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Foreword

I have known Edd Routt for a very long time; he and I
started off together in the radio business. That was in
Palestine, Texas, in 1946. During the past twenty-five years,
the business drew us apart at times; but, the mortal skein
being what it is, we seem to always wind up together. And, as
Winston Churchill said in his memorable speech to Congress
during World War II, “England and America,” like Edd and I,
“have gone through a lot together.”” However much it pains
me to acknowledge human indebtedness, I must admit that I
am richer for my association with Edd.

He probably will not say it in this book...out of reservation
and modesty...but I will say it. Edd loves radio, and he works
hard at the business. Now, that may not seem like much for
one man tosay about another, but I believe it is a great deal. It
is seldom these days that we find a man who loves something
so much that he really works at it, really puts his heart and
soul into it.

I realize that I am leaving out many of his other virtues,
such as an innate kindness, a deep interest in other human
beings of any race or belief, and a sense of unremitting
loyalty; but if I go into all of these things, this introduction will
sound more like a eulogy. I don’t want it to because Edd is
very much alive...I would prefer to say vibrant...and I believe
we should deal with this book as the best living instrument on
radio broadcasting that has been written. Edd is a great
teacher. Now, about this book:

Unlike most of the very few good books on the business of
broadcasting, this one does not hopelessly enmesh itself in
theory and high generality. It is far more concerned with the
practical aspects both of operating a radio station, as well as,
with the advancement of an employee who may wish
ultimately to become either a manager or licensee.

I'have emphasized the word practical because, in the end,
there is nothing very theoretical about an operating radio
station, be it commercial, educational or eleemosynary in
objective. All must assiduously seek their required funding for
operational purposes, whether that money comes from ad-
vertisers, the state, or public-spirited citizens. No amount of
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theorizing will provide that operational capital. It comes only
through action.

In our corporation, we have always believed that the very
first part of that action must be in the field of programing.
This book’s grasp of that fact is evident on almost every page.
Time and again--without exception--sucessful broadcast
operators have proved that in order to survive and prosper
financially, any radio station must provide a programing
service of utility to a meaningful segment of the potential
listening audience. Neither sales nor general administration
nor engineering comes first. Programing does. The station
failing to provide some service of unique programing utility to
one or another reasonably large demographic element of the
population is doomed.

The author'’s abiding belief in that fundamental principle
of broadcasting is not surprising in view of his heterogeneous
background in the industry: licensee, general manager, sales
manager, sales executive, news director, newsman, an-
nouncer--your name it. In fact, I know of no man who has ever
written a book on the subject of broadcasting who has had such
a totally rounded foundation in the field. Through long and
sometimes painful experience, he has learned and utilized,
toward his own success, the fact that radio has undergone a
complete metamorphosis since those halcyon days of the
thirties and forties when it was merely enough to have a
facility capable of transmitting a signal carrying almost any
odd form of program fare.

But the book first leads its readers into the practicality of
this programing theory with both thoroughness and gen-
tleness. It recognizes, for many pages, that in order to seize an
audience of any financially viable size, one must first
recognize the practical limitations placed upon the programer
by the frequency and power of the facility, by the Federal
Communications Commission, by advertisers and their
agencies, by the size of one’s market and the radio dollars
available therein, by the availability of qualified personnel,

The author deals with the 5- and 15-minute newscasts, with
the technique of effectively communication, both with MOR
formats versus contemporary, with program rates versus
spot, with the duties of every station employee, and with
virtually every operational phase of a radio station with which
a serious student should find concern.

I have been in love with radio broadcasting since the dim
days of the nineteen thirties when I used to spend Saturday
afternoons listening to the great sports broadcasts of my
boyhood idol, Ted Husing, and then spend the rest of the week
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driving around in my car attempting to emulate him. The
romance that was radio in those days of Husing, Graham
NcNamee, the Atwater Kent Hour, the Happiness Boys, Myrt
and Marge, Stoopnagle and Budd, Jolson, Cantor, Jessel
Benny and Allen--it has never left me. I am much too old now
to fight the romance any longer.

Nonetheless, it was left to me and to others of my era to
learn the business in the school of hard knocks. Many times,
during those years, I wondered if there was a book
somewhere, that would tell me something. But there was not.
Radio was a jeolous industry.

Now here, finally, is the book. I wish I had written it.

Gordon McLendon
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Francisco, Los Angeles, and other top ten markets where
national buys are made. In making a selection, top
management should visit the main offices of the applicant rep
firm. How many salesmen does the firm have to cover New
York agencies? New York, after all, is the source of more
advertising dollars than any other city in the country. How
does the firm’s number and quality of salesmen compare with
other rep firms? What kind of background do individuals on
the staff have? What sort of station ‘‘list’’ does the Rep have?
If he represents top properties in the top ten markets, odds are
good that he’ll be a winner. If he has a list of second-best
properties in the major markets, he probably has a second-
best Rep firm. What sort of turnover has the firm had in
stations? If the Rep has been playing musical chairs with
stations, the firm has probably been jockeying for better
properties, or the stations involved have been jockeying for a
better Rep. If investigation reveals such movement, find out
why.

The Rep Contract

A formal contract often binds the agreement between the
station and the National Rep. The contract spells out com-
missions, protected territory (sales jurisdiction), and other
conditions. In most cases, the relationship between station and
Rep is friendly and is based upon mutual trust and respect.
The contract, however binding, is used primarily to simply
spell out or put into writing (to avoid misunderstandings later)
the conditions under which the two will do business.

Sample Station-Rep Agreement:

Gentlemen:

We hereby appeint you to act as the exclusive national
sales representative of Radio Station '
. owned and operated by
This

arrangement is to become effective
and you are to act in the capacity of national sales
representatives throughout the United States with the
exception as specified betow, unless we specifically assign
certain accounts to you within this territory.

You agree to exercise your best efforts in the sale of
time and facilities of Radio Station e and the
national promotion of the market,
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and for this purpose will maintain a national organization,
personnel, permanent office locations in the principal
advertising centers, and do such traveling throughout the
United States as 1s necessary. You are to pay all expenses
in connection with the maintenance of these offices,
personnel, and all matters incidental to obtaining national
business for Radio Station .

We agree to list your organization as our exclusive
representatives in Standard Rate and Data, and in our
own advertising and promotional material. It is mutually
agreed that you will be consulted in the establishment of
national rates which are published in Standard Rate and
Data.

As compensation you are fo receive a commission of
15 percent on the net amount of all national business ac:
cepted and carried by us criginating in the United States,
with the following exceptions:

A. Business originating from advertising agencies
located within a 50-mile radius of the city of license.

B. Business which is currently under contract to us.
At the conclusion of all current contracts, however, all
business within the definition of this aggreement, if
renewed, will become commissionable to you.

The net amount as referred to in this contract is
defined as the actual amount billed and coltected by us.
Any product or service that is sold in two or more states
under the same trade name is considered national
business and is commissionable to your firm.

We agree to remit to you not later than the twenty-
fifth (25th) day of each month all commissions due you,
with a complete and detailed statement of all national
business within the definition of this agreement done
under the terms of this arrangement, in the preceding
month, which statement shall set forth the names of all
such nationai advertisers and the business done with each
of such advertisers during the preceding month, and the
amounts owing from each of said advertisers.

We reserve the right to terminate broadcasting under
any contracts at any time and for any reason whatsoever,
but agree to cooperate with you fully in the sale and
service of both facilities and talent to advertisers whose
business and products satisfy our requirements.

This agreement shall terminate on
» but shall be automatically renewed
for the next successive 12-month period. and thereafter
shall be automatically renewed from time to time for
successive 12-month periods unless one of the parties
notifies the other by mailing a written notice to the other
not less than 90 days nor more than 180 days prior to the
expiration of any such 12-month period of its desire that
this agreement terminate upon the expiration of such
period.

In the event of the termination of this agreement you
shall be paid a commission on all business done under any
contract then in existence until the termination or renewal
of such contract.
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If the foregoing is in accordance with your un.
derstanding. will you please indicate your acceptance of
this contract by signing as indicated below.

Very truly yours,

For RADIO STATION
By .

Dated:

ACCEPTED:

For Radio Representative

Once employed, the Rep Firm becomes a member of the
station’s sales force and fits, essentially, into the organization
(see Fig. 5). The solid lines indicate the flow of business from
client, to agency, to salesman, to station. The broken lines
indicate direct business, or sales derived directly from the
client to the exclusion of the advertising agency. While the
National Rep does not normally deal directly with the ad-
vertiser, it does happen. The dot-dash line indicates a house
account, e.g., business handled by the manager and-or his
secretary. Direct commissions normally are not paid on house
accounts.

Keeping the Rep Informed

The radio sales manager of a New York rep firm became
irate upon learning that one of his major properties had
switched newscasts from the hour to the fifty-five minute spot.
“How can we sell the station,” he cried, “if the so-and-so's
won’t tell us what they’re doing?”’

The Rep must have the same tools as those provided the
localsalesmen. In most cases, there should be daily or at least
weekly communication between station management and the
Rep. The dollar volume being generated will dictate the
frequency of contact, but regardless of the national sales level,
management should establish a consistent pattern of contact.
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The following, at least, should be provided the Rep:

Coverage Maps, day and night

Rate cards. plus all changes and additions
Program schedules, plus all changes and additions
Regular and special audience studies

Audience study analysis

Testimonial letters

Air checks

Personality sketches on air personnel

Market data

In most cases, representatives from the National Rep visit
the station to get better acquainted with the staff and the
market. The Rep especially should know the names of the
secretaries and other individuals, such as those in traffic and
copy, with whom he’ll be dealing on a regular basis.

When management develops new sales plans or packages
or new approaches to selling the station, the National Rep, as
well as the local salesmen, should be informed. The
aggressive National Rep often knows where there are residual
or contingency budgets, and might immediately sell
management’s special package of, for example, twelve
Sunday newscasts that are being discounted 10 percent when
bought as a package.

If the Rep doesn’t know about the special package or other
current offers or situations, sales will undoubtedly be lost.

Example:

REP

SALESMAN: Jimmy! The Budweiser buyer at D’'Arcy called this
morning and has a little extra budget for the Ourtown
market. The regular schedule is okay, but they want to
play around with this extra money,

STATION MAN: Why not pitch them our nighttime package?

REP
SALESMAN: What nighttime package?

STATION MAN: Oh mygosh! Don‘t tell me you didn’t get the word?

REP

SALESMAN: That's right, old buddy. You guys never tell us anything.
But never mind fhat. The buyer doesn’t want nights but a
tie-in with one of your station personalities.

STATION MAN: How about Killer Kelly, our afternoon drive guy? He’s got
good numbers. and we think he's got the driving home
audience locked up.

REP

SALESMAN: i‘m going through the personality sketches you sent but
can’t seem to find one on Kelly.

104
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STATION MAN: Oh, he’s been here only three months. We probably
REP haven’t gotten around to bringing you up to date.

SALESMAN: (thoroughly hacked) Well, look. Have you guys done
anything else we should know about? Like change the call
letters or increase power?

STATION MAN: Okay, pal. | got your message. We'll get you up to date
immediately. Sorry about the confusion.

Most middle-to-major market stations send a member of
management on agency trips from two to twelve times an-
nually. Where large amounts of money are concerned, the
station man will often have an opportunity to present the
station to the entire Rep sales team. It becomes a sales
meeting, with the station manager making an effort to
motivate the Rep sales force to sell his station. During such
visits, which usually last no more than one week per market,
Rep salesmen line up agency visits for the station man. An
experienced Rep salesman, about to make agency visits with
the manager of a medium market station, suggested the
visitor come up with a brief but special tidbit about his
market. ‘“‘Anything,” said the Rep, ‘“that will help me keep
your market foremost in the buyer’s mind.”

For the most part, the station man doesn’t actually make
a presentation to the buyer on the agency trips. Reps have
been known to plan setups where the station man pitches the
buyer and, to everyone’s complete astonishment, makes a
sale. There have been, however, legitimate cases where the
Rep simply didn’t have adequate market or station in-
formation; and the station man was immensely helpful in
closing a sale. The local man would be helpful, for example, in
a situation where the buyer was trying to make a decision
between two properties in the same market where ratings
were about even. The manager’s presence, his intimate
knowledge of his station, his ability to recite success stories
and offer, perhaps, merchandising, could make the difference.

In New York and Chicago, particularly, visits by station
men with agency buyers are infrequent and, for the most part,
brief. The wise buyer, however, will give the station man some
time, because here’s a man who knows the market in which
the agency may make a buy. The station man, for example,
might mention that a certain industry’s third shift ends at 8
P.M. and the information could indicate a buy of nighttime
announcements in the market. The station man’s knowledge of
major market agencies and buyers makes it easier for him to
discuss sales strategy with the National Rep.
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Example:

REP

SALESMAN: X-Brand’s agency is ready ¢ make a buy this week, and
Ourtown market is included. But it looks like KYYY will
get the budget. The buyer has a short budget, but wants to
concentrate it on news.

STATION MAN: Isn‘t the buyer Jim So-and-So?

REP
SALESMAN: The same.

STATION MAN: Look, when | was up there last time, Jim said he thought
news adjacencies were just as good as being on the news
itself. We can give him adjacencies to the 8:00 A.M. and
5:00 P.M. news at about half the rate of KYYY’s news.
Call Jim now and tell him we want that business and will
be willing to provide the local distributor with a couple of
sales incentive prizes.

POLITICAL SALES

Any discussion regarding the sale of time to politicians
should be printed in red ink, because it is in this area of
commercial activity that the broadcaster may get into the
hottest of water. The Commission rules are fairly clear; Sec.
315 of The Communications Act spells out precisely how
stations must handle political sales, and in 1966, the FCC
issued its Section 315 Primer, which explained in considerable
detail the courses stations may take in broadcasting political
matter. (See Chapter VI.)

Political advertising is the single sales area, perhaps, that
demands constant attention by top management, the licensee
in particular, because he is the one who must answer to
charges of Sec. 315 violations. Because they are so numerous,
it is difficult to describe every situation in which station
management has to make decisions based on an un-
derstanding of Sec. 315 and the Primer. Possibly, the best
approach is to set down in writing a workable station policy
that can be understood and adhered to by station personnel.

KXXX's Policy on Political Advertising
I. GENERAL—It is the policy of KXXX to accept political
advertising and to adhere strictly to the provisions of Sec. 315
of The Communications Act and the Commission’s rules that

pertain to the act. Any employee who knowingly violates this
policy will be subject to immediate dismissal.
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II. WHAT CANDIDATES MAY ADVERTISE—Any
person who has been declared a legally qualified candidate by

a party’s County Executive Committee may purchase time
on KXXX, providing that station management has not decided
to refuse time to candidates in that person’s particular race.
This is to say that while KXXX may accept time from
qualified candidates in the race for U.S. Senator, it may refuse
to accept time from candidates in the race for the State
Legislature. There have been times in the past when KXXX
simply could not accommodate all candidates for all offices:
we, therefore, have established a policy in which we reserve
the right to refuse advertising in certain races if we believe
that to do so will overload our log with political spots.

III. POLITICAL RATES—When KXXX accepts political
advertising, regular commercial rates will be charged. We do
not have a political rate, per se. Any package plans that are
available to commercial advertisers must be made available
to the political advertiser. Agencies handling political ac-
counts may take the normal 15 percent agency commission, as
they do with commercial accounts.

IV. PAYMENT—AIl orders for political time will be ac-
companied by cash or certified check covering the amount of
the order. While there is no rule that political advertisers must
pay cash in advance, KXXX's experience has been that some
politicans do not or cannot settle all accounts once an election
has been held. This is particularly true of the losers.
Therefore, if we require one candidate to pay cash in advance,
we must require all of them to do so. It is not a matter of
trusting the agency or the political advertiser; it is simply a
matter of obeying the equal treatment implications of Sec. 315.

V. PRODUCTION—While most local candidates employ a
professional advertising agency or public relations firm, or
voice their own announcements, KXXX will make its regular
announcer staff available to voice political announcements.
Any announcer voicing a political announcement will use a
straight, matter-of-fact delivery.

VI. TRAFFIC—The traffic manager will ascertain on a
daily basis during political campaigns that political an-
nouncements are logged precisely as ordered. Program log
entries for political announcements will indicate the name of
the candidate, office sought, and party affiliation. Political
announcements count as commercial time within a 60-minute
segment, but are logged ‘““Pol.” indicating Political.

VII. POLITICAL TIME ORDERS, CONTRACTS—Each
time order covering a purchase of political time will be sub-
mitted directly to the general manager, along with a regular
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station contract, advance cash or check payment as indicated
previously, and a completed agreement form for political
broadcasts. The agreement form must be complete in every
detail. It is essential that station management have in-
formation on the form if we are to complete the Commission
requirement for a report on political advertising. Staff
members are familiar with procedures for completing our
regular contracts and time orders. As the agreement form for
political broadcasts is infrequently employed, we are
reprinting a completed form to indicate the information we
require. See Fig. 6.

Sec. 315 from the Communications Act, along with per-
tinent FCC Rules, are printed on the back of the form. Staff
members such as salesmen, traffic girls, and announcers are
urged to read the Act and the Commission’s Rules on the
subject.

VIII. FILES—The Agreement Form for Political
Broadcasts, along with related time orders and station con-
tracts, will be kept in the station’s Public File for three years.
The Commission requires that such records be kept for only
two years, but KXXX’s policy is to keep them three years.
Naturally, in further compliance with Commission Rules, we
will keep such information on file for an indefinite period of
time should it relate to any litigation or controversy in
progress. There is no requirement that we retain time orders
and station contracts, but it is the intent of KXXX to provide
full and complete disclosure on any political advertising
should such a requirement be presented.

SPECIAL REVENUE TACTICS

When a retailer’s inventory is not moved at the desired
rate, he puts the merchandise on sale. Two-for-one specials
are common in shoe stores, bakery shops, and department
stores. The retailer realizes that it’s better to sell on a no-profit
basis today than to sell at a loss tomorrow.

There are times when the broadcaster, too, must resort to
special sales devices if he is to stay in business. Under ideal
conditions, the station sells spot announcements and
programs, and published rates are strictly observed. There is
no room for ‘““hanky-panky” in a profitable operation. A price
is named and the advertiser either pays it or doesn’t get on the
air. Unfortunately, all operations aren’t financially suc-
cessful, and these broadcasters must rely upon special
revenue tactics to help the station survive. Special tactics

108

www americanradiohietorv com


www.americanradiohistory.com

AGREEMENT FORM FOR POLITICAL BROADCASTS

STATION and LOCATION __ _KXXX, Chicago, Il1. Mey 10 19_15
(being)

I, . _Jobn J. Jacobs _ _ _ (mrpponti = S

a legally qualified candidate for the office of Senator in the

—- . _June ) primary

~—LENGTH OF PROADCAST—. ——HOUR—— ——DAYS—— ,~TIMES FER WEEX— ,—TOTAL NO. WEEES—, e P ¢ 2

. .- election, do hereby request atation time as follows:

l=min ROS Mon-Sun 21 2 $18.00
DATE OF FIRST BROADCAST DATE OF LAST BROADCAST
Mey 1k, 1975 May 27, 1975
The broadcast time will be used by  _ Tha wanlldsls

I represent that the advance payment for the above-described broadcast time has been furnished by

Jones for Senator Comm: ,n4 you are authorized to so describe the sponsor in your

log, or otherwise, and to anmounce the program as paid for by such person(s).
The entity furnishing the payment, if other than an individual person, is: ( ) (1) a corporation; (X) (2)
» committee; ( } (3) an association; or ( )} (4) other unincorporated group.

