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Five Times The Heat At Urban

The top of R&R’s Urban chart is dominated by female
superstars and newcomers. Holding at No. 1 is
Atlantic’s Aaliyah with “Are You That Somebody?”
iy T-Neck/Island’s Kelly
e, Price (pictured),
EastWest/EEG’s Nicole,
Virgin's Janet, and
% Atlantic’'s Brandy are
right behind at Nos. 2, 3,
4, and 5, respectively.

DELICIOUS RIGHT OUT
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R&R’s semiannual focus on radio station marketing
& promotion explores what it takes to be a great
marketing director today. There’s also an essay on
branding as an important tool in your arsenall and
you'll find picture galleries showing the latest and
greatest TV and outdoor advertising campaigns.
Begins on Page 15.
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The new track from

the Getaway People

Catch The Getaway People On Tour

= e . e
| w;"* o » with The Dave Matthews Band
= In August!
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or Top Of Mind Awareness

Every station wanks more top of mind awareness. But what makes a bigger impression? Research
proves stazicns with a sfriking grap-ic identity scorz better with listeners and in the ratings. The best,
most economical way to burn in ycr station’s image is with a high quality sticker or decal from CGI.

No other Jrinter offers more cap=zbility in design service, or durability. And nobody kncws radio
better. Don’tlet your station’s image get lost. When you want to stick out, call CGI today.
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The second of R&R’s semiannual issues

dedicated to marketing and promotion is

here! Radio Editor Frank Miniaci offers up

a panoply of interesting topics, including:

® Branding, Getting Above The Noise

® What It Takes To Be A Marketing
Director Today

® Television Campaigns For Falt '98

¢ Qutdoor Advertising Showcase

Begins Page 15

In addition to these articles, many of

R&R’s format editors also address the

topic this week.

e AC: Heavy promotion, light budget
(Page 77)

e Alternative: Going around the block
(96)

e CHR: Summer promotion roundup (43)

* NAC/Smooth Jazz: A cool approach to
marketing (84)

* News/Talk: Solving the at-work
chailenge (36)

® Rock: Wanna Blind Date? (90)

¢ Urban: Velocity Marketing in motion

+ Marc Ratner joins DreamWorks
label in national promo post

= Zemira Jones takes on Radio
Disney/Chicago stations

= Bret Michael becomes
PD for WLVE/Miami

= Tom Kennedy now GM for WBYU,
KMEZ & WRNO/New Orleans

= Scot Finck appointed VP/Pop
Promo at Hollywood

« Dave Logan recruited as VP/
Programming at American Mobile

Radio Page 3
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' L.A. Now Five-Headed Monster!

1 B To ensure even diary distribution, Arbitron
divides massive L.A. county into smaller pieces

| THis #] WEEK

CHR/POP
« GOO GOO DOLLS tris (Warner Sunset/Reprise}

CHR/RHYTHMIC
« BRANDY & MONICA The Boy Is Mine (Atlantic}

URBAN
« AALIYAH Are You That Somebody? (Atlantic)

URBAN AC
« BRIAN McKNIGHT The Only One For Me (Motown)

COUNTRY
« SHANIA TWAIN w/BRYAN WHITE From... (Mercury)

NAC/SMOOTH JAZZ
« KIM WATERS Nightfall (Shanachie)

HOT AC
« GO0 GOO DOLLS Iris (Warner Sunset/Reprise)

AC
« CELINE DION To Love You More (550 Music)

ACTIVE ROCK
« DAYS OF THE NEW The Down Town (Outpost/Geffen)

ROCK
« AEROSMITH | Don’t Want To Miss A Thing (Columbia}

ALTERNATIVE
« HARVEY DANGER Flagpole Sitta (Slash/L ondon/Island)}

ADULT ALTERNATIVE
« DAVE MATTHEWS BAND Stay (Wasting Time) (RCA}

NEWSSTAND PRICE $6.50

By Ron RopriGues
R&R EDITOR-IN-CHIEF

Around the country, Arbitron
takes its basic sampling unit —
the county — and divides it into
smaller areas in order to address
special geographic consider-
ations, population pockets, or
signal patterns of stations with-
in. Now, Arbitron is dealing with
the nation’s biggest county in
terms of population (7.5 million
12+) and among the largest in
terms of size (about 4500 square
miles). Los Angeles County,
which until now was considered

one sampling unit, will be divid-
ed into five areas beginning with
the fall '98 survey.

Although the decision came at
the request of broadcasters and
was thought to be coptroversy-
free, there are some broadcasters
who are not thrilled about its im-
plementation. That angle will be
explored in a future issue, but
now, let’s go to the scoreboard!

L.A’s audience-rich Spanish-
language stations got richer dur-
ing the spring. Seven Spanish sta-

RATINGS/See Page 34

Los dngeles | Chicago

Wi'98 Sp'98 |
KLVE-FM (Spanish AC) 5.3 6.3
KSCA-FM (Reg. Mex) 54 58
KFI-AM (Talk) 44 39
KPWR-FM (CHR/Rhy) 4.0 3.9
KKBT-FM (Urban) 39 38 |

Wi’98 Sp 98 |
KGO-AM (News/Talk) 6.4 6.6 |
KOIT-A/F (AC) 43 47
KYLD-FM (CHR/Rhy) 3.8 4.7
KCBS-AM (News) 53 45
KNBR-AM (Sports) 3.1 44

Philadelphia

Wi '98 Sp '98

WGCI-FM (Urban) 63 77

WGN-AM (News/Tak) 66 58
WBBM-FM (CHR/Rhy) 4.4 48
WVAZ-FM (Urban AC) 4.3 47
WLIT-FM (AC) 48 46

wi 98 Sp '98
KYW-AM (News) 74 72
WBEB-FM (AC) 58 72
WDAS-FM (Urban AC) 6.4 6.2
WUSL-FM (Urban) 43 51
WYSP-FM (Rock) 54 5.1

COMPLETE RESULTS FROM 13 MAJOR MARKETS: PAGE 35
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In Search Of Pearls Of

Wisdom From Great Managers

M An extensive Gallup study of 80,000 supervisors
defines what methods work best

By JEFFREY Y ORKE
R&R WASHINGTON BUREAU CHIEF

Over the past 60 years, the
Gallup Poll has become a house-
hold name by asking the Ameri-
can people one simple question:
“Are you happy with the job the
president is doing?” This query
has given the Princeton, NJ-
based operation cache, but the
Gallup Organization has also
been conducting a 30-year study
of the American workplace, ask-
ing workers if they are happy
with their bosses, their employ-
ees, and the employment land-
scape as a whole.

The research company took
what it learned from this study
and, over the past decade, came

up with 108 questions geared
specifically toward managers. It
then went out and put them to
80,000 managers ir “everything
from the production industry to
the service industry to nonprofit
organizations and government in-
stitutions. Managers in any
sphere of activity or business and
nonbusiness,” says Tony
Rutigliano, Gallup’s VP/Client
Management.

While the exact gquestions are
Gallup’s propriety information
and will not be disclosed,
Rutigliano, who spoke at two
sessions at R&R Convention 98
in Los Angeles last month, says

See Page 14

Clear Channel’s Q2: Best
Quarter In Company History

M After-tax cash flow up 111% to $111.1 million

By PATRICE WITTRIG
R&R WASHINGTON BUREAU

Some people invest their mon-
ey in Powerball tickets, but it

company credited improvement
in existing station operations, the
addition of radio stations ac-
quired in 1997, and the merger

looks like the saf-
er and more lucra-
tive road to finan-
cial success would
be to invest in

Latest Earnings

These companies also re-
leased quarterly results this

with  Universal
Qutdoor in April.
Clear Channel’s
net revenue rose to
$320 million, a

week:
Clear Channel « Pulitzer 58.4% increase
Communications. « NY Times over 1997’s second
The Houston- * Tribune quarter of $186.8
based company » Ceridian million. After-tax

said Tuesday that
its second-quarter

-

* DG Systems

cash flow soared
111% to $111.1

— See Page 4

results were the
best in its history. Gross revenue
increased 70% to $361 million,
compared to $212.2 million for
the same period last year. The

&%&

VChaka

kes Chica

0 At V-103
Classic soul songstress Chaka Khan attracted a huge audience (estimated at 100,000) to Grant Park
on July 1 as WVAZ-FM (V-103)/Chicago treated its listeners to a concert by the hometown diva.
Following an opening set from V-103 afternoon driver/comedian George Willborn, Chaka electrified

the crowd with such hits as “I'm Every Woman™ and “Through The Fire” The event highlighted this
year's Taste of Chicago festivities.

million, the equiv-
alent of 86 cents per diluted
share. By contrast, last year’s

CLEAR CHANNEL/See Page 34

WCBS-FM/NY Gives
McCoy VP Stripes

By CaLvIN GILBERT
R&R OI.DIES EDITOR
WCBS-FM/New York PD
Joe McCoy has assumed the
new title of j
VP/PD. Mc-
Coy has been F
programming §
the CBS Old-
ies station
since 1981.
“It is great
to have the op-
portunity to §
recognize the
17 years of
outstanding MicCoy
contributions that Joe has. made
to WCBS-FM.” WCBS-FM VP/
GM Maire Mason noted. “He
built WCBS-FM into a power-
house radio station and continu-
ally delivers year zfter year”

McCOY/See Page 34

Mark the date: The R&R Talk Radio Seminar happens Feb. 18-20, 1999 in Washington, DC.

wawww americanradinhistorvy com
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MULTI FORMAT AIRPLAY!
*19-15 AAA MONITOR

* 39-33 MODERN ROCK MONITOR
* DEBUT #38 ADULT TOP 40 MONITOR
* DEBUT #25 MODERN ADULT MONITOR
* ADDED TO

MUSIC FIRST

ALBUM IN STORE NOW!

the first single, from the debut album desireless produced by adam bviman and eagle-eye cherr Tanagement; tommy manzi |
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Ratner To Handle
Pop Promotion At
DreamWorks Label

DreamWorks Records has an-

nounced that promo vet Mare Rat- |

= ner has joined its
national promo-
| tion staff. He will
| handle pop pro-
| motion along with
il Paula Tuggey and
|| report to Head/
1 | Promotion Mark

1 Gorlick.

“In order to de-
velop a special
company that as-
pires to be the
best in the business, you need spe-
cial people,” DreamWorks senior
executive Bruce Tenenbaum said.
“Marc Ratner is one of the best in
the promotion business. Having
him here at DreamWorks is a tre-
mendous assct.”

Gorlick noted, “He is well-known,
well-liked. and well-respected.
Marc’s addition to the DreamWorks
promotion staft really requires little
explanation.”

Ratner joins DreamWorks from
Reprise Records, where he was VP/
Promotion. He began his record in-
dustry career with RSO Records in
1976 after working in both radio
and retail. In 1980 he joined Elek-
tra Records in a national promotion
post, and in 1982 joined Warner/

RATNER/See Page 34

Ratner

- el

D ave Logan has joined Ameri-
can Mobile Radio Corp. as
VP/Programming. The T
20-year radio program-
ming veteran, who most
recently held a similar
post at Sony’s SW Net-
works, will help AMRC Sr.
VP/Programming & Con-
tent Lee Abrams coordi-
nate the content on the #
100 channels the satellite
digital audio radio service
(DARS) provider is rolling
out in 2000.

“Dave’s hire reunites a

Logan Becomes AMRC VP/Prog.

Logan

legendary programming team,” re-
marked CEO Hugh Panero. "For
over 20 years, Lee Abrams
and Dave Logan collabo-
rated to build the biggest
and best radio stations in
| the country with the most
5 compelling content in radio.
| AMRC is the natural next
step for both of them.

“We set out to get the
best talent the radio indus-
try has to offer. Lee and
Dave have been the driving:

LOGAN/See Page 34

|

‘Jones Adds Radio Disney To Mgt. Slate
| I The WLS & WXCD/Chicago President/GM tacks

\
WLS-AM & WXCD-FM/Chica-
| go President/GM Zemira [
Jones has added similar re-
sponsibilities for newly
LMA’d WTAQ-AM &
WTAU-AM. ABC. which
is buying the stations from
Lotus Communications,
took control of them on
July 16 and immediately
began simulcasting the Ra-
dio Disney kids’ format on
both.

“Chicago is a phenome-
nal town for what is going to hap-

Jones

on those duties at newly acquired WTAQ & WTAU

pen for its children,” Jones told
1 R&R. “Radio Disney 1300
| is going to be very promo-
{ tion- and marketing-driven.
| serving all of Chicago-
land’s children and tied into
community groups and or-
ganizations. It’s going to be
a lot of fun, and I’'m excit-
ed about it. It’s a complete-
ly different approach to ra-

Jones added that the Ra-
dio Disney stations will be
“fully integrated with WLS and
JONES/See Page 34

LOGKING BACK

Stations’ Rocket To No. 1 |
Stops The Presses !

| When the original WKTU/New York switched from Soft AORto |

| Disco 20 years ago this week, the story was only given a one-

line mention in R&R, in the AOR section. Not much was written
about the station until the fall '78 book came out and "KTU rocket-

WKTU
M 92

WKTU logo circa 1981

ed to No.1 with a 1.4-11.3 trend. The
station would post eight more No. 1
books, but in July 1985 it became AOR
WXRK.

In February 1996, WKTU was reborn
from the ashes of Country WYNY. In its
first full book, it zoomed to No. 1 with a

3.4-6.7 jump. Since then it has received two more No. 1 victories.

Sticking With Radio For 25 Years

-9.--‘»)".
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Michael Appointed
PD At WLVE/Miami

NAC/Smooth Jaz WLVE
(Love 94)/Miami has named Bret
Mlchael PD Michael makes the
move south from
a similar post at
KCIY/Kansas
i City.
: “Love 94 has
seen a lot of suc-
cess in the past

na Woulfe told
R&R. “We feel
that with some-
one like Bret —
working in tan-
dem with our OM, Greg Steele —
this is the team to take the station
to its next level”

Prior to joining KCTY, Michael
was MD and on-air talent at KOAI
(The Oasis)/Dallas. “Love 94 is one
of the legendary stations in the
NAC/Smooth Jazz format,” he told
R&R. “I’'m honored to join the list
of great programmers who’ve con-
tributed to its long success.”

