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Join the Digital Revolution
Digilink by Arrakis is a
digital audio workstation
that does it all while
increasing your profits.
You can replace your
live on air cart machines
while adding CD or
satellite automation for
nights or weekends. You
can use just one
workstation or network as
many as 15 and send
your spots 8( schedules in
perfect digital between
your studios. Add a
Trak*Star eight track
digital audio editor for
under $ 5,500 and you
can quickly and easily
produce spots that
would have taken forever

or been impossible with
tape.
Digilink is also easy to
schedule. You can use
the standard Digilink
traffic 8( CD scheduling
system or import music

and traffic schedules from
all of the most popular
3rd party programs.
Features like
simultaneous Play,
Record, 8( Network
transfer; hard disk to hard

•Replace Cart machines Live On Air plus
add CD, Satellite, or Tape Automation
•On Air Base Price starts under < $8,000
•8 Track Editor base price starts < $5,500
•Use just ' 1' Workstation or Nelwork > 15

....•
Digil nk
by Arrakis

Circle 30 On Reader Service Card

disk & CD crossfade; cart
rotation; Autofill: Smartsqueeze; Macros; and
incredible ease of use
make Digilink perfect for
live 8( automation studios.
Call or write today for
more information on why
Digilink is # 1-with more
than 1000 workstations
sold worldwide from
Moscow, to Japan, to
Barbados, to your own
back yard.

Digilink is multilingual.
The screen shown above
is in Japanese.

Arrakis System Inc. --- 2619 Midpoint Drive, Fort Collins, CO. 80525 --- Voice 13031 224-2248. FAX 13031 493-1076,
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Market
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Just
what
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owners willing to pay
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annual revenue? RWM
provides answers in
snapshot of the L.A
radio market.
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The Los Angeles radio market is "rough, but not nasty rough.
We want to beat each other, not beat each other up."
—KIIS President/GM Marc Haye

See page 9.

STATION TO STATION
Greetings, and thanks for reading the premiere issue of The Radio World
Magazine, the newest member of Radio World's family of publications. If you only
know us as Radio World newspaper, what you hold in your hands now may surprise
you.
Unlike the newspaper, which has strong engineering and technology roots, The
Radio World Magazine is targeted to meet the needs of station owners and managers, and those that aspire to these levels. The magazine will offer in-depth, feature-oriented analysis of the range of topics important to radio's highest echelon.
But while the identity of this magazine will differ from the newspaper, and from
Radio World International, all RW publications build on acommon infrastructure
deeply entrenched in covering radio. We're now publishing three radio industry
publications atotal of 50 times ayear for over 54,000 radio professionals worldwide.
Radio is our business and our passion, just as it is yours.
Let us know what you think about The Radio World Magazine. Like all Radio
World publications, we want it to be alively forum written by and for radio professionals. We invite your participation.
Best regards,
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industry dynamic and aggressive.
offer awarm welcome to the inaugural
issue of The Radio World Magazine, a
While the product you are holding may be
sourcebook for radio station owners,
new, as many of you know, Radio World has
general managers, sales and promotions
been adominant player in the industry for
leaders and other key personnel. From the
nearly 18 years. Radio World newspaper was
gate, we will reach more than 12,000 like
founded by Stevan Dana in 1977, and now
yourself who thrive on the radio industry.
reaches more than 22,000 technical leaders.
Within these pages, we'll hit your desk
Radio World International newspaper,
with an insider's perspective on the issues
launched in 1990, now reaches 20,000 broadthat most affect your bottom line, from succasters in 210 nations. Ijoined the company
cessful techniques employed in stations like
in 1988, and have worked in various capaciyours to regulatory changes that mandate
ties for both publications, most recently as
action to new products and technology
managing editor of RWI. Ihave also worked
that will dramatically change the face of
in the daily operations of radio, as an on-air
our industry. Simply put, we will provide
personality at WKZZ-FM/WWOD-AM in
what you need to know to best focus your
Lynchburg, Va., my hometown.
budget dollars.
Now, Iam excited about our new mission
Our approach to the magazine centers
with The Radio World Magazine. Icall
on the fact that station leaders, in today's
upon you to let me know your thoughts
downsized broadcast environment, must
and needs as we grow together. Please call
understand all facets of the day-to-day
me at 703-998-7600; fax: 703-998-2966; or
operations of afacility. You will read
send correspondence to P.O. Box 1214.
about sales, operations, finance, programFalls Church, Va. 22041.
ming and syndication, promotions,
research and special events that influence radio. You'll also meet many of the
players and personalities that keep our
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01
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the unity 2000f the world's best sounding FM processor.
Better sound, more listeners. bigge- profits. That's what it's all about.

CUTTINGEDGE
2101 SUPERIOR AVENUE

CLEVELAND, OHIO 441)4 • TEL ( 2161 241-3343 • FAX: (
216) 241-4103
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America's Media Mecca Pays Big
For Radio's High Rollers

A

tfirst, it sounds like radio heaven. Los Angeles is the country's largest
market in terms of revenue—all you need is ahappy little niche to reap
princely profits from the $450 million ayear in ad income.
There is acaptive listener: consumers trapped in their cars for hours each day.
Plus, more than any other place in the world, radio forms abackdrop to life here
and holds its own in the multimedia onslaught of images, information and entertainment.
In reality, however, the market is as odd and unique as the latest silly California
trend, with nuances and idiosyncrasies that can nonetheless provide valuable
lessons for other media executives around the globe. For starters, it has virtually
no mainstream stations. For another, it remains the most competitiv - rket
around. The Southern California freeways are littered with the corp ' rliled
stations and feeble formats.
...

Get .our:Netvrci.rk.
pore Runnuin
•

With Us It's Easy and Affordable

W ith NPR Satellite Services,

you
don't have to worry about building an
uplink to get your network underway.
We not only provide dependable and
flexible satelliteispace segment, we'll
provide you with atransportable uplink
while you build your own. Or, if you
want to eliminate your start-up capital
costs, you can use one of our uplinks in
major markets across the United States
on afull-time basis.
Our C-band, Single Channel Per
Carrier ( SCPC) space on Galaxy IV,
known for its reliability, has the flexibility
to provide digital or analog audio, and
allows you to control your network
broadcasts from asingle location. And
now we can also provide ComStream
digital audio equip r tfor your radio

Call us to discuss putting
together a satellite services
package that works for you at
(202) 414-2626.

NPR

ATELLITE SERVICES®

635 Massachusetts Avenue, NW u Washington DC
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in general, with cooperation from all the stations, has been going on for more than half a
century. "There is an unusual cooperation
here," Mason said. "Since 1937, the stations
have banded together under SCBA to seek
markets both outside and inside of Southern
California." He admits, however, that "when
they leave the meetings they go after each
other like crazy."
Haye adds, "When it comes to creating a
positive atmosphere for advertising and a
professional image, we work very hard
together." Hence L.A.'s $450 million, compared with New York's $385 million in ad
revenues, even though the Big Apple has a
bigger population bite.
In spite of the radio
crowding, there is still
More than any other place
affluence: 18 stations here
gross $ 12 million or more,
in the world, radio forms a
and seven of America's
top- billing stations are
backdrop to life here and holds here. Eleven of the topbilling groups own one or
its own in the onslaught of
more outlets in the area,
according to the SCBA.

"It's the toughest market in the country,"
media consultant Jeff Pollack says. "With
almost 90 signals, if you don't have something very special to market, you will be perceived as non-essential, which is the nearest
thing to oblivion in radio." There are new
victims each year: KMET, the Edge, Mars,
Pirate Radio.
"You can't be abig player in the radio business without being in L.A.," says Norm
Pattiz, chairman of Westwood One.
"Everyone takes it very seriously and competes very, very hard."
"In Los Angeles, there can be five or more
stations with the same format, compared to

SOLD!
WBBW-AM/WBBG-FM,
Youngstown, Ohio, WFPGAM/FM and LMA partner
WKOE-FM, Atlantic City,
New Jersey from H&D
Broadcasting, Joel Hartstone
and Barry Dickstein,
Principals, to Connoisseur
Communications, Inc.,
Jeffrey D. Warshaw,
President, for $ 11,500,000.
Randall E. Jeffery
Broker

images, information

one or two in other markets," notes Gordon
Mason, president of the Southern California
Broadcasting Association. "Besides competition for listeners, stations tend to have more
sales people here than anywhere else, so
there is intense rivalry for ad dollars." The
number of sales people per station has doubled in the last 10 years.
We're talking crowded. There are four adult
contemporary stations, seven talk, six
jazz/pop standards, five urban contemporary,
10 Spanish, eight religious, four rock oldies,
three CHR, two country, two all-news, three
public radio and eight in other languages,
according to SCBA figures.
The gentlemanly side
Oddly enough, there is agentlemanly side
to the daily scuffles between stations. There
is very little negative campaigning against
each other, and at the end of the day, everyone shakes hands at the bank.
"This may be the most competitive radio
market in the country," says KIIS President
and General Manager Marc Haye, "but you
have GMs who realize that as abusiness, we
create more business. The more we blend our
resources, the more we can create revenues.
It's rough, but not nasty rough. We want to
beat each other, not beat each other up."
And therein lies one of the key secrets to
radio's success in L.A. Promoting local radio

Pricey place to play
Los Angeles can be a
pricey place to play, however. Stations looking for
any real dent in Arbitron ratings should be
prepared to spend $2million to $5million a
year in promotion, according to Haye. "That
would be aconservative range for marketing
and promotional budgets. And it certainly
wouldn't include something really expensive,
like aformat change."
L.A. stations spent about $ 19 million on
TV advertising alone, with $ 3.3 million
being the highest single expenditure ( though
the TV ads were afair deal; after all, television stations spent $ 25 million for radio ads).
After TV, radio spent the most on newspaper
and outdoor advertising in this city of billboards.
That promotional spending is over and
above the initial ante, the richest in the
land. Anyone who wants to buy an L.A. station better have deep pockets, as even nontop 10 stations can run in excess of $ 100
million. Oldies KRTH recently sold for $ 110
million, the highest ever paid for astation,
even though it ranked at number 10 in the
Spring 1994 Arbitron ratings. It is, however,
one of the most profitable stations in the
U.S.
Industry sources peg KRTH's cash flow at
about $ 11 million, meaning the acquisition
price was asimple 10 times cash flow.
Though that's steep, it's not outrageous. The
number of stations sold in the late 1980s
went in the $70 million to $80 million
September 1994

BRIAN E. COBB
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With the TS612 you can connect
6telephone lines with simple
expansion to 12 lines. Talk off-air
with acaller at the same time other
callers are on-air.
And don't worry about your
sonic quality It won't be compromised thanks to the two built-in
Superhybrids.

A telephone handset and
keyboard are built in so there's no
need for ascreener telephone in the
studio for of-air calls.
Acid tic to two or more control
surfaces to the same mainframe and
use the TS612 from two studios, plus
run ascreerer position in another
room.

M HARRIS
ALLIED
Circle 101 On Reader Service Card

Gentner designed the TS612
specifically to mak.e your :alk shows
easy. The broadcast pros at Harris
Allied make it easy to get yours. Call
toll- free.
It really doesn't get ary easier than
this.
1-800-622-0022

rAX 3'. 7-966-0623

range, but later purchases were made at bargain basement prices of $40 million-plus.
"Values were much higher in the late '80s,"
Pattiz says. "But they are starting to get back

pretty much finished in all the major markets, but L.A. proves you can do very well
with specific formats."
To get an idea how crazy thi, market is, thc

BIA Consulting
has appraised
the assets of

Emmis
Broadcasting
Corp.'s

recent
acquisition
of

up there, as you can see by KRTH." His own
station, Pirate Radio, sold for about $48 million.
Too expensive for duopolies
This explains why there are not avast number of duopolies in Los Angeles. It's just too
expensive, and as Haye points out, you can
influence small market advertisers if you
have four of the top five stations, but LA. is
just too big. It could cost aquarter of abillion dollars in acquisitions just to round up a
15 share in accumulated station ratings.
Nonetheless, there are afew deep-pocketed
players who are doubling up in the market.
Infinity now has KRTH and KROQ. ABC
owns three: KLOS, KABC and KMPC.
"There are more and more duopolies in Los
Angeles," Pattiz says. "You should own as
many as you can afford to own."
KRTH is agood example of how profitable
the niches can be when the pie is big
enough. "Everyone has gone to niche programming here," Pollack says. "There are literally no more mainstream formats left in
L.A. that are successful. It's all about niches
and how big your niche is. Mainstream is

top station is KLAX, with about a6share. It
plays ranchera and oompah music, amix of
traditional Mexican folk dance with influences of German polka music. There are
classic rock stations that specialize in playing
just acertain era, like ' 70s rock. There are
variations in soft rock stations so subtle that
the stations take out ads specifying they are
into Billy Joel but not Sting, or vice versa.
Haye says his station is the only top 40 left
in the market, and he is proud of it. "We
remain true to the top 40. Most station,
around the country have abandoned that
heritage, but we are fortunate because we are
successful with this mix."
Where the niches are
Another way to look at that is that top 40
itself has become aniche. That statement
would have caused peals of laughter at an
NAB meet just five years ago. But now, the
country's richest radio market can only support one top 40.
Conversely, the niches are becoming mainstream, according to Pattiz. "For instance,
alternative rock station KROQ was aniche,
and now they're very broad. They've
September 1994

WIBC(AM)
and
WKLR(FM)
Indianapolis,
Indiana

r:::)/ViL/77/V

BIA CONSULTING
PO. Box 17307
Washington, DC 20041
Phone: 703-818-2425
Fax: 703-803-3299
Thomas J. Buono, ASA Pres./CEO
William Redpath, CPA, ASA, VP
Peter Bowman, ASA VP
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A Competitive View of Los Angeles
Stations are ranked in order of Arbitron Spring 1994 12+
ratings. Information provided by BIA Publications.

Salim

Frequency

Format

1993
Revenue

Owner

(S hmillions)

KLAX-FM

97.9

bandero/Tejano

16.5

Spanish Broadcasting

.
kPWR-FM

1059

CHR/clance

20.0

Emmis Radio

KROQ-FM

106,7

new rock

18.0

Infinity Broadcasting

KOST-FM

103.5

soft AC

28,0

Cox Enterprises

CHR

n/a

Gannett

_AIS-AM/FM 1150/102.7
KR-AM

640

news/talk

17,0

Cox Enterprises

,
KLVE-FM

107.5

Spanish

15.0

Heftel Broadcasting

, : KKBT-FM

92.3

urban

17.5

Evergreen Media

'. ,,KABC-AM

790

news/talk

32.0

Capital Cities/ABC

i,KRTH-FM

101.1

oldies

25,0

Infinity

' '(CBS-FM

93.1

oldies

13.5

CBS

J-KBIG-FM

104.3

AC

22.0

Bonneville International

:C1A-FM

93.9

country

12,0

Shamrock Broadcasting

>KFWB-AM

980

news

21,5

Group WRadio

KLOS-FM

95.5

AOR

28.0

Capital Cities/ABC

KLSX-FM

97.1

classic rock

21.0

Greater Media

'KYSR-FM

98.7

Hot AC

15.0

Viacom

-AM

1070

news

22.0

CBS

Q-AM

1020: ,

Spanish

8.0

Hefei Broadcasting

new age

13.5

Group W

-FM

Q: WHAT'S ABIG BAND JUMP?
A-1

It's a two hour weekly barter BIG BAND SHOW heard on nearly 200 U.S. Stations, plus the Swiss Network and Canada.

Q: ANYBODY CARE?
A.-2

Millions of Listeners over NINE
Syndicated Years! Nice Listeners, too!