{a) The corporation or other entity is organized under the laws of 1.

(b) The officers, board of directors and chief executive officers of the entity are: _1om Smith,
112 Wabesh 3t., Chicepo, 111, Chairman; Lsura Acres, 4516 Elm St.,

Chicago, I1l,, socretary.

It is my understanding that: The above is the same uniform rate for comparable station time charged
all such other candidates for the same public office described above; the charges above do not excesd the
charges made for comparable use of said station for other purposes; and the same is agreeable to me.

In the event that the facilities of the atation are utilized for the above-stated purposs, I agree to abide by

provisions of the Communications Act of 1934, as amended, and rules and regulations of the Federsl
Communications Commission governing such broadeasts, in particular those provisions reprinted on the
back hereof, which 1 have read and understand. I further agree to indemnify and hold harmless the sta-
tion for any damages or liability that may ensue from the performance of the aaid broadcasts,

For the above bron%at. 1 agree to prepare & script or transcription, which will be delivered to the station
at least before the time of the scheduled broadcast.

(Candidate, SOIEAMERAN K FRAY

A
ngeptt:g)) by Title _Genersl Msnsger

If rejected, the reasons therefor are as follows:

Accepted

This application. whether accepted or rejected, will be available for public inspection for a period of two
years, in accordance with FCC Regulations (AM, Section 3.120; FM, Section 8.290; TV, Section 3.657).

Fig. 6. Agreement Form for Political Broadcasts.
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Preface

Radio broadcasting as a business has gradually evolved
into a combination of management principles, pub relations,
policies, legal interpretations, and federal politics. The pur-
pose of this book is to integrate these concepts and to interpret
the everyday operating problems of commercial radio
stations for practical application in commercial radio stations
of every class, regardless of operational or programing for-
mat, regardless of market size or appeal.

The student of radio broadcasting must recognize initially
that the federal government holds considerable control over
the day-to-day operations of radio stations. The degree of this
control is a subject of controversy. Justin Miller, president of
the National Association of Broadcasters in 1947, said, ‘“The
FCC’s control over broadcasting climaxes a long series of
steps toward star chamber government. The phrase, ‘public
interest,’ is used by administrative crusaders as a hook upon
which to hang many strange and devious notions."”

Senator Wallace H. White, on the other hand, commented,
“I never had supposed that there was the slightest question as
to the right of the federal government to grant or refuse a
license.”

For the station owner, manager, program or news
director, the controversial questions are academic. His
problems are immediate. How does he solve them? How can
he comply with government regulations, fulfill his obligation
to serve the public interest, and also make of his station a
profitable business?

James A. Noe, former Governor of Louisiana and licensee
of fivebroadcastfacilities in the state, declared waggishly that
he should hire lawyers rather than broadcasters to manage his
stations. Such drastic action, of course, was not taken; but the
governor’s remark does illustrate the industry’s need for
personnel who have, in addition to a professional un-
derstanding of station operations, a thorough knowlege of the
permeating and overriding rules, regulations, and guidelines
of the Federal Communications Commission.
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include barter, outside sales forces, sale of production room
facilities and talent, classified ads, trade agreements, per
inquiry advertising, and record promotions.

Barter

A barter agreement is entered into when time is sold to an
individual or company for resale to advertisers. All barter
agreements must be filed with the FCC. There is no rule
against making a barter deal, so long as the agreement
specifies that the licensee will maintain control over use of the
time involved.

Example:

BARTER
SALESMAN: Look, Mr. Jones, if you're suffering a cash squeeze right
now, maybe | can be of some help.

BROADCASTER: !don‘t see how unless you want to buy an awful lot of air

fime.

BARTER

SALESMAN: That's exactly what I’'m talking about. I‘m prepared right
now o write your station a check for $10,000. How does
that sound?

BROADCASTER: Sounds fantastic. But how much of my blood do you want
in return?

BARTER

SALESMAN: Not blood, Mr. Jones. Time. | want time to sell to my
clients. Your average rate on KXXX is $20.00. We're
willing to pay you an average of $5 per spot, and we’ll buy
2,000 of them right now.

BROADCASTER: If you're serious (and the barter salesman assures the
broadcaster that he is, indeed, serious because he will re-
sell the spots for $10-315 each), | think we can make a deal.
But | must be careful to stay within FCC rules on this deal.

BARTER
SALESMAN: What rules? Don‘t tell me the FCC has a rule against
selling time?

BROADCASTER: Not exactly, but one of my competitors ran afoul of the
Commission’s rules relating to barter or the brokering of
time. The FCC does enforce Sec. 1.613 (c) of its rules
which requires filing of all contracts relating to the sale of
broadcast time to time brokers for resale. Brokerage
agreements must contain a provision for licensee control
of station operations.

BARTER
SALESMAN: Well, what does this do to our deal?
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BROADCASTER: It means we'll have to stipulate in the agreement that we
have the right to approve all copy as well as the advertiser
before we put it on the air. And, of course, we'll have to file

the agreement with the Commission.
BARTER

SALESMAN: What else?

BROADCASTER: To protect myself, | will accept no orders on business
presently running on the station and no orders from ad-
vertisers who have been on the station on a cash basis in
the last twelve months.

Now. one more thing. Before your company attempts to
sell any of the time involved in this contract, | want o see
a list of your prospects. | do not want you calling on any of
my regular accounts or on anyone | believe will be on the
station anytime soon on a regular, cash basis. If you can
agree to thost provisions, I’ll swallow my pride and sign
the agreement.

Whether the barter salesman agreed or not is immaterial.
The broadcaster has taken a big step into what is commonly
known as station prostitution. A barter deal will result in
quick, sometimes substantial revenue. But the broadcaster
will be a long-time getting himself straight with the
established advertising community; unless he’s a masterful
liar, he almost certainly will eventually be faced down by an
irate client or agency.

In the late 40s and early 50s, it was not uncommon to find a
station brokering time to local musical groups, ministers, and
promoters. A string band might contract for a 1-hour slot
every Saturday and pay the station $20, for example. Band
members, then, would approach local advertisers and sell
fifteen or twenty participating announcements at $5, thus
realizing a substantial profit. These were the “innocent”’ little
deals that ultimately led to the big money transactions, such
as the one in the dialogue.

Barter is not the best way to increase revenue rapidly, but
itis one way. And the technique indicated is only one of several
approaches to consummating the arrangement. Merchandise,
rather than cash, might be sent to the station. The mer-
chandise could then be resold to local retailers or used in
station merchandising plans. Such plans are limited only by
the imagination of the station and the barter house, and the
FCC provision that the licensee maintain station control.

Qutside Sales Forces

Often, the broadcaster can employ outside sales personnel
to sell a special station promotion and realize substantial
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profits from business firms that do not normally use the
medium of radio. More often than not, the broadcaster hurts
his station image with such promotions, depending upon the
character of the special sales force. There are, however,
highly efficient and well-managed special sales groups that
bring credit to the station. One such group in the Dallas-Fort
Worth area has for many years worked with stations
throughout the Southwest, returning to the markets year after
year and selling the same business firms again and again.
Such “clean” operations are rare, but if the broadcaster can
find one, he can be assured of a profitable campaign.

Usually, the station is approached by the manager of the
outside sales force.

Example;

Mr. Jones., | know you’ve been bitten by bad operators in
the promotional field, but I’ve got half a dozen good
references and before we start talking, 1’d like for you to
call the manager at KYYY and ask him if he was pleased
with our work. (The call was made and the recom-
mendation was excellent.)

Okay., Mr. Jones, now that | know I‘'m not talking to a
disbeliever. let me tell you what we think we can do in the
Ourtown market. First, we set up a back-to-school safety
campaign. We'll hang our sales presentation on that. We
will not approach your regular advertisers; in fact, we
want a copy of your regular sales force’s protected list so
we can be sure we don‘t step on any of your men’s toes. We
want to pitch only those accounts that have never been on
your station.

we'll call on service stations, beauty shops, barber shops.
machine shops—businessmen who normally can’t afford
to use your station or find radio an Inappropriate medium
for selling their product or service.

Ovur plan is to sell a package of ten back-to-school safety
announcements for a flat $149.50. We'll aiso sell haif-a-
plan for $79.50. That’ll let even the smallest business
participate,

Now, under our way of doing business, we write all copy
and collect in advance for the time. When a salesman
closes a deal on the telephone, a collector goes im-
mediately to the place of business and picks up a check fo
cover the order. These checks are made out to the station
and are deposited by the station. Our people never handle
cash. When we have sold as many advertisers as
possible—or when you indicate you have no more time for
us to sell—we’ll settle with you. Our commission is 50
percent. That seems high. But remember, we're doing all
of the work, including copy and collections; and we're
selling only your unsold time. None of the time is sold
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'fixed position.”” Everything is ROS within a seven-day
period, which means you may run the announcements at
your convenience during the week.

At KYYY, we sold one hundred of the full packages and
the station picked up a neat $7,500 for our efforts. |1t was all
new business, and the manager told me he probably could
convert several of our accounts into regular advertisers.
Mr. Jones, this is an honest, effective way to use your
unsold time and make some quick money. If you'll give us
a chance, we’ll start the campaign in two weeks. We need
time to find work space, rent some furniture, and have the
telephones installed.

If the outside sales force manager is truthful, his plan will
work. The manager did check his one reference and, under the
circumstances, might have checked others.

For comparison purposes, let’s assume the outsider lied,
that the reference he gave was a phoney one, and that his last
deal was an absolute catastrophy for the broadcaster. Within a
few days after KXXX’s Back-to-School Safety Campaign
opens, the station manager will receive complaints.

Example:

FROM A BAR:

A SALESMAN:

A CUSTOMER:

THE POLICE:

PHONE
COMPANY:

Mr. Jones, I'm hoiding a hot check for one of your
salesmen. His name is J.B. Adams. You don't have a J.B,
Adams? He said he worked for KXXX, and we usually
don’t have any problems with checks from your people.

Mr. Jones, you said those outsiders wouldn’t approach our
regular advertisers. Well, Big A Furniture bought one of
those $149.50 packages today. Not only did he cancel his
other schedule for next week, but he’s mad because he let
himself be pressured into buying the package.

Mr. Jones, | bought one of those special packages and
never did hear my spots on the air. | was told they’d be in
prime time. What do you mean you don’t see my name on
the list of advertisers? | made out the check to your
salesman., and I’'ve got a receipt to prove it.

That’s right. Mr. Jones, we have four of your salesmen in
jail for causing a disturbance at a rooming house last
night. The charge is Drunk and Disorderly.

But, Mr. Jones, those telephones were installed as special
KXXX lines, and we were told to send billing to you. Not
only have the basic charges not been paid, but there’s a
big charge for long distance calls.
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Had the promoter lied, these are just a few of the
telephone calls the station might have received. And even with
top, well-known references, the broadcaster still may be in
trouble if the promoter does not know or cannot control his
salesmen. The unscrupulous telephone solicitor will say
anything to close a sale, get his commission, and leave the
station to clean up after him.

Production Room

Income derived from rental of production facilities and
personnel may be nil or significant, depending upon the size of
the market, availability of commercial production facilities,
the number of active advertising agencies, and competition
among stations. In markets of from 300,000 to 500,000, the
opportunities to make extra revenue through the sale of
production room time may be many. Most advertising
agencies in markets of this size do not have their own
facilities, and there isn’t enough business to support a com-
mercial recording company. The station with adequate
equipment and skilled personnel may charge up to $25 an hour
for use of the production setup, and clear $200-$300 a week if an
effort is made by station management to push the service. To
the small station, struggling to make ends meet, this income
can make the difference between profits and losses. Most
stations do not add production charges to regular advertising
rates. The production charge is made only to agencies that
need taped announcements for other stations, both in and out
of the immediate market.

Income from Real Estate

Some income can be derived from excess office and studio
space. It is a fairly common practice for station owners to
lease or build twice the space required for the station in order
tosub-let or rent the balance for enough to make the mortgage
or total lease payments. The principle is much the same when
an individual buys a duplex house with the idea of living in one
side and leasing the other for enough to make his payments.
Some tenants can be extremely helpful to the station, such as a
legal firm, CPA, printer, or advertising agency. A CPA firm,
for example, might pay a certain amount of cash each month
for rent and agree to handle the station’s bookkeeping as part
of the rental agreement.

A frequency and power requiring a great deal of real
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estate for towers often can be made available to farmers and
ranchers for grazing purposes. There are many stations
throughout the country that require fifty to one hundred acres
of land to accommodate their towers. After the towers and
transmitters have been installed and properly fenced,
livestock can safely graze the land without interferring with
station operations.

An arrangement with a farmer or rancher could yield the
broadcaster $1500-2000 a year, or more. Some broadcasters
have made arrangements with farmers and ranchers to
provide land maintenance in exchange for grazing privileges.
More than one station owner has declared laughingly that he
wasn’t making money in radio, but he had just harvested his
best alfalfa crop in years!

A Georgia broadcaster’s construction permit required
that he purchase tower space in an area adjacent to a business
district. He directed engineers to use a self-supporting tower
and put a good solid fence around it. He had his ground system
covered with asphalt and then turned the entire space into a
parking lot. It was rumored that the broadcaster made more
money from the parking lot than from the radio station.

Album Promotion

No station is too large or too small to engage in the
promotion of a special album of recorded music. The
procedures are simple. The broadcaster first finds a producer
for the album and contracts for X number at a fair price. He
then arranges with a local retail chain to distribute them, in
exchange for part of the profits. Once the contracts are signed
and the albums are in the stores, he begins his on-the-air
promotional campaign.

Assume Station A, number one operation in Ourtown,
wanted to do something to increase revenue in January and
February. The manager contacts a record manufacturer who
agrees to produce an album of last year’s hit tunes for $1.50
each. The manager and the producer believe the album will
sell for $2.50 at retail, and that 10,000 copies can be sold during
the four-week period between mid-January and mid-
February. A chain of one hundred convenience food outlets
agrees to handle distribution and will place point-of-sale signs
in each of its stores. The chain manager wants 35 percent of
the gross but finally agrees to accept 25 percent. Under this
plan, if 10,000 copies of the album are sold, the record com-
pany will gross $15,000; the retailer will gross $6,250, and the
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station’s revenue will be $3,750. On most stations, a $3,750
schedule in four weeks is regarded as good.

Again, it is important to obtain qualified references on the
record company. Can it produce quality recordings? Will it
make delivery on schedule? If the record company and the
retailer perform with excellence in this promotion, it can
produce the easiest revenue ever developed by a station. But if
the station is harassed for six months after the promotion by
irate listeners who paid $2.50 for a bad recording, the revenue
earned won’'t be worth the time, trouble, and damage to
station image.

There are several approaches management can take in
developing such a promotion. Assuming the 10,000 album plan
will be used, the station may agree to buy them outright or, if
possible, arrange for the record producer to provide all or part
of the albums on consignment. This simply means that if the
records are not sold, the producer agrees to take them back
and give the station credit. With the best of companies, a
certain percentage of the albums will be faulty, and
management should be certain the contract calls for the
producer to give credit for all albums returned.

Another method of carrying out the album promotion is
the telephone-mail sales system. The station broadcasts an-
nouncements selling listeners on the beauty of the album,
invites them to send in a check or money order, and promises
the album will be mailed to them immediately. Once the mail
orders have slowed, special sales crews begin soliciting orders
by telephone. This is the least desirable of the two systems
because (1) the station’s profit is usually lower and (2) it in-
volves many of the unpleasant features of the special sales
force and the problem of handling small checks and money
orders. The fewer people involved in a promotion, the better
the opportunity for bigger revenue and the less opportunity for
damage to the station’s reputation.

Classified Ads

Small market operations not only use the classified ad
idea to develop special revenue, but some of them use the plan
year-round. McLendon experimented, with FCC approval,
with an all-ads operation in Los Angeles. He called the station
K-ADS (FM) and broadcast classified ads around the clock.
Whatever his reason for later changing the call letters to
KOST (FM) and the format to ‘‘good music,’” it was probably
the first time any broadcaster had attempted to derive
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revenue almost exclusively from the general listening public
rather than from the business community.

The chief problem in selling classified ads is in collections-
Each week, dozens of invoices for $3-$4-$5 are mailed to ad-
users, and too often half of these take 60-90 days to pay or,
perhaps, never pay. It is fairly simple for a station to keep up
with a place of business; it is far more difficult to keep up with
the consumer. But, some revenue can be derived from
classified ads if management will set up a system and stick
with it.

Housewives are the chief clients of classifieds-of-the air,
so the Classified Ad Program should be aired sometime
between 10:00 A.M. and 3:00 P.M., the time that housewives
traditionally have time and do listen extensively to radio.

One approach is to put the women directly on the air.
Listeners are asked to call a certain number at the station. A
secretary records the caller’s name, address, and telephone
number, then switches the call to the control room where the
announcer handling the show puts her on the air.

Example:

ANNCR: Now we have a lady with something to sell. Good morning.
How are you?

CALLER: Fine, Jim; how are you?

ANNCR: Just great. Now what do you have for us this morning?

CALLER: | have a refrigerator to sell. It's a 10 cubic-foot white
porceiain Norge, and | want $75 for it. it's frost-free, and
we’'ve had it about four years.

ANNCR: Now, how can our listeners see it?

CALLER: Weil, I'm Mrs. Smith. My telephone number is 231-6788.
I'd be giad to direct caliers to my house if anyone is in-
terested.

This technique is time consuming but develops greater
listener interest than the straight announcer method. Under
the latter plan, information from callers is typed on cards and
delivered by the announcer. Each ad is run one or more times
during a program, depending upon the rate system; and the
conversation with the caller is not aired. Many stations run a
Trading Post program during which listeners call in at no
charge to buy and sell. In most cases, merchandise for sale
includes household items only; no business firms are allowed
to participate.
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Per Inquiry (PI) Advertising

Want a PI deal? Stations often are confronted by this
question and many manage to develop substantial annual
revenues from the plan. There’s nothing illegal about PI; it
usually is just another way to cut rates. Under a PI plan, the
station agrees to run announcements for a certain company
and accept payment based on results of the advertising. For
example, an insurance company may agree to pay the station
$5 for each lead the station develops. The copy may ask
listeners to write infor a special brochure, or call a telephone
number for additional information. Each letter or telephone
call would represent an inquiry, and the station would be paid
on the basis of the volume of listener response. In other ex-
treme cases, stations have made deals with automobile,
furniture, or appliance dealers to broadcast promotions in
which the station will receive a commaission on all sales during
a certain period. PI deals are not desirable, but if taking them
means the difference between staying on or off the air, many
broadcasters will accept this kind of business. A successful
effort could result in the station receiving a higher than card
rate. But in most cases, it means a rate cut and is not fair to
other station advertisers.

