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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 & 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

Arrakis System Inc

or been impossible with
tape.

Digilink is also easy to
schedule. You can use
the standard Digilink
traffic & CD scheduling
system or import music

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

* Replace Cart machines Live On Air plus

add CD, Satellite,

or Tape Autormation

* On Air Base Price starts under < $8,000
* 8 Track Editor base price starts < $5,500
| * Use just "1 Workstation or Network > 15

‘Dig
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1link |

by Arrakis
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disk & CD crossfade; cart
rotation; Autofill: Smart-
squeeze; Macros; and
incredible ease of use
make Digilink perfect for
live & 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 muftilingual.
The screen shown above
is in Japanese.

Ve 26]79 MidppinT Dril/e, Fort Collins, CO. 80525 --- Voice (303) 224-2248. FAX (303) 493-1076.
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The Los Angeles radio market is “rough, but not nasty rough.
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—KIIS President/GM Marc Haye See page 9.
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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 man-
agers, and those that aspire to these levels. The magazine will offer in-depth, fea-
ture-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 a common infrastructure

deeply entrenched in covering radio. We're now publishing three radio industry
publications a total of 50 times a year 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 a lively forum written by and for radio profes-
sionals. We invite your participation.

Best regards,

l, et Cons
Al Leon

In the
Beginning

tion Director Kim Low

Manager Lisa Ma

jon/Desktop Sys 1
Julianne Stone

s Manager

issue of The Radio World Magazine, a

sourcebook for radio station owners,
general managers, sales and promotions
leaders and other key personnel. From the
gate, we will reach more than 12,000 like
yourself who thrive on the radio industry.

Within these pages, we'll hit your desk
with an insider’s perspective on the issues
that most affect your bottom line, from suc-
cessful techniques employed in stations like
yours to regulatory changes that mandate
action to new products and technology
that will dramatically change the face of
our industry. Simply put, we will provide
what you need to know to best focus your
budget dollars.

Our approach to the magazine centers
on the fact that station leaders, in today’s
downsized broadcast environment, must
understand all facets of the day-to-day
operations of a facility. You will read
about sales, operations, finance, program-
ming and syndication, promotions,
research and special events that influ-
ence radio. You'll also meet many of the
players and personalities that keep our

Ioffer a warm welcome to the inaugural

industry dynamic and aggressive.

While the product you are holding may be
new, as many of you know, Radio World has
been a dominant player in the industry for
nearly 18 years. Radio World newspaper was
founded by Stevan Dana in 1977, and now
reaches more than 22,000 technical leaders.
Radio World International newspaper,
launched in 1990, now reaches 20,000 broad-
casters in 210 nations. | joined the company
in 1988, and have worked in various capaci-
ties for both publications, most recently as
managing editor of RWI. | have also worked
in the daily operations of radio, as an on-air
personality at WKZZ-FM/WWOD-AM in
Lynchburg, Va., my hometown.

Now, [ am excited about our new mission
with The Radio World Magazine. | call
upon you to let me know your thoughts
and needs as we grow together. Please call
me at 703-998-7600; fax: 703-998-2966; or
send correspondence to P.O. Box 1214,
Falls Church, Va. 22041.
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Excellent, Smedley.
Now that we know how
they do it, all we need
to do is get hold of one

of these “ratings
machines!” Get me
Frank Foti on the line:..

the unity 2000/ the world’s best sounding FM processor.

Better sound, more listeners, bigger profits. That’s what it’s all about.

’

CUTTINGEDGE

2101 SUPERIOR AVENUE, CLEVELAND. OHIO 441%4 ¢ TEL: (216) 241-3343 o FAX: (216) 241-4103
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America’s Media Mecca Pays Big
For Radio’s High Rollers

¢ fiest, it sounds Jike rmdio hisven, Los Angelis 5 the country’s lapest

m:u'k:r in teems of revenve—all you nesd is o happy lirle niche to reap

neely profits from the $450 million a year Tn pd Income,

There is a caprive lsteners consumers trapped in theie cars for hours each day.
Plas, more thie any other ploce it the world, radio forms a backdrop to life here
and holds its own in the multimedia onslaught of images, information and enter-
minment.

In reality, howevern the market is as odd and unigue ax the kitest silly California
mrend, with nuances and idiosyncrasies thar can nonetheless provide valuuble
lesions far ather media exceutives around the globe. For starters, it has virtually
no mAinstréam stations, For another, it remains the maost competitive market
mund. [bc&mdmn C-nllfonua freeways are littered with the <o Ithiid
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Gef Your Network
Up and Runnlng

With NPR Satellite Servicesg you
don’t have to worry about building an
uplink to get your network underway.
We not only provide dependable and
flexible sctelliﬂ*pcce segment, we'll
provide you with a transportable uplink
ile-you build your own. Or, if you
to eliminate your start-up capital
costgyou can use one of our uplinks in
" majoRmarkets across the United States
 a fullime basis.
dur C-Band, Single Channel Per -
Carrier (S space on Galaxy IV,
knowni for its'geliability, has the flexibility
o provide digifal or analog audio, and
yto control your network
>cation. And
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“It’s the toughest market in the country,”
media consultant Jeff Pollack says. “With
almost 90 signals, if you don’t have some-
thing very special to market, you will be per-
ceived 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 a big player in the radio busi-
ness without being in L.A.,” says Norm
Pattiz, chairman of Westwood One.
“Everyone takes it very seriously and com-
petes very, very hard.”

“In Los Angeles, there can be five or more
stations with the same format, compared to

More than any other place
in the world, radio forms a
backdrop to life here and holds
its own in the onslaught of
images, information

one or two in other markets,” notes Gordon
Mason, president of the Southern California
Broadcasting Association. “Besides competi-
tion 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 dou-
bled 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 gentiemanly side

QOddly enough, there is a gentlemanly side
to the daily scuffles between stations. There
is very little negative campaigning against
each other, and at the end of the day, every-
one 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 a business, 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

in general, with cooperation from all the sta-
tions, 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, com-
pared 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
affluence: 18 stations here
gross $12 million or more,
and seven of America’s
top-billing stations are
here. Eleven of the top-
billing groups own one or
more outlets in the area,
according to the SCBA.

Pricey place to play

Los Angeles can be a
pricey place to play, how-
ever. Stations looking for
any real dent in Arbitron ratings should be
prepared to spend $2 million to $5 million a
year in promotion, according to Haye. “That
would be a conservative range for marketing
and promotional budgets. And it certainly
wouldn’t include something really expensive,
like a format 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 a fair deal; after all, televi-
sion stations spent $25 million for radio ads).
After TV, radio spent the most on newspaper
and outdoor advertising in this city of bill-
boards.

That promotional spending is over and
above the initial ante, the richest in the
land. Anyone who wants to buy an L.A. sta-
tion better have deep pockets, as even non-
top 10 stations can run in excess of $100
million. Oldies KRTH recently sold for $110
million, the highest ever paid for a station,
even though it ranked at number 10 in the
Spring 1994 Arbitron ratings. It is, however,
one of the most profitable stations in the
Us.

Industry sources peg KRTH’s cash flow at
about $11 million, meaning the acquisition
price was a simple 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  w

SOLD!

WBBW-AM/WBBG-FM,
Youngstown, Ohio, WFPG-
AM/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

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

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

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
513-769-4477

RADIO and TELEVISION
BROKERAGE * APPRAISALS

'V
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO

Subject to F.C.C. approval

Circle 65 On Reader Service Card

September 1994  The Radio World Magazine S



With the TS612 you can connect

6 telephane lines with simple
expansion to 12 lines. Talk off-air
with a caller at the same time other
callers are on-air.

And don't worry about your
sonic quality It won't be compro-
mised thanks to the two built-in
Superhylrids.

]

A telephone handset and
keyboarc are kuilt in so there's no
need for a screener telephonre in the
studio for of*-air calls.

Acd ug tc two or more control
surfaces to the same mainframe and
use the TS612 from two studios, plus
run a screzrer position in another
room.

HARRIS

ALLIED
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Gentner designed the TS612
specifically to make your :alk shows
easy. The broadcast pros at Harris
Allied make it easy to get yours. Call
tcll-free.

It really doesn't get ary easier than
this.

1-800-622-0022 FAX 317-966-0623




range, but later purchases were made at bar-
gain basement prices of $40 millian-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 mar-
kets, but L.A. proves you can do very well
with specific formats.”

