your size. 
Prospect: Are you kidding? That comes 

out of my pocket! 
You: If you turned the inventory, how much 

profit would you generate, in round numbers? 
Prospect: Roughly another $80,000. 
You: So should we talk about how to help 

you turn the inventory, or do you want to talk 
about spots? 

Prospect: Turning the inventory. 
You: Okay, but how open-minded are you 

to new ideas and approaches for the campaign 
to turn the inventory? 

Prospect: Very — because I have to move it. 
You: How much would you spend if you 

were convinced it would work? 
Prospect: I'm not sure. 
You: Think about it. You have a $ 140,000 

problem. What would you spend to fix it? 
Prospect: I'd spend $20,000. 
You: I thought you wanted to move it quickly? 
Prospect: Well, I might spend $30,000 if 

I knew it would work. 
You: Even if my rates are higher than any 

other media in town? 
Prospect: If your ideas work and I can move 

this inventory, it will be worth the premium. 
You: Okay, I'll lay out my ideas. If you don't 

like it, would you be okay telling me "no"? 
Prospect: Sure. 
You: Thanks, because some people would 

say rather say "maybe" when it's really "no." 
What happens if you like it? Would you be 
equally comfortable saying so? 

Prospect: Sure. 
You: Good. I just wanted to make sure we re 

both okay with what would happen at the end 
of my presentation In summary, I'll lay out my 
three ideas. You can say you don't like it and 1 11 
leave. Or you can say "yes” you like it, and we'll 
schedule the campaign. Are you okay with that? 

Prospect: Sure. What's your idea? 
Now you simply have to present your ideas 

for the campaign. The sale is done. S 

strategies. Kent Malinowski is Managing Partner of SuccessWorks, a sales consulting and training firm to 
Radio industry CEOs. He may be reached at 888-667-7253 or by E-mail at successworks@usa.net 

18 To subscribe, coll 1-800-610-5771 RADIO INK — OCTOBER 26, 1998 



STimint 
-TPfSS-

PLANNING 

YES, RUSH me 3-volume sets of the Blueprint for Promotional Success for only $277. 
Price includes FREE priority shipping! 

Name .Company 

GENERATE REVENUE WITH 
GREAT CLIENT PROMOTIONS 

3 VOLUMES! BLUEPRINT FOR 
PROMOTIONAL SUCCESS 
• Over 600 revenue-generating promotions 
• Packed with practical ideas 
• Sell the ideas and bring in the money 
• Complete, ready-to-use packages 

PLUG AND PLAY! 

Fill in your call letters, client's 
name, cost, and 
you're ready to go. 

3 BOOKS 

• Retail -•’WmFa 
Promotions 
• Holiday & \ 
Seasonal 11 
• Audience Building \ 

$277 J 
For The 
3-Volume Set. 
($ 109 each if 
purchased separately) 

Add ress _ 

City _ State_ Zip_ Phone_ 

Charge My: □ Visa □ MasterCard □ AMEX Fax -

Card No. _ Exp. Date_ 

Signature _ 

3 Payment Enclosed (Check Payable to Streamline Press) 224 Datura Street, Suite 718, West Palm Beach, FL 33401 
FAX ORDERS 

561-655-6134 

CALL NOW 
FOR FASTEST SERVICE 

800-610-5771 
(outside north America: 561-655-8778) 



GIFF ON SALES 

When to Close 
Shoot for More 
than One Sale 

DAVE "GIFF" GIFFORD 

F
or starters, there are up 
to 12 opportunities to 
close a sale within a sale. 

Closing ... 
1. A call-in lead. 
2. After the opportunity 

presents itself, during the fact-
finding call. 

QUICK 

READ 
▲ There are up to 12 opportu¬ 

nities to close a sale within 
a sale. 

▲ According to the book, you’re 
supposed to head for the 
nearest door before “buyer 
remorse" sets in. Rubbish. 

▲ Keep track of the percentage 
of your orders that actually 
get canceled “before start.” 

▲ Why? Only a small percent¬ 
age of orders actually can¬ 
cel before start. 

▲ What should you do? Go after 
another order. 

3. After you get a confirmed kill of their 
only remaining major objection. 

4. After you set up an action close with 
a string of minor agreements. 

5. After you gain a crucial agreement. 
6. After recognizing you've scored with 

benefits the buyer relates to. 
7. After their non-verbal communication 

tells you that you have the ring in their nose. 
8. After you have confirmed definite 

interest. 
9. After confirming that a condition of 

"implied consent" is present. 
10. After confirming the buyer's in¬ 

tention. 
1 1. After you get a "buying question." 
12. After you get an order. 
Nos. 1-1 1 don't require much explana¬ 

tion. No. 1 2 does: 
You've just closed a sale. Now what do 

you do? 
According to the book, you're supposed 

to head for the nearest door before "buyer 
remorse" sets in. Note: Buyer remorse sets in 
when, in second-guessing themselves, buy¬ 
ers regret their decisions and cancel their 
schedules before they start. 

Rubbish. 
To prove it to yourself, keep track of the 

percentage of your orders that actually get can¬ 
celed "before start." Why? Because only an in¬ 
finitesimally small percentage of orders actually 
cancel before start, that's why. Which means, 
in heading for an exit because of the fear of 
buyer remorse, you've just made a decision based 
on the least-likely expectation. 

So, what should you do? Go after another 
order. Every time you get an order, here is what 
you should say to yourself: By the numbers ... 

1. Buyers don't buy unless they believe. 
And, because 1 just got an order, this buyer be¬ 
lieves. This is not the time to leave. 

2. This buyer just made a decision that 
he/she wants my time more than the money my 
time costs. Otherwise, why would such an ex¬ 
change be made — the buyer's money for my 
time? The buyer wants my station, period. This 
is not the time to leave. 

3. In selling, after getting a "no," the math¬ 
ematical probability is that another "no" will 
follow. But after getting a "yes," the mathematical 
probability is that another "yes" will follow I 
just got a "yes." This is not the time to leave. 

4. Psychologically, therefore, the buyer 
must still be in a "buying mode." This is not the 
time to leave. 

5. This is the time to ask for another order. 
For example, having just taken an order for 
Christmas, here's your speech: 

"OK, we've taken care of Christmas, now 
let's take care of 1999. How many commercials 
do you think you'll need over an entire year? 
1,000? 1,500? 2,000? More? Here are three 
schedule options that I worked up to start on 
the first Monday of the new year. Which one 
makes the most sense to you?" 

Lesson-. Forget "buyer remorse!" Always be 
prepared to go after more than one order at 
a time. 

And one more thing: Try not to think about 
the money you left on the table because of the 
potential threat of buyer remorse. It will only 
make you sick @ 

Dave Gifford is President of Dave Gifford International and Founder of The Graduate School for Sales 
Management. He may be reached at soo-TALK-GIF 

RADIO INK - OCTOBER 26. 1998 20 To subscribe, call 1-800610-5771 



PROPHET SYSTEMS 

V RI W1Í-E AREA NETWORK AudinWizard ' 

WEB www.prophetsys.com OFFICE 308/284-3007 SALES 800/658-4403 
sales@prophetsys.com 

Although you've probably guessed-

PSI academy is adivison of 

Call the PSi Academy for the current class schedule 
or register on-line at www.prophetsys.com! 

SUPPORT 800/658-4396 ACADEMY 800/241-4965 
support@prophetsys.com academy@prophetsys.com 

Productivity 
Our systems are user-friendly-you can probably be up and running in a matter of days. But to show you all the power 
and flexibility, we've created the PSi Training Academy, a state-of-the-art educational facility. Get hands-on experience 
under the supervision of broadcasters who have relied on the AudioWizard for their bread and butter. 
During the four day program students 
have an opportunity to master: 
The Control Room, The Production 
Room, Clocks and Logs, Time and 
Temperature, Music Automation, Digital 
Reel to Reel, The Copy System, The 
News System, Maintenance Menus, 
Utility Menus, Reports, WANcasting, 
Crystal Ball Digital Archiving, and much 
more!! 

Recent Attendees comment: 

“I look forward to sending more people. ” 
Group Engineer 

“Very impressive. " P.D. 

“Excellent session!” Engineering Manager 

“An incredible facility!” Operations Manager 

“...the whole experience was awesome!” P.D. 

ACADEMY 
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CUMULUS 
CLIMBING 

Like a freight train rolling through small and medi¬ 
um markets across America, Cumulus Media is 
gobbling up Radio stations at a record pace. 

With just over one year in operation, Cumu¬ 
lus now operates almost 200 Radio stations in near¬ 
ly 40 cities. They are ranked fifth in total number 
of stations and 13th in estimated revenue. And they 
recently went public. Chances are, if you work in 
a medium or small market, you may have heard 
the Cumulus name circulating as a possible buyer. 

Radio MA spoke with Executive Vice Chairman 
Lew Dickey and Executive Chairman/Treasurer 
Richard Weening. Dickey brought his expertise 
from Stratford Research and his lengthy Radio 
background to Cumulus. Weening’s background 
encompasses 20 years as a CEO and investor in 
book and magazine publishing, as well as other 
fields. Together, they are making waves in this free¬ 
wheeling post-Telecom buying frenzy. Why did they 
form this mega Radio company? How are they fi¬ 
nanced? Where are they headed? We put those and 
other questions on their table. 24 ► 



< 23 Interview 

TAKEOFF 
INK: How did Cumulus get started? 

Dickey: I was doing some consulting 
through Stratford Research with a compa¬ 
ny Richard Weening had an investment in 
through his venture capital company in the 
Caribbean, Caribbean Communications. 
Richard and I were in Trinidad working on 
the stations there. On a long flight back, 
we were talking about the changes in the 
industry due to the Telecom Act and what 
deregulation was going to bring. 

Richard was sharing his experience 
in raising money and building companies. 
So, we decided it would make a lot of 
sense for us to get together and leverage 
off of both of our respective strengths and 
form a partnership. We did, and it has 
worked out extremely well. We are both 
very pleased and have developed a strong 
personal relationship in addition to an 
excellent business partnership. 
Weening: Absolutely! The result is a 
pretty powerful combination of Radio 
industry expertise and financial know¬ 
how — a combination that is necessary 
to build a great media company, which is 
what we re trying to do. 
Are you always looking for more sta¬ 

tions, or do you have a specific 

number in mind? 

Dickey: There is no goal, per se, in 
mind. We have a very large and sub¬ 
stantial base to work from today. We are 
not looking for deals. We are looking 
for good deals. As long as we can con¬ 
tinue to acquire quality properties that 
meet our criteria, we are interested. 
However, we are not just out there buy¬ 
ing for the sake of buying. We have no 
target in terms of size, or vanity contest 
in terms of who has the largest group. 

THEIR PIECE OF THE SKY 
Why have you chosen the size 

Richard W. Weening is the . 
Executive Chairman of CumuluJ 
Media Inc. and Chairman and 
a Director of Cumulus Broad¬ 
casting Inc. He was a founder 
and the initial investor in 
Cumulus through QUÆSTUS, a 
private equity investment and 
advisory firm for which he 
served as Chairman and CEO 
until March 1998, when he as¬ 
sumed his current position in 
Cumulus. Weening holds a B.A. 
degree from St. Johns Univer¬ 
sity, Minnesota. E-mail: 
richard@cumulusmedia.com 

Lewis W. Dickey Jr. (r) is the Ex¬ 
ecutive Vice Chairman of Cumu¬ 
lus Media Inc. as well as Deputy 

Chairman and a Director of 
Cumulus Broadcasting Inc. He 
was a founder and co-investor 

with Richard Weening in 
Cumulus. Dickey also founded 
and was President of Stratford 
Research Company, Inc. Dickey 
holds BA and M.A. degrees in 

English literature from Stanford 
University, and an M.B.A. from 

Harva'd University. E-mail: 
lew.dickey@cumulusmedia.com 
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On being a public company: “We’re aggressive operators, 
no matter what. It is just a little different to look in the 
paper and see what your company is worth every day 

when you never had to do that before.’-iewoickey 
markets you’re in? 

Weening: We chose the mid-size and 
smaller markets for a lot of reasons. First of 
all, they are growing faster than the larger 
markets. As people make the lifestyle-dri¬ 
ven choice to live in less-complicated 
environments, the [markets] historically 
have been a bit more resilient in economi¬ 
cal downturns for a variety of reasons. This 
makes them attractive as well. 

Frankly, the mid-size and smaller 
markets were unconsolidated when we 
started all of this. So, there was an op¬ 
portunity to go in and do what Lew and 
I really do best, which is the original 
work of consolidation — putting to¬ 
gether optimal clusters from indepen¬ 
dent operators, as opposed to buying 
markets where the clusters have already 
been put together. 
Dickey: What we've found is that con¬ 
solidation adds the first round of value-
added, if you will, then brings larger 
market expertise in terms of sales and 
programming into the smaller markets. 
Together, they are a very powerful com¬ 
bination. Between those two, we feel 
consolidating smaller markets, based on 
what we're able to pay for the stations 
and the value we're able to add, provides 
the best lift for our shareholders. 
When you go into a station, do you 

have a philosophy about what you 

need to do first? 

Dickey: "Secure" would be our overriding 

philosophy. When we go into a market, 
generally we acquire a full compliment 
of stations. 

Our game plan is to do two things. 
No. 1, we want each station to stand 
on its own as a brand and maximize each 
station's individual audience and revenue 
share. No. 2, we want to optimize our 
cluster against the rest of the market. 

With those two things in mind, and 
by having each station as an individ¬ 
ual brand, we look to make sure we have 
the right management in place, sepa¬ 
rate sales forces for each of the stations 

timize against the rest of the market. 
An early consolidation question was: 

Should sales staffs be separate or 

consolidated? It sounds as though 

your philosophy is that they must be 

separate to be successful. 

Dickey: It is a combination of both. We 
are very buyer-focused and customer¬ 
friendly in that respect. Where it makes 
sense for advertisers to buy an individual 
brand targeted for them, that’s what well 
focus on. However, when an advertiser 
is blanketing the market and we can pro¬ 
vide a broad reach for that advertiser, 

and separate programming staffs for 
each of the stations. We don't have add¬ 
on stations that just operate out of a 
closet. All of these stations are run ag¬ 
gressively as if they were our only asset 
in the market. We have the advantage 
of having several of them in the market 
that we can collectively program to op-

who has a broadly targeted product or 
service, it makes sense for us to offer our 
entire basket of assets. 

CENTERS OF GRAVITY 
Where have you found and hired the 

people you have brought to your 

company? 6

HOW THEY STACK UP 

Company Total Station Count 

Chancellor Media 479 

Clear Channel/Jacor 454 

Cumulus 195 

CBS 161 

We've got YOUR ticket to...TH E HOTTEST ALTERNATIVE MUSIC 

JONES RADIO NETWORK Director of Affiliate Sales 303*784-8700 
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-4 25 Interview 

JOHN 
DICKEY 

is Director of Pro¬ 
gramming for Cumulus 

Media Inc. and VP of Cu¬ 
mulus Broadcasting Inc. 

Dickey is also a co-owner and for¬ 
mer Executive VP of Stratford Research 
Company, Inc. Dickey holds a B.A. degree 
in American history from Stanford Univer¬ 
sity. E-mail: john.dickey@cumulusb.com 

Dickey: We generally go into a market and 
buy from two to four different sellers in a 
market, which means we generally have 
two or more ... different managers to 
choose from in a given market, [one of 
whom] ultimately [becomes] our market 
manager. For the most part, we have found 
very capable and qualified people in each 
of our markets. In some instances, where 
we haven't, or where sellers have decided 
that it was time to retire, or get out and do 
something else, we've had to bring some 
managers in. 

In many instances, what we've found 
is ... that when we acquire four to five FMs 
in a market and put together a cluster, [we 
have] stations now that are billing substan¬ 
tial amounts of money — what would pre¬ 
viously have been done at top-25 markets 
on stand-alone stations. [The cluster] is a 
significant media outlet now, which is what 
we feel is really going to bring and give small 
Radio its just due in these markets. 

It is no secret that there are a lot of 
managers out of work today [because 
of] consolidation. So, there are a lot 
of very qualified, capable and talented 
people floating around with major-mar¬ 
ket experience as well as small-market 
experience. When we are able to es¬ 
tablish these kinds of outlets in the mar¬ 
kets, we can attract the industry's best 

talent. Where we haven't found it lo¬ 
cally, we aggressively recruit and bring 
it into the markets. 
Do you have to educate your man¬ 

agers on the financial end of the 

business as it pertains to Wall Street? 

Weening: We try to keep our managers 
focused on managing quality Radio 
groups, to focus on advertisers and lis¬ 
teners. One of the things we've done 
very successfully in our organization is 
to bifurcate the operating side from the 
corporate finance/Wall Street/merger/ 
acquisition side of things. 