Q: WHAT DO IDO?
Ae, Phone 1-800-377-0022 for Audition
m .. and Pitch. (under 18 not admitted.)
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JUMP

got damn near a5share in amarket where
most companies are becoming satisfied if
they can get a2.5 share," he says. "The only
consistent thing about L.A. radio is change."
The stations with the closest approximation to mass appeal are the big rockers,
and they tend to rate around a4to 6share
and are defined by their morning personalities. "KLSZ is defined by Howard Stern,
we're defined by Rick Dees, KLOS has
Mark and Brian," Haye says, explaining
why such elephant bucks are offered to the
drive time stars. "At the background stations, music is much more of afactor. But
the high-profile personalities are crucial
for these stations."
"The morning drive is so critical here that
you have to have astrong morning show,"
Pollack says. "For instance, KIIS with Rick
Dees is doing well. The station is able to do a
nice job musically after 10 a.m. Dees is their
unique selling point that gives them identity
and success, even more so than the music
they play."
With all the cars ( 8.3 million autos for a
population of 9.5 million, traveling an average of 80 miles aday), AM remains strong.
"AM is avery valid format here," Haye says.
"A city as diverse as L.A. supports alot of
formats, including the news and talk stations
on AM."
AM alive and well
"AM is alive and well here," Mason concurs. "KABC is one of the biggest billing stations in the country with about $30 million a
year. Talk radio, with 18 to 20 commercials
per hour, has agreater billing potential than
an FM rock station where 10 is the maximum." He added that they would be opening
up the AM band past 1600 MHz in the next
few years.
"As long as it is unique and not duped on
FM, there is room for AM," Pollack says.
Another characteristic attribute in Los
Angeles is its ethnicity. "That allows for
lots of different types of radio stations that
can all focus on large population groups,"
Pattiz says. Obviously, Hispanic is very
viable and vibrant, but there are numerous
others.
Future prospects for the market are as
bright as the California sun. While it may
not please the motoring public, station owners will be glad to hear that one study said
the average speed on an L.A. freeway in 10
years would be 12 miles per hour. "That
means more time on the road," Pattiz says,
"and they won't be watching TV or reading
magazines."
(1
.D
Jeffrey Jolson-Colburn is the Los Angeles-based
music editor for The Hollywood Reporter.
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All the software you need for acomplete,
integrated, digital radio station:
•Programming
•Research
•
Traffic and Balling
•News
•Continuity
•
Production
•0n-Air Studio
All working together to give
you control, the fewest
mistakes, the greatest profit,
and the best possible sound.
All made and supported by RCS, for
fourteen years THE radio software
company.
•See RCS WORKS in action at
Radio ' 93, booth 656.
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TO THE POINT

What role do
promotions play
in your overall
business strategy?
Steve Jacobs, president
Par Broadcasting
general manager
KKLQ-FM 106.1, San Diego
format: CHR

Promotion plays an extremely significant role in our
overall operation. CHR requires high visibility and agreat
deal of face-to-face marketing. We devote about 9percent
of the budget to promotion.
We get our high-profile Jeff & Jerr morning team out in the
community on aregular basis. We did a "Melrose Place" party
at the end of the season and brought acouple of the actors
down from the show. We also have abumper sticker
promotion with McDonald's in the summertime, giving away
acouple of Jeep Wranglers. We send our man out to identify
cars, pull them over, give them $ 106 and enter them to win
the Jeep. We also do alot of personal appearances, but no
remotes per se. We also do alot of charity work in the
community using personalities.
Q-106 has five full-time people in the promotions department—they work for our three stations: KKLQ FM and AM
(simulcast) and KIOZ-FM (AOR). We also have five
part-time people who are on call.
As far as advertising, we do billboards year round—the
bigger, more spectacular boards on the freeways; and television usually during three separate promotions during the
year. Most of our television advertising is centered around our
morning show. Our strategy is that we will buy television
commercials during those particular shows that our
morning talent likes to talk about on the air.
Our goal is to be highly visible and active in the community.

Jennifer Grimm
general manager
WPOC-FM 93.1, Baltimore
format: country

Promotions are part of the personality of WPOC-FM. What
we do here is very lifestyle-oriented, and our promotions,
both on and off the air, reflect that. Overall, we spend 11
percent of our budget on promotion of the station.
We do about 90 remotes ayear and probably about the same
number of personal appearances. We're involved in all kinds
of community and regional concerts and events. We also host
"Private Performance" every fall, where we award tickets to
1,400 listeners, with artists like Kathy Mattea and Susie
Boggus. We've also taken listeners on a36-hour whirlwind
trip to Nashville. We find that people who don't
play enjoy playing along with these contests.
WPOC doesn't do many bar promotions, though there are a
couple of very nice nightclubs we are involved with—we really want to project more of afamily image, and there's the
issue of additional insurance when we're involved
in aremote where alcohol is served.
We have aterrific full-time promotions/marketing
director, Sheila Silverstein, who's involved in the strategic
planning of the radio station. She's definitely had an impact
on creating awareness and improving ratings. Sheila won
Billboard's promotion director of the year in 1991 and this
year is nominated again. She has afull-time assistant and an
active intern program, recruited from ads on
the air and through local colleges.
We're also involved in alot of television advertising.
Generally, it's in the spring, on whatever stations in the
market make sense—Ilet my agency make those calls.
One thing we're up against in the summer is Orioles
baseball on WBAL. Otherwise, WPOC-FM has been
number one with adults consistently over the
past two-and-a-half to three years.
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dig you in deeper.

orbon
H

A Harman International Company

1525 Alvarado St., San Leandro, CA 9457 USA

Phone 1.510 • 351•3500 Fax I* 5l0 * 351.0500.

C 1'194 AF.G Acoustics, Inc. Orban and OPTIMOD are registered trademarks of AKG Acoustics, Inc. All other tradem..rks are property of their respective conipanies.
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"30 years of splice blocks
and tangled tape drove us to
create VoxPro.
VoxPro ... just possibly
the sharpest razor
blade you'll ever see."

Charlie Brown
Morning Show Host,
KUBE-FM and KJR-FM
Seattle, Washington

VoxPro by Audion Laboratories is the first "digital
audio" product specifically designed to replace reelto-reel tape recorders that are used on the air. It
was created by amorning show veteran with more
than 30 years of on-air experience, and we guarantee it will make your radio show sound better. With
VoxPro you can record and edit phone bits, contests, actualities, sound effects, etc. on the fly with
speed and precision. It's so simple and easy to use, the average jock will pick it up in 30 minutes or
less. Looking to replace the reel-to-reel machine in your control room? ... VoxPro.
For more information or to arrange for apersonal demonstration, contact adigital
specialist at BSW today

EquOmeptSobilloos To Keep Ma tumbe, 0m'
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Phone 800 426 8434

I S I Pr!

W IPRI.1111 IDA

7012 27th Street West Tacoma, WA 98466
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DUOPOLY

Walk Through Before You Run with It
by

S

hopping the duopoly marketplace, in
many ways, is like buying ahouse.
Much more than aplace to hang your
hat during the day, the building and contents
of abroadcast facility can facilitate the success of your station and its perception among
your listeners.
Just as most prospective homebuyers
include an inspection by alicensed professional, brokers recommend that radio station
purchase agreements contain an inspection
clause in the contract. Being remiss of this
vital step is sort of like buying aused car
without having amechanic check under the
hood. The extra step could save thousands of
dollars in the long run.
"Plain and simple, responsible buyers do
walk throughs. Even though we want to
have faith in who we're buying from, they're
not all smart or responsible," advises Randall
Jeffrey, an associate with broker Media
Venture Partners.
Traditionally, such an inspection takes
place after the agreement is signed but well
before closing. Some stations have their corporate engineer tackle the job, but it is often
best handled by someone who has no sentiment tied up in either party.
Typically, such an inspection costs between
$1,200 and $, 1500 and can take two days—a
day at the transmitter site and aday at the
studios. Most inspectors have adefined procedure; some even use cameras or camcorders to assist. Often, the inspector will
require an engineer connected with the selling station to be on hand to answer questions, provide information and serve as a
guide where needed.
Most consultants start inspections at the
transmitter site, since this typically gets the
least amount of maintenance time, due to its
location in off-site, often-remote locations.
The importance of this process cannot be
overestimated: " In my experience," says
Robert Wotiz, vice president of engineering
for Pyramid Broadcasting, "if the transmitter
site passes muster, then the studios will, too.
However, the reverse is frequently not so."
The process usually begins by visually inspecting the tower(s), antennas and transmission
lines mounted to the tower. Often, acopy of
the latest tower inspection report is requested.
Among anumber of inspection engineers
who regularly perform such tasks, the top 10

Dana

Puopolo

checkpoints were prioritized as follows:
1. Is the station operating according to FCC
and FAA requirements?
2. Age and condition of towers, including

paint, lighting, guy wires, tower anchors and
ground system.
3. Transmitting equipment cleanliness, age
and condition.

sYour News Feed
Eating Away
Your Profits?
United Press International's radio network is
substantially less expensive
than your current news feed!
How?

For starters, UPI has no required packages. You pay for only

the programming you need. With UPI you're never charged for
special events coverage. And, UPI has no multi-year contracts.
UNITED PRESS INTERNATIONAL

UPI offers news 24 hours aday, sports 16
times aday, and business all day long,
including morning reports live from
London, all without network commercials.
We also have the industry's widest variety
of one-minute features that are topical,
timely and keep listeners interested.

Call now to find out
how much you can save
by gaining the UPI advantage.

(800)
503-9993
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4. Condition of transmission lines and FM
antennas, if applicable.
5. Shape of building, including items such as
plumbing, electrical, heating, roof and paint.
6. General condition of building and
grounds.
7. Type, age and condition of audio processing used at the transmitter.
8. Age and condition of any vehicles or
other buildings on the site, such as tower
base buildings, garages, etc.
9. Age, maintenance and condition of emergency generator, if applicable.
10. Condition and installation quality of
audio and control wiring.
Consultants usually have some form of
checklist they bring with them to help with
the transmitter inspection. Most also have
forms to conduct arough inventory of
equipment worth more than $ 500 at the
transmitter.
Next, the station's studios are given the
treatment, including on-air, production and
news facilities.
Inspectors cited the following as their top
10 studio priorities:
1. Does the station sound loud and clear, or
is it muddy and soft?
2. Age and condition of the board and other

equipment used in the air studio.
3. Type, amount and condition of equipment in the production studio.
4. Amount, age and condition of test equipment at studio location.
5. Condition and amount of remote equipment.
6. General condition of studio location,
including building and grounds, if applicable.
7. Neatness of audio and control wiring at
studio location.
8. Age, mileage and general condition of any
engineering or remote vehicles at the studio.
9. Amount, age and condition of computers
at the studio.
10. Quality of non-technical engineering
work, such as: maintenance of operating
logs, operator licenses, Emergency Broadcast
System ( EBS) tests, etc.
In addition, consulting engineers usually
take arough inventory of studio equipment,
which they will provide along with the
checklist.
In most cases, the inspector provides to
the prospective buyer a report that
details the type, quantity and condition
of equipment and, if the buyer requests
it, suggested improvements to equipment
and signal.

This report is used by the buyer as leverage
with the seller to get problems fixed, determine additional equipment needs, spot
future opportunities, etc.
There are important reasons to get inspec-

A station
inspection could
save thousands

111111111

tors involved early on in the process of buying any station, but in any case, it is an
essential step in the imminent purchase of
any property.
"I've never heard of engineering problems
nixing adeal," says Dick Blackburn Sr. of
broker Blackburn and Co., "but they've
delayed afew closings. The buyer and seller
both want the deal to happen, and usually
they're able to work through any problems
that surface."

o

Dana Puopolo is president of Puopolo
Consulting in Rehoboth, Mass., and owner of
KYBD-FM in Garden City, Kan.
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AXS Ax'-sess)... Jocks Love It!
AXS is an entirely new approach to digital audio controllers.

It starts with superb audio using the premium quality aptXTM system. AXS is easy to learn, easy to use, and powerful
beyond words.
AXS is amodular design that begins as asimple cart replacement and grows to any combination of CD, hard disk, satellite or specialty programming with ease.
AXS has all the sophisticated feature options including
device independent multi-channel background audio record
and replay. Macro programming makes tough to run event
sequences easy. Software drives apowerful programmable
real time IOMAP.
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AXS
The Management
800-334-7823 817-625-9761
FAX 817-624-9741
P.O. Box 1-36457 Fort Worth, TX 76136
1700+ Stations • Our 14th Year
See Us At VVME Booth 1715 & 1716
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Jocks love AXS: Afast 99 page, 28 button Jock F/X panel that
can be time linked and remote wired is standard.
Use asoftware driven four-channel stereo audio switcher
with on-screen control or the powerful eight-channel dualbuss routing switcher. or include both if you wish. AXS is
controlled through atrackball, touchscreen, keyboard, buttonbox, telco or remote modem.
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PROGRAMMING PROFILES

WMMR Banks on
Philadelphia Tradition
by

Marjory

Roberts

Gray

Philadelphia AOR FM Has Ranked in
Top Five for More Than aDecade

I

fcream cheese and cheese steaks are
any indication, winning Philadelphia's
heart points to abright future.
In that tradition, WMMR-FM, 93.3, can
count itself abig cheese; the station has
ranked in the top five in the Philadelphia
market for more than adecade.
The AOR outlet has maintained the
number one spot in the 18-34 and 25-54
age groups for the majority of that time.
WMMR earned a6.6 share in the spring
Arbitron ratings book and the number two
spot overall, second only to its sister station, KYW ( 1060 AM/news). Both are
owned by Group W.
Undoubtedly, WMMR owes part of its
healthy standing today to its on- air
longevity in Philadelphia, spanning more
than ageneration. Along with its sizeable
share of the 18- plus audience, WMMR
celebrated its 25th anniversary last year.
"If Isay soup, you think Campbell's, and
if Isay film, you think Kodak," says Ed
Shane of Shane Media Services in
Houston. " If I say rock'n'roll in
Philadelphia, you think 'MMR."
While the station remains highly visible
in Philadelphia's rock scene, it continues
to target the tastes of its original listeners.
"We keep building arelationship with
those listeners," says Joe Bonadonna,
WMMR's program director and afternoon
jock. Bonadonna has a 17- year history
with WMMR, initially working as ajock
and then moving into directing the station's musical style and format.
"This is an adult rock and roll station
that is aimed at the audience it's been
aimed at all along," Bonadonna says. "We
play the music they want and expect from
us, both contemporary and older material."
That strategy, adds Shane, involves
WMMR's persistent and successful efforts

to stay in tune not only with its audience
but with the direction of the rock music
industry as well.
Bonadonna and the other on-air personalities promote the station's image of stability, says General Manager Chuck Fee,
and in turn, bolster its ratings. Fee, who
came on board nine years ago as general

"They're people who love to work at the
station and who work together as ateam,"
Fee notes. "Everyone here feels that we're
the Philadelphia radio station, which
keeps us at the top of the heap."
Bonadonna agrees and points out that it
takes aveteran air staff to build asolid
relationship with listeners. That staff
includes Pierre Robert and newsman Earle
Bailey in morning drive, followed by
Bubba John Stevens in middays and
Bonadonna in afternoons. Matt Cord covers the evening shift, Lyn Kratz is on
nights and Chip Horeneck handles

WMMR-FM
Weekday Morning Drive-41:42 minutes of musi
Sparks Will Fly

Rolling Ston z

Golden Years

David Bowl

Tomorrow's Girls

Donald Fage

Tequila Sunrise

Eagles
Gin Blossoms

lison Road
Wish You Were

Pink Floyd
Counting Crows

Mr. Jones

Elton John

Levon
Crazy Little Thin • Called Love

Queen
• —•

sales manager, also worked on two other
occasions for WMMR during the 1970s.
Many of WMMR's high-profile jocks have
been with the station for more than a
decade.