Trade Agreements

Most trade agreements are consummated for reasons
other than revenue. Stations trade out mobile news units,
office supplies, office and studio space, and hotel and
restaurant services. In these cases, the station is simply using
unsold time to pay for needed materials and services. When
the tradeout device is used for revenue purposes, it takes on a
different complexion. One technique is to trade out
automobiles and appliances and wholesale them in distant
markets. Many dealers are anxious to make such
arrangements because they receive a quantity of air time
equal to the retail price of the goods. For example, if an ap-
pliance cost the dealer $100 and he received from the station
$150 in airtime, he is, in effect, getting $50 worth of free time.
While this special revenue plan is not recommended, it will
work when the broadcaster is desperate.

SALES MANAGEMENT

Market size, the station’s relative position in audience
ratings, and the desires of top management determine the
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nature and character of the sales organization. Certainly,
someone must be designated to manage the sales effort, but
there is no rule of business that requires that he be an
executive type or that he work exclusively in this area. The
general manager of a station may also be a sales manager; a
salesman with a regular account list may be designated Sales
Manager. Or, the station may employ a sales manager in the
traditional concept and have him function only as an
executive. Many larger stations employ national as well as
local sales managers. See Fig. 7.

The smaller the operation, the more personnel
management eliminates from the organizational chart.
Regardless of the size of the staff, the sales manager’s job
remains constant. He initiates sales promotions, sets up and
handles sales meetings, works with individual salesmen in
developing account lists, maintains a master account list,
rotates accounts among salesmen as required by cir-
cumstances, knows all station policy, is able to explain it to his
salesmen, handles a personal account list, arbitrates disputes
between salesmen, coordinates directly with the program
director and traffic manager on availability lists, suggests
advertising and promotional campaigns for the station,
develops station-client relations, searches for new selling
techniques, continually seeks testimonial letters, maintains
extensive market files, maintains statistical files
(demographic breakdowns, market studies), channels client
complaints about programing to management, instructs
salesmen to turn in complaint and praise memos to
management, and may or may not handle regional or
suburban business for the station (depending upon availability
of a general manager or national sales manager).

In brief, the sales manager handles sales problems. He
normally is directly responsible to the general manager, and
his backgrecund in the business is primarily that of a salesman.

The ideal background for a sales manager:

1. One year as an announcer,

2. Two years as a salesman for the second station in a
market of 100,000,

3. Four years as a salesman for the top station in a marker
of 500,000.

4. Two years as a rep salesman in New York or Chicago.
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The FCC derives its authority from the Communications
Act of 1934, and most broadcasters agree that the Act itself is
fairly clear. The Commision is authorized to control power and
frequencies, as well it must. Many broadcasters, however,
feel that this should be the limit of its influence over stations.
But government officials, both elected and appointed, as well
as some pioneer leaders of the industry, have felt that the
radio spectrum belongs to the public and that the federal
government has not only a right but an obligation to police
station operations. Those sections of the Communications Act
which refer to ‘“‘public convenience, interest and necessity”
lend themselves to broad and varied interpretation and,
therefore, provide most of the debate ammunition.

Strong sentiment on both sides of the control issue was
expressed in public hearings on the White-Wolverton Bill
(S1333) in June, 1947. It was during these hearings that
Senator White and Mr. Miller stated their contradicory
arguments. Many other arguments developed at those
hearings and are still quoted.

Any serious student of commercial broadcasting will
recognize the necessity for early legislation regulating power
and frequency. The first effort of Congress to control the
country’s new ‘‘miracle’’ communications medium was in the
Wireless Ship Act of 1910. This measure was so weak that
Secretary of Commerce Herbert Hoover found that he had
virtually no control over licensees and their stations. Since
then, broadcasters have been forced to study regulations,
laws, amendments to laws, FCC guidelines, The Radio Act of
1927, the Federal Communications Act of 1934, the Blue Book,
the 1960 Programming Policy Statement, the Mayflower
Decision, the Fairness Doctrine, the Section 315 Primer, the
Policy Statement of Comparative Broadcast Hearings, the
Red Lion Case, the WHDH decision, questions on multiple
ownership, the rise in strike applications, additional in-
volvement of the FCC in daily programing, and literally
hundreds of other miscellaneous court decisions and questions
regarding newspaper ownership of broadcast properties.

A problem for today’'s broadcaster? Yes! He cannot
operate his station for the sole purpose of making a profit on
his investment. He hopes to improve the quality of his
programing and thereby gain larger audiences; yet he cannot
exercise uncontrolled creativity in programing. Both the
commercial and program aspects of his operation must be in
the public interest and must conform to all other FCC rules,
regulations, and guidelines.

These restrictions make it vital, then, that the broadcaster
find and train personnel in all departments to a high degree of
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The sales manager'’s personal attributes should include a
good appearance, compatible family life, good credit, and
membership in several community and industrial
organizations. He should be a competitive individual and he
should be ambitious. When employed, management should
look for someone who eventually could become general
manager of the operation. Too often, top management doesn’t
realize the significance of in-depth staffing. There should
always be someone on the staff capable of, or in training for,
taking over the position of News Director, Program Director,
Sales Manager, or General Manager.

The sales manager’s personal appearance is important
not only to him as a working manager, but to the entire sales
force. The sales manager sets the pace in work habits, in
devotion to the sales problems, and in the staff’s dress habits.
Salesmen will imitate a neat, well-groomed sales manager.
They also will ape the habits of a sloppy, careless leader.

Sales management is not a 40-hour per week job; effective
management of a sales organization requires almost full-time
attention from the leader.

Sales Manager Compensation

The sales manager for one of the top five stations in a
major market usually earns around $25,000 to $35,000 an-
nually. The income plan should always include definitive
incentives to increase revenues.

Example:

1. Salary base (or draw against commissions) of $2,000
per month.

2. Two percent commission on net sales, providing,
however, that there shall be no commission when local
sales fall below $120,000 per month.

or

1. 1 percent commission on first $40,000 in local monthly
billing.

2. 1.5 percent on next $20,000

3. 2.0 percent on next $20,000

4. 3.0 percent on next $20,000

5. 3.5 percent on next $20.000

6. 4.0 percent on all over $120,000

If the department produced only $120,000 per month in
local revenue, the sales manager, under the second plan,
would earn $2,400 per month or $28,800 per year.
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Under the first plan, the sales manager’s commission is a
draw of $2,000 per month against a 2 percent commission, with
the provision that he gets no commission if local sales drop
below a certain point. That is his incentive. Under the second
plan, which is, perhaps, more effective in inspiring the sales
manager to produce, the average commission on $120,000
gross sales is 2 percent and yields the same income as the first

plan. The difference is that plan number two offers in-
termediate goals for the sales manager and, therefore, is
regarded as an improvement over plan number one.

Many old-line stations or stations in non-competitive
markets use a simple salary plan for sales managers and
salesmen, with perhaps a bonus at year-end if certain quotas
are met. This is the least desirable plan because it does not
provide for day-to-day incentives.

House Accounts

Often, the sales or general manager will handle certain
advertisers as house accounts. These are accounts on which no
one is commissioned. The sales manager may still get his
override on total local sales, but no individual is commissioned
on the house account. These develop, usually, when a
salesman leaves the station, and management is faced with
the problem of hiring a replacement or dividing the departed
salesman’s accounts among other salesmen. The question of
how much servicing is involved usually determines when an
advertiser becomes a house account.

The department store that requires four copy changes a
week is not a good prospect for the house account designation.
But the local soft drink bottler who provides produced com-
mercials prepared by the brand’s national agency is a good
prospect for house designation. Little or no servicing is
required. The schedule is prepared; the production company
ships the commericals to the station, and they are logged
without further problems.

Many stations require the general or sales manager to
handle a certain amount of house business. The more such
business is handled by management, as opposed to salesmen
handling it, the less the station pays out in sales costs.

Assume that on net sales of $100,000 per month, the station
pays $10,000 in commissions to local salesmen and an ad-
ditional $1,000 to the local sales manager. If $10,000 of the net
sales are converted to house accounts, salesmen would earn
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only $9,000; and the station will have reduced its overhead by
$1,000 per month.

It is possible to go too far in establishing house accounts.
The station manager who does so may find that he is com-
peting with his salesmen, and the resentment this situation
may create can destroy the sales effort. The safest approach is
to make house accounts only of those advertisers which (1)
require no selling or servicing or (2) cannot be serviced by
local salesmen because the buyer is located in a distant
market.

Sales Reports

Many sales managers require that salesmen turn in daily,
weekly, or monthly sales reports.

A majority of radio stations use a sales report form
similar to the one in Fig. 8. It has proved the most effective
way for the sales manager to stay on top of his salesmen'’s
activities. As most salesmen work with a protected account
list, the report form is the sales manager's best means of
determining whether the salesman is really working his list.

The alternative, of course, is to discuss the salesman’s
activities during a given period and to judge his sales
production only on the strength of orders turned in. This might
work, provided each salesman is a professional and is
properly motivated to develop every available advertising
dollar on his account list and provided the sales manager can
find the time to hold weekly conferences with individual
salesmen. The conference method is largely impractical in a
professional sales organization, and most stations rely upon
the written report.

After studying the weekly sales reports, the Sales
Manager summons Salesman A to a conference as follows:

MANAGER: | note you made only 15 calls last week. What was the
problem?
SALESMAN: | was bogged down in servicing. Every time | turned

around it seemed | was getting a copy change or a kill or
change order. | had hoped to pitch our special package to
at least ten new accounts but just wasn’t able to.

MANAGER: That happens, but if you'd make better use of the sales
secretary you wouldn’t get bogged down. Your job mainly
is to sell; | can‘t have your talents swamped with non-
revenue producing details. Susan isn’t that busy, and |
expect her to take this kind of detail off the shoulders of
satesmen.
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Fxamole:

Wsme of Selermsn

N = Few

For Period cndine

S = Sarvice

Date of Heporth

G = Colloection

Client F_ S5 C €3

CB- Call Back

Remervks

Smith Furniture ¥

¥o vedin now, Ad menster is Bill
Smiih, ¥ay try XXX in Kay
clerprngn 2ule

Rogers Agency %

Picked up copy Johnson Motors
schednle,

Clark Depnt. Str. %

Advised ad managcr thet eecount
is 20 days in uwrrears; said
would pay next week.

Auto Wash, Inc. x

Third cell on meneger J,B. Jones.
Believe he will buy week-pDackapges
in May,

Tyler-Smith Agency x

Handling Home Show, Picked up
$1,250 order for last week
of Anvril,

Sales Roport Summary:

Number of calls msde

Number of Sales

Amount of Renewals $

Amount of New Bnsiness ¥

Total Sales this period §

Snlesman's comments

Fig. 8. Sample Sales Report.
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SALESMAN:

MANAGER:

You‘reright, of course. It just seemed simpler at the time
to handle the details myself.

So stop it and use the help we’ve provided you. Now, about
Clark Department Store. You call the ad manager back
and tell him we’re cancelling his schedule unless we get a
check by noon tomorrow. I’'m tired of these people riding
us for ninety or more days. We want their business, but we
want to be paid on time from now on.

Without the sales report and the ensuing conference, the
sales manager never would have known about the salesman’s
time-use problem. One important part of the sales manager’s
job is to insure that each salesman is devoting his time to
selling, and not to administrative detail. During a sales
meeting, a study of the sales reports will enable the sales
manager to get to the heart of individual salesmen’s problems.

Example:

MANAGER:

SALESMAN:

MANAGER:

SALESMAN:

MANAGER:

SALESMAN:

MANAGER:

Joe, | notice you haven’t called on Jones Chevrolet in over
three months. What’s wrong?

| just can’t get through to the guy. He’s stuck on KAAA
and the newspaper, and | can‘t move him.

Okay. I've had trouble with him, too. If you have no ob-
jections, I’'m assigning the account to Bill.

Fine with me; obviously, | can’‘t sell him.

Sam. your report shows Smith Furnlture as a new ac-
count. Bill called on them last week and made a full
presentation to the store manager.

| talked with the ad manager. and he didn’t mentien that
someone from the station had been by. !ll back off if Bill
got there first.

Okay. So much for the sales reports. You guys are doing a
fair job at calling on regular accounts, but you're not
hitting enough new accounts. In this business, we can
expect to lose a minimum of 20 percent of our so-called
regular business each month, so we’ve got to continually
develop new business to replace that which we know we're
going fo lose through business failures., changes in
marketing plans, and so on. It doesn’t matter at this point
why we lose business; just believe me when | say we will
lose it.

Now. Joe. | want to make some calls with you this week. |
particularly want to call on Mr. Jones over at Car Wash,
Inc. He should have been on our station six months ago,
and while | know you’ve done a good job in presenting the
station, it might be that Jones’ ego will be boosted if the
“boss’’ helps make a presentation.
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SALESMAN: On the same subject, | could use some help over at the
Rogers Agency. The new time buyer over there doesn’t
believe the rating services and is stuck on the salesman
over at KGGG. | think we ought to call on the account
executive and tell him how she's making her time buys.

MANAGER: You sef up the appointment and let me know.

The sales report is a simple, efficient means of developing
comprehensive communications between salesmen and
management. The sales meeting is a means of extending and
clarifying communications. Sales forces are much like motor
cars; they require constant maintenance and repair. In most
stations, the sales effort will simply drag to a halt unless
management constantly stimulates and pushes sales per-
sonnel. The sales force thrives on new ideas and new ap-
proaches to sales problems.

Revenue Projections

The revenue projection, in its basic form, is simply a
telescope that enables the sales manager to see into the
future; it helps him to spot sags in the sales graph before they
actually occur, and it enables him to lay plans to overcome the
indicated revenue decline. The sales secretary or sales
manager’s secretary maintains the projection sheets, but the
sales manager does the analytical work. Through his analysis,
he can determine during early days of the first quarter of the
year that business in the second quarter is falling behind that
level of the preceding year. Only by such studies can he
develop ways and means of keeping business ahead of the
same period of the preceding year.

To maintain the projection sheet, it is necessary for the
administrator to enter every order for new business, every
change, every cancellation. Its accuracy is essential to
management planning; it should be brought up to date each
day and should be redrawn at the first of every month,
eliminating the month just passed and drawing new totals for
the months ahead. (See Fig. 9.)

In this case, the sales manager quickly determines that
his current year projections indicate he is ahead of the same
periods last year. He may determine, therefore, that no
special sales promotions will be required for him to meet
management-set quotas. He simply must continue to push his
salesmen to sell available station time, programs, and
packages.
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By maintaining position charts or figures, the sales
manager can know at all times what will be required in sales if
he is to meet upcoming quotas. For example, if on January 1,
last year, his second quarter business was $350,000, he knows
from the projection sheet that at this point his second quarter
sales are behind last year, and that he must plan an extra
sales effort during the coming weeks.

The projection plan outlined calls for one person to collect
data and enter it on the sheet (which may be a custom-
designed form or a simple columnar pad). Another plan is for
each salesman to maintain his own projection sheet and
submit it on a regular basis to the sales manager who com-
bines them to find his total projections. These may then be
submitted to the general manager to combine with national
sales projections.

Importance of Strong Local Sales

The National Association of Broadcasters (NAB) reported
that in 1969 the typical station’s revenue was 13 percent
national and regional, while 87 percent was derived from local
advertisers. In markets of 2.5 million or more and among
stations grossing $1 million or more, national billing ac-
counted for 48.5 percent of station revenue, with local sales
accounting for 51.5 percent of revenue. In markets of 500,000 to
one million, national dollars amounted to 35 percent of
revenue and local sales amounted to 64 percent of the total.
The ratio between national and local sales widened as the
market size diminished. In the quarter to half million
markets, national accounted for only 21.2 percent of sales
while local revenues amounted to 78.8 percent of the total. In
markets of less than 10,000, local was set at 89.9 percent, and
national accounted for only 10.1 percent of total sales.

Even in the major markets, where national billing on top-
rated stations reaches astronomical figures, local sales
maintain their importance because local management can
react more effectively to the local sales climate. For example,
if a station loses its top-rated position in a market, national
sales will plummet, and there is nothing local management
can do except try to get the station back on top. While this
effort is being made, national revenues may dwindle to zero.
The station, therefore, must operate only on local revenues;
and if the local sales force has not been nurtured and made
strong, the station may face a financial crisis. National
economic conditions often will cause national sales to drop
and, again, there is nothing local management can do about
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the conditions. Local management can control only local sales
and deal effectively with the local sales scene.

Many broadcasters in small-to-medium markets rarely
project national sales, believing that the total effort must be
directed toward local revenues, with any national dollars
coming in to be considered ‘‘gravy.”’ The smaller the market,
the more prevalent is this attitude. The complete dependency
in major markets on national business has led to many
financial disasters.

One case history shows a daytime operation in a market of
one million deriving 80 percent of its business from national
sources and only 20 percent from local advertisers.

The station was the market’s only black-oriented
operation and paid only scant attention to local advertisers.
Some advertisers complained they couldn’t even get local
salesmen to call on them. Others compalined the station
refused to clear time for local advertisers.

As station management should have expected, but didn’t,
a competitive operation appeared and took the black
audience. Thedaytimer’s ratings fell to unsaleable levels, and
the national dollars went to the new operation. The transition
occurred in just a few months. Without a strong local base,
without good rapport with local advertisers, the daytime
operation failed. Insuch cases, the station either goes silent or
is sold, subject to FCC approval.

Had the daytimer made room for local advertisers and
depended less on national business, it might have survived the
attack from the competition. It was unable to control the
decline of national revenues and, because it had long ignored
the local dollar and refused to plan ahead for the eventuality of
strong competition, it was unable to survive. In this particular
case, the station was purchased by a group interested in
programing a country music format. Because it developed a
strong local sales force and good rapport with local ad-
vertisers, it thrived.

THE CONTINUING SALES EFFORT

When McLendon was manager of KLIF, he once told the
salesmen they would never be able to sit back, put their feet up
on the desk, and smell the flowers. He was emphasizing that
the sales force never had it made—that without a strong,
continuing sales effort, no station can be financially suc-
cessful.
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skill. The integrity of every staffer must be beyond question.
One improper remark on the air, one unscrupulous or legally
naive manager, salesman, announcer, clerk, or engineer can
cost the owner a heavy fine or the license to operate his
station.