Lew and 1 do a lot of the Wall Street 
and merger/acquisition work. Bill 
Bungeroth, who is the President of our 
operating company, runs the day-to-day 
operations of the business. Bill and his 
managers can spend all of their time fo¬ 
cused on building the company at the 
operating level. Lew and I can spend our 
time on expanding it and taking care of 
our shareholders while finding the cap¬ 
ital we need to fuel the business' growth. 
Dickey: From a manager's perspective, 
they all have stock options. They open 
the paper and see the price of the stock 
every day. The tie-in for them is they all 
know the implications of their work on a 
daily basis. They know that, if each per¬ 
son is pulling his/her oar, collectively the 
company is going to grow, and the stock 
price is going to continue to increase. 
Weening: There is a lot of enthusiasm and 
pride about the fact that we are public. 
People are very enthusiastic about being 
part of something new that is striving to 
succeed, which is now public and well-
regarded. It is a great motivator for people. 

Beyond that, the center of gravity 
within this organization is in each mar¬ 
ket. It is not in the center, like Mil¬ 
waukee, Chicago or Atlanta. It's where 
the rubber meets the road. 

AIMING SKY HIGH 
Are your stations performing the 

way you need them to, to see return 

on investment? 

Weening: I f you look at our second quar¬ 
ter, you would see that our same-station 
revenue was up 21 percent and our cash 
flow was up to a mid-30-percent over the 
prior year. We are really pleased with 
that. It demonstrates that once we get 
control of these properties and are able 
to integrate them into our culture and 
put them together as clusters, we can 
drive top-line revenue and increase pro¬ 
ductivity in the properties. 

The historical cash-flow level of the 
stations we’ve acquired as a group is well 
below the industry average in the mid-
20s. We have to take them to the in¬ 
dustry average, which is at least 37 
percent across the public companies — 
37 percent broadcast cash-flow margins 
This is an 18-month or so process of 
bringing them up to that level. The an¬ 
swer is that we are not where we want 
to be, but the early indications from Q2 
results are very positive and suggest that 
we will get there when we plan to. 

is the President 
and a Director of Cu¬ 

mulus Media Inc., as well 
as the CEO and a Director of 

Cumulus Broadcasting Inc. Bungeroth 
joined Cumulus in April 1997 from WPNT 
Radio in Chicago, the flagship property 
of Century Broadcasting, where he was 
VP/GM. Bungeroth holds a B.A. in eco¬ 
nomics from Lafayette College, Easton, 
Penn. E-mail: bill@cumulusb.com 
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WHERE THEY ARE What specifically needs to be done 

to achieve those results? 

Weening: It is the consequence of the 
branding strategy of treating each of 
these stations as its own asset and 
matching their programming to the lis¬ 
tener preferences by using research and 
by driving top-line revenue with a pro¬ 
fessional, well-trained sales organization 
that is delivering good service to adver¬ 
tisers. It is being a good operator and 
delivering a really good product. 
Is it more difficult to operate sta¬ 

tions with Wall Street looking over 

your shoulder? 

Dickey: We're our harshest critics and 
our toughest bosses. With that being 
said, I would say that were aggressive 
operators, no matter what. It is just a lit¬ 
tle different to look in the paper and see 
what your company is worth every day 
when you never had to do that before. 
Weening: Isn't that the truth? We are far 
tougher than Wall Street ever could be in 
terms of the demands we place on our¬ 
selves. It is a little different and it does 
take time, because you have a whole new 
universe of people who want to talk to 
you, know how things are going, and 
with whom you have to engage in uni¬ 
form and fairly complete communication. 
You touched on the fact that all the 

stations together provide something 

different for the advertiser. Tom 

Hicks and Jeff Marcus talked about 

this in our last issue. They now have 

Radio, TV, and outdoor to provide to 

advertisers. Do you look at different 

things, or is it strictly Radio? 

Weening: Lew is a pretty creative guy, 
so we're always looking at where things 
might go in the future, but right now 
were pretty focused [on Radio], 
Dickey: I think there will be cross-media 
synergies. My hunch is they will 28 ► 

Market/City Number 
of Stations 

Abilene, TX 4 

Albany, GA 6 

Albert Lea, MN 1 

Amarillo, TX 6 

Ann Arbor, Ml 4 

Appleton-Oshkosh, Wl 5 

Augusta, GA 6 

Augusta-Waterville, ME 5 

Austin, MN 1 

Bangor, ME 2 

Beaumont-Port Arthur, TX 5 

Bismarck, ND 4 

Boothbay Harbor, ME 1 

Brooksville. MS 1 

Charles City, IA 2 

Chattanooga, TN 5 

Clear Lake, IA 1 

Columbus, GA 5 

Columbus, MS 2 

Dubuque, IA 5 

Fairbault, MN 1 

Florence, SC 9 

Grand Junction, CO 6 

Green Bay, Wl 2 

Greenville-New Bern, NC 2 

Kalamazoo, Ml 3 

Keene, NH 2 

Lake Charles, LA 4 

Market/City Number 
of Stations 

Lake City, MN 1 

Laurel-Hattiesburg, MS 3 

Marion-Carbondale, IL 6 

Mankato, MN 2 

Mason City, IA 2 

Montgomery, AL 7 

Myrtle Beach, SC 5 

New Hampton, IA 1 

New Ulm, MN 2 

Odessa-Midland, TX 5 

Osage, IA 1 

Owatonna, MN 2 

Rochester, MN 2 

Salisbury-Ocean City, MD 8 

Savannah, GA 7 

Sleepy Eye, MN 1 

Springfield, MN 1 

Starkville, MS 2 

Tallahassee, FL 5 

Toledo, OH 7 

Topeka, KS 4 

Tupelo, MS 7 

Wabasha. MN 1 

Waseca. MN 2 

Washington, GA 2 

Wichita Falls, TX 3 

Wilmington, NC 3 

Source: MEDIA Access Pro. BIA Research, Inc. 
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“When you have more cume than the 
local newspaper, you’ve got a hell of 
a story to tell advertisers/’- Richardweew 

•4 27 Interview 

be slower to develop than what every¬ 
body is hoping. However, I think, 
eventually, they will be more and 
more prevalent. 

At this stage, people still require 
individual sales staffs to call on them 
for the different media and, with the 
way media planning is done, it is in¬ 
dicative of that. I don't think you're 
going to change the way all media is 
bought overnight. So, for that reason, 
we are extremely focused on building 
our Radio clusters and optimizing them 
in each of the markets. We re big be¬ 
lievers in Radio and feel, with the clus¬ 
ters we're able to develop, we have 
perhaps the most powerful marketing 
weapon in each of our respective mar¬ 
kets for all of our clients. 

DERRING-DO 
We talked to a banker who said 

Cumulus is as daring as a large 

company can be, referring to all the 

turnarounds with which you’re 

involved, without having pockets as 

deep as other big companies’. What 

is your comment on that? 

Weening: We don't do turnarounds and 
have not acquired that way. Our acquisi¬ 
tion model is to go in and acquire the lead¬ 
ing Radio stations in a market. We may fill 
to the legal max with Radio stations that 
are underdeveloped, but were not a turn¬ 
around-strategy organization. 

For example, look at the way Randy 
Michaels buys underdeveloped prop¬ 
erties and builds them from nothing. 
We certainly admire what he does, but 
it is not our strategy. Our historic broad¬ 
cast cash-flow margins are lower than 
the industry average, but keep in mind, 
we paid as a multiple of cash flow con¬ 
sistent with what everybody else paid, 
but we’ve got more upside. 
Can you be more specific? 

Weening:We come from, and agree 
with, the school of thought that broad¬ 
cast cash-flow margins in a consolidated 
Radio market should be mid- to high-40, 
maybe even 50, percent. A lot of our 
markets perform at that level. 

Yet, a lot of our markets' margins, be¬ 
cause they were unconsolidated, were 
lower than that because they were inde¬ 
pendent Radio operators doing in the 20s. 
What we did was acquire these stations 
at 10 times the current year or better cash¬ 

flow multiple, and since they had his¬ 
torically low margins, our opportunities 
were to put them together and bring those 
margins up to the industry average. There¬ 
fore, turnaround is not the accurate way 
to characterize what we've done. 
Dickey: When you talk about turn¬ 
around, the company that comes to mind 
would be Radio One. They go in and 
buy "sticks," as they've done in 
Philadelphia, Detroit or Atlanta. They're 
generally buying peripheral or fringe sig¬ 
nals, going in and trying to turn them 
around. This is a turnaround strategy. 
Weening: Here's a statistic that will 
interest you. We once did an analysis of 
how many "sticks" we had in our [195] 
Radio stations. If I told you it was 11, 
would you see what I mean? 
Dickey: It's an inaccurate perception. 

THE SKY’S THE LIMIT 
What are your views on the consoli¬ 

dation that is taking place in the 

industry today? 

Weening: Look how far it has come since 
Jan. 1, 1996. This pace is going to con¬ 
tinue until there is not much left to do. It 
makes a lot of sense. Consolidation is 
good. We have seen the value of it. You 
can run stations more efficiently and 
more effectively. So, as long as there is a 
compelling reason to continue to consol¬ 
idate, it will continue to happen. We 
think it will continue to play itself out 
over the next couple of years, very much 
like it has over the last couple of years. 
Do you believe this will lead to a 

bigger piece of the advertising pie? 

Weening: It has already. 
Dickey: It is going to be close to 8 per¬ 
cent for us this year. 
Weening: One of the misunderstood things 
about these clusters — and what is one of 
the good things about consolidation — is 
they really, for the first time, put Radio in a 
position where it can actually compete with 
the other media. When you have more 
cume than the local newspaper, you've got a 
hell of a story to tell advertisers. 

Consolidated Radio clusters are able 

to tell this story for the first time. Take 
Toledo, for example: Last year, it was re¬ 
garded as the second-fastest-growing 
Radio market in the U.S. This isn't be¬ 
cause Toledo is the second-fastest-grow¬ 
ing city. It is because Jacor and Cumulus, 
two good operators there, are expand¬ 
ing the Radio pie. We are competing with 
one another, but were mainly compet¬ 
ing with the other media to expand the 
overall media pie. We believe you are 
going to continue to see this happen. 

ON CLOUD NINE 
Do you receive offers for the company? 

Weening: We never talk about that sub¬ 
ject. The slightest hint about that would 
move our stock around too much. We 
are building a business and are focused 
on making it a wonderful company. 
How long will you be in Radio? Are 

there any plans to sell anytime soon? 

Weening: Listen, Lew has turned me 
into a Radio pig. 
Dickey: Well, that's an affectionate term. 
We are trying to build a very substantial 
media company that can be competitive 
for a long time to come. Therefore, 
we're doing it methodically and have a 
great group of [people] who are working 
extremely hard — from our local man¬ 
agers, which are our cornerstones and 
the centers of gravity, to our operating 
team that is in the field on a daily basis: 
Bill Bungeroth, the operating CEO, and 
John Dickey, the Director of 
Programming. Together, these two 
operate the business day-to-day and, as 
well, they are flanked by our regional 
Directors of Sales and all the other very 
important hardworking people we have 
on the corporate staff, whether it be in 
engineering, information technology or 
the entire group. 

We have a very solid group of peo¬ 
ple who are dedicated. Together,we are 
building a wonderful company. We 
haven't set a limit on the number of sta¬ 
tions or what we want to do. We'll con¬ 
tinue to grow the company and increase 
the value of the shares. Sä 
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STINK' 
PRACTICAL HANDS-ON SELLING TIPS AND IDEAS 

Are you giving cus¬ 
tomers a bau name? 
Many salespeople do not pay atten¬ 
tion to an important detail: getting 
the customer's name correct. 
Using nicknames and contracts 
with misspehed names is a 

turnoft and an insult. 
Keep rame-related problems to a minimum: 
1. Pay attention: Listen to how people pro¬ 
nounce their names. 
2. Eliminate uncertainty: If in doubt, ask 
them to say it again. 
3. Don't assume: Avoid nicknames. Be sure 
the name indicates male or female. 
4. Proofread carefully: Go over letters with a 
fine-tooth comb and have someone else dou¬ 
ble check your work. 
Source Mictael Panzner Enlightened Products A Conce-ts (mpanniert»compuserve com) 

How does your 
company rank in 
supporting your
sales-skills development? 
Great — It’s continual and consistent . 19% 
Good - Something’s done at least 
once a month . . .... 9% 
Fair — Every quarter we do something 
sales-skill related . 14% 
Poor - A motivational speaker pops 
in at our national sales meeting once 
a year at best . 7% 
Forget about it — I’m on my own ... . 51% 
Source htti //www justsell com 

More Clients 
Finding clients is the key to contmued growth 
in Radio sales. Ask the following three ques¬ 
tions in your sales meeting. Then discuss the 
answers with your team. 
1. 1 make at least five cold contacts per week 
— yes or no? 
2. 1 currently am working on six qualified new-
business prospects each quarter — yes or no? 
3. 1 get one referral per quarter from each of 
my active accounts — yes or no? 
Ask your reps to keep a tally of these require¬ 
ments. In two months, start your sales meet¬ 
ing with reps listing the clients who fit into 
the above questions. 
Source Ken Scott Selling with Heart kensfelstrnrccm) 

SALES MEETING 

Help Sales Take Off 
When new local direct business isn't flying, try holding your next sales meeting as 

close as you can get to your nearest airport runway. Even just a few minutes there 
can help sales take off and can land new revenue for your station. 

There is nothing like feeling your whole body vibrate from the power of jet 
engines. It reminds us that real sales force comes from focusing all of our energy 
in one direction. 

Strong declarative statements of intent are powerful engines. They help clients 
feel secure about following the course your salespeople chart. Whether taking off on 
a new presentation or approaching the final destination of a closing agreement, good 
pilots control direction. 

Sales leaders know this. They lead by continually making strong declarative state¬ 
ments as to where they are headed. Getting out on the runway is an innovative way to 

Fast Factoid 
There are more than 550,000 franchise busi¬ 

nesses in operation in the United States today, 

ranging from fast-food restaurants to car deal¬ 

erships and generating more than $800 billion 

in sales. Source: Furmture/bda> 

New Product 
From the advantages and disadvantages of tele¬ 

phone selling to selling 
credibly over the tele¬ 
phone to how to pitch 
your product, author 
Dan Coen details tele¬ 
phone selling tech¬ 
niques. For more 
information on his 
book, call Dan Coen at 
818-228-6057 or E-
mail him at dcddcd 
@aol.com 

Station Success 
KM0X-AM St. Louis recently raised more 
than $53,000 for the American Cancer 
Society during their Voice of Caring 
Radiothon. For more information on how to 
pull off this promotion, call VP/GM Rod 
Zimmerman at KM0X 314-621-2345. 
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Shively 
Labs 

DID YOU KNOW 
YOUR ANTENNA 
IS YOUR MOST S 
IMPORTANT £ 
PIECE OF 
EQUIPMENT? "3 

Talk with us. • 

Learn what you 
may be missing 

and why. • ' 

All antennas are « 
not equal. < 
Without a »i 
properly 

engineered and 

customized 1 
antenna, you're 
losing listeners. 

Single or multi¬ 
frequency, high 

power, low power, 

omnidirectional 
or directional. 

because ... 
... it pays 

to be heard. 

Bridgton, ME 04009 USA 
Tel.: (207) 647-3327 
FAX: (207) 647-8273 

1-888-SHIVELY 
e-mail: sales@shively.com 
Web: www.shively.com 

- An Employee-Owned Company -

P.O.Box 389, 

FOLLOW THE MONEY Are You Getting Your Fair Share ... ? 

The Gap is sending E-mails to cus¬ 
tomers, informing them of the ability to 
purchase khakis online (www.gap.com). 

Eddie Bauer has 
started a relation¬ 
ship management 

RSCG, N.Y. are creating a joint team to manage 
Intel Corp.’s $ 100-million media account. All advertising for 

The Motley Fool 
Internet site is now 
being handled by 
The Martin Agency, 
Richmond Va. 

Nike will be spending up to $50 million in 
early ’99 to introduce its new swooshless sub¬ 
brand, Alpha. 

Miller Brewing Co. plans to 
position Southpaw Light as a low-
calorie companion to Red Dog beer 
in 1999. 

Procter & Gamble will offer Radio listeners a 
chance to identify the new Nyquil pitch man. A 
trip to anywhere is the grand prize. 800-number 
callers will have a chance to enter. 

Hills Department Stores will be refurbishing 
its 155 stores to add to its recently added $3-
million inventory tracking equipment upgrade. 

Pepsi-Cola Co. is using the World Series to 
launch its newest diet cola, Pepsi One. 

program to manage key customer information, 
including Web info (www.eddiebauer.com). 
Sources: Advertising Age. AdWeek. Brandweek. Supermarket 

News. Furniture/Today 

Business Bits 
News and gossip you should know and be able to discuss with your clients. Remember — 
knowledge is power. Know their business. 