overnights.
Another vital piece of WMMR's success
story is its tremendous promotion and marketing efforts. "They've maintained their
presence as the promotional and
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marketing giant in Philadelphia," says Ted
Bolton of Bolton Research Corp., a
Philadelphia- based marketing and
research company that has worked
with WMMR for 10 years.
"At the same time,
they've been innovative in the way
in which they
market and promote."
"At WMMR, it's a
matter of course to have
promotions of some kind 52 weeks ayear,"
Fee says. "A day doesn't go by when we don't
touch our listeners." Events range from more

standard rock concert promotions to a
unique singles trip on Valentine's
Day to Jamaica. With
the leading edge of
WMMR's babyboomer audience
soon
heading into
its 50s, other
promotional
events target families. And it is the
rare Philadelphia sporting event
that takes place without an 'MMR banner as
abackdrop.
WMMR's clear popularity with the adult

market in Philadelphia keeps the station
comfortably ahead of classic rock competitor WYSP-FM, 94.1. That's anotable feat
with Howard Stem at the helm of WYSP's
morning drive. Though the station ranks
one slot in front of WMMR in mornings,
WYSP falls well below WMMR in all

,c4

For the world's strongest
AM transmitters,
look to Nautel
Nautel AM transmitters keep you
on the air with an unmatched
combination of value, performance and reliability
Low cost of ownership _

with typical

efficiency ratings up to 80 percent, a
totally solid state Nautel transmitter pays
for itself in tube replacement and utility
Superior audio transparency _

Nautel

AM transmitters utilize inherently linear
digital Pulse Duration Modulation for the
cleanest sound you can broadcast. Audio
is ruler-flat throughout the range and
distortion is typically less than 0.5%
Field-proven reliability _

Nautel

transmitters give you multiple protection
systems for both power line and lighting
transients, VSWR protection, soft failure
design, reserve cooling and safe on-air
servicing

We keep
building a
relationship with
listeners. We play the
music they want
and expect from
us, both
contemporary
and older. 55
1111111.11111L1D

Totally solid state AMPFET ND 10 10kW AM

Removable AM Power Module

Make a strong transmitter choice. Call us today for all the facts
on our totally solid state AM and FM transmitters.
Nautel
Nautel Maine Inc.

nautei

(Nautel Electronic Laboratories Limited)

201 Target Industrial Circle

RJR. # 1, Tantallon, Halifax County,

Bangor, Maine 04401 USA

Nova Scotia, Canada BOJ 3J0

Phone: (902) 823-2233

Fax: (902) 823-3183
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other dayparts.
"Stern is on arock radio station, and
everyone including ourselves were quick
early on to draw comparisons between the
stations," Fee says. "But it's not acompetitive format with what we do. We're proud
of the fact that we sustain such high ratings
in the morning—and then just explode as
soon as Stern goes off the air."
Marjory Roberts Gray is aPhiladelphiabased free-lance journalist whose credits
include U.S. News & World Report and
Psychology Today.

Go First Class
to Europe
Take your listeners on aweekly, two-hour journey through Europe via
THE EUROPEAN HIT SURVEY hosted by Bobby Sicilia. This musical
extravaganza, designed in amagazine format brings you aweekly profile
of the latest Pan-European hits. It is also loaded with updates on
current music trends in Europe, interviews with today's hot artists,
entertaining industry news, and information about European lifestyles.
Your listeners will appreciate this exclusive program because it is
"First Class" all the way.

The
Hit Survey
Hosted by Bobby Sicilia

Don't keep your listeners waiting! For more details call Sound & Stations USA at 214-444-2525.
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REGULATORY

EEO
OOOOOOOOOOOOO

Three Letters Meant to
Protect Spell Out Dread
for Many Stations
•

•

•

•

•

•

by

O

ver the last 20 years, the FCC's regulation of the broadcast industry
has undergone dramatic changes.
But one area of regulation that has
remained in place—largely unaffected by
changes in political administration or regulatory philosophy—is EEO, equal employ-

How Much for What?
The following misconduct will warrant a $ 12,500 base forfeiture,
accompanied by reporting conditions, according to the FCC:
Failure to recruit so as to attract
adequate pool of minority/female
applicants or hires for at least 66
percent of all vacancies during the
license term being reviewed.
Evidence of this violation will
include either inadequate record
keeping and/or inadequate selfassessment throughout the license
term.
What is an "adequate pool?" The
commission does not say.
Note also that the violation looks
to the size of the "pool" you manage
to attract, not the recruitment
efforts you made to attract it. Thus,
you could conceivably be fined even
if you go to extraordinary lengths to
recruit minorities but are unsuccessful in attracting suitable candidates.
Note also that you can get fined
even if your actual minority hiring
"represents 100 percent of the
minority profile of the relevant labor
force," both overall and in your
upper-four job categories. In such a
case, though, the FCC would consider a50 percent reduction in the
base forfeiture and, possibly, removal
of any short-term renewal threat.
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ment opportunity.
The reason EEO regulation has such staying power presumably has to do with the
political attractiveness of espousing something with the unassailable title of "equal
opportunity." Make no mistake, though:
The mere avoidance of discrimination in
hiring is not just what EEO is all about;
nor, for that matter, is it even an issue of
simple equal opportunity.
Rather, the FCC's goal is to make the
broadcast workplace " look more like the
American work force as awhole," according
to Reed Hundt in arecent speech before
the National Urban League. Accordingly,
broadcasters are under increasing scrutiny
to affirmatively recruit and hire female and
minority persons. Underscoring that
accountability is the unmistakable threat of
substantial fines or worse for failure to comply. Already, the FCC has issued some
$835,000 in EEO-related fines.
The importance of understanding and
complying with EEO obligations cannot be
overstated. If you have not yet focused on
EEO in your own operation, you would be
well-advised to assign it top priority.
Two basic components
There are two basic components to the
FCC's current EEO regulation. First,
licensees must take steps to assure that an
"adequate pool of minority/female applicants or hires" is available for at least 66
percent of all vacancies at the station,
according to commission rules.
Second, licensees must be able to document that they satisfied this requirement
through appropriate records, according to
the commission. Inadequate record keeping
will be deemed evidence of failure to meet
the substantive standard.
The base forfeiture for afirst-time EEO
violation is $ 12,500, and/or you can be
subject to "reporting conditions," which
requires the filing of detailed reports con-
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cerning your hiring and promotion practices. The fine amount can be upwardly
adjusted, based on factors such as: including adetermination that alarge number of
hiring opportunities "did not translate into
an adequate pool of minority/female" job
applicants or hires; or adetermination that
a "large pool of minorities/women" in the
labor force similarly "did not translate" into
applicants or hires. If you find yourself subject to two such upward adjustments, the
penalty is increased to include short-term
renewal.
There also is akind of "four strikes, you're
out" provision, which states that if you get
hit first with reporting conditions, and you
are subsequently found in violation of the
EEO rules again, you will get more reporting conditions plus abase forfeiture plus a
90 percent upward adjustment plus, possibly, ashort-term renewal. Phew!
If, after that, you get hit with still another
violation, you get all of the above, and definitely ashort-term renewal. And if it happens yet again after ashort-term renewal,
your next renewal will be designated for a
hearing, and the possible forfeiture will run
up to $ 250,000.
Ideally, this gets your serious attention, as
well it should.
May not be valid
Despite all of this, however, it's possible
that the commission's EEO forfeiture
schedule, as it now stands, may not be
valid. In July, afederal appeals court in
Washington set aside an earlier forfeiture
schedule ( relating to non-EEO violations)
because, in adopting it, the FCC did not
utilize the correct rule-making procedures.
Since the EEO forfeiture schedule was
adopted using the same short-cut, non-rule
making approach, it is, presumably, equally
invalid. Thus, the FCC may not be able to
apply the forfeiture schedule for the time
being ( although it bears emphasizing: ii>›

THE SIMPLE SOLUTION TO
THE TALK RADIO DILEMMA
Gentner TS612 DCT

MULTI- LINE TELEPHONE
SYSTEMS
Fast-paced broadcast telephone use, whether it be for contests,
talk shows, Business TV, or audience interaction with your
morning team, needs equipment that is both reliable and
intuitive to operate. Gentner's new TS612 DCT provides the
flexibility you need now, with expandability to handle your
future requirements.

• Expandable control surfaces. You can add up to two more
control surfaces to the same mainframe. This gives you the
ability to use the system from two studios, plus run a
screener position in another room.

The TS612 DCT offers these outstanding features and
benefits:

• A NEXT feature that selects the call that has been waiting
the longest. If another control surface is providing call
screening, the NEXT button will select only screened calls.

Connection for 6telephone lines, with simple expansion
to 12 lines.
The ability to talk off-air with acaller at the same time
other callers are on-air, from the same control surface.
Space efficient. You don't need a " screener telephone" in
the studio for off-air calls, taking up precious space, because
atelephone handset and keypad are built in to the control
surface. You can use your TS612 DCT for on-air or off-air
calls.
Control via RS232/422, providing direct connection to a
PC or digital storage system.

• Two built-in digital telephone Superhybrids. We don't
compromise your sonic quality to give you good value in a
telephone system — you get the best hybrids available.

• A REC (
record control) button for simple recording of
calls. When this button is pressed, your tape recorder will
be triggered and both sides of the call will be sent to the
recorder.
• A MUTE function that cuts off caller audio to the console.
• Two AUX (Auxiliary) buttons for controlling external
equipment such as adelay dump.
With the TS612 DCT, you get advanced operational features,
with superb sound. Plus, with the system's DCT functions,
you have connectivity with other equipment as never before.

Please call today for brochure and ABC pricing.

AUDIO

broadcast group inc.

MAIN SALES OFFICE
2342 S. Division Avenue
Grand Rapids, Michigan 49507
Phone: 800-999-9281
Fax: 616-452-1652

AUDIO

broadcast group inc.

SOUTHEASTERN SALES OFFICE
200 Drive, Suite 2
Smithfield, North Carolina 27577
Phone: 800-369-7623
Fax: 919-934-8120
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WESTERN SALES OFFICE
P.O. Box 1638
Palmdale, California 93550

Phone: 800-858-9008
Fax: 805-273-3321

• • • • Products & Services • • • •
GET THE BEST MUSIC,THE BEST
QUALITY,THE BEST PRICE !

GUARANTEED NEW BILLING
OR YOUR MONEY BACK!

WEVE GOT
Ill
The Stonick Recrultntent Advertng
Program GUARANTEES your station will put

IT ALL

on new billing via " recruitment advertising"
or you will get a direct portion of your fee
refunded to you. How many other sales
trainers guarantee their work?

ALL ready to make your format ,
5122Pc§

III
There are no gimmicks. Stonick
Recruitment has been helping stations just

this summer! ALL in stock...
ALL at terrific prices!
To Get It ALL on

CD Just

like yours for 5 years. This program is best
designed for stations in the top 1.00 markets. For more information on how this pro-

Call Our Name!

1 - 8 00-HALLAND

gram can help your station in 1995, please
call Chris Stonick at 305-680-6322.
• Only 20 markets are accepted annually
on a market exclusive basis. Stonick

NALLAND BROADCAST SERVICES INC.

MID

Recruitment Incorporated... the affordable
sales training program.

SEE US AT WME BOOTH # 1828

STONICK RECRUITMENT INC.

Halland Broadcast Services, Inc.
1289 E. Alosta Avenue • Glendora, CA 91 740

305-680-6322

tel: ( 818) 963-6300 • fax: ( 818) 963-2070
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AUTOMATED FM
ANTENNA PATTERN
MEASUREMENTS

Has Your Automation Sailed
...Without Your Weather?
Your Ship Has
Just Come In!
Weatheradio
proudly introduces
the digital
Weatherman
system!

Using the Dept. of Defense Global Positioning
System (GPS), and our hi-tech airplane, let us
show you the signal your station is really
transmitting. We measure each and every
degree of both the horizontal
and vertical patterns. Your signal
is your most important asset!
Don't guess. Be sure you're getting the maximum possible coverage. Call us today for abrochure or
confidential consultation.
STEPHENS COMMUNICATIONS INC.
Little Rock, AR. • ( 501) 821-5756
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Face it. An automation system
isn't very automated when someone has to manually track and
record constantly changing
weather. Now, listeners can hear
up-to-the-minute weather information in high-fidelity with no
staff intervention what- so- ever.
Our solution? The Digital
Weatherman! Call us for airchecks, systems specifications,
and pricing plans, plus a free
copy of the article " Florida
Weather Goes Digital" describing
the evolution of one station's system. Don't get left standing on the
dock.., call us today!

Save Time & Money! - 10 minutes
to record 4wxcasts aday costs up
to 40 hrs or $300/month Improve
Air Sound - Eliminate " phone
audio" Give Listeners Current
Conditions, Forecasts, & Bulletins
Anytime - Our automation systems
function completely unattended
Create New Revenue Source Weatheradio reports make great
programs to package to sponsors.
Automated bulletins can be sold
easily, tool Eliminate Training Forecasts and bulletins air automatically, or at the press of one
button so your staff doesn't need
to be trained to handle weather.

l's .
wecilkeracho.
Tom Churchil
,0
Box 1400•D„n: ,

5747-2062

DIAL 1-800-RATINGS

Press Extension 100

1- 800- RATINGS
for Affiliate Relations

READER SERVICE 3

this has not yet been held by any court).
Still, that provides, at most, only atemporary reprieve. The FCC can and probably
will correct any procedural defects, and you
can probably count on seeing the forfeiture
scheme adopted in some more appeal-proof
form sooner or later.
Until that happens, the commission will
continue to expect its licensees to affirmatively recruit and hire minorities and
females. And the commission can, in the

tis a

meantime, probably still issue fines and
other penalties on an ad hoc basis.
The bottom line: To stay out of trouble,
develop an effective EEO policy, implement it diligently and keep impeccable
records.
We will focus on those herculean tasks in
future months.
Harry Cole is apartner in the Washingtonbased law firm of Bechtel & Cole, Chartered.

mority?"

is "is .not acompletely frivolous question. Consider these definitions of racial
bris, taken verbatim from the instructions to the FCC's 1994 Annual
kJyttient Report:
not of Hispanic Origin—aperson having origins in any of the original peo'Europe, North Africa, or the Middle East.
,
7

.

ribt of Hispanic Origin—A person having origins in any of the black racial
-Africa.
it-LA person of Mexican, Puerto Rican, Cuban, Central or South America
hCulture or origin, regardless of race.

CLOSED!
KYCY(FM) (
previously
KYA(FM)), San Francisco,
California, from First
Broadcasting Company,
Ron Unkefer, President, to
Alliance Broadcasting,
John P. Hayes, Jr., President
and Chief Executive Officer
for $ 18,000,000.
Elliot B. Evers initiated this
transaction and represented
Alliance in the negotiations.

Islander—A person having origins in any of the original peoples
zi East, Southeast Asia, the Indian Subcontinent or the Pacific Islands.
udes, for example, China, Japan, Korea, the Philippine Islands and
BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

Indian or Alaskan Native—A person having origins in any of the origiof North America, and who maintain cultural identification through
or community recognition.