Michael

year,” GM Ron- |
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Hollywood Hires Finck As VP/Pop Promo

Hollywood Records has
named Scot Finck VP/Pop
Promotion. Based in Los
Angeles, he reports to Sr.
VP/Promotion Dan Hub-
bert. ]

Finck most recently was
National Director/CHR Pro-
motion for A&M Records,
having joined that label in
1988 as National Secondar-
ies Market Director. He be-
gan his record industry ca-
reer at North Star Records and later
moved to Cypress Records before

joining A&M.

“I’m here for two reasons: mu-

Finck

sic and people,” Finck
said. “The opportunity to
work with Fastoall, Jenni-
fer Paige, and the rest of
Hollywood Records’ ros-
ter of stellar talent is
thrilling. The opportunity
to join [Buena Vista Mu-
sic Group Chairman] Bob
Cavallo, [BVMG Presi-
dent] David Berman,
[Hollywood Records Sr.
VP/GM| Mark DiDia,
Dan Hubbert, and staff is beyond
anything I had ever hoped for.”

Regarding Finck, Hubbert joked,
“He’s alright, I guess”

Kennedy Leads Centennial/New Orleans

Radio veteran Tom Kennedy has
been named GM at Centennial
Broadcasting’s New Orleans prop-
erties, which include Nostalgia
WBYU-AM, Urban Oldies
KMEZ-FM, and Classic Hits
WRNO-FM. The former Group
Head for New Market Media joins
Centennial following a one-year
personal sabbatical.

“When I went on sabbatical, 1
didn’t know if it was a sabbatical
or a retirement,” Kennedy toid
R&R. “I was pretty convinced that
I would rather work at Barnes &
Noble selling books for $10 an
hour than ever be in an environment

that I wasn’t totally comfortable in.
Centennial Broadcasting presented
me with an opportunity that I
couldn’t have scripted any better
than what is in front of me.
“|Centennial President/CEQ]
Allen Shaw and [CFO] Steve Watts
are creating a company that is re-
sponsive to the needs of the cre-
ative energies of serious broadcast-
ers. The entire staff here will bene-
fit greatly from their vision and at-
titude. I’'m proud to be a part of it.”
Prior to taking his sabbatical,
Kennedy spent 10 years as VP/GM

KENNEDY/See Page 34
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RADIO BUSINESS

Entercom Backs Retention Of Sales Data Requirement

By MATT SPANGLER
R&R WASHINGTON BUREAU

Media brokers and lenders have joined radio group Entercom
in denouncing an FCC proposal that would eliminate the require-
ment that sales contracts and agreements be filed as part of station
assignment and transfer applications.

“Should the commission adopt its
proposal,” Entercom President/CEQ
Joseph Field said in a declaration sup-
plementing comments filed last week
by R&R, Radio Business Report,
Duncan’s American Radio, and Data-
world. “significant disruption would
likely be created in what is now an
orderly marketplace for broadcast
propertics by making it more diffi-
cult to track comparable pricing for
broadcast stations, thereby impacting
the competitive arena tor the sale and
purchase of radio properties.”

The filing recalls how the industry
suffered in the early 1980s and early
1990s as a result of a dearth in trans-
actional activity, which in turm was a
result of the strict lending criteria
banks invoked. The broadcast indus-
try reversed itself in time, however,
in part due to increased lending by
banks.

Station Value Accuracy

The commission proposal, issued
April 2, would make it difficult for
media brokers to provide accurate and
up-to-date information on station val-
ues to lenders, Field said in the state-
ment. (Copies of the declaration were
also signed by broadcast lender Key
Corporate Capital Inc. and brokers
Richard Foreman Associates and
Kalil & Co.)

EARNINGS

Broadcasting Electrifies
Newspaper Groups Profits

ulitzer Publishing Co. (NYSE: PTZ) announced that its
broadcasting operations — five radio and nine TV stations sold to

Lenders without access to compa-
rable sales figures would be less like-
ly to provide capital for broadcast
investments without alternatives such
as additional equity infusions, high-
ersecurity levels, or higher loan rates,
the commenters said. Because the
proposal would require that sales data
be kept in stations’ public inspection
files, lenders, brokers, licensces. and
buyers would be forced to travel to
stations’ main studios to obtain such
information, or retain outside firms
to do so.

Media Access Project said that by
eliminating the regulation, the IFCC
would violate its obligation to imple-
ment the public interest standard.
“Any action that the commission
takes to inhibit public participation,”
the special interest organization said,
“directly contradicts the commis-
sion’s own justifications in support
of its deregulatory initiatives.”

R&R and the other commenters
maintain that the group most likely
to suffer is minority buyers, who al-
ready face many financial obstacles
in gaining entry to the broadcast in-
dustry. The proposal comes at a time,
in tact, when FCC Chairman Bill
Kennard has made boosting minori-
ty and women ownership through tos-
tering access (o capital one of the pri-
orities of his broadcast agenda.

Hearst-Argyle Television Inc. in May — reported a 13.7% gain in
operating cash flow in the second quarter this year, jumping to $34.9
million from the same period in 1997. Revenues increased 9%, to
$66.6 million from $61.1 million. Political advertising revenues soared
during the quarter to $4.3 million compared to $387,000in same period
last year. During the first half of 1998, operating cash flow was up

Continued on Page 8

Red Tape

Other broadcasters have asserted
that the proposal is integral to the com-
mission’s goal of easing the filing bur-
den on licensees. Cumulus Media said
in comments filed in June that “the
submission of (sales) contracts undu-
ly hinders or delays the processing of
assignment or transfer applications,
while rarely, if ever, conferring any
true benefits” CBS Corp. called the
filing requirement “‘potentially redun-
dant or unnccessary,” and urged the
FCC to eliminate 1t.

The trade publications and re-
search firms replied by stating that
“it is downright dangerous to submit
comments which superficially ad-
dress the questions raised without
considering anything other than the
sclf-serving interest of the comment-
ing party,” and that they ignored the
potential impact of the proposal on
brokers and lenders.

“l can’t believe major lenders
would have problems obtaining the
information they need to make sen-
sible lending decisions,” Cumulus
attorney Terry Leahy told R&R. “In
the vast majority of industries in the
country, people can conduct transac-
tions and obtain tinancing without the
need for government-sponsored
sources on private transactions.”

Leahy said the large number of
transactions Cumulus has been in-
volved in (roughly 60 deals since its
April "97 debut) makes the require-
ment an inconvenience for the com-
pany. In particular, he said, in a mar-
ket where a company is involved in
multiple deals, the disclosure of the
purchase price on a transaction be-
fore others are completed could have
a negative impact on negotiating the
other deals.

Entercom feels the pluses of com-
pliance with the requirement out-
weigh the minuses. “We have been
complying willingly and understand-
ingly with the existing filing require-
ment for three decades and have al-
ways considered the industry-wide
benefit of the compliance to far ex-
ceed any minuscule inconvenience.”
Field said.

CBS’ attorneys declined to com-
ment on the criticisms.

BUSINESS

Bloomberg Briers
Shadow Names Marks, McGawan Co-C00s

s part of the continuing solidification of Shadow Broadcast
Service’s national operation, Westwood One President/CEO Mel
Karmazin on Tuesday named Richard Marks and Al McGowan co-
COOs to be operating from headquarters that will move to New York
City from Philadelphia. Marks will continue as President of Shadow
New York.
Marks has been running Shadow’s operations in New York,
Philadelphia, Chicago, and Los Angeles since the early '90s, when
-Westwood One first bought a piece of Shadow. Westwood completed
its $20 million purchase of Shadow in mid-May, which immediately
moved McGowan and Shadow’s other operations into the Westwood
fold.

Broadcast.com Triples Value On First Day

B roadcast.com had a record-setting debut on Nasdagq last Friday
(7/17), gaining more than 300% for what is believed by some
analysts to be the best opening gain Wall Street has ever witnessed.
Stock prices forthe company, whose website features live broadcasts
from more than 345 domestic radio stations and networks, more than
tripled, reaching a peak of $74 per share, with nearly 5.4 million shares
changing hands. Last Thursday (7/16), the company raised $45
million, selling 2.5 million shares at $18 during its initial stock sale. The
issue opened Friday after atwo-hour delay at $68; by midday, the price
was back down to $63.38. Bloomberg attributes the soaring price to
investor enthusiasm for Internet stock.

House Refuses to Fund FCC’s Portals Move

he House Appropriations Committee approved last week a fiscal

year 1999 budget forthe FCC of $181.5 million — $5 million less
than last year’s budget, and without funds for the agency's planned
move to the Portals office complex this fall. The committee said it would
notfinance the relocation untilCongress and the Department of Justice
have wrapped up investigations into a $1 million payment Portals
developer Franklin Haney made to Vice President Gore associate
Peter Knight. The Senate Appropriations Committee approved a
budget of $197.9 million forthe FC Clast month, but did not approve the
move. The full House was scheduled to vote on the budget this week.

NAA Calls For Repeal of Cross-Ownership Ban

he Newspaper Association of America has asked the FCC toturn
over its ban on common ownership of a newspaper and a
Continued on Page 8

R&R/Bloomberg Radio Stock Index

This weighted index consists of all publicly traded companies that
derive more than 5% of gross revenues from radio advertising.

Change Since

One Year Ago One VWeek Ago  7/17/98  One Year Ago  One Week Ago

Radio Index 144.8 244.56 257.7 +78.05% +5.37%
Dow Industrials 7890.46  9105.74 933797  +2037% +2.55%
S&P 500 915.3 116433 1186.75  +31.71% +1.93%

America’s most respected kitchen expert
returns to the radio!

"Ask Betty, The Radio Show" is available on a market-exclusive basis for FREE'

Betty Crocker has been the hands-down expert on nutrition,

cooking and meal planning for more than 75 .:y;eﬂrs.,
Ca” 1-800-334-5800 toclay to fincl out llOVV you can

bring’ her into your audience's homes five times a weck.
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Interactive Vs. Auditorium Music Tests

Why are so many stations switching to Interactive music testing?

Editor's note: Music research is among the most important —

By Bill Moyes

and most misunderstood — station tools. The article below

was reprinted from the July 3 edition of R&R. Copyright © 1998 Radio & Records, Inc. Reprinted by permission.

’s  understandable...research
I companies that still do music
tests in an auditorium as their only
way to test music libraries are
busy writing articles and talking
to their clients to defend the
auditorium methodology. In the
process, they sometimes try to
throw up objections to thc new
telephone Interactive methodology
that they hope will make people
want to stay with the old method
and, therefore, remain with them
as clients.

And that’s exactly what you’d
expect. It’s just self-preservation.
[ don’t blame them for wanting
to protect their business, and I
believe that — considering the prices
many of them charge ~ they have
a lot to lose. So why are radio
stations all over America — despite
these defensive attempts — still
switching to Interactive music
testing in record numbers?

One simple answer is that it
works. Its track record of getting
improved ratings is solid, not
only at WBEB/Philadelphia (which
you may have read about), but
also at loads of stations in all
kinds of music formats. But the
reason really goes deceper than
that. And it’s a reason that could
prove important to you if you
test your music regularly or are
thinking about doing so in the
near future

Control in Testing

The most common  potshot
researchers with a vested interest
in auditorium testing love to take
is that, allegedly, in an auditorium
test you have better control than
you do in a telephone-administered
Interactive test because you can
actually see the people. Let’s look
at the whole control issue and see
which methodology wins.

When you think about it, there
are really two kinds of control you
need in the testing procedure itself.
First, you need to be sute that the
same person you painstakingly
screened and recruited to take the
test actually takes it — themselves —
all the way through and does not
turn it over to a spouse or friend
who is curious to see what it’s all
about. That type of control is called
“respondent integrity” — keeping
the same properly qualified person
all the way through the test.

If a person were taking the test
in their home, just filling out a
form to answer questions and rate
music — the way they do in those
‘Living Room” tests — there is
absolutely no way to be sure of
respondent integrity. Five different
people could take the test, and no
amount of “control questions”
would catchit,

Set The Trap
In the telephone-administered
Interactive system we developed

and use for our clients, two

different  things happen that
absolutely  assure  respondent
integrity control all the way

through. First, each person taking
the test is told up front that if they
don’t take the test all thc way
through themselves, they will not
be paid for doing it. Now, even
with this waming, 2% to 4% still
turn it over to a curious friend
or spouse, but this first step is
necessary to correctly “set the trap.”

Second, all through the test, the
Interactive system stops briefly at
numerous random points and says
to the respondent: “Please speak
your full name and then press the
pound sign.” This is immediately
followed by a beep. As soon as the
beep hits, the system starts record-
ing a digital voiceprint of their
voice saying their name. They have
no control over this function except
to say their name and push the
pound button. It pops up when they
least expect it, and they cannot
delay the start of the voiceprint
recording.

The result is that a dlgllal audio
file is created for each individual
containing the person’s PIN number
followed by all the voiceprints left
throughout their test, in order. You
can pick out a “cheat” instantly.
Every one of those voiceprint files
is listened to by us all the way
through. If our client station also
wants to listen, they can. And so,
if the respondent did try to “cheat”
by sharing the test with another
person, their record is tossed (their
entire voting record is eliminated
from the test), and they are replaced
with a new person. And, because
we warned them up front, we don’t
have to pay anybody we toss.

Cutting Distractions

Now, there is one more type of
control you must have in the testing
phase. You want to make sure that
there was no significant distraction
going on when and where they were
taking the test — no TV turned on
that they’d be tempted to ‘“half
watch,” no loud radio, no crying
babies, etc. How is this controlled
in Interactive testing? First, once
again, the respondent is told, up
front, that they must take the test
in a quiet room away from any
distraction, and if they don’t, they
won'’t be paid (the trap is set again).

Second, at random points all the
way through the test, a recording
is made of the background environ-
ment while the person is taking the
test. If there is any distraction, you
know it instantly — it’s like a
“stethoscopc’ into the room. Again,
we listen to each and every file
all the way through (which
doesn’t really take that long) to
see who’s been naughty and nice.
Interestingly, usually all but 1% to
2% of the people take the test in

damn near dead quiet. Our clients
who choose to listen to the digital
recordings themselves are always
impressed with the “dedication™ of
the people as they take the test.
Any folks who ignore our warning
to get 1o a room away from
distractions are eliminated from the
survey and replaced (and, once
again, that costs us nothing).