SmithKline Beecham has hired 
McCann-Erickson Worldwide. N.Y. to 

help launch Paxil, an antidepressant. The 
account is estimated at $25 million. 

[ ) Arby’s is expected to spend $60 mil-
LlJl- Hon in advertising in 1999 in a major 

brand evaluation to position the com-
pany for growth. 

OBJECTION 
Rejection 

“I only use the newspaper.” 
We have a good newspaper. 

Many of my customers previously 
used the newspaper exclusively. 
Once they discovered these other 

options, they were pleasantly 
satisfied to find they could advertise 

even more efficiently by adding 
Radio to their advertising mix. 

Source: Debbie Whitaker-Platt. Solutions 

FUEL UP AGAINST 
ENERGY SLUMPS 

Ever feel like canceling those afternoon 
sales calls because that high-carb lunch 
and the drive have you feeling as though 
you need a nap? A survey conducted for 
PowerBar by Market Facts listed the follow¬ 
ing energy boosters most-often used: 

Fruit, bagel, granola, 
energy bars. 50% 

Chips, popcorn, 
other salty products . 20% 

Candy . 18% 

Cookies. 7% 

The study also revealed that people in the 
25-34 and 35-44 brackets experience 
their energy slumps most often between 
1 and 3 p.m. Energy levels for those 18-24 
appears lowest between 8 and 10 a.m. 
[What, no breakfast?] 

Another fact of interest is that women are 
slightly more likely than men to eat fruit at 
low-energy times — by a margin of 30 per¬ 
cent to 27 percent. 
Source: AdWeek 
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Floral Facts 

ONLINE SUPER CENTER 

this concept. Grocery chains are exploring whether or not on-line shopping will catch on. Schnuck 
Markets in St. Louis recently expanded its Internet-based home-shopping service. At Scnnuck's, de¬ 
livery tees cost $12.95 for same-day service. $9.95 for in-store pickup. Source. Retail Systems and Marketing 

How many times have you taken an idea to 
the flower shop in your local supermarket? 
• Retail sales of the total floral market stand 

at $14 billion. 
Retail florists enjoy 49 percent of those sales. 

Supermarkets have 21 percent. 
Fresh cut flowers are marketed by more than 

84 percent of supermarkets. 
« Floral departments equal 

1 percent of total store sales. 
The month of May accounts for 11 percent 
of annual sales (21 million people give 

flowers for Mother’s Day). 
Source: Supermarket News 

Online Idea 
Have you pitched your station Website to a local 

grocery store? You may want to start cut small, but 
the opportunities are limitless. Create a link on your 
Website where local residents can shop for their gro¬ 
ceries and have them delivered. It’s a great way to 
develop a database and get the specific likes and 
dislikes of your listeners. 

If you're creative, you can create a fun pro¬ 
motion around the delivery of the groceries. Chances 
are your local grocer is already knowledgeable abcut 
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WHAT A 
YOUR 

AUTOMOTIVE 
CLIENTS' 

CUSTOMERS 
INC? 
study conducted 

by the NPD Group 
inds that new-car 
ers take an aver¬ 

age of six wee o make a purchase. 
Fifty-eight percent say they know in 

advance what brand they want. 
Eighty-five percent say they buy one of 

the makes they'd first considered. 

Factors that shape how consumers 
choose a new car: 

Appearance . 74% 
Functionality . 71% 
Features/Options . 69% 
Good Reputation . 63% 
High Quality . 51% 
Best Value . 47% 
Low Price . 25% 
Luxury Features . 25% 

Source: AdWeek 

Fast Factoid 
The percentage of people who enjoy shop¬ 
ping for food has grown from 46 percent to 
57 percent over the past few years. And, 54 
percent now enjoy shopping in supermar¬ 
kets, as opposed to 46 percent just a few 
years ago. Source- Rc per's Public Pulse 

Two proven, effective methods for increasing your station's revenues: 
Arm your sales staff 
with TM Century's 

• New Business 
Development Disc. NBDD 
brings you three new killer 
commercial jingle 
campaigns every month... 
they're like spec spots on 
steroids. And you know 
that nothing opens more 
doors and closes more new 
business than truly great 
creative. 

NBDD is market exclusive so call TM Century today for a free demo 972/406-6800. ..or e-mail us tmci@ tmcentury.com 
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Would You Hire You? 
Are You A-OK? 
by Sam Parker 

Tomorrow morning, wake up 30 minutes before your usual time, grab a legal pad 
and consider the following: If you were 

trying to recruit someone to fill your spot, 
would you hire you? This is about helping 
you become more effective. The idea is to 
evaluate yourself from a business standpoint 
It's not personal. 

This kind of objective analysis is dif¬ 
ficult If it's going to be helpful, you have 
to become an onlooker. You have to become 
your manager and interview yourself with¬ 
out giving yourself the job just because you 
think you're a hard worker or you "really 
feel like you could be the company's next 
superstar salesperson." 

You're sitting across from yourself, and 
you explain the position. You're the man¬ 
ager. You're trying to find the best person 
for the job. You need someone who will sup¬ 
port the goals you have for your sales effort 
and the goals of the station. You'd like to 
have someone in the spot who'll generate 
explosive revenue and be a motivator to oth¬ 
ers in the entire organization. You want a 
revenue machine who will make you look 
like a star for hiring the best AE on the plan¬ 
et. Long-term, you want someone who can 
take over as manager. Let’s start learning 
about the job candidate. 
Tell me about your sales experience to 
date, successes and failures. 

Awards, market penetration and past 
earnings are great starts to your success¬ 
es, but dig a little further. Write about the 
new proposal system you developed or 
the presentation you created that's now 
being used by all the sales reps because 
it's so successful. 

If you don t have any successes beyond 
the numbers and you want to move into 
other roles in the company during your ca¬ 
reer, consider what you could do and then 
get to work on it (on your own time — you'll 
get handsomely paid, whether it lands you 
a higher paying job at another station or 
within your company). 

sues that make you dread your selling day 
What do you like and dislike about the 
products or services you sell and why? 

Obviously, if you have more problems 
with the products you sell than excitement 
about selling them, you're not in the right 
place. So either work on getting excited 
about some of the aspects of your product, 
or consider a change. If you're not in the 
right place, you're of little value to your sta¬ 
tion in the long run, and your personal op¬ 
portunity cost is huge. As anybody will tell 

Failures? 
This is you evalu¬ 

ating you. This will 
help you identify where 
you need to improve. 
Your boss is doing it 
now, and you don't 
need to have it pointed 
out to you as s/he pre¬ 
pares the proverbial file. 
If you don't have any 
failures, there's no way 
you're trying. 
What do you like 
and dislike about 
the sales process 
and why? 

Do you like a quick 
sales cycle or one that 
takes a year but is more 
complex? Why do you 
like these aspects of the 
sales cycle and the 
clients you're calling on? 
Answering these ques¬ 
tions will help you de¬ 
termine if you're in the 
right type of sales en¬ 
vironment or selling to 
the right type of cus¬ 
tomer. If the positives 
outweigh the negatives, 
you'll be much more 
likely to succeed than if 
there's a long list of is-

Proven 
Remote Power! 

• Fast, Easy Set-Up & Take-Down 
• High Profile & Remote Visibility 
• Highly Profitable and 

Self liquidating 
• Immediate Delivery! 

Broadcast Products, Inc. 
1 -800-433-8460 
PO. Box 2500 • Elkhart, IN 46515 

CHAM 

WZKK 

1 

Yau have to become 
your manager and 
interview yourself 
without giving yourself 
the job just because you 
think you’re a hare 
worker or you “really 
feel like you could be 
the company’s next 
superstar salesperson." 
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you, if you love the stuff you sell, you'll 
rarely get bored trying to bring in the rev¬ 
enue. Genuine enthusiasm excites prospects 
and customers into taking action with you 
instead of your apathetic competitor 
Tell me about your most recent three 
days at work, beginning to end. 

If at least 75 percent of the 24 hours you 
worked over the last three days wasn't spent in 
front of a prospect or customer or wasn't en¬ 
gaged in prospecting itself, you might have a 
serious problem in regard to the headline of 

this article. Even if you have a call-report ma¬ 
niac leading your sales team, more than 25 
percent of your time spent on administration 
means more than a full day a week spent on 
non-revenue-generating activity. 
Describe how your prospects and cus¬ 
tomers feel about you as their sales 
representative. 

Everyone's not going to like dealing 
with you — you can count on it — but the 
key is that most should. If this isn't the case, 
what can you do to improve? They don’t 
have to like you personally,- they just have 
to want to work with you more than with 
your competitor. 
How would those with whom you work 
— across all areas of the company — 
describe you and the work you do. 

You have to be a positive force in your 
company, someone on whom people can 
count and with whom people enjoy work¬ 
ing. Don't forget to be brutal — this is 
about improvement. 

If management is your next goal fol¬ 
lowing the direct sales role, what are you 
doing now to prepare yourself for that po¬ 
sition beyond the mentoring and coach¬ 
ing your station might provide1

Sure, a stooge gets put into manage¬ 
ment every now and then without doing 
anything special, but that's not the way to 
bet. Plus, you don't want to be one of them. 
If you're lacking in this area, put in some 
time on the weekends and start prepping 
yourself. Read what managers read Attend 
their classes and association meetings. Play 
the part before you're there. 

Life is quick and seems to get quicker 
each month. Stop for a second and evalu¬ 
ate yourself like a cold-hearted manager 
who doesn't care one bit about where your 
next paycheck comes from. Wake up a lit¬ 
tle early tomorrow, do it on the plane in¬ 
stead of watching the second-rate movie 
you've already seen, or do it during your 
"dinner for one" time on the road. More im¬ 
portantly though, take positive action now 
— this exercise means nothing without sub¬ 
sequent action. @ 
Sinti Parker is President of just-
sell.com, the Web's sales com¬ 
munity and resource. He may 
be reached at 703-920-0483 or 
by E-mail at sam@justsell.com 

“Dave Gifford is 
the best sales and 

management consultant 
in the Radio 

business today!” 
Ed Christian, President/CEO, 

Saga Communications 

Budget 
Time! 
“As I told you at the 

conclusion of your Grad 
School in Boston, I wish 
I had taken your course 

30 years ago.” 
Joe Amaturo, President, 
The Amaturo Groups 

Budget 
Gift! 

“Your presentation 
touched all the bases and 
delivered far more infor¬ 
mation than we could 
ever have expected. You 
targeted your presenta¬ 
tion to our needs. You 
were sensational! What 
more can be said?” 

Art Rowbotham, President 
Hall Communications, Inc. 

Get Gift. ..Or Get Left Behind! 

1-800-
TALK-
GIF 

□AVE GIFFORD INTERNATIONAL 

1 1 43 TAOS HWY., SANTA FE, NM B75Q1 
1 800 TALK GIFF • (505) 989-7007 
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The one partner who lets you lead. 

MB 



Converting? Consolidating? Confused? You need a partner who knows all the intricate next level solutions 

steps necessary to take you to your next level without stepping on any toes. You need 

a partner who can take your lead and support you with 77 years of broadcast 

leadership. You need Harris Broadcast Systems. From studios to mobile systems, from 

transmitters to antennas, from components to networks, Harris is your single-source 

WIRELESS 

BROADCAST 

provider for TV, radio, and systems integration. So when you're ready to take those COMMUNICATIONS 

next steps, give us a call. We'll be more than happy to put you on our dance card. PRODUCTS 

HARRIS 
Communications 

1-800-622-0022 ■ wwvv.harris.com/communications 



The 
secret 
L (to success!) 

IS out 
AmericanAirlines 

A stimulating 90-second 

RADIO FEATURE 
that will inspire, intrigue 
and motivate your listeners. 

• Hosted on-air by some of 
the most successful 

business people in the world 

• Free business gift for all 
your responding listeners 

Secrets of Success 
will premiere nationwide 

January 1, 1999. 
Call now and be the first 

and only station in 
your market to have it! 

For a demo & more information, 
please contact 

Echo Radio Productions, Inc. 

800-385-4612 
970/925-2640 . Fax 970/925-9369 

email:info@echoradio.com 

This is your opportunity to use 
power of Radio to make Christ¬ 
mas wishes come true for those 

who have fallen on hard times. 
There are two approaches. The lis¬ 
tener approach will make your lis¬ 
teners respond and look good. The 
sponsor approach will make 
sponsors look good and probably 
you more money. 

Listener Approach — 
local mall, large discount store or any local 
retailer who handles everything from food 
to clothing to medical supplies. Get a local 
social -service agency, like the Salvation 
Army, to help screen requests. In early 
November, begin running promos (on an 
OES schedule) saying you'll be granting 
Christmas wishes for the less fortunate. 

Have in-coming wishes screened by 
the service agency, then put the best ones 
on the air, beginning the Friday after 

their 
wishes-
to the /Stifo’,^ 
tion by a dead¬ 
line. Store the wished® 
a safe place When you have a 
good number of envelopes with 

Christmas Wish 
Promotion 
Tug Heartstrings 
at Holiday Time 
by Greg Thomas 

Thanksgiving. Put each wish on an or¬ 
nament on a Christmas tree at the retail¬ 

start, open them with the four sponsors 
sometime near Nov. 20. Meet with spon-

er's location. Listeners go to the retailer, 
select a wish, purchase it and leave the 
merchandise at the store for distribution. 

sors weekly until the end of the promo¬ 
tion to check on progress and evaluate 
more wishes. 

Sponsor Approach — You will need 
a social -service agency for screening and 
four nontraditional advertisers (large man¬ 
ufacturers, law firms, discount stores, 
banks or utilities). Sponsors purchase a 
marketing plan that includes name and 
location in the promos and mentions in 
the wish announcements, and entitles 
them to decide the wishes to be grant¬ 
ed. Sponsors are not required to grant any 
wishes at personal expense, but merely to 
act as advisors. 

Beginning the first week of Novem-

Sort wishes into categories: "No 
Way" (obviously selfish requests), 
"Possible" (an excellent addition to the 
plan if time permits) and "Absolutely" 
(you bave to find a way to grant these). 
List the wishes by number and the ac¬ 
tion taken. 

Follow up immediately. If a third 
party agrees to grant a wish, determine 
who should contact the wish recipient 
and when it should be done. Note when 
it should be complete, and check to see 
it is done. 

ber, broadcast promotional announce¬ 
ments telling listeners you will grant 
someone's Christmas wish. Run the pro¬ 
mos on an OES schedule. Listeners mail 

Once complete, prepare a promo for 
the wish by reading the letter on the air. Be 
careful to remove all names and other in¬ 
formation that would reveal the recipient. 
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Tell listeners what you and your 
sponsors did, but don't tell them every¬ 
thing. Make a chart of wishes granted, 
ranking them in order so the biggest, 
neediest or most heartwarming is at the 
bottom. Start your Christmas Wish 
Granted promos at the top of the list 
and schedule them according to your 
chart as you get closer and closer to 
Christmas Start them about Dec. 10 and 
run them through Christmas Eve. 

Have one more meeting with spon¬ 
sors to discuss the progress and review 
the final batch of letters. If letters come 
in after the deadline, decide whether 
they are serious enough to merit a spe¬ 
cial meeting. ® 

Greg Thomas is Co-Owner of 
KEU (K-Lite] Radio. San 
Angelo, Texas. He may he 
reached at 915-655-7338 or by 
E-mail at tallguy7@ainnail.net 

Wondering 
how to handle " 
growth? More f KW * 
groups have f 

placed their trust à "¿E I B 
in Intraplcx than J| p t 
any ot her digit al *^E| J 
transmission j 

solution. Consolidate 
program audio, data 
and phones over //S.' '■ flE 
one high quality fw UE 
digital line. With 
STL and TSL at 
any distance over any 
terrain. Even better, you'll be ready to 
handle the next station. And the next. 
Call us at 1-877 INTRAPLEX or visit 
our web site at www.iutraplex.com. 

station last 
night 

Intraplex, Inc. 
59 Porter Road 
Littleton, MA 01460 
978.486.9000 
978.486.0660 fax 
ht t p:/Avww.in traplex.com 

y The STL PLUS 
Tl multiplexer 

transmits program 
audio for STLs, 
TSLs and intercity 
links, data for remote 
control, automation, 
and LANs and roice 
for off-premise exten¬ 
sions and intercom. 

“Tom, we bought 
another radio 
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Radio Shines for Radiance 

one of the top markets 
to reach women 35+ . 1 
can buy Radio at 90 per¬ 
cent efficiency. If 1 buy 
newspaper or TV, I'll buy 
at 30-50 percent effi¬ 
ciencies. 1 can target on 
Radio. Radio has the 
ability to reach more 
than 90 percent of my 
market. As budgets in¬ 
crease, we add new lis¬ 
teners by adding stations 
and/or additional time 
periods. By comparison, newspaper read¬ 
ership is limited to its circulation. 
What kind of results are you seeking 
and how do you feel about them? 