To get an &dea how crazy this market is, the
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up there, as you can see by KRTH.” His own
station, Pirate Radio, sold for about $43 mil-
lion.

Too expensive for duopolies

This explains why there are not a vast num-
ber 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, bur L.A. is
just too big. It could cost a quarter of a bil-
lion dollars in acquisitions just to round up a
15 share in accumulated station ratings.

Nonetheless, there are a few 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 a good example of how profitable
the niches can be when the pie is big
enough. “Everyone has gone to niche pro-
gramming here,” Pollack says. “There are lit-
erally 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 a 6 share. It
plays ranchera and oompah music, a mix of
traditional Mexican folk dance with influ-
ences of German polka music. There are
classic rock stations that specialize in playing
just a certain era, like '70s rock. There are
variations in soit 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 stations
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 a niche. 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 sup-
port one top 40.

Conversely, the niches are becoming main-
stream, according to Partiz. “For instance,
alternative rock station KROQ was a niche,
and now they're very broad. They’ve -

BIA Consulting
has appraised
the assets of

Emmis
Broadcasting
Corp.'s

recent
acquisition

of

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

CONSULT/ING

A/

|

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, VIP
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Q: WHAT’S A BIG BAND JUmP?

A l It's a two hour weekly barter BIG BAND SHOW heard on near-

Q: ANYBODY CARE?
A-2

Q: WHAT DO | DO?

A=

ly 200 U.S. Stations, plus the Swiss Network and Canada.

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

Phone 1-800-377-0022 for Audition
and Pitch. (under 18 not admitted.)

12 Th
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got damn near a 5 share in a market where
most companies are becoming satisfied if
they can get a 2.5 share,” he says. “The only
consistent thing about L.A. radio is change.”

The stations with the closest approxima-
tion to mass appeal are the big rockers,
and they tend to rate around a 4 to 6 share
and are defined by their morning personal-
ities. “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 sta-
tions, music is much more of a factor. But
the high-profile personalities are crucial
for these stations.”

“The morning drive is so critical here that
you have to have a strong moming 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 aver-
age of 80 miles a day), AM remains strong.
“AM is a very valid format here,” Haye says.
“A city as diverse as L.A. supports a lot of
formats, including the news and talk stations

on AM.”

AM alive and well

“AM is alive and well here,” Mason con-
curs. “KABC is one of the biggest billing sta-
tions in the country with about $30 million a
year. Talk radio, with 18 to 20 commercials
per hour, has a greater billing potential than
an FM rock station where 10 is the maxi-
mum.” 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 own-
ers 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.”

Jeffrey Jolson-Colburn is the Los Angeles-based
music editor for The Hollywood Reporter.
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RCS WORKS...for you.

All the software you need for a complete,
integrated, digital radio station:

*Programming
*Research

* Traffic and Billling
*News

*Continuity

*Production <7
*On-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 1n action at
Radio ’93, booth 656.
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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 a great
deal of face-to-face marketing. We devote about 9 percent
of the budget to promotion.

We get our high-profile Jeff & Jerr morning team out in the
community on a regular basis. We did a “Melrose Place” party
at the end of the season and brought a couple of the actors
down from the show. We also have a bumper sticker
promotion with McDonald’s in the summertime, giving away
a couple 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 a lot of personal appearances, but no
remotes per se. We also do a lot of charity work in the
community using personalities.

Q-106 has five full-time people in the promotions depart-
ment—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 tele-
vision 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.

‘ ‘ What role do
promotions play

in your overall
business strategy? ) )

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 a year 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 a 36-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 real-
ly want to project more of a family image, and there’s the
issue of additional insurance when we’re involved

in a remote where alcohol is served.

We have a terrific 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 a full-time assistant and an
active intern program, recruited from ads on

the air and through local colleges.

We're also involved in a lot of television advertising.
Generally, it’s in the spring, on whatever stations in the
market make sense—I let 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.

'World Radio Histo



Why so many TIGHTF ISTED

Penny-pinching

FIVI stations are willing to dig

deeper for an OPTIVIOD.

Seems everyone has gotten a little
tighter, and mere savvy. since the recession
To auract and hold a wider audience
station= huve learned to invest in what
keeps working. Like better programming
And pure digiial sound

With all-cigital processing, the
OFTIMOD 8200 delivers what no analog

>ar

© 1994 AEG .

usticg Inc. Orban and OPTIMOD are

FM processer can: the unmistakable punch
and clarity of “the OPTIMOD sound,” with
the power and flexibility of four built-in

orban

H A Harman International Company

A 94 ne 1+510+35 1«

2151 rademurks of AKG Acoustics, Inc. All other
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digital processors. So you can tailot your
stetion’s sound precisely 1o your farmat
Add new sounds simply by adding 4 rew
bcard. And never have 10 worry abowt out-
growing, or unloading, a capital investment.

The 8200 frees you 10 go wherever
digital FM goes. While analog boxes only
diz you in deeper.
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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

R
was created by a morning 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 a personal demonstration, contact a digital
specialist at BSW today

VoxPro by Audion Laboratories is the first "digital
audio” product specifically designed to replace reel-
to-reel tape recorders that are used on the air. It

Lgugmncnt Solntions 1o Keepr Jon Nuwber One

51U

BrOAYDO ST SErrry Warirpwipg

Phone 800 - 426 - 8434 7012 27th Street West. Tacoma. WA 98466 USA Fax 800 - 231 - 7055
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DUOPOLY

Walk Through Before You Run with It

many ways, is like buying a house.

Much more than a place to hang your
hat during the day, the building and contents
of a broadcast facility can facilitate the suc-
cess of your station and its perception among
your listeners.

Just as most prospective homebuyers
include an inspection by a licensed profes-
sional, 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 a used car
without having a mechanic 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 cor-
porate engineer tackle the job, but it is often
best handled by someone who has no senti-
ment 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 a day at the
studios. Most inspectors have a defined pro-
cedure; some even use cameras or cam-
corders to assist. Often, the inspector will
require an engineer connected with the sell-
ing station to be on hand to answer ques-
tions, 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 inspect-
ing the tower(s), antennas and transmission
lines mounted to the tower. Often, a copy of
the latest tower inspection report is requested.

Among a number of inspection engineers
who regularly perform such tasks, the top 10

E ;hopping the duopoly marketplace, in

by Dana

checkpoints were prioritized as follows:

1. Is the station operating according to FCC
and FAA requirements’

2. Age and condition of towers, including

Puopolo

paint, lighting, guy wires, tower anchors and

ground system.

3. Transmitting equipment cleanliness, age

and condition. -»
r

Is Your News Feed
Eatin Away |
Your its?

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 a day, sports 16

times a day, 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 process-
ing 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 emer-
gency 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 a rough 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 equip-
ment in the production studio.

4. Amount, age and condition of test equip-
ment at studio location.

5. Condition and amount of remote equip-
ment.

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 a rough 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, deter-
mine additional equipment needs, spot
future opportunities, etc.

There are important reasons to get inspec-

A station
inspection could
save thousands

A

tors involved early on in the process of buy-
ing any station, but in any case, it is an
essential step in the imminent purchase of
any property.

“P've never heard of engineering problems
nixing a deal,” says Dick Blackburn Sr. of
broker Blackburn and Co., “but they've
delayed a few closings. The buyer and seller
both want the deal to happen, and usually
they're able to work through any problems
that surface.”

Dana Puopolo is president of Puopolo
Consulting in Rehoboth, Mass., and owner of

AXS ( Ax’-sess)... Jocks Love It!

AXSis an entirely new approach to digital audio controllers.
[t starts with superb audio using the premium quality apt-
X™ system. AXS is easy to learn, easy to use, and powerful
beyond words.

AXSis a modular design that begins as a simple cart replace-
ment and grows to any combination of CD, hard disk, satel-
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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 a powerful programmable
real time [OMAP.

Jocks love AXS: A fast 99 page, 28 button Jock F/X panel that
can be time linked and remote wired is standard.

Use a software driven four-channel stereo audio switcher
with on-screen control or the powerful eight-channel dual-
buss routing switcher. or include both if you wish. AXS is
controlled through a trackball, touchscreen, keyboard, but-
tonbox, telco or remote modem.
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PROGRAMMING PROFILE

WNMMR Banks on
Philadelphia Tradition

by

Marjory Roberts

Philadelphia AOR FM Has Ranked in
Top Five for More Than a Decade

any indication, winning Philadelphia’s
heart points to a bright future.