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ritisider these observations:
kiefinition of "White, not of Hispanic Origin" includes people from Africa
t= North Africa, however that might be defined) and from Spain ( since
,Europe),
without regard to race.
,
iiion of "Hispanic" appears to include some persons of Portuguese descent
erne
.
' South American cultures are plainly of Portuguese descent). But at least
case holds that Portuguese persons are not to be deemed "Hispanic."
term Asian is somewhat misleading, since it does not include all of Asia.
from the "Middle East" ( in Asia) are supposedly "White, not of Hispanic

ELLIOT B. EVERS
415-391-4877
GEORGE I. OTWELL
513-769-4477
RADIO and TELEVISION
BROKERAGE • APPRAISALS

any of the other classifications, persons claiming to be "American Indian

an Native," in addition to qualifying on the basis of genetic background,

through the additional hoop of maintaining some ( unclear how much)
Itlintification." Why? (Or, conversely, why does no other group have to
same showing?) And does an employer seeking to take credit for hiring
mn have to confirm independently the maintenance of that cultural
non?

inmission has not defined the crucial term, "having origins." How far back
-_
ve to go, or will you be permitted to go, to determine whether you "have
one place or another? Also, how much of your "origins" must be trace.that place? Is it enough to show just one distant ancestor, or is there some
level of ancestral connection necessary?
.gincl why) has the FCC drawn geographical lines between, say, "Africa" and
',Africa," or " Asia" and "the Middle East" and "the Indian Subcontinent?"
erè empirical and/or anthropological and/or any other data that justify
inctions for purposes of broadcast employment?

MEDIA VENTURE
PARTNERS
WASHINGTON, DC
ORLANDO • CINCINNATI
SAN FRANCISCO
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ON THE SPOT

Don't Let Talent and
Technique Outshine
The Client in Radio Ads
• • • • • • • • • • • • • • • • • • • •

by

Thoma s Di

T

he commercial was as creative as
they get—agreat big idea, with a
great big voice, delivered in agreat
big way and with the promise of agreat big
payoff.

Noto

But ultimately, the spot failed. And the
advertiser gave up on radio as amedium.
It's asad scenario, but one that's played out
at local radio stations across the country far
too often.

imp .
0=Won Servicese
•
DUMP THE FILE CARDS!

e

e

427 SOUND EFFECTS
$89.00
For a5-CD set with a30-day
money-back guarantee.

Music Scheduling Software

Hot Mix
Ed9 ,to(ce Pull-Down Menus
$295

e

Buy- Out

MusicPro

like an extra $ 10 off if you mention this ad'

Interfaces To Digital Automation

Send $ 79 to Ghostwriters
2412 Unity Ave. N., Dept. RW
Minneapolis, MN 55422

$495 Buy-Out
Music Logs/Programming
Quail/T A/ .10rdabie

La Palma Broadcasting
714-778-6382

For credit card orders call

(612) 522-6256
Circle 119 On Reader Service Card

Doing business

Could it be that the spot had the wrong
star—not the wrong voice, but the wrong
star? Could it be that the spot was so big it
overshadowed the product or service it was
trying to sell?
In any effective radio commercial, the
advertiser must be the star, not the commercial itself. As the star, the advertiser
has to get actively involved. That doesn't
mean aclient must act as his or her own
voiceover talent or jingle writer or producer. But it does mean that he or she has to
be actively involved in defining the targeted goals and objectives of the spot and in
the subsequent logical extension of those
goals and objectives: the creative concept.
But first, some questions need answers.
What is the unique selling proposition?
What is the main reason to buy that particular product or service instead of someone
else's? Who is the targeted buyer?
The advertiser is the established subject
expert on these matters, so if the client
actively participates in helping to think
through these issues, the answers become
self-evident. It's aproven, step-by-step
process that will almost inevitably eliminate the obvious over- and understatements that make for off- target and failed
radio advertising.

In any effective
radio commercial,
the advertiser must
be the star, not the
commercial itself.

without advertising is like
winking in the dark...
You know what you're
doing, but no one else does!

ATTENTION PROVIDERS!
Promote your services to Radio World Magazine's 12,000+ readers. Reach group owners,
station owners, GMs, sales managers, program directors and engineers with your
message. For information on affordable advertising call Simone at 1-800-336-3045.

213

The Radio World Magazine

September 1994

Then, and only then, is it time to get creative. One approach that not only works in
local markets but is also cost-effective is, of
course, music. It's not only catchy and
memorable, it's efficient. It has along life
(the more you hear the same tune, the better it usually works), and it gives you more
versatility and flexibility than many other
options ( voiceover intros and tags can
change weekly, if necessary).
Comedy will work, too, if the writing is
superb and continually updated to keep it
fresh and funny. Take, for example,
"Prego... It's in There!" There is no mistaking the "star" in this campaign. Tom
Bodet has accomplished the enviable status
of instant recognition with the Motel 6 e.
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operation on one ISDN
line or two Switched 56
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Layer III coding.
•Compatibility with older
7kHz codecs that use
G.722.
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devices.
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data paths.
•Simple operation with full
metering, analog audio
limiting, and straightforward controls.
•Each unit serves as both a
transmitter or receiver.

series, "We'll leave the light on for you." It
would be easy for Bodet to be the star, but
the great writing and delivery consistently
put Motel 6and not "the spot" in the spotlight.
Remember to maintain aconsistent overall approach to your productions. Give the
listener every opportunity to unmistakably
identify the advertiser. It's not by chance
that Bodet is the only voiceover talent for
Motel 6, nor is it by chance that the same
background music is always used, the script
development is always similar and the tag,
"We'll leave the light..." is always heard at
the end. It adds up to the client being center stage and not letting support characters
dilute the focus.
Testimonials from real people—if they
sound credible—can work wonders in convincing listeners to try and buy any number
of products or services.
So can cute and innocent ( there's afine
line here) children's commentaries. The
simplistic rhythm and rhyme of awell-written verse of limerick often can outsell a
straight voice.
Whatever the approach, make sure your
radio spots have the right stars—the clients
themselves. Then employ the creative tools
described here to give the message the flair
that will make it memorable and fresh.
That way, the only thing that will be overshadowed will be the competition.
Thomas Di Noto is president of Tuesday
Productions in Rancho Santa Fe, Calif.,
which has created music for Budweiser,
Chevrolet, Domino's Pizza and countless
other advertisers during its 25-year history.
Contact the company in California at 619759-5949; fax: 619-759-5941; or circle
Reader Service 43

DOLLAR FOR DOLLAR

Ease 1995 Budget Anxieties
With Last Year's Projections
by

Thurmon

Floyd

S

From The Radio Dictionary, published by Riverview Press, aprojection
is defined as "aprediction; arealistic or
believed achievable future outcome
forecast. The actualization of the
anticipated results hinge on the facts
or data used to analyze predictability.
The more conditions included, the
more probable an event will occur.
There is no exact science invoked in
developing projections since factors
change and inclusions in the analysis
are internal and external."
A year ago, you reached an agreement under these parameters,
acknowledging that specific financial
A guide for 1995
projections were achievable. Faced
Face it. Budget projections are anec- with the same task now, the best place
essary task for the fiscal prosperity of a to turn for revelations.regarding the
radio facility. Projections serve to disupcoming year is your file from
cern net revenue, direction and ( some- September 1993. If you are on target
times) the fate of aradio station. But is
with your 1994 projections, your notes
there an exact formula for making can serve to parallel projections for
accurate and liveable projections? the coming year; or they can be used
Should radio station projections paralto pinpoint misappropriations if, nine
lel the T- bill, the Dow, the Index of months later, the budget looks like it
Leading Indicators or all or none of the
was sketched for aradio station you
above!
don't even recognize.
eptember often marks the time of
year when radio stations double
check the likelihood of achieving
the year's budget goals, while painstakingly taking steps to prepare for next
year.
It's an agonizing process, yes, but
drafting arealistic budget al,lows the
progression of everything féom additional persetnnel to computer terminals
to new studio equipment. It's in organizing this means to an end, however,
that confusion and impractical expectations often arise—but it doesn't have
to be that way.

9,000 Tracks. No Waiting.
Broadcast CD music is our specialty! If
you need weekly hits or acomplete library, call. ..RPM. We have over 9,000
tracks custom mastered on Ultrasonic-Q
Radio Discs ready for immediate delivery. Call for afree 80 page CD catalog
today. We're driving the train that will
take you to abetter quality station.

rpm

RADIO
PROGRAMMING AND
MANAGEMENT, INC.

FAX: 810-681-3936 International: 810-681-2660
4198 Orchard Lake Road, Orchard Lake, Michigan 48323
Top Hits U.S.A. & Ultrasonic4 Radio Disc trademarks of Radio Programming
and Management, Inc., Orchard Lake, MI UPrasonic-0 system is Patented
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50 STATES & CANADA:

80

0-521-2537

Miles Above Your Competition!
As authorized distributors for multiple lines of
satellite communications products, we'll make sure
you have the right system for your needs. Then we'll
handle the implementation details: from licensing &
lease financing; satellite selection & space segment; to
turnkey installation & training. But we don't stop
there— NSN maintains a24-hour Technical
Support Center because your network doesn't stand
still after five.
Experience and service is why NSN Network Services
is the nation's leading distributor of SCPC digital VSAT
audio and data networks.
Look to us for:

qAudio & Data MT Network Equipment
qVSAT Network Design
qDomestic

& International Spacetime

qIntegrated Operations Networks
q24-Hour Technical Support
qInstallation & Training
qDisaster Recovery
qLease Financing
ut yourself above the rest with asatellite system from NSN Network Services. NSN's digital
VSAT audio and data distribution systems have enabled broadcasters around the world to
reach new heights in program and spot distribution, while keeping costs grounded.
If you want to program (listant stations, centralize commercial production and billing, start your
own programming network, or expand your existing operation, call us. NSN has established

NSN NETWORK
SERVICES

sm
Avon, Colorado USA

and supports over 60 digital satellite audio systems, with over 1,000 receive sites worldwide.

303.949.7774

800 • 345* V
8 I
1

Fax 303.949.9620

NSN is an authorized distributor of ColuSiream, (dbl. udisk, Crown, and other fine satellite and broadcast communications products.
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Author of "Everyone's Money Book", "Inside Real Estate", " 171 Ways To Make
Money In Real Estate", "Profiting From The S&L Bailout", "Cover your Assets"
and "Selling Your Idea Or Invention". For more information call 1-800-743-2374
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The Independent
Broadcasters Network
2Corporate Drive
Clearwater, FL 34622
To carry Sonny's radio
shows on your station,
call 1-800-743-2374 or
Fax (813) 573-3501

The Broadcast
Radio Group, Inc.
KLXR, Redding, CA
WGGG, Gainesville, FL
WBDN, Tampa, FL
Currently looking at and
buying more stand alone
AM stations,
call (813) 573-4402 or
Fax (813) 573-3501
Circle 68 On Reader Service Card

Broadcast Management
Corporation
250 Revere Road
Roslyn, NY 11577
For information on advertising,
personal appearances and
television shows,
call (516) 621-8753 or
Fax (516) 621-7033

Let's examine the points you considered
then, and how that might impact the budget before you. You probably started with a
careful analysis of station ratings. There
was an exact revenue amount corresponding with your ratings position. You then
pondered the effect of various promotional tools offered or available, their cost and
their impact in other markets.
You might have considered the prospect
of another station in the market switching to your format or otherwise attacking
your demographic, accompanied by a

It's an agonizing process but
drafting a realistic budget allows
the progression of everything from
additional personnel to computer
termi

Comedy Campaigns. Great Jingles.
Increased Billings. For No Cash.
Sound Good?

pTHE

That, too.

•
INSTANT
IDEAS ON CO

Introducing the Positioners from
Broadcast Results Group. Imagine
hundreds of proven, high impact
ads and jingles on CD. Imagine
market exclusive musical
campaigns and comedy spots.
Imagine getting new material every
90 days. Now, imagine getting
immediate billing while closing
those 13, 26 and 52 week
schedules.
And, best of all, imagine that the
entire package is available for no
cash, all trade.
Take asound position with your
bottom line. Call 1-800-280-1994
— before your competition does.

"YOU COULDN'T HAVE MADE IT ANY
EASIER TO WORK WITH! It not only
increased billing but brought us an
improvement in the overall sound of the
station... We're gonna be able to walk into
aclient's office with an edge on the
competition."
-David Lingafelt, WXRC-FM, Charlotte
"IN FOUR WEEKS, WE'VE GENERATED
$35,000 IN NEW BUSINESS! "
-Charlie Ditoro, WZZR, West Palm Beach

"IT'S A GREAT IDEA, LONG OVERDUE
AND WE'RE EXCITED TO BE USING IT!
The quality of the product allows us to do
agency-type production... Iwent back to a
client that turned us down and after he
heard one of the comedy campaigns he
signed up."

"THE POSITIONERS ENABLE US TO
BUILD PROFESSIONAL CAMPAIGNS
FOR OUR CLIENTS AND TURN THEM
INTO YEARLY CONTRACTS! Isee at
least $50,000 in incremental business this
year, in reality it might be between
$75,000 and $ 100,000."
-John Harper, WMEL, Melbourne FLA

No Cash • No Kidding
broadcast results group

Call for Details!
1-800-280-1994
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thorough analysis of the same in comparable markets.
You individually analyzed your staff's
closing ratios and percentages of new business, then combined potential performances with the market's potential. Then
you factored in attrition to account for an
approximate 15 percent loss in customers
due to unforeseen circumstances.
Sales incentives, programming contests,
in-house and client promotions, new software—all had to demonstrate the ability
to efficiently contribute directly to the
bottom line. All departments were on
alert to prepare potentially lower budget
spending and/or higher revenues than the
previous year. Whether top down or bottom up, the armament was assembled as
thoroughly as possible.
Contribute to the bottom line

-John Tickner, WACK, WNNR, Rochester
"I AM ANTICIPATING $70,000 IN
INCREMENTAL BILLING FROM THE
FIRST CD ALONE. The commercials
adapt to a variety of businesses and you
get professional, high quality sound that
you expect to pay thousands for. MY
SALES STAFF WAS THRILLED TO
FIND OUT THIS IS ALL BARTERED."
-Judy Jennings, WTCR, Huntington/
Ash

ment.

September 1994

What other conditions deserved special
consideration, either then or now? Has
the political environment dramatically
changed? Were new laws implemented by
Congress or the FCC that may affect the
station's ability to make aprofit?
Last September, the radio station was
analyzed microscopically from the front
door to the top of the signal antenna.
Now that the assessment requires reflection, what happened?
Was your analysis liveable and achievable? Were your predictions of market
conditions and competition on target?
And most important, where did you fall in
the station or department's measurement
of success or failure?
Perspective on the future is best
achieved by appropriating the correct spin
on the past. With knowledge of your own
performance in judging the issues stated,
you've got ajump on putting the pieces
together into aworkable fiscal budget.
And just think how much easier it'll be
next year.
Thurmon Floyd is author of The Radio
Dictionary and president of Riverview Press
in Columbus, Ohio.

ON THE AIR
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The Lost Weekend
by

Don

Kennedy

elaiawcf,10

Nostalgia Stations Use Localized Programming to
Lure Listeners and Sponsors to Weekend Shifts

W

hile many radio stations bring in
the "B" team for weekends—or
no team at all, relying on satellite teeds and automation—anumber of
programmers are turning weekend shifts
not only into alistener magnet but asponsor magnet as well.
Stations examined here are boosting ratings not with the lure of expensive, highprofile dance clubs, nor with big- name
celebrity remotes, where the names often

these ideas into popular money- making
strategies.

THE LEADING SUPPLIER
OF PRESENTATION MAPS

Experience and creativity
In Columbia, S.C., four people own and
operate WSCQ-FM, and they've used

CAN HELP YOU BY
Customizing

Weekend shifts
need not be in the
shadow of weekday
pr

g.

Coverage Maps—
Local Stations to
National Networks
>> Pinpointing
Potential Advertisers
with Business Location
Map Upgrades!

