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Join the Digital Revolution

Digilink by Arrakis is a
digital audio workstation
that does it ail 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
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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
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Digilink is also easy to
schedule. You can use
the standard Digilink
traffic & CD scheduling
system or import music
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Record, & Network
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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 multilingual.
The screen shown above
is in Jopanese.
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STATION TO STATION

How Far Will
Technology
Take Us?

by

executives can no longer shun.
If you happened to catch Don Deppers’
keynote address at the recent Radio
Advertising Bureau conference, you learned
that the forces of technical change will fos-
ter more dramatic evalution in this industry
than any transformation in history—more
than the arrival of stereo, the evolution
from AM to FM dominance or the integra-
tion of computer technolo-
gy in station operation.

According to Peppers,
author of the best-selling
“The One to One Future:
Building Relationships One
Customer at a Time,” inter-
active communications will
become a fundamental vehi-
cle for obtaining specific
information at will. On your
way to work, for example, Peppers
says you will come to rely on your
car cell phone to review the day’s headlines
based on your topic preference. If you want
Dow Jones highlights or the day’s sports
scores, you simply push a button and delve
deeper into your particular interests.

For radio, developing datastreams and the
potential of RDS—the Radio Data System—
will bring interactivity to play for broadcast-
ers willing to play a pivotal role in the cutting
edge. Peppers puts it more succinctly: Play
the game—and soon—or you won't survive.

Radio World newspaper Editor-in-Chief
Lucia Cobo and I walked out of the speech
stunned and maybe a iittle skeptical.
Certainly, these developing technologies will
impact communications, including broadcast
and—a personal favorite of ours—print, but
I can’t help but conclude that some of these
applications are downright sterile.

As long as we have subways, there are
going to he people reading newspapers. As
long as you still have to get in the shower
to readv yourself for work, people are going
to listen to the radio. What Peppers
excludes from his futurecast is that people
also want entertainment from information.

It’s clear that technology is a topic radio

Anonymous trade
press editor with

“J.R.” at RAB ’95

Charles Taylor

If 'm wrong, | guess we're all out of a job,
huh?

Of course, I'm not saying that there aren’t
great changes ahead in the very near future,
and | agree that those who remain cynical
will be left behind. Interactivity may play a
part in radio—but part of a greater whole.

The Radio World Magazine will do its part
to keep you up to speed on those factors
affecting industry technology today and into
tomorrow. Next month,
we’ll bring you an in-depth
report on the much-touted
RDS, including a look at
its progress overseas and in
Canada. Soon after, we'll
have an article from EZ
Communications CEO
Alan Box, someone | con-
sider a pilot of radio’s
next technical chapter.
He’ll team with EZ’s
newest hire, Michael
Rau, former head of Science and
Technology at the NAB, for a look at where
you should be in the next several years.

A A A

Beginning last month, we teamed up with
Promax, the international association of pro-
motions and marketing leaders, for a month-
ly Q&A with leading promotions directors
nationwide. We feel it's one more way we
can help inspire station leaders through shar-
ing the successes of their associates.

Our first interview was with Karen Tobin
at KIIS-FM in Los Angeles. This month,
we talk over the business with Ted Kelly at
WCBS-FM in New York.

RWM will also band with Promax in June
as co-sponsor of radio sessions at the
Promax & BDA Conference & Exposition
here in Washington, June 7-10. Hope to

see you there.
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unity remote software

You're driving in your car wondering how your station would
sound with just a little more boost in the high end. Well, stop
wondering and start processing. Because with Unity Remote
Software, you can control your processing from your office,
your home, and even your car.

Powerful Unity Remote lets you evaluate the sound of your
station in “real world” listening environments and make
adjustments as needed. Compuare two settings while sitiing in
the program director’s office. Determine whether your last set
of changes sounds as good in a car as it does in a living room,
If you want to switch presets or modify any parameter, just
2nter your changes by modem.

Unity Remote provides you with the same information ‘ound
on the Unity’s Processing Display so that you can see, as wall
as heer, the effects of your changes. Day-part processing
events may also be programmed remotely. Unity Remate runs
on an IBM-compatible computer running DOS and supporting
VGA grapnics.

Haw much does Unity Remote: Software Cost? Absolutely
nothing! It's included free with every Unity stereo processcr,
and you Gn control any FM or AM Unity from the same soft-
ware package.

the unity

the world’s best sounding radio processors

-

Now shipping Remote Software Version 4 with full interactive ing display
Unity 2000i and Unity AM users can contact Cutting Edge for your free upgrade.

on your ¢

2131 SUPERIOR AVENUE

CLEVELAND, OHIQ 44114

p -

”
CUTT@DGE

TEL: (216> 241-3343 FAX: (216) 241-4103
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Editor’s note: In our February article on
Dallas as a broadcast business mecca, writer
Dan Springer alluded to vadio pioneer George
McClendon and the birth of top 40.

Astute readers that you are, we received a num-
ber of letters reminding us that Mr. McClendon's
name is actually Gordon. Many also took the
opportunity to include their oum spin on the carly
days of top 40, which we sample below.

The Radio World Magazine apologizes for the
error, but we appreciate the response it generated.

Ain’t no Dallas legend

As one of the last of the living legends in
God’s ante-room, | was interested in your
reference to legends in the Dallas business
story by Dan Springer in the February issue
of The Radio World Magazine.

There was a Todd Storz who owned WHB
Kansas City who started top 40 and was a
true legend. At times he had as much as 50

etrers

percent of the listeners in the market.

When [ owned KUDL in Kansas City, a |
kW station, my VP and General Manager
Irv Schwartz decided to
try and copy WHB’s
top 40. Our format Y\
ran for more than nine
months when my
friend Gordon /
McClendon /KL
arrived in KC ~»
and with his tape N
recorder, spent a week
recording WHB
and KUDL.

He returned to
the Big D with the
“stolen” format and created
the legend that he did. [ will say that he
improved the format, but this ain’t no leg-
end that the country boys created top 40. |

RECORDED LI

FEATURING .

* SpreciAL FEATURES,

START SELLING YOUR

STRAIGHT BARTER! CALL TopAy!

800-269-3203

VE IN BRANSON

o CANDID INTERVIEWS WITH COUNTRY ARTISTS
* |EGENDARY PERFORMANCES OF YOUR FAVORITES

Prizes AND GIVEAWAYS

SPOTS FOR A PREMIUM!
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know Dallas creates a lot, including leg-
ends, but top 40 isn’t one of them.

H. Scott Killgore
Communications Investment Corp.

Hollister, Calif.