In that tradition, WMMR-FM, 93.3, can
count itself a big cheese; the station has
ranked in the top five in the Philadelphia
market for more than a decade.

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 a 6.6 share in the spring
Arbitron ratings book and the number two
spot overall, second only to its sister sta-
tion, 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 a generation. Along with its sizeable
share of the 18-plus audience, WMMR
celebrated its 25th anniversary last year.

“If I say soup, you think Campbell’s, and
if [ say 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 a relationship with
those listeners,” says Joe Bonadonna,
WMMR'’s program director and afternoon
jock. Bonadonna has a 17-year history
with WMMR, initially working as a jock
and then moving into directing the sta-
tion’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

If cream cheese and cheese steaks are

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 person-
alities promote the station’s image of sta-
bility, says General Manager Chuck Fee,
and in turn, bolster its ratings. Fee, who
came on board nine years ago as general

Gray

“They’re people who love to work at the
station and who work together as a team,”
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 a veteran air staff to build a solid
relationship with listeners. Thart staff
includes Pierre Robert and newsman Earle
Bailey in morning drive, followed by
Bubba John Stevens in middays and
Bonadonna in afternoons. Matt Cord cov-
ers the evening shift, Lyn Kratz is on
nights and Chip Horeneck handles

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.

September 1884 The Radio World Magazine

overnights.

Another vital piece of WMMR'’s success
story is its tremendous promotion and mar-
keting efforts. “They’ve maintained their
presence as the promotional and »
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standard rock concert promotions to a
unique singles trip on Valentine’s
Day to Jamaica. With

marketing giant in Philadelphia,” says Ted
Bolton of Bolton Research Corp., a
the leading edge of

Philadelphia-based marketing and 53
g WMMR’s baby-

-esearch company that has worked
boomer audi-
ence soon
heading into
its 50s, other

with WMMR for 10 years.
“At the same time, ‘F\"
they've been inno- Z |
I promotional

vative in the way
events target fami-
rare Philadelphia sporting event

in which they
market and pro-

lies. And it is the

that takes place without an '"MMR banner as

a backdrop.

mote.”
WMMR’s clear popularity with the adult

“At WMMR, it’s a
matter of course to have
promotions of some kind 52 weeks a year,”
Fee says. “A day doesn’t go by when we don’t

ouch our listeners.” Events range from more

' For the world’s strongest
AM transmitters,
look to Nautel

Nautel AM transmitters keep you
on the air with an unmatched
combination of value, perform-
ance 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

hossniin
‘e

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 _ p. 1o/

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

 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.

(Nautel Electronic Laboratories Limited)
R.R. #1, Tantallon, Halifax County,
Nova Scotia, Canada B0J 3J0

Fax: (902) 823-3183

201 Target Industrial Circle
Bangor, Maine 04401 USA

Phone: (902) 823-2233

nautel
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market in Philadelphia keeps the station
comfortably ahead of classic rock competi-
tor WYSP-FM, 94.1. That’s a notable feat
with Howard Stern 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

£E We keep
building a
relationship with
listeners. We play the
music they want
and expect from
us, both
contemporary
and older. 9

RPD

other dayparts.

“Stern is on a rock radio station, and
everyone including ourselves were quick
early on to draw comparisons between the
stations,” Fee says. “But it’s not a competi-
tive 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 a Philadelphia-
based free-lance journalist whose credits
include U.S. News & World Report and
Psychology Today.
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Take your listeners on a weekly, two-hour journey through Europe via
THE EUROPEAN HIT SURVEY hosted by Bobby Sicilia. This musical
extravaganza, designed in a magazine format brings you a weekly 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
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EEO

REGULATORY

Three Letters Meant to
Protect Spell Out Dread
for Many Stations

ver the last 20 years, the FCC’s reg-
ulation 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 regu-
latory philosophy—is EEQ, equal employ-

by Harry Cole
ment opportunity.

The reason EEO regulation has such stay-
ing power presumably has to do with the
political attractiveness of espousing some-
thing with the unassailable title of “equal
opportunity.” Make no mistake, though:
The mere avoidance of discrimination in
hiring is not just what EEQ 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 a whole,” according
to Reed Hundt in a recent 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 com-
ply. 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 appli-
cants 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 docu-
ment 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 a first-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 prac-
tices. The fine amount can be upwardly
adjusted, based on factors such as: includ-
ing a determination that a large number of
hiring opportunities “did not translate into
an adequate pool of minority/female” job
applicants or hires; or a determination that
a “large pool of minorities/women” in the
labor force similarly “did not translate” into
applicants or hires. If you find yourself sub-
ject to two such upward adjustments, the
penalty is increased to include short-term
renewal.

There also is a kind 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
EEQ rules again, you will get more report-
ing conditions plus a base forfeiture plus a
90 percent upward adjustment plus, possi-
bly, a short-term renewal. Phew!

If, after that, you get hit with still another
violation, you get all of the above, and def-
initely a short-term renewal. And if it hap-
pens yet again after a short-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, a federal appeals court in
Washington set aside an earlier forfeiture
schedule (relating to non-EEQO 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:
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Has Your Automation Sailed

Face it. An automation system
isn't very automated when some-
one has to manually track and
record constantly changing
weather. Now, listeners can hear
up-to-the-minute weather infor-
mation in high-fidelity with no
staff intervention what-so-ever.
Our solution? The Digital
Weatherman! Call us for air-
checks, systems specifications,
and pricing plans, plus a free
copy of the article "Florida
Weather Goes Digital” describing
the evolution of one station’s sys-
tem. Don't get left standing on the
dock... call us today!

...Without Your Weather?
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Save Time & Money! - 10 minutes
to record 4 wxcasts a day 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 -
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programs to package to sponsors
Automated bulletins can be sold
easily, too! Eliminate Training
Forecasts and bulletins air auto
matically, or at the press of one
button so your staff doesn’t need
to be trained to handle weather.

~ Press Extension 100

Tom Churchills g o
weatherddio. 1.800-RATINGS
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this has not yet been held by any court).

Still, that provides, at most, only a tempo-
rary 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 affirma-
tively recruit and hire minorities and
females. And the commission can, in the

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, imple-
ment it diligently and keep impeccable
records.

We will focus on those herculean tasks in
future months.

Hary Cole is a partner in the Washington-
based law firm of Bechtel & Cole, Chartered.
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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.
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Don’t Let Talent and
Technique Outshine
The Client in Radio Ads

by

he commercial was as creative as
they get—a great big idea, with a
great big voice, delivered in a great

big way and with the promise of a great big
payoff.

Thomas

Di Noto

But ultimately, the spot failed. And the
advertiser gave up on radio as a medium.
It’s a sad scenario, but one that’s played out
at local radio stations across the country far
o often.
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Interfuces To Digital Automation
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427 SOUND EFFECTS
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money-back guarantee.
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Send $79 to Ghostwriters
2412 Unity Ave. N., Dept. RW
Minneapolis, MN 55422

For credit card orders call

(612) 522-6256
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Doing business
without advertising is like
winking in the dark...

7 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 mformation on affordable advertising call Simone at 1-800-336-3045.
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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 com-
mercial itself. As the star, the advertiser
has to get actively involved. That doesn’t
mean a client must act as his or her own
voiceover talent or jingle writer or produc-
er. But it does mean that he or she has to
be actively involved in defining the target-
ed 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 partic-
ular 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 a proven, step-by-step
process that will almost inevitably elimi-
nate the obvious over- and understate-
ments that make for off-target and failed
radio advertising.

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

Then, and only then, is it time to get cre-
ative. 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 a long life
(the more you hear the same tune, the bet-
ter 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 mis-
taking the “star” in this campaign. Tom
Bodet has accomplished the enviable status
of instant recognition with the Motel 6 m
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For years you've had

to rely on satellites,

and their sky-high

prices. Now, Zephyr™

brings great sound-
ing remotes back

down to earth.
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Integrated Services
Digital Network
(ISDN} diakup
phone lines are
now available in
most of the US and
over a dozen other

countries.

Using just one ISDN
circuit, Zephyr
transmits broadcast
quality stereo for
little more than the
price of an ordinary
voice call. And oper-
ation is as easy as

sending a fax.

Zephyr uses Layer Il
to code and decode
the audio for trans-
mission. International
listening tests, and

the daily experiences
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LAYER III

of hundreds of users,
clearly demonstrate
Layer Ill's superior
performance when

using ISDN.