The Tony Torre
Orchestra plays
before apacked
crowd at the
Western Steer in
Columbia, S.C.

overshadow the stations they appear
on. These are big
band/nostalgia stations, making the most
of local talent, local spots and local
celebrities to sell time.
Let's face it. If nostalgia stations—whose
draw is more specialized than most—can
do it, other formats certainly can adapt

their experience and creativity to make
weekends shine.
Saturday morning's early broadcast originates from alocal restaurant for breakfast
from 7to 11, with brief comments from
the customers between records and live
music for the last two hours as local musicians perform.
"We sometimes have 16- to 20-piece big
bands, accompanied by afemale vocalist in
asequined gown at the Western Steer
restaurant," says Dennis Waldrop, general manager and partner at WSCQ.
"Many mornings every one of the 420
seats is taken and people are standing up
on the sides eating, holding their plates."
Listeners feel involved in the immediate
sound of live radio, restaurant customers
can't wait to get in each Saturday and the
program is anatural profit center. The
musicians play for free, since the on- air
exposure promotes their professional cause.
At noon Saturdays, WSCQ invites a
local celebrity to introduce and play his
or her favorite recordings within
September 1994

Enhancing Your
Demographic
Information with
Upgradable Data
Overlays!
›,- Identifying and
Targeting Specific
Population Density!
Call Today to Find Out How
DATAWORLD Can Help You
with Targeting, Account
Development and Increasing
Advertising Programs!

(301) 652-8822
(800) 368-5754

fax: (
301) 656-5341
Circle 144 On Reader Service Card
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the station format, making comments on
each. It might be apolitician one week, a
World War Il vet the next, alocal musician or awell-known business person.
Listeners revel in assessing the tastes of
local personalities, the celebrity likes being
on the air and sponsors get prime exposure.
Saturday nights, WSCQ programming
originates from alocal hotel ballroom for
both dancing and listening at the hotel
and at home.

There's aBroadway show each Sunday at
noon, and from 6-9 p.m. Sundays, the
"Street of Dreams" presents easily

reaching specific audience segments,
which is treated by the station as something special.

WSCQ-FM broadcast veterulh and station 010ICES
Bill Benton (
1) und Dave Wright regularly man the 'Ines
during Saturday a.m. remote shifts.

City tradition

Philadelphia's WPEN-AM, whose call
letters are apart of the city's tradition,
maintains part of its 65-year heritage with
inventive weekend programming, including the "Steel Pier Radio Show" from 2-5
p.m. each Saturday.
A local announcer hosts acelebrity-studded program of recorded music, interviewing musical and other celebrities who are
in town for appearances at the Steel Pier
and other venues.
The "950 Club" highlights different years
each week, with the old Glenn Miller/
wedding tradition of something old, new,
borrowed and blue carried out musically for
that year.

digestible portions of old radio shows,
along with appropriate music.
Other audience lures during WPEN's
weekend shifts include the judicious use
of well- promoted syndicated material

Do You Want A Better
Sounding Station?
CRL CAN HELP YOU. No matter the size of
your station or the size of your
budget, we have an
engineered
solution
for you.

eaulTodael
Give your station that distinctiva
sound you need to build bigger audiences.

Amigo FM.
Feature by
feature the
Amigo offers
the best value in
today's market.
The Amigo has
the ability to give
any station a " big
station" sound at
half the cost of
typical FM
processors.

Circuit Research Labs, Inc.
UHL (602) 438-0888
SYSTEMS

FAX ( 602) 438-8227
Circle 81 On Reader Service Card

34

The Radio World Magazine

September 1994

In such an unlikely place as Hernando,
Fla., WRZN-AM locally produces a
Lawrence Welk program and has taken
advantage of syndicated celebrity specials,
as well as " Big Band Jump" to heighten
weekend listener interest.
As important, though, is the station's
weekend remote schedule, from various

It gets back to
relating to people
and serving your
audience.

55

—Dennis Waldrop
tner
parts of its far-flung coverage area, orchestrated to promote listenership in each area.
Weekend shifts need not be in the shadow of weekday programming. These three
stations indicate what can be done with a
modicum of planning, alot of imagination,
some ambition and drive, and just atouch
of show business glamour.
Says Waldrop, " It gets back to relating to
people and serving your audience."
Don Kennedy is president of the Atlantabased Crawford Houston Group, which syndicates the weekly " Big Band Jump" to nearly
200 radio affiliates nationwide.
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Our new Digital Delivery System
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doesn't just look different.

DOS is so unique because

DDS represents a completely new approach
to digital audio storage and control.

• Custom user interfaces ( like the Digital Cart Machine
pictured above) allow full system control via simple,
familiar control panels.
• It is totally expandable. Dozens of users and audio
channels can be added without having to buy more
computers. One DDS system can handle multiple
studios or even multiple radio stations.
II It is built on aUNIX-style multi-user, multi-tasking,
real-time operating system platform that is designed
to support the full load of any broadcast operation.
DDS controls, organizes, and automates all of your
audio sources including; hard disk, CD jukebox,
satellite and live audio feeds, or any station audio.

Contact Radio Systems to learn more about the most
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exciting new product available for your digital revolution.

Raniu sYSTEMS

601 Heron Drive. P.O. Box 458. Bridgeport. NJ 08014-0458
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609) 467-8000. Fax ( 609) 467-3044
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Market Watch: Chicago
Arbitron Turns the Page
Format Focus: Modern Rock
A '90s Look at City Marketing
Associations

November
Market Watch: Miami
How the FCC Influences
Broadcast Financing
On the Spot: "The Biggest Sale
IEver Made"
Technology at Work: How
Much Digital Is Enough?

IN BROADCASTING
For the NEXT 25 YEARS

International Tapetronics Corporation, 2425 S. Main Street, Bloomington. IL
Phone- (800) 447-0414, (309) 828-1381, Fax (309) 828-13845
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October

September 1994

December
Market Watch: Seattle
U.S. Hot Spots for Financing
RBDS: How Important,
How Soon
RWM Powers Up the
Crystal Ball for 1995

SEND YOUR AUDIO
ACROSS THE STREET OR
AROUND THE WORLDTM
When you think digital audio, think California
DigitaL We provide satellite/digital technology
to make all these options available at low cost

ISyndicate your top personality or format

California Digital
offers expertise in:

IAdd affiliates - gain revenue sources
IShare programming, talent and costs
IOff-site announcer feeds

IDigital Satellite Networks - Cor Ku

ICreate events with remotes
ICD-quality live coverage of news,

IRegional, National, International Nets

sports, and concerts

IRemote Broadcasts
IRugged Fly-away Systems
ICustom Ku Power Control Software
ISystem Design & Engineering
IFCC Licensing; Installation and Training
IEquipment sales, leasing and financing
ISwitch 56 & ISDN program distribution
REVOLUTIONARY NETWORK
DELIVERY SYSTEM
See the daXTM
World Media Expo Booth 2838

CALL:

CALIFORNIA

DIGITAL AUDIO
MUSICAM

TM

West Coast Office (805) 523-2310
Midwest Office (612) 631-5064

'4

MAKE MONEY BY CREATING A
MUSIC PROGRAMMING NETWORK!
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Fax (805) 523-0480
Fax ( 612) 631-5010

Radio has changed alot since the 1970's. But traffic systems haven't. Until now. Comp
proud to introduce V.T., the easy-to-use traffic system that's designed for the way rad
11lib. How do we know? Because in developing V.T., we did our homework. We spoke with users of our own and con

You told us you wanted asystem that could handle duopolies, LMA's, split sales — V.T. handles them all with ease.
And you reminded us that radio today is management-oriented. So we oriented V.T. that way too. Awide variety
of user- definable reports can be set up easily, and accessed at any time.
1
%11.

You also told us loud and clear that you wanted asystem that was simple to learn and

use.

We responded by giving IT

aWindowsni-based " visual" interface. Just use the mouse to " drag and drop" spots onto an onscreen broadcast calender.
Even the full-leatured built-in accounts receivable system is easier to use thanks to V.T.'s graphical
screen interface. If you need help, it pops up right onscreen with just aclick of the mouse.
1,111,

Ever try anew product and say " Iwish we had this years ago"? That's the way

you'll feel about V.T. Call Computer Concepts today at 1-800-255-6350
and ask for the full story.

IconCe.
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Computer Concepts Corporation
8375 Melrose Drive, Lenexa, KS 66214
Tel.: ( 913) 541-0900 • ( 800) 255-6350 Fax: ( 913) 541-0169

New Day Dawns for Fa[
il Exhibition
With All-New World Media Expo
h 1'

L

ook, in L.A., it's aradio show. No, it's
abroadcast show. No, it's amedia
show.
Whatever you call it, The World Media
Expo is undoubtedly the biggest thing
going this fall for the radio and television
industries. Merging the National
Association of Broadcasters' (NAB) annual
Radio Show with conventions sponsored
by the Society of Motion Picture and
Television Engineers ( SMPTE), Society of
Broadcast Engineers ( SBE) and the RadioTelevision News Directors Association
(RTNDA), the mega-forum will convene
Oct. 12-15 at the Los Angeles Convention
Center.
It may sound like another instance where
radio's focus is muddied amid giant TV
screens and sessions whose acronyms are

(:

ci rics

T

r

unrelated to the airwaves, but organizers
assure that despite the common arena,
each show will maintain autonomy.
In fact, according to Bill Stakelin, chair of
the NAB Radio Show Steering Committee
and president/CEO of Apollo Radio Ltd.,
the forum will provide an ideal opportunity
for the industry to show off its status to
other media.
"The industry has evolved to where we're
doing amagnificent job speaking with a
unified voice," Stakelin said. "If you're a
radio person, this is the place to be, if for
no other reason than to send asignal out
across this country that this industry has
matured, we have our act together and we
are not to be threatened by any competing
industry or media."
According to the NAB, more than 6,000

attendees are expected.
Unlike the annual NAB spring convention in Las Vegas, the fall Radio Show traditionally centers on management, sales
and programming issues, structured around
dozens of panel seminars and workshops.
Issues tackled

Management sessions will tackle issues
like keeping collections current, FCC rules,
new revenue streams and motivation.
There also will be opportunities for group
heads to exchange ideas and discuss problem salving.
Programming sessions will address listener
loyalty and expanding market share, along
with specific topics such as talk radio,
duopoly programming, radio promotions,
programming tools and air
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personality development.
The Radio Advertising Bureau ( RAB)
will assist in sales and marketing seminars,
covering duopoly sales strategies, effective
meetings and target market selling.
Broadcasting law and regulation seminars
will offer the latest on radio license
renewals, FCC rule enforcement, and
duopolies and LMA opportunities. FCC
Chairman Reed Hundt will address attendees Thursday, Oct. 13, and commissioners
Andrew Barrett, Rachelle Chong and
Susan Ness will participate in apolicymaker's breakfast Friday, Oct. 14.

aimed at programming, marketing, sales
and promotions, as well as equipment covering such emerging technologies as digital

ers, digital production workstations and
digital audio machines. The pavilion is
expected to be the largest exhibition ever
at the NAB Radio Show.
Among the " names"
represented at the Radio
Radio Show organizers
Show will be Paul
Harvey, Les Brown, Rush
assure that despite the
Limbaugh, Bruce Williams, Jim Bohannon,
common arena, each show
Rick Dees, G. Gordon
Liddy, Jim Hightower,
will maiguLopomy.
Pat Buchanan and comedian David Brenner.
National talk show
Vendors and manufacturers
hosts Liddy and HighWithin the World Media Expo, a audio broadcasting, satellite DAB, dat.1
tower plan to debate radio issues in asesradio/audio pavilion will feature the wares
broadcasting, high-speed FM subcarrier
sion called "The Right and Left of Talk
of hundreds of radio-relevant vendors and
technology, Radio Broadcast Data System
Radio," which should prove amusing, if not
manufacturers. Among the hot buttons
(RBDS), Global Positioning System, studio
informative. The conservative Liddy, who
represented will be products and services
and audio equipment, consoles, CD playis syndicated in 165 markets by

The World Outside Radio '94:
Leisure for the Listless
Bored at Radio '94? Not likely. Can't take it anymore? OK,
maybe.
Fortunately, Los Angeles is ahost city with limitless possibilities. Following are afew must-sees that at least put radio in a
different context:

=b1M1

Melrose Avenue— It's still funky
and fresh and offers agreat view of
young L.A. Stand on acorner and
hear what comes blaring out of the
cars. There's a98 percent chance it
won't be Michael Bolton.

The Freeways—What better way to experience L.A. radio like
inhabitants than to linger in aslithering line along one of America's
most overwhelmed highway systems? Ah, just sit and scan.
Santa Monica Pier—You'll be far removed from the intensity
of city life here. The 1922 merry-go-round was featured in "The
Sting." Watch it go round and round, just like your format rotation...current, gold, recurrent, current...
Westwood Memorial/Hollywood Memorial—No signs of
Pirate Radio or Mars, but you will find the remains of Marilyn
Monroe, Mel Blanc, Douglas Fairbanks and more in these dignified, patriarchal resting grounds.

40

day in print across the L.A. landscape. See if you can find 10
Mark and Brian posters in less than five minutes.
Hollywood Sign—There, in the Hollywood Hills, you can see
the famous 50-foot letters, but can you get to them? Experience
what your station's chief engineer goes through each time he
visits the transmitter building high atop that nearby mountain.
Venice Beach—Roller bladers with
dangling live cobras, aworkout
room on the beach and more bargain souvenirs than your promotions department could conjure up
in two ratings books.
La Brea Tar Pits—Station buried in the ratings? Could be
worse, as you'll see among the 200 varieties of Pleistocene fossils. Even CBS's Arrow isn't going to save these bad boys.
Mann's Chinese Theater—Elizabeth
Taylor, Rock Hudson, Charlton
Heston, Tom Cruise. Big names,
uneven pavement. No radio hook
here, but hey, it's entertaining anyway.

Beverly Hills—The stores, the homes, the very milieu of L.A.'s
most famous elitist neighborhood. See where some of that $450
million in annual radio revenue is spent.

The Walk of Fame—Amid the 2,032 bronze stars of actors,
singers and entertainment idols, there are occasional radio
greats, including Edward R. Morrow, Casey Kasem, Gary
Owens and Rick Dees.

Busses and Billboards—Radio wars are actively fought every

—Charles Taylor
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P
RIME S
PIRTS R
AM
T
HE P
OWER OF
il PORTS.
Prime Sports Radio is principally owned by Liberty Sports,
the dominant force behind regional sports networks
nationwide. PSR draws on these tremendous resources,
which includes Prime Network's 42 milion HH strong national
television audience. We've got the right gameplan for success.
Put these resources to work at your station.
Call Gary Wendt at (214) 401-0972 for affiliate information
or to hear live programming call 214-869-9636.

•High quality

•Straight Barter

•Highly marketable

•A major league
opportunity!

•24-Hour Turnkey

Premiers September 12!

The Power Of Liberty Sports...
Your Competitive Edge.
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A cast of performers.
For more than 20 years, Inovonics has met the everyday
needs of broadcasters the world over with sensible,
top-quality broadcast products at down-to-earth prices.
222
•
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-411

Asymmetrical AM Low-pass Processor

Guarantees U.S. NRSC compliance, or is available in
several versions for international shortwave service.
250

Programmable 5-band Stereo Processor

Gated AGC, 5- band Compression and EQ, split- spectrum
Limiting— all with colorless PWM gain control. Manually
pre-program 4 processing presets, or place entirely
under computer/modem control via RS- 232 bus.
255 " Spectral Loading" FM Processor
Ail

-

•
e e-•

•

Triband-PWM Stereo Processor for contemporary music
formats. Gated AGC, 3- band Compression and Limiting;
unique " Spectral Loading" feature for a very aggressive
sound.
260

Multifunction FM/TV Processor

Stereo AGC - Compressor - Limiter ideal for TV-aural
and budget FMs. Split- spectrum dynamic control.
715

" DAVID" FM Processor / Stereo-Gen.