For years, station managers and owners have searched
for young personnel trained in one or more of the station skills.
Staff members traditionally are educated on the job or
“pirated” from other stations. Neither method is entirely
satisfactory. It is encouraging to note that more and more
colleges and universities are developing staffs, campus
stations, and curricula capable of producing professional
broadcasters. Effective broadcasters must be protessionals
But the Communications Arts departments and colleges are
hampered in their efforts because existing textbooks discuss
inadequately, if at all, the day-to-day management problems
of the average station. Most books on broadasting regard
modern radio as a pure art form. The truth is that radio as an
art form is dead.

There are many excellent textbooks on radio and
television writing, direction, producing, newscasting, and
other on-the-air techniques. Few of them, however, attempt to
relate routine operations to the routine yet extraordinary
requirements of the FCC.

This book was prepared from the point of view of the
licensee or general manager because he is the broadcaster
who must understand all the radio station management
problems and their relationships to each other. All areas of
station operations are discussed here, but major emphasis is
placed upon the role of the FCC in daily operations, sales,
administration, traffic, promotion, community relations, and
the individual staff members. These problem areas often
mean the difference between the success or failure of a
station.

A detailed policy book written for use by the McLendon
Stations, based upon the author’s experience during twenty-
five years in the business of radio broadcasting, provided the
nucleus for this text. The earnest desire to pass this ex-
perience on to a new generation of broadcasting professionals
led to the development of this book.

Edd Routt
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Revenue Attrition

There is no such thing as a permanent account or an ac-
count that is locked in forever. A station loses business for six
major reasons:

. Business failures

. Loss of ratings

. Changes in marketing strategy. i.e., from radio to print or television
Aggressive, local competition

Salesman’s errors

Administrative errors

opa LN~

The most frequently encountered reason for a schedule
going off the air is a change in marketing strategy. A major
brewery, for example, may decide this year to put the bulk of
its budget into radio, with television and print being allocated
only token amounts. Stations A, B, and C are allocated 25, 15,
and 10 announcements per week for 39 weeks. Station A’s total
dollars from the schedule amount to $30,000; B’s amount to
$25,000, and C’s schedule amounts to $15,000. The next year,
the brewery purchases time only on Station A and has no
budget for stations B and C. Most of the brewery’s budget was
allocated to television and print, with only a small amount
going into radio. This lost revenue must be replaced, and only
a continuing imaginative sales effort can keep gross dollars
ahead of the previous year.

Occasionally, there are more subtle reasons for business
leaving a radio station (or any other advertising medium).
Radio broadcasters were not too concerned when the Federal
ban on cigarette advertising became effective in January,
1971. Most broadcasters knew a year ahead of time that the
business would be lost, and those with substantial tobacco
budgets had plenty of time to develop other revenue sources.
For those with none or only small tobacco schedules, no
problem existed; that is, until the national television networks
went to work in earnest replacing lost tobacco revenues. How
did this affect radio stations?

Example:

BUYER: Joe, I'm afraid we won’t be getting any iocal radio money
this year. The Home Office says TV network availabilities
have been reduced 50 percent in price, and the buys are
just too good to pass up.
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SALESMAN: But you had a $10.000 budget last year; this is a big blow o
my sales picture.

BUYER: | can understand that, but | also understand what the
company’s naticnal advertising manager is talking about.
A network TV spot that cost $40,000 last year can be
purchased now for $20,000. And because national TV
delivers such huge audiences, he’s taking the local dollars
we had last year and putting them to work at natienal
level. Sorry, Joe, but that's it.

There's nothing the station can do at the local level in such
a situation, and the station is helpless when a client’s business
fails. But in most other areas, bright, agressive management
can ward off many losses. When business declines because of
ratings, local competition, and sales and administrative
errors, something can be done. If a salesman alienates too
many clients and-or agencies, he should be replaced or
reassigned. If the bookkeeper costs the station business
through billing errors, she should be replaced or retrained.
Strong local competition is met with stronger competition.

An executive in a small group of stations once approached
the manager of the city’s leading contemporary music station
and told him, ‘“The group is planning to take the market.
We're planning a Top-40 format; we’re hiring five newsmen,
including two of your best men. We are going to be top-rated in
this market, and I'm telling you about the plan so you won'’t
waste time and money fighting us.”

The competitive manager could have reacted in one of two
ways. He could have fought the coming onslaught, but his was
a daytime station; and the new operation would operate
around the clock; or he could have recognized the futility of
resistance and determined to change his format and serve the
community with a different one. He wisely decided on the
latter, and his station continued to be financially successful,
even though it lost the distinction of being number one in the
market.

Prospecting for New Business

Recognizing that the development of new business every
week is essential to continued prosperity, the aggressive sales
manager will use every channel available to locate and sell
new radio advertising prospects.

The following avenues present themselves:

1. Monitor other radio stations in the market.
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2. Check local newspapers.

3. Check the Chamber of Commerce and government
office for building permits, for new businesses opening in the
community.

4. Read the business pages of local newspapers and
magazines.

5. Monitor TV stations, particularly such spot-carriers as
cooking shows and late movies.

6. Survey wholesalers for the possibility of available co-op
money.

Monitoring competition is one of the most effective
methods of keeping up with who is. using radio. Often, the
monitor will show the broadcaster than another station is
getting more budget than his station, or that the competition
has ferreted out business that his salesmen have missed. Who
does the monitoring? Certainly, no one on the regular staff has
the time. Often, the wife of a salesman or announcer can
handle the monitor chores to pick up extra income. In other
cases, the sales manager might employ an invalid who is
unable to do other work. Regardless of who is hired to monitor
the competition, there are certain techniques that must be
employed. A form should be supplied the person employed to
insure that the information required is supplied in the final
report.

Example:
Monitorof Station....................
DayandDate.......coocvvvvvnennene.
Advertiser Time On Length
Coca Cola 6:55A.M. 60-sec.
Clark Department Store 7:02A.M. 60-sec. (In news)
Beautyrite 7:12A.M, 30-sec.
Chevrolet 7:15A. M. 60-sec.
Midget Car Races 7:20A.M. 30-sec.

In a major market, the sales manager might order the top
five stations monitored every Wednesday, Thursday and
Friday. Why late in the week? Because just about any ad-
vertiser will schedule spots on Wednesday, Thursday, or
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Friday; if any days are to be skipped, they usually will be
Monday, Tuesday, or the weekend. The monitors, once
received at the station, are duplicated; and copies are
distributed to each salesman. They should be discussed at
length at the next sales meeting.

A monitor analysis is helpful in some cases. This involves
another, more definitive format.

Example:
Advertiser Sta A Sta B Sta C| Sta D | Sta E Sta F
Coca Cola X X X X
Chevrolet X X
Ford X X X
Clark’s Dept X X X X X

With this report, the sales manager can determine how
deep each account bought and precisely what stations were
used. If the manager of Station A thought Coca Cola and Ford
were not in the local market, he was sadly mistaken. The
accounts, according to the monitor analysis, simply didn’t buy
Station A.

The monitor analysis often can be used not only to develop
new business, but also to get budgets increased. As an
example, Clark’s Department store might reach more un-
duplicated audience by increasing its schedule on Station A
than by including Station E in the budget. If the buyer un-
derstands the concepts of reach, frequency, and Gross Rating
Points, the mathematical calculations could easily prove the
proposed increased budget to be more effective than adding
another station to the buy list.

Checking Local Newspapers

To the eternal consternation of broadcasters, there still
are many retailers who think only of newspapers when they
think of advertising. The newspapers, therefore, are an ex-
cellent source of new client leads. One of the most common
techniques for converting newspaper ads into radio spots is
the presentation of a speculative spot (Spec Spot). With this
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approach, the salesman locates the ad, prepares a radio
commercial, and presents it to the buyer with a suggested

schedule.

Example:

SALESMAN:

MR. JONES:

SALESMAN:

MR. JONES:

SALESMAN:

MR. JONES:

SALESMAN:

MR. JONES:

Mr. Jones, | saw your grand opening ad in the morning
paper, and |’ve prepared a radio spot from it that | think
can be very helpful in getting your business off to a
roaring start.

But I'm not interested in radio. We use only newspaper.

I#'11 only take one minute of your time, and |’ve got the
commercial cued and ready 1o play. All you have fo do is
listen.

Okay. Go ahead.

(Plays recording of commercial into telephone.)

So what do you think, Mr. Jones?

Not bad. | like the music you put behind it. Makes our
opening sound like a lot of fun. What sort of money are we
talking about? Like | told you, we don’t believe In radio.

Mr. Jones. my plan is to run 10 spots daily, Wednesday,
Thursday. and Friday. That's 30 units and our cost is only
$400. about a third of what you paid for the full-page ad.
This schedule could make the difference between a big
grand opening and a moderate one. Our average quarter-
hour audience 15 25,000 persons—so you'll reach a heck of
a big part of your potential market.

(Ideally) Okay. let’s go! Get them on the air as soon as
possible today.

Gelting the Jump on New Business

An occasional check with the local Chamber of Commerce
or the City Manager’'s office will turn up unexpected new
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business potentials. The Chamber secretary may say he
received an inquiry from X Company regarding the
availability of building space for a new restaurant. A major
grocery chain might inquire through the Chamber about the
availability of space in a shopping center. The X petroleum
company may have requested building permits for a string of
new service stations. Once the salesmanknows a new business
is developing, he can make early contact and inquire about
promotional plans. It usually is too late when the grand
opening ad hits the paper or when the salesman notices the
building under construction.

Experience has indicated it is easier to switch an account

from one radio station to another than it is to switch a
newspaper or television advertiser to radio. The competitor

may assume the radio hdvertiser is already sold on radio, so
the salesman has only to convince the advertiser of the merits
of his station. The newspaper or television advertiser must
first be sold on radio as an advertising medium, then on a
particular radio station.

Sales Incentive Plans

It is strange but true that a salesman will find extra
energy and devote extra effort to his job for a $100 bonus or
prize when he won’t make the same extra effort for his regular
commission. An industrial psychologist might explain the
anomaly by pointing to the basic human urge to win a prize.
Whatever the psychological explanation, sales incentive plans
work!

The incentive plan may be complicated or simple; it
doesn’t seem to matter as long as there is a special reward at
the end of the contest. One waggish manager set monthly sales
quotas and announced that any man making his quota would
get to keep his job. He didn’t announce the penalty for failing
to meet quota, but the sales force perceived his meaning.

PLAN ONE: Sales quotas are set. If all salesmen reach
quota, each will receive an extra 5 percent commission bonus.
If any salesman fails to reach quota, there will be no bonus for
anyone. Through this device, the strong salesman help the
weak ones. It is remarkable how perfectly honest men will
scheme and connive, for the most part, good naturedly, to earn
extra dollars.
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PLAN TWO: Involve salesmen’s wives and other mem-
bers of the staff. One such plan calls for setting up sales teams
with a salesman at the head of each team. Sales Team No. 1
might consists of a salesman, two announcers, and the traffic
manager. The “‘helpers’ seek out leads for the salesman to
call on. Other teams are established along similar lines.

The plan is announced at a staff meeting that includes
salesmen’s wives. It is held at a hotel meeting room where a
number of prizes are on display. Prizes include everything
from refrigerators to golf clubs.

At the opening of the meeting, everyone is asked to select
a prize that suits him. The bachelor announcer may choose a
set of golf clubs. The bachelor traffic manager may want the
electric blender. The salesman’s wife may select a washer,
dryer, or refrigerator. Once everyone has made a selection,
under whatever pretense the manager may decide to use, he
then calls the meeting to order and announces how and when
the prizes may be won.

Under this plan, a three-month quota is established for
each team. If each team makes quota, everyone wins. If any
team fails to make quota, no one wins. Staff members have
been known to hold meetings independent of management to
devise ways and means of helping each team make quota. This
is an ideal situation where every member of the staff, not to
mention salesmen’s wives, are dedicated to making the
operation a success. The prizes, while obviously expensive,
may be traded out with a department store or appliance store.
The only cash outlay might be the award party if every team
makes quota.

PLAN THREE: This plan, one of the most difficult to
execute, is designed primarily to develop new business and to
sell program vehicles, such as weather and newscasts. The
plan also helps to build nighttime and weekend sales. Under
this plan, the manager establishes a total prize of $1,000 (or
any figure that fits the station budget). Each salesman tries to
win the largest share of the total prize. Formula:

New accounts (multiplied by) week-end contracts
{multiptied by) contracts for nighttime spots

Lmlulﬂplied by) newscast contracts (muitiplied by) total
illing.
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The total of these calculations establishes the individual
salesman’s factor. If any salesman offers a zero in any
category, his factor is zero. Assume, however, that Salesman
A sold three new accounts, two week-end accounts, five
nighttime accounts, four newscast contracts, and did a total
net billing of $12,000. By using the above formula, A’s factor
would be 144. Other salesmen’s factors are 90, 120, 160, and 115,
all arrived at in the same manner. Add all factors, then divide
the sum into the individual factor to get the individual
salesman’s percentage of the bonus. This is a workable plan;
it assures each salesman of something unless he gets a zero in
one of the categories. The plan forces the salesman to work the
“hard’’ areas, such as week-end saturation and nighttime
schedules.

Sales contests are planned for months that normally are
lowest in local gross billing. If a station normally suffers a
significant drop in January and February business, planning
for the two-month sag should begin in November or Decem-
ber.

There is no limit to the size and scope of sales incentive
plans. It depends entirely upon the imagination of the sales
manager and the station’s financial ability. The only object of
such plans is to stimulate the sales force to greater revenue
productivity. Further, when the entire station staff is in-
volved, the contests build staff cohesion and esprit de corps,
without which the station really can’t realize its revenue
potential. The station that is top-rated in a major market may
not feel the need for sales incentive plans because salesmen
spend much of their time searching for spot availabilities and
trying to fit schedules onto the program log. But most stations
have commercial time begging for sponsorship. The sales
incentive planis one way to fill the gaps.

Account Agency Switching

Most stations use the protected-account-list system. In
this manner, each salesman is given a list of sales prospects
and is expected to work the list. It is a protected list because
other salesmen at the station are not permitted to solicit
business from any client or agency on the list.

There should be no such thing as a permanent protected
account list. For a variety of reasons, sales management
should constantly study the productivity of each salesman and
his protected list to insure that each list is yielding every
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possible dollar, and that no serious imbalance has developed
between the quality of the lists.

Several years ago, four experienced and highly-skilled
salesmen were employed by a west coast station. Each was
given a protected list of one hundred prime accounts. Within
eighteen months, Salesman A had 140 of the prime accounts; B
and C were about even, and D was down to 60 prime accounts.
Salesman D had the same skills as the other men, but the ebb
and flow of accounts from one agency to another had worked
against him. When one of D’s agencies lost an account, it
almost invariably would switch to one of A’s agencies. One
important result of this imbalance was that Salesman A had
more active accounts than he could properly handle, and D
was in a depressed state because he could not control the loss
of his prime accounts. The sales manager could have
prevented the problem by simply keeping up with account
agency hopping and switching agencies from Salesman A to
Salesman D when the imbalance became apparent.

New salesmen, particularly those with scant sales
backgrounds, often are given poor prospects lists as part of the
training program and, equally important, because the new
salesman can do less damage to the station’s sales picture
with a low-budget advertiser than he can with a high-budget
one.

Accounts and agencies are switched between salesmen
essentially because a given salesman cannot sell a given
account. Regardless of the reason, no salesman should be
allowed to hang onto an account if he can’t get that account on
the air. There often are valid reasons why the salesman can’t
sell the account, and they range from personality conflicts to
the salesman’s inability to develop just the right strategy to
sell the buyer. Some buyers want to be coddled by the
salesman with lunches, cocktail sessions, and free tickets to
sports events, concerts, and other shows. Other buyers will
take no part in the social side of business, fearing it will
obligate them in some way to make an unsupportable buy.

Nevertheless, the sales manager should switch accounts
when it becomes obvious, through a sales meeting or con-
ference, that the salesman assigned cannot sell them.

Example:

SALES

MANAGER: Bill, you've been calling on Ourtown Hardware for four
months with no resuits. What's the matter?
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BiILL:

SALES

MANAGER:

JOE:

SALES

MANAGER:

TOM:

SALES

MANAGER.

i don’t know, really. | make the calis, present the guy with
facts about our station, and he doesn’t buy.

Okay. You cbviously aren’t getting through to the buyer,
so I’m, as of today, assigning the account to Joe.

Now, Joe. You apparently are having a probiem with
Ourtown Advertising Agency. The chief buyer calied
yesterday and asked me to assign someone eise to cali on
them. What's the problem?

Weil, the other day | got just a little sick of getting the
short end of the Home Show budget, and | let off a iittle
steam to the account executive. He lives next door to the
salesman from KFFF, and 1 know he’s just playing
favorites; he cannot justify his buy on KFFF.

Okay. You've just lost the agency. You cannot lecture
account executives and time buyers, unless you've got
that kind of relationship which you obviously don‘t have.

Tom, you have a probiem with the Ajax Agency. i had
lunch with the account man for American Homes last
week, and he said you have so far been unabie to give
them a presentation based on ARB demographics and
cost-per-thousand-persons reached (CPM). The account
man is ‘@ numbers buyer, and unless he can get the
numbers, he isn‘t going to give us an order.

Sorry. but | just don‘t have the background to make that
kind of presentation.

Okay. You‘d better start learning because more and more
agencies want this kind of mathematicai detali. I'm
assigning the agency to someone else,

Regardless of the reason, when a salesman isn’t writing
business for an agency or account, a change should be made.
The action is often called a ‘“‘purge” of the protected account
list; it rids the list of so-called dead accounts and attempts to
activate other accounts by assigning them to different sales

personalities.
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Some firm policies are required to keep professional,
aggressive salesmen from each other’s throats, particularly
when new business appears at the station. Once the basic list is
established, each salesman makes an effort to add new ac-
counts. These new accounts come from the basic development
work discussed earlier in this chapter, and from cail-ins. A
call-in, simply, is an account that calls the station and asks for
someone in the sales department. If the switchboard operator
or sales secretary has instructions to rotate call-ins among the
salesmen, there usually is no problem. But if the slightest
favoritism is shown one salesman, the other salesmen will
justifiably complain bitterly.

What happens when an account, active or otherwise,
switches agencies? The salesman handling the losing agency
loses the billing, and the salesman handling the winning
agency gains the billing. While there should be a general rule
of thumb that the salesman servicing the winning agency will
get the new business, it would be imprudent to have this as an
inflexible rule. For example, Salesman A, employed at a
particular station, worked six months to get an account on the
air. Three months later, the account decided to employ an
agency being serviced by Salesman A. Three months later, the
account became disenchanted with the agency and decided to
switch to another agency. The other agency had no active
accounts on the station and was serviced by Salesman B. In
this case, Salesman A was assigned to follow the account he
developed to the new agency. Properly handled, the sales
manager can make such decisions and maintain a happy
relationship among salesmen if he can show that he has been
fair. Salesman B had been elated over the prospect of taking
over the big account Salesman A had developed and received
the following explanation upon learning that Salesman A had
developed and received the following explanation upon
learning that Salesman A would keep the account:

“Bill, | know you‘ve been servicing the new agency, but
there's never been a dollar spent by them on radio. So you
really aren‘t losing anything when | assign Joe to take it
over. In this case. I'm simply protecting Joe because of
the hard weork he put into developing the account info a
radio buyer. Now, if you think you’re entitled to keep the
agency and profit from Joe’s tabors, just say so and Ill
give it more thought. But | think you’ll agree that this is
the fair way to handle the situation.”’
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Hopefully, Bill bought the idea. The facts of this situation
indicate that a hard, firm rule would inevitably result in an
inequity that would do serious damage to salesmen’s morale.