So, the control in the testing
environment is excellent, and it is
done on a one-on-one basis that
you don’t get in an auditorium test.
That explains why savvy program-
mers and managers who look into
Interactive testing aren’t concerned
about lack of effective control, but
it doesn’t explain why so many
stations think it’s superior enough
to have switched to it. That answer
lies in the other venue where
control is critical and where
auditorium testing has its biggest
problems with quality: recruiting.
Recruiting is where any type of
test done in an auditorium falls
down...sometimes horribly.

Control In Recruiting

If you've observed many audito-
rium tests yourself, you’ve caught
wind of the fact that recruiting
problems are not rare. People who
observe with a critical eye have
seen who comes (o the tests. They
see:

= Lots of people who miracu-
lously know each other despite
supposedly being recruited in a
random fashion (especially women,
who just won’t come out at night
without friends).

« Many people who live quite
near the test hotel instead of all
over the metro where your listeners
live.

« Many people who were willing
to come to the test because they
are on a local survey company’s
“willing participants” list — folks
who go to focus groups and all
kinds of research projects regularly
as a way to make income.

« People who really shouldn’t be
there (due to poor recruiters not
sticking correctly to the screener).

« People who don’t represent the
folks you should care about most:
the people in your Arbitron “Hot
ZIPs” who return diaries book after
book for your format (and most
of these Hot ZIPs are far from the
hotel test site).

« Even people from competing
radio stations who infiltrated the
test location!

Here, Interactive testing has two
terrific advantages. First, it reaches
people at random all over the
metro — you can even focus on
your Hot ZIPs, no matter where
they are (and Interactive testing is
impossible to infiltrate). Second,
with our recruiting system, we
never get “research professionals”
or groups of friends (the ladies

waany amaricanradinhictory com

. January, 1996 and got totally away- from auditorium tasting. -
" Ten- tests
) Technoiog;es is our #1 partner for the most- crmcai i

“If anyone
had any doubt
‘about Interactive
Music Tests, they

won’t now.”.

Chris (:onley, Program Director, 82101

LONG TERM BROWTH: 25-54 WOMEN ARBITRON SHARE
MONDAY-SUNDAY GAM-MID: B-101 PHILADELPHIA

With
Interactive
Testing

E WINTER | SPEING

I':“GPH I"Hiﬂ

"l ve never seen numbers Ilke this...we're even t;ed ior #1 m .

1241 And it's got to bé one of thé very highest Women 25-54°
-shares of ‘any ‘large market: station- in:America.  Now, we

started testing our music with the Interactive systsm in ..

Aater..:well, . it’s ‘working pretty. ‘welll :

our programmlng the music.”

“Our clients can
check everyming
~ for themselves.”

lllte Maloney, Music Tenhmlnyes’
Director of Research Operations

“We like to keep our client stations totally informed as each

test proceeds. If they'd like weekly updates on the pragress -
of the test:— including exactly what each respondent
has completed — we can fax it to them. In addition, the client -
doesn’t have to rely only on our verification procedures. They
can listen to every digital .voiceprint file for themselves,
confirming that (1) the test was taken all the way through
by the correct respondent in each case and (2) that each
respondent had no distracting background noise happening
‘while they took the test. g

“What do the chents.appreciaté most about our Interactive
music tests? The two biggest items they feed back to us
are (1) that they can reach the full metro with total random

" sampling (not just people, who live near the hotel where -
- an auditorium test is conducted) and (2) th
- -the sample into all their Arbitron Hot Z}Ps”
‘w:th aud;tunum testmg '

they carn focus .
.no:yvay to do that -

don’t have to come out at night, so

critical Hot ZIPs all

over the

there’s no need for friends). It is
absolutely “A” quality recruiting
every single time.

Let’s put all this into perspec-
tive. [ don’t hate auditorium
testing. [ was, after all, one of the
three guys at The Research Group
who invented and developed it.
We were the first to offer it to our
clients way back 18 or 19 years
ago. It’s not horrible. It’s just that
Interactive music testing — in its
control of recruiting quality, in
its ability to reach all your

metro, and in its abilitv to get to
real listeners and their music
preferences — has a clear advantage.
And that’s why it’s getting such
good ratings results for my clients
who use it.

Bill Moyes was formerly Chair-
man of The Research Group of
Seattle for 19 years before start-
ing Moyes Research Associates
in 1996. He is also a partner
in Music Technologies LLC. He
can be reached at (719} 540-0100
or e-mailed at bilf@moyes.com.
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DEAL OFTHEWEEK J§ 1998 DEALS TO DATE

1998

TRANSACTIONS AT A GLANCE

Dollars To Date: $2,560,171,022 © WPHG-AM & WGYJ-FM/Atmore & WPHG-FM/Brewton, AL
(Last Year: $6,962,539,793) No cash consideration
. o KFFB-FM/Fairfield Bay, AR $365,000
o KNAL-AM/Victoria, TX Doliars Tnslioeks — SADIBA220\ 5 [ R

(Last Year: §704,661,001)  KAVC-FM/Rosamond, CA $1.6 million

©® KWEZ-FM/Santa Margarita (San Luis Obispo), CA $1 million
® WUNA-AM/Ocoee, FL $550,000

$11,875,000

Stations Traded This Year: 944

TRANSACTIONS

|

' Stations Traded This Week:

(Last Year: 1290)

30

(Last Year: 46)

Saga Goes Victorian With Texas Buy
[ ABC lands Salem’s KENR-AM/Houston for $10.6 million

[-—-——- S— ::...:Ea : W ol
R M MRS TEMEE

KNAL-AM/Victoria

PRICE: $11,875,000

TERMS: Asset sale for cash

BUYER: Saga Communications Inc.,
headed by President Ed Christian.
Phone: (313) 886-7070

SELLER: Withers Broadcasting Co.
of Texas, headed by President W. Rus-
sell Withers. Phone: (618) 242-3500
FREQUENCY: 1410 kHz

POWER: 1kw

FORMAT: Nostalgia

WPHG-AM &

WGYJ-FW/

KAAY-AM/Little Rock

PRICE: $5 million

TERMS: Asset sale for cash

BUYER: Citadel Communications
Corp., headed by President Larry Wil-
son. It owns KEZQ-AM, KARN-AM &
FM, KESR-FM, KIPR-FM, KKRN-FM,
KURB-FM & KVLO-FM/Little Rock and
will spin off KRNN-AM/Little Rock to
comply with market ownership limits.
Phone: (406) 837-5360

SELLER: Beasley Broadcast Group,
headed by Chairman/CEQO George
Beasley. Phone: (941) 263-5000
FREQUENCY: 1090 kHz

POWER: 50kw

FORMAT: Religious

BROKER: Bergner & Co.

iary of Salem Communications Corp.,
headed by President Edward Atsing-
er. Phone: (805) 987-0400

. FREQUENCY: 105.5 MHz

POWER: 2.9kw at 308 feet
FORMAT: Religious
BROKER: Star Media Group

KWEZ-FM/Santa

| Margarita (San Luis

|

Obispo)

PRICE: $1 million

TERMS: Asset sale for cash
BUYER: Salisbury Broadcasting
Corp., headed by President Charles
Salisbury Jr. Phone: (410) 837-2122
SELLER: Garry and Virginia Brill.

® WEZV-FM/Brookston (Lafayette), IN $1.8 million

® WAVX-FM/Thomaston (Augusta), ME $1.15 million

® KTCB-AM & KMAL-FM/Malden, MO $1.3 million

® KUPH-FM/Mountain View, MO $196,500

® WBRV-AM & FM/Boonville & WLLG-FM/Lowville, NY $250,000
o WLSV-AM & WJQZ-FM/Wellsville, NY $850,000

® WATA-AM/Boone & WZJS-FM/Banner Elk, NC $1.4 million

® FM CP/Idabel, OK $6629

® WDXZ-FM/Newberry (Columbia), SC $500,000

©® KPLO-FM/Reliance, SD $98,100
® KENR-AM/Houston $10.6 million

® KFMK (FM CP)/Round Rock, TX $8.5 million
® WFTR-AM & FM/Front Royal (Winchester), VA $1.3 million
® KRVK (FM CP)/Midwest, WY $3000

Phone: (317) 594-0600
SELLER: BOMAR Broadcasting Co.-
Lafayette Inc., headed by President
Frank Bove. Phone: (765) 664-7396
FREQUENCY: 95.3 MHz
POWER: 2.3kw at 505 feet
FORMAT: NAC/Smooth Jazz

. Mai

WAVX-FM/Thomaston
(Augusta)

PRICE: $1.15 million
TERMS: Asset sale for $900,000 cash

ome Zimmer. It owns KWOC-AM,
KJEZ-FM & KKLR-FM/Poplar Bluff,
MO. Phone: (573) 335-4856
SELLER: BBC Inc., headed by Presi-
dent Dave Green. Phone: (573) 276-
5625

FREQUENCY: 1470 kHz; 92.9 MHz
POWER: 1kw; 23.5kw at 175 feet
FORMAT: Gospel; AC

KUPH-FM/Mountain View
PRICE: $196,500

TERMS: Asset sale for cash

BUYER: Central Ozark Radio Net-

¥ Aaiitania Phone: (805) 466-6511 and a seven-year, $250,000 promisso- | work Inc., headed by President Tom

Atmore & WPHG-FM/ e FREQUENCY: 106.1 MHz ry note at 7.5% interest . Marhefka. The company or its subsid-

Brewton ‘ POWER: 950 watts at 1463 feet BUYER: Mariner Broadcasting LP, jaries own seven other stations. Phone:
KFIE-FM/Merced

PRICE: No cash consideration
TERMS: Stock transfer

TO: Willie Mathis and Elizabeth Lam-
beth are each acquiring a 33.3% inter-
est in Marantha Ministries Founda-
tion Inc. Phone: (334) 368-9495
FROM: John Mathis

KFFB-FM/Fairfield Bay
PRICE: $365,000

TERMS: Asset sale for $215,000 cash
and a seven-year, $150,000 promisso-
ry note at 9% interest

PRICE: $600,000
TERMS: Asset sale for $250,000 cash

and a 10-year, $350,000 promissory L

note at 9% interest

BUYER: San Joaquin Radio Co.LLC,
headed by President Edward Hoyt Jr.
Phone: (209) 723-2191

SELLER: John Neuhoff Jr. Phone:
(203) 270-0437

FREQUENCY: 107.7 MHz

POWER: 5kw at 361 feet

| FORMAT: Regional Mexcian

KAVC-FM/Rosamond

FORMAT: Country
BROKER: Gammon Media Brokers

e e |
; i

WUNA-AM/Ocoee

PRICE: $550,000

TERMS: Asset sale for cash

BUYER: The Freedom Network Inc.,
headed by President Otto Miller.
Phone: (203) 894-8215

SELLER: Efrain Archilla-Roig
BROKER: Hadden & Associates

WEZV-FM/Brookston

headed by President Louis Vitali. It
owns three other stations in Maine.
Phone: (207) 967-0993

SELLER: Northern Lights Broad-
casting Co., headed by President
Jonathan LeVeen. Phone: (207) 594-
9283

FREQUENCY: 106.9 MHz

POWER: 29.5kw at 633 feet
FORMAT: Classical

BROKER: Kevin Cox of Media Ser-
vices Group

S—
§ popes

-

KTCB-AM & KMAL-FM/

Malden

(417) 256-1025
SELLER:Yelbom Productions, head-
ed by President Karen Hunt. Phone:
(417) 934-1000

WBRV-AM & FM/
Boonville & WLLG-FM/

Lowville

PRICE: $250,000

TERMS: Asset sale for $20,000 cash
and a 150-month, $230,000 promisso-
ry note at 7% interest

BUYER: Flack Broadcasting Group
LLC, headed by President William

EU\;EZ:ll;re;dor'r(\j Br:)a;c:sgng Intii, ?E’IRCNI‘ES $;.6 miIIioIn f . PRICE: $1.3 million Flack. Phone: (315) 942-6534
eaded by President Bo onnell. . Asset sale for cas L SELLER: The Atwood Broadcasting
Phone: (870) 793-8181 BUYER: Regent Communications | (Lafayette) UERMSICESo st ogRe0 00U TGN | B cdedibyiPresiGeibavi TA:

SELLER: FFB Spotz Media, headed
by President Dan Meadows. Phone:
(501) 884-6812

BROKER: MGMT Services Inc.

.

|
~ You
|

Inc., headed by Chairman/CEO Terry
Jacobs. It owns or operates 32 stations
in 10 markets. Phone: (516) 676-2644
SELLER: Oasis Radio Inc., a subsid-

PRICE: $1.8 million

TERMS: Asset sale for cash

BUYER: Artistic Media Partnersinc.,
headed by President Arthur Angotti.

and a 10-year, $700,000 promissory
note at 7% interest

BUYER: Zimmer Radio of Mid-Mis-
souri Inc., headed by President Jer-

wood. Phone: (315) 376-8566

Continued on Page 8

ont win
the wor kp lace...
You earn it!

The
Listen-at-Work

Rewards Program™

A revolutionary new software
promotion that continually encourages,

tracks and rewards daily
workplace listening...forever!

For more information on market exclusivity call

| 619 693 0576
Fairwest Direct
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DISAPPOINTING

BOOK?

CALL BILL MOYES.

“The other day Long Term Growth: 25-54 Women Arbitron Share
I got a call from Mon-Sun 6am-Mid: B-101 Philadelphia

someone who 120- o _ : ’ l g
said they wanted ' i)
to have ratings t : B
just like B-101’s

in Philadelphia.

I told him how 1ng- -
the success B-101

enjoys today actually started some

years ago, with a phone call to me

from the station’s top executive, 100 - v ey
Jerry Lee. What Jerry wanted was :
not some temporary fix from the
“marketing gimmick of the day.”
He wanted the best cutting-edge
research and a strategic partner
who could help guide him to
consistent, steady ratings growth
in key salable demos. Our people A
are masters in the use of strategic 80-
warfare to get not one good book,
but real long-term growth.