Our results were good enough from 
our first market-by-market Radio buys to 

Why did you choose Radio? 
Radio's :60 commercial format 

allows ample time to describe Radi¬ 
ance's attributes in detail. Radio also 
enables us to target our specific au¬ 
dience with minimal waste of ad dol¬ 
lars. Overall, the cost efficiencies of 
Radio helped make this an "easy 
buy" decision. 
Can you give us more detail on 
why it’s easy to buy Radio? 

Sure. Let's say 1 wanted to buy 

B^H make a second 
HS| Hight by running national Radio 

fl ■ from the end of Septem bei thiough 

k^Hnml November 1 he reotdei s at the 

store level confirmed that we made 

V^B the right choice. 
fl What advice would you give 
. g people deciding whether or not 

I to use Radio? 
I Radio is a pervasive medium. 

It's a wonderful way to target a clear¬ 
ly identified demographic and lifestyle, 
with very little waste. Radio can promote 
prompt consumer action because it reach¬ 
es the consumer closest to the point of 
purchase. Our "reach" cpm outnumbered 
all other media, sä 

Radiance is a new time-released multi¬ 
vitamin formula that provides all the 
traditional vitamins and minerals plus 

the newest factors recognized by science 
for their valuable nutritional support: Co 
Q-10, Pycnogenol, Ginseng, Green Tea 
Extract, Chromium Piccolinate, garlic and 
more. What follows is an interview with 
Jim Flaherty, VP of Advertising and Mar¬ 
keting for Nature's Bounty, regarding the 
role of Radio in the success of Radiance. 
INK: How have you used Radio? 
FLAHERTY: Our initial Radio advertising 
was in June, July and August of this year. 
Our ad agency, Chase/Ehrenberg & 
Rosene in Chicago, bought markets lo¬ 
cally, market-by-market, covering most 
of the U.S. We tagged our spots with sup¬ 
porting retailer names in each market. For 
the second half of the year, our agency 
recommended all-national Radio. Were 
now on all the top networks and programs 
such as Dr. Laura and Larry King. 
What is your budget for Radio? 

I cannot disclose the actual numbers, 
but it's a multi-million-dollar campaign. 
What is the target demographic? 

The target is women 35+. Sixty-five 
percent of all vitamin purchases in the 
U.S. were made by women, primary pur¬ 
chasers of vitamins for themselves and 
their families. 

FUTURAMIC 

TOTAL RAD ICT 
VOICETRACKED MUSIC 
FORMATS DIRECT TO 
YOUR HARD DRIVE 

RADIO! 

PROGRAMMING SOLUTIONS 
FOR TOMORROW'S RADIO 

800.426.9082 

A Broadcast Electronics Company 

Jim Flaherty 
VP of Advertising and Marketing for 

Nature’s Bounty 

www.bpradio.com 
Run lean, Sound Rich 

^^“Î^u'ti-Vitanün/Mineral Formula 

Timed Release 

Ra*anc£ 

SUCCESS STORY 
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MOVERS & SHaKErS 

NATALIE SWED STONE 
In New York, Natalie 
Swed Stone has joined 
The Media Edge, the 
global media services 

company of Young & Rubicam Inc., as 
VP and Manager of Network Radio. She 
most recently was National Account 
Manager and Marketing Director for Me-
diaAmerica, Inc., a syndicator of na¬ 
tional Radio programs, a 

JOHN BURKAVAGE 
Marlin Broadcasting has named John 
Burkavage as VP/GM of WTMI-FM 
Miami/Ft. Lauderdale. He had been GSM 

ARTHUR HAWKINS 
WBAL Radio has named 
Arthur Hawkins as its 
Sports and Events Mar¬ 
keting Manager, a newly 

created position. He will work with WBAL 
sales staff to generate sales through var¬ 
ious sporting events, including those of 
the Baltimore Orioles and the University 
of Maryland. a 

BRIAN BIELER 
Chancellor Media Corpo¬ 
ration has appointed 
Brian Bieler as VP/GM of 
KTXQ-FM Dallas. He was 

at WTMI during the past year, a formerly Viacom Radio Group President 

MATT GIANSANTE 
Mercury Radio Commu¬ 
nications in Buffalo, 
N.Y., has appointed Matt 
Giansante as LSM for 
WEDG-FM. He will also 

Nearly a Blast! 
Kevin Lockhart, Prophet Systems 
Innovations President, spent his early 
Radio days meeting the needs of the 
community. Here he is in 1989 with 
Miss Nebraska at a KOGA fund¬ 
raiser. An unidentified volunteer and 

a station staffer (Yvonne Grotesluchen) 
stand by as designated chaperones. Nuff said! 

oversee Mercury's United States sales 
for CKEY-FM. Giansante has had 12 
years of advertising and marketing ex¬ 
perience. Most recently, he was Senior 

AE for Tavco Direct Corp, a 

You Dirty Rat! 
Members of WRAT, WLTW and WPU celebrate 
the second anniversary of “The Rat" during 
Ratfest in Seabright, NJ. Tne Rat is confirmed 
to be an actual newspaper salesperson from 
the local community. 

and has had 28 years of Radio broad¬ 
casting experience, a 

DAVID J. FIELD 
Entercom Communications 
Corp, has named David J. 
Field as company President. 
He had been COO since 
1996 and CFO since 1992. 

Joseph M. Field, who has been Entercom’s 
Chairman/CEO/President, will retain the title 
of Chairman/CEO. a 

Who’s Analyzing Who? 
Radio psychologist Dr. Toni Grant shoots the 
breeze with Kelsey Grammer, AKA Dr. Frasier 
Crane. Wait — he just plays a Radio 
psycholcgist on TV! 

Are your remote events 
big enough to fit your 

on-air image? 

PEE 
PRIZE 
MAthlNk 

BIG Crowds 
BIG NTR Source 
BIG Revenue 

Generator 

CALL OR FAX FOR MORE INFORMATION! 

561-622-0058 
561-622-4708 FAX 

G BOOMBOX 
PROMO r IONS 
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SALES PROMOTION PLANNER ideas you should start planning NOW 

NOVEMBER 
QUICKFIX™ 
Vote WXYZ — During election week, host a fun cam¬ 
paign to encourage listeners to “vote" for their sta¬ 
tion. Have polls open at different client locations, and 
offei special deals for listeners who come in and say 
they listen to your station. For example, have buy-
one, get-one-free lunch; Sio off shoes; free soft drink; 
free video rental with registration; or $15 hair cuts. 
Fai Fashion Preview — A mall or department store 
can host a fell fashion show. A mall can tie in sev¬ 
eral clients in the mall to participate. Make the 
fashion show a working-woman’s show and have it 
during lunch hour in the food court. Jie in a hair 
show and demonstrate the latest fall hair styles. 

DATES TO REMEMBER 
1 New York City Marathon 
2-8 Drug-Free Babies Week 
3 Election Day 
7 Sadie Hawkins Day 
11 Veterans Day 
12 National Young Readers Day 
15 American Enterprise Day 
15-21 American Education Week 
19 Great American Smoke-Out 
22 National Stop the Violence Day 
22-28 National Adoption Week 
26 Thanksgiving Day 
27 Busiest Shopping Day 

NATIONAL 
Diabetes Month; Child Safety and Protection 
Month; Alzheimer’s Disease Month; Epilepsy 
Awareness Month; Project Red Ribbon; 
International Creative Child and Adult Month 

TARGET PRODUCTS AND ACCOUNTS 
Grocery and Turkey Sales; Toys; Clothing; Jewelry; 
Electronics; Major Appliances 

DATES 

CHRISTMAS FUN 

TO REMEMBER 
World AIDS Day 
Human Rights Day 
Hanukkah 
End Fall Arbitran 
First Day of Winter 
Christmas Day 
Boxing Day 
New Year’s Eve 

Santa Calls — Parents can register at a retailer tor their child to receive a call from 
Santa. There should be a form for parents to fill out, with information about their 
child — name, hobbies, age, best friend, school. Christmas gifts to come, address, 
pets, phone number and siblings. 
Santa’s Workshop — Work with a department store to olfer free assembly ol toys 
with purchase during a certain time period. You also can set up shop to assemble 
toys in a central location — listeners can stop by and get help. 
Light Up the Night — Encourage listeners to send in photos of their homes decorat¬ 
ed with lights. Station call letters and a major sponsor’s name must be shown to 
win a prize. The prize needs to be substantial — cash, gift certificates or a trip. 
Win a Free Office Christmas Party — Many offices cannot afford to give their employ¬ 
ees <1 Christmas party, so have listeners fax in to win a free party for their office. 
Workers can have all employees sign a petition begging for a party, or use any cre¬ 
ative idea for entries. 
The Gift Tree — Work with a client to put a tree with envelopes attached to the limbs at 
a client location. Each customer can pull an envelope off the tree and win a prize (you 
can make the drawing available with a minimum purchase). One envelope should include 
a major prize. Other prizes can be CDs, coupons, discounts and store merchandise. 

TARGET PRODUCTS AND ACCOUNTS 

Sporting Goods. China, Silver, Crystal; 
Luggage; Banks and Credit Cards; 
Bakeries; Travel and Airlines; Toys; 

Christmas Sales; Credit Cards; Jewelry; 
Appliances; Office Supplies 

NATIONAL 

Stress-Free Family Holidays Month; Safe 

Tots and Gifts Month; Universal Human 

Rights Month 

’Radio Ink assumo 110 responsibility for tire viability 

of the promotions mentioned. Stations are advised Io 

check with k^al connsd rertardma let/ably and possible 

lottery Sales Promotion 

Planner is compiled by Kim . 

Stiles, creator of tlx 

Promotional Marketing 

Planner ' <» í 1 

Six may In reached by ' 

phone or fax at b < * 
770-974-6590 Or by E-

sfi/r.0 1om 

Convenience Store 
:3o Pioneer Plaza 

(To the tune of Jingle Bells — sung quickly under 

— 33-rpm instrumental version played at 45) 

Browsing here ... Browsing there. Hunting high 

and low. (sfic rifle shot) Knocking items off my 

list. A-shopping we will go! Spend it here ... 

(six: cash register ring under) ... Charge it there 

... (sfx: cash register ring under again) But, before 

we buy. Pioneer Plaza’s where we’ll gas the car 

up ’fore we fly. (sfx: squealing tires under) 

Anncr: Now may be your busiest time of year — 

with Christmas shopping, entertaining and activi¬ 

ties — all the more reason to make a convenient 

stop at you' any-time, every-time rest stop, 

restaurant and refueling center: Pioneer Plaza. 

Highways 41 and 145, Richfield. And, Pionee-

Plaza gift certificates make great holiday stocking 

stuffers! 
Ted Lyonz, WBKV-AM 

Milwaukee, Wis. 

Pet Store 
:6o Pugh’s Petcetera 

Pugh’s Petcetera, the tri-slate area’s largest bet-sup-

ply store, has three holiday reminders for you. 

(sfic dog barking) ... Uh, translated in English, that 

means, if you’re a human, don’t forget about your 

best friend this holiday season ... How about a 

great new toy from Pugh’s Petcetera? Next ... 

(sfic cat meowing) .. Uh, for those of you who 

haven't had the opportunity to study the wonderful 

language of feline, that means, if you have a cat, 

how about a stocking full of treats from Pugh's 

Petcetera? And, last, but not least ... 

(sfic bird chirping) Our feathered friend reminds 

everyone who owns a bird that a new cage from 

Pugh’s °etcetera would put a big smile on its beak! 

(music under) .. And, for everyone with pet lovers 

on the holiday list, gift certificates from Pugh’s 

Petcetera are perfect! Pugh’s Petcetera — the store 

with heart — in Hagerstown, Waynesboro and 
Chambersburg. 
Jeff Wine, WCHA-AM, WIKZ-FM 
Chambersburg, Pa. 
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Stoves/Fi re places 

Shandel KNUC/KNFL Logan, Utah 

30 Rocky Mountain Stove and Fireplace 

(sfcc very slow, romantic Christmas music) Anna: 
Don’t put a “damper” on Santa’s coming down your 

chimney this season! Install a new gas, wood or pellet 
stove or fireplace from Rocky Mountain Stove and 

Replace. Rocky Mountain Stove and Fireplace can fire 
up your holiday season with warmth, romance and 

elegance. They have a large selection of stoves and 

fireplaces to choose from, and a great selection of 

accessories that make great gifts. Right now, purchase 

a stove or fireplace and receive $ioo-worth of free 

upgrades or accessories. Don’t get caught in the cold 

— visit Rocky Mountain Stove and Rreplace — 990 

South Main. Light your fire, and let Santa come in 

from the cold. Rocky Mountain Stove and Rreplace. 

Have a few good spots you'd 
tike to share? Send scripts to 
Amy Morrell at Radio Ink, 224 
Datura St, Ste. 701, West Palm 
Beach, FL 33401 or E-mail to 
amymorrell@radioink.com 

Need more 
ready-made scripts 
for spots? 
Call 800-610-3771 today, and order one or all of the 
following volumes of Proven Radio Copy; 1: Retail; 2: 
Entertainment/Food/Restaurants; 3: Automotive/ 
Professional Services 

COPY CLIPS 
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Program |N K 
Ideas About Radio Programming 

Station Stuff 
American Media, the nation's largest 
providers of prize insurance, has paid the 
single-largest prize in the history of Radio — 
$1 million — to a KIIS-FM Los Angeles con¬ 
test winner. The money was awarded to 22-
year-old Karolina Khodzhyan of Glendale, 
Calif,, during a “Birthday Game” contest. 

&odrd 0|>s ÛMnîeJ 

■A/M GOHTeSTS Hitfists VIVEOS <omi 
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TRUE OR 
FALSE? 

Source Interep 

Americans are early risers. 
Radio listening leads during the 
7:30-7:45 a.m. quarter hour, 
with 7:00-9:00 a.m. the most 
listened-to hours in Radio, a 

Top 40 is just a teen format. 
FALSE — It is at or near the front of the 
market, 18-34 women in most markets: 

Washington, D.C.; San Francisco; 
Tampa; Buffalo; and it pulls big 25-54s in 
many markets: Pittsburgh, Huntsville, 

Dallas, Wilkes-Barre etc. 
Source: Vallie*Richards Consulting 

TOP FORMATS IN THE COUNTRY 
Format No. of stations 

carrying the format 
Country . 2,470 
News/Talk . 1,141 
AC . 929 
Oldies . 822 
Spanish . 585 
Adult Standards . 565 
Religious . 362 
CHR . 312 
Hot AC . 300 
Rock . 295 

Source: Interep s' Station Scan database. based on M Street Corp, format definitions. 

Chilling Quote 
In USA Today, Anthony Debarros wrote, 
“The changes have raised concerns that Radio 
as big business is hurting diversity of content. 
It’s also turning a business with deep local 
roots into one that’s more ’distant, ’ undercut¬ 
ting local ties — a business where the evening 
weather forecast in Fayetteville, Ark., may have 
been recorded hours before, 500 miles away in 
Austin, Texas. ” 

To Impress Your PD 
More PDs now are doing an air shift and are in the 
studio daily. Still more are off-air and now manag¬ 
ing two, three or more stations, where they once 
oversaw just one. Become a conduit for feedback. 
What are you hearing on the phones? What's not 
working, and what part of the station’s presenta¬ 
tion has become stale? Most importantly, offer 
solutions. Source: Don W. Hallett. The Positioning Works 

New Site 
In New York, Interscope Records, the label 
for artists including Garbage, Marilyn Manson 
and Mya, has created an online store and 
Gen-X-oriented site. Designed by Reset, New 
York, the site (www.interscoperecords.com) 
features links to artist and fan sites, an audio 
and video jukebox, chats and contests. It will 
sell music, clothing and other merchandise 
through N2K, Tower Records and others. 
Source: AdWeek 

Hey! Remember Me? 
He’s a little bit ... older now. Donny Osmond 

was caught mingling with (l-r) Karen Holmes 

and Ellen Naumann of L-Envision, Christina 

Kelly of Mega-100 and Kelli Gates of The 

Museum of Television and Radio. 
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Is There. .. 

Life After 
■Radio? 

Yes! — Put your Radio 
career to work at Radio Ink. 
• Do you want to stay in the 
Radio business — but just not 
work in Radio? 

• Do you want to put your years 
of Radio experience to use? 

• Have you purchased items for 
your Radio stations? 

• Do you enjoy selling? 
• Do you want to help build clients' 
business through advertising? 

If you answered yes to any of these 
questions then Radio Ink wants to 
talk to you. We have openings in our 
sales department. You would work 
with suppliers and vendors to the 
Radio industry. 

If you want the best job in Radio 
— without being in Radio — call 
Jim Lobaito, Director of Sales, at 

800-610-5771. 
RADIO INK IS AN EQUAL OPPORTUNITY EMPLOYER. 