AGC - Compressor - Limiter, plus clean Digital Synthesis
of the multiplex baseband signal.
Internal RBDS/SCA
combining; amazing performance at low cost!
705 & 706

Digital Synthesis Stereo Generators

Choice of a no- frills, basic Stereo- Gen., or a full- featured
unit with metering and remote control.
Both have
patented overshoot compensation and aclean sound.
530

Off-Air FM Modulation Monitor

Tunable Mod- Monitor gives accurate measurement of
total mod., pilot injection, stereo separation, etc. The
peak flasher, metering and alarms may be remoted.
550

The " Sentinel" Monitor Receiver

All- mode radio tunes AMAX-spec C-QUAM® Stereo,
FM/FMX® Stereo and all analog and digital RBDS/SCA
subcarriers.
Comprehensive audio diagnostics permit
off-air evaluation, comparison and analysis.
Coming soon: An easy- to- use RBDS Encoder, and aMonitor/Decoder for use with any FM Mod- Monitor.

I
novonics, Inc.
1305 Fair Ave., Santa Cruz, CA 95060 • TEL: (408)458-0552 • FAX: (408)458-0554
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Unistar Radio Networks, is known not only
for his role in Watergate, but also for bestselling books and occasional acting gigs.
Hightower's road to the mic came from years
as aTexas politician. His talk show success in
more than 100 markets by ABC Radio
Networks is attributed to his down-home
Texas humor and anti-establishment views.
Spirit of Broadcasting
Long-time commentator Harvey has been
chosen to receive the Spirit of
Broadcasting Award and National Radio
Award. He will receive the tributes and
present a keynote address at the NAB
Radio Luncheon on Friday, Oct. 14. Dick
Harris, winner of the 1994 NAB National
Radio Award, also will be present.
Brown is akeynote speaker Thursday, Oct.
13. He is former host of the nationally syndicated TV talk show, "The Les Brown Show,"
and authored the best-selling "Live Your
Dreams." He was selected by the

The calm before
we storm: The Lo:
Angeles Conventio
Center will host
some 6,000 radio
broadcasters
\• Oct. 12-15.

Toastmasters National as one of America's
top five speakers in 1992. Brown is aformer
DJ, broadcast manager and state legisiator.(!)

For information on World Media Expo, contact the NAB in Washington at 202-4295409; fax: 202-429-5343.

Marconi Awards Cap
1994 NAB Radio Show
The 1994 NAB Radio Show will be
capped by the flash and glamour of the
NAB Marconi Radio Awards Dinner and
Show, which honors radio stations and
personalities in 22 categories.
The event will be held on the last night
of the convention, Saturday, Oct. 15, at
the Westin Bonaventure Hotel. Rick
Dees of "The Rick Dees Weekly Top 40
Countdown" and KIIS in Los Angeles,
will host.
Awards will be garnered from open
nominations received from NAB member radio stations, which also vote to
select winners.
In mid-August, stations received aprofile booklet of the nominees and ballots
for the general manager and program
director to vote. Ballots were returned in
early September to KPMG Peat Marwick
in Washington, D.C., for tabulation.
Categories include Network/Syndicated
Personality of the Year; personalities of the year
in major, large, medium and small markets; stations of the year by market size; and stations of
the year by format. A Marconi also is presented to the Legendary Station of the Year.
Following is alist of those stations nominated in 1994:
Legendary Station of the Year
KDKA-AM, Pittsburgh
KSL-AM, Salt Lake City

Personalities of the Year

Stations of the Year by Market Size

Network/Syndicate
Personality of the Year
Rick Dees
Don Imus
Tom Joyner
Bob Kingsley
Howard Stern

Major Market
KMPS-AM/FM, Seattle
KN IX-FM, Phoenix
WFAN-AM, New York
WJR-AM, Detroit
WVEE-FM, Atlanta

Major Market Personality of the Year
Paul Berlin
J.P. McCarthy
Mike Roberts
Jean Ross
Matt Siegel

Large Market
KMJ-AM, Fresno, Calif.
KOA-AM, Denver
WFBQ-FM, Indianapolis
WHAS-AM, Louisville, Ky.
WS1X-FM, Nashville

Large Market Personality of the Year
Stan Bell
Coyote Calhoun
Bev Johnson
Carl P. Mayfield
Dale Mitchell & Aunt Eloise

Medium Market
KLBJ-AM, Austin, Texas
WILM-AM, Wilmington, Del.
WMT-AM, Cedar Rapids, Iowa
WOKQ-FM, Dover, N.H.
WUSY-FM, Chattanooga, Tenn.

Medium Market Personality of the Year
Bobby Byrd
Dawn Carole
Jeff Carrol
Cactus Pryor
Bob Robbins

Small Market
KEKB-FM, Grand Junction, Colo.
KFIN-FM, Jonesboro, Ariz.
KGMI-AM, Bellingham, Wash.
KU00-FM, Spirit Lake, Iowa
WHIZ-AM, Zanesville, Ohio

Small Market Personality of the Year
Jim Brennan
Joe Crystall
Jeffrey Steffen
Ron Thomas
Dave Visscher

WBT-AM, Charlotte, N.C.
WHAS-AM, Louisville, Ky.
WJR-AM, Detroit
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The new force in
Satellite Network
Automation S. Control

WIVIE
BOOTH

#2346
For 40 years, Crown has set the standard for dependable, high-quality audio for the broadcast industry. Today,
Crown continues its tradition of excellence with the innovative Crown Broadcast FM100. This self-contained
package includes an FM exciter, audio processor, stereo generator and RF amplifier—it's the transmitter of
choice for satellite-fed networks.
Crown Broadcast now adds the AirForcer' asatellite program delivery and automation system for radio networks. Using the AirForce, a network feed can be customized as needed for each local market. To learn more.
visit us at the World Media Expo in Los Angeles, booth #2346, or call us at 1-800-294-8050.

broadcast
••

Division of Crown International, Inc.
1718 West Mishawaka Road
Elkhart, Indiana 46517
FAX 219-294-8302
Phone 219-294-8050
Broadcast Sales 800-294-8050

5troti'd'HU!
\\ a\ ailable in 30, 100 and 200 watt models.
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NAB RADIO SHOW
Following is alist of NAB Radio Show sessions
and events relevant to management, sales and programming leaders. Times and events are subject to
change. Unless noted, sessions are 75 minutes in
length and in the afternoon.
Wednesday, Oct. 12
8:30 a.m.—L.A. Radio station tours
8:30 a.m.—Broadcast Financing for the 1990s:
The New Realities (4hours)
2:00—Alternative Revenue Streams
2:00—Youth Market Sales Workshop
2:00—Mature Market Sales Workshop
2:00—Hispanic Market Sales Workshop
2:00—Dan O'Day
3:30—Team Build
3:30—Sports Marketing Sales Workshop
3:30—Urban Market Sales Workshop
3:30—PD to GM and Beyond
6:00—Radio Opening Reception ( 2hours)
Thursday, Oct. 13
9:00 a.m.-6:00—World Media Expo
9:00 a.m.—Keynote Speaker Les Brown
10:30 a.m.—Money Talks! But How?
10:30 a.m.—Industry Address with Gary Fries
10:30 a.m.—Making Satellite Programming Sound
Local
10:30 a.m.—Duopoly Programming Strategies
12:30—Motivating in Times of Shrinking
Opportunity
12:30—Super Sales Meeting
1:30—Avoiding Million Dollar Libel Suits
12:30—Creating Loyalty
2:00—FCC Chairman Reed Hundt
3:30—Straight Talk from Industry Leaders
3:30—Radio's New Sales Compensation Systems
3:30—Create, Control, Profit from Change
3:30—Programming Tools You Need
3:30—Promotion Exchange Roundtable
8:00—Radio Marketing Associations
Friday, Oct. 14
9:00 a.m.-6:00—World Media Expo
9:00 a.m.—Indecency: What Is It and What's the
Problem?
9:00 a.m.—Key Client Categories ( 2-3 \ 4hours)
9:00 a.m.—Radio Stunts
9:00 a.m.—Format Fairs: News/Talk/Sports ; CHR
10:30 a.m.—Radio on the Superhighway
10:30 a.m.—FCC Duopoly/LMA Update
10:30 a.m.—Pushing the Envelope: Where Do You
Draw the Line?
10:30 a.m.—Format Fairs: AC
Noon—NAB Radio Luncheon featuring Paul
Harvey; Spirit of Broadcasting & National Radio
Awards
2:00 —Career Tracking
2:00 —Capitol Hill Update
2:00 —Future of National Business
2:00 —Format Fairs: Rock; Urban
3:30 —Making Money and Avoiding Fines
3:30 —Retailing: Mass Marketers

3:30 —G. Gordon Liddy & Jim Hightower
3:30 —Format Fairs: Country; Hispanic
Saturday, Oct. 15
9:00 a.m.-4:00—World Media Expo
9:00 a.m.—Station Improvement in the '90s
9:00 a.m.—Small/Medium Market Duopoly Sales
Strategies
9:00 a.m.—Large Market Duopoly Sales Strategies
9:00 a.m.—Moming Show Sidekicks
10:30 a.m.—FCC Enforcement: EEO and
Everything Else
10:30 a.m.—Radio in the Media Landscape

10:30 a.m.—Retail Merchandising Reality
10:30 a.m.—Format Fairs: Oldies
Noon—Duopoly Dynamics: Bill Stakelin
Noon—Chris Lytle
Noon—Radio Critics Answer, " If I Were
Programming Your Station"
1:30—Block Group Coding—Vital to Your
Financial Future: Gary Fries
1:30—Music Lyrics
6:00—The NAB Marconi Radio Awards
Reception
7:00—The NAB Marconi Radio Awards Dinner &
Show, hosted by Rick Dees

We'll trade our comedy
campaigns, jingles and
production for your air time!
Over 1000 General Managers knew agreat deal when they heard
one! Introducing America's largest radio network that you've never
heard of, Broadcast Results Group. Over 1000 radio stations have
discovered that they can get the industry's best production libraries,
comedy campaigns and client jingles for no cash, all barter! No
matter what your needs, size or market, BRU has the right production
material for the right price — no cash!
Available Now:
•The Canary Collection Production
Library. 1500 Cuts on 35 CDs. : 60's, : 30's,
:10's, Sweepers.
•The Positioners. A hot collection of comedy
campaigns and musical jingles on CD, easily
customizable by your production staff and ready for sale to
your clients! Complete instructions provided; new CDs every
three months. Market Exclusive!
•BRG Production Music Library. Market and Format
Exclusive! Urban, CHR and AOR formats now available.
Released Monthly.

The best things in life are free.
The best things in radio are bartered.
Call 1-800-280-1994
No Cash • No Kidding

me

broadcast results group

Production/Traffic • Philadelphia Office
P.O. Box 202 • Bryn Mawr, PA 19010
Network Sales • Raleigh Office
P.O. Box 1465 • Apex, N.C. 27502
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NAB RADIO SHOW

A Stake in the Industry
Bill Stakelin, president and CEO of Apollo
Radio Ltd., is chairman of the steering committee for the 1994 NAB Radio Show at the
Los Angeles Convention Center Oct. 12-15.
The Radio World Magazine Editor Charles
Taylor spoke with Stakelin about issues on his
mind as the industry prepares for radio's biggest
annual event.

down on the side that duopoly is certainly
good for business in our industry overall.

Q

:What do you see as the specific
advantages of duopoly?

:What if duopoly had come about,
say, 15 years ago? Would radio have
felt the need for it and reacted to it the
way it has now?

Fifteen years ago I'm not sure, because the
media landscape is not the same as it was.
Ido think that now, it dovetails in with
other communications industry changes.
With duopoly coming along at atime when
the print media seems to be lessening in
importance in the time spent by the consumer, and television is becoming more
and more fragmented while looking for a
direction in overall consumer media habits,
duopoly is astabilizing force for radio. It
keeps the industry in aprominent position
:How should those looking at advertising on radio view it?
as we compete with all the other media.
In 1993, radio outpaced newspaper and
Ithink that the advertising communitelevision and almost every other media.
ty would say their number one comAll the news that you're hearing about
plaint with radio through the years has
radio now seems to be positive and on the
upswing. That's not because the
William L Stakelin
other media are falling apart. It's
because in today's media climate,
Current position: President/CEO Apollo Radio Ltd., Salt Lake City
advertisers and consumers alike
are finding that radio is avery
Choice Morsels:
stable, integral, important part of
Founded Apollo in 1988 after serving as president/CEO of the Radio
Advertising Bureau in New York
the media habits of most of our
Apollo owns/operates seven radio stations
citizens.
It strengthens the position of the product
in the marketplace, and it gives us amore
competitive advantage as an industry as we
compete for time from our consumer—the
listener—and as we compete for the advertising dollars that are allocated to each
industry. Overall, it will make our industry
stronger and enable radio to better our
communities.

Q

Q

:We detect three
Former executive VP/C00 Bluegrass Broadcasting, Lexington, Ky.
running themes in
Former VP/GM VVH00 Radio, Orlando, Fla.
the Radio Show session
:How much further will
Former VP/GM WVLK AM/FM, Lexington, Ky.
agenda: duopoly, broadthe trend go? Will we reach
Graduate Georgetown College in Kentucky, 1965
cast legal issues and the
apoint where the majority of
Career began as aDJ at WGOR in Georgetown, Ky., at 14
future of radio formats.
U.S. stations are group-held?
Let's take alook at the
Titles:
these issues.
Because there are so many staChairman of the 1994 NAB Radio Show Steering Committee
First, duopoly. Any
Board of Directors, Radio Advertising Bureau
tions, when you talk about a
opening comments?
Board of Directors, The Broadcast Pioneers
majority of those overall, Ithink
Board of Directors, National Advertising Council
The communications
not.
Former National Association of Broadcasters ( NAB) chairman
industry is going through
Iwould say we are in the beginUniversity of Kentucky Journalism Hall of Fame lifetime member
tremendous amounts of
ning stages of duopoly as far as
change from top to botlarge markets and medium-sized
tom, and radio certainly is going through
been that it is just too hard to buy, too
marketplaces. And Ithink certainly you're
its changes. One of these evolutionary perihard to plan and there are so many of going to see alot more duopoly on the
ods is duopoly.
us.
horizon.
We've now had afew years under our
Duopoly is now strengthening the radio
belts to take alook at it, and while there
marketplace in that, from abuyer's view,
:What will happen in small marare still some unanswered questions—the
they now see an opportunity to buy local
kets?
specifics of how you sell it, how you put it
networks, local broadcast groups and
together and whether the cost savings are
achieve their target goals for advertising
Idon't think the smaller markets are
real—Ithink most broadcasters are coming
clients.
going to be quite as affected by

Q

Q

46

The Radio World Magazine

September 1994

The Next Generation Digital Audio System
Satellite • Automation • Live • Studio Assistant
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SPORTS NEWS ( updated at 3pret)
The Philadelphia Phillies, fresh off alosing streak on the road, rallied to
beat the San Diego Padres 15-12 in ahome- run slug fest at the Vet.
In the third race at Aquaduct. Beetlebaum finished 6 lenghts ahead of the
pack to beat 36 to 1odds.
:e

LPB SALSA - $8,995
386DX33 PC System with 1Gigabyte Hard Drive
Open-ended architecture, always upgradeable
Simultaneous Record and Play of audio
Stereo and Mono audio
User-controlled variable audio overlap for live-sounding segues
Accepts downloads from all standard traffic and music scheduling systems
Provides a31- Day historical log of everything that aired and when
System support available 24 hours aday, 365 days ayear
Live Studio Assist ( included)
Full color and easy graphics
Control completely by mouse
Play any hard drive audio immediately or via schedule
Search spots and music by up to 6different categories
Identification of bad audio files - before they air

Satellite Automation ( included)
Up to 15 stereo satellite networks, unlimited events/hour
Record for delayed broadcast - automatically
21 Format clocks - changing automatically as you wish
Up to 8control outputs for other sources or equipment
Walkaway operation with full confidence

You Can Rely On LPB.