The Best

Zephyr includes

an ISDN terminal
adapter, so no
expensive external
boxes are needed.
For areas where
only Switched 56 is
available, Zephyr is
totally compatible
when using an

external CSU/DSU

You can even set up
a remote with ISDN
at one site and
Switched 56 at the
other! Our ISDN
Telephone feature

allows you to place

ay to Hear from There
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2400 Baud
RS232 Data
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grade call to a Plain
Old Telephone
Service (POTS)
phone
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2101 Superior Avenue
Cleveland, Ohie 44114
216.241.7225
FAX: 216.241.4103

o Full duplex 15kHz stereo
operation on one ISDN
line or two Switched 56
lines using ISO/MPEG
Layer I coding.

« Compatibility with older
7kHz codecs that use
G.722.

* 2400 baud RS-232
bi-directional data for
communications and

control.

* Four end-to-end “contact
closures” for summary
alarm and control of
recorders and other
devices.

* Split channel mode allows
individual mono signals ta
be transmitted to separate
sifes,

* The ISDN terminal
adapter is built-in.

* V.35/X.21 part for con-
nection to Switched 56,
fractional T1, and other
data paths.

« Simple operation with full
metering, analog avdio
limiting, and straight-
forward controls.

 Each unit serves as bath a
transmitter or receiver.
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series, “We’ll leave the light on for you.” It
would be easy for Boder to be the star, but
the great writing and delivery consistently
put Motel 6 and not “the spot” in the spot-
light.

Remember to maintain a consistent over-
all 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 cen-
ter stage and not letting support characters
dilute the focus.

Testimonials from real people—if they
sound credible—can work wonders in con-
vincing listeners to try and buy any number
of products or services.

So can cute and innocent (there’s a fine
line here) children’s commentaries. The
simplistic rhythm and rhyme of a well-writ-
ten 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 over-
shadowed will be the competition. ®

Thomas Di Noto is president of Tuesday
Productions in Rancho Santa Fe, Calif.,
which has created music for Budweiser,
Chewvrolet, Domino’s Pizza and countless
other advertisers during its 25-year history.

Contact the company in Cadlifornia at 619-
759-5949; fax: 619-759-5941; or circle
Reader Service 43.

Broadcast CD music is our specialty! If
you need weekly hits or a complete li-
brary, call..RPM. We have over 9,000
tracks custom mastered on Ultrasonic-Q
Radio Discs ready for immediate deliv-
ery. Call for a free 80 page CD catalog
today. We're driving the train that will
take you to a better quality station.

RADIO

DOLLAR FOR DOLLAR

Ease 1995 Budget Anxieties
With Last Year’s Projections

by Thurmon

eptember often marks the time of
Syear when radio stations dauble

check the likelilbaod &f schiewing
the year's budget goal; whike painstak-
ingly taking steps to prepare for next
year.

It’s an agonizing process, yes, but
drafting a realistic budget allows the
progression of everything from addi-
tional personnel to computer terminals
to néw studio equipment. It's in orga-
trpng this means to an end, however,
that confusion and impractical expec-
tations often arise—but it doesn’t have
to be that way.

A guide for 1995

Face it. Budget projections are a nec-
essary task for the fiscal prosperity of a
radio facility. Projections serve to dis-
cern net revenue, direction and (some-
times) the fate of a radio station. But is
there an exact formula for making
accurate and liveable projections?
Should radio station projections paral-
lel the T-bill, the Dow, the Index of
Leading Indicators or all or none of the
above?

Floyd

From The Radio Dictionary, pub-
lished by Riverview Press, a projection
i defined a$ “a prediction; a realistic or
believed achievable fururé putcome
forecast. The actualization of the
anticipated results hinge on the facts
or data used to analyze predicrability.
The more conditions included, the
more probable an event will occur.
There is no exact science involved in
developing projections since factors
change and inclusions in the analysis
are internal and external.”

A year ago, you reached an agree-
ment under these parameters,
acknowledging that specific financial
projections were achievable. Faced
with the same task now, the best place
to turn for revelations regarding the
upcoming year is vour file from
September 1993. If you are on target
with your 1994 projections, your notes
can serve to parallel projections for
the coming year; or they can be used
to pinpoint misappropriations if, nine
months later, the budget looks like it
was sketched for a radio station you
don’t even recognize. -

PROGRAMMING AND
MANAGEMENT, INC.

9,000 Tracks. No Waiting.

Top Hits US A, &L ic-Q Radio Disc

FAX: 810-681-3936 International: 810-681-2660

4198 Orchard Lake Road, Orchard Lake, Michigan 48323

50 STATES & CANADA:
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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 a 24-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:

& Audio & Data VSAT Network Equipment
& VSAT Network Design

& Domestic & International Spacetime
X Integrated Operations Networks

X 24-Hour Technical Support

X Installation & Training

X Disaster Recovery

X Lease Financing

P ut yourself above the rest with a satellite 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 distant stations, centralize commercial production and billing, start your NSN NETWORK
own programming network, or expand your existing operation, call us. NSN has established SERVICES

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

30394947774 800+ 345 0¥§12{’! Fax 303949 9620

\SN is an authorized distributor of ComsStream, Gilat, Audisk, Crown, and other fine satellite and broadcast communications products.

Circle 14 On Reader Service Card



OONNY BLOCH

W &u.

¥y
w
-
I NMIIIL'_I ' X}

A==
g ———
=gy fr.;.
- = - 'T -»7‘

We COYGK&TULATE
You Ox Your
FI[FTEENTH

LSTENARS =~ - ) \n riens | inkiicial
,l'l“ ] "_ e . Y a
LUl \l\l le

¢!

[{ost ol 1ly

[ull. ~ 1 Rm‘m‘
Sendicated M il
,[.l”\ [\) ‘([]' |)1 It

200 i
24 [Hour o Wik
oive [Feed 4G
Satellit

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
2 Corporate Drive
Clearwater, FL 34622

To carry Sonny’s radio
shows on your station,
call 1-800-743-2374 or
Fax (813) 573-3501

Sonny,

‘as.,

ﬂdam@/u’e/@dwwblﬂcfuam,w/toae
mafeam;hdcanbu’éuﬁwlaammm.
7&%/04;/%4«7)7104&/

RBlock 8B ng C ed, Jnc.

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

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
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Let’s examine the points you considered
then, and how that might impact the bud-
get before you. You probably started with a
careful analysis of station ratings. There
was an exact revenue amount correspond-
ing with your ratings position. You then
pondered the effect of various promotion-
al tools offered or available, their cost and
their impact in other markets.

You might have considered the prospect
of another station in the market switch-
ing 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

Sound Good?
That, too.

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 a sound position with your
bottom line. Call 1-800-280-1994
— before your competition does.

‘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 ISALL BARTERED.”

- Judy Jennings, WTCR, Huntington/
Ash

BR

broadcast results group

Comedy Campaigns. Great Jingles.
Increased Billings. For No Cash.

THE
’

INSTANT
IDEAS ON CD

“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
a client’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... | went back to a
client that turned us down and after he
heard one of the comedy campaigns he
signed up.”

- John Tickner, WACK, WNNR, Rochester

“THE POSITIONERS ENABLE US TO
BUILD PROFESSIONAL CAMPAIGNS
FOR OUR CLIENTS AND TURN THEM
INTO YEARLY CONTRACTS! | see 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
Call for Details!
1-800-280-1994

Circle 110 On Reader Service Card

32 The Radio World Magazine September 1994

thorough analysis of the same in compa-
rable markets.

You individually analyzed your staff’s
closing ratios and percentages of new busi-
ness, then combined potential perfor-
mances 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 soft-
ware—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 bot-
tom up, the armament was assembled as
thoroughly as possible.

Contribute to the bottom line

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 a profit?

Last September, the radio station was
analyzed microscopically from the front
door to the top of the signal antenna.
Now that the assessment requires reflec-
tion, whart happened?

Was your analysis liveable and achiev-
able? 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 a jump on putting the pieces
together into a workable 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.




The Lost Weekend

by Don

Kennedy

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

hile many radio stations bring in
the “B” team for weekends—or
no team at all, relying on satel-

lite feeds and automation—a number of
programmers are turning weekend shifts
not only into a listener magnet but a spon-
sor magnet as well.