90-

If you're not totally happy with your
station’s ratings performance, call 70 -
me and we’ll talk it over.

B | ea. | oy |
i | ] iy
e b e b f
& = g
- =5 ] B
J3a = =
. =5 T | 3
[y = = |

6-0'.' ; ; Al ; : }
1994 1995 1996 1997 1998 1998

_ii:'.'_=:: ._':_ :'-_.-:. 41

Moyes Research Associates

AMERICA’'S LEADING STRATEGIC ADVISORS

205 EAsT CHEYENNE MOUN
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RADIO BUSINESS

TRANSACTIONS

Continved from Page 6

WLSV-AM & WJQZ-FM/
Wellsville

PRICE: $850,000

TERMS: Asset sale for $550,000 cash
and a 10-year, $300,000 promissory note
BUYER: DBM Communications Inc.,
headed by PresidentRichard Mangels.
Phone: (914) 647-1615

SELLER: Erin Communications Inc.,
headed by President John Murphy.
Phone: (716) 223-3591

BROKER: Kozacko Media Services

WATA-AM/Boone &

WZJS-FM/Banner Elk

PRICE: $1.4 million

TERMS: Asset sale for cash

BUYER: Banner Elk Broadcasting
Corp., headed by President Thomas
Embrescia. Phone: (704) 898-9777
SELLER: Smith Communications
Inc., headed by President Roland Pot-
ter. Phone: (704) 733-1200
FREQUENCY: 1450 kHz; 100.7 MHz
POWER: 1kw; 1.1kw at 758 feet
FORMAT: AC; Country

Continued from Page 4
11.7%, to $57.3 miltion from $51.3 million last year. Revenues climbed
7.6%, to $119.8 million from $111.3 million. Again, political ads

accounted for a portion of the gain, up to $4.8 million from $590,000in
the first six months of 1997.

he broadcast division of the New York Times Co.(NYSE: NYT),

whichincludes WQEW-AM & WQXR-FM/New York and eight TV
stations, reported a 6% increase in revenues for the second quarter of
1998, to $41 million from $38.8 million for the same period last year.
Broadcast cash flow was up 8% in the second quarter, to $18 million
from $16.6 million. For the first six months of this year, revenues
gained 6%, to $74.3 million from $70.2 million in 1997. Broadcast cash
flow for the first six months of 1998 rose 10%, to $29.8 million
compared to $27 million from the previous year.

hicago-basedTribune Co. (NYSE: TRB) posted second- quarter

revenues of $786 million, a 9% increase over last year's $720
million. Revenues from radio dipped to $14.7 million, a 20% decrease
from 1997’s $18.4 million. Radio cash flow also fell: $4.7 million for the
second quarter of 1998, compared to $6.5 million for the same period
lastyear. The drop in radio results is due in part to the sale of WQCD-
FM/New York. g

C eridian Corp. (NYSE: CEN), parent company of Arbitron,
registered second-quarter net earnings of $31.3 million on
revenues of $284.1 million, or 42 cents per diluted share, compared to
net earnings of $48.5 million on revenue of $261.8 mittion for the same
period last year. The company said it “made an important investment
in Arbitron’s future with the acquisition of Tapscan Inc. Tapscan is
expectedtoplay animportantrole in Arbitron's expansion into Europe,
Asia, and other geographic markets.”

G Systems Inc. (Nasdaq: DGIT), reported an EBITDA profit of

$112,000 for the second quarter of 1998, compared to a loss of
$895,000 during the same period last year. Revenues were upto$10.1
million in the second quarter, from $5.4 millionin 1997. For the first six
months of this year, the company reported an EBITDA loss of
$216,000, compared to $2.2 miltion last year. Revenues grew to $20
mitlion during the first six months vs. $10 millionin 1997. DG said it set
a record for digital deliveries for the second quarter.

e

FM CP/ldabel

PRICE: $6629 ‘
TERMS: Construction permit sale for
cash

BUYER: JDC Radio Inc., headed by
President Homer Coleman. It owns
KKBI-FM/Broken Bow, OK. Phone:
(405) 584-3388

SELLER: McCurtain County Com-
munity Broadcasters Inc., headed by
President Ed Fulmer. Phone: (508)
236-2653

WDkZQFM/Newberry |
(Columbia) |

PRICE: $500,000
TERMS: Asset sale for $250,000 cash |
and a four-year, $250,000 promissory
note at 7.5% interest

BUYER: GHB of Little Rock Inc.,
headed by President George Buck. '
Phone: (404) 875-1110

SELLER: Professional Radio Inc., |
headed by President Charles Brooks. |
Phone: (803) 276-1063

FREQUENCY: 106.3 MHz

POWER: 25kw at 328 feet

FORMAT: Gospel

i et LB

KPLO-FM/Reliance

PRICE: $98,100
TERMS: Asset sale for cash

BUYER: James River Broadcasting
Co., headed by President Robert Ing-
stad. It owns KGFX-AM & FM/Pierre,
SD. Phone: (701) 845-1490

SELLER: MAS Communications inc.
Phone: (605) 224-2443

KENR-AM/Houston
PRICE: $10.6 million
TERMS: Asset sale for cash

BUYER: ABC Inc., headed by Presi-
dent Robert Callahan. Phone: (212)
456-7777

SELLER: South Texas Broadcasting
Inc., a subsidiary of Salem Communi-
cations Corp., headed by President Ed-
ward Atsinger. Phone: (805) 987-0400
FREQUENCY: 1070 kHz

POWER: 10kw day/5kw night
FORMAT: Talk

BROKER: Media Venture Partners

KFMK (FM CP)/Round

Rock
PRICE: $8.5 million

BUSINESS
BRIEFS

Bloomberg

Continued from Page 4

broadcast station in the same market. In comments filed with the
commission Tuesday, the NAA called the rule “outdated and
unconstitutional,” saying that, with the growth of the Internet, cable,
satellite broadcasting, and other media, “the feared scarcity of
spectrum or lack of diversity that prompted the 1975 rule and its
continuation no longer exist.” Washington, DC-based nonprofit
Media Institute said in comments filed Monday that the spectrum
scarcity rationale that prompted the rule no longer applies in today’s
‘large and competitive” media marketplace.

Emmis Closes On $307 Million SF Buy
ndianapolis-based Emmis Broadcasting Corp. announced last week it
has closed on its $300 million purchase of Fox-affiliated WVUE-TV/

New Orleans, KHON-TV/Honolulu, WALA-TV/Mobile, and WLUK-TV/

Green Bay, WI from SF Broadcasting, which is owned by USA

Broadcastingand Fox. Emmis’ acquisition of three radio (WTHI-AM & FM

& WWVR-FM/Terre Haute, IN) and two TV stations from Wabash Valley

Broadcasting is expected to close in the next 30 days. In related news,

Emmis closed on its $750 million senior secured credit facility led by TD

Securities, First Union Capital Markets, and BankBoston Securities.

CD Radio Takes On World

orld Radio Network has signed on to provide programming for

CD Radio’s satellite radio service scheduled to roll out next

year. The network, which features news and public affairs programming
fromtwodozen-plus broadcast organizations around the globe (including
ABC Radio Australia and National Public Radio), will also develop a
second channel of news andbusiness affairs programming for CD Radio.

Jacor, Lehman Buy Into Infomercial Outfit

n investor group led by Premiere Radio Networks President/

CEO Steve Lehman and Jacor Communications will invest at
least $30 million into leading TV infomercial company National Media
Corp. The investors group, which also includes Gruber/McBain Capital
Management and a division of Bankers Trust, will allot $20 million
toward paying off National Media’s bank debt and $10 million to buy
half of the company’s series D convertible stock. Lehman will become
chairman of National Media when the transaction is completed, which
is expected in the third quarter. Continued on Page 34

TERMS: Construction permit sale for |
termination of letter of credit

BUYER: Capstar Broadcasting
Corp.

SELLER: R. Steven Hicks. Phone:
(512) 340-7800

A o i

WFTR-AM & FM/Front
Royal (Winchester)
PRICE: $1.3 million

TERMS: Asset sale for cash
BUYER: Capstar Broadcasting ‘
Corp., headed by President Steve
Hicks. The stations will be managed
by Capstar’s regional operating com-
pany, Atlantic Star. Phone: (512) 340-
7800

SELLER: Straus Communications in
Virginia Inc., headed by President R.
Peter Straus. Phone: (212) 751-1400
FREQUENCY: 1450 kHz; 95.3 MHz

POWER: 1kw; 4kw at 299 feet
FORMAT: Sports/Talk; Country

KRVK (FM CP)/Midwest
PRICE: $3000

TERMS: Construction permit sale for
cash

BUYER: New West Broadcasting Co.,
headed by President Robin Thomas.
Phone: (717) 883-0342

SELLER: Michael Radio Group, head-
ed by President Victor Michael. Phone:
(307) 778-9318

Is your morning show giving away @ vacation a day?
The YOUNY & Elder Moming Show

e Live from Nashville

Lots of music
Lots of live country artist interviews
Lots of fun
And a tropical vacation for two
given away daily

terms and conditions apply

www.youngandelder.com - For the full story please call Gordon Brill at (615) 870-0227

WWW-8 meticantad iohretonr ey -
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Jacobs To Trauma
As SVP/Artist Dev.

Trauma Records has appointed
Mike Jacobs Sr.
VP/Artist Devel-
opment. Based in
Los Angeles, Ja-
cobs most recent-
y was CEO of
his own imprint,
Way Cool Mu-
i sic. He will be
| involved in mar-
keting, promo-
" tion, and A&R,

and will report to

Trauma Sr. VP/
GM Craig Lambert.

“Mike Jacobs helped start the
success of Trauma Records and de-
serves a lot of credit for breaking
Bush and No Doubt in the early
days.” Trauma co-founder Rob Ka-
hane said. “He has tremendous in-
stincts regarding today’s music, and
all of us at Trauma Records are
very excited about Mike joining our

JACOBS/See Page 34

Jacobs

Bill George named
KUCD/Monolulu PD

KUCD (Star 101.9)/Honolulu
has appomted Bill George Direc-
- tor/Program-
ming. He suc-
ceeds Mahlon
Moore, who de-
| parted the Pacific
: | Star Pop/Alterna-
| tive to program
crosstown Clas-
sic Soul KHUL
(Cool 102).

“Bill’s energy
and enthusiasm
will be a tremen-
dous asset to us,” commented Pa-
cific Star/Hawaii GM Bob Long-
well. “He’ll help create a new di-
mension in Star’s programming and
promotion.”

Added George, “I'm excited to
be joining Bob Longwell and Star’s

GEORGE/See Page 34

= Vi

NEWSBREAKERS.

‘La Ley’ Takes Over KRIO/San Antonio

ollowing its takeover by Spanish Broadcasting System, KRIO-FM/San

Antonio dropped its Tejano format July 4 in favor of a format“that wili
feature top Regional Mexican hits and key Tejano crossover hits ... a play-
list selected al gusto for San Antonio’s listeners” The station's new on-air
moniker is “La Ley de San Antonio,” or The Law of San Antonio. o
" “The presentation and commitment of resources o La Ley is a real major-
market approach to the San Antonio audience;” said 20-year programming
veteran Danny Garcia, who has been hired as PD. “We're not taking any:
shortcuts in any area of programming, promotions, marketing, or research.
You can tune into one station at different times, and it may sound interna-
tional, or Mexican regional, or romantic in format; there’s no consistency.
We won't cheat our fisteners with a variety formula. We'll have a 100%
Mexican regional sound ... a pure, proud, full-bodied sound. it's the differ--
ence between being real, rather than watered down.”

KRIO/See Page 34

Gillen Promoted To WMJQ/Buffalo PD

Five-year WMJQ/Buf- i = 7 7 ¥ @ ture ratings growth. Dave
falo Asst. PD Dave Gillen : 4 and [recently appointed
has been elevated to PD OM] Sue O’Neil are very
He succeeds Rob Lucas, much in sync and will
who remains with the Sin- form a great programming
clair Bright AC as half o team.”
morning-drive duo “Rob & In addition to his program-
Lisa.” ming duties, Gillen will con-
“I'm excited for Dave tinue his afternoon-drive
and the station,” GM Lar- shift. He previously held
ry Robb remarked. “Dave’s various on-air positions at
industry knowledge com- Buffalo outlets WKSE,
bined with his loyalty to WNYS. WGRQ, and
WMIQ and his tremendous work  WEBR. Gillen is also President of
ethic will be the catalyst for our fu-  Buffalo’s Disc Jockey Association.

e

Gillen

CHR WROX Drops ‘Da Bomb’ On Alternative

riah Carey, Backstreet Boys, Goo
Goo Dolls, Shania Twain, and

Sinclair Telecable’s WROX/
Norfolk flipped from Alternative to

CHR on Wednesday (7/22). Former
KHOM/New Orleans PD Bill
Thorman has joined the outlet as
PD to replace Al Mitchell, who has
been relieved of his duties. The sta-
tion has not applied for new call let-
ters yet, but it will use the slogan
“06.1 Da Bomb.”

“The station will program pop,
alternative, and dance music,” Jer-
ry Del Core — GM of WROX, as
well as News WNIS-AM, Sports/
Talk WTAR-AM, and Adult Alter-
native WKOC-FM — told R&R.
“You'll hear Dave Matthews, Ma-

Brandy & Monica. Our goal is to
differentiate and make sure we are
not the station that is playing only
one type of music. WNVZ is
Rhythmic, WPTE is Pop/Alterna-
tive. Our goal is to play the best of
what they play and expose the hits
that are currently not getting any
airplay in the market.

“At the present time, Bill Thor-
man is the only person who has
been hired; Joel Folger is our con-
sultant. Bill was a great interview,
and he has a tremendous track
record — that combination really

A&M Lifts Lucek To Nat’l Dir./Pop Promotion

&M Records has elevated Ken Lucek to National Director/Pop Pro-

motion. Based in Los Angeles and working in both the CHR/Pop and
CHR/Rhythmic formats, he reports to Sr.VP/Promo-
tion Peter Napoliello.