Father of all formats

The story told about Gordon McClendon
discovering top 40 actually is the story of
how Todd Storz and Bill Stewart came up
with the idea for top 40 radio at KOWH, an
AM daytimer in Omaha.

McClendon heard about the amazing
shares of audience that KOWH was get-

A ting, looked into it and adapted it for KLIF,

b adding all the “show-biz” elements that
made top 40 what it became.

McClendon also invented the all-news for-
mat at XETRA Tijuana/Los Angeles in 1961
and the beautiful music format at KABL
Qakland/San Francisco in 1959.

He truly is the father of all formart radio
today. But Storz and Stewart first came up
with the kernel of the idea.

Eric Norberg

Editor & Publisher

The Adult Contemporary
Music Research Letter

Portland

Feeding the juke

In Dan Springer’s account of the birth of
top 40 radio, he says George McClendon
was drinking coffee at a Dallas cafe in the
1950s and watching waitresses pump coins
in the jukebox to play the same songs over
and over.

As | heard the story, it was Gordon
McClendon and Mr. Storer who were slug-
ging down beers in a joint somewhere
watching customers feeding the juke and
playing the same songs over and over.
Personally, | like my version of the story—
guess it's just a bit more colorful.

I'm not trying to come off as some kind of
Texas know-it-all. | guess it’s just Texas
pride taking over. Although I live in
Houston (the two cities have been rivals
forever), | believe Texas radio to be some
of the best examples of the art anywhere.

Thanks for the chance to throw in a few
comments.

Brian Hill
News Director KPRC/KSEV
Houston
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las vegas:
A Sure Bet




Soaring Population and
Corporate Presence
Promise Big Payoff

For #55 Radio Market

by Dan Springer

on everything from sporting events to rolls of the dice.
But behind the glamour of the lights and the lure of the slot
machines, there’s a local radio market betting on what seems a sure thing.

The city’s population is growing at a phenomenal pace of 5,000 to 6,000
new households per month, according to the Nevada Development
Office (NDA). As a result, Arbitron boosted the Las Vegas market from
number 58 to number 55 in the fall book. Predictions are that it will
reach the number 50 market threshold in about three years.

Once the market hits that point, it is a widely held belief that advertisers
will begin to look at Las Vegas more seriously. And when that happens,
there will be a bigger pie from which local media will be able to access ad
revenue—the only payout that really matters in the media business.

as Vegas is where people take chances. It’s a city known for wagers
g peop y g

A great barometer

“Radio rates continue to go up, which is a great barometer for where
things are going,” says Jim McCusick, president of the Geary Co., a local
advertising agency. “While we are still behind other markets with regard
to national ad dollars, in the last few years Vegas has become a magnet
to a new wave of citizens and, subsequently, a more attractive buy.”

According to Las Vegas programming consultant David Allen, once
Vegas becomes a top 50 market, the whole game plan changes.

“Agency-wise, there will be a totally different mindset. Vegas will
become a necessity buy rather than a fringe buy for national advertisers.
And, based on the rate of population growth and the diversity of the
demographics, that will mean a breadth of new clients for radio.”

The surging population and the demographic shifts that are taking place
can be attributed to a host of factors. For starters, the cost of living is
attractive when compared to such cities as Los Angeles (280 miles to the
west). And, along with weather that many say gets a bum rap for being
“110 degrees a day, year-round,” there is no state income tax, no earth-
quakes and no snow (unless you want it, in which case you can drive two
hours away and ski in the local mountains). -»

April 1995 The Radio World Magazine S



And while families and the elderly con-
tinue to move to Vegas in droves from
across the United States, resulting in an
upsurge in new home starts, Las Vegas con-
tinues ta struggle to overcome years and
years of sterentype as “Sin City.”

Since the days of Bugsy when the building
of Las Vegas loomed larger than life in the
eyes of Americans, the city has been faced
with an image problem. Neon lights, quick-
ie marriages and the impression that all
casinos were run by the mafia, continue to
draw upon the perception that Las Vegas is

a small, transient city that attracts only the
wealthy or the destitute.

Large media market

In many ways, the radio industry’s
growth and its image have paralleled
that of the city of Las Vegas. Due in part
to the dramatic demographic shuffling
the city has endured in the past few
years, as well as to the changing mentali-
ty of local broadcasters, Vegas is begin-
ning to look and operate more like a
large media market.

“It’s simple: the market is becoming more
mature and radio is growing up” in Las
Vegas, says Tom Humm, general manager
of CHR KLUC-FM, the number two-
ranked station in the market. “As we
evolve from a bedroom community to a
major market, we have been forced to be
on par with larger markets. And as that has
happened, competition has become more
fierce. Bottom line is that we now have to
do our jobs better, be more precise and look
for the best talent.”

Humm, like many broadcasters in Vegas,
has watched the industry evolve from a
small to large market, a hurdle that has
taken years to master. One variable that
has eased the transition is the increasing
presence of national broadcast companies
like Nationwide Communications, Lotus
Communications and Regent Com-
munications, all of which have bought sta-
tions over the past few years in anticipa-
tion of the market’s growth.

“We have been forced to grow up quick-
ly,” says Tony Bonnici, VP and GM of the
first radio duopoly in Nevada, Lotus’
KOMP-FM/KORK-AM and KXPT-
FM/KENQO-AM. “In the past, from every

conceivable angle, Las Vegas radio stations

We've found a way to get the
expertise of seasoned program
directors into your music every
day, without taking over your
programming, covering up
your local identity, breaking
your budget, or reducing your

commercial inventory.
We stay on top of the music.
You stay on top of your market.

THE PROGRAMMER-(ONSULTANTS
OF BROADCAST PROGRAMMING.

©1945 BROADCAST PROGRAMMING

(800)426-9081 « (206)728-2741  FAX (206)

WE STAY ON ToP
OF THE MUSIC.

‘,1

Circle 34 On Reader Service Card

10 The Radio World Magazine April 1985

I
441-658)



were run like small markert stations. In
return, we were treated how we acted.”

“I was terribly raken aback that the city of
“glitz and glamour’ was so unsophisticated
in its broadcasting,” adds Kurt Miche, GM
of soft AC KSNE-FM, who came to town
three years ago. “The market was horrible
in terms of its rates and it lived up to and
beyond its reputation as being a rubber rate
card industry.”

“Since | joined the station from Pollack
three years ago, some of us in the market
have really dug our heals in trying to make
a difference,” he says. “By hiring top talent
from throughout the country and bringing
in people with a different work ethnic, we
have been able to recognize ourselves as
major players in what is a modern Wild
West boomtown.”