The Switch Pitch

The switch pitch might be any argument designed to
transfer advertising budgets from one medium to another, but
in the radio business it means an argument that favors one
radio station over another radio station. A Chicago manager
once called the station licensee with this statement:

“If we get the ratings we expect, we’ll be switch-pitching
all over the Windy City. I know of at least twenty budgets we
didn’t get because KFFF's showing comprised more adult
women in the last ARB. And if we succeed in only half of the
pitches, we’ll pick up an extra $200,000 in business this year.”

Assume that an agency had an account whose market is
women, 25 to 49 years old. Station KFFF got the budget on the
strength of its showing among women in this age group. The
last Pulse or ARB indicated KFFF’s average quarter-hour
audience among women 25-49 was 25,000 persons in the 10:00
AM. - 3:00 P.M. segment. Station KXXX was a close second
with 21,000 such women. Figures were taken from the October-
November study in the market. KFFF showed a figure of $2.00
as a cost-per-thousand persons reached, while KXXX’'s CPM
was $2.80. KFFF obviously was the best buy for the product
involved. At this point, KXXX might have engaged in a rate-
cutting scheme to show a better CPM, but management
decided to hold the rate and wait for ARB’s next study.
Meanwhile, KXXX program personnel went to work
developing audience-building features for the mid-day
housewife period.

In the next survey, KXXX figures showed 28,000 women
25-49, compared to 21,000 for KFFF. The station then was
better armed to attempt a switch pitch.

Compensation Plans for Salesmen

Troublesome as it is, turnover among administrative
personnel has comparatively little effect on the station’s sales
objectives. But the station with constant turnover among
salesmen has difficulty in reaching its sales potential.
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Management’s first decision in hiring a sales force hinges
on the station’s potential in the market and the availability of
operating capital. Does the station have the potential of
capturing a substantial audience in a short period of time?
Can station investors afford to bring in top-notch and highly-
paid salesmen? Or, will it be a slow-build station that will
ultimately reach a substantial portion of a given segment of
the audience but will never be among the top three stations in
the market? Or, is it a shoestring operation that must crawl
before it can walk?

Assume the station is a full-time facility that definitely has
the potential of gaining No. 1 position in the market within a
few months, and that there is adequate capital to sustain
operating losses over a long period of time. In this instance,
management should go after the best, most experienced men
it can get, regardless of cost. These will be men who probably
have been in the market for a number of years, have earned
top money for several years, and know where the business is
and how to switch it to the new station. A thumb-nail sketch of
four top men from Ourtown market might show:

SALESMAN A: Five years in the market, one with KAAA
and four with KVVV. His billing climbed from $200,000
annually four years ago to $400,000 last year. Married, two
children, membership in numerous clubs and
organizations. Owns own home, in good health. Top
recommendations from agency buyers throughout the
city.

SALESMAN B: Three years in the market, ail at KCCC.
He previcusly was an account executive with a local
advertising agency. Married, no children. He is 48 years
old, plays golf and tennis. Expert in developing statistical
support for his presentations. Has excellent rapport with
agency management in city, due to family connections.

SALESMAN C: Young and aggressive. Bachelor, 27 years
old. Graduate of State University with degree in breoad-
casting. Knows how to handie personal investments and is
the responsible man-about-town type who travels in good
company. Has one year with KLLL in sales, previously
was in another major market and worked for a National
Rep firm.
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SALESMAN D: Former small market station manager
who loves freedom from administrative responsibilities
offered by sales job. Excellent track record, 38 years old.
Something of a ioner, but highly respected by agency
buyers because of his apparent candor in evaluating
competition. Has been known to refuse schedules when he
didn’t think station would reach advertiser’'s market.

Because of the availability of capital, each of the four
might be hired and given a draw against commission of $1,500
per month. Expensive, but if management has guessed
correctly on the station’s potential, the plan will result in
getting the station off to a fast, profitable beginning.

Every salesman is employed on a trial basis, usually for
three to four months. Within that period of time, he is expected
toat least ““make his draw.’’ A salesman makes his draw when
his commission on sales or collections is equal to the monthly
amount he is guaranteed. For example, a salesman would
earn his $i,500 per month draw against a i0 percent com-
mission on $15,000 in net collections. Some commissions,
however, particularly in small-to-medium markets, are based
on sales usually with a condition that if any sale becomes
uncollectable, the commission paid the salesman will be
withheld from his paycheck.

An explanation sheet, accompanying the salesman'’s
commission check when commissions are based on sales
might show:

Gross Sales $30,000
Agency Commissions 4,500
Net Sales 25,500
Earned Commission 2,550
Less Monthly Draw 1,500
Commission Due 1,050
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When commissions are paid on collections, gross sales for
any given month are not considered. Ultimately, if the
salesman doesn’t continue to increase his sales, the lag ob-
viously will be reflected in collections.

The explanation sheet when the commission system is
based on collections might read:

Net Collections, March 1-31 $21,500
Commission at 10 percent 2,150
Less March draw 1.500
Commission due 650

There are times, of course, when collections lag far behind
sales. For example, a salesman might know that he has billed
an average net of $30,000 per month for the last eight months.
He knows that his earnings, if the billing is collected, should
eventually reach $3,000 per month. But during the same eight-
month period, his collections have averaged only $20,000 per
month, and he actually has been paid only $16,000 in com-
missions. He still has $8,000 coming when and if collections are
made. Under this system, stations manage to maintain ac-
counts receivable at a fairly low level because the salesman
himself has a personal interestin seeing that the advertising is
paid for. When salesmen are paid on the basis of sales, the
inclination to collect isn’t so strong. The decision to com-
mission on sales or collections usually is determined by the
economics of the station. The small-market, low-budget
station that can pay only $400 to $600 in draws or advances
usually must commission the salesman on sales rather than on
collections because with a low draw, the salesman can’t wait
for the money to be collected. The high-budget station with a
backlog of capital can afford the higher draw and the
salesman can thus sustain himself until collections reach and
exceed the draw.

Stations that use the collection system usually get fewer
bad accounts on the air. The professional time salesman will
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not waste his time developing an account if he knows he isn’t
likely to be paid. On the other hand, the salesman working
under a commission system based on sales may be inclined to
put any account on the air, knowing he will be paid anyway. So
the collection system is superior from a pure business stand-
point because (1) the salesman himself will run a credit check
on the account, and (2) the salesman will make the extra effort
to collect should the advertiser become delinquent.

In many stations, regardless of the commission plan, no
account is put on the air until the credit manager approves the
order. Unless the station has a credit manager, or someone
who wears that hat, bad credit risks are certain to get through
and be on the air before anyone realizes there may be trouble
in collecting.

If, after three or four months, the new salesman hasn’t
reached the required level in billing, he should be called to a
conference with the sales manager. The sales manager may
simply explain that the salesman doesn’t appear to be able to
sell the station and therefore should be discharged. There may
be extenuating circumstances, and if they exist, they should
be considered when evaluating the performance of the
salesman. He may have had some extraordinary can-
cellations; he may have suffered a death or some other
misfortune in his family that has made him emotionally
unable to sell. There might be any number of legitimate ex-
cuses. But if there are no extenuating circumstances, the
salesman probably should be replaced. Some managers favor
putting the salesman on straight commaission in cases like this.
Under this plan, the salesman gets no draw, only commissions
on sales or collections. But if a man is unable to produce under
a plan that is workable for other salesmen, he probably can’t
produce under a straight commission system.

The well-managed operation does not play games with
sales personnel. Salesmen either produce according to
quotas or they leave. In small markets, where salesmen of any
caliber are often difficult to find, management sometimes will
overlook deficiencies in order to keep men on the streets.

Enlarging the Sales Force

It is possible for a sales force of three or four men to find
itself saturated with business. That is, the salesmen are in-
capable of handling additional accounts. They are too busy
servicing existing accounts to get out and develop new
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business. Or, management may decide that the sales force is
getting fat and lazy. This often happens when men have spent
four or five years at a successfully programed station and are
earning substantially larger sums of money than others in the
field. This situation, coupled with the sales manager’s
knowledge that salesmen are not making calls on new ac-
counts, indicates the need to broaden the station’s local sales
base.

Assume that each of four salesmen last month grossed
$35,000 each. None have earned less than $30,000 per year for
the last four years. One technique would be to hire a fifth
salesman who would spend his time seeking out new business.
He would start with no active accounts. This is the least
desirable approach, as the four old timers still would have no
incentive to get out and develop new dollars. The practical
approach would be to take, perhaps, $5,000 in active monthly
billing from each of the four present salesmen and simply give
it to the new man. The $20,000 in active billing wouldn’t be
enough to satisfy the new man; he’d still need to find new
advertisers. And the loss of $5,000 in base billing by the four
other salesmen would encourage each to get back on the street
and ferret out new money.

There is always the possibility that one or more of the four
salesmen will quit, but the loss to the station will be minimal if
the departing salesman was, indeed, simply servicing
established accounts and making no effort to create new sales.
Almost anyone with a background in time sales can service an
account. It requires a skilled, aggressive, ‘‘hungry’’ salesman
to service and sell.

Rate Increases

When and how does station management decide to in-
creaserates? How many advertisers will the station lose when
rates are increased? Can the salesmen justify the increase to
active accounts? What happens if the new rates simply cannot
be sold? These are only a few of the perplexing problems
management must face and attempt to solve before effecting a
rate increase. When the station reaches a sold-out status, it
probably is time to increase rates. The manager and his
salesmen know how much business has been turned away due
to lack of spot availabilities. Assume that KXXX enters July
with no time available during the morning and afternoon drive
periods, and that half-way through the month the mid-day and
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nighttime availabilities have disappeared. The average drive
time rate is $25; the average mid-day rate is $20, and the
average nighttime rate is $23. Management notices that the
sold-out position actually began in March, and, through its
projection sheet, realizes the condition will exist at least
through August. The present rate card guarantees rates for
three months, provided there is no interruption of schedule.
This is to say, that if the soft drink bottler is paying $25 for
morning and afternoon announcements, he will continue to
pay that rate for three months after the effective date of the
rate increase, provided he doesn’t take a hiatus during the
three-month period. An advertiser takes a hiatus when he
cancels his schedule with the intent of resuming it shortly
thereafter. If he stops the advertising and has no intention of
resuming it, it is a cancellation.

When rates are increased, low-budget advertisers are
likely to cancel or reduce the number of units scheduled. Only
if it knows where to find replacement business, can
management safely make the move. Circumstances under
which management will consider increasing rates are:

1. Sold out status.

2. Rates are below those of comparably rated stations in
the same market.

3. Rates are below those of comparably rated stations in
similar-size markets.

4, Management simply believes it can get more for station
time,

When management of a high-rated station observes that a
lower-rated station is charging and getting a higher rate, it
may assume that if the competition can sell the higher rate,
surely the top-rated station in the market can do so. Often, a
station will begin business with an extraordinarily low rate in
order to attract trial business. This is especially common
when a station has changed formats and has not had a survey
to indicate its relative position in the market.
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In one case, a 50,000 watt network operation dropped the
network and adopted a Country & Western format. To in-
troduce advertisers to the new sound, the station offered spots
on a Run-of-Schedule plan for $7 each. The rate was absurdly
low, but within days, the log was full and the station was sold
out. Advertisers were getting startling results from their
schedules and had been warned by salesmen that the $7 rate
was an introductory offer, that if the station audience grew as
expected, there would be frequent and substantial rate in-
creases. Within four months, average station rates had risen
to $30, slightly higher than those of the competing C&W
station.

Suppose that the leading station in Ourtown, which has a
population of 200,000, has an average rate of $15. The leading
station in Theirtown, a market of about the same size and
located 300 miles away, has an average rate of $20. This may
be an indication that the Ourtown station is under-priced and
should increase rates. Local economic conditions, established
practices, and competition from other media would ultimately
determine whether the Ourtown station was, indeed, un-
derpriced.

An Arizona broadcaster once said he set his rates ‘‘ac-
cording to what the traffic will bear.” “How much will the
advertiser stand for?’’ he asked. Often, this is the case, once
management has decided how much it will charge and how
much it must sell at these minimum rates to either survive or
make a profit.

For example, suppose the station has an operating
overhead of $20,000 per month. Between 6:00 A.M. and 6:00
P.M., Monday through Friday, it has 1,080 minutes of time it
considers best to sell (18 minutes per hour, 12 hours per day,
for five days). At an average rate of $5 per 1-minute of com-
mercial time, the station would have to stay 100 percent sold-
out in the daytime periods just to break even. Management
decides it can sell at least 50 percent of the available com-
mercial time, which means it must average at least $10 per 1-
minute sold. While this price would enable the station to break
even, it would have to sell considerable nighttime and week-
end business to show an operating profit. Based on these
estimates, management might decide on a rate structure that
would average $15 per minute of commercial time during the
day and offer package plans for nighttime and week-end slots.
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Extraordinary Sales Techniques

It is one thing to utilize special revenue tactics, such as the
outside sales force and the album promotion. It is quite
another to develop extraordinary sales techniques and use
them on a day-to-day basis. The top stations in medium-to-
major markets will make little use of such devices. The
struggling station in markets of all sizes must employ specials
to survive.

The most common method employed by the bottom
stations is the rate cut. ‘I know our rate is $10, but this week
we're offering a special rate of $5,” the salesman explains.
This, outside of the illegal practice of double billing, is one of
the most insidious, harmful practices in the industry. Once the
stations in a given market begin selling off the card, it is
difficult to stop. However, advertisers, particularly in small,
unsophisticated markets where the advertising-agency-media
industry is largely unprofessional, encourage it. It often
requires a brave, well-financed station to suddenly call a halt
to rate cutting and begin selling strictly off the card. On oc-
casion, managers of local stations form an association and
decide not to fix rates but to simply stick to the published ones.
Any rate-fixing scheme surely would violate anti-trust laws.
But there is nolaw preventing stations from agreeing to sell at
published rates.

There are many ways to cut rates honorably. The most
widely used is the package plan, discussed earlier in this
chapter. The station that has lost top position in the market or
has suffered revenue losses for other reasons, can legitimately
establish and publish package plans that offer rate reductions.
To publish, management simply mimeographs, or has prin-
ted, the new rates and offers them to everyone, on top of the
table. This method of rate reduction is understandable. It is
the sly, under-the-table rate cut that does irreparable injury to
radio broadcasting’s image.

Many stations conduct monthly or annual sales
promotions in which the advertiser gets something extra for
purchasing time on the station. One of the most profitable
sales promotions in recent years is the nationally syndicated
and copyrighted Bridal Fair. In a period of four years, its use
has grown from ten to seventy markets, and is used mainly by
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CHAPTER 1

The Station
in the
Community

Like many of the world’'s orphans, radio broadcasting has
been fostered by a multitude of parents. It issued from the
creative genius and curiosity of scientists, inventors,
tinkerers, politicians, promoters, and profit minded
businessmen. Like Topsie, it just grew and ultimately was
adopted by the Federal Government and put to work for the
mutual benefit of producer and listener.

To those whose political bent favors a strong, central
authority, the federal government does an inadequate job of
controlling broadcast stations. Hard-line regulators have
argued for many years that government must protect every
aspect of public ownership of the airwaves. But to the softline
regulator and the free entrepreneur who believe ‘‘that
government is best that governs least,” any government
control of our radio station is offensive and often oppressive.

Such is the climate in which the Federal Communications
Commission attempts to do its job of promoting broadcasting
for the public’s interest, convenience, and necessity, and
of providing for the orderly development of all communication
services.

DEVELOPMENT OF THE PUBLIC QOWNERSHIP CONCEPT

The concept of public ownership of the airwaves was
probably first established in 1922 at the first National Radio
Conference, which was attended by electronics gear
manufacturers, interested government officials, including
Secretary of Commerce Herbert Hoover, and others con-
cerned with the new wireless communications medium.
The first conference:

1. Established federal authority to control all transmitting
stations except amateur and experimental.

2. Established that radio communication was to be con-
sidered a public utility and, as such, should be regulated by the
federal government in the public interest.

Measures taken and resolutions passed at the conference
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contemporary music stations. The basic sales idea is to give
the advertiser participation in the Bridal Fair if the advertiser
will spend X number of dollars on the station within a given
period of time (usually, January and February). The station
promotes the Bridal Fair, which consists of four fashion shows
and panel discussions in a two-day period. Bridges-to-be are
invited to see the latest in fashions and to participate in
discussions with doctors, home economists, bridal con-
sultants, and ministers.

Prospective advertisers include florists, commercial
photographers, jewelry stores, auto dealers (particularly
those with compact cars), travel agencies, bridal shops,
banks, furniture stores, and department stores. Not only is the
sales promotion designed to encourage regular advertiser
spending during weak months but also to serve as a tool for the
development of new advertisers. The Bridal Fair promotion
and many others of its kind are protected by copyright laws,
and nothing similar should be independently developed by any
medium.

One of radio’s most difficult sales tasks has been to sell
itself to staunch users of newspapers. The problem of selling
the medium exists not only with the ad manager but also with
the professional advertising agency. An Oregon broadcaster
developed a plan whereby station management and sales
personnel would host a ‘‘critique’ luncheon for the creative
personnel of leading local advertising agencies. At the
meeting, the creative personnel would criticize station
programing, sales approaches, and perhaps the station’s rate
structure. Once the station learned specifically what the
agency felt was ‘‘good radio,”” enough of the recommendations
might be adopted to induce the agency to give the station a
trial run. At other meetings, station personnel would deplore
an agency practice of preparing one piece or one set of copy
for several different stations, all with different formats and
audiences. Copy that is suitable for the audience of a Top-40
station may not be effective with a C&W station’s audience.
“Copy,”’ the broadcaster argues, ‘‘should be tailored to fit that
station’s audience.”

The most common of extraordinary sales techniques is
entertainment. This function can range from the salesman
buying lunch for a time buyer to providing the ad manager or
account executive with a free week-end in Las Vegas. Too
often, such entertainment practices amount to nothing less
than bribery. It won’t work, of course, with the buyer or ad

150

www americanradiohictorvy com


www.americanradiohistory.com

manager who must justify a station-buy to his superiors. But it
does work effectively when the buyer or ad manager has the
last word on which medium gets the budget.

One station in Chicago built a small screening room in its
building and invited time buyers to view first-run movies,
complete with cocktails and snacks. Chicago’s com-
munications industry is highly sophisticated and professional,
not usually subject to outright bribery; but the parties did
serve to improve rapport between station salesmen and the
buyers.