G 

When bad weather hits, Radio is at its 
best. But beware — TV is moving in 
on us quickly. Here are a few tips to 

keep in mind so when bad weather or winter 
weather hits, you are ready to cover it and 
keep your listeners glued to your station. 

• If a snowstorm is in the forecast, 
make sure you tell listeners that you'll 
be updating the forecast constantly. In 
bad weather, the word "update” keeps 
folks hanging on and listening longer. 
Good pre-promotion of an upcoming 
storm really can enhance TSL. 

• When snow, ice or any kind of bad 
weather is in the forecast for overnight or 
the next morning, make sure the next-day 
morning promo talks about your services 
and your weather people (if you have them). 
Promote the fact that you'll announce school 
cancellations. These promos can be record¬ 
ed early and left in the control room for use 
when needed: 

"It looks like were in for more snout and ice. 
Driving tomorrow morning could be treacherous, and 
WXYZ is ready to get you through the storm with 
WXYZ Storm Team Coverage. " 

• When announcing school cancella¬ 
tions, look for a unique angle. For example, 
give them alphabetically by county. This 
makes it easy for listeners to hear about their 
school systems. (It's also the way TV now 
scrolls them across the screen.) Promote it 
this way on the air. 

• Always let listeners know when you'll 
do the school closings. For example: 

"Every 30 minutes on the hour and half hour. " 
For the most part, business closings 

should not be announced, as they can go 
on forever. Say something like: 

“Due to the storm, many events are canceled. 
We recommend you call ahead before going out. " 

• Have a plan. Put it in writing so that 
when storms hit, all involved understand 
the procedures. Make sure it details every¬ 
thing point by point. Have a meeting to re¬ 
view it with all involved,- make sure a copy 
is in the control room. Included should be: 

1. A list detailing who calls storm team 
members if a storm hits late/ovemight. Use 
the "fan list" system where everyone calls 
someone else. 

2. Have clearly marked special intros, 
sounders and beds ready to go. 

3. Do all you can to refer to coverage 
as "Storm Team Coverage." It sounds big. 

4. Make arrangements with a near¬ 
by hotel in case you need to have staffers 
stay overnight. 

5. Have an emergency list of special 
numbers posted in the control room (weath¬ 
er service, City Hall, the airport tower, Na¬ 
tional Guard etc.). 

6. Have a clock that outlines where you 
do what, so on-air folks are not running 
around getting crazy. Storm coverage can 
be planned and rehearsed. 

• Check with engineering to make sure 
the generators at the studio and transmit¬ 
ter sites are fueled up and in good working 
condition. Do all operators know how to 
start them up? S 
Gary Berkowitz is President of Detroit-based 
Berkowitz Broadcast Con¬ 
sulting, specializing in AC pro¬ 
gramming. He may be reached 
at 248-737-3727 or by E-mail 
at gary@garyberk.com 
Website is www.garyberk.com 
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What Good Are Perceptual 
Studies? Great — But Don’t Go In Blind 

Perceptual studies can be of incredible 
help to stations, but the truth is that 
most of them these days are either 1 ) 

not generating the right kind of informa¬ 

will assure your success: 
1. When designing the studies, don't 

allow the research company or yourself to 
investigate things that are "interesting" if 

tion or 2) not being used in the right way they are not really actionable. The com-
to enable the station pany you use also should know enough 

to reach its goal. 
How can you 

make sure they 
are going to be 

beneficial to you in 

about your specific situation and about the 
tenets of warfare strategy to help you not 
miss any questions that likely are to be 
strategically significant to your station 
when it's time to plan. This is the talent, 

developed over a lot of years, that 

terms of real 
ratings and 
profit im¬ 
pact? Here 
are six 
things that 

separates the good 
study designers from 
all those who hang 
up a shingle or a 
doctoral degree 

and start "researching." 
2. Choose a firm and a per¬ 

son at the firm with top-notch strate¬ 
gic credentials — one who won't just 
present the findings of the study but 

who correctly can point out what in the 
report is strategically significant. The real 
value is not having answers, but know¬ 
ing the ones on which to focus. 

3. Choose a firm that has a well-
thought-out process or system for using 
the data of the report and your knowledge 

of the market situation to develop a bril¬ 
liant strategy. At the very least, make sure 
they have a process that keeps you from 
coming up with strategies that won't work 
or will take you in incorrect directions. 

4. Choose the right goal for your plan. 
I recently saw a "plan" that had seven ratings 
goals and two goals for changes in percep¬ 
tions it hoped to create over the next year. 
The idea of having nine goals is a serious 
problem. Would get anywhere if you drove 
your car in nine different directions at once? 

5. Once you develop a smart strate¬ 
gy, allocate the resources necessary to im¬ 
plement it. If you're not willing to invest 
to make the plan happen, it won't. 

6. Stay focused. A while back, we 
could go into a market, work with a man¬ 
agement firm to set up a smart strategy, 
and the station would have a pretty good 
shot of hitting their goal even if they did 
a mediocre job implementing the strat¬ 
egy. There simply was so much "elbow 
room" between the market's stations that 
you just had to get the ball "near the 
hole." Not any more. You have to be ex¬ 
actly on your strategy, and you have to 
stay sensitive to the changing climate 
(and know, strategically, what to do about 
those changes) ist 
Bill Moyes is President of 
Moyes Research Associates. He 
may be reached at 719-540-
otoo or by E-mail at 
bill@moyes.com 

We’ve won awards for saving our customers money. 

BSI 
Broadcast Software 

International 

"Your knowledge and programming 

efforts allowed the United States 

Army to save the American 

taxpayers $20,000.00. " 

John B. McDougel, Colonel, 
United States Army. 
(Certificate of Appreciation presented to BSI.) 

$999 Automation. $249 Cart Machine. Let us save some money for you too. 
Affordable Digital Automation Free Tech Support Free Trial Software 

888-BSIUSA1 www.bsiusa.com 
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FIDELIPAC 
Broadcast Studio Equipment 

Division of Amplifonix f 2707 Black Lake Place í I I Philadelphia, Pa 19154 

I J Phone 215.464.2000 \ J /ax 215.464.1234 

>1 I www.fidelipac.com 

TALK RADIO 

Have your ever started up a music sta¬ 
tion by saying, "Let's go music, allow 
the jocks to bring in their own songs 

and, boy, well have a lot of music listen¬ 
ers?" No, you'd first decide on your target 
and then make sure every element on the 
music station appealed to that target. 

The laws of Radio physics (an advanced 
degree, I'm sure) work for all types of Radio, 
including Talk. Most Talk stations today are 
in one type of Talk format. Lets be kind and 
call it Leisure Village Talk (LVT). You've 
heard it. It's the one where hosts say, 
"Woooo, we have to pay some bills. Gee, 
Frank, this is an awfully good call, can you 
hold on through the break?" And Frank al¬ 
ways seems to have time — lots of time. 

LVT is highly targeted. It's extraor¬ 
dinarily successful at appealing to people 
over 65. In fact, 44 percent of the aver¬ 
age cume of AM LVT stations is over 65 
nationwide. This has nothing to do with 
the medium of spoken word. It's because 
the topics, production, pacing — the for¬ 
mat — appeals to people over 65. 

The demo results of the LVT format 
are no more surprising than the results would 
be if a station played Sinatra and Glenn 
Miller or the Spice Girls and Hanson. 

If you want to target your Talk sta¬ 
tion differently from that of a 65+ audi¬ 
ence, apply winning techniques from 
music programming. 
Steps to Targeting a Talk Station: 

1. Select a single target — one sex, 
one age. 

2. Research that target to learn what 
its members actually talk about and what 
they actually share with their friends in 

conversation — not what they claim to 
care about but what they really care about. 

3. Every element on the station must 
point in the same direction: from news to 
jingles to hosts and topics, just like music. 

4. Giving up the 65+ means giving up 
a big 12+ number. The biggest lie in Radio 
(besides "Oh, we are thrilled that your com¬ 
pany bought our station") is that the 12+ 
number doesn't matter. Brace yourself for 
better demos and a worse 12+. This is the 
step that determines success or failure 

Many established stations want to 
get younger listeners without losing any 
older listeners. Imagine playing music at 
a dance, music that absolutely has to ap¬ 
peal to a 27-year-old and a 77-year-old 
You'd find yourself playing two titles. It 
would be equally difficult to talk to those 
two people at the punch bowl for a long 
time without excluding one of them with 
slang or topical references. 

Don't expect to do on the Radio what 
would be tough to do in real-life conver¬ 
sation. You cannot appeal to everyone all 
the time. Give it up. 

5. Be prepared to manage talent in 
a new way: directly. Talent will have to 
prepare topics that are pointed toward 
the target. You may need a more em¬ 
powered PD and better phone screen-
ers. But the results will be a targeted 
product that reaches precisely the demo 
you select. S 

Walter Sabo is President of 
Sabo Media. He may 
be reached at 212-8O8-3OO5 or 
by E-mail at 
WalterSabo@Com ftuServ.com 
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...top 3 new radio ideas from RCS! 
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SOUND BITES 
TODAY'S WOMEN 
United Stations has transitioned its 1998 summer series, 
Today's Women, from its two-hour weekly summer format 
into a new one-hour weekly program. Today's Women is tar¬ 
geted for the Hot AC, Modern AC and CHR formats and is 
available to stations on CD On a market-exclusive, barter 
basis. Each week, Today's Women features a collection of 
top hits and live performances, as well as personal inter¬ 
views with top artists. Contact Julie Harris at 212-869-
1111 for more information, ga 

V tune in 
GROUP ROOM AGREEMENT — lsh-s-w 

Vital Options® and Premiere Radio 
Networks have entered into an ex-
elusive marketing agreement with —— 
Media Adventures to market The Group Room to Radio sta¬ 
tions across America. The Group Room is a Talk show for 
cancer patients, their families and friends, and health-care 
professionals. Each Sunday-afternoon program offers live 
information and support for more than 100,000 listeners 
in the U.S. and Canada. During the broadcast, the show 
also can be heard live on the Internet — with a 28.8 bps 
modem and real audio — at http://www.vitaloptions.org. For 
more information, contact Rivian Bell or Debra Leak at 310-
827-2327 or by E-mail at jdicomm@ix.netcom.com ® 

NEW REPEATER 
Mackenzie Laboratories released 
its latest OEM product, the dia¬ 
mond jm, a solid-state satellite down¬ 
load audio message repeater, which was 
developed for Muzak®. The diamond jm acts as a monitor 
for the satellite feed of business music. The unit auto¬ 
matically downloads advertising, marketing or public ad¬ 
dress messages, which are inserted into rotation and played 
over the satellite-fed music at predetermined intervals. 
All aspects of the diamond jm are controlled via the up¬ 
link, and there is no user intervention or configuration re¬ 
quired. For more information, contact Robert Bird at 
909-394-9007 S 

NEW KLOTZ OFFICE 
Thomas Klotz, President of Klotz 
Digital Audio Communications, 
has announced the opening of an . ..._ _ 
American operation based in Atlanta, Ga. This 
new operation heads the company’s sales, marketing, 
customer support and technical systems for North, Cen¬ 
tral and South America. Klotz also announced that Ramon 
Esparolim will be VP of Sales and Marketing for the new 
operation. Klotz manufactures digital audio mixing con¬ 
soles and routers for the broadcast industry. Call 770-
729-6811 for more information. © 

Comrex Corporation, 65 Nonset Path. Acton, MA 01720 
Toll-free North America: 800-237-1776 Toll-free U.K.: 0-800-96-2093 
E-mail: info@comrex.com URL: www.comrex.com 

COMPATIBLE WITH 

THE POPULAR 

Comrex Hotline 
POTS CODEC. 

The Vector Pots 
Codec from 
Comrex ... 

BECAUSE 

REMOTES DON’T 

HAVE TO BE THE 
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MOVERS & SHaKErS 

ED LENANE 
In Sacramento, Calif., Ed 
Lenane has been promot¬ 
ed to Director of Opera¬ 
tions for K-LOVE Radio 

Network. He has been local PD since Jan¬ 
uary 1997. He will manage the day-to-day 
operations of the Network Programming 
Department and will continue to do his 
daily newscasts. K-LOVE Radio is a net¬ 
work of 16 noncommercial, Contemporary 
Christian music stations and 55 FM trans¬ 
lator repeater stations, a 

JIM DARBY 
Jones Radio Network and 
Capstar Broadcasting an¬ 
nounced in Englewood, 
Colo., that Jim Darby will 
be Executive Producer of 

the nighttime syndicated show Nashville 
Nights. He created and will continue as Pres¬ 
ident of Backstage Productions, Inc., a syn-
dication/programming company offering 
products to Country stations. Darby earned 
his station’s recognition from the NAB as 
well as two national first prizes in commer¬ 
cial creativity from the RAB. Nashville 
Nights, a music-intensive show, features live 
interviews with Country stars, in-studio per¬ 
formances and listener interaction. Produced 
by Capstar’s WSIX-FM Nashville, the show 
s distributed by Jones Radio Network, s 

AL BROCK 
Clear Channel Communi¬ 
cations has named Al 
Brock as Program Director 
for WWBB-FM Providence, 

R.l. (BlOl-The Oldies Station, 101.5 FM). 
He was previously with Atlantic Star and 
WPKX Springfield, Mass. Brock's exten¬ 
sive Oldies experience includes work in 
the Indianapolis; Rochester, N.Y.; and Har¬ 
risburg, Pa. markets. He is one of the few 
programmers to work with two Radio sta¬ 
tions with the same call letters in differ¬ 
ent markets (WKLR in Richmond, Va. and 
Indianapolis), s 

GARY TAYLOR 
Metro Networks Inc. ap¬ 
pointed Gary Taylor as GM of 
their Seattle and Portland fa¬ 
cilities. He will be responsi-
marketing and operations in 

these two markets. Taylor has had more than 
25 years in the broadcasting industry, most 
recently as President of Integrated Media 
Strategist, a financial solicitation firm for 
broadcast acquisitions. He was also formerly 
VP/GM of K101 San Francisco, 
KYCW/KBKS/KRPM-AM Seattle and KREM-
FM and KZZU-FM Spokane. He served as Se¬ 
nior VP of Unistar Radio Network and CEO 
of what is now PROMAX. s 

ble for Metro’s 

DON BRIAND 
In New England, Don 
Briand has been appoint¬ 
ed News Director for WOKQ 
97.5 FM Dover, N.H., and 
sister stations WPKQ 103.7 FM, ARROW 
105.3 and 102.1 FM/WXXB. He will deliv¬ 
er newscasts Monday through Friday twice 
an hour as part of the WOKQ Morning Wak¬ 
ing Crew and will also produce the 30-minute 
weekly public affairs program WOKQ Re¬ 
porters File. The accomplished actor and 
one-time lead singer of the rock group Twist 
and Shout was News Director/Talk host at 
WTSN Dover for 25 years. WOKQ and WPKQ 
are locally owned and operated by Fuller-
Jeffrey Radio of New England Inc. ® 

Even if ! 
ill À J you're on i 
wUm the right i 

i Guíala track, i 
ï you'll get run i 
I over if you just i 

sit there. | 
Source: Will Rogers . 

Success 
It's a state 

of mind Willflight Research, Inc. has been providing local market 

radio ratings data for over fifteen years to the broadcast 

community. Contact us for more 

information to see how we can 

your state of mind. 
Willhight Research, Inc 

Audience Measurement Surveys 

Seattle, WA • 206-431-8430 
FAX 206-431-0603 • e-mail dbhasteOaol.com 
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SPECIALREPORT 

Is Your Station 
on Life Support? 
(It’s Time to Increase Your Ratings) 1 1 by Dave Anthony 

With the 1998 football season well underway, parallels can be drawn to Radio’s challenges in 
the fall ratings sweep, likewise in progress. A powerful offense produces excitement when¬ 
ever points are scored. Ratings points, of course, are as highly coveted as those accumulat¬ 

ed on the gridiron. And without a near-bulletproof defense, the opponent can eventually catch up. 
The parallels continue. Good coaches — and GMs — call for special plays at special times. This 

requires advance preparation, hiring qualified players and knowing their skills, and creating contin¬ 
gency plans and implementing them with confidence. Football is big business, yet it’s entertainment 
to the masses. So is Radio. The most successful coaches aren’t as afraid of losing their jobs as they 
are losing the game. The best Radio GMs correspondingly downplay day-to-day employment 
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DONT 

alone: 

We've taken 
many other 
stations to 
the top -now 
it's your turn ! 

Call us today 
and let's get 
started . 

Phone: 910-313-2491 
Fax: 910-313-0228 
E-mail: BHennesl05@aol.com 

Bill Hennes & Associates 
Broadcast Consultants 

49 Special Report 

concerns while focusing on winning each 
quarterly ratings contest. Therefore, it's no 
surprise that the consistently successful sta¬ 
tions— like football teams that win year after 
year— think and execute strategically. 