“During the eight years Ken has worked at A&M,
he has been a forerunner and leader in securing air-
play,” Napoliello said. “In the short time that | have
worked with Ken, he has exuded nothing less than |
loyalty, a strong desire to win, and great people skills.
| am excited about this great opportunity for Ken and
eagerly await his future success.”

Lucek most recently was A&M's Boston-based lo-
cal promotion manager for the New England market.
He joined A&M in August '90 as the Midwest local
promotion manager. Prior to that, he worked for North
Star Records and Cypress Records.

Lucek

Radio Voyager Net To Set Sail In Septelﬁbér

thaca, NY-based Finger Lakes International is set to launch the Radio

Voyager Network on September 15. The live, 24-hour, global satellite
format, beamed from Washington, DC, will mix CHR music with environ-
mental and societal messages from a world perspective

“We are poised now to deliver a full-service, high-energy format seven
days a week, 24 hours a day to radio stations in the U.S. and Europe,” FL!
founder Paul Bartishevich told R&R.“It will be a format that is highly ener-
gized, but is going to have the interest of society at the forefront of every-
thing we do”

Listeners will hear no political or pro-U.S. messages. “We are going to
be pro-world and pro-people;” Exec. VP/Operations Biil Torrey told R&R.
‘Broadcasters really don't own the spectrum; they're serving the public
interest with it. We hope to go back to that particular credo, and our infor-
mation content will reflect that”

Each hour there will be two minutes of news and four one-minute fea-
tures “dealing with a wide variety of topics of interest to young influentials
around the world,” Torrey said. “They will concern the environment, race
relations, education, new technology ...issues and topics that have sparked
interest amongst our demographic target and young people who have an
international outlook.”

Programming is patterned after the “Radio Europe” blueprint, Voice of
America’s contemporary music network that died nearly 20 months ago
when federal funding was pulled. Bartishevich has assembled a 30-station
network in Italy and the Ukraine and is in talks with a London station and a
network in Bulgaria. Talks with domestic stations will start within the next
three weeks, and affiliates can take as few as four hours of programming

daily, Bartishevich said.

set him apart from everyone else.”

Thorman — whose extensive
background includes programming
stints in San Antonio at KSAQ,
KTFM, KTSA, and KITY, as well
as KFMK/Houston — added,

“This is a great city, and I have nev-
er met a nicer group of people. The
station will take advantage of
rhythm and alternative. I have a
great vibe for people, and we are
going to give them the best songs.”

You don't win
the workplace..
You earn it!

The
Listen-at-Work

Rewards Program™

A revolutionary new software
promotion that continually encourages,
tracks and rewards daily

Jorever!

workplace listening..

For more mformation on market exclusivity call

619 693 0576
Fairwest Direct

_ ————
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INFLATABLE IMAGES.. Attract attention to your
station events with a customized giant inflatable.
Perfect for your next BIG promaotion! Blow-up
your mascot or create your own shape and
event. Contact: Lenny Freed, 2880 Interstate
Parkway, Brunswick, OH 44212. FAX: (330)
273-3212. INFLATABLE IMAGE INDUSTRIES...
Phone: (330) 273-3200, EXT.137.

Ther ‘
TRAVELER
Cash Cube

Money Macﬁinc

A,

PUSH IT # y
ANYWHERE g A A

! i FITS
A ' ; THROUGH

ANY 357
FITS EASILY
INTO VAN ROORIIAY

OR PICKUP

3 = ' - -
The Most Portable Money Machine Ever!

Call Toll-Free 1-800-747-1144 (U.S. only)
Local (309) 755-5021 or Fax (309) 755-1684 for more information

FUN INDUSTRIES E-mail: fun@netexpress.net

FAX (309)155-1684

ROLL-A-SIGN Cost-effective plastic banners
for your station. We print any picture, logo,
or design in up to four colors. Perfect for
concerts, public appearances, expos and give-
aways. Packaged on a roll and easy to use.

Call Toll Free:

U.S. 1-800-231-2417
Canada 1-800-847-5616
(713) 507-4295 FAX

-ﬁw.

Lithographed On Heavy Gloss Stock

* REQUEST FREE

CATALOG AND SAMPLES!

B/W - 8x10’s
500 — $80.00
1000 — $108.00

4x6 - JOCK CARDS

500 — $65.00
1000 - $91.00

# PRICES INCLUDE
TYPESETTING & FREIGHT

# FAST PROCESSING

¥ OTHER SIZES & COLOR

! 1
)

| Woody and Jane &
| ekt b

= PRINTS AVAILABLE

IPICTURES

1867 E. Florida St. » Dept. R
=f Springfield, MO 65803
| (417) 869-3456 FAX (417) 869-9185
www.abcpictures.com

NO SET UP

—————AAA N A aricanradiahictary com

2 Hour Turnaround!
Multiple Color Imprints Available
Please Call for Quote

Call for our FREE 40 page catalog!

ADOBE[/GRAPHICS]SIDESIGN
 1-800=-7-COYOTE

| -8’00-726-9683 Leslie * Lisa * Michele * Patti * Haliemah

Velour/Terry white fringéd sport tawel

2.25each 2 e
minimum % !
15C pcs.
one color
imprint on
one side _
S
RESULTS MARKETING
800-786-8011  www.resultsmarketing.com

NTASTATATTATTAVAT

NYINTYONYINGINZINGNZENY

TEMPORARY
TATTO0 52 EClFL

The last frontier in call-letter placement

— ¢ v
o e

LATER 1O rv)Owwonr
Includes all charges, no hidden costs

Over 1.000,000
50ld to radio
last year alone

LEE ARNOLD PROMOTIONS

(414) 3519088 + Fax (414) 351-6997

d
]
¢
:
%

'%

Y~

For your next promotion...

Step up to the

Harness the power of repeatability!

1-800-786-7411

www.bannersonaroll.com

NAVN@N/AVA{%

Powerful * Affordable * Dramatic

NTAATATANTATIAYAY

N INTYENTYNZENYONLNZ Y

PROMO 52EC0EL

LONG SLEEVE

FRUIT OF THE LOOM 108 pe. min. 1 side,
"BEST" 1 color imprint. SET UP &
Freignt not included. SCREEN CHARGE INCL.

LEE ARNOLD PROMOTIONS

(414) 3519088 * Fax (414) 351-6997
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NEWSBREAKERS.

Records

¢ JOHN KILGO
has been appoint-
ed Nat'l Promo Di-
rector/Atlanta for
Jeff McClusky &
Associates. He
comes to the com-
pany from his pre-
vious post of Reg'l
Promo Dir./South-
.| east for Crave
Records.

Kilgo

National Radio

® JONES RADIO NETWORK and
WSIX-FM/Nashville announce the

guest lineup for their five-hour syndicat- |

ed Nashville Nights program:
July 27: Steve Wariner & Tracy Byrd
July 28: Diamond Rio, Sons Of The
Desert, and Kinleys
July 29: Suzy Bogguss & Blackhawk
July 31: Travis Tritt
—(303) 784-8700

® SW NETWORKS unveils the follow-
ing guests for its upcoming satellite pro-
gramming:
July 28: Jerry Mathers
July 30: Dixie Chicks
—(212) 833-7320

® WESTWOOD ONE presents the fol-
lowing specials involving Jimmy Page
& Robert Plant's new CD and world tour:
Week of July 27 only: Superstar Con-
cert Series — A 90-minute broadcast
of Page & Plant in concert from 1995.
Weeks of July 27 & Aug. 3: BBC
Classic Tracks — Live sessions of Led
Zeppelin and Page/Plant compositions

MARRIAGES
Curb Dir/Mktg. Sarita Martin to
Turn 2 Entertainment’s Robert Lee
Stewart, July 12
BirTHS
WRCX/Chicago GMMike Fowler,
wife Pam, son Jack Michael, July 16
CONDOLENCES
Bang Il Exec. VP Larry King's
mother, Theima, July 2

PLASTIC
BANNERS

l

W

PROS ON

THE LOOSE

Kit Mann — PDWTAO/Marion-
Carbondale, IL (618) 993-0147

Bo Reynolds — Afternoons
KWCY/Phoenix (602) 641-1136

Rod Staats — PD KCHZ/Kan-
sas City (913) 642-4922

MarkVanness — Mornings
WWHT-FM/Syracuse (315) 492-
4356

each day with stories told by the artists
themselves. ‘

Weeks of Aug. 3 & 10: Off The |
Record — Hosted by Joe Benson, the
show will feature in-depth interviews
with both artists as recorded on open-
ing night of their new tour.

Week of Sept. 21: House Of Blues
Radio Hour— Hosted by Dan Aykroyd, |
the show will discuss Page & Plant's |

roots in blues and feature tracks from
their new album.
Oct. 1 — Exclusive broadcast of the
duo’s live perfomance from New Orleans.
—(212)641-2052 or 707-2345
Also, WW1 announces the following
quests forits live Celebrity Connection
program:
July 24: Marilu Henner; CCR’s Stu
Cook & Doug Clifford
July 27: Jerry Mathers; author Vic-
toria Gotti
—(212) 641-3088 (bookings)
x2039 (stations)

Industry

® The NAB has introduced NAB Web-
Source, an interactive online guide de-
signed to keep stations up to date on
Internet developments that affect the
broadcasting industry. NAB members
can find itin the Members-Only section
of www.nab.org. Nonmembers can call
(202) 429-5300 for a one-month trial.

Changes

AC: WKQI/Detroit midday person-
ality Susan Cruise adds Asst. MD
duties ... At KSMG/San Antonio,
Drew Michaels leaves to become
MD/middayer at KZPT/Houston,
and Josie Blaine joins *SMG for
nights ... WHMS/Champaign, IL’s
revised lineup is as follows: Aaron
Anthony & Faith Miller (5:30-
10am); Maria Wallis (10am-3pm);
Bob Jackson (3-7pm); and the syn-
dicated Delilah (7pm-mid.).

CHR: KMEL/San Francisco after-
noon driver Rick Chase segues 1o
mornings and joins KKBT/Los An-
geles middayer “The Wheels of
Steel” (a.k.a. Diana Steel) for momn-
ings ... KPTY (Extreme Radio)/
Phoenix APD/middayer Sherry
Knight exits along with nighttimer
Alex C, who accepts the alternoon
opening at KTAA/Fresno ... WNKI
MD Eric Moon will now handle
APD/MD duties for both WNKI and
WNGZ ... KLAL/Little Rock night-
timer the Scant Man joins new
CHR/Rhythmic WLLD/Tampa ...
WFHN/New Bedford morning driv-
ers J.R. & Sharon come off the air
as J.R steps down to concentrate on
his PD duties and Sharon exits for a

3 - %l 8%
satTRWM AN S - v el W

TV reporter gig ... KQIZ/Amarillo,
TX interim PD Cisco Kidd adds
morning duties ... WYCR/York, PA
afternoon driver Jack Tripper joins
KDWB/Minneapolis as overnight-
er ... WHOT/Youngstown swinger
Jordan Kline joins WBHT/Wilkes
Barre for nights ... KQID/Alexan-
dria, LA welcomes former Bahami-
an air personality D.J. Elvis for
nights ... KDUK/Eugene, OR after-
noon driver Steve Brown moves to
nights at KISN/Salt Lake City.

Rock: WWBR/Detroit afternoon
driver Rik Elliot signs a one year
contract extension with the station ...
Part-timer Dave Kaechele is upped
to overnights at WRKR/Kalamazoo,
MI ... WKLT/NW Michigan names
Marcus King Asst. MD.

Records: Sandro Grancaric is ap-
pointed to the newly created post of
Tour Publicist at Island Records ...
Ralph Cavallaro becomes Dir./In-
formation Resources & Technolo-
gies for MCA Records ... BMG re-
structures its Film & TV Music
Dept.: Brian Lambert rises 1o Sr.
Dir., Ron Broitman takes on an ex-
panded role as Mgr., Stacy Wallen
is upped to Mgr./Television Licens-
ing, and Melissa Severance joins
as dept. Asst.

o p— -~ Fy—.y Pt U | R
STRETCH YOUR ADVERTISING DOLLARS
. Today’s level of fierce competition demands that you prominently dis-
play your name every chance you get (location broadcasts, concerts, sta-
tion sponsored autograph sessions, etc.). With theft, vandalism and loss,
it becomes a costly proposition to continuously replace expensive signs
and banners. Roll-A-Sign™ offers a better way.
~= With Roll-A-Sign banners you get up to four vibrant colors printed on
= durable, high quality 4 or 6 mil plastic film to display your logo and
message brilliantly for an economical price. Now you can afford to dis-
| playa bright new sign at every public event. They even make great cost-
| effective promotional give-aways. Just roll off what you need and cut.

* Durable banners at an affordable price.

« UV stabilized plastic won’t fade indoors or outdoors.

« Simply FAX your logo and color separation information for a
price qudtation today.
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NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Robert Hall » (972) 991-9200

Classic Rock
Chris Miller

No New Adds !

Hot AC

Garry Leigh

ACE OF BASE Cruei Summer
ANGGUN Snow On The Sahara
Starstation

Peter Stewart

No New Adds

Touch

Monica Logan
No New Adds

e e S

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
Gary Knoll

Rock
SISTER HAZEL Concede

Alternative

CRYSTAL METHOD Busy Child
FASTBALL Fire Escape
MURMURS La Di Da

CHRMot AC

BRIAN SETZER ORCHESTRA Jump Jive An' Wail
HARVEY DANGER Flagpote Sitta

JANET Go Deep

"N SYNC Tearin’ Up My Heart

JENNIFER PAIGE Crush

Mainstream AC

BACKSTREET BOYS I'll Never Break Your Heart
FAITH HILL This Kiss

MURMURS La Di Da

JENNIFER PAIGE Crush

Lite AC \
ACE OF BASE Cruel Summer
MARC ANTHONY & TINA ARENA | Want To Spend ..