Changed for the better
Bonnici concurs: “In the last three years,
the value of Vegas radio and the ethical
quality with which business has been con-
ducted have both changed for the better.
We are now operating like real broadcasters
and taking advantage of recent changes in
the law, which previously had severely
restrained our ability to increase revenue.”
What Bonnici is referring to is a change
in the Communications Act of 1934 that
made it illegal for gaming organizations like
casinos to advertise on radio or television.
“It was like telling the automobile industry
that they couldn’t advertise in Detroit,”
Bonnici says. “That seemed a bit ludicrous.”
About two years ago, the gaming provision
was removed, opening the door for radio and

television to accept advertising from casinos
and other gaming organizations. And, while
the change in the law is currently under
appeal, the impact has been dramatic for
both the radio stations and the casinos.

Revenues

In all, the radio market generated $32
million in revenues in 1994, an estimated
increase of between 20 and 25 percent,
according to Miche. That number is pre-
dicted to grow to between $34 million and
$35 million in 1995.

Such revenue growth, according to con-
sultant Allen, has to do with both the
change in the law and the resulting impact
on how broadcasters operated their stations.

“With more ad revenue, increased popula-
tion and interest in the market from big-
name broadcast groups, stations have been
forced to upgrade the quality of talent, mar-
keting materials and, most importantly, sales
staffs. The game just became too serious to
operate the same old way,” Allen says.

Las Vegas, while traditionally very young
and contemporary, has attracted an over-
whelming number of families and elderly.
Blue collar still overshadows the white col-
lar crowd; however, radio appears to be reap-
ing the benefits of this population fragmen-
tation: There’s simply a format for nearly
everyone and the diversity is opening doors
that previously were closed.

A look at stations

That’s not to say there aren’t curiosities,
however. For one, AM radio, which com-
mands respect in most every U.S. market
with the prosperity of
talk radio, is secondary
in Vegas. Rush Lim-
baugh, for example, is
followed here by a cook-
ing show, hardly your
traditional back-to-back
ratings draw.

“The AM situation is
pretty sad,” Bonnici
acknowledges. “The
AMs here still represent
the mom and pop aspect
of the market.”

Also breaking with tra-
dition—but perhaps tell-
tale of the city’s demo-
graphic profile—is the
station at the top of
Arbitron’s fall 1994
book, Mobley Broad-
casting’s KJUL-FM with
a nostalgia format. The
station achieved an
estimable 9.2 share. =

April 1995
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KSOL(FM)/KYLZ(FM),
San Francisco-San Jose-
Santa Cruz, CA, from
Viacom Broadcasting, Bill
Figenshu, President to
Crescent Communications,
LP, Arthur Velasquez,
Allen Shaw and Bill Weller,
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Charles E. Giddens
and
Elliot B. Evers
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this transaction.
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during NAB.
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KJUL, which utilizes Westwood One’s
AM nostalgia format 24 hours a day, is an
anomaly of the highest order in the view of
most Vegas radio heads, including the sta-
tion’s GM Bill DiMeolo.

“I don't think there is any other market in
the U.S. in which the number one or two
station is nostalgia,” DiMeolo says. “Then
again, our 45+ population far exceeds most
other markets and continues to grow at a
record pace.”

Impressive numbers

Even so, the most impressive station num-
bers in the market—indicating parallel
growth in the 18-34 demographic—were
those of George Tobin Productions’
KEDG-FM. The market’s only modern
rock station jumped from a summer 4.9
share to 6.6 in the fall, securing the num-
ber five position 12+. Its success, while a
surprise to some in the market, was busi-
ness as usual for KEDG GM Tom Mulso.

“Since we came on three years ago this
May, we've had ups and downs, but for the
most part the station has been doing very
well,” Mulso says. “And while I'd like to
take the credit on a local level, I think the
success of the format nationwide has made
all of us a major player. Modern rock is no
longer an alternative formar; it’s main-
stream.”

Shifts in taste and national trends have
perhaps hit Regent’s country combo
KFMS-FM/AM the hardest. The one-time
numbers leader, now sixth in the market,
continues to struggle against young coun-
try KWNR-FM, which was tied for third
with soft AC KSNE-FM in the fall book.

Regent’s KSNE, during the winter ratings
period, became the first Vegas station in
more than a year to post 25-54 double digits.
According to GM Miche, it hasn’t been easy.

“Operating a radio station is not for the
faint of heart in this market. There is more
competition daily and it will only get more
crowded,” he says.

KLUC’s Humm believes that the best is
yet to come. “Radio is going to do wonder-
ful in the coming years,” he says.
“Deregulation and LMAs, along with big-
ger broadcast groups taking the market
more seriously, will continue to upgrade the
industry. The game is bigger now, which
means we have no choice but to do it bet-
ter in all aspects of our operations.”

Station promotion

One example is promotion, which,
according to Humm, represents a metaphor
for how the industry has changed.

“We can’t just do live remotes and give
out hot dogs anymore when people are

The Radio World Magazine April 1985
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Las Vegas: as many as
6,000 new households per month

winning hundreds of dollars every day
down the street in the casinos. Instead,
we're having to come up with innovative
programs like giving away $98,500 during a
football game half-time promotion or cars.
We have to do more just because of our lis-
teners’ expectations.”

“Competition for listeners from every
angle has changed, which means we need
to spend more dollars on promotion,”
Bonnici agrees. “Everyone has to step up
to the plate with innovative, creative ideas
on how to draw in the listener. What it
comes down to is merely spending more
dollars on promotion.”

What it also comes down to, according to
Geary Co.s McCusick, is that both adver-
tisers and listeners have to be re-educated
as to the benefits of radio.

“There has been such growth in the popu-
latior and the number of businesses into
the area that it has become the responsihili-
ty of the radio stations—as well as the
advertising agencies to a degree—to edu-
cate the public as to the role of radio and to
educate the advertisers as to its benefits,”
McClusick says. “The market is still trans-
forming itself from one that was, up until a
few years ago, terribly immature.”

Dan Springer is vice president and GM of
Sound & Stations USA, and a free-lance
writer based in Dallas.

He covered the Dallas broadcast business
landscape in the February issue of The Radio
World Magazine.
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Things That Make You Go Humm

by Dan Springer

KLUC-FM VP/GM Tom Humm Calls
The (Air)Plays in Las Vegas

hen it comes to searching out
the team leader for Las Vegas
radio, it’s a safe bet you're going

to hear the name Tom Humm, vice presi-
dent and general manager of Nationwide
Communications’ KLUC-FM, the top-
rated CHR station in the market.