Supporting their team on the field 
are the other players in the box, constantly 
analyzing results and making smart ad¬ 
justments during the competition. As¬ 
sembling this team is just as crucial in the 
big-business world of Radio as it is in foot¬ 
ball. Only so many quality players exist, 
so sign them up before the other team 
does. Closely study offerings from those 
companies that know how the ratings re¬ 
ally work. Budget strategically, gather your 
team, devise smart plans and unleash them 
at the right time. 

Here then, are words of wisdom to 
assist you — the coach — to score the 
most points. 
Question No. i: What first steps should 
GMs take to increase their ratings? 

John Martin, President, Critical 

Mass Media: Do your homework on un¬ 
derstanding Arbitrons methodology. They 
call people in their homes. Only phone 
friendly people will get a diary Your mar 
keting efforts should mirror the Arbitran 
game. Everything else is noise. If you are 
marketing to people who will not 52 ► 
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WOULD YOU LIKE TO 
GET MORE RATINGS 
SUCCESS OUT OF 
YOUR PERCEPTUAL 

RESEARCH? 
DO YOU FIND YOURSELF WONDERING sometimes about the real value that your station gets from your perceptual 
studies? Sure, all studies of this sort develop some interesting data and can be considered "helpful," but how much do 
your studies really impact your ratings and profitability? 

Over the past 20 years, we've been privy to the intimate details of hundreds of radio battles. In many cases, we've 
witnessed tremendous victories; in others, abject failures. In nearly every instance, the station had employed someone 
to do a perceptual study for them. So, what made the difference? Almost every station that won big did three things: 

2 They allocated the resources 
necessary to implement that 
strategy. 

IThey created a smart strategy 
that took advantage of an 
opportunity in the market. 

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

Notice that we said "almost" every station did these things. There were stations that had success simply because they had 
very good luck. While we believe in the helpfulness of good luck, we don't like to count on it. 

At Moyes Research Associates, we count on two things: 
• Advanced perceptual studies that we custom-design and conduct for each station; and 
• Our 7 STEP SMART1'1 SYSTEM. It's a proprietary strategic system that is key to the success 

of every station our company works with. 

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

Before you spend another dime on perceptual research, talk with us. Let's see if - together - we can unlock your full 
ratings potential. 

Mike Shepard 
Senior VP 

Bill Moyes 
President 

Don Gilmore 
Executive VP 

Moyes Research Associates 
AMERICA S LEADING STRATEGIC ADVISORS 

205 East Cheyenne Mountain Blvd. 
Colorado Springs, CO 80906 

719.540.0100 



■« so Special Report 

In the fast-paced world of media, you have 
to keep improving just to keep up. 

You ought to expect the same from your 
collection service. 

on advertisers and agencies, an unequaled library 
of media information, proprietary management 
reports, international collection services, and 
much more. 

At Szabo Associates, we re improving as you 
improve. As the first and largest media collection 
firm, we re providing more specialized service 
than ever. We've created separate divisions 
dedicated to each individual medium. No one 
else focuses so sharply on your individual needs. 

This know-how helps us offer value-added 
services you won't find anywhere else. Szabo 
clients have free use of the world's best database 

Since 1971, Szabo has helped more than 
3,600 clients achieve faster, more substantial 
settlements in every medium imaginable. Let us 
help you. Send us details of a 
past-due account, or call us for 
more information. Because in 
a business as tough as yours, 
you need a different breed of 
collection service. 

szano 
Szabo Associates, Inc. 335> Lenox Road. N E 9th Fl(x>r Atlanta. Georgia 30326 Phone: 404-266-2464 Fax: 404-266-2165 

cooperate on the phone, you are wast¬ 
ing your money because they never will 
get a diary. Find the 40 percent who will 
participate and are phone-friendly,- then 
you want to hug them. You should talk to 
them with a high level of frequency and 
include them in everything you possibly 
can so you will remain top-of-mind when 
it is their turn to fill out the diary. 

Bill Moyes, President, Moyes Re¬ 
search Associates: The first thing is to get 
strategic expertise. Second, this person 
really must take the time to learn your sit¬ 
uation. This is not a quick phone call and 
then they send you a proposal. This 
really investigates what you're trying to 
do and why you're trying to do it. 

Dave Nichols, Senior VP of Mar¬ 
keting, Filmhouse: Basically, there are two 
ways to increase your ratings. You either 
can attract more people to your Radio sta¬ 
tion or you can increase the amount of 
time each listener spends listening to your 
Radio station (or some combination of the 
two). The first thing a CM should do be¬ 
fore they ever consider marketing their 
Radio station is to take a real objective 
look at the product they have on the air 
and make sure they have made that Radio 
station as attractive and listenable as it 
possibly can be. Make sure your music is 
right, you have good personalities and 
you've paid attention to those techniques 
and programming items that will maxi¬ 
mize the amount of time listeners spend 
with your Radio station. Then you can 
get the most out of your investment in 
marketing that station. 

Shelley McBride, VP/Owner, Ra¬ 
dioVision: You always should be focused 
on the image of the station. Now 54 ► 
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CSverin^the fury of Hurricane Georges 

National News 

THE CHALLENGE 

THE PLAYERS: 

THE PLAY-BY-PLAY: 

Metro Networks’ Metro Source is 
radio’s information system. 

If you have not seen Metro Networks 
and Metro Source, you are definitely 
not getting the whole story. 

Nobody combines more news, sports, 
weather and entertainment audio 
actualities than Metro Networks and 
Metro Source. 

The Metro Networks and Metro Source team of over 15 reporters along the Gulf Coast 
States tackled the season's worst hurricane. Preparedness information was instantly fed • 
to affiliates including: 
• Short- and long-form programming coverage before and after the storm 
• Coverage of local citizens, Mayors, Police Chiefs, and the Director of the National 

Hurricane Center in Miami 
• Metro's airborne reporters covered evacuation routes before and after Georges 
• Reports from Mississippi, Alabama, Louisiana and Florida Offices of Emergency 

Preparedness 
• Reports from Metro reporters within the National Hurricane Center in Miami 
• Reports from Harrisburg, Pennsylvania and Seattle, Washington and other outside 

areas who were sending truck loads of relief supplies to storm ravaged areas 
• Access to full National Weather Service Weather Wire via satellite 

Even as Georges 
was downgraded 
to a tropical storm and depression, 
coverage of the aftermath continued, 
with digital audio from the field... 
including sidebars. 

— When Hurricane Georges hit, 
did your station miss? 
NO OTHER NEWS ORGANIZATION 
is better equipped to handle the challenge of covering a hurricane 
than Metro Networks and Metro Source. When disaster strikes, Metro 
strikes back with resources, expertise and a talented top-notch team 
of professional meteorologists, journalists and broadcasters. 

r Metro Networks and Metro Source team coverage 
• Uve coverage from inside the 

National Hurricane Center in Miami 

This is the successor to 
the traditional wire." 

The stats prove it: With over 400 
affiliates in ten months, we are the 
fastest growing news service in 
North America. See why. 

Before you sign anything, make 
sure you see Metro Networks 

and Metro Source. 

THE OUTCOME: 

Over 300 audio cuts over a two-day period on storm-related activity alone. Metro and 
affiliates were never at a loss for coverage. Metro not only provided the full story, but 
also the locail angle. 

METRO SOURCE 
RADIO S INFORMATION SYSTEM 

METRO NETWORKS 
NEWS - SPORTS • WEATHER • TRAFFIC 

1-8OO-8OO-NEWS 
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“Research should be on-going. It is not something that 
StOpS Or StartS with a book. —Rhody Bosley, Partner, Research Director 

more than ever it is very important, es¬ 
pecially in light of all the budget cuts that 
are taking place for advertising and pro¬ 
motions. There are a lot of opportunities 
for stations to continually get their mes¬ 
sage to their audience, letting them know 
"Hey, we're still here. We re still exciting 
and still kicking." 

Rhody Bosley, Partner, Research 
Director: Research should be on-going. It 

is not something that stops or starts with a 
book. You constantly need feedback. Radio 
is kind of a strange little business. People 
go into a room and talk to themselves with 
no feedback. They make jokes and don't 
know if anybody laughed. You have to build 
a mechanism to get feedback from your au¬ 
dience. Research is the method to do that. 

Courtney Thompson, Founder and 
Managing Director, Broadcast Direct 

Marketing: The first thing you should do 
is run a segmentation profile of your au¬ 
dience. The idea is to build a plan from 
the ground up. The architecture of that 
plan should be in accordance with the sta¬ 
tion's audience and the habits and patterns 
the station's audience develops. It doesn't 
mean going on the air and saying we re a 
mass-appeal station and, therefore, we're 
going to buy 500 gross rating 56 ► 

Call TOMA Research 
to reserve your 
market today! 
360-254-5600 

Do What You 
Do Best... 

SELL!! 
But to categories of advertisers 

you've never been able to close before. 

Plus — add even more 
billing from current customers! 

Selling with TOMA does not require changing the way 
you sell or extensive training for your staff. 

Because of this, typical radio stations add over 
$100,000 in new revenue in the first 90 days. 

TOMA Research is a tool you can use that shows 
businesses how much awareness they have created for 
their business in their market in their business category. 
No other service does this and it's information that 

every business person wants to know. 
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Products offered by SCA 
Promotions. 888-860-3767. 
www.scapromotions.com 

radio will never be the same! 
Introducing XM Satellite Radio (formerly American 

Mobile Radio Corporation). First there was AM, 

THEN FM, AND NOW THERE’S XM SATELLITE RADIO. WITH 

DIGITAL-QUALITY SOUND, COAST-TO-COAST COVERAGE, AND 

UP TO 1 □□ CHANNELS OF MUSIC AND INFORMATION FOR 

YOUR CAR, HOME, AND PORTABLE LISTENING NEEDS, XM 

WILL REVOLUTIONIZE RADIO. 

For more info tune-in Vicki Stearn @ 202 969 7D7C 
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points of television per week. 
The second step is taking a look at 

the lifestyle data and the other propensi¬ 
ties within that audience. Then ask your¬ 
self if you should give away beach towels 
and sunglasses or a brand new Chevy Sub¬ 
urban on the air. Where is the populari¬ 
ty of these different things within your 
audience so that, whatever you're doing 
promotionally or from a concept stand¬ 
point, it is going to have the maximum 
appeal to your audience? 

Question No. 2: What are some 
things Radio stations can do to in¬ 
crease ratings? Downes: A lot of times, it depends 

on the format. Within the niche formats, 
we've found that a Radio station maga¬ 
zine is going to be more effective over the 
long run than a huge TV campaign or a 
big outdoor campaign. This doesn't mean 
that TV and outdoor don't work. It just 
means you have to spend so much money 
to do them effectively that it is a real shot¬ 
gun approach. 

Martin: Make sure you are target¬ 
ing where you can get the biggest return 
on an investment. We are big believers in 
targeting the work location, where you 
can fax these people at a high level of fre¬ 
quency and invite them to tune in multi¬ 
ple times throughout the day: when 

You’ve Had the Arbitron for a Whole Damn Week! 

Where are the sales stories? 

Call ns. We deliver - before the data gets cold! 

Call Rhody Bosley. Julie Heath or Charlie Sislen at 410-377-5859 today. 

►Research Director, Inc. 
The Ratings ExpertsSM
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they're getting to work in the morning, 
when they're coming back from lunch in 
the afternoon and mid-morning. 

Bosley: We see Radio stations big and 
small use all sorts of tools like television, 
other Radio stations, bus cards, outdoor 
boards and bumper stickers. We use things 
like faxes and telemarketing, which are a 

horizontal maintenance (to get people to 
listen for more days). No. 2, there are peo¬ 
ple who will play a contest actively or will 
play along with the contest in their mind. 
People seem to underestimate or don't un¬ 
derstand the effect contests can have if 
they're done correctly. No. 3 is having a 
compelling Radio station based on a com¬ 
pelling strategy. It is very clear to the tar¬ 
get audience you're after what you stand 
for. Because, when they get the diary, they 
vote for their favorite Radio station. If 
you're just another Radio station and it's 
not compelling, you're not going to get 
the average quarter hour. 

McBride: First of all, the key is a great 
spot. Most people can produce a great spot. 
The important thing is to make sure you 
have the meat of the message in there so 
listeners are excited. Also, have a very good 
media buy in place. You need to place your 
media buy strategically and do a complete 

this is [important] for a Radio station. 
Thompson: Radio basically is per¬ 

ceived as a free utility. Being that it is a free 
utility, to get stations their rating objec¬ 
tives, you have to raise the overall combi¬ 
nation of brand awareness and top-of-mind 
awareness. People who are non-voters don't 
count. For this, we have a zip analysis pro¬ 
gram that tells us where the diaries are 
falling. It is the ability to inter-link that 
with the right prospects at the individual 
household level that gets us the maximum 
effect of the direct-marketing efforts. 

The net result should be to enhance 
and build the database, communicate with 
that database on an on-going basis, then 
reach out to the market and build new data¬ 
bases and raise the level of top-of-mind 
awareness, as well as brand awareness. It 
translates to diary mentions and ratings. 
What we're out there to do is change peo¬ 
ple's habits, as well. So, this not only trans-

“When they get the diary, they vote for their favorite 
Radio station. If you’re just another Radio station and it’s 

not compelling, you’re not going to get the average 
quarter hour.” — Bill Moyes, President, Moyes Research Associates 

little more direct in the way you're trying 
to get them to operate. This is certainly 
true in the area of direct mail. 

Moyes: There are three ways that 
truly work on getting more ratings or more 
average quarter hour. No. 1, obviously, is 

wrap-around so you have total continuity. 
In other words, when most Radio stations 
do a television buy, they only promote the 
Radio station from the television. They don't 
go on their own air with the same message. 
They don’t have a one-voice system, and 

lates to diary mentions but to some form of 
long-term brand loyalty, and it increases 
the threshold of diary mentions on an on¬ 
going basis, as well. 
Question No. 3: What can your com¬ 
pany do to increase the rat- 5g ► 

Every Day — 
A Different Look at America 
Profile America — 60-second features about America—one for each 
weekday. Some are humorous, others serious, a few downright obscure. 
All are entertaining. Each is keyed to the events and observances of that 
calendar day. And all are based on the unique body of knowledge the 
Census Bureau has about the people and economy of the United States. 

The segments come each month on a CD, with a choice of male and female 
voices. Profile America is now heard on more than 400 stations. We 
think your listeners will enjoy Profile America, too. 

For more information, or for an audition copy, contact Maury Cagle 
at mauryc@census.gov, fax at (301) 457-3670, or telephone at 
(301) 457-2808. Profile America is part of the Radio Service of the 
U.S. Census Bureau. 

Authoritative...Entertaining... and Free! pmc Him 
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ings of Radio stations? 

Martin: We would do perceptual re¬ 
search with what we call a map. It is a mul-
tiopoly action plan to figure out the best 
way to maximize the signals for our cus¬ 
tomers. Once we have conducted per¬ 
ceptual research, formulated a strategic 
game plan for each of our Radio stations, 
identified our target and how to position 
the Radio station, we will participate (typ¬ 
ically for FM music stations) in music test¬ 
ing. Once we have a clear strategic 
direction, we typically will engage in mar¬ 
keting activities. 

Thompson: We use direct media that 

reaches a very specific target audience. 
We use the following forms of media on 
a selected basis: direct mail, telemarket¬ 
ing (both in-bound and out-bound), 
broadcast fax, Website and E-mail prod¬ 
ucts, custom publishing (station maga¬ 
zines or newsletters) and other forms of 
media we know will directly reach them. 

Moyes: We provide three things. No. 
I is strategic studies. Strategic studies take 
a basic perceptual study and bond to it a 
process of developing a smart action plan. 
No. 1 is tactical contesting. We have de¬ 
veloped a game called Triple Cash. It is 
kind of like the Birthday Game. No. 3 is 

Put Your Station 
In Your Listeners' Hands! 

• Lock In Audience Loyalty 
• Lengthen Time Spent Listening 
• Increase AQH and Boost Cume 
• Liquidate Costs/Generate Advertiser Results 
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helping the clients know and get smart 
about how to increase horizontal main¬ 
tenance. Vertical means getting you to lis¬ 
ten more minutes through the day, which 
is tough because people are into habit pat¬ 
terns that rule their lives. However, hor¬ 
izontal maintenance is easier. If you listen 
three days a week, getting you to listen 
four to five days a week is easier. 

Downes: Our company provides pro¬ 
jects to Radio stations. These projects in¬ 
volve taking an idea from either our brain 
or our client's brain and getting it, one 
way or another, into a well-designed print¬ 
ed piece that is then distributed. Most of 
it has to do with direct mail of some sort. 
Our signature product is the fully cus¬ 

tomized station magazine. The other 
strong products we offer are CD and cas¬ 
sette mailers that are designed more to be 
cume promotion vehicles. 