A northern station once offered a free trip to Las Vegas
with each $3,000 package of advertising purchased. The
promction was widely publicized and sold well. The free trips:
were traded out with a feeder airline and several Las Vegas
hotels and were offered only to the decision-makers within the
companies approached by salesmen.

An FM station in Indiana offered a free FM radio to every
new advertiser. One significant problem the FM station had
encountered was that advertisers didn’t have FM sets and,
therefore, couldn’t hear their spots. The free receiver at least
answered that particular objection to buying time on the FM
station.

SUMMARY

The student shouldn’t kid himself about the importance of
sales at a radio station. Art gratis art may be appropriate for
foundation or publically supported educational facilities or for
government-owned facilities in Canada or England, but
commercial radio in the U.S. depends upon sales for its sur-
vival. As one ethnic station manager declared, “That’s where
it’s at, baby.”” Another operator said, ‘“The name of the game
is money.”” McLendon, in the early years of his group
operation, warned his managers to ‘‘take care of the sales;
don’t force me to get involved in selling. My principal job is
programing and I can produce a saleable product. Just make
sure you can sell it.”’ The combination of McLendon and his
sales-oriented managers obviously worked, because he
became one of the most successful group operators in the
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country. It is not enough that the student knows how to write
commercials, public service announcements, prepare
balanced program schedules, and understand the music of a
given format. If he can’t relate these creative aspects of the
business to sales, he will be something less than an effective
member of the team. The old sales admonition that ‘“‘nothing
happens until a sale is made’’ is startlingly true in commercial
broadcasting.

152

www americanradiohictorvy com


www.americanradiohistory.com

CHAPTER 3

Programing

Just as many motion picture and stage performers become
typed as villains, comedians, or character players, many
career broadcasters develop reputations as Country and
Western operators, Top 40, or ethnic specialists. These are
broadcasters who, because of their success with a given
format in one market, will buy into another market and try to
make the familiar format work in the new area. The Ebony
Group is, perhaps, a prime example of how a broadcaster was
successful with an ethnic format and made it function
profitably in several markets.

The reasons behind such specialization are several. First,
the profit motive. If a formula worked well for an operator in
one market, it follows that it will succeed in other similar
areas. Chain grocery stores use the concept. Another reason is
that the broadcaster feels comfortable with the format and
with the individuals who staff such formats. It’s much like the
retailer who has always sold women’s ready-to-wear; he’d feel
out of place selling western or men’s wear.

Until he entered the Oakland-San Francisco market,
McLendon was known as a Top 40 specialist because he had
been immensely successful with the format in other markets,
including Dallas, Houston, Shreveport, Milwaukee, and San
Antonio. His reason for stepping out of character, deciding to
abandon the contemporary music approach and serve the Bay
Area with so-called good music, adult-oriented news, humor,
and information, was based upon formidable local Top 40
competition and his inborn desire to try something different.

In the mid-to-late 1950s, licensees of Top 40 operations
stood in fear of having a McLendon or a Storz buy a station in
their market. These operators were of the uncommon variety
and enjoyed success with their rock music and audience-
building stunts wherever they located. Twenty years later,
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rather than being the exception, their procedures were the
rule. In fact, stations, particularly in major markets, had
abandoned stunts that had become threadbare and were
concentrating on sophistication, programing to a specific,
target audience, and trying to lLive with ever increasing
pressures from the FCC for more problem-solving
programing.

Audience Identification

In order to effectively program and sell his station, the
modern operator must decide with considerable precision the
exact audience he hopes to attract to his sound. The advent of
such audience survey firms as Pulse, and ARB have helped
stations immensely in determining the age and sex of listeners
to a given station. To further identify a station’s audience,
Brand Rating Index (BRI) provides an in-depth study that
describes age, sex, educational level, income, and buying
habits of radio audiences by format. ARB and Pulse publish,
among other estimates, average quarter-hour demographic
breakouts that describe, at least, to the satisfaction of most
professional advertising agencies, a station’s audience (see
Fig. 10).

Inevitably, the contemporary music station, such as KLIP
in the example, will develop or attract a high audience in the
18-34 age group. There was a time when Top 40 operations
were called ‘‘teeny bopper’’ stations because they were top-
heavy with the 12-17-year-old audience. After a station had
been programing contemporary music for 15 to 20 years, it
was discovered that its teeny-bopper audience had grown to be
27 to 37 years of age. It still attracted teen-agers, but its
original audience had not changed its taste in music and,
therefore, had grown up with the music of its age. Thus, the
advertiser whose product or service was marketed to people
aged 18-35 sought out availabilities on contemporary music
stations. In the case of KRLD in the example, the audience
under 35 is relatively small. It programed considerable news
and middle-of-the-road (MOR) music that included big band,
and sophisticated combos that played music written and
published twenty years ago. The advertiser whose product or
service is aimed at persons 35 or older will select availabilities
on the adult-oriented station.
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This dialogue may help the student understand the
relationship between commercial music and people:

WOMAN-Age 30:

WOMAN-Age 40:

MAN-Age 40:

MAN-Age 30:

WOMAN-Age 28:

I listen to KBBB and have for 15 years. | like the music:
they’'ve always kept up with the hits. Call it rock, pop,
horrible, or what have you: it's still the same type of
music year after year. | like music with a definitive beat,
and as long as KBBB programs music with a beat, | don‘t
care if it's an original Elvis Presley or something new like
Sly and the Family Stone.

Not me. | grew up in the era of the big bands like T.
Dorsey and Benny Goodman. Presley hadn’t come along,
and the wildest thing we had was Dixieland Jazz,

progressive jazz by Stan Kenton, and later, Bill Haley and
the Comets. | can’'t stand outfits like Sly and the Family
Stone. All that screaming gets on my nerves. ~

Well, you may have liked Dixieland, Kenton, Jazz and the
like—but | always liked it slow and easy. And when
Presley started the rock-and-roll era, | thought i'd go into
shock. My music has got to be beautiful (to me), and
memeorable. It's got to remind me of something pleasant.
You can have your modern junk: give me Percy Faith
doing a new arrangement of ''Mooniight Bay’’ or | Could
have Danced All Night.”

You all are wrong about "’good music.’’ | like the country
varlety. Jim Reeves, Eddie Arnold, Roy Acuff—they’re
the musicians | like. | grew up with country music and
plan to listen to C&W stations until | die. You'll never
convince me that there’'s anything beautiful or
memorable about Percy Faith or anything interesting
about Sly and the Family Stone. Furthermore, everyone
know and associate with iikes country music.

You're crass, all of you. You talk about cheap, com-
mercial music when, in my opinion, none of it reaily is
music. Bach, Beethoven—they were musicians and
produced my kind of music. The simpie, childish beats of
pop music just leave me unmoved and cold. A Strauss
Waltz is, to me, an example of pure music.
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The broadcaster must first understand that every music
taste exists in virtually every market in the country. His
research objective should be to determine which is the largest
group. His programing objective, then, would be to supply
music to the largest number. This study, of course, deals only
with music, not with other needs, tastes, and desires of the
community. These must eventually be dealt with, but are not
necessarily the first to be considered.

In a market of 1,000,000 persons, an estimate of a given
county by sales management might show:

BlacK.....cceueeeerarienererararnss 15 percent
Spanish Surnamed........... 2 percent
American Indian.............. 1 percent
White & Other......ccovvevene 82 percent

The broadcaster immediately sees two things. First, the
black audience can be commercially significant. Second, the
Spanish market, insofar as audience potential is concerned, is
relatively insignificant. And, while he must consider this
minority group’s problems, he need not necessarily consider
its music tastes.

Sales management figures might further show the market
by age groups, as follows:

(] 7~ 25 percent
18-24............. 11.5 percent
25.34............. 11.8 percent
A5-49...00i0nnens 32.2 percent
49-64............. 11.0 percent
65, einicicnanns 8.5 percent

This, of course, is not necessarily a typical market. A city
in southern Texas, New Mexico, or Arizona might show as
much as 50-75 percent Spanish or Indian, with few or no
blacks. A city in Alabama, Michigan, Mississippi, or Illinois,
might show as much as 30-60 percent black.

Whatever the racial or ethnic distribution, the broad-
caster must be aware of it if he is to serve the needs, interests,
and tastes of the service area. Not only does such awareness
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benefit the broadcaster commercially, but the FCC’s policy
requiring licensees to know community problems makes it an
absolute necessity for the modern broadcaster to understand
his market.

Age and racial distribution, however, are only part of the
picture. How do citizens earn a living? How many are in in-
dustry? How many are in government or retail sales work?
What is the average family income? How many are
agricultural workers? What are their buying habits?

There are many sources for such information. The Census
Bureau'’s reports furnish considerable information about the
characteristics of the people in a given city, county, or state.
Sales Management’s Survey of Buying Power is another
source of information. Standard Rate and Data Service
(SRDS) further breaks down buying power. Brand Rating
Index (BRI) describes the characteristics of radio audiences.
And, as indicated, Pulse and ARB studies are helpful in
determining audience listening habits, as well as being in-
dispensable to the broadcaster and advertiser in estimating a
station’s relative position in a market.

Brand Rating Index, among other studies, shows that the
more formal education a person has, the more money he is
likely to earn. This characteristic is spelled out in BRI's study
of radio audiences.

In a nationwide sweep study of the top 25 markets, a BRI
study might show the following:

Type High School Grade School Income Income Under

Format Graduate or Less $5,000 $10,000 $5,000

Contempo 80 percent 9 percent 75 percent 10 percent 7 percent
caw 60 percent 25 percent 60 percent 2 percent 30 percent
Ethnic (black) 61 percent 22 percent 55 percent 1 percent 40 percent
Classical 94 percent 5 percent 85 percent 14 percent 1 percent
MOR 82 percent 7 percent 77 percent 12 percent 6 percent

The characteristics of a market’s population and a
potential radio audience are related to the geographics of the
area. A sourthern market (Mobile, Ala.) will differ con-
siderably from an eastern market (Baltimore, Md.), and these
will differ from a west coast market (Los Angeles). Strong
differences in population characteristics will also be found in
northwestern, midwestern, and northern markets. The South-
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were based upon earlier thinking by broadcast pioneers that
the new medium should belong to everyone. Secretary Hoover
had declared that the country was on the threshhold of a new
means of widespread communication which would have
profound importance from the “point of view of public
education and welfare.”” He felt that broadcasting should be
supported by industry and not by advertising.

David Sarnoff, then vice-president and General Manager
of RCA, felt radio contributed to the happiness of mankind and
deserved to be rated with libraries, museums, and educational
institutions. He advocated outright endowment of radio
broadcasting by government. In 1916, Sarnoff, then working
for the American Marconi Company in New York, wrote to his
supervisors, “‘I have in mind a plan of development which
would make radio a household utility.”

Government’s first official move into the new medium
was in 1910 when the Wireless Ship Act was passed. This Act
required simply that all ships carrying fifty or more persons
must install equipment capable of sending and receiving
messages over a distance of at least one hundred miles. At this
point, there were no controls over land experimental stations,
and frequencies belonged to the experimenter who was first
and had the greatest signal strength. In August, 1912, Congress
entered interstate communications by radio with an amend-
ment to the Ship Act which provided that:

1. Every station be licensed.

2. Every operator be licensed.

3. Frequencies be more than 500 or less than 187.5
kilocycles.

4. Private stations not engaged in the communications
business use a frequency of 1500 kilocycles.

The Secretary of Commerce had the responsibility of
enforcing the Act which, it developed, was not enforceable. It
was not until 1927 that the Federal Radio Commission was
established to ride herd on the country’s growing radio
station population.

The greatest controversy during Congressional debates
over what to do about the FRC and the Radio Act of 1927 was
the so-called Wagner-Hatfield Amendment, offered on May 15,
1934, which required that 25 percent of facilities be allocated
for religious, cultural, agricultural, cooperative, labor, and
similar non-profit organizations. The amendment was
rejected but not without a fight. Broadcasters were furious.
They marshalled all available forces, declaring that the
amendment would destroy the entire structure of American
broadcasting.
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west has yet another set of population characteristics, not only
in music tastes, but also in terms of other needs, tastes, and
desires.

A programing philosophy, therefore, must stem not only
from the talents and desires of the licensee, but also from the

location of his market, family income and education, and
ethnic composition.

Market Size and Format Considerations

As a rule of thumb, the larger the market, the more
specialized must be the station’s format if the licensee is to
realize profits from his investments. The days of a station
being all things to all people in major markets disappeared
years ago. The major market station’s format must lend itself
to quick and easy definition. Just as the general store has
vanished in the heavily populated markets, so has the general
purpose radio station.

Example of the number one C&W station’s program
schedule in a major market:

Program Schedule
Monday-Friday

News and Weather 6:00-6:05 A.M.
The Cowboy Joison Show 6:05-6:30 A.M.
News Headlines 6:30-6:33AM.
The Cowboy Jolson Show 6:33-7:00 AM.
News and Weather 7:00-7:05 A.M.
The Cowboy Jolson Show 7:05-7:30 A.M.
News Headlines 7:30-7:33 A.M.
The Cowboy Jolson Show 7:33-8:00 ALM.

The smaller the market, the greater the licensee’s ‘‘safe”
latitude in laying down programing philosophies.

The Cowboy Joison Show 6:00-.9:00 A.M.
Eddie Davis Show 9:00-12:00 noon
Tommy Thompson Show 12:00-3:00 P.M.
Dave Schmidt Show 3:00-6:00 P.M.
Michaet Wiiilams Show 6:00-9:00 P.M,
Teddy Malloy Show 9:00 - 12: 00 midnight
Ernie Arnold Show Midnight - 6: 00 A.M.
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The same routine of scheduling news and headlines might
continue throughout the broadcast day, with only the per-
sonalities changing. The skeletal form, with program inserts
not included, would appear:

Shows may be set up on a three- or four-hour basis,
depending upon budgets or available capital. News, headlines
and weather, sports, and other features are entered on the
program log as program inserts. The standard-formula-
station-program schedule contains these elements, plus
whatever extras or program inserts management may decide
to include. Hundreds of variations have developed as
operators sought to beat competition. Newscasts have been
scheduled at the :55 (five minutes before the hour) so the
station may program music at a time when most other
stations are starting newscasts. Headlines and weather have
been scheduled for the :25 for the same reason. Other stations
have set up 20-20 news; that is, five minutes of news at 20
minutes past the hour, and three minutes of news at 20 minutes
before the hour. It has long been known that a youthful
audience will change stations if there is an alternative when
news is presented. For this reason, broadcasters have done
everything imaginable to keep the news brief and still present
a comprehensive picture of what is happening locally and
around the world. Elaborate news introductions have been
produced to add excitement to newscasts. As many listeners
keep radio music in the background, the news introductions
serve also to alert the listener to the upcoming news.

While the formula station may be found in markets of all
sizes, competition in the major markets dictates rigid
adherence to a specific format. The weaker the competition,
the lessrigid the format of the leading operation.

In a single-station market, the problem of format selection
is less difficult. The broadcaster simply ‘‘feels’’ his way, to a
large extent, until he finds the proper format. In a farm
community, more than likely, he will program Country and
Western (C&W) or other locally traditional music. The County
Agent is a must for at least five minutes each day, preferably
fifteen minutes.

In this schedule, emphasis has been placed on religion and
agriculture. The early morning, Monday-Saturday, music will
be C&W. At 9:00 A.M., when it is presumed the woman has the
house to herself, the programing is directed to her. The music
may be easier and the talk will be geared to her minute-to-
minute problems. The homemaker show is another must. In
small farm communities, experience and surveys indicate
that over 50 percent of the audience is forty years or older.
Therefore, gospel music might be well received.
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As school is dismissed in most communities around 3:00
P.M., programing for teen-agers should begin at that time.
Popular local students make excellent disc jockeys or an-
nouncers for this purpose. It is desirable to keep five or six of

them in training after they have acquired proper operator
licenses.

Sample Monday-Saturday schedule:

Sign-On

Country Melodies

News Headlines

County Agent

Country Melodies

News

Country Melodies

News Headlines

Morning Worship

Couniry Melodies

News

Country Melodies

News Headlines

Country Melodies

News

Time for the Ladies

News Headlines

County Demonstration Agent
Time for the Ladies

News

Swap Shop

News Headlines

Swap Shop

Gospel Music

News

Markets

Country Hits

News

Afternoon Melodies

News Headlines

Afternoon Melodies

News

Afternoon Melodies

News Headlines

Afternoon Melodies

News

Afternoon Melodies

Teen Show with Bill Dixon
Teen Show with Bill Dixon
News

Teen Show with Bill Dixon
News Headline

Teen Show with Bill Dixon
News

Sign Off
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The Sunday Schedule:

6:00-6:01  Sign-On

6:01-6:05  News

6:05-6:30 Gospel Riders

6:30-7:00 The Baptist Hour

7:00-7:30 The Cathotic Hour

7:30-8: 00 Sithouettes

8:00-8:30 Gospel Music

8:30-9: 00 Local Quartet Live

9:00-10:00 Sunday School Hour
10:00-10:30 The Episcopal Hour
10:30-11:00 Church of Christ

11:00-12:00 Methodist Church {Livé, Remote)
12:00-12: 15 News

12:15-12:30 Local Jaycees

12:30-1:00 Farm News Roundup

1:00-1: 05 News

1:05-1:15 Report from Washingten
1:15-1:30 Report from Austin

1:30-2: 00 Music for Sunday Dinner
2:00-2: 30 Tabernacle Choir

2:30-3: 00 Teen Music with Grant Smith
3:00-3:05 News

3:05-4:00 Teen Music with Grant Smith
4:00-4:05 News

4:05-5:00 Teen Music with Grant Smith
5:00-5:05 News

5:05-5: 55 Teen Music with Grant Smith
5:55-5:59 News

5:59-6:00 Sign-Off

The schedule above would be suitable for a small farming
community. If the community has an ethnic composition, such
as a German settlement, the music might range from polkas
to operas. Perhaps one or two newscasts could be delivered in
the German language. If the community is predominantly
Black, music should be selected according to the tastes of the
majority of Blacks who listen.

Only the broadcaster who is bent on going broke will try to
cram a format down the throats of his community. A farm
community of poorly educated, low-income citizens, doesn’t
want good music, classical music, or 100 percent rock-'n roll.
The format must be tailored to meet the needs, tastes and
desires of the broadest possible number of people in the ser-
vice area.
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It is relatively simple to build a format in a single-station
market. The broadcaster can do anything he likes, so long as
he is certain his efforts serve specific purposes.