Born and raised in Las Vegas, Humm spent
the first eight years of his radio career at
KLUC-FM, spent another eight at rival
KXTZ-FM and two years ago, returned to
KLUC. Humm has
seen the city grow
almost tenfold in his
time, from a popula-
tion of 150,000 in
1971 to nearly one
million today. During
that period, radio has
proliferated from five
radio stations to 17

FMs alone.

At the top

His KLUC has con-
sistently ranked at or
near the top in the
market in past years.
The fall Arbitron
book placed the sta-
tion second to nos-
talgia KJUL-FM with an 8.7 share, down
from a 9.1 share in the summer. Even so,
KLUC has held number one in 12+ cume,
12-17, 18-34 and 18-49 for a majority of
most recent books and when they haven't,
the station has always been a close second.

“Humm knows more about this market
from practical experience than just about
anyone else,” says Tony Bonnici, VP/GM
of KOMP-FM/KORK-AM and KXPT-
FM/KENO-AM in Vegas. “He’s seen and

been a part of the change and helped make

Vegas broadcasting what it is today.”

“I have been fortunate to be surrounded by a
group of people who are good,” Humm says.
“Using a combination of different approach-
es, along with some philosophies I picked up
on the football field that I apply to everyday
work, we have been blessed with success.”

Humm commonly uses sports analogies
and football stories to accentuate his points.
As most of us speak from experience, so
does he: Humm had a stellar high school
football career as a
receiver, teaming
with his quarterback
older brother David
for 46 receptions,
1,100 yards and 18
touchdowns, making
Gorman High
School the fourth
highest-scoring high
school in the nation.

After visits from
such legendary foot-
ball heroes as Bear

TOM HUMM

Current Position
KLUC-FM/AM, Las Vegas, VP and General Manager

Choice Morsels

A After eight years as an account executive and sales manager at KLUC-
FM/KMJJ-AM in Las Vegas, Humm moved across town to easy listening
KXTZ-FM, where he served as general manager for eight years.

A Then became GM of alternative KEYV-FM in Vegas

A After LMA activity, became GM of KEYV and country KFMS-FM/AM
A Returned to KLUC-FM and KXNO-AM as general manager in

September 1994

Bryant, Joe Namath and Dick Vermeil,
Humm’s brother went on to play for
Nebraska, then for the Buffalo Bills and
Oakland Raiders. Humm also played for
Nebraska, but then went on to tackle the
broadcast industry, becoming one of the cen-
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tral players in Las Vegas’ marked market
growth.

“My sports background has been helpful
in that | believe, much like in the game of
football, hard work takes dedication, it
must be done with pride and poise and it
should be done perfectly,” Humm says.
“Keep one foot in front of the other and
keep on doing it until it’s done correctly.”

Humm believes that this discipline, in
hand with Nationwide Communications’
motto, “Only the Best People,” will be even
more important as the competitive land-
scape in Las Vegas becomes more intense.

Major player

“With the revenue growth we are experi-
encing, we are spending more on air-talent
and promotions,” he says. “We are also hav-
ing to compete more fiercely against other
media as well as each other (in the radio
business). This requires us to heighten our
professionalism, become better leaders and
most importantly, make the most calls that
result in sales.

“I believe we are building the best radio
market in the country. Where else is radio
alive 24 hours a day allowing for more valu-
able, available airtime? And with the
incredible growth we have experienced and
the projections for the com-
ing years, the sky is the
limit.”

Asked if he still enjoys the
radio business after almost
20 years, Humm responds
that, even with the chal-
lenges that he and the
industry have faced, there’s
no question.

“I complain about it every
day,” he says, “but if someone
were to tell me I had to pick another profes-
sion, I'd go kicking and screaming.”

Dan Springer is vice president and GM of
Sound & Stations USA, and a free-lance
writer based in Dallas.



Getting More for Loss

by Mark E. Battersby

Tips on Making the Most
Out of Tax-Declared Losses

hile all radio station owners and
managers have profits as their
primary goal, losses do occur.

As you're aware, they are not always the
result of bad management or a poor econo-
my. In fact, one type of loss—tax loss—can
result from too many deductions rather
than poor management. The trick is to
make the most from those inevitable losses.

Deduction against prior income

Many radio station owners and managers
view losses as a temporary situation, claim-
ing the loss, accepting a zero tax bill and
going on to the next year. However, under
our tax rules, nearly every broadcasting
operation is allowed to carry back a net
operating loss (NOL) from a trade or busi-
ness to apply as a deduction against prior
income and to deduct from succeeding
years’ income any unabsorbed loss.

Put another way, a loss can produce a zero
tax bill for the loss year but, handled proper-
ly, that loss can also result in a refund of pre-
viously paid taxes or taxes that will be
assessed when the broadcasting operation
prospers again.

One of the prime benefits of a net operating
loss is the fact that the losses may be carried
back or carried forward to offset income in
those years when profits, not losses, resulted
from the operation of the radio station.

In general, the NOL can be carried back
three years. An NOL is first carried back to
the third year before the NOL year; if not
entirely used to offset income in that year,
it is carried to the second year preceding

the loss year and any remaining amount is
then carried to the tax year immediately
preceding the loss year.

If the taxable income for the three preced-
ing years is not sufficient to absorb the
entire loss, any remaining loss
is first carried to the year .
immediately following l
the loss year, then to
the second year fol-
lowing the loss year
and so on for up to
15 years or until the
loss is used up.

A special carry-
back refund pro-
cedure allows
incorporated
radio stations to
get refunds from
applying the
NOL to earlier
years’ tax re-
turns quickly.
As soon as the corpo-
ration files its tax return for the NOL
year, it can file Form 1139, “Corporation
Application For Tentative Refunds.”

The Internal Revenue Service is required
to act on this application within 90 days of
the date it is filed or within 90 days of the
due date for the corporate income tax
return, whichever is later.

Cash infusion
The immediate cash infusion resulting
from refunds of previously paid taxes is not

the only nice thing about net operating
losses. Any radio station entitled to a carry-
back period for an NOL may choose,
instead, to forgo the entire carry-back peri-
od. If the election is clearly made, the loss
may be carried forward only.

Net operating loss deductions are obvi-

ously more valuable in high
income years when the
station’s tax rate is
higher. Thus, carrying
back a net operating
loss—or increasing it—
can be a good choice
for those radio stations
with high income during
those carry-back years.

On the other hand, a
station that paid tax at a
low rate in the carry-back
year but anticipates higher

income in future years may
want to conserve its NOL.