Stations examined here are boosting rat-
ings not with the lure of expensive, high-
profile dance clubs, nor with big-name
celebrity remotes, where the names often

The Tony Torre
Orchestra plays
before a packed
crowd at the
Western Steer in

Columbia, S.C.

overshadow the sta-
tions they appear

these ideas into popular money-making
strategies.

Experience and creativity

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

Weekend shifts
need not be in the
shadow of weekday

pr g.

their experience and creativity to make
weekends shine.

Saturday morning’s early broadcast origi-
nates from a local restaurant for breakfast
from 7 to 11, with brief comments from
the customers between records and live
music for the last two hours as local musi-
cians perform.

“We sometimes have 16- to 20-piece big
bands, accompanied by a female vocalist in

a sequined gown at the Western Steer

restaurant,” says Dennis Waldrop, gener-

al 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

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

can’t wait to get in each Saturday and the
program is a natural 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 »

THE LEADING SUPPLIER
OF PRESENTATION MAPS

CAN HELP YOU BY

> Customizing
Coverage Maps—
Local Stations to
National Networks

> Pinpointing
Potential Advertisers
with Business Location
Map Upgrades!

> 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
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the station format, making comiments on
each. It might be a politician one week, a
World War Il vet the next, a local musi-
cian or a well-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 a local hotel ballroom for
both dancing and listening at the hotel
and at home.

City tradition

Philadelphia’s WPEN-AM, whose call
letters are a part of the city’s tradition,
maintains part of its 65-year heritage with
inventive weekend programming, includ-
ing the “Steel Pier Radio Show” from 2-5
p-m. each Saturday.

A local announcer hosts a celebrity-stud-
ded program of recorded music, interview-
ing 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.

There’s a Broadway show each Sunday at
noon, and from 6-9 p.m. Sundays, the
“Street of Dreams” presents easily

e L R ¥

reaching specific audience segments,
which is treated by the station as some-
thing special.

v = 3 5 ¥

WSCQ-FM broadcast veterans and station owners
Bill Benton (1) and Dave Wright regularly man the mics
during Saturday a.m. remote shifts.

digestible portions of old radio shows,
along with appropriate music.

Orther 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 YQU. No matter the size of
your station or the size of your

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

Circuit Research Labs, Inc.
(602) 438-0888
FAX (602) 438-8227

budget, we have an
engineered
solution
for you.

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.
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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 remore schedule, from various

117 gets back to
relating to people
and serving your

audience. 1)
npis Waldrop

parts of its far-flung coverage area, orches-
trated to promote lisrenership in each area.

Weekend shifts need not be in the shad-
ow of weekday programming. These three
stations indicate what can be done with a
modicum of planning, a lot of imagination,
some ambition and drive, and just a touch
of show business glamour.

Says Waldrop, “It gets back to relating to
people and serving your audience.”

Don Kennedy is president of the Adanta-
based Crawford Houston Group. which syn-
dicates the weekly “Big Band Jump” to nearly
200 radio affiliates nationwide.



The New Look of Digital

B8 raoio sysTems

COCA-COLA oz A
RUN: 08/17 TO 09/25 .J
OUTCUE: The Real Thing

00:30« 00:00.,

MUSIC SPOTS LISTS FEEDS STACK

Our new Digital Delivery System DDS is so unique because
doesn’t just look different.
) B Custom user interfaces (like the Digital Cart Machine

pictured above) allow full system control via simple,
DDS_ r_epreselfts a completely new approach familiar control panels.
to digital audio storage and control.

B 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.

W It is built on a UNIX-style multi-user multi-tasking,
real-time operating system platform that is designed
to support the full load of any broadcast operation,

B DDS controls, organizes, and automates al] 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 WWINL LB exciting new product available for your digital revolution.

RQDIO SYSTEMS .
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THE BENCHMARK IN BROADCASTING
For the past 25 years... For the NEXT 25 YEARS

International Tapetronics Corporation, 2425 S. Main Street, Bloomington, IL
Phone: (800) 447-0414, (309) 828-1381, Fax: (309) 828-1386
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Stay
Tuned!

Coming up in future issues of

T HE

RadioWerld

M A GA ZINE

October

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
I Ever Made”

Technology at Work: How
Much Digital Is Enough?

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 WORLD™

When you think digital audio, think California
Digital. We provide satellite/digital technology
to make all these options available at low cost:

I Syndicate your top personality or format

I Add affiliates - gain revenue sources

I Share programming, talent and costs

| Off-site announcer feeds

I Create events with remotes

I CD-quality live coverage of news,
sports, and concerts

California Digital
offers expertise in:

I Digital Satellite Networks - C or Ku
I Regional, National, International Nets
I Remote Broadcasts
I Rugged Fly-away Systems
I Custom Ku Power Control Software
I System Design & Engineering
I FCC Licensing; Installation and Training
I Equipment sales, leasing and financing
I Switch 56 & ISDN program distribution

REVOLUTIONARY NETWORK
DELIVERY SYSTEM
See the daX™
World Media Expo Booth 2838

L:
CALIFORNIA

DIGITAL AUDIO

West Coast Office (805)523-2310 Fax (805) 523-0480
Midwest Office  (612) 631-5064 Fax (612) 631-5010

MAKE MONEY BY CREATING A
MUSIC PROGRAMMING NETWORK!
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Radio has changed a lot since the 1970’s. But traffic systems haven't. Until 11OW, Compu'ler Concef')ls is
proud to introduce V.T., the easy-to-use (raffic system that’s designed for the way radio works t«odﬁyi'

How do we know? Because in developing V.T., we did our homework. We spoke with users of our own and compgtlllve lra[[{( syslems
You told us you wanted a systein 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. A wide variety
of user-definable reports can be set up easily. and accessed at any time.

You dlso told us loud and clear that you wanted a system that was simple to learn and use. We responded by giving V.T.
a Windows™-based “visual” interface. Just use the mouse to “drag and drop” spots onto an onscreen broadcast calender
Even the (ull-teatured 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 a click of the mouse.

“6
o o

Ever try a new product and say "I wish we had this years ago”? That's the way %l(r‘cle 2gcon Readgr‘ Sew;:e Card
B ymputer Coneepts Corporation
yor'll feel about V.T. Call Computer Concepts today at 1-800-255-6350 3375 Melrose Drive. Lonexa, RS 66214

and ask for the full story. Tel.: (913) 541-0900 o (800) 2556350 Fax: (913) 541-0169



New Day Dawns for Fah Exhibition
With All-New World Media Expo

ook, in L.A., it’s a radio show. No, it’s
La broadcast show. No, it’s a media
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 Radio-
Television 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

by Charles Taylor

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 a magnificent 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 ta send a signal 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 ar media.”

According to the NAB, more than 6,000

September 1994 The Radio World Magazine

attendees are expected.

Unlike the annual NAB spring conven-
tion in Lasz Vegas, the fall Radio Show tra-
ditionally 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 prob-
lem salving.

Programming sessions will address listener
loyalty and expanding market share, along
with specific tapics 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 atten-
dees Thursday, Oct. 13, and commissioners
Andrew Barrett, Rachelle Chong and
Susan Ness will participate in a policymak-
er’s breakfast Friday, Oct. 14.

Vendors and manufacturers

Within the World Media Expo, a
radiofaudio pavilion will feature the wares
of hundreds of radio-relevant vendors and
manufacturers. Among the hot buttons
represented will be products and services

aimed at programming, marketing, sales
and promotions, as well as equipment cov-
ering such emerging technologies as digital

Radio Show organizers
assure that despite the
common arena, each show

audio broadcasting, satellite DAB, data
broadcasting, high-speed FM subcarrier
technology, Radio Broadcast Data System
(RBDS), Global Positioning System, studio
and audio equipment, consoles, CD play-

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
Show will be Paul
Harvey, Les Brown, Rush
Limbaugh, Bruce Wil-
liams, Jim Bohannon,
Rick Dees, G. Gordon
Liddy, Jim Hightower,
Pat Buchanan and come-
dian David Brenner.
National talk show
hosts Liddy and High-
tower plan to debate radio issues in a ses-
sion called “The Right and Left of Talk
Radio,” which should prove amusing, if not
informative. The conservative Liddy, who
is syndicated in 165 markets by -»

The World Outside Radio ’94:
Leisure for the Listless

Bored at Radio ‘947 Not likely. Can't take it anymore? OK,
maybe.