McBride: Our company services in¬ 
clude original and custom jingle production. 
RadioVision has produced TV promotions 
for more than 200 Radio stations. We are 
known as the company that originated or 
invented the dancing call letters. 

Nichols: We market Radio stations 
on television. Our belief is that television 
is really the best available option for Radio 
stations. Radio is the best advertising 
media, but this generally is not an avail¬ 
able media on which to advertise your 
Radio station. It doesn't make a lot g0
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Systems 
Shopping for digital audio or 
automation? Here’s a tip that 
will help you make the right 
choice. Don’t consider your 
new system to be a computer 
with programs and audio cards, 
think of it instead as a highly 
specialized piece of broadcast 
equipment that uses computer 
technology. 1 recently pur¬ 
chased a furnace for our home. 
This furnace had a board full of 
logic chips - many more than 
you would find in a computer. 1 
didn’t ask the salesman if those 
chips were Pentiums or 486’s, 
because I wasn’t applying com¬ 
puter standards to specialized 
equipment. I just wanted the 
furnace to heat the house. 

The same problem exists when 
a station makes decisions on 
computer standards. They can 
get a great computer but find it 
doesn t make a very good live 
audio or automation system. We 
at SMARTS can explain this in 
much more detail. Our hard¬ 
ware is rugged from the rack 
mount case to the unique modu¬ 
lar design that creates levels of 
reliability well above that of a 
standard computer. It repre¬ 
sents the best of both worlds, 
with up to date computer tech¬ 
nology married to hardware de¬ 
signed to run for many years. 

Our software is uniquely 
matched to the hardware. There 
are no incompatibilities caused 
by hardware that isn’t designed 
to do the job. Contact us at: 

(800) 747-6278 
www.smartsbroadcast.com 

Broadcast Systems 
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of sense to advertise your Radio station on 
other Radio stations in most cases, so tele¬ 
vision becomes the best way to market a 
Radio station. 

Summary: Key concepts as you lead 
your staff into each quarterly ratings 
contest include the following: 

1. Know your weakness. Know what 
to fix. Whether the problem is cume, quar¬ 
ter hours, or vertical or horizontal main¬ 
tenance, identify it first. Then you can 
approach an outside firm that has the spe¬ 
cific tools to correct it. 

2. Talk with several different com¬ 
panies. Get ideas. Have them explain how 
their solution will impact diary keepers. 

One final parallel: Football teams de¬ 
vise individual offensive or defensive tac¬ 
tics based on their probability of success. 
They don't just guess. Whatever tactics 
you have to choose from, don't guess. Se¬ 
lect the game plan most likely to accom¬ 
plish what you need, ö 
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Products offered by 
Creative Media 
Management. 
813-536-9450. 
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A chance at >10,000 every weekday morning at 7:30 
PLUS your shae of thousands all day long - 7 days a week! 

Wake up. 
Shower. 
Eat breakfast 
Listen at 7:30. 

WIN $10,000! 

1 
Immediate delivery from stock! 

PENTA LABORATORIES 
9740 Cozycroft Ave, Chatsworth, CA 91311 
phone: 818-882-3872 • fax: 818-882-3968 

Up to 12,000 hours or three years 

-S! ! IJ =i A j JHTl 
New tubes at near-rebuilt prices! 

POWER TUBES! 
When you buy from Penta, you're assured of 

3CX2500F3 
3CX10.000A3 
3CX15.000A3 
3CX10.000A7 
3CX15.000A7 

4CX250B 
4CX5000A 
4CX10.000D 
4CX15.000A 
4CX35.000C 
3CX1500A7 

PL328/TH328 
PL347/TH347 
PL382/TH382 
PL667A/Y667A 
PL1057/YL1057 

We have a full selection of all electron tubes 
required to keep stations on the air all the time. 
Here are some popular types: 
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Volume Ont: Retail 
Apparel Stores 
Beauty Supplies 
Bedding/Mattresses 
Book Stores 
Caid/Gift Shops 
C arpet/Floor Covering 
Comic Book Stores 
Computer Stores 
Craft Stores 
E’epanment Stores 
Electronics/Appliances 
Florist 
Formal/Evening Wear 
Furniture 
Ha.'dware/Building Materials 
Jewelry 
Lawn & Garden 
Lingerie/Bathing Suits 
Magic Shop 
Men’s Clothing 
Nurse ries/Greenhouse 
Office Supplies 
Outlets 
Pet Stores & Supplies 
Pool Stores & Supplies 
Record Stores 
Rental Facilities 
Shipping/Packaging Stores 
Shoe Stores 
Shopping Centers 
Sportswear 
T-Shirt Shops 
Telephone/Cellular Stores 
Toy Stores 
Variety Stores 
Video/Camera Stores 
Western Wear 
Winc/Liquor Stores 
Women's Clothing 

Volume Iwo: 
htertaiiaent/Foid/RBStaurants 
Arcades 
An Galleries 
Bakery 
Bowling 
Comedy Clubs 
Ddi/Sandwich/Coffcc Shops 
Diet Centers 
Direct Mail Promos 
Fine Arts 
Fitness Centers 
Fund-Raisers 
Grocery/Convenience Stores 
Ice Cream/Yogurt Shops 
Lounges/Nightdubs 
Miniature Golf 
Miscellaneous Promotions 
Night Clubs 
Party Supplies 
Pizzerias 
Print Promotions 
Restaurants 
Rodeos 
Ski Resorts 
Sponsored Promotions 
Station Promotions 
Steak & Seafood 
Theater 
Zoo 

Volume three : Autos 6 
Professiooal Services 
Accountants 

Air Conditioning/ Heating 
& Plumbing 
Automotive Body Shops 
Automotive Dealers 
Automotive Parts & Accessories 

Automotive Rental 
Automotive Service & Repair 
Banking 
Beauty Salons 
Boat Dealers 
Cable TV' 
Car Wash & Detail 
Carpet Cleaners 
Catering/Banquet Facilities 
Dance Studio 
Dating Service 
Dry Cleaning/Laundry Services 
Electronic Repairs 
Funeral Homes 
Home Improvement Services 
Hospitals 
Housecleaning Service 
Insurance Agendes 
lawn Care 
Lawyers/Attorney*. 
Locksmith 
Merchant Associations 
Mortgage Companies 
Moving Services 
Optical Services 
Pawn Shops 
Pest Control/Exterminating 
Pharmacies 
Photograph/Portrait Studios 
Physicians 
Printing Services 
Real Estate 
Recycling 
Schools 
Security Systems 
Tanning Salons 
Tattoo Center 
Tire & Service Centers 
Towing Services 
Window Tinting 

FREE PRIORITY SHIPPING! 

Phone Orders: 800-610-5771 Fax Orders: 501-055-0104 

Name 

Address 
City 

State 

Telephone 

□ Charge My Credit Card: 
□ Visa □ Mastercard □ AMEX Exp. Date: 

Card # 
Signature_ 

_ Payment Enclosed (check payable to: Streamline Press, 
224 Datura Street, Suite 718, West Palm Beach, FL 33401) 

□ Send me: 
Volume one □ Volume two □ Volume three □ 
for only $77 each. 

Any one volume only $77 y 

All three for only $197 (SAVE $34) jl kLUALIIIL 

Vpq 
I Uli send me all three volumes for only $197 
(SAVE $34) 

100 categories with 
more than 650 proven 
advertising scripts that 
will save you time, 
money and eliminate 
writers block. 

- Instant copy ideas 

- Stimulate sales Si 
motivate clients 

- Great for last minute 
selling and new cam¬ 
paigns 

- Spots that have worked 
for advertisers 

- An essential tool for 
every radio station 

Spend Your Time Selling -
NOT Writing Copy! 

Don't Sweat Copy 
Anymore 



EVENTS CALENDAR If you would like an upcoming event included in our Events Calendar, please contact Amy Morrell 

at 56 1 -65 5-8778, fax. 561-655-61 34 or by E-mail at amymorrelK&radioink.com 

OCTOBER 
Oct. 26-27 - Women in Cable and Telecommunications (WICT) 

Women’s Leadership Summit, Washington, DC 
TT 312-634-233O 

Oct. 26-Nov. 6 - Museum of Television & Radio (MTR) Fourth 
Annual Radio Festival, New York 
tt 212-621-6735 (contact: Chris Catanese) 

Oct. 27 - John Bayliss Broadcast Foundation (JBBF) 13th Annual 
Bayliss Media Roast, New York 
tt 408-624-1536, Ext. 240 

Oct. 27 - International Radio & Television Society Foundation (IRTSF) 
Newsmaker Luncheon, New York 
tt 212-867-6650 

Oct. 27 - WICT Gala, Washington, D.C. 
tt 312-634-2330 

Oct. 27-29 - Electronic Media Expo & Society of Broadcast 
Engineers, Inc. (SBE) National Meeting, Bellevue, WA 
u 206-9571801 (contact: Earl Fleehart) 

Oct. 29 N0V. 2— World Broadcasting Unions (WBU) Asia-Pacific 
Broadcasting Union Associated Meetings, Shanghai, China 
E-mail contact: Doreen Liew at sg@abu.org.my 

NOVEMBER 
Nov. 1-3 - Canadian Association of Broadcasters (CAB) Broadcasting 

’98, Vancouver, B.C. 

tt 613-233-4035 

Nov. 3 — National Association of Broadcasters (NAB) Executive 
Committee Meeting, Washington, DC 

TT 202-775'3527 
Nov. 4-6 - WBU’s Asia-Pacific Broadcasting Union 35th General 

Assembly, Shanghai, China 
E-mail contact: Doreen Liew at sg@abu.org.my 

Nov. 7-10 - Radio Advertising Bureau (RAB) Board of Directors 
Meeting, Rye, NY 
tt 972-753 6740 

Nov. 9 - Broadcasting & Cable (BO Broadcasting Hall of Fame, New York 
it 212-337 6942 

Nov. 11-15 “ National Association of Farm Broadcasters (NAFB), 
Annual Convention, Kansas City, MO 
zr 612-224 0508 

Nov. 15-17 - 1998 NAB European Radio Conference, Madrid, Spain 
tt 202-429-3191 (contact: Mark Rebholz) 

Nov. 19 - WICT “Gender Differences: Leadership and Influences," 
New York 
it 312-634-2330 

Nov. 19-20 - North American National Broadcasters Association 
(NANBA) Board and Advisory Council Meetings, Mexico City 
it 416-598-9877 (contact: Bill Roberts) 

Nov. 24 - IRTSF Newsmaker Luncheon, New York 
w 212-867-6650 

DECEMBER 
Dec. 1 - Entry Deadline, Radio Ink Radio Wayne Awards 

ir 561-655-8778 (contact: Amy Morrell) 

Dec. 1-3 - Electronic Retailing Association (ERA) Asian Conference, 
Singapore w 202-2896462 

Dec. 2-4 - NAB Executive Committee Meeting, Washington, DC 
TT 202-775-3527 

Dec. 2-4 - Digital Content Creation (DCO Conference and Expo, 
Los Angeles 
TT 800-331-5706 or 218-723-9130 (mention code 34) 

Dec. 4-6 - Association for Education in Journalism & Mass 
Communication (AEJMC) Winter Meeting, San Antonio, TX 
w 803-777 2005 

Dec. 4-6 - Association of Schools of Journalism and Mass 
Communication (ASJMC) Seminar, San Antonio, TX 
zr 803-777-2005 

Dec. 9-11 - BCS India ’98, Pragati Maidan-New Delhi, India 
TT +91-11-462-2710 (contact: Prem Behl) 

Dec. 15 - Radio Ink Radio Wayne Awards finalists announced 
zr 561-655-8778 (contact: Amy Morrell) 

Dec. 16 - IRTSF Christmas Benefit, New York 
ZT 212-867-665O 

ARBITRON DATES 
• Fall 1998: Sept. 24 - Dec. 16 

• Winter 1999: Jan. 7 - Mar. 31 

• Spring 1999: Apr. 1 - June 23 

• Summer 1999: July 1 - Sept. 22 

COMING IN 1999 
Jan. 7-10 - Consumer Electronics Manufacturers Assn. (CEMA/CES) 

1999 International CES, Las Vegas 
zr 703-907-7600 

Jan. 9-13 - NAB Board of Directors Meeting, Naples, FL 
TT 202-775-3527 (contact: Kathy Muller) 

Jan. 20-22 - WICT Leadership Conference, St. Pete Beach, FL 
TT 312-634-2330 

Jan. 30-Feb. 2 - National Religious Broadcasters (NRB) 56th annual 
convention, Nashville, TN 
zr 703-330-7000, Ext. 503 

Feb. 4-7 - RAB ’99, Atlanta 
tt 972-753-6740 

Feb. 10-11 — NAB Radio Group Head Fly-In, Arlington, VA 

IT 202-775-3527 

Feb. 15-17 - Broadcast Cable Credit Assn. (BCCA) Credit Seminar, 
Amelia Island, FL 
TT 847-296 0200 

Feb. 22-24 ~ NANBA annual general meeting, Washington, DC 

TT 416 598-9877 

Feb. 22-24 - Michigan Assn, of Broadcasters (MAB) Great Lakes 
Broadcasting Conference, Lansing, Ml 
zr 517-484-7444 (contact: Mike Steger) 

Feb. 25-28 - National Assn, of College Broadcasters (NACB) 11th 
Annual Conference of Student Electronic Media, Providence, RI 
TT 401-863-2225 (contact: Laura) 

Feb. 26 — IRTSF Newsmaker Luncheon, New York 
TT 212-867-6650 

Mar. 7-9 - ERA 1999 Spring Conference, Miami 
it 202-289-6462 

Mar. 10-13 - Country Radio Broadcasters (CRB) 30th Annual Country 
Radio Show, Nashville 
zr 615-327-4487 (contact: Paul Allen) 

Mar. 17 - The Peabody Awards (Univ, of GA College of 
Journalism/Mass Communication), New York 

it 706-542-3787 

Mar. 18 - National Association of Black Owned Broadcasters 
(NABOB) Communications Award Dinner, Washington, DC 
zr 202-463-8970 

Mar. 19 — IRTSF Newsmaker Luncheon, New York 
TT 212-867-665O 

Mar. 24-26 - National Broadcasting Society (NBS) Annual conven¬ 
tion, New York, NY 

TT 314-949-4835 

Mar. 27-29 - CAB’s CANPRO 99, Ottawa, Canada 

it 613-233-4035 

Apr. 16-19 - Broadcast Education Association’s BEA 99, Las Vegas 

TT 202-429-5354 

Apr. 19-22 - NAB ’99, Las Vegas, NV 
TT 800-342-2460 

Apr. 21 - Broadcasters’ Foundation (BF) American Broadcast 
Pioneers Breakfast, Las Vegas 
TT 203-862-8577 

Apr. 26 - Broadcasters’ Foundation (BF) Golden Mike Award, 
New York, NY 
TT 203-862-8577 

May 4 - IRTSF Foundation Awards Luncheon, New York 
TT 212-867-6650 

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

May 17-20 - Broadcast Cable Financial Mgmt. Assn. (BCFM), 39th 
annual conference, Las Vegas 
TT 847-296-0200 

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

June 3 - Radio Creative Fund (RCF) Radio Mercury Awards, 
New York 
zr 212-681-7207 

June 7-8 - New Jersey Broadcasters Association and Mid-Atlantic 
Expo, Atlantic City, NJ n 609-860-0111 (contact: Phil Roberts) 

July 7-10 - National Assn, of Black Journalists (NABJ) National 
Convention *99, Seattle, WA zr 301-405-8500 

July 7-10 - National Association of Hispanic Journalists (NAHJ) Unity 
Conference, Seattle, WA 
TT 202-662-7145 (contact: Jacqui deLeon) 

July 711 - Asian American Journalists Association (AAJA) Annual 
Conference, Seattle, WA zr 415-346-2051 

Aug. 31- Sept. 3 - 1999 NAB Radio Show, Orlando, Fl 
TT 2O2-775-3527 

Sept. 29-Oct. 2 - RTNDA International Conference and Exhibition, 
Charlotte, NC tt 202-659-6510 

Oct. 3-5 - SPJ National Convention, Indianapolis, IN 

tt 317-653-3333 

Oct. 4-6 - NANBA-EBU Radio Conference, Montreal, Canada 
tt 416-598-9877 (contact: Bill Roberts) 
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CLASSIFIEDS 
■ GENERAL MANAGEMENT 

GENERAL MANAGER 
MIDWEST 

We’re a privately owned Midwest group 

operator with very little debt. We own 

number-one multi-opoly operations. Our 

employees work in state-of-the-art fa¬ 

cilities and are rewarded with excellent 

compensation and benefit packages. 

For nearly three decades we’ve enjoyed 

an excellent reputation in the radio 

industry. You’re correct to assume that 

our expectations are high! 