After all, a broadcaster can

elect to forgo the NOL carry-
forward entirely and use the
NOL as a carry-forward or
carry-over only.

One of the best reasons for attempting to
take full advantage of the net operating loss
benefits is that an NOL carry-back deduction
can net the radio station quick cash in the
form of a tax refund. Simply by increasing its
current year’s loss, the station can maximize
the positive cash flow when it is needed most.

Naturally, if the station chooses to ignore
the carry-back provisions of the NOL =
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rules, there is no reason to attempt to
increase the current year’s NOL since
expenses and losses not taken this year will
be claimed in later years anyway.

Net operating losses are not always bad. All
too often, the NOL results from depreciation,
first-year write-offs (up to $17,500) of newly
acquired equipment, fixtures or other busi-
ness assets or even other write-offs that have
little to do with the actual management of
the broadcasting operation. The flexibility of
the NOL deduction, the carry-back or the
carry-over and the benefits that result from
increasing an inevitable NOL all help make
the net operating loss extremely desirable to
some station owners and managers.

Unfortunately, in addition to the stigma
of realizing any loss, even a tax loss, the net
operating loss rules contain at least one
provision that actually has the effect of
penalizing many broadcasters busy “grow-
ing” their radio stations or operations. The
culprit is something called “Section 382.”

Section 382 of our tax rules was created
because of concern over companies traffick-
ing in operating loss and credit carryovers.
We've all heard about the wheelers and deal-
ers of the 1970s and 1980s who acquired
companies strictly because of their tax losses.

The IRS believed that many mergers and
business acquisitions were motivated by tax
avoidance and pressed for additional
restrictions. Congress responded by enact-
ing Section 382 for years beginning after

1986.

Take advantage

The intent of these rules is to limit the
use of rax credits and losses after an owner-
ship change. Unfortunately, Section 382
can also hurt those growing radio stations
that have increased their financing, mak-
ing it difficult for them to take advantage
of net operating losses.

Section 382 simply says that if during a
period of up to three years, there is a
greater than 50 percent ownership change
in the broadcasting operation’s stock, cer-
tain rules apply that drastically limit the
loss deduction. There is an imposing group
of rules that determines when a sharehold-
er’s stock ownership increases, trapping the
owners of many smaller radio operations.

As a rule, if over a three-year period, one
or more shareholders increased percentage
ownership by more than 50 percent in the
aggregate, the limitation rules will apply.
The 50+ percent change test is based on
the value of a station’s stock, not the num-
ber of individual shares that are transferred.

For those involved in the start-up of a
broadcasting operation or its development
stage, it is not at all uncommon to experi-

ence several ownership changes of such
magnitude. This is because of the relative
value of preferred stock and comman stock
as funding is received.

Fortunately, the bad news about the good
benefits of the net operating loss deduction
is pretey much limited to Section 382.

In order to secure the benefits of the NOL
carry-back, an incorporated radio station
that has filed a statement of expected
carry-back may secure prompt administra-
tive action by filing an applicatien ot Form

THE BENCHMARK
For the past 25 years...

International Tapetron

1139 as explained. It a carry-back entitles
an individual taxpaver, estate or trust, to a
refund of prior years' taxes, Form 1045 can
be used to claim a quick retund.

Lasses, and especially net operating ltosses,
can actually help many radio statton own-
ers and managers when handled properly
and legally.

Mark Battersby is a tax and financial advisor
with offices in suburban Philadelphia. He has
appeared in more than 150 publications.

IN BROADCASTING
For the NEXT 25 YEARS

Corporation, 2425 S. Main Street, Bloomington, IL
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PROMOTIONS PROFILE

WCBS-FM Director of
Marketing/Promotions Ted Kelly:

‘Never Miss an Opportunity’

he Promax Promotions Profile provides
a look at the experiences and points of
view of the nation’s top radio promotion

professionals.
Promax is an international association for

Current Position

and
marketing execu-
tives in the elec-
tronic media, based
in Los Angeles.
This month: Ted
Kelly, director of

promotion

Choice Morsels

by Scott Slaven

smaller media market. Besides doing morn-
ing drive and being the program director, [
was also the promotions director. This was
in the late ‘70s when you had to do practi-
cally everything.

One of the valuable aspects abourt starting
out this way is the fact that you have to
really grasp all the different facets of pro-
motions and sales, things that certainly aid
you as your career moves on. Another is
the fact that you had to be creative because
you had no budget—creativity is forced to
burst torth when you have no money.

: So you’ve done on-air!

| was an on-air personality doing morn-
ings from the early ‘80s to 1987. | was
working in Philadelphia and the format
changed to oldies. | then moved into the
position of director of marketing and did
promotions exclusively.

TED KELLY

Director Marketing and Promotions, WCBS-FM, New York

Fall 1984 Arbitrons place WCBS-FM number one 12+ and 25-54 in New York metro
Respansible fon CBSFM's first Hispanic TV campaign and increased event marketing
Emmy Award for proma voice work for CBS-owned WCAU-FM, Philadelphia

WEBS-FM Director Marketing and Promations since June 1992
Director Marketing end Promation WOGL-FM/AM, Philadelphia, 1988-1832

promotion  for Timeline
WCBS-FM n
New York. Promation Director WCAU-FM, Philadelphia, 1987
_ On-air WCALFM, 1886-1987
Qi How did Onvair WTRKFM, Philadelphia, 1986
you get into Or-air G100, Allentawn, Pa, 1985
promotions?

| started in a

Marning personality/ PO WKXW-FM, Trenton, N.J., 1882-1885
Morning personality/PD WKGV-FM, Vineland, N.J., 1379-1981
Operations Director/Swing Shift air talent, WOVL-AM, Spanish Radio, Vinefand, N.J., 1978
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: Do you prefer promotions?

| really enjoy the opportunity to create. |
love that things are constantly changing in
promotions. There is a new opportunity
every day, a new goal to meet.

: Where do you get your inspiration?

Opportunities come at different times
from brainstorming. But sometimes, it’s as if
there is divine intervention, all of a sudden.
There are many times when it’s a group
decision and a lot of different thoughts
come into play, but sometimes when you’re
up against the wall, something just pops out
creatively.

: What are your thoughts on brand-
ing and station identity?

The brand of music we play is oldies and
through our marketing efforts, we have
made the call letters WCBS-FM synony-
mous with oldies.

The station has always been pure and
consistent. QOur listeners consider the
station loyal to them, especially in a
city that can be so fickle. We have lis-
teners who truly talk about us and write
to us.