The picture changes when a market has two or more
stations. The more stations serving a market, the more dif-

ficult the programing. Typical radio dial for a market of
500,000

Pct. Market Frequency Call Format Hours
& Power Letters
10 570 50kw WBXX CBS - Block- 24 hours
34 840 Skw- WAAA Contemporary 24 hours
d-1kw-n
[ 900 Stkw-d WBBB MOR Hits Sunup-Sundown
30 920 10kw- WCCC caw 24 hours
d-Tkw-n
10 1020 '1kw-d WDDD Ethnic- 6: 00A.M.-Sundown
Negro
3 105.6 100kw Classical 24 hours
ERP Music
4 107.7 25kw WFFF-FM Standard 24 hours
ERP Music
3 96.8 100kw WGGG-FM Religion 18 hours
ERP

If a consulting engineer has found a new frequency for the
market, the broadcaster must study competing formats
carefully to determine the format he will propose to use in the
market. He may wish to aim at becoming the No. 1 con-
temporary music station (going for the numbers) if the
proposed frequency is a full-time one. In this case, he would
argue that there is only one contemporary music station in the
market and he proposes to offer listeners a choice. He might
propose more local news (noting that the competing con-
temporary music station broadcasts only 300 minutes of local
news weekly). He might propose a telephone talk show that
would make the format different and would offer something
new to the market. He might propose to use mobile news units
or to provide more time for public service, churches, and
cultural institutions. Regardless, he must propose to provide

164

www americanradiohictorvy com


www.americanradiohistory.com

the market with some new service, keeping strictly in mind
that the FCC will expect him to do almost precisely what he
proposes. He must keep in mind, also, that to develop a
significant flow of revenue, he ultimately must get better
ratings than the established station. To be competitive, he
must try to attract advertisers. To get that audience and those
advertisers, he must do a better job of executing the con-
temporary music format.

In a major market, such as one with 1,000,000 population,
the broadcaster cannot expect to have the top-rated station in
the market if the facility is daytime only. In this case, he
would select a specialized format. It might, for example, be
‘“‘good music,”’ whichs appeals strictly to educated adults.
While the station probably would get no business from soft
drink and chewing gum companies, it should do well with big
ticket advertisers, such as auto or appliance dealers. An adult-
oriented daytime station can provide a genuine service and
can be financially successful.

If the owner has chosen to buy an existing station in the
market, his problems will be different. He may wish to simply
upgrade an existing format and try to improve the revenue in
this manner. He may sense the need for a complete format
change, in which case he must explain the change in the ap-
plication for transfer. In the previously outlined sample
market, there is only one Black-oriented station, with 10
percent of the audience. The market has 200,000 Blacks, and
the present Black-oriented station is domg a poor ]Ob of
programing. Either a new station or one of the existing
stations, would have an excellent chance of knocking off the
presentBlack-orlented station because (1) it is a daytimer and
(2) it does a poor job with its format.

It is better, of course, to select an entirely different for-
mat, partlcularly if the present stations are successful. In
Dallas after KLIF had been the leading contemporary music
statlon for many years, KBOX copied the format and tried,
without appreciable success, to out-program KLIF. After
many years of futile effort, KBOX owners gave up, changed
the format to C&W, and were immediately successful. Its only
competition was KPCN, a daytimer licensed to a suburban
area. KBOX took the C&W audience by storm. Advertisers
flocked to the new format and soon KBOX was giving KLIF
more competition for the advertising dollar than it had done as
a Top 40 operation.

In Buffalo, McLendon fought for years against WKBW for
a share of the Top 40 audience. WKBW had been established
for many years as the leading Top 40 operation, but McLendon
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felt the format was poorly executed. It was, but when WYSL
hit with a new format, WKBW sharpened and tightened its
sound and became a formidable competitor. It took years for
McLendon to turn a profit at WYSL, and he never did com-
pletely take a plurality of the contemporary audience from
WKBW.

In another case, McLendon bought an existing station in
Shreveport, La., changed the call letters, established a Top 40
format, and took the competition in less than a month, ac-
cording to Hooper. A daytimer had been the number one
operation for several years and was making money. Under
pressure of the McLendon format, the daytimer ultimately
changed format and took another seat in the market.

While McLendon struggled in Buffalo, he was eminently
successful in most other markets he entered. His KILT in
Houston was top-rated in total audience. KABL in San
Francisco was never number one, but his unique format
gathered enough adult listeners to make it one of the most
desirable advertising mediums on the West Coast. In this case,
McLendon romanced the market with beautiful music and
minimum talk. In every case, he either developed a different
format for his new market, or he “‘outprogramed’’ an existing
one. His success as an innovator is legendary.

Music Selection Policy

The FCC does not require that a station’s music selection
policy be on file at the Commission, but leading Washington
attorneys advise licensees to have the policy in writing, on file
at the station, and in circulation among those staff members
who are assigned to select the station’s music.

There are two obvious reasons for having such a policy in
writing and available for immediate inspection. First, the
station’s program department needs a guide established by
management. Second, if the station is ever accused of payola
or plugola, it should be prepared to show the Commission that
while the offenses may have occurred, they were in violation
of station policy. A statement of policy governing selection of
music to be played on the air may read:

1. Music at KXXX is selected by the music director (who
also is a disc jockey). All records programed by KXXX
must show sales action in at least one of these sources:
Billboard, Cash Box, and the Bill Gavin Record Poll. If a
record receives reports of sales action in the station’s
immediate service area, it may then be added to the
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playlist. Occasionally, the music director may add "‘ear”
picks to the playlist. These are records which have no
sales justification, But are, in the music director’s opinion,
good additions to the playlist. These picks are held to a
minimum.

2. Each Wednesday afternoon, the music director
previews in the presence of the program director, all the
records added to the playlist. At that time, the list is either
approved as is, or with omissions and additions.

3. Announcers may play any records from the current
playlist and from the file of classics (old hits). Playing a
number that has not been approved and added to the
playlist is grounds for immediate dismissal.

4, All announcers are required to keep a log of the music
played during their shift. Records are categorized on "'A"
or “C' lists (depending upon their popularity) and the
ratio of play is preset by the program director. These logs
are kept in the program files for ninety days.

5. All disc jockeys are allowed to do outside record hops
when prior approval is obtained from the general
manager. They may not give promotion to these hops on
the air unless they are for nonprofit organizations and the
hops are open to the public. None of KXXX's disc jockeys
promotes his own dances, shows, or hops on the air.

This is only one example of how a music policy is written.
The policy is prepared and published in accordance with
station format, established procedures, and under advisement
from the licensee’s Washington attorney.

DEPARTMENT ORGANIZATION

There may be many variations of the organizational chart
shown in Fig. 11. In many cases, the news department, for
example, may be a separate organization with the news
director answering only to the general manager. Traffic and
copy, while working under professional control of the program
director, may be under the administrative control of the
general manager. That is, hours and wages, days off, over-
time, leaves of absence, would be controlled by top
management. The general manager may or may not be in
direct supervision of the program director. There may be, as
indicated by the chart, a station manager or operations
manager who deals with the program director and his
problems. The organization of the program department
depends largely upon the licensee’s concept of management
and the station’s income. If the station produces large
revenues, a more elaborate organizational structure may be
required. If the station is a small revenue producer, a more
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simple organization would be indicated. Whatever the
structure, the licensee’s management must have knowledge of
and control of programing procedures.

The Program Director

In most cases, the program director is assigned to carry
out programing policies of the licensee or his top
management. He is not necessarily required to be creative,
but it is necessary that he be industrious and attuned to station
policy and FCC rules, regulations, and policies. The program
director, in other situations, is creative and has absolute
control over the station’s sound. This absolute control may
give him authority to reject commercials that he considers
incongruous with that station’s format, discharge announcers
or other air personnel he regards as incompetent, and
generally decide what may or may not be broadcast. The ideal
program director has several years of on-air experience,
preferably at several different stations, with the station’s type
format. He should be creative, energetic, and capable of
managing the announcing and production staff. He should be
able to establish rapport with top management and function as
a station executive. Additionally, he should be capable of
performing every task required of the staff announcer or disc
jockey. Many stations have program directors who have
neither experience on the air nor the capability of handling
any announcing or on-air task. But usually, program directors
are super-smart and super-experienced disc jockeys or an-
nouncers. One problem with an off-air program director is
that he cannot fill in for other announcers during vacations or
illnesses.

The program director should be a competent writer and
planner. He should qualify as a program innovator, and he
must be able to construct a successful station promotion from
its conception to the voicing of promotional announcements
and final execution. He should be able to take an old thread-
bare promotion and revise it for current exposure. If any
single background consideration is more important than
another, it is experience with a given format. The individual
who has labored with a Top 40 or C&W format in another
market, is far more valuable to the station than one with little
or no definitive experience in a specific format.
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President Franklin D. Roosevelt, in 1934, finally pushed
through a new Communications Act which established the
Federal Communications Commission. The Act gave broad
powers to the Commission. However, like the Radio Act of
1927, it went no further toward providing the Commission with
a standard to follow than to state that broadcasting should
serve the ‘‘public interest, convenience, and necessity.’’ This
phrase conferred an almost unlimited area for administrative
judgment and discretion. From the very beginning, the radio
industry has been torn between the desires of government, the
dreams of idealists, and the hopes of financiers. Clearly, the
Congress has wanted to increase government control over
broadcasters but has been held back by the First Amendment
which guarantees freedom of speech. The FCC has wanted to
increase control of broadcasters but has been unable to get
Congressional authority for such action. And whenever
Congress or the Commission made moves toward greater
control, the hue and cry set up by broadcasters and their
associations blocked all efforts.

But controls have grown since the days when the govern-
ment could not even refuse an application for a broadcast
license. Now, a license can be denied, for example, if a
broadcaster is caught cheating in an audience contest. While
public ownership of the airwaves was long in coming, not
many modern licensees will seriously defend their operations
as unadulterated parts of the free enterprise system. And any
broadcaster who bows his neck and declares, ‘“This is my
station, and I'll run it as I please,” is likely to find himself
looking for a new investment.

Several volumes are required to contain the mass of FCC
Rules and Regulations. In addition to these rules, usually
clearly stated, there are so-called guidelines which indicate
current Commission desires. Along with the rules, statutory
requirements, the regulations, and the guidelines, there is
what has come to be known as the ‘“‘rule of the raised
eyebrow,” which usually is transmitted to the licensee by his
Washington attorney who is adept at reading and un-
derstanding the official and unofficial meanings of spoken and
written communications by Commissioners and staff mem-
bers.

Example:

LICENSEE: What did the FCC say when you told them | don’t want to
provide free time to the Northern Association of Freedom
Lovers to rebut the President’s speech?
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Duties of the program director {PD) generally are as
follows:

1. Establish format or execute established format.

2. Set up announcer work schedules.

3. Organize production department and scheduies.

4. Handle a share of the air shifts (optional, of course,
at discretion of general manager and-cor licensee).

5. Supervise commercial copy and traffic manager.

6. Plan and execute station promotions.

7. Coordinate with saies department in development
of commercial or sales promotions.

8. Select or supervise selection of music.

9. Interview, hire, and discharge air personnei.

10. Adjust format, (Major adjustments usvally
require concurrence of fop management. Major changes
in music, news, public affairs, and ‘‘other’” type
programing, must be cleared with FCC before execution).

11. Hold air staff meetings to inform announcers of
changes in program polky and procedures and of
significant shifts in FCC rules, regulations. policies, and
thinking. Must be continually aware of Commission in-
ferest in programing.

12. Moniters competitive stations, keeping attuned to
their formats, promotions, and perscnnel changes.

13. Supervise preparation and scheduling of public
service announcements (in the absence of a full-time
public service director).

14. Responsible for studio security, as well as the
security of station’s secret program material and policies.

15. Responsible for keeping a backlog of applicants for
department jobs.

16. Recommend or grant salary increases.

17. Have and maintain extensive knowledge of format
music.

Different formats will dictate different job descriptions
for program directors. The program director of a small
market station may also be a salesman, a disc jockey, or the
job may be combined with that of general manager. The PD of
a network station may be only an extension of the arm of the
general manager, with few or no executive functions. He may
be a detail man—assigned specific day-to-day tasks and, in
this case, would be required to get permission for any change
he might wish to make in the format.

The program director of a good music or classical music
station may have few executive qualities. His forte would be
his extensive knowledge of the format’s music. Management
might waive executive ability in order to find and employ a PD
with this knowledge. Obviously, there are more men and
women available in the Contemporary, Popular, and the
Country and Western fields than in the Good Music and Classic
fields.
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The Announcers

The outsider and broadcast neophyte often glamorize and
envy the lucky guy who works only a three-hour air shift. This
is seldom the case, even with the so-called ‘‘gods of the air.”
These are air personalities whose local fame is well
established and whose services have become so valuable to
the station that they can get away with murder. Even the
“gods’’ must spend endless hours preparing for a three-hour
air shift and often are required to pitch in and help with
production and station promotions. Most announcers are
employed on a 40-hour-per-week basis, éven though they may
do only 15 to 20 hours per week on the air. The balance of the
work week is devoted to handling off-air production or
promotional chores. Again, the size of the market and the
revenue of the station will generally dictate announcer duties.
The work schedule in Fig. 12 indicates one station’s use of
announcer time,

This, of course, is only one schedule. It is designed for a 24-
hour personality formula station that plays Contemporary,
Country and Western, Middle-of-the-Road, or any other
specific kind of music on a consistent basis. The daytime-only
station, broadcasting from, for example, 6:00 A.M. to 6:00
P.M., has fewer problems in establishing an announcer
schedule and can do it with far fewer people. The formula for a
daytime station schedule may appear:

6-9A.M. Johnson
9-12noon Smith
12-3P.M. Jones
3-6 P.M. Williams

Johnson and Smith may work six hours each on Saturday,
with Jones and Williams taking the two six-hour program
periods on Sunday. The remainder of their 40-hour week would
be absorbed by production and-or news duties. Management
may elect, on the daytime operation, to set up 4-hour air shifts
and use only three full-time announcers and two part-time
announcers. In very low budget daytime-only operations, the
manager and three salesmen can handle all air and production
chores. It is not uncommon in a small market to find such
situations, which may include one of the men’s wives working
as traffic manager, bookkeeper, receptionist, and program
director. A full-time engineer is not required on low power
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non-directional stations, and often management elects to keep
a competent engineer under contract to (1) do maintenance
and (2) inspect the transmitter five days per week. In cases
like this, however, it is essential that anyone doing air shows
has a third class ticket so that he may keep the operating log.
(See Operator Requirements, Ch. V.)

In other cases, air personalities may be employed under a
simple performance contract and have no duties other than
the air show. These individuals sell their services and nor-
mally are not affected by wage and hour laws. They earn from
the minimum hourly wage to $100,000 or more per year.

Off-air assignments may range from handling newsroom
shifts to writing commercial copy. Few stations can afford to
have announcers idle during their off-air hours, and most
announcers are loath to handle just an airshow. One of the
most important extra assignments that can be given an an-
nouncer is the job of music director. In many instances, the
program director himself handles this task. But in other cases,
the job is assigned to the announcer who appears to know most
about the station’s music.

The Music Director

The music director is responsible for the proper execution
of the station’s music policy. He makes daily and weekly
checks on the relative popularity of his format’s music, talks
with representatives from record distribution firms, publishes
the hit chart (if any), and generally makes sure his station is
programing the very newest in format music. Regardless of
whether the station programs Rhythm & Blues, Country and
Western, Contemporary, or Middle-of-the-Road, the principle
is the same. The music director may also be a full-time em-
ployee who does not carry an air show and has no other
responsibilities. He may share the job with another announcer
or with the program director. Whatever the arrangement, one
or more persons in a station having a format must have the
responsibility of keeping the station’s playlist up-to-date.

If a hit sheet is published, it usually is the responsibility of
the music director to make weekly changes. Hundreds of
thousands of records are sold weekly to the public on the
strength of stations’ Pop Charts. In a major market, when a
record reaches the top 10, sales may be astronomical. When a
record first hits the air, music directors pay close attention to
sales and elevate or lower the record’s position on the chart in
accordance with sales. Local record dealers usually are
anxious to cooperate with the music director and will give him
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weekly sales figures, hoping to get more air play for a par-
ticular record and thus increase sales. If a record is selling
well locally, and if the so-called national charts (Billboard,
The Gavin Report) also indicate increased sales, the record is
slipped ahead a notch or two on the Pop Chart. It may jump
one position per week for several weeks until it hits the top 5 or
10, or it may explode into popularity overnight and become,
number one in a matter of days. It is the essential job of the
music director to make sure his station is on top of the ebb and
flow of record sales and that only the best sellers are included
on the playlist.

There has been no study made on the question, but it is
reasonable to assume that most stations assign the announcer
with the greatest interest and knowledge in music to handle
the duties of the music director.

Typical dialogue between the Program Director and an
announcer being considered for Music Director:

PROGRAM Tom. I'm much too busy with programing details to

DIRECTOR: handle these record salesmen. | need some help, and |
think you've got the necessary background to be music
director. Weren’t you MD at your last station?

ANNOUNCER: No, | was assistant music director. | helped, but didn’t
make decisions. My recommendations were generally
followed, though.

PROGRAM Good. Now, you should read our music policy. That'll help

DIRECTOR: you understand the procedures we use here. What | want
is a guy who will work and not become overly impressed
with his title. First of all. make it known to record people
that you’ll see them on Wednesday afternoons only. You
can’t do the job with those guys bouncing in here at their
convenience. Find out what they’re selling, and quesfion
them on how specific records are doing in the area. Spend
the rest of the week doing your record store survey.
studying Billboard and the other surveys, getting the Top
40 sheet prepared, printed, and distributed, and preparing
the play-sheet for the announcers fo use.

ANNOUNCER: Noproblem. My experience has been that there is usually
some new music available to us every week. Do you want
me to use my own judgement as o when a new piece goes
on and when an old one has run ifs course?

PROGRAM Generally, yes. But for awhile, until we can get ourselves

on the same frequency. let’'s talk first about the changes
DIRECTOR: you want to make. | really have confidence in you, but |
want to see how you work before | give you 100 much rope.

ANNOUNCER: Fair enough. Now, about albums. We’re getting more and
more playable cuts on new albums, pieces that have never
been out on singles. In my opinion, we should pay careful
attention to these new albums., and maybe even publish
the Top 10 albums of the week.
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PROGRAM My thinking., exactly. And this is where the record
DIRECTOR: salesmen can be helpful. Question them if they don‘t
' volunteer the information. on which cuts are breaking

where. |’ve known of record companies to sell a ton of

singles on a particular piece after it had been out on

album.

ANNOUNCER: Right. There‘s no way to second-guess the public 100
percent of the time.

PROGRAM Another thing. Keep the record room locked. We have a
DIRECTOR: file of a million sellers that goes back ten years. It is
absolutely vital to this format that we maintain and
protect this file; we never loan records fo anyone; we do
not allow people to wander around the record room. And
on the discards, give them to the sales secretary. The
salesmen like to use them as giveaways to clients with
youngsters. Keep a close eye on the het albums we store in
there. Some of them are irreplaceable, like Bloodsione
lIl. Chicago, Sly and the Family Stone, and others like

that.