NAC
ED HAMILTON Fly Like An Eagle
DOC POWELL Ellie's Theme

uc
JERMAINE DUPRI #/JAY-Z Money Ain't A Thang
MONTELL JORDAN [ Can Do That

2

BROADCAST PROGRAMMING
Walter Powers  (800) 426-9082
CHR

Casey Keating
NATALIE IMBRUGLIA Wishing | Was There
’N SYNC Tearin’ Up My Heart

Digital AC
FAITH HILL This Kiss

Hot AC

NATALIE IMBRUGLIA Wishing | Was There
SMASH MDUTH Can't Get Enough Of You Baby
Digital Soft AC

Mike Bettelli

BACKSTREET BOYS I'll Never Break Your Heart

Delilah
No New Adds
Alternative

Teresa Cook

LIZ PHAIR Polyester Bride

FATBOY SLIM The Rockafeller Skank

BRIAN SETZER ORCHESTRA Jump Jive An’ Wail
JONES RADIO NETWORK

Jim Murphy « (303) 784-8700

Adult Hit Radio

JJ McKay

ALL SAINTS Never Ever

OAVE MATTHEWS BAND Stay (Wasting Time)
FIVE When The Lights Go Out
Rock Alternative
Doug Clifton

No New Adds

Soft Hits

Rick Brady

No New Adds

Rock Classics

Rich Bryan
VAN ZANT Show Me

RADIO ONE NETWORKS
Tony Mauro » (970) 949-3339

Hot AC

Yvonne Day

ERIC CLAPTON Pilgrim

NATALIE IMBRUGLIA Wishing | Was There
DAVE MATTHEWS BAND Stay (Wasting Time)
JENNIFER PAIGE Crush

New Rock

Steve Leigh
VERVE Sonnet
GOAT A Great Life

WESTWOOD ONE RADIO NETWORKS
Charlie Cook » (805) 294-9000
Tracy Thompson

Adult Rock & Roll

Jeff Gonzer

No New Adds

Soft AC

Andy Fuller

BACKSTREET BOYS I'll Never Break Your Heart
Bright AC

Jim Hays
No New Adds

e ARSI
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Call today
800/231-6074

Reef Industries, Inc.P.O. Box 750250
Houston, TX 77275-0250
713/507-4200 713/507-4295 FAX
©1998 Reef Industries; Inc.
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Free Promotion!
GREAT COMMUNITY EVENT!!

MADD and Chrysler have teamed This- free promption IS now
up to promote responsible driving available in these markets:
= - - TTH ] d I h-
and your station can join them! g;gggfﬁfﬂ) ,'::};':‘b:rgh'a
- - Portland, OR
The Chrysler Drunk Driving Simulator oo T et
tour features a '98 Dodge/Plymouth Neon Dayton Red Oak, IA
i Detroit Rapid City, SD
with an on-board computer program that il SaeEmants
delays the car’s steering and braking. The fwied SaDies
. 3 nder,
car is programmed so your listeners can U5 Vegas Seattle
feel the effects of drunk driving without Louisville SEakane
Muncie, IN Warwick, NY

consuming alcohol.

This is the perfect way for your station to
increase its community involvement and
gain positive personality exposure. you can
interview local police and spokespersons,
announce hotline numbers and give away
station promotion items supporting the event!

Sponsored by T I N
o@Eim.. mapp, MARKE! 6266

or e-mail hmowry@rronline.com

wwarL americanradinhistory com
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Pearls Of Wisdom From Great Managers

Continued from Page 1

some of the areas covered during the
research included “what motivates
the managers, how they influence
others, what sort of work style they
have or how they organize to be ef-
fective. and what sort of relation-
ships they establish in the world of
business.”

After studying individuals and or-
ganizations for so long, a dozen
questions emerged as being consis-
tently related to business. “The 12
Essential Questions,” as they’ve
come to be known, are the core of
Gallup’s extensive workplace audit.
In the end. Rutigliano said. “They
tend to relate back to management.”

The 12 Essential Questions

* Do I know what is expected of
me at work?

* Do I have the materials and
equipment I need to do my work
right?

* Do 1 have the opportunity to do
what 1 do best every day?

« In the last seven days, have | re-
ceived recognition or praise for good
work?

« Does my supervisor, or someone
at work. seem to care about me as a
person?

¢ Is there someone at work who
encourages my development?

¢ In the last six months, has some-
one at work talked with me about
my progress”?

* At work, do my opinions seem
to count?

¢ Does the mission/purpose of my
company make me feel my job is
important?

« Are my associates committed to
doing quality work?

* Do I have a best friend at work?

¢ This last year, have I had oppor-
tunities at work to learn and grow?

The Dandy Dozen Applied
To Management

The research has uncovered some
good news. “We are seeing that peo-
ple know what is expected of them
at work. so managers are setting a
sense of direction and purpose in the
organization,” Rutigliano reports.

That comes only after a number of
long-held management theories have
been scrapped. For instance, manag-
ers were once laught to select em-
ployees for skills. Now. they select
them for talent. Setling expectations
once meant defining the right steps.
Now it means defining the right out-
come. “Let each person find their best
way to get there,” Rutigliano says.

The Wisdom Of
Great Managers

In the end, what Gallup sought was
the wisdom of great managers. How
do the best managers build a great
workplace? Here’s what they found.

* Treat People Differently. On the
face of it, treating people different-
ly in a work environment sounds like
trouble waiting to happen. But
Rutigliano is quick to explain that
“fair treatment does not mean equal
treatment. Fair treatment means that
people get treated the way they de-
serve to be treated. How do you de-
serve to be treated? You deserve to
be treated according to how well you
produce things.”

Based on the findings of the study,
Rutigliano suggests that “managers
should spend most of their time with

their best producers. If you are a
good producer and you are a prima
donna, you should be allowed to be
a prima donna.”

Why would any manager put up
with that?

“Well, why not?” asks Rutigliano.
“If someone can score 30 points a
game and they are not easy to get a
long with, you kind of put up with the
‘not easy to get along with’ because
they put 30 points in the basket,
Sometimes we forget that perfor-
mance sort of orientation when we
are managing people. We expect peo-
ple to get along instead of getting it
done. That's an extreme example, per-
haps. but what we're saying is that ev-
eryone is different, so everyone prob-
ably needs different treatment or a
different relationship with their man-
ager.

“They are also different in what
motivates them.” he adds. While
some employees are rallied by build-
ing a team spirit, others might work
best when left alone. Some may be
spurred on by the prospect of more
money, while others may seek cus-
tomer satisfaction as their reward.

“If we are going to get the most
out of people, we have to treatl them
as individuals and. therefore, that is
not the same treatment,” Rutigliano
believes. “We don’t want to pay
Michael Jordan the same amount we
are paying Ron Harper. He deserves
more because he does more, and be-
cause other people are willing to pay
more for those services.”

While society generally accepts
this sort of thinking in the sports and
entertainment worlds, it should also
be applied to the everyday work
force, Rutigliano figures, based on
Gallup’s research. “People don't de-
serve the same pay in the work force;
they don’t deserve the same recogni-
tion and rewards; they don’t deserve
the same attention from management;
they don’t deserve the same develop-
ment plan. They each deserve their
own. When we think about fair treat-
ment, we think about equal treatment,
but that’s not the same.”

This sort of thinking ought to ap-
ply not only to the top-billing morn-
ing show that, from all outward ap-
pearances, is driving your station,
but also to sales and management
throughout the building.

* Rehire Your Best People. This
could be headlined “Love The One
You're With.” The message is that
employee retention is really one of
the toughest aspects of business to-
day. and recruiting fresh troops isn’t
cheap. either.

“It’s no surprise that finding good
people is really hard. but finding
great people is very, very, very hard,”
Rutigliano reminds managers.
“When you hire someone, there’s a
romance that goes on. You are sell-
ing them on a job. You are selling
them on what a great organization
you have. You are selling them on
how much they’ll learn and what
sorts of opportunities they’ll have.”

But all too often, when the bloom
is off the rose, that ends.

“Why do we stop doing that once
someone is on board?” he asks. “If
managers think about it, they’ll find
it’s a lot easier to keep people than
to hire new ones. So, say to your best
people, ‘Are you happy? What do you
want to do here eventually and how
can 1 help you? Are there new chal-
lenges you want?’ In other words, pay
as much attention to them as you do

to a new hire. And say, ‘How can we
keep making this right for you?"”

New hires, Rutigliano points out,
are often asked for their needs in
making the relationship work out.
“Well, why don’t you ask the veter-
an who is really making a great con-
tribution, who might be getting a lit-
tle burnt out in one or two areas,
might be feeling a little ignored,
might be feeling a little taken for
granted? It’s essentially a second hon-
eymoon with these people. You just
want to romance them again and win
them over and sell the job to them.
Find out something that you can do
for them. 1 would do an interview
with them. Say, ‘What do you want
to be and how can 1 help? What
recognition did you have recently
that really meant a lot to you and how
can we help you get more of it?
What’s a really good day for you and
how can we make sure that happens
more often? What do you do best and
what’s getting in the way of you doing
it all the time?"”

* Making It Work For All Sides.
The hurdles are not always a stone
fence. Often they can be removed. If
the employee believes he is great in
front of customers, and he’s not in
front of them every day because on
Fridays he’s busy writing sales re-
ports to help prepare the boss for the
boss’ meeting with his supervisors,
cut out the sales report and figure out
another way to get them done, Rut-
igliano advises.

* Manage Around Weaknesses.
People are hired for their strengths,
not their weaknesses. But, after be-
ing in a relationship for a while,
“We start to focus on what’s wrong
with a person. If you think about
bad management, bad management
is focusing on what people don’t do
well and beating them over the head
with it, and then forgetting about
why we hired them in the first
place, which was for the things that
they do do well,” Rutigliano says.
“Keep the strengths in mind. Let
people use those strengths and do
what you can to make those weak-
nesses less of a liability. You want
to keep areas of weakness as a lim-
itation and not a weakness.”

¢ Train For Skills And Knowl-

- edge, But Not For Talent. “Every job

is a composite of talent, skills, and
knowledge. If we have the talent, we
can gain the skills and knowledge to
do the job.” Rutigliano explains. “If we
don’t have the talent, we probably
can’t develop the skill very well. You
can’t expect to teach someone who
doesn’t have a lot of gumption to be a
great salesperson and close business.
It’s like teaching a pig to sing. You
have to think, ‘Am I going beyond this
person’s capability?” And that’s when
a manager should really think, ‘“That’s
really not something | should waste
my time doing.” As a manager, your
job is not to make people talented, it’s
to find the kings and queens.”

« Identify A Strategy. Good man-
agers decipher what an employee’s
strengths are and steer them according-
ly. “You don’t take someone with a bad
voice and put them on air, and you
don’t make somebody be funny when
they don’t have a sense of humor,”
notes Rutigliano.

* Define The Outcomes. Let each
person find their best way to get their
job accomplished the right way and
don’t try to guide them through each
step.

Continued on Page 34
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How You Can Negotiate The Best Deal

PART TWO OF A THREE-PART SERIES

hether you realize it or not, you are a negotiator. When

you discuss a deal with a client, a raise with your
boss, the price of a home, the cost of a car, or the expense
of medical care, you've already begun the process. So how
can you become more effective? By using a very powerful
technique called The Seven Steps To Negotiating The Best
Deal. | developed this approach over many years of suc-
cessfully negotiating millions of doliars in computers, real
estate, radio time, cars, and other transactions. As you apply
them, you'll achieve much more than you ever have before.

To illustrate The Seven Steps, let's assume that you want to buy
anew car.

1. Everything Is Negotiable. Most auto dealers actively negotiate.
Any dealership that insists upon a “no haggle” or “value pricing” policy
is actually asking you to pay their sticker price. Rather than paying full
retail, consider this their first offer. In any case, when it comes to your
trade-in, you'll discover that there is a negotiation after alil.

2. Negotiate With A Person Who Has The Authority To Make De-
cisions. Unless you enjoy haggling with a salesperson who’s going
back and forth to a sales manager to discuss an ever-changing deal,
negotiate only with a person in authority. You do this by scheduling the
meeting in advance. Call the agency during normal business hours,
Monday through Friday, and ask the receptionist for the names of the
senior managers. Select one, have your call put through, and then
schedule to meet with this individual,

My youngest son shopped the sale of his car to three dealerships
at the decision-making level and collected their written quotations. |
went to the high bidder to conclude the deal, and they wouidn't honor
their quotation. | then met privately with the generat manager, showing
him the sighed offer from one of his senior managers, We soon con-
cluded the transaction, and | left with a check in hand.

3. Create Competitiort For Your Business. You're about to spend
thousands of doliars, Isn’t it worth your time to have the benefit of com-
petition? The ideal way is to comparison shop by calling on three agen-
cies at the decision-making level. While keeping each bid in confidence,
you'll soon know what your best deal is.

Recently, from Los Angeles, | arranged the lease of a new Honda
for my youngest son in a Chicago suburb by conducting this form of
competition over the phone and fax machine. There were two dealer-
ships near him, and | negotiated with the owner of one and the gener-
al manager of the other and quickly reached agreement on a rate so
low that it surprised even me.

4. Let Thieni Know There Is A Real Deal. Don't waste their time
and yours if you're not prepared to do a deal. Tell them that within 48
hours the low bidder will have your business. Assure them that all of-
fers will be kept in confidence. To do this requires you to decide in ad-
vance what your objectives are so that you're ready to act.

5. Come Prepared. Each dealership is focused on selling cars, and
they’re expert at it. When you arrive, concentrate on your objectives;
listen to theirs; and have a calculator, pad, and pen so that you and
the manager can carefully do the numbers together.

6. Negotiate Each Aspect Individually. Start with the price they
propose for the car, including ali options and warranties that you want,
and let them justify it to you. Then make your offer. Once you reach
agreement, address your trade-in, and then finally the financing. if you
don’t focus exclusively on each aspect, it's easy to become confused
and pay too much.

7. Be Cordial. To make the process more friendly, sit alongside the
manager rather than across a desk. After all, you have objectives in
common. They want to sell, you want to buy, and there's no reason
the process has to be confrontational. If at any time you become dis-
pleased, you can always leave. By following The Seven Steps, you now
have some control over the process.

Most people buy a car on impulse. They see it, get excited, want it
now, and then usually, without knowing it, pay a hefty premium, often
a thousand dollars or more. You and | need not have this happen. By
staying in control of our emotions and using The Seven Steps To Ne-
gotiating The Best Deal, we buy a car for what it really is: an attrac-
tive commodity readily available from various dealerships. For us, it's
a miatter of getting the best price and terms.