We send them birthday cards and do dif-
ferent things with our database market-
ing. They actually send back letters and
take the time to write, saying, “l can’t
believe you remembered my birthday. My
own family doesn’t remember my birth-
day!”

The radio station has touched them,
interacted with them. We're a friend. =
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So, technology such as database

Qmurkcting is impacting vour job?

Yos. What's so wonderful about CRS Oldies
is that we're an oldies station but one with
such a mass appeal because it delivers 1o peo-
ple in a very contemporary fashion. [t's really
a contemporary station playing oldies.

I've put some of our on-air personalities on
CompuServe. Bruce Morrow does Prodigy—
he does chat lines. We just had Bob
Shannon on CompuServe on the “Oldies
Diner.” We talk with people in Inrernet
about oldies because Bob is revered for his
knowledge of rock'n"roll history.

CRS is keeping up the perception thar we're
an oldies sration but technologically, we're
right up to date with how people are moving
through their lives. It nor like we're playing
455 we're plaving CDs and DAT. We're not
just corresponding by writing notes; we're
talking to our nudience via computers,

: Do you have a mentor or someone
who has given vou inspiration?

I think Einstein said something along rhe
lines thar learned knowledge and studious
hehavior are important, but it’s what can he
accomplished through the imagination thar
really matters.

I often think of Walt Disney, just what he
was able o create with his mind. He was an
amazing artist, but to take from thar and
build—he didn't just think he was going to
make carroons and record some sones. He
saw past that to amusement parks and TV
shows. Not to sound like o Tony Robbins
seminar, but if vou can visualize ir, you can
achicve it.

: Any advice for vour promotions
colleagues?

Never miss an opportunity, which can
come from anywhere. And it’s key to keep
up with technology. 1 grew up at the hegin-
ning of the computer hoom. If promotions
directors aren't up on computers—uwhich
12-vear-olds are now—don't freak out. Jusr
learn it, embrace it. Because that's where
you'll find a lot of opportunities—CD-
ROMs, interactive things, cte.

There are so many possibilities to expand a
station, to touch somebody. So many ways to
cut through the clutrer of other stations.
Those opportunities can come from technol-
ogy; don’t niss out on them. Who knows if
you will have a chance to regain an opportu-
nity if you miss ir.

Scott Slaven is divector of communications for
Promax.

calendaR ADIO

a comprehensive listing of

national and international events

6

Radio Advertising Bureau Radio Sales
University, Holiday Inn, Casper, Wyo.
Intensive, one-day seminar to sharpen
skills of radio salespeople. Hands-on,
interactive training from radio vers.

$139 for members. Contact the RAB in

New York at 800-722-7355.
7-10

Broadcast Education Association annual

convention, Las Vegas Convention
Center. Theme is “Managing New

Technologics,” and includes sessions dis-
cussing “academic and industry issues as
they relate to curriculum.” Contact Lara

Sulimenko in Washington, D.C,, at
202-429-5354.

10-13
NAB 1995, Las Vegas Convention

Center. A barrage of new products and

ideas will reign at the National
Association of Broadcasters’ biggest
annual industry event. The RAB adds
to the mix with a co-sponsored sales

and marketing conference. Contact the

NAB in Washington, D.C., at 202-
429-5409; fax: 202-429-5343. (Future

shows are all in Las Vegas: April 15-18,

1996; April 7-10, 1997; April 6-9,
1998; April 19-22, 1999; April 10-13,
2000.)

26-29

Broadcast Technology Indonesia ‘95,
International Exhibition Centre,
Jakarta. Held in association with the
sixth annual Communications
Technology Indonesia. Contact
Information Services Inc. in Bethesda,
Md., at 301-656-2942; fax: 301-656-
3179.

26-28
5th Australian Regional AES

Convention, Sydney Exhibition Centre,

Darling Harbour. Theme for the 1995
show is “Making Waves.” Contact

Walker Resources Pty. Ltd. in Australia

at +61-3-534-5755; fax: +61-3-534.
5744.
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29-may 2

RAB Spring Board Meeting, Four
Seasons Clift, San Francisco. Semiannual
meeting of board members of the Radio
Advertising Bureau. Includes committee
meetings on membership, marketing,
training and education, dues, research,
sales and services, finance and national
marketing. Contact Celeste Champagne
at the RAB in New York at 212-254-
4800; tax: 212-254-8713.

8

The Peabody Awards Banguet, Waldorf-
Astoria Hotel, New York City.
Recognizes distinguished achicvement
and meritorious public service by radio
and TV outlets and people. Contact in

Athens, Ga., at 706-542-3787.
10

30th Annual Academy of Country
Music Awards, Universal
Amphitheatre, Los Angeles.

16

Radio License Renewal Seminar,
Toledo, Ohio. Speakers include NAB
attorneys, EEO specialists and outside
experts. Contact Christina Griffin in
D.C. at 202-775-3511.

23-25

MIDEM Asia ‘95—Hong Kong. The
Reed Midem Organization takes advan-
tage of the dynamic economies of
Southeast Asia and the Pacific Rim
with a new pan-Asian music industry
conference. Conrtact Reed Exhibition
Co. in Hong Kong at +852-824-1069;
or fax: +852-824-0271.

We want to know! Please fax event
announcements to 703-998-2966; or send
ine, ’.O. Box
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Start with a simple satellite automation system.
Then add cart replacement, extra studios, or an LMA-
all without the need to add CPU's or duplicate expensive hard disc storage.

DDS should be your next digital audio system.
Select the digital audio system that's made to grow with your operation.
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5% MANAGEMENT JOURNAL

/incent M. Ditingo

Trends in Business Applications, Information Systems and Strategic Planning

Radio’s Interactivity: Cultivating
the Medium’s
Prime Characteristic for New
Marketing Opportunities

Devising a new marketing strategy in any industry can
be time-consuming and costly. Managers and owners of
commercial radio stations seeking a long-term competi-
tive advantage may want to consider fully cultivating the
medium’s innate ability to meld listener with advertis-
er—that is, radio’s interactivity.

The key is to build a comprehensive listener database.
One proven method is to implement a user-friendly
computerized telephone service for (among other
things) establishing a station membership card cam-
paign, then successfully adopting these devices to
interactive marketing. The theory here: By creating a
loyalty factor among radio’s constituents, stations and
networks will be in a more formidable position to super-
serve the needs of their advertising clients/customers.

In previous installments of Management Journal, man-
agers and owners were offered a primer on database
management—that is, assembling listener as well as
customer-driven information databases while underscor-
ing the huge marketing potential. In many advertising cir-
cles, this potential is characterized as loyalty marketing.