LPB SALSA Available Worldwide From LPB Audio Products Dealers
LPB, Inc. 28 Bacton Hill Road, Frazer, PA 19355 USA. Phone +610-644-1123, Fax +610-644-8651
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Touchscreen Plays Music and
Spots Instantly from Hard Drive
Play Anything at aTouch

12:21:38A

Nothing else makes radio as fast or
easy as having all your songs, spots,
sounders and sweepers start with your
fingertip—always on-line and ready
to play from hard disk. And nothing
else is better for fast, exciting radio
than the new Scott Studio System!
Here's how it works: Six buttons on
the left of the computer touchscreen
play what's on your program log. Your
songs, spots, promos, PSAs and live
copy come in automatically from your
music and traffic computers. You
can rearrange anything by touching
arrows (at mid-screen), or opening a
window with the entire day's log. On
the right, 18 hot keys start unscheduled jingles, sounders, comedy
and sound effects on the spur of
the moment. You get 26 sets of hot
keys for your jocks' different needs.

Can You Feel The Love Tonight
Elton John
:15/3:57,C HIT HM0105 10:14:47
# 1for 3Weeks in July, 1994

But Ws Mright

:14

Copyright 1994 by Scott Studios Corp.

Auto

Huey Lewis & the News

6

:12/2:44,f HIT HM2608 12:24:40 ,
Win It Before You Can Buy It
El The Sound of the Tones
:00 /0:18 /C PRO TO2214 10:21:14

Mee
UP

McDonald's 2for $ 2Special JI
Q Thru Saturdays Only.
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World's Fastest Requests!

Simple and Paper-free

Improve Your Production

Touch the Music button at the top
right of the main screen to see our
"Wall of Carts" with 1,000 songs (or
more) on-line! They're displayed by
title, artist, year, length, category, or
any way you like. Touch the song
you want and Scott Studios' digital
audio hard disk plays it instantly.
In addition, all your comedy bits,
spots, jingles, promos and PSAs have
their own "Wall of Carts" so they start
immediately. Or, you can pick any
unscheduled song, spot, sweeper or
promo and put it anywhere you want
in today's log.

Weather forecasts, live tags, promo
copy, contest winners' lists and
programming memos automatically
pop up on your Scott System's
screen. As an option, we can also
work with your news wire to update
and display selected weather, news
and sports copy.

Scott Systems pay for themselves in
increased efficiency on-the-air and in
production.
Our graphic waveform
editor quickly cleans up out-takes and
works wonders with big productions.

The Best Digital Audio

1, 2or 3Touchscreens

When spots, promos, PSAs, songs, or
any other digital audio events are
recorded, they're immediately playable in all your Scott System air
studios. Nobody wastes time carrying
carts down the hall or redubbing spots
for additional stations.

Teams of personalities can add
touchscreens to share control. Jocks
choose whether to handle sweeps
themselves or let the Scott System
sequence automatically.

Scott Studios will even pre-record
your music library from CDs at no
extra charge. You choose double- or
triple-overlap playback (or more) while
recording.
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Disk Prices Plummet
Compared to mere months ago, hard
disk prices have dropped dramatically!
Dave Scott and his team has more
digital audio and automation success
and experience than anyone else in
the business! We also offer excellent
leases. Call for details.

Sage Stadide
13375 Stemmons, Suite 300
Dallas, Texas 75234 USA

(800) 330-3004

duopoly. They will continue to be structured the way they are now. Localism will
be the key as it always has been for our
business, regardless of the size of the market. So Ithink they will continue to serve
the local markets and hopefully thrive as
an important media partner in each community that they serve.

(

9-: How would you describe the business environment for those wanting
to uy into radio in amedium-size or larger market?

increased taxation or spectrum fees, but
also in that there will always be pressure
groups wanting to turn the clock back on
prohibition and wanting to do away with
the advertising of legal products over any
media. That has to continue to be aconcern.

9

:What's your feeling about the
FCC's continuing dilemma with
de ining indecency and thus, programming limits within that definition?

I'm avery strong supporter of the First
Amendment and would not support anything that would infringe upon those
rights.
Secondly, in my 35 years in the business,
I've always found that we are dependent
upon consumers for our livelihood. In radio
or television, they really hold the power of
win or lose. If somebody doesn't like something my radio station,
are doing, they can turn
it off or they can turn the
Radio is getting
dial immediately and
decide my future or rrt
some of the recognition
fate.
So Ithink the marketand reward that it so
place will continue to
regulate and guide the
industry.
Ialso have avery high
opinion of the people
who have chosen radio and television as
you can take in the marketplace.
their livelihood. Idon't think that they are
Ithink that duopoly certainly has
changed acquisition models, not only in
without self-discipline, and Ithink that
the way the financial community is looking
will continue at ahigh level and improve.
at its acquisitions, but operators, too.
:Any advice to radio in raising consciousness of these issues?
:The FCC united with radio in
relaxing ownership rules. There are
other legal issues, however, that could be
It's important that we keep astrong, univiewed as more adversarial. What's at the
fied position in Washington, which Ithink
top of your list?
we have through the National Association
of Broadcasters.
With the need for federal revenues to be
Iwould think that the regulation landscape right now would cause radio—which
increased, they are looking at different
industries and different areas of taxation
in the past has been referred to as afragwhere those revenues can be raised. So far,
mented industry—to realize how strong we
it would appear they've been very sensible
are in speaking through aunified voice. 1
think we can meet whatever challenge,
toward our industry, but who knows going
forward.
face us.
Radio has become afirst-class citizen in
almost every community across the country
:Regarding programming, the presence of nationally syndicated proand does agreat job of informing, entertaining and serving those communities. But
grams has really taken hold. Do you
regard this in any way as athreat to tradicertainly there are pressure groups in
tional local programming?
Washington, with any government-regulated industry especially, that are just not
With the state of the art, it has become a
going to go away.
lot easier for syndicated programming to fit
My fears are all pointed toward
into alocal time slot and sound live,
w>
Washington, not only in the areas of
Certainly Ithink the buying criteria has
changed. Almost any of us that are in the
acquisition mode are not looking at standalone radio stations. When you do an
analysis of amarketplace in this day and
time, you're looking at aminimum of
maybe two AMs and FMs because that's
what you can own and that's the position

Q

SOLD!
WHOT-AWFM, Youngstown,
Ohio from WHOT, Inc.,
Myron Jones and John Kanzius,
Principals, to Connoisseur
Communications, Jeffrey
D. Warshaw, President,
Connoisseur, Inc., for
$6,000,000.
Randall E. Jeffery
Broker
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immediate, local—all the things that make
radio very important to the consumer.
However, Ido believe that when you look
at the major stations in major markets,
their success is geared to the local service
that they're offering the communities they
are licensed to serve. Idon't think that will
ever be usurped.
While we have many magnificent networks and network programs, Idon't think
radio will become anationally wired type
industry and make localism secondary. It's
the interaction between the consumer and
radio that has evolved our industry into
one of the top media choices in 1994
when people said it was dead years ago.
q:
loca What about formats like CBS's
Arrow in which programming is still
ized and yet standardized? Does this
threaten the concept of true local programming?
We've had standardized programming
before. Ican remember anumber of years
ago when aformat was developed in Los
Angeles called The Wave. It was networked on satellite almost overnight and it
was going to be the next sweep across the
country. You can go back and check today
and see how long it lasted.
Iguess what I'm trying to say is that I
think the Arrow music concept is fine. It's
only new in the delivery of presentation. In
itself, it is not anew format or anew wave
of success as far as Ican see.

9

:Obviously, that's not so much an
issue of localism as it is aquestion of
re undancy of formats.
Well, there certainly are those people

who would say there's alot of sameness
when it comes to presentation and market
formats. Market to market, you have alot
of sameness, but if you look at an individual market, Ithink you will see that the
targetability of radio formats is adream
come true for the advertiser, and it certainly is an absolute cornucopia of selection for
the consumer.

marketplace in this day and time,
you're looking at buying a minimum
of maybe two AMs and FMs.

Ithink that the variety of the dial is one
of radio's strengths that people have to
draw on.
:What about niche formats? Any
predictions as to what the next big
thing might be?
If Icould tell you Iprobably wouldn't. I'd
run out and do it real quick.
Ithink radio is easily positioned to take
advantage of new opportunities to serve
segments of audience no matter how small
or large the desire may be for what you're
calling aniche.
That's not fragmentation. That's targetability, which is agreat strength of
radio.
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getting some of the recognition and
reward that it so richly deserves and has
earned by great service to the public over
the years.
Ithink we have alot to be happy about. If
we have any concerns, other than the legal
issues and government concerns that we've
talked about, Ithink most radio operators
would tell you that those are within our
own industry.
This involves policing and regulating ourselves, running our businesses as businesses
instead of trying to pilfer our own, and
respecting our own product and making it a
successful industry doing what we're supposed to do—making aprofit and serving
the communities we're licensed to serve
with entertainment and information.
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ELECTRONICS

I
T'S ALL IN THE AudioVAULT.
Only AudioVAULT OnLINE" systems provide all the important
digital audio capabilities radio stations want.
Business Connection:
AudioVAULT OnLINE
Integrated Cut- and- Paste Editing:
Perform simple production on
AudioVAULT with no additional
software. Optional: the
AudioVAULT MTE — eight- track
editor, with seamless Windows

connects with your traffic and
billing system and music
rotation software. You'll save
time and
rechice mistakes.

interface. \

Power On- Board: The
AudioVAULT Multi- processor
System Board incorporates
Digital Signal Processing
(DSP) and fast SCSI interfaces
for simultaneous multi-user
access to your digital audio.
Its AES-EBU inputs and
outputs effect perfect
transfers. '

,\

/Windows " On- Screen Control:
/ Clear, consistent Windows
interface system speeds the
- addition of new functions and
accelerates staff training.

St _i
s

Central Audio
Storage with
Dynamic Access: All

•

audio cuts are
instantly available to
all studios, even while
you're recording new
'material.

Versatile Automation Interface:
AuctioVAULT easily connects with
automation controllers like BE
CORE or Format Sentry , alus
online news editors and routing
sw•tchers.

Programmable Controls:

1

Production audio cuts,
telephone and network
recording, even transmitter or studio lights can be
assigned to on- screen
buttons or console
switches

For complete information on AudioVAULT OnLINE Digital Audio Systems, call (800)426-9082; Fax (206)441-6582.
Solid Compary;
Soiid Support: BE
builds it; BE backs
it 24 hour; aday
forever.

I

= BROADCAST
ELECTRONICS, INC.
WORLD LEADER IN RADIO BROADCAST TECHNOLOGY

2211 Fifth Avenue • Seattle, WA 98121 • ( 206)728-2741 • FAX ( 206)441-6582
Circle 120 Ore Reader Service Card

TECHNOLOGY AT WORK

Duopoly:
Different Strokes for
Different Markets
• • • • • • OOOOOOOOOOO

by

Judith

• OOOOO

•

•

•

Gross

Reducing Staff Not Always Part of the
Formula for Group Owners

W

ith around 20 percent of all corninercial stations in this country
involved in some sort of duopoly
or LMA ( Local Marketing Agreement)
arrangement, it's awonder someone hasn't
tried to market a "How-To" book with stepby-step instructions.
But in truth, the manner in which companies set up duopolies and the extent to
which they consolidate multiple stations
within markets is as diverse as the formats
they choose to program. There are no hard
and fast rules about what to do.
The original push toward multiple ownership came at atime when the industry was
ailing; relaxing ownership seemed to serve
several purposes. Owners could carve their
markets into larger slices of the pie, both in
ratings and sales revenues; they could lower
overhead by streamlining operations; or, as
many duopoly owners have found, they
could arrive at some combination of both.
Letting sales staffs compete
In looking at asampling of duopolies, it's
clear that the amount of consolidation
forged depends on several factors: the previous position in the market of each station,
the programming format mix and the philosophy of the group owner.
Benchmark Communications, for example, is
involved in numerous duopolies, including
what will soon be afour-station "quadopoly" in
Columbia, S.C. Reflecting the Benchmark
approach to duopolies, ad time on hot country
WHKZ-FM and adult country simulcast
WCOS-AM/FM is sold separately, even though
the stations are operated under one roof.
"I'm absolutely convinced that you have
to operate your properties separately in
52
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order to stay in acompetitive situation. We
sell against each other," notes General
Manager Jimmy Collins. The arrangement
also maintains the previous strengths of the

Duopoly

General Manager John Crowley notes that
while the two stations share asales manager
and operate from asingle site, sales departments for the two are at opposite ends of
the building.
"Our stations both have about 80 percent
of their audience overlapping in age group,
but there is no cume duplication," Crowley
says. "That gives us extra clout in the marketplace. We are two separate stations to
the local advertisers."
The stations share abookkeeper but have
separate traffic directors. Traffic is one area
that often holds an unfulfilled promise of
cost savings to consolidated stations. Most
owners maintain established traffic arrangements because of the complexity and specialized knowledge of existing traffic systems. But many managers note that consolidation will be afactor in the next round of
traffic system shopping.
Production at WVGO and WDCK is consolidated, which Crowley says rationalizes
the outlay for asecond production talent.
"We always wanted asecond production
person, but it's hard to justify in market
number 56. It would normally be aluxury,
but with aduopoly it's not."

More staff, not less
At the three-station Capital Cities duopconsolidation is
oly in Minneapolis, not only are local sales
staffs separate, but rather than cut staff, staas diverse as
tion consolidation has meant adding
announcers and having an extra person to
handle bookkeeping, traffic and continuity.
"We have twice the number of sales transactions now, so we need twice the number
of people; separate sales staffs pretty much
more dominant WCOS, away of "protectmandate that," says Mark Steinmetz, presiing the mother ship," he says.
dent and general manager of KQRSCollins explains that when news/talk
AM/FM and GM of KEGE-FM.
WVOC becomes the fourth station in
KQRS-AM/FM is the heritage AOR staColumbia under the Benchmark umbrella,
tion in the market, and KEGE compleit will operate from aseparate site, making
ments it with amodem rock format. This
his schedule tougher but allowing the stalimits the audience overlap to the upper
tions to grow on their own.
demos of KEGE ( 18-34) and the lower
"When we add WVOC, there will be a demos of KQRS ( 25-54).
separate sales staff there as well. The three
"We try to have the stations' programming
country-formatted stations will have one
complement each other, not compete head
production department and WVOC will
on. I've seen duopolies where the stations
maintain its own," Collins says. WCOS and
target the exact same audience, but it seems
WHKZ will continue to share abusiness
silly to have your stations competing with
manager and traffic person, however.
each other," Steinmetz says.
The programming departments of KQRS
Sharpen competitive performance
and KEGE are maintained separately as
A Benchmark duopoly in Richmond, Va.,
well; the KQRS programming director is
is another example of utilizing separate sales
operations manager for all three and the PD
staffs to sharpen competitive performance.
of KEGE answers to him. But production
Here, there is less overlap in the program
and promotions are completely separate,
mix, with WDCK-FM playing an oldies foraccording to Steinmetz.
mat and WVGO aiming for younger demos
"We're looking for two different images,
with PAR ( progressive adult rock).
with two different sounds. The attitude miF
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ART kACHINE
GIES D
IGITAL!
INTRODUCING
THE U
ENON DC
ART.
As the company that first employed digital
technology to record music. its not surprising
that Denon has become the broadcast standard
for on- air CD playback with its CD Cart Players.
Now. Denon is about to repeat its groundbreaking tradition with the introduction of Denon
MD Cart Recorders and Players.
Based upon digitally recorded. removable
MD technology. Denon has created the
DN-990R MD Cart Recorder and DN-980F MD
Cart Player... and in the process has effectively
replaced the 25 year- old NAB Cart.
Erase and re-record for commercial/spot
production and playback using widel available
blank MDs. Record and re-record with CD- like
sound quallity. durability and reliability.
Audition Denon MD Cart machines today.
And remember. whenever digital broadcast
equipment is made better. it will be made by
Denon.