Next week, I'll show you how to make or save thousands of dollars
by effectively using The Seven Steps in your most expensive and po-
tentially rewarding investment, real estate. These same principles easily
lend themselves to whatever business nagotiation you conduct.

Dick Kazan is a successful entrepreneur who founded one of the largest
computer leasing corporations in the United States. He created and hosts
The Road To Success, the first radio talk show to offer on-air business
consulting to business owners and employees. E-mail your comments or
questions to him at rkazan @ix.netcom.com.
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When a famous investment guru was asked to reveal his formula for success in the
stock market, he replied, “I put my money in brand-name companies and keep it
there, because when the last dog is dead, the brand names will still be alive.” So

, what kind of “brand awareness” does your station have? How durable is its image?
Frank miniaci I this special section, R&R Radio Editor Frank Miniaci explores how branding can

clarify your image in the minds of your listeners.

Also; What It Takes To Be A Great Marketing Director

| 4 I Y hink you understand what branding is?

Probably so. It's not a new term, having

been used for years by such giants as Procter
& Gamble. And you’ ve no doubt got the concept of a
marketing director down by now, but what about that
of a brand manager? Are they one and the same?

How about this one: brand equity, as in: Get ready,

radio, the monopoly game is nearing its close (consoli-
dation), and many prognosticators are predicting that
the most important phase of radio broadcasting yet to
come will be the battle for brand equity.

What The Hell Is Brand Equity?

Brand equity is what you stand for in the market-
place and what it is that you own. Cynde Block of
Block Marketing Group uses an example of a great
branded station, WEBN/Cincinnati. “The brand
equities WEBN owns are irreverent and smartass.
They tie into the aspirations of the target listener.”

Block worked with CHR powerhouse WKRQ/
Cincinnati on a four-month project that really targeted
Q102’s brand. “When we started working with
WKRQ, they had a 5.2 share. They now have a 7.9
share, and we’ve only implemented half of the plan for
the station.”

She goes on to explain, “If you look at the level of
skill and understanding being brought to branding in
the radio industry, it’s just not on a par with other
industries. Most of the consumer research that tests
music with listeners doesn’t even contain the right
questions. Many of the consultants don’t understand
branding, cither. Most read Trout & Reis and think

own another equity,” says Block. “It becomss the gold

rush to go out and stake a claim to the equity territory

and own it as fast as you can. IU’s a big deal. It is the
Continued on Page 16

they understand marketing/branding. If you look
strategically at what is going on in the business, the
next big opportunity is creating and owning brand
equities. For example, there is no reason why the
brand equity around a CHR station can’t be the same
for most of the country in terms of the core benefit —
the brand personality, the tonality, and what you really
have to provide and the equities that you want 1o own
in a marketplace.”

There are strategic and executional equities. Block
gives examples of each. “A sirategic equity might be a
station putting on a fireworks show every year in
Cincinnati that over one million people attend. The
station is known for that equity. There is no other
station in the area that could own a promotional
event of that size. It is known for this and gets a
huge buzz for it. Thus, they own that equity.

An executional equity would be a character ?’
called the Frog, and the station is called
‘Frog’s Mountain.’

“All of the elements that fit together
to brand a radio station are all focused
on the Arbitron book and building
memorability and affiliation with
your audience so that you get the
Arbitron entry.”

Owning An Equity

One of the problems radio faces is that
another station may already own a particular
equity. “Once someone is already in the
marketplace and owns share of mind, you have to

______unany amaricanradiahistorvy com il B .
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Continued from Page 15

next big thing for radio. It is only a matter
" of time before these big broadcasting
companies bring in some outside talent to

If you look at the level
of skill and
understanding being
brought to branding in
the radio industry, it's
just not on a par with

other industries.
— Cynde Block

try and figure out how to get the most out
of the tremendous investment they have
placed in radio.

“A company like Jacor could bring in a
high-powered marketing person from
Procter & Gamble who could size up the
various company formats and how te build
up equities in their various properties. The
position would be more strategic at the
national level. Locally. it will be more
executional. A branding strategy would be
developed for the station, then the
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marketing director would handle the day-
to-day execution and become the brand
manager for the station.”

Educating Radio

Even though millions of dollars are
spent annually by radio on promotion,
Block maintains that most radio stations
still don’t know who they are addressing.
“Marketing in radio is all about promoting
and running the events. Branding is all
about understanding the needs and creating
the positioning. the music, the promotion.
and the morning show, and orchestrating
all the elements together to create a holistic
branding effect. It’s creating a radio
experience so that you feel like you've
connected with your best friend —

someone who really
understands you,
someone who makes you
feel happy, someone who
gives you something to
aspire to, someone who
provides emotional
connection, someone who
brings knowledge.
Everything is orches-
trated together,

“Radio stations do the
dumbest things and don't
even market themselves
effectively. There's a
strategic element in
packaging the entire
radio station, from the
voice and choice of logo
colors to the personalities to the music to
the contesting to getting the message out
there. All the things that radio has done
over the years — billboards, remotes, and
outside marketing — should be driven by
the brand. Radio stations should target
products at the same people others do.

“Look at beer advertising. You can take
the symbolic characters (frogs, lizards,
etc.) and a lot of the attitude from
Budweiser commercials and apply them
right to a radio station. In many cases, you
have the same audience and the same brand
character. It is amazing how unaware
people are of what is right there for them to
use. The core part of positioning at WKRQ
was ‘pick-me-up.” We wanted the station
to stand for that and several other at-
tributes. We used 7UP’s ‘pick-me-up’
campaign, along with its brand character
‘refreshing, fun, and friends.” If you look at
a female-driven station, they are very much
into friends. knowledge, pick-me-up — a
lot of those things. Once you have a theory
of your brand. you can start bringing in
insights from lots of other areas and use
them.”

Creating Radio Brands

Everyone has access to the same music.
What separates the winners in share and
profits from the losers is the development
of a powerful brand. A brandthat builds
passion, that builds emotional bonds. A
brand that builds listener loyalty and a
desire for affiliation.

Great brands are developed by:

* Developing a
clearly differenti-
ated concept and
positioning that can
stand the test of
time. _

e Developing a
brand character
consistent with the
aspirations of target
listeners.

¢ Developing one
or two strategic
equities that the
station becomes known for.

¢ Executing all marketing mix elements
(programming, personalities, advertising,
promotions, trademarks, logos, etc.)
consistently over time, building them into
brand equities.

CMI’s “Dancing Baby”

When you are trying to get
your point across, that’s
when you want to tap into
that emotional element
that makes someone want

to listen to your station.
— Rocco Macri

Brand
Leadership
In Radio
Brand leadership

is based on the
crucial understanding
of the difference
between a product
and a brand. The
brand is the
relationship we seek
to establish with
consumers. That’s
what makes Kodak
more than film, Coke
more than soda, and
Apple more than
computers.

To build radio brand leadership, we must
enhance the relationship between the
listener and the product. This is done by
keeping resources squarely focused on the
brand, building on all aspects of enhancing
the brand and listener relationship.

Brand Success Criteria

1)Simple
efgetit
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e Applies everywhere

e Enduring
2)Appealing

¢ it's for me

e Emotionally satisfying

* Meets my needs
3)Differentiation

¢ Having attitude

* Ownable equities

¢ Unique
4)Believable

e Always delivers

# Authentic

¢ Speaks to me

Radio Speaks Out
On Branding

Von Freeman, Marketing Director
KXTA-AM & KIIS-FM/L.A. learned much
of what he has about branding from Procter
& Gamble. He tells us about clothing
retailer Old Navy. “I watched how Old
Navy came up with a perfume fragrance,
and it really inspired
me. They did the
process completely
backward. They had
the end aisle
displays, the colors
of the packaging,
and what the
perfume should
smell like before
they even contacted
the perfume
company in France
to make the scent.

“A good radio station is one that you
can say just a couple of words about and
nail it. Branding for radio is not about
product. 1t’s kind of like perfume in that it
has to evoke a feeling or emotion. It’s
more than just your moniker. It’s one step

further. The listener has to be able to
punch in and tell you the same three
words to describe the station as the next
person does. That's good branding. That’s
why KIIS has been successful for 20
years. They’ve had Rick Dees in the
morning, who is Mr. Consistent and gives
you everything you need in a morning
show. People know exactly what they are
getting when they tune in to Rick Dees in
the morning. KIIS is successful because it
is so embedded with the CHR/Pop brand
for Los Angeles. We own that brand
equity. When you veer off course and start
to second-guess yourself, that's where the
brand gets in trouble.

“It’s important when you are branding
to come up with what is topical or
relevant for the times. You have to be
consistent over time. McDonald’s always
did a good job not only with their choice

Von Freeman

of colors, but with everything being a
‘Mc’ something. It"s not that their burger
tastes any better than Burger King or that
they have special pricing. McDonald’s is
the place you want to go when you want a
quick burger because they’ve done such a
great job over the years of branding and
packaging their product. Radio has to take
a lesson from that. McDonald’s can add
various things to their products. but they
always need to give a little bit of their
brand to make sure it is successful. They
can’t put out a rib sandwich without
calling it the McRib. The same is true
with a morning show or a radio station ™
Another tip from Freeman on dealing
with the press: “Many marketing people
forget that whatever you do has to be
visually appealing to get press coverage
The media knows exactly what you are
doing when you call the assignment desk
and send out the press release. They know
it’s a publicity stunt to get your logo on the
local news. Think like they do. For
example, the media loves weddings,
especially in June. Tap into the events they
love to carry. Think of what they would
love to cover. Make it more than just a
station event. Think of what interests them.
It’s part of your brand. Think of the things
you do, whether the brand is over the top
like Rick Dees and KIIS or the ‘warm-
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fuzzy' station. Whatever it is, tap into
the emotion of what you do. A brand
equity is the personality of your
station.”

Rocco Macri, Marketing Director of
Emmis/NY, says, “Branding is made up
of several components. But, overall, it
can be summed up in a quick statement
of what the station is. When you are
trying to get your
point across, that's
when you want to tap
into that emotional
element that makes
someone want to
listen to your station.
For instance, when
someone mentions
Hot 97, you want
them to say. ‘Hip-
hop." If you are
WFAN, you want
them to say. ‘Sports.’
When getting that
message out there,
you need to go deeper
than that. Just having
a solid position
doesn’t necessarily )
give someone reason to listen to your
station. To the core audience, as long as
the music matches the brand, you are all
right, but in developing true loyalty, you
must do more than just solidifying your
music position. It seems that the most
successful stations can always be
defined in a word or two.

“In New York, our three stations are
very event-oriented. At Hot 97, our top
event is Summer Jam. We are known for
that in New York. Research has shown a

Rocco Macri

level of awareness of the event that goes
beyond our listeners. That event gets
our brand out to our advertisers as well
as our listeners. It is an event we build

. ourselves around. We’ve focused on
delivering the top artists that we play at
the event — so much so that we don’t
even tell the listeners who is performing
until the concert is sold out. We've
branded ourselves with our audience,
which has come to expect the best in
hip-hop from Hot 97. They need to be

Depending on what
types of promotions/
marketing you do, you
can become known for
certain things not only
by your audience, but
by the advertising and
media community

‘as well.
— Sheila Silverstein

there, and they want to be a part of it.
You have to constantly deliver your
brand. Your clients really need to be a
part of such an event. They need to be
branded just as much as your audience.
We do the same thing with WRKS,
which is very community-oriented as
well as music-driven.”

Sheila Silverstein, Marketing
Director for
WPOC/
Baltimore. had
this to say: “We
do several
things to brand.
At the client
level, our sales
department puts
out a marketing
newsletter, so
we are con-
stantly sending
out information
to our clients
and the agen-
cies. Revenue
generating is
what we are
about. Our
message is who we are and the fact that
we have been here for this many years

and are not changing or going anywhere.

We are fortunate in that Baltimore
hasn’t really experienced the level of
chaos that many markets have with all
the changes in frequencies and formats.
Ad agencies can become as confused as
the audience if you don’t keep

them up to date on things
going on at your radio
station. We have
been focused
from the day we
were sold to
Jacor, because
we have a great
product at
"POC. Keeping
integrity is very
important with
the changes that can
take over your station.

“There are many levels to marketing/
promotion/branding. Depending on what
types of promotions/marketing you do,
you can become known for certain
things not only by your audience, but by
the advertising and media community as
well. It is very important to own
whatever you do so that there is no
mistake as to which station is the ‘Club
93’ station. We are out on the streets
more than any other station in the
marketplace. There are very few days.
when we are not out doing something.
We try to take our message out there,
but the message is more than just that
we are adult and play Couniry music.
We have a lot of personality.

“We partner up with the local media.
We don’t just focus on doing country
promotions at a country bar. We are
doing some things with a local
establishment that is primarily known
as a rock bar. We take over the place
one night a week and call it *“Cosmic
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Country Caribbean Night.” We’re taking
our message to a lot of people. The only
way anybody is going to create a bigger
slice of the pie is by breaking the
stereotypical mentality of “This is the
way our audience is and that is all we
can do.” It shouldn’t be just about

Sheila Silverstein

country for us or our audience. We are
programming a lifestyle. That way, you
constantly introduce yourself to new
people while delivering the message
that your audience comes to expect

from you. It’s more about
lifestyle than just music.
I’ve always thought
that you need to take
it right to the people.
If I had my way, we
would market door to
door.”

A Direct
Marketing
Viewpoint

Dick Downes,
President of Custom
Publishing & Marketing Group,
relates branding to direct-marketing.
“Brands are shortcut thinking. By
establishing an identity for a brand, the
consumer can spend less time thinking
about product choices. Branding a radio
station used to be easy. The format did
most of the work — for example, that’s

In radio — since we are
judged by recall of
product use, not the
use itself — the
establishment of a brand
identity works toward
increasing recall
and higher reported

listening.
— Dick Downes
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the Country station or the Rock station.
Now, with so many choices and so many
similar stations, it’s necessary for
stations to create a strong brand identity
that gives consumers something to sort
by. In radio — since we are judged by
recall of product use, not the use itself
— the establishment of a brand identity
works toward increasing recall and
higher reported listening.