The one-to-one relationship

With all the talk about the flexibility of interactive
media, there is little doubt among many broadcast
executives that radio is the original interactive electron-
ic medium.

Through telephone talk shows, listeners develop a
special bond with their stations as they act as a forum
for the community. Some local radio shows have
already moved sales product in a similar fashion to
home shopping concepts on cable television.

“Radio must create a sense of community among its lis-
teners,” marketing consultant Don Peppers told
Management Journal. Peppers, author of “The One to One
Future: Building Relationships One Customer at a Time,”
was the keynote speaker at RAB ‘95 in Dallas in February.

“Radio executives, however, need to visualize the
medium as more than sending out audio waves,” he
cautions. “They should begin by using tie-in media to
deliver messages.”

Database managing in the interactive era

A lesson in using radio’s interactive capabilities for
marketing can be drawn from the success of EZ
Communications’ country KMPS-FM/AM in Seattle,
which capitalizes on loyalty marketing for garnering

additional advertising and promotional dollars. For the
past few years, KMPS-FM has been among Seattle
radio’s top-rated outlets and revenue producers.

“Radio has always been known for its one-to-one rela-
tionship, but with push-button car radios, listeners have
the ability to quickly turn to another station,” notes Fred
Schumacher, KMPS vice president and general manag-
er. “As radio broadcasters, we have to secure our future.”

KMPS positioned itself by establishing a database that
would collect lifestyle and buying behavior information
from listeners. The first step was to install an interactive
telephone service. Through touch tone voice com-
mands, listeners can hear either ski reports or Dow
Jones reports, along with other types of information, as
well as apply for a station membership card.

The cards, complete with a magnetic strip, offer product
discounts and other promotional opportunities at local
retail establishments. Discounts are applied by running
the cards through a specially equipped scanner.

The dynamics of the stations’ audience became
apparent through a series of questions listeners were
asked when applying for the “Loyal Listener Club”
membership or at the scanner.

One primary feature of an automated interactive tele-
phone communications service is to call forward a lis-
tener directly to a station advertiser or retailer where
the advertised product is displayed when they are seek-
ing more information.

An outgrowth of the listener database for KMPS
includes direct mail pieces to the audience as well as
the launching of a loyal listener station magazine where
advertisers are featured.

“Our clients use the radio to talk about their product or
service and tell the listener to look at the magazine for
additional details,” Schumacher says. “We have become
more of a marketing company than a radio station.”

Obtaining the critical edge

Building databases gives radio stations “influence”
over large amounts of people, notes Reg Johns, presi-
dent of Fairwest Direct, a San Diego-based firm that
specializes in loyalty marketing and interactive technol-
ogy services for radio.

Johns references a 1994 Donnelly Marketing survey on
database use, noting that 56 percent of manufacturers and
retailers are currently building a database and 85 percent
believe they will have to employ database marketing tech-
niques to be competitive past the year 2000. (Survey data
appears in the Sept. 5, 1994 BusinessWeek.)

In radio, one of the major advantages stemming from
the creation of listener databases is that it allows sta-
tions to have more clout in their overall marketing effort
by demonstrating radio’s interactive selling strength.
This will also help radio tap into promotional dollars tar-
geted for other forms of media. »
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Establishing the interactive network

Realizing the growing potential for interactive market-
ing opportunities in radio, Fairwest Direct and The
Interep Radio Store recently teamed to form the Radio
Interactive Marketing Network (RIMN). The new network
is designed to harness all of radio’s interactive capabili-
ties for advertisers on a regional and national level.

Today’s Business Formula:
Automation Equals New
Efficiencies of Scale

Several economic and technology-based forces are at
work in the marketplace of the mid 1990s, impacting
the way industries are structured.

In media, automating—or computerizing—the sales
functions that serve customers is fast becoming the
norm for competing aggressively at the buying level.
For local and national radio sales, this translates into a
new efficiency of scale in marketing.

Today, there are electronic automated systems in
place at many radio stations to routinely handle traffic,
billing and other accounting matters.

And, as discussed at the beginning of the column,
many radio executives now employ interactive services
to collect a wealth of information on station listeners
and their buying habits.

Databases are also being compiled on advertisers.
These include monitoring station sales contacts—that
is, day-to-day transactions, including prospecting, ana-
lyzing and closing accounts. This major shift to informa-
tion technology is designed to quickly capitalize on all
available advertising.

These ever-expanding databases, which are essential-
ly digital computer models, add to available PC soft-
ware for instantaneously gathering both qualitative and
quantitative research data.

The desired result of this computerization overhaul is
to allow sales personnel to more effectively and effi-
ciently market the characteristics of a station or network
(as well as radio in general) to advertisers.

In effect, the move toward automating the sales func-
tions in radio raises the quality of the way a station or
network is presented, and ultimately, its service to
advertisers. If record advertising sales in 1994 is any
indication, the role of information technology in radio is
surpassing expectations.

Optimizing the radio workplace

Along with advertising sales, the programming
processes of a station and network service are becom-
ing even more automated through digital computer
technology that stores and plays music and commercial
spots. The move lowers the cost of maintaining tradi-
tional audio equipment and music library space while
improving the sound quality of the product. This is the
first half of radio’s new efficiency of scale in station
operations.

Increased multiple station ownership through duopoly
has led to the other half of radio’s new efficiency of
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scale in station operations.

With the FCC’s expanded duopoly policy, ownership is
not only consolidating, but radio owners are housing new
duopoly stations under one roof. The desired impact is to
share both resources and operating expenses.

The Landscape

A College Marketing: Radio executives looking to
expand audience and establish a loyal listenership
base for years to come may look to borrow from a prac-
tice employed by credit card companies such as Visa,
Mastercard and Discover.

They are focusing a portion of their marketing efforts
on college audiences, 18 to 24, the post-baby boomer
group. (Demographers refer to those under 19 years of
age today as the baby boomlet generation.)

Advertising inserts run in many college newspapers
nationwide promoting credit cards to young adults. The
strategy is to build awareness and brand loyalty among
consumers at the beginning of their major spending
years. In this way, they will be less likely to switch to a
rival credit card even when faced with major promotions
from that company.

A Consultative Selling: A key management philosophy
followed successfully by many service industries in the
1990s, including radio broadcasting, is consultative
selling.

Simply stated, the term (also known as strategic sell-
ing) positions the salesperson as the marketing expert
or problem-solver for an advertising customer—poten-
tial or existing. These consultants recommend the best
avenues to achieve an advertiser’s sales objective
rather than pursue the hard sell. In this way, salespeo-
ple are more inclined to become business makers.