DENON
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The First Name in Digital Audio

Andy & Debbie Montgomery and Capt'n. Pat Adam, the morn

cam at KIX-106 in Memphis Tennetst

We Make aGood Team!
KIX-106 is the number one country music radio station in the Memphis area.
When they decided to remodel and expand their studios, the most carefully
researched item on the equipment list was anew console for their on-air studio.
So they purchased the Auditronics 800 Series console.

"There are always the three of us on the air in the morning, but it's not unusual to
have 5or 6people in the studio and on the air at the same time ... plus the music,
the commercials and the phone calls. And we still haven't begun to max out the
console. It's so reliable that Idon't think Doug has had to make even aminor
adjustment or anything since we started using it."

Doug Gossett, their engineer, said some really great stuff about it, but we didn't
want to get technical. Let's just say the specs are definitely superior.

If you want to find out what Doug and other users had to say about the Auditronics
800 console, call y‘ 'tir favorite Auditronics dealer or Auditronic. today.

However, Andy Montgomery, one-third of the KIX-106 morning team, said some
really good stuff too... "Our entire studio is designed around the Auditronics 800.
You might say that the 800 and, of course, Debbie are at the center of everything
(Debbie's my wife, so Ihad to say that). It's reliable and it's sturdy. Have you ever
spilled acup of coffee or asoda on your console and everything shuts down? Idon't
recommend it, but so far this hasn't been aproblem for the 800. It's so versatile. It
does everything Ineed and it always works. That sure makes my job alot easier.
Debbie, Cap'n Pat, the 800 and Imake agood team!"
"It's hectic on our morning show and we get lots of phone calls, especially Debbie.
This new telephone mix minus system makes them so much easier to handle."

The Sound Of Perfection

UDITRONICS
3750 Old Getwell Road, Memphis, TN 38118
901-362-1350, FAX: 901-365-8629
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See Us At VVME Booth 1624 & 1626

and expectations for the two formats are so
different that we find it easier to hire two
people and have them each focus on the
individual product," he says.
Steinmetz adds that the benefit of aduopoly
may not necessarily stem from consolidating
station staffs and costs but in the extra revenue generated from the combination.
"I think the secret in duopolies is taking two
stations and making them greater than the
sum of their parts. A lot of people thought it
would be complete consolidation. But there's
better incentive for sales when you treat stations as separate entities. In effect, you gather
more revenue from what would otherwise be
your competition, although it does cost more
to run them like that."
Sconnix Broadcasting, another dominant
group owner in the duopoly game, maintains
acombined approach to its station marriages. Similarity of format is more evident
at the group's duopoly in Kansas City; the
combo is technically an LMA but is treated
like a duopoly in the Quad Cities
(Davenport, Iowa; and Moline, East Moline
and Rock Island, Ill.). The Quad Cities
would be termed aduopoly were it not for
the fact that Sconnix has reached its 25 percent limit on audience share.
In the Quad Cities, KRVR is soft adult
contemporary, complemented by WURAM/FM's hot country. Vice President and
General Manger Larry Rosmilso says the
two formats complement each other but
appeal to distinct audiences.
Number one
"They both aim for the 25-54 audience.
WLLR is usually number one in the ratings
with that demo, except for one year when
KRVR was number one," Rosmilso notes.
The stations maintain separate air staffs,
sales managers and sales staffs, but
Rosmilso says that sales account executives make calls on local advertisers in tandem, representing all three stations.
"We don't share the audience, so they are
buying two stations," he says. "The two
sales execs make acombo proposal, and the
advertiser gets to see two stations working
together for his or her benefit. In some
duopolies, when one sales rep sells both stations, they could end up buying only the
stronger station. That's not true for our stations."
In Kansas City, with Sconnix's KFKF-FM
playing adult country and KKCJ-FM playing hot or young country, the combo sales
approach is even more at work.
"Both are country, both are FM, so we
sell it combo. Most advertisers want to buy
both stations. In some cases, since KFKF is
the top- rated station and KKCJ is about

fourth in the market, there are advertisers
who can't afford KFKF who buy only
KKCJ. But most buy the two," says
General Manager Dan Wastler.
Wastler notes that the greatest economy
from the duopoly in Kansas City has been
realized by combining and streamlining
operations at asingle site. "The greatest
savings comes from being able to locate
KKCJ in space we leased for KFKF. With
one GM for all three and other staff sharing, we can save on costs," he says.
Packing clout nationally
All of the GMs agree that another significant benefit of duopolies has been the
extra clout when it comes to national
sales. All have one national sales manager
and one rep company.
"For KFKF and KKCJ, 96 to 97 percent of
our revenue is agency accounts, so we're
able to get amuch larger share because
together we can offer more ratings points,
"Wastler says.
Since WVGO and WDCK are very different stations with no cume overlap, we have
alot of flexibility, and it gives us more muscle to pitch to national accounts," Crowley
agrees.
While each group and each market may
dictate individual ways of managing,
consolidating and selling duopoly stations, it's clear as the number of combinations grow that the relaxed rules have
benefitted the economy of the radio
industry—even if expectations in individual markets have had to shift as theory
becomes practice.
"LMAs and duopolies were conceived for
different reasons," Rosmilso says. "Some
protect one station against others, others
combine strengths or increase revenues.
Our goal was not to cut costs but to dominate the audience and increase revenues,
which we have done."
Steinmetz agrees that staff and cost cutting may not be the answer. "Overall, if
you can run with half as many people
you're doing well," he says.
"That complete, ideal view of consolidation doesn't always translate into the real
world," Collins adds. "For us, the benefit of
duopolizing is that it allows Benchmark to
grow in amarket it was already in, makes
the slice of the pie larger and gives us more
inventory to sell with modest cost savings.
That was the idea behind allowing duopolies originally."

o

CLOSED!
WTRB-AM/FM, Ripley,
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catendaR AD I
sept.
acomprehensive listing of national and international events

10-13

Arbitron Fall

23-25

Women in Communications Inc. Annual Conference,
Plaza of the Americas Hotel, Dallas. Theme: "Prickly Issues,
Sharp Ideas." Sessions for communications professionals include
the information superhighway, ethics and time management. It's
the organization's 85th anniversary. Contact Kathy Farrow in
Virginia at 703-920-5555; fax: 703- 920-5556.

oct.

Consumer Electronics Show ( CES) Mexico '94, Palacio de
Sportes, Mexico City. First non-domestic show for U.S. sponsor
Electronics Industries Association ( HA). Will offer retailers and
attendees access to all categories of consumer -electronics products. Contact Margaret T. Cassilly at CES in Washington at
202-457-8778; fax 457-4901.

Products & Services
EQUIPMENT FINANCING

MARTIN
LEASING

FIXED RATE
LONG TERMS
• 1-Page Credit Application
•New or Used Equipment

CO.

UPGRADES
TRANSMITTERS
ANTENNAS
DIGITAL EQ.
AUTOMATION
STUDIO EQ.

• $ 5,000-$2,500,000
• 100% Financing—No Down Payment

The 4th International Conference on Radio News &
Current Affairs, Bled, Slovania. Sponsored by the European
Broadcasting Union ( EBU) and North American National
Broadcasters Association (NANBA), the theme this year is
"Freedom and Responsibility: Balancing the Pressures on Radio
Journalism." Contact Spencer Moore, NANBA Secretariat,
in Ottawa at fax: 613-738-6887.

12-15

World Media Expo/NAB Radio Show, Los Angeles Convention
Center. The National Association of Broadcasters joins forces with
the Society of Motion Picture and Television Engineers, Society of
Broadcast Engineers and the Radio-Television News Directors
Association to produce an encompassing new fall broadcast
exhibition. ( Looking Ahead: Sept. 6-9, 1995, New Orleans; Oct.
2-5, 1996, L.A.; Sept. 17-20, 1997, New Orleans; Oct. 7-10,
1998, L.A.; Sept. 15-18, 1999, New Orleans; and Sept. 13-16,
2000, L.A.) Contact the NAB in Washington at 202-4295409; fax: 202-429-5343.

20-22

19th Annual Friends of Old Time Radio Convention, Holiday
Inn North, Newark, N.J. Eat, drink and be reminiscent with stars
from radio's early days. Old-time radio dealers also represented.
Contact Jay Hickerson in Connecticut at 203-248-2887;
fax: 203-281-1322.

nov.

SBES/Techcon, Metropole Hotel, Birmingham, U.K. The 19th
Sound Broadcasting Equipment Show and the Radio Academy
Techcon '94 conference. Contact Point Promotions in England
at phone/fax: +44-491-838575.

•Conserves Bank Lines
•Under $ 50,000—No Financials Required
•Other Equipment, Too!
QUICK RESPONSE 24-48 HOURS
BEN WEINGARTEN

1-800-253-2734 EXT. 22
TEL ( 310) 274-7988

10-13

AES National Convention, Moscone Center, San Francisco.
The 97th such show, sponsored by the Audio Engineering Society,
is still pulling together details. Contact Marina Bosi, convention
co-chairman, at Dolby Laboratories in California at 415-558-0152;
fax: 415-558-0153.

FAX: ( 310) 274-1905
We want to know! Pleas
2966; or send to
Church
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• • • Classified Marketplace • • • • •
CONSULTANTS

HAMMETT & EDISON, INC.
CONSULTING

ENGINEERS

HELP WANTED

PROGRAM SYNDICATORS

SALES REP/SEMINAR PRESENTER:
Tuesday Productions, a national music

RADIO AND TELEVISION

production company, seeks a highly

Box 280068

motivated and dynamic rep. Broadcast

San Francisco, CA 94128

sales experience. Extensive travel.

HE

707/996-5200
202/396-5200 D.C.
707/996-5280 Fax

%
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Fax resume (619) 759-5941
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EQUIPMENTems

u her APCC F.

GE SUPMMADIC) III

AM

Custom moditied vv/noise-tree SCA
For your
classified advertising needs,
call Simone at

w/improved selectivity & sensitivity, $ 95. Other modifications avail-

THE

,1,15JE

1

Top

able. Performance guaranteed.
Cati 1-800-9441111•11111r

Tel 703-998-7600
Fax: 703-998-2966
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Don't Gamble
with your
Advertising Dollars!

srurs

FOR MORE INFORMATION OR A DFAIO
CALI. OR FAX

Advertise in

610 941-69.33 • FAX 610 941-2634

The Radio World Magazine
5827 Columbia Pike, 3rd Floor
Falls Church, VA 22041

CLASSIFIED
ADVERTISING RATES
Line ad rates

& reach 12,000+ broadcast
professionals.

TRANSCOM CORP.
Serving the Broadcast Industry Since 1978

$1.50 per word
Display ad rates

Fine Used AM & FM Transmitters

$60 per column inch

and Also New Equipment

Professional cards

For the best deals on Celwave products,
Andrew cable and Shively antennas.

$65.00
Call Simone Mullins, Classified
Ad Manager, to reserve space
in the next issue. Use your
credit card to pay; we accept
VISA & MASTERCARD.

UPCOMING
DEADLINES

300 watt FM

1989 TTC 300J

1 kW

AM

1980 Continental 314R-1

1 kW

FM

1978 Collins 831C-2

1 kW

AM

1974 Harris BC1H1

1 kW

FM

1975 RCA BTF 1E2

5 kW

AM

1979 Continental 315F

3 kW

FM

1980 CSI 3000E

5 kW

AM

1977 RCA BTA 5L

3 kW

FM

1974 Harris FM3H

10 kW

AM

1983 Harris BC1OH

5 kW

FM

196? Gates FM5B

10 kW

AM

1971 Harris BC1OH

10 kW

FM

1968 RCA BTF 10D

20 kW

FM

1976 Harris FM25H/K

25 kW

FM

1984 Harris FM25K

50kVV AM 1977 Harris MW5OB
with spare parts

Deadline for November issue

1077 Rydal Road # 101

Oct. 14

Rydal PA 19046

Deadline for December issue

800-441-8454 • 215-884-0888 • FAX No. 215-884-0738

Nov. 11
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Facility Spotlight
WODS-FM, Boston
Owner: CBS
Format: Oldies
Bob Pates, vice president, general manager
JoAnne Adduci, general sales manager
Rick Shockley, programming director
Buddy Giordano, chief engineer

When Boston oldies outlet WODS decided to update its
on-air, production and news studios, Chief Engineer Buddy
Giordano says the station was looking for something out of
the ordinary.
What it got was afloating work desk, capable of rising and
falling nine inches to accommodate stand-up or sit-down use. Work space, meanwhile, was oriented so that talent could face forward and
have everything at arm's length within asemicircular arc.
"The idea behind the whole set-up was to have the front console and bridge act like an airplane cockpit," Giordano says. "Everything is
an equal distance from the central position of the console."
Terminal blocks in the rear allow equipment to be inserted or replaced without disturbing onair operation. The live studio is heavily
insulated on sides, top and bottom. "It's totally floating. You can drop abomb outside that glass and you won't hear it," Giordano says.
Audio distributor Parsons Audio in Wellesley Hill, Mass., oversaw installation I
D WODS specs, utilizing white oak furniture casing.
Equipment includes acustom-configured Wheatstone 8500 console with 52 module capacity, two Studer 727 compact disc players the
now-obsolete Shure SM5-B mic ("the best damn mic they ever made," Giordano says) and six ITC Delta cart machines. A Heathkit
weather station ( behind mic) checks conditions from the roof of the building. And JBL 4411s monitor on-air programming, with acustom telephone cue speaker in the middle, allowing Dis to talk to callers without headphones— or feedback.
In all, renovation of the on-air, production and news studios, along with amaster control center, cost WODS owner CBS $ 1.3 million.
"Psychologically, it's like when you wash acar— everything seems to run better," Giordano says. "Our old place needed Tommy the
Torch; it was adisaster. With the oak and the new equipment and everything running beautifully, this is just fantastic."
Facility Spotlight offers alook at innovative radio facility renovations. Share your cutting edge with us. Call Charles Taylor at 703-998-7600.
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Upbeat, friendly mainstream country.

Sos
Redefining " easy listening" for anineties audience.

Relaxing, familiar hits. Listen at work or play!

GiFW
Good Time Oldies.
Bright, up-to-the-minute Adult Contemporary.

Uptempo sixties hits in afun, fresh nineties style.

[Watch this space...
there's more to come! ]
Personality sports/talk... you'll be abig fan!

The highest quality live programming, 24 hours aday, seven days aweek. Fully researched music
and hand-picked major- market personalities, in seven unique formats created to do only one thing:
to win. Ask any affiliate. There's areason why JSN is America's fastest-growing radio network.

JONES SATELLITE NETWORKS'
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