Fortunately, Los Angeles is a host city with limitless possibili-
ties. Following are a few must-sees that at least put radio in a
different context:

Melrose Avenue—It’s still funky
and fresh and offers a great view of
young L.A. Stand on a corner and
hear what comes blaring out of the
cars. There’s a 98 percent chance it
won't be Michael Bolton.

The Freeways—What better way to experience L.A. radio like
inhabitants than to linger in a slithering 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 rota-
tion...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 dig-
nified, patriarchal resting grounds.

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

Busses and Billboards—Radio wars are actively fought every
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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, a workout
room on the beach and more bar-
gain souvenirs than your promo-
tions 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 Dleistocene fos-
sils. 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 any-
way.

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.

—Charles Taylor




PRIME SPORTS RADIO

THE POWER OF
LIBERTY SPORTS.

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 million 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.

m High quality m Straight Barter
m Highly marketable m A major league
m 24-Hour Turnkey opportunity!

Premiers September 12!
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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.

S c J 222 Asymmetrical AM Low-pass Processor

= TEISE i BT e Guarantees (.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

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

R R 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 T
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 a clean 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, 1

FM/FMX® Stereo and all analog and digital RBDS/SCA
subcarriers. Comprehensive audio diagnostics permit G bl ey
off-air evaluation, comparison and analysis.

Coming soon: An easy-to-use RBDS Encoder, and a Monitor/Decoder for use with any FM Mod-Monitor.

3 @
Inovonics, Inc.

1305 Fair Ave., Santa Cruz, CA 95060 e 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 best-
selling books and occasional acting gigs.
Hightower’s road to the mic came from years
as a Texas 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 a keynote speaker Thursday, Oct.
13. He is former host of the nationally syndi-
cated TV talk show, “The Les Brown Show,”
and authored the best-selling “Live Your
Dreams.” He was selected by the

CVB/Michele & Tom Grimm

Toastmasters National as one of America’s
top tive speakers in 1992. Brown is a former
DJ, broadcast manager and state legisiator. (%)

For information on World Media Expo, con-
tact the NAB in Washington at 202-429-
5409; fax: 202-429-5343.

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 mem-
ber radio stations, which also vote to
select winners.

In mid-August, stations received a pro-
file 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; sta-
tions of the year by market size; and stations of
the year by format. A Marconi also is present-
ed to the Legendary Station of the Year.

Following is a list of those stations nom-
inated in 1994:

Legendary Station of the Year
KDKA-AM, Pittsburgh
KSL-AM, Salt Lake City

Marconi Awards Cap
1994 NAB Radio Show

WBT-AM, Charlotte, N.C.
WHAS-AM, Louisville, Ky.
WIR-AM, Detroit

Stations of the Year bv Market Size

Major Market
KMDPS-AM/FM, Seattle
KNIX-FM, Phoenix
WFAN-AM, New York
WJR-AM, Detroit
WVEE-FM, Atlanta

Large Market
KM]J-AM, Fresno, Calif.
KOA-AM, Denver
WFBQ-FM, Indianapolis
WHAS-AM, Louisville, Ky.
WSIX-FM, Nashville

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

Small Market
KEKB-FM, Grand Junction, Colo.
KFIN-FM, Jonesbora, Ariz.
KGMI-AM, Bellingham, Wash.
KUOO-FM, Spirit Lake, lowa
WHIZ-AM, Zanesville, Ohio

Personalities of the Year

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

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

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

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

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

Satellite Nletwork
Automation & Control

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 AirForce!" a satellite program delivery and automation system for radio net-
™

works. Using the AirForce," a network feed can be customized as needed for cach 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.

o — =) Crown
o= ommm s broadcast
LI , 18 % [ Division of Crown International, Inc.

,,,, CrOUID @ oo« A I R : 1718 West Mishawaka Road
LUl whemstmwet LDt EMRR Elkhart, Indiana 46517
. ° . ° FAX 219-294-8302
Now available in 30. 100 and 200 wau models. Phone 219-294-8050

Broadcast Sales 800-294-8050
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NAB RADIO SHOW

Following is a list of NAB Radio Show sessions
and events relevant to management, sales and pro-
gramming 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 (4 hours)
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 (2 hours)

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\4 hours)
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 —Capito! 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.—Morning 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 1 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

Available Now:

:10’s, Sweepers.

Released Monthly.

broadcast results group

We’ll trade our comedy
campaigns, jingles and
production for your air time!

Over 1000 General Managers knew a great 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, BRG has the right production
material for the right price — no cash/

» The Canary Collection Production
Library. 1500 Cuts on 35 CDs. :60’s, :30’s,

» 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.

The best things in life are free.
The best things in radio are bartered.
Call 1-800-280-1994

B No Cash * No Kidding

Production/Traffic « Philadelphia Office
P.O. Box 202 » Bryn Mawr, PA 19010

P.O. Box 1465 * Apex, N.C. 27502

Network Sales * Raleigh Office
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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 com-
mittee 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.

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

It strengthens the position of the product
in the marketplace, and it gives us a more
competitive advantage as an industry as we
compete for time from our consumer—the
listener—and as we compete for the adver-
tising dollars that are allocated to each
industry. Overall, it will make our industry
stronger and enable radio to better our
communities.

Q: How should those looking at adver-

tising on radio view it?

I think that the advertising communi-
ty would say their number one com-
plaint with radio through the years has

: 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.

I do think that now, it dovetails in with
other communications industry changes.
With duopoly coming along at a time when
the print media seems to be lessening in
importance in the time spent by the con-
sumer, and television is becoming more
and more fragmented while looking for a
direction in overall consumer media habits,
duopoly is a stabilizing force for radio. It
keeps the industry in a prominent position
as we compete with all the other media.

In 1993, radio outpaced newspaper and
television and almost every other media.
All the news that you're hearing about
radio now seems to be positive and on the

William L. Stakelin
Current position: President,/CEO Apolio Radio Ltd., Salt Lake City
Choice Morsels:

Founded Apallo in 1988 after serving as president/CEO of the Radio
Advertising Bureau in New York

upswing. That’s not because the
other media are falling apart. It’s
because in today’s media climate,
advertisers and consumers alike
are finding that radio is a very
stable, integral, important part of
the media habits of most of our

:We detect three
running themes in
the Radio Show session
agenda: duopoly, broad-
cast legal issues and the
future of radio formats.
Let’s take a look at the
these issues.
First, duopoly. Any
opening comments?
The communications
industry is going through
tremendous amounts of

Apollo owns/operates seven radio stations

Former executive VP/COO Bluegrass Broadcasting, Lexington, Ky.
Former VP/GM WHOO Radio, Orlando, Fla.

Former VP/GM WVLK AM/FM, Lexington, Ky.

Graduate Georgetown College in Kentucky, 1965

Career began as a DJ at WGOR in Georgetown, Ky., at 14

Titles:

Chairman of the 1994 NAB Radio Show Steering Committee
Board of Directars, Radio Advertising Bureau

Board of Directors, The Broadcast Pioneers

Board of Directors, National Advertising Council

Former National Association of Broadcasters (NAB) chairman
University of Kentucky Journalism Hall of Fame lifetime member

citizens.

: How much further will

the trend go? Will we reach
a point where the majority of
U.S. stations are group-held?

Because there are so many sia-
tions, when you ralk about a
majority of those overall, 1 think
not.

I would say we are in the begin-
ning stages of duopoly as far as

change from top to bot-

large markets and medium-sized

tom, and radio certainly is going through
its changes. One of these evolutionary peri-
ods is duopoly.

We've now had a few years under our
belts to take a look at it, and while there
are still some unanswered questions—the
specifics of how you sell it, how you put it
together and whether the cost savings are
real—I think most broadcasters are coming

been that it is just too hard to buy, too
hard to plan and there are so many of
us.

Duopoly is now strengthening the radio
marketplace in that, from a buyer’s view,
they now see an opportunity to buy local
networks, local broadcast groups and
achieve their target goals for advertising
clients.
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marketplaces. And [ think certainly you're
going to see a lot more duopoly on the
horizon.

: What will happen in small mar-
kets?