ANNOUNCER: Think | got the picture. | assume you’ll arrange with
engineering to get me a good turntable, amplifier, and
speaker system. I've always felt | needed top quality
equipment for auditioning records.

PROGRAM No problem. Now get to work.
DIRECTOR:

Production Director

Often, an announcer will be assigned the job of production
director in addition to his air shift. When available finances
permit, the production director may handle that job ex-
clusively. Regardless of whether it is a full-time or a part-time
assignment, the qualifications are about the same. In most
stations, the production director is primarily responsible for
the production of commercial matter (spots, spot an-
nouncements, commercials). He may also produce certain
program material that is not related to the commercial
requirement. This material would include station promotional
announcements, contest material, and PSAs.

The word production has many meanings, but in the
commercial radio business it generally means the writing and
recording of program or announcement matter.

In larger stations, the production director may be just
that; he may direct the activities of writers and sound
engineers. But in many cases, he is a working production
director whose duties include writing and sound engineering.
The production room itself may be as elaborate as the
station’s master control room, in terms of available equip-
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ment. In other cases, it may be as simple as an arrangement
of one recorder, one turntable, a microphone, a mixer (small
console), all situated in one room. As usual, the size and
productivity of the production room depend upon the licen-
see’s financial ability and the income of the station.

A fairly typical production set-up in medium-to-major
‘markets would include a combination writer-operations
director and a production director. The operations director
receives time orders, scheduling instructions, copy in-
structions, and completed production from national or full-
service agency accounts. Under supervision or instruction of
the operations director, the production engineer prepares tape
cartridges for delivery and use in the control room.

A production order is little more than one person’s in-
structions to another to perform a task in a certain way. Any
form, or no form, will do—so long as the communication is
completed. Fig. 13 is a sample production order.

PRODUCTION ORDER
Date

Account
O 60-sec [ 30-sec O other

No. cuts spots start __________ stop

Rotation sequence

Production inatructions

Signature

Fig. 13. Production Order.
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SALESMAN:

OPERATIONS
MGR:

SALESMAN:

OPERATIONS
MGR:

SALESMAN:

OPERATIONS
MGR:

SALESMAN:

{Two hours later)

OPERATIONS
MGR:

PRODUCTION
MGR:

OPERATIONS
MGR:

PRODUCTION
MGR:

OPERATIONS
MGR:

PRODUCTION
MGR:

Typical Production Problem:

Jim, I've just sold Main Street Ford a big schedule and |
need some good production.

Okay, what have you got?

Here are my copy notes. This weekend they’re offering
blg discounts on demonstrators. And the sales manager
wants to get away from straight-sell spots; he wants some
pretty dramatic production. Yeu know, with two or three
voices, some music, and maybe some sound effects.

Well, let’s see. Let's do an interview type spot. Four
different ones ought to do, wouldn’t you say?

Four will be enough. But what do you mean by interview
spots?

Well, I'lil write the dialogue, and we’ll dub in a light crowd
noise as though one of our announcers were in the display
room at Main Street Ford. The announcer will interview
one of the salesmen or the sales manager. Announcer No.
1 will ask questions, and Announcer No. 2 will give the
answers. In this way, we’ll get all points of the weekend
sale across to our listeners.

Sounds okay. The client wants to hear them, if you don’t
mind, when you finish.

Tom, here’s a production order and copy for Main Street
Ford. As you can see, we'll need two voices, some crowd
noise, and let’s use the open and close of the national Ford
|ingle to get into and out of the commercial.

Good Idea, Jim. That natienal jingle is good and is a real
attention-getter. I'll just use the first three seconds to
open, and the stinger to end if.

Fine. And get Williams and Perry to record the spots. |
think Williams will be best on interviewing. Let Perry
imitate the salesman at Main Sireet Ford.

No problem. They’re both on preduction duty from 1:00 to
3: 00 this afternoon.

Now, Tom, please notice that we want four different
commercials. Put all of them ¢n one cartridge because we
want even rotation on all of them. And when you've
finished, make a dub for the salesman. He wants to play
them for the client before they go on the air. We’ll need the
dub first thh?g tomorrow, and the schedule starts the next
day. If you have any questions, and they aren’t answered
on the production order, give me a call.

No problem.
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Once the copy has been produced, the production manager
will “‘cart’ the spots, give them a ‘‘rack number’ that has
been designated by the operations manager, and deliver them
to the control room.

Cartridge label:

Main S$t. Ford - 60-sec. - 4 cuts
May 12-16 118

Under the Operations Manager-Production Manager
system, the sale-to-control room sequence is:

Sale is made.

Copy and details to operations manager.

Operations prepares copy, provides ‘‘rack” number,
instructs production.

Operations enters ‘‘rack’ number on program log.

Production ‘‘carts’’ announcements, delivers carts to
control room.

This is a basic procedure and would vary according to the
desires and organizational abilities of the personnel involved.
The “‘rack’ in most station control rooms is a wire carrousel
or pigeonhole cabinet that is designed to contain standard size
cartridges. These, especially at heavily commercial stations,
are numbered so the announcer on duty can easily locate them

when a particular commercial comes up on the log. The
program log number entered by the operations manager
corresponds with the number he put on the cartridge label
when he delivered the copy and production order to the
production manager.

The production manager’s primary qualification is his
ability to handle the equipment (console, turntables, tape
machines), and he must have a talent for mixing the various
sounds required in the production of a commercial. It is
desirable, also, for the production manager to have an air
voice and equipment maintenance capability. The production
manager who can clean recording heads, repair turntable
motors, handle other minor repairs, and voice a spot can
obviously save the station time and money.
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The Music Library

In the early days of radio broadcasting, virtually every
station had a record library of unbelievable size. Almost every
record that came into the station received a file number and
was cross-indexed by title and by artist. When a station passed
from seller to buyer, the inventory inevitably included several
thousand dollars for the record library. And the station had
either a full-time record librarian, or the job was assigned to
someone in the program department as an extra duty. In those
days, particularly among the network affiliated stations,
every show was planned to each piece of music and virtually
each word that was spoken. The engineers often would get his
copy of a show script, go to the record library, and ask the
librarian to pull his music.

Even today, some stations cling to the practice of main-
taining huge music libraries. But most libraries contain only
hits of the past few years. To get into the modern station’s
library, a record must have made it big on the charts and must
have been purchased by at least a million fans. These are the
““goldie oldies’’ so often heard on Top 40 stations and hits of the
past heard on C&W formats. If a record doesn’t achieve hit
status, it goes into the station junk box and is either thrown
away or given away free to anyone wanting it. In those early
days, most stations purchased their music from record stores
or from the producer. Record manufacturers had not yet
learned that when a record got big play on a radio station,
sales zoomed.

Itisraretoday when even a slightly successful station has
to purchase music. Record manufacturers and distributors
literally flood Top 40, C&W, and ethnic stations with demon-
stration samples, not for sale. The problem is not in getting the
samples, but in deciding upon the one or two out of every
hundred received which will eventually grace a station turn-
table. And this decision-making is one of the primary duties of
the modern-day music director.

Specialty Personnel

In medium-to-major markets, many stations employ
specialty personnel such as talk show moderators and in-
vestigative reporters. In both cases, these people may or may
not have other duties, depending upon station revenue or
available capital.

The talk show moderator must be a well-informed, quick-
witted individual, who has a good sense of timing and fairness,
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ATTORNEY: Well, | never did get a clear answer. But | talked to a
young lawyer in the Secretary’s office, and he raised his
left eyebrow when | said you probably would not provide
the group with free time.

LICENSEE: Then what did you say?

ATTORNEY: Nothing. | smiled, thanked him, and told him we had
really just been kicking the thing around and that you
would probably run the rebuttal and would, in fact, supply
him with a copy of it.

LICENSEE: And what did he say then?

ATTORNEY: Nothing. He just smiled and said that would be nice. Now,
my advice to you is to run the rebuttal and forward
transcripts of the broadcast to me for the Commission’s
and my files.

Criteria of Evaluation

The licensee, then, is essentially a custodian of the
frequency on which he operates his transmitter and once
every three years the FCC takes a close look at his trusteeship.
Has the licensee surveyed the service area to identify com-
munity problems? Has he paid particular attention to the
needs, interests, and desires of minority groups in the area?
Has he operated the station as a public trust? During the last
year of a 3-year license period, the Commission issues a
composite week upon which performance judgments will be
made. A composite week is composed of a Monday in January,
a Tuesday in March, a Wednesday in November, etc., until a
seven-day week has been designated. The licensee, upon
receipt of the composite week dates, must collect the indicated
program logs for those dates and prepare an analysis of them.
When a license is sought, the licensee promises to broadcast a
certain number of hours and minutes of news, public affairs,
and other kinds of programing. The Commission issues the
license on the basis of the licensee’s proposed programing. At
renewal time, the Commission compares, through study of the
logs of the composite week, the station’s performance with its
promises or proposals. Suppose, for example, that in his last
application, the applicant proposed to broadcast:

News: 14 hours, 30 minutes

Public Affairs: 5 hours, 30 minutes

Other: 41 hours, 30 minutes
Then, after studying the program logs of the composite week,
the licensee discovers:
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and who is highly articulate. The talk show has become a
favorite vehicle for airing conflicting views on important and
unimportant public issues. The FCC has accepted such
programing as part of a station’s public affairs commitment,
and it is one of the few PA programs that actually builds a
station audience. Whether it is an audience builder or killer,
depends almost entirely upon the moderator. Untold different
situations develop during a talk show that demand of the
moderator fairness, acute perception, and vast knowledge of
current events. The following are a few problems that may
develop:

1. On a 90-minute show, virtually every caller is opposed to
making possession or use of marijuana a felony. The
moderator keeps the dialogue going smoothly and continually,
but without success, asks for opinions from the other side.
Solution: The moderator himself takes the view that the
possession or use of marijuana is sufficiently serious to be
considered a felony, or he talks in a telephone interview until
someone he knows supports this view.

2. A caller criticizes recent attacks in the newspaper on

the director of the local poverty program.
Solution: The moderator should realize that he is about to be
drawn into a discussion on a hot local issue. If he is prepared to
discuss details of the issue and elaborate upon statements
made by both parties, he should proceed. If he is not prepared,
he has the option of hoping spokesmen for both sides will enter
the discussion, or of cutting off all discussion on this particular
show, with the explanation that he will have spokesmen for
both sides in the studio on the next show for a full and fair
discussion of the issue. If he allows a one-sided discussion on
the show, the station likely will receive a demand for equal
time and will have to provide it. The demand legitimately
could be made under the Fairness Doctrine.

3. A caller refers to a certain public official as a dirty,

rotten fink who should be impeached.
Solution: The moderator should sharply reprimand the caller
and hang up on him, explaining to listeners that the station
doesn’t tolerate the use of such immoderate language. He
might add that if a caller wants to criticize anyone, his
remarks should be based upon known facts, and that he should
refer to a specific point of failure on the part of the public
official, and should express his opinion more graciously.

4. A caller uses a four-letter word that is considered vulgar
by the moderator.

Solution: The moderator hits the program cancellation button.
Most telephone talk programs are aired on a 7-second delay
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recording tape. This means the moderator has 7-seconds to
react when a caller uses vulgarity. The program is actually
recorded, on an endless tape cartridge with seven seconds of
tape on it, and rebroadcast in seven seconds after a word is
spoken. This is the only practical method of editing out the
dirty words that are bound to be used eventually by a caller.

5. A caller wants to ask personal questions about the

moderator, whom he says he has learned to hate.
Solution: So long as the questions relate to issues that are
under discussion or that have been discussed, the moderator
could legitimately discuss personal matters. These would
include, for example, the moderator’s experience or
background that might qualify him as an expert on a given
subject. Some callers have been known to call.-moderators a
dirty this-or-that (based upon religion, race, etc.), and the
moderators have been justified in dismissing the callers as
idiots or bigots.

6. A caller brings up a topic completely apart from the
issue under discussion.

Solution: Dismiss the caller with the explanation that the
subject is not relevant and may be discussed later.

7. A caller starts reading a long, dull, uninteresting article

that is not related to anything in particular and that the
moderator feels is killing his audience.
Solution: Interrupt the caller, if possible, and get him off the
line. Every show has its quota of regular *‘nut’’ callers, people
who are mentally or emotionally unbalanced. The moderator
either ‘“handles’ them or allows them to completely disrupt
the program. Some criticism will be generated when the
moderator is rude, but no one has yet found a polite way to get
such callers off the telephone. Some such callers are in-
telligent and articulate and must be heard; others simply
waste everyone’s time.

8. No calls are received when the show is on the air, and

the moderator is struggling to keep it alive with a monologue
on the issues of the day.
Solution: Have the engineer break the show with a com-
mercial or a PSA. The moderator then calls someone and has
them ‘‘hooked in”’ and ready to discuss a current event when
the break is concluded. This doesn’t happen often, particularly
in large markets, but the moderator should always have
someone on tap to help him stimulate discussion.

9. A caller demands answers which the moderator is
unable to provide about a particular issue.

Solution: The moderator admits his ignorance and asks for
help from listeners. If this fails, the moderator simply

181

www americanradiohistorv com


www.americanradiohistory.com

promises to get the answers and provide them on a later show.
In this case, he either researches the issue or arranges for an
expert to appear on a later show. This is a farily common and
generally effective method of getting to the heart of an issue.
For example, a caller complains that the local bus service is
inadequate and wants to know why. The moderator gets the
president or some other spokesman of the transit company on
the telephone or arranges for him to appear in the studio,
take calls, and defend his company’s position.

10. A caller wants to discuss in candid terms a subject that

the moderator may regard as taboo, such as sex, abortion,
premarital relations.
Solution: If enough listener pressure is applied, the moderator
must allow discussion on the subject, but he can do it on his
own terms by either getting experts on the telephone or in-
viting them to the studio. By bringing in ministers, physicians,
or other professionals, the moderator probably can keep
discussion on a taboo subject at tasteful yet informative
levels. Such subjects as marital sex usually may be discussed
openly and in detail if the moderator is able to develop the
theme along professional lines and can include doctors or
qualified marriage counselors.

Telephone talk shows, if well done, may be scheduled at
any hour without destroying station ratings. In most cases,
however, they are scheduled between 7:00 P.M. and midnight
because this is not regarded as prime time on radio. A bad or
unpopular talk show would do less damage here than to highly-
saleable day time periods. Logically, more persons are
available at night to make telephone calls and participate in
the show. In many cases, if a station’s nighttime audience is
behind competition, a well-done telephone talk program may
put the station in number one position. Some stations even use
the program in the prime morning drive slots to build
audiences.

In other cases, the program may originate on an AM
station and be broadcast later on a commonly owned FM
station, or vice versa. Still other operators broadcast such
programs simultaneously on AM and FM facilities. A
programer should know, however, that the FCC regards any
program that is broadcast both on an AM and FM station
within 24 hours of each other as a simulcast This policy was
established to prevent commonly owned AM and FM stations
from completely duplicating programing and therefore
retarding the development of FM stations. Without the rule, an
cperator might record the entire AM broadcast day and repeat
it the next day on his FM facility. The Commission requires
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that at least 50 percent of a dual operation’s FM programing in
cities of 100,000 or more originate with the FM station.

Investigative Reporting is a relatively new function in
commercial radio stations. It doubtless has been practiced for
years by some operators, but only in recent years has it
become widespread. The investigative reporter is qualified to
do original research and does not necessarily rely only on the
usual news sources. For example, a remark is made that
certain city council members have taken bribes from road
contractors. No confirmation of the rumor or report of any
official investigation can be obtained from detectives, the city
manager, or anyone else. The station’s investigative reporter,
then, might be assigned to check it out. He would proceed to
function as any other private investigator, though not with the
license given the ordinary ‘‘private eye.”

There is no law prohibiting the private citizen from in-
vestigating a rumor. But the libel and slander laws protect the
person or thing being investigated from false or malicious
attacks on the air and otherwise. The truth generally is a
defense against slander over the air, but stations that engage
in investigative reporting should maintain the legal services of
quality counsel and ample insurance against a slander suit.
(See Ch. V1.) The reporter checking out the bribery rumor
should thoroughly document every fact obtained, as to names,
places, and dates. If a city hall clerk has knowledge that wnll
help expose the accused, his statement should be made in the
presence of witnesses; and his signature should be witnessed
by a notary public. Stations throughout the country have
exposed corruption in government by these methods, but it
obviously is dangerous in that it subjects the licensee to
possible legal action or physical harm.

Other specialty personnel in the program department
may include part-time or full-time editorial writers, fashion
reporters, political analysts, and sports editors. The inclusion
of such personnel will be dictated by financial and format
considerations.

Other Program Staff Members

The job of continuity director may or may not be a full-
time staff position. It may be combined with the job of
operations manager, production manager, or engineer.
Qualifications include a good command of the language, a
spritely imagination, and willingness to work odd hours at
home and in the office. Some stations, particularly in markets
where local agencies are extremely active, pay scant at-
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tention to the position. In others, where most local business is
direct (no agency), the continuity director fills an important
slot.

Example:

SALESMAN: Marion, Big Town Furniture has an anniversary sale
coming up, and they want something special in the way of
copy and production. We've got two weeks to plan the
approach, but our getting the budget depends almost 100
percent on what you can dream up for the commercials.

CONTINUITY

DIRECTOR; Just give me the facts, Bill; I’ll plan some dazzlers that
might even get the budget increased.

. That’s what we like...confidence! But remember that the

SALESMAN: store is an old one, been here 50 years. You’ll have fo be
careful about using wild music and mod language. I'm
afraid the president will rule us out if we try that ap-
proach,

g?gg(l:#gg" Just give me the facts and I'll create something that’ll

reflect the store’s image and still sell some merchandise.

Radio stations have traditionally referred to traffic
clerks, copy writers, and production personnel as directors.
The title is probably inappropriate when the traffic manager
is the only person in traffic, and there is no one to manage or
direct. But the directional titles remain in station jargon and
are harmless.

The traffic director may be the most important post in the
program department. An ignorant or stupid traffic director
(or clerk) can create more problems with a single day’s log
than Washington attorneys can clean up in a year. The traffic
personnel must be thoroughly familiar with the FCC’s rules
and regulations on keeping program logs. Otherwise, serious
problems can develop.

Example:

MANAGER: Young lady, we’‘re in trouble. You apparently have had
your mind on something else lately, because a number of
logging errors have just been brought to my attention. If
you’ll have a seat, I’ll enumerate some of them.
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TRAFFIC
CLERK:

MANAGER:

TRAFFIC
CLERK:

Yes, sir.

First, you cost us $500 in cash last week when you failed to
log that Saturday and Sunday schedule for Big Town
Apartments. Second, you logged the Congressman’s
report as political when it should have been logged as
Public Affairs. Next, you left five PSAs off the air and
caused us to viclate our promise to the FCC. Fourth, you
scheduled 21 minutes of commercial time in the 7:00-8:00
segment. We promised the Commission that we never
would exceed 18 minutes in commercial matter, except
during political campaigns. Now we probably will have to
notif