The consultative sell philosophy even has its own lexi-
con such as “solutions team” instead of sales team.

According to Selling Magazine, three key advantages
to consultative selling for managers and owners who
have not yet adapted the practice are:

A Reaching more prospects and higher level buyers

A Forging long-term partnerships with advertising cus-
tomers

A Effectively addressing new or emerging customer
needs

However, Michael Leimbach, director of research for
Wilson Learning in Eden Prairie, Minn., writing in
Training & Development Magazine, warns that people
skills are still a “core competency for effective sales-
people” because they allow them to “build strong
interpersonal relationships” with advertising cus-
tomers.

(References: Selling Magazine, March 1995; Training &
Development Magazine, December 1994)

Vincent M. Ditingo is a business writer and media con-
sultant, as well as an adjunct assistant professor of
communications at St ity in New York.
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Jeff Schroeder
General Manager
KXPC-FM, Lebanon, Ore.
Format: Country

In our markert, there aren’t a whole lot of advantages.
Albany/Lebanon/Corvallis—all within 12 or 13 miles of each
other—used to be an Arbitron-ranked market and at that
time we actually had national money in the market. It started
drying up very rapidly when Arbitron moved out in the late
1980s and now has pretty much all but gone away from this
market. If national accounts do come in, they're a one-deep
buy only and don’t represent a lot of money.

Whether this is a national trend or not, it’s certainly
coincidental that since Arbitron left, those dollars have
progressively decreased to where we basically have none now.

Albany/Lebanon/Corvallis is still a rated market with
Willhight, which has become to other stations here what
Arbitron was. Still, the agencies don’t recognize Willhight to
the level they do Arbitron.

From a competitive standpoint, [ think ratings—whether it’s
Arbitron, Willhight, whatever—help the market. They pro-
vide some way to see how you compare to the other guy and
where your listener is and where your weaknesses are.

We became the third country in this market of 170,000
about a year and a half ago. We came on as a real hot con-
temporary country, while the other two kind of centered their
format for about a year. Now everybody’s kind of going back
into their niche and we've slowly swung it down into the
middle. I think keeping an eye on Willhight helped us there.

It would be real tough to be in a market without
that, I think.

‘ ‘ What are the

advantages and/or
disadvantages of being in
a market not ranked

by Arbitron? ’ ’

Mills Fitzner
General Manager

WKCX~-FM, Rome, Ga.
Format: Hot AC

One of the main advantages is the fact that you're not tied
to ratings. On a local level, you're competing on what you
sound like, what your target is and what you're trying to
accomplish rather than, “These numbers say this and there-
fore you are a viable station for us.” Things become a lot more
subjective. (Of course, anyone who's ever dealt with ratings
can dispute the fact that they are objective.)

Another advantage is that everything here is done on a per-
sonal level. In a city, yau're talking to thousands and you
never have personal interaction with any of them—Ilisteners
or clients. On a listener level, you get to know them simply
because there are smaller numbers of them.

In sales here, you deal directly with the client. You know
what his concerns are, you know what he is looking for. If
you're dealing with an agency—such as in the major mar-
kets—they're looking for the best buy for their client that
they can find, but you don't really know

what they're looking for.

The disadvantage of an unrated market is that a lot

of times the whole market is left out of regional and national
buys because you're not considered large enough.

We are about 60 miles from Atlanta. What happens to us on
a lot of occasions is that we're told that the Rome market is
covered by Atlanta radio. That drives us nuts. We have to go
back and prove to them that it isn’t. If you have the county
by county profile, you can throw Arbitron back at them and
show that the top three or four stations in Floyd County—
where we are—are not Atlanta stations,

they’re Rome stations.

On a personal level, I'm a small-town kid, so I'm happy here,
Arbitron or not. I wouldn’t want to deal with Atlanta.



SHOW WRAP-UP

GCountry Radio Seminar
Takes Long Look at Future

by Charles Taylor

Conwvention’s Battle Cry: “Wake Up!”

(¢ ake up!” was the bartle cry
at the 26th Annual Country
Radio Seminar at the

Opryland Hotel in Nashville, encouraging
both the radio and record industries to
remember the intimacy that makes country
connect with listeners.

“We've got to wake up to what'’s going on
or we're going to kill the goose that laid
the golden egg,” cautioned keynoter Ken
Kragen, artist manager, author and enter-
tainment industry extraordinaire at the
March gathering. “What made country
music strong! The bond between the artist,
country radio and the fans.
It’s beginning to erode.”

Kragen noted that over the past
several years, five record labels
servicing country radio have
grown to 20, while the number
of new artists competing for air-
time has increased from a select
few to dozens. In radio markets
where one or two country sta-
tions once competed, in some
cases, there are now three.

“Competition at radio is
bitter,” Kragen said. “Radio
was artist-driven. Now you're only as good
as this week’s playlist. You're song-driven.
Everything is built around servicing the
young, the new, the hot.”

Kragen’s warning was aimed at safeguard-
ing the heights country radio and country
music have reached at a time when
Arbitron ratings are beginning to show ini-

(Above) artist Tim McGraw
joins “After Midnite”
host Blair Garner (1).

tial signs of a downtrend.

But that's not to say there isn't plenty
to celebrate. According to a recent report
from The Interep Radio Store, country
radio stations have a firm lead as the
nation'’s most prominent format—2,642

4

outlets last
year, up 30 over 1993. The format’s aver-
age daily cume 18+ was 29,885,000, far
exceeding second-place AC at
17,930,000.

The show itself drew 2,120 registrants and
featured some 30 performances, including
Tanya Tucker, Diamond Rio, Tracy Law-
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Westwood One’s Ed Salamon with
artist Martina McBride and

WSM-FM'’s Cathy Martindale

rence, Little Texas and
Lorrie  Morgan.
Nearly [20 manu-
facturers and syn-
dicators offered
the latest program-
ming and technol-
ogy in the exhibit
hall, while 30 hos-
pitality suites
offering talent
showcases
overflowed into hotel
hallways late each
night.

The show also attracted its share of
industry heavyweights to various ses-
sions and events, including Infinity
Broadcasting President Mel Karmizan,
Tower Records President Ross
Solomon, Warner Bros.” Jim Ed
Norman and Ed Salamon, president of
programming for Westwood One Radio
Networks and of the Country Radio
Broadcasters.

Even Wynonna Judd participated in a
session on Broadcasting and Marketing
in 2001, in essence, reiterating the basis
of