1 don’t think the smaller markets are
going to be quite as affected by -



The Next Generation Digital Audio System
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LPB SALSA - $8,995

386DX33 PC System with 1 Gigabyte 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 a 31-Day historical log of everything that aired and when
System support available 24 hours a day, 365 days a year

Live Studio Assist (included) Satellite Automation (included)
Full color and easy graphics Up to 15 stereo satellite networks, unlimited events/hour
Control completely by mouse Record for delayed broadcast - automatically
Play any hard drive audio immediately or via schedule 21 Format clocks - changing automatically as you wish
Search spots and music by up to 6 different categories Up to 8 control outputs for other sources or equipment
Identification of bad audio files - before they air 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 a Touch

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 un-
scheduled jingles, sounders, comedy
and sound effects on the spur of
the moment. You get 26 sets of hot
keys for your jocks’ different needs.
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World's Fastest Requests!

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.

1, 2 or 3 Touchscreens

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

Simple and Paper-free

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.

The Best Digital Audio

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

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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improve Your Production

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.

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.

Scott Studios ...

13375 Stemmons, Suite 300
Dallas, Texas 75234 USA

(800) 330-3004



duopoly. They will continue to be struc-
tured the way they are now. Localism will
be the key as it always has been for our
business, regardless of the size of the mar-
ket. So | think they will continue to serve
the local markets and hopefully thrive as
an important media partner in each com-
munity that they serve.

: How would you describe the busi-
Qness environment for those wanting
to buy into radio in a medium-size or larg-
er market?

Certainly | think the buying criteria has
changed. Almost any of us that are in the
acquisition mode are not looking at stand-
alone radio stations. When you do an
analysis of a marketplace in this day and
time, you're looking at a minimum of
maybe two AMs and FMs because that’s
what you can own and that’s the position

Radio is getting
some of the recognition
and reward that it so

you can take in the marketplace.

| think that duopoly certainly has
changed acquisition models, not only in
the way the financial community is looking
at its acquisitions, but operatars, too.

: The FCC united with radio in

relaxing ownership rules. There are
other legal issues, however, that could be
viewed as more adversarial. What'’s at the
top of your list?

With the need for federal revenues to be
increased, they are looking at different
industries and different areas of taxation
where those revenues can be raised. So far,
it would appear they’ve been very sensible
toward our industry, but who knows going
forward.

Radio has become a first-class citizen in
almost every community across the country
and does a great job of informing, enter-
taining and serving those communities. But
certainly there are pressure groups in
Washington, with any government-regulat-
ed industry especially, that are just not
going to go away.

My fears are all pointed toward
Washington, not only in the areas of

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 a con-
cern.

: What’s your feeling about the
QFCC’S continuing dilemma with
detining indecency and thus, program-
ming limits within that definition?

I'm a very strong supporter of the First
Amendment and would not support any-
thing 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 some-
thing my radio stations
are doing, they can turn
it off or they can turn the
dial immediately and
decide my future or my
fate.

So 1 think the market-
place will continue to
regulate and guide the
industry.

| also have a very high
opinion of the people
who have chosen radio and television as
their livelihood. [ don’t think that they are
without self-discipline, and [ think that
will continue at a high level and improve.

Q: Any advice to radio in raising con-

sciousness of these issues?

It’s important that we keep a strong, uni-
fied position in Washington, which [ think
we have through the National Association
of Broadcasters.

I would think that the regulation land-
scape right now would cause radio—which
in the past has been referred to as a frag-
mented industry—to realize how strong we
are in speaking through a unified voice. |
think we can meet whatever challenges
face us.

: Regarding programming, the pres-

ence of nationally syndicated pro-
grams has really taken hold. Do you
regard this in any way as a threat to tradi-
tional local programming?

With the state of the art, it has become a
lot easier for syndicated programming to fit
into a local time slot and sound live, =
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immediate, local-—all the things that make
radio very important to the consumer.

However, | do 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. | don’t think that will
ever be usurped.

While we have many magnificent net-
works and network programs, 1 don’t think
radio will become a nationally 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.

: What about formats like CBS’s

Arrow in which programming is still
localized and yet standardized? Does this
threaten the concept of true local pro-
gramming!

We've had standardized programming
before. | can remember a number of years
ago when a format was developed in Los
Angeles called The Wave. It was net-
worked 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.

| guess what I'm trying to say is that |
think the Arrow music concept is fine. It's
only new in the delivery of presentation. In
itself, it is not a new formart or a new wave
of success as far as | can see.

: Obviously, that’s not so much an
issue of localism as it is a question of

redundancy of formats.

Well, there certainly are those people

who would say there’s a lot of sameness
when it comes to presentation and market
formats. Market to market, you have a lot
of sameness, but if you look at an individ-
ual market, I think you will see that the
targetability of radio formats is a dream
come true for the advertiser, and it certain-
ly is an absolute cornucopia of selection for
the consumer.

: Any thoughts in particular you'd

like the radio industry to keep in
mind as many of us converge on Los
Angeles for the Radio Show?

I think as we head toward the L.A.
show, radio is alive and certainly well and
enjoying a wonderful spot on the spec-
trum of media in the United States. It is

When you do an analysis of a

marketplace in this day and time,

you’re looking at buying a minimum
of maybe two AMs and FMs.

I think 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 ke?

If I could tell you I probably wouldn't. I'd
run out and do it real quick.

I think 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 a niche.

That’s not fragmentation. That’s tar-
getability, which is a great strength of
radio.

getting some of the recognition and
reward that it so richly deserves and has
earned by great service to the public over
the years.

I think we have a lot to be happy about. If
we have any concerns, other than the legal
issues and government concerns that we've
talked about, I think most radio operators
would tell you that those are within our
own industry.

This involves policing and regulating our-
selves, 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 sup-
posed to do—making a profit and serving
the communities we're licensed to serve
with entertainment and information. @
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TECHNOLOGY AT WORK

Duopoly:
Different Strokes for
Different Markets

by Judith Gross

Reducing Staff Not Always Part of the
Formula for Group Owners

ith around 20 percent of all com-
mercial stations in this country
involved in some sort of duopoly

or LMA (Local Marketing Agreement)
arrangement, it's a wonder someone hasn’t
tried to market a “How-To” book with step-
by-step instructions.

But in truth, the manner in which compa-
nies 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 owner-
ship came at a time 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 a sampling of duopolies, it’s
clear that the amount of consolidation
forged depends on several factors: the previ-
ous position in the markert of each station,
the programming format mix and the phi-
losophy of the group owner.

Benchmark Communications, for example, is
involved in numerous duopolies, including
what will soon be a four-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/MM 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

order to stay in a competitive situation. We
sell against each other,” notes General
Manager Jimmy Collins. The arrangement
also maintains the previous strengths of the

Duopoly
consolidation is
as diverse as

ts.

st

more dominant WCOS, a way of “protect-
ing the mother ship,” he says.

Collins explains that when news/talk
WVOC becomes the fourth station in
Columbia under the Benchmark umbrella,
it will operate from a separate site, making
his schedule tougher but allowing the sta-
tions to grow on their own.

“When we add WVOC, there will be a
separate sales staff there as well. The three
country-formatted stations will have one
production department and WVOC will
maintain its own,” Collins says. WCOS and
WHKZ will continue to share a business
manager and traffic person, however.

Sharpen competitive performance

A Benchmark duopoly in Richmond, Va.,
is another example of utilizing separate sales
staffs to sharpen competitive performance.
Here, there is less overlap in the program
mix, with WDCK-FM playing an oldies for-
mat and WVGO aiming for younger demos
with PAR (progressive adult rock).

52  The Radio World Magazine September 1994

General Manager John Crowley notes that
while the two stations share a sales manager
and operate from a single site, sales depart-
ments 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 mar-
ketplace. We are two separate stations to
the local advertisers.”

The stations share a bookkeeper 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 arrange-
ments because of the complexity and spe-
cialized knowledge of existing traffic sys-
tems. But many managers note that consoli-
dation will be a factor in the next round of
traffic system shopping.

Production at WVGO and WDCK is con-
solidated, which Crowley says rationalizes
the outlay for a second production talent.
“We always wanted a second production
person, but it’s hard to justify in market
number 56. It would normally be a luxury,
but with a duopoly it’s not.”

More staff, not less

At the three-station Capital Cities duop-
oly in Minneapolis, not only are local sales
staffs separate, but rather than cut staff, sta-
tion consolidation has meant adding
announcers and having an extra person to
handle bookkeeping, traffic and continuity.

“We have twice the number of sales trans-
actions now, so we need twice the number
of people; separate sales staffs pretty much
mandate that,” says Mark Steinmetz, presi-
dent and general manager of KQRS-
AM/FM and GM of KEGE-FM.