“To properly communicate your
message. you must reach the people who
will accept it. The rifle as oppcsed to
shotgun theory applies. If you can better
identify who your prospects are¢, you can
eliminate wastc and your cost-per-
prospect-reached will be lower You can
accomplish more with less (or more still
with the same). Here are two ways to
ensure that your message reaches the
right people:

e Since music radio is largely
dependent upon format prefere1ce,
target purchasers of music in your
format.

® Brand choices follow sociceco-
nomic models. Yours can be ccaxed out
of the total marketplace if you have as
many as 2,000 to 3,000 names of Pl
listeners to your station. Those people
can be thoroughly studied and profiled.
Many companies provide this sort of
analysis. Thereafter a CD; cassette
sampler; station newsletter; fufl-blown,
four-color, self-liquidating, glossy
magazine; or other piece can bz rifled
through the mail to those individuals in
your listening area who match the
highest-indexing clusters of prospects
from the modeling. Talk about recall!
What better way to brand your station
than by featuring the artists, personali-
ties, and music that make up your very
core of being?

Careful monitoring of the resulting
database and consistent ‘touching’ of
these loyal listeners will not only help
to create the top-of-mind awarzness of
the brand you seek, but will also
maintain it through the years.”

Dick Downes


www.americanradiohistory.com

18 R&R July 24,1998

Hﬁ% »N ;,, )

Television Campaigns For Fall '98

TV campaigns have changed over the
years. Whether it’s the new, exciting
technological innovations that have made
production more creative while lowering
the costs to create interesting visuals, or
the increased role marketing has in the
design of every creative campaign,
television offers mass exposure that cannot
be duplicated.

When you program a television spot,
what goes into the idea or script is even
more critical than the actual media buy.

When you program a TV campaign, you program against an entire environment

While virtually everyone watches TV,
there is no guarantee that the viewer is
going to watch your spot. When you
advertise, you are programming not only
against other media, but against an entire
environment. You program against the
bathroont; the kitchen; a hard, uncomfort-
able chair; or even a book or deadline for a
meeting. In 30 seconds or less, you
somehow have to capture the mind’s eye of
the viewer to get your brand noticed. A
great TV campaign will do just that.

The Media Buy

While costs of production may have
come down with technology, there are
specific guidelines to follow when buying
TV. Shark TV’s Doug McCall gives us
some tips:

e How to interview prospective TV
media buyers for your radio station.
Advertising a radio station should be done
differently than advertising retail or
branded products. Retailers and brand
advertisers have scanners and cash
registers to measure results. Arbitron
results cannot be measured directly and are
dependent on getting people to write down
your station in a diary. For these reasons,
your TV buyer should use different buying
strategies and tactics for your radio station
than they use for their branded products or
retail clients.

e What do you think the goal of our
TV media buy should be? The buyer’s
answer to this question should normally be
Arbitron results. If the prospective buyer
says something about getting more
listeners or reaching your kind of listener/
people, he or she would be displaying a
lack of understanding of radio. Getting
more listeners does a radio station little
good if they don’t show up in Arbitron. In
Arbitron. a radio station has few exclusive
listeners. This means that your kind of
listener is also the kind of listener who
listens to three to four other radio stations.
Arbitron is a demographic, not a
psychographic.

® What do you think our TV media
budget should be for the campaign we

are considering? You would want your
media buyer to have a budget recommen-
dation and a rationale. Before they make a
recommendation, did they ask if your copy
is strategic or tactical? Do they know that
strategic copy rarely impacts Arbitron
during the phase in which the media
campaign starts? Have they taken compelti-
tive advertising into consideration? Can
they tell you what TV audience delivery
and start dates they expect other radio
stations to be using during your campaign?
Do they anticipate that your TV share of
voice will give your copy a chance to do its
job? Do they know the Arbitron survey
dates? Is their start date based on those
dates?

¢ What reach and frequency against
my demo do you recommend? Your TV
buyer should be able to talk about the 3+
reach and average frequency planned for
your TV campaign. This is a clearer media
goal than GRPS or TRPS. It tells you how
deep you can expect to reach into your
demo and how frequently your message is
planned to be seen by the average viewer
in the demo.

e When will you provide a post-buy
analysis? How will you rate my schedule?
Your buyer should be willing to provide
you with interim post-buys during your
campaign. Rating the schedule is a

technical business, too technical for a short

description. Ratings for spots in programs
vary by half-hour, week, season, and by
day of the week. For example: A spot in
the Seinfeld rerun at 6:08pm in early fringe
gets a different rating on Thursday than it
does on Tuesday, and a different rating in
October than in May. The spot at 6:27pm
gets a different rating than the one at
6:08pm. Your buyer’s reports to you
should reflect these kinds of ratings
differences.

¢ How should 1 measure the results of
the campaign? Does your prospective
buyer want to share accountability for
Arbitron results? Do they display the
knowledge that the marketing objective of
your TV campaign probably revolves
around top-of-mind awareness, which can

Ice Cube

Rossler Creative campaigns

Robert Michaelson campaign

be measured? Do they encourage you to
measure the marketing results of your
campaign? Do they recognize the team
nature of marketing a radio station: the on-
air product. the TV copy, and the media
campaign?

One potential problem connected with

Continued on Page 20

Guerilla Productions campaigns
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Accept No Substitutes

The success of Vidpak™ has spawned numerous companies
developing copy-cat products. However, Vidpak™ is only
available from 1Q television group. Beware of companies
that say they are selling Vidpak™, they are not. 1Q is the
only company that has the proprietary Vidpak™ program.

Don't Be a Guinea Pig

You can't afford to be at risk with unproven copy-cat
programs. Vidpak™ is the only turnkey program that has
been tested and researched not once but many times.
It has been completely de-bugged and tested to ensure
consistent results.

Creative Malies The Difference

Let’s face it, the hardest part of Vidpak™ is producing a
5 minute commercial which is so good people not only
watch it to the end, but are inspired to listen to the sta-
tion. Watch any of 1Q"s numerous Vidpaks, then compare
the work of competing companies- if you can find any.
We think Qs production, Vidpak™ experience and track
record speaks volumes more than other companies
promises.

See it on the Weh

See the research, the ratings and everything
else about Vidpak™ on our web site.

www.radioig.com

4660 Paran Valley
Atlanta, GA 30327
e-mail: igtv@radioig.com

404 255-3550

FAX: 404 255-8152
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Continued from Page 18

interviewing and selecting a local media
buyer might be that they also control radio
advertising dollars. If you appoint a media
buyer who turns out to do a less-than-
effective job, getting out of the relationship

& i
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Campaigns For

can be troublesome. Moreover, if you
select one buyer, you may alienate others
in the market. This should be discussed at
the onset, so you have a viable exit strategy
agreed upon.

A Few More Tips

McCall also adds, “People will tell you
that your listener is someone who listens to
two or three other stations. That is just not
true. It's more like 14 other radio stations.
Most stations share 95% of their audience
with a whole group of stations, including a
variety of different formats. To have a
media buyer place you on Fox-TV’s Ally
McBeal because it’s hip and happening is
not always the ticket. There is no kind of
measurement for that. It’s a demographic —
that’s Arbitron. In L.A_, there’s about one
diary for every 16,000 people. How are you
going to find a diary out of 16,000 without
this broadcast medium?

“It’s all about reach, frequency, and
cost per thousand. 1t’s about the copy and
the frequency and placement. You must
buy a variety of dayparts, because even if
you buy prime, you will run out of money
before you reach the prime audience. Buy
prime, then add another daypart. You will
get a lower cost per thousand and a higher
reach in frequency. 1t’s the same thing as
OES scheduling on radio stations. As you
know, the principal of OES is to buy
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every daypart.

“Lastly, we’ll give up budget to get the
right copy. A great message is essential to
target on TV. Then you reach the right
people, because almost everybody walches
TV. I’s an accountable media.”

1061KBSBFM

Impact Target's “Get on the phone” campaign

Video Mailers

Video mailers combine the
best of a television campaign
with the benefits of direct
marketing. It’s like a five-minute
infomercial that forces viewing
by telling the participant that they
could win $5000 by watching the
tape and waiting to see if they are
a winner. One of the first
companies to do this was V-Lite.
The V-Lite casing is lightweight (made
of styrofoam and paper). which makes
it cost-effective as a direct-mail piece.
Since its inception, another, more
substantial casing has appeared that is
both cost-effective as well as light Tris VideC A A

. wateh Hiann $1000
One company that has been using the You Could
V-Lite technology for years is Impact
Target Marketing. 1Q-Television came onto the scene in
1997 and is involved in every aspect of video mailer
campaigns and production.

New joint efforts between direct marketers and
television production companies will inevitably create
more compelition in this new area of direct marketing. One
such partnership, between Rosler and Broadcast Direct
Marketing, is called SMARTVIDEO. Filmhouse is joining
up with DMR for what they are calling Direct Video.
Filmhouse is also unveiling an alliance between them-
selves and Western International Media, creating a one-
stop source for production, marketing, and media buying.
There are certainly more companies exploring the use of
this innovative but very effective form of getting your
message directly to your audience while getting them to
sample your station.
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Whether it's a 40-foot inflatable lizard that bears your station’s call letters or a giant billboard featuring
your controversial morning host, outdoor advertising continues to provide the visibility and imaging radio
needs to stand out in an increasingly crowded marketplace. In cities where commute times can be
astronomical, outdoor provides a constant reminder of where these drivers should tune for the best mix of Yo Say Aves'e Perty Staliun
today’s music. And it is color, lettering, and message that decide whether or not your listeners will absorb
the images you want to project.
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What It Takes To Be A Great
Marketing Director Today

Answering to the 6M instead of the PD is the rule

t has been my mission, as a former PD

and promotion director, to expose

the talents of today’s marketing
directors. Many come from other industries
or have degrees in marketing that take
them above the stereotypical “banner
hanger” or “sticker stopper” job descrip-
tions. No longer should these people report
to PDs. They are not just the keepers of the
prize closet.

Don’t get me wrong, the PD’s responsi-
bility is everything that goes on the air. But
the best and most efficient use of the
marketing/promotion director is in the
capacity of liaison between sales and
programming. It is as important to be
concerned with the bottom line and clients
as it is the audience or the on-air presenta-
tion. Both areas are key. As Chancellor
COO Jimmy de Castro has said, “The
marketing director is one of the top four
positions in the radio station.”

Today’s very versatile marketing
directors should answer directly to the GM.
They are savvy about research, databases,
positioning, TV campaigns (including
media buying), billboards, and just about
any form of mass communication that
involves the target. Now, if you are a
promotion director or an up-and-coming
marketing director and you don’t possess
these skills, please do yourself, your
career, and the field of marketing and
promotion as a whole a favor and get
yourself up to speed. Read, study, listen ...
become a student of marketing. Radio will

The marketing director
is one of the top four
positions in the

radio station.
—Jimmy de Casiro

benefit from your increased abilities and
marketing directors will be taken more
seriously and get the recognition they
deserve.
The Changing Role Of
Marketing Directors

As Chancellor Media VP/Marketing Bev
Tilden says, “Any GM who has the
marketing director answering to the PD is
letting down half of the station. What
about sales? If you are answering to the
PD, than how are you ever going to drive
sales using smart and well-planned station
marketing opportunities?”

Tilden believes that a marketing director
must have an ever-increasing knowledge of

the product. “We now have more informa-
tion than we have ever had before to work
with in regards to our product, market,
listeners, and our stations,” says Tilden.
“Research is so much more precise. We are
able to break things down to very simple
forms. Not only are there unlimited

Bev Tilden

databases detailing our listeners, but we
also have access to our clients’ informa-
tion. It makes marketing a whole different
entity than it used to be.”

Tilden mentions that marketing is more
than just setting up remotes or executing
some weekend event. Imaging and
branding are more complex than they used
to be, leading to changes in the role of a
promotion director. Tilden is a huge
proponent of databases, believing that they
are the comerstone of a radio station.

What Do You Need To Know?

Tilden tells us what she feels are the
important elements that a promotion/
marketing director must know about or get
information on.

o“The first thing that marketing
directors need to know today is research.
Not only how to implement it, but what the
latest methods are and what is available for
the station.”

¢“GMs, GSMs, and PDs need to include
marketing directors in research meetings
so they can be part of the process. In other
industries, the idea of not including the
marketing director is ludicrous. Radio
seems to be behind the times in this area.
How can you expose someone’s strength
or ability if you don’t include them? In
my 20 years of experience, the PD usually
wants as few people in those meetings as
possible because of the confidential nature
of the information. In the past, they

WWW-aimetrteanradiohisterr—eem

haven’t seen the results out of the
marketing directors that they needed, so
they kept them out of the meetings. A big
point I made after our corporate marketing
meetings in Toronto was that people can’t
solve problems in a vacuum, and they
can’t solve them in their office without
talking to other people who have informa-
tion that they don’t have.”

What Can You Do To Get
Involved?

It’s more than just furthering your
career. It’s about being proactive and
finding out what you need to know. It’s not
someone else’s responsibility to educate
you. If you are looking for respect, you
must have knowledge. So how do you get
in the loop so that you know what’s going
on? Tilden offers:

oA marketing director has to learn as
much as they can by reading good
marketing books, including all the
standards. You need to have the knowledge
to talk on the level of the rest of the
management leani.”

o“‘Have marketing meetings. At
Chancellor, that’s why we have marketing
director meetings. We want to grow people
who have a passion for radio who want to
increase their knowledge of marketing so
they can be better contributors.”

e It’s about understanding different
cultures. “In a company as big as Chancel-
lor that has all different kinds of stations
from all different kinds of cultures, the
GMs need to get everyone on the same
page while including the marketing
executive as a member of the management
team.” Easier said than done? You may
have to make a go of it on your own.
Leaders lead, pure and simple, and leading
means taking the responsibility position in
getting the information you need to know.
“If you’re contributing great ideas, no one
is going to throw you out of a meeting,”
says Tilden. “On the other hand, you have
to do all things simultaneously. You can’t
just wait till you learn. Execution and
knowledge are simultaneous. Learn
Arbitron. Get in on that research meeting.
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