We have a need for an outstanding Gen¬ 

eral Manager to lead a multiple-station 

operation. This person should have 

prior experience managing multiple sta¬ 

tions simultaneously in mid-size mar¬ 

kets. We’re only interested in an 

individual who can demonstrate a his¬ 

tory of building number-one stations 

and who understands equally the nu¬ 

ances of programming, promotion and 

sales. The selected individual will have 

a stable employment history.. .drifters 

need not apply. 

We encourage women and minorities to apply 

for this position. Please send resume and 

references to Blind Box #49 at Radio Ink. 

GENERAL 
MANAGER 

Cape Cod’s Radio Group Leader with 

4 FM Stations, Fully Staffed with 

Competent People in a New Facility on 

Route 28 in South Yarmouth, Needs a 

General Manager to Take Advantage of 

Our Strengths and to Lead Us to New 

Heights. Receive Boston Compensation 

while living in Cape Cod - Hard to Beat! 

Rush Resume/Letter to: 

Mr. Ernest ). Boch 

95 Morse Street, Norwood, MA 02062 

FAX: 781-255-6370 

PHONE: 781-255-6369 

EOE M/F 

Station Manager for new 100KW Country FM in 
lackson, MS. Must be strong in sales, organi¬ 
zation and people skills. Contact: johnny 
Boswell at 601-991-9696. 

■ SALES MANAGEMENT 

REGIONAL 
SALES MANAGER 

Are you a PD with the soul of a sales¬ 
person. ..or a salesperson with a signifi¬ 
cant knowledge of programming? I'm 
looking for a big hitter to market TMCl's 
production, sales & imaging libraries, jin¬ 
gles and music services to small, medium 
and large market stations. Fairly big bucks 
too, 80+.. commission-based. ..success is 
dependent on drive, ambition and in¬ 
dustry knowledge. Dallas-based with 
some travel. Sound interesting? Call me 
at 972-406-6809, e-mail me at DGraup-
ner@TMCentury.com or send me your 
package: David Graupner, Executive Vice 
President TM Century, Inc., 2002 Acad¬ 
emy, Dallas, TX 75234. EOE. 

TM 

Sales Management 
Opportunities 

Over half our General Managers and Corpo¬ 
rate Management Team moved up from with¬ 
in our company. 

We are looking for a few more SUPERSTARS. 
If you desire to lead a sales force in either Mon¬ 
tana, Washington, Arkansas, Rhode Island or 
Pennsylvania with a progressive broadcast 
group, contact us. We operate 110 radio sta¬ 
tions in 21 mid-sized & small markets coast to 
coast — and GROWING. 

•Are you a strong leader? 

•Are you passionate about the radio business? 

•Have you a proven high performance in sales 
and management capabilities? 

•Do you want to grow? 

Mail resume with cover letter to: Gerry Schlägel, 
Citadel Communications, P.O. Box 3113, Tempe, 
AZ 85280. FAX 602-731-5229. 

Citadel Communications Corporation 

“Opportunity Fueled By Growth!” 

Pride Communications LLC owns and operates 

10 radio stations in suburban Chicagoland. We 

are dedicated to providing our advertisers with 

confidence in us as a marketing resource, our 

listeners with energy and information, and our 

staff with self-fulfillment. 

We are currently looking for one or two expe¬ 

rienced sales managers to lead sales teams 

in suburban Chicago. 

If you have a minimum of three years' sales man¬ 

agement experience, a successful track record 

and the desire to grow with a forward-thinking 

company, FAX your resume in confidence to: 

Mary Miller at 815-455-4209. Pride Communi¬ 

cations is an Equal Opportunity Employer. 

SALES MANAGER/ 
SENIOR ACCOUNT 

EXECUTIVES 
THREE EAGLES COMMUNICATION, INC. is 

looking for Sales Managers and experienced 

Account Executives to work in its Lincoln and 

Columbus, Nebraska properties. Profitable 

opportunity for motivated, organized indi¬ 

viduals seeking growth within a Twenty-Sta¬ 

tion Broadcast Group based in the beautiful 

Midwest. Send cover letter and resume to: 

Jim Keck, Director of Sales, Three Eagles Com¬ 

munication, Inc., 6900 Van Dorn Street, Lin¬ 

coln, Nebraska 68506. FAX: 402-483-4095. 

TEC is an EOE. 

Growing Fast-Paced Multi-Station Group in the 

Midwest looking for Dynamic Salespeople who 

have a Passion for Radio Sales. Looking for 

individuals with Enthusiasm, Vision, and the 

Desire to be a Leader! Immediate openings! 

Respond to Blind Box #85 at Radio Ink. 

LOCAL SALES 
MANAGER 

Sinclair Radio of Milwaukee, WMYX/ 
WEMP/WXSS is looking for a Local Sales 

Manager. Candidates should possess a 
minimum of two years radio sales man¬ 
agement experience with proven suc¬ 

cess. Strengths must include recruiting, 
training, inventory management, cre¬ 

ativity, great people and organizational 
skills and an unshakable desire to win. 

FAX resume and meaningful references 
to: Craig Hodgson, General Manager, 414-

529-2122. Minority candidates are en¬ 

couraged to apply. EOE. 
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! PLAYERS? ! 

Place your ad in Radio Ink Classifieds! 

1 CALL SHANE TANNER 1

1 @ 800-610-5771 1

■ OR FILL OUT AND FAX THIS FORM! ■ 

NAME OF COMPANY 

CONTACT PERSON 

PHONE NUMBER 

FAX 

POSITION WANTED 

CONTENT / TEXT OF CLASSIFIED AD: 

PAYMENT ENCLOSED 
U S FUNDS PAYABLE TO STREAMLINE PUBLISHING) 

CHARGE MY: ÜVISA OMC DAMEX 

CARD» _ 

EXP DATE _ 

NAME _ 

PHONE _ 

SIGNATURE_ __ 

MAIL YOUR PAYMENT TO STREAMLINE PRESS: 

224 DATURA STREET SUITE 718 

WEST PALM BEACH, FL 33401 

RATES 

•DISPLAY; $150 PER INCH (MINIMUM I INCH, 
UPWARD IN HALF-INCH INCREMENTS) 

•SITUATIONS WANTED: $ I 50 PER WORD 

• BLIND BOX $15 PER ISSUE 

ATTN: SHANE TANNER 
SENDER:_ 

FAX TO RADIO INK CLASSIFIEDS 

561-655-6164 

CLASSIFIEDS 
■ SALES 

WLLH needs street fighters to sell in 

the booming northeast Massachu¬ 

setts and southern New Hampshire 

area. If you like making lots of calls 

and lots of money, FAX your resume 

to Sales Manager at 978-452-0980. 

■ CAPSTAR EMPLOYMENT OPPORTUNITIES 

SOUTHERN STAR 
COMMUNICATIONS, 
a division of Capstar Broadcasting 

Partners, the nation's largest broadcast 

company, is looking for: 

DYNAMIC SALESPEOPLE and SALES MAN¬ 

AGERS for their radio stations on Florida's East 

Coast. If you are one of the best, we want 

you! FAX resumes to Kasi Kearns Sullivan at 

561-335-3291- EOE. 

■ OTHER 

Contemporary Christian 

Contemporary Christian music station, 

WCFL-FM in Chicagoland, is seeking ex¬ 

perienced, qualified applicants for the po¬ 

sition of morning drive co-host and 

promotions director. Salary with excellent 

benefits. Please send tape and resume with 

cover letter to: WCFL, Attn: Stephen Young, 

1802 N. Division Street, Morris, IL 60450. 

WCFL is an Equal Opportunity Employer. 

Engineer/Tech required. CJRT-FM Toronto. Ci Fa¬ 
cility. Listener and corporate supported. Current 
chief retiring. Call 416-595-0404, ext 265. 

To place your Classified ad, 
ca I Shane Tanner 

800-610-5771 

■ OTHER 

Custom Business Systems, Inc. 
Is Digital Audio your favorite topic? Do 
you understand live assist, audio compres¬ 
sion and PC networking? CBSI, Custom 
Business Systems, Inc., the leader in the 
radio broadcast computer systems indus¬ 
try, has immediate openings for an Oper¬ 
ations Manager and for Installation/ 
Training/Customer Service Specialists. Re¬ 
quires intimate knowledge of radio pro¬ 
gramming operations and engineering 
functions related to digital audio equip¬ 
ment. Installation/Training/Customer Ser¬ 
vice Specialists travel extensively and must 
possess an impeccable work ethic and 
customer service attitude. Positions are 
based from Reedsport, Oregon, on the 
beautiful Oregon Coast. Contact HR 
Manager, P.O. Box 67, Reedsport, OR 
97467 or FAX 541 -271 -1 401 or E-mail 
hr@cbsi.org. www.cbsi.org. 

DO YOU LOVE NTR AND NBD SELLING? Wanna 
go to the next level? National NTR company 
is seeking experienced NTR executive to call 
on radio stations selling self-liquidating prod¬ 

ucts that boost nontraditional revenue. Im¬ 
mediate opening! Blind Box #5 @ Radio Ink. 

KJFK-FM, home to Howard Stern, is seeking 
experienced board operators. Proficiency with 
mini-disc a plus. Send all inquiries to Asst. 
Operations Director, 12710 Research Blvd., 
Suite 390, Austin, TX 78759 or FAX to 512-

331-9933. No phone calls. EOE. 

■ SERVICES 

Let Hollywood produce your local commercials. 

Fully produced spots by L.A. talent. Same-day de¬ 
livery by ISDN or mail. Only $25 per spot. Call 
RBC Studios Hollywood at 323-461-0800. 

FABULOUS SALES PEOPLE 
ARE EASY TO FIND!!!! 

We will show you how for only $150. 

Any resume can look good. Anyone can look 
great in a suit. It is a proven fact that today’s 
companies spend too much money hiring 
the wrong salespeople. In most cases, it 
takes nearly one year for you to replace those 
ineffective people. Restarting the hiring 
process from scratch wastes time, energy, 
thousands of dollars for your company and 
potentially millions of dollars in lost busi¬ 
ness. Learn a new 5-step process for hiring 
“Sales Superstars”. Call toll free: 1-888-667-
7253; ask for Amitai Givertz at Ext. #18. 

M» 
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YELLOW INK" The Directory That's Always 
at Your Fingertips 

Introducing 

at 

i-hte 

Timely, Accurate 
Professional - MP3 

CD-quality Forecasts 

Barter 

Media Services Group, Inc. .904-285-3239 

MARKETING AND PROMOTION INTERNET RESOURCES 

TERS 

On-Line Weather Broadcasts 

www.radioweather.com 

Customized For Your Station 

FINANCIAL BROKERS 

EQUIPMENT 

Brokerage, Valuations, Financial Services, Asset 
Management and Due Diligence. George R. Reed. 

FIND BUYERS! 
FIND SELLERS! 

FIND INVESTORS! 

THE OLDIES 
JUKEBOX 

What's All The 
Commotion? 

CAPS - SHIRTS -
BANDANNAS - TOWELS 

Inexpensive Prizes That Work! English, 
Ethnic, Rock, EZ, Classical. Free help with 

the art. We ship direct to your prize 
winners. Promotion Factory, Monroe, NC. 
800-277-0031. Gorgeous screen printing 

i Lightning 
1 Gat You 

Get a Budget Conscious 

B- 1 8 Channel 
DYNAMAX On Air Console 

Next Day Delivery 
(215) 464-2000 

Thornton Medio 
Free web page design! Will show you 
how your Website can make money, 

p 573-785-6733 f 573-686-2139 
www.radiowaves.net 

Webpage designed to grow the bottom line. 

It’s YOUR STATION 
promotion! 

Sell many NEW advertisers 

Spike ratings 
with 

Scratch and Win 
Campaigns from 

RWN Communications, Inc 
800-541-9020 

CUT REMOTE BROADCAST COST AND STILL HAVE 
GREAT-SOUNDING, PROFITABLE REMOTES. 

Comrex manufactures a complete line of 
digital audio codecs for ISDN and Standard 

telephone lines. Call Today! 
Toll Free: 800-237-1776 • e-mail: info@comrex.com 

URL: www.comrex.com • Tel: 978-263-1800 FAX: 978-635-0401 
Comrex Corporation, 65 Nonset Path, Acton, MA 01720 

http://www.buysellradlo.com 
or E-mail: deb@buysellradio.com 

CALL 

319-243-8679! 

Get some attentionl 
Make sure your 
personal appearances 
match your larger-than 
on-air image 

® BOOMBOX 
” 561-622-0058 ■ FAX: 561-6224708 

BOOMBOX 
561-622-0058 • FAX: 561-6224708 

Get some attention! 
Giant 'compact disk’ that 
houses your remote 
broadcast studio to 
dominate events 

BUYSELLRADIO ONLINE 
www.buysellradio.com 

MARTIN MARKETING 
for more info see our website or phone us! 

www. webcreations.com/martin 
(210) 494-6170 / Fax (210) 494-7180 

PROGRAMMING 

<LOOKING FOR VALUES^ 

For over 125 years, we've been lending 
helping hands to a hurting world, offering 

food, shelter, comfort — and hope. 
One way we provide hope is with radio: 

Wonderful Words of Life 
15 min. weekly, inspirational music and talk 

(English & Spanish) 

Heartbeat 
:60 spot about life issues (English only) 

Call for a free audition kit. 
phone (404) 728-6727 
fax: (404) 728-1331 

voice mail (800) 229-9965 

endless possibilities! 

Radio L,VE '"“E
VOTER HA 
w  telephone voting system 

www.neuralvoice.com 800.479.3489 

IDS, SWEEPERS, LINERS 

SUPER MIKE CARTA 

8OO-459-DEMO 

LINERS • IDS • PROMOS • ALL FORMATS 

PUBLICATIONS 

R4DI0P«k ■ AGES 
• An annual book sent FREE to all commercial 
radio station addresses in the U.S. — 
every January! 

• And now also on the internet... 
www.radiowebpages.com 

• Call us for more information! 

800-889-2221 

CONSULTANTS 
MUSEC HELPERS Consultants.. 417-886-2408 

MAJOR-MARKET SOUND WITHOUT THE COST 
All Formats: Programming ... Studio Layout ... 
Promotions NO JOB TOO SMALL!!! 
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BLAST FROM THE PAST 

LAST RIDE 
INTO THE SUNSET ... 

Gene Autry’s Melody Ranch enjoyed one of 

the longest, steadiest runs on Radio. 

Beginning January 7, 1940, on CBS , Autry’s 

show spanned 16 years. It was always on 

the same network, always sponsored by 

Wrigley's Gum. The only break in his Radio 

career came during the war, when he 

joined the Army Air Corps in 1942. By 1945, 

he was back on-air. On October 2, 1998, 

after a long illness, the 91 -year-old Autry 

died at his Studio City, California home . 
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Talk PDs have long known about the cornerstone of successful programming. It’s not 
as simple as filling your schedule with only the so called “giants” of Talk Radio. It’s about 
a quality “baseline” format with a proven track record of reliability and engineering. This 
is why hundreds of stations rely upon the 24 hour lineup of TRN. All of us at TRN look 
forward to continuing our track record of outstanding service to each for our valued affili¬ 
ates as we forge ahead, the same as we always have. With great shows that entertain, cap¬ 
tivate, and build loyal listening audiences. 

Want a great future? TRN is looking for qualified talent, sales and affiliate relations peo¬ 
ple, and technicians. Some executive positions are also available. So, what are you waiting 
for? We look forward to hearing from you. Send resume 
or audition tapes to TRN P.O. Box 3755, Central Point, 
Oregon 97502. For information on our great lineup of 
programs contact Roger Fredinberg at the number below. 

'Here’s to Your Health” with Deborah Ray “The Roger Fredinberg Show” “Auto Talk” with Alan & David 

Talk Radio Network. Where you want to be in the future. (541) 664-8827 

Talk Radio Network. We’re strong, 
we're growing, we’re hiring. 
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CALL TODAY 
(561) 540-4352 

broadcast research 
experience ... 

• Successful results for 
major market clients ... 

• Digital ‘Dial’ Technology 
for less ... 

Now You Have A Choice ... 

EKG RESEARCH: 

EKG RESEARCH saves 
you money on Auditorium 

Music testing with 
no compromises'. 

The same wireless dials 
you’ve heard about—with 
more accurate results ... 
Not owned by a broadcast-

group—no hidden agendas .. 
Real time results—on-site 

client viewing ... 

New, advanced software— 
simple to view results. 

'DIAL’ 
TECHNOLOGY 

DIGITAL 

k Fax: 650.373.2682 
IE -mail: EKG@goodratings.com 



www.finallyawaytomakerealmoneyontheinternet.com 

©1ÍW& RadioWsvecom. Inc. All rights reserved. 

It's on-line. It's interactive. It's the next wave of radio. 

Thanks for visiting us at the NAB Radio Show in Seattie. 

Now visit us at www.radiowave.com or call 1-800-788-1270. 

ix/e .cc^r t i 