KQRS-AM/FM is the heritage AOR sta-
tion in the market, and KEGE comple-
ments it with a modern rock format. This
limits the audience overlap to the upper
demos of KEGE (18-34) and the lower
demos of KQRS (25-54).

“We try to have the stations’ programming
complement each other, not compete head
on. I've seen duopolies where the stations
target the exact same audience, but it seems
silly to have your stations competing with
each other,” Steinmetz says.

The programming departments of KQRS
and KEGE are maintained separately as
well; the KQRS programming director is
operations manager for all three and the PD
of KEGE answers to him. But production
and promotions are completely separate,
according to Steinmetz.

“We're looking for two different images,
with two different sounds. The attitude &



THE CART NIACHINE
GOES DIGITAL!
INTRODUCING

THE DEnoN MD CART.

As the company that first employed digital
technology to record music. it’s not surprising
that Denon has become the broadcast standard
for on-air CO playback with its GD Cart Players.

Now, Denon is about to repeat its ground-
) o hreaking 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 widely available
jlank MDs. Record and re-record with GD-like
sound quality, durability and reliability.

Audition Denon MD Cart machines today.
And remember. whenever digital broadcast
equipment is made better, it will be made by
Denon.

0P ! Ssn0n CorparatJa (USA). 222 New Road Parsmpany NJ 07054 (201)275-7810 The First Name in Digital Audio



Andv & Debbie Montgomery and Capt'n. Pat Adams, the morning team at KIX-106 in Memphis, Tennessee.

We Make a Good Team!

KIX-106 is the number one country music radio station in the Memphis areq. There are alwavs the three of us on the air in the morning, but it's not unusual to

When they decided to remadel ard expand their studios, the most carefully have 5 or 6 people in the studio and on the air at the same time ... plus the music,

researched item on the equipment list was a new cansole for their on-uir studio. the commercials and the phone calls. And we still haven't begun to max out the
console. [t's so reliable that I don't think Doug has had to make even a minor

So they purchased the Auditronics 800 Serics console. adjustment or anything since we started using it.

Doug Gossetr, their engineer, said some really great stuff about it, but we didn't It you want to find out what Doug and other users had to say about the Auditronics

want to ger techical. Let's just sav the specs are definitely superior. 800 console, call your favorite Auditronics dealer or Auditronics taday.

However, Andy Montgomery, one-third of 1he KIX-106 moming team, said some
really good stuff too... "Our entire studio is designed around the Auditronics 530,

You might say that the 800 and, of course, Debbic are at the center of everything .
(Debbie's my wife, s I had to say that). It's reliable and it's sturdy. Have vou ever The Sound Of PerfeCtlon
recommend it, but so far this hasn't been a problem for the 800. It's so versarile. It

does everything I need and it always works. That sure makes my job a lot casicr.

'It's hectic on our morning show and we get lots of phone calls, especially Debbie. 3750 Old Getwell Road, Memphis, TN 38118
This new telephone mix minus system makes them so much easier to handle. 901-362-1350, FAX: 901-365-8629

spilled a cup of coffee or a sada on your console and everything shuts down? I don
Debbie, Cap n Pat, the 800 and | make a good ream!
Circle 103 On Reader Service Card

See Us At WME Baeth«1624.8 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 a duopoly
may not necessarily stem from consolidating
station staffs and costs but in the extra rev-
enue 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 sta-
tions 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
a combined approach to its station mar-
riages. 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, lowa; and Moline, East Moline
and Rock Island, 111.). The Quad Cities
would be termed a duopoly were it not for
the fact that Sconnix has reached its 25 per-
cent limit on audience share.

In the Quad Cities, KRVR is soft adult
contemporary, complemented by WLLR-
AM/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 execu-
tives make calls on local advertisers in tan-
dem, representing all three stations.

“We don't share the audience, so they are
buying two stations,” he says. “The two
sales execs make a combo 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 sta-
tions, they could end up buying only the
stronger station. That’s not true for our sta-
tions.”

In Kansas City, with Sconnix’s KFKF-FM
playing adult country and KKCJ-FM play-
ing 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 KKC] is about

fourth in the market, there are advertisers
who can’t afford KFKF who buy only
KKC]J. 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 a single site. “The greatest
savings comes from being able to locate
KKC] in space we leased for KFKFE With
one GM for all three and other staff shar-
ing, we can save on costs,” he says.

Packing clout nationaily

All of the GMs agree that another signif-
icant 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 KKC]J, 96 to 97 percent of
our revenue is agency accounts, so we're
able to get a much larger share because
together we can offer more ratings points,
“ Wastler says.

Since WVGO and WDCK are very differ-
ent stations with no cume overlap, we have
a lot of flexibility, and it gives us more mus-
cle to pitch to national accounts,” Crowley
agrees.

While each group and each market may
dictate individual ways of managing,
consolidating and selling duopoly sta-
tions, it’s clear as the number of combi-
nations grow that the relaxed rules have
benefitted the economy of the radio
industry—even if expectations in individ-
ual 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 domi-
nate the audience and increase revenues,
which we have done.”

Steinmetz agrees that staff and cost cut-
ting 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 consolida-
tion doesn’t always translate into the real
world,” Collins adds. “For us, the benefit of
duopolizing is that it allows Benchmark to
grow in a market 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 duopo-

lies originally.” ®

Judith Gross has been writing about radio for
more than a decade and is president of the
New York-based writing/public relations firm
JG Communications.
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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.

Consumer Electronics Show (CES) Mexico '94, Palacio de
Sportes, Mexico City. First non-domestic show for U.S. sponsor
Electronics Industries Association (EIA). Will offer retailers and
attendees access to all categories of consumer -electronics prod-
ucts. Contact Margaret T. Cassilly at CES in Washington at
202-457-8778; fax 457-4901.
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10-13

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 202-429-

5409; 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.

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.

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.
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1978 Collins 831C-2
1975 RCA BTF 1E2
1980 CSI 3000E

1974 Harris FM3H
1967 Gates FM5B
1968 RCA BTF 10D
1976 Harris FM25H/K
1984 Harris FM25K

1 kW AM 1980 Continental 314R-1
1 kW AM 1974 Harris BC1H1
5 kW AM 1979 Continental 315F
5 kW AM 1977 RCABTASL

10 kW AM 1983 Harris BC10H

10 kW AM 1971 Harris BC10H

50kW AM 1977 Harris MW50B
with spare parts
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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 a floating 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 a semi-circular 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 on-air operation. The live studio is heavily
insulated on sides, top and bottom. “It’s totally floating. You can drop a bomb outside that glass and you won't hear it,” Giordano says.

Audio distributor Parsons Audio in Wellesley Hill, Mass., oversaw installation to WODS specs, utilizing white oak furniture casing.
Equipment includes a custom-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,” Giordany says) and six ITC Delta cart machines. A Heathkit
weather station (behind mic) checks conditions from the roof of the building. And JBL 441 s monitor on-air programming, with a cus-
tom telephone cue speaker in the middle, allowing DJs to talk to callers without headphones—or feedback.

In all, renovarion of the on-air, production and news studios, along with a master control center, cost WODS owner CBS $1.3 million.

“Psychologically, it's like when you wash a car—everything seems to run better,” Giordano says. “Our old place needed Tommy the
Torch; it was a disaster. With the oak and the new equipment and everything running beautifully, this is just fantastic.”

Facility Spotlight offers a look ar imnovative radio facility venovations. Share your cutting edge with us. Call Charles Taylor ar 703-998-7600.
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Upbeat, friendly mainstream country.

Redefining “easy listening” for a nineties audience.

—Soft Hits|

Relaxing, familiar hits. Listen at work or play!

Bright, up-to-the-minute Adult Contemporary.

Time Oldies.

Uptempo sixties hits in a fun, fresh nineties style.

(SPORTS RADIO)

Personality sports/talk... you'll be a big fan!

[ Watch this space...
there’s more to come! ]

The highest quality live programming, 24 hours a day, seven days a week. 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 a reason why JSN is America’s fastest-growing radio network.

Sl

-

™

JONES SATELLITE NETWORKS™

1-800-876-3303
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Every Citty Has One.
/Jo’v&fg

A Number One Station.
The A-6@PB0 On-Air Console is for you.

W\/Vheat stone:

7305 Performance Drive, Syracuse, NY. 13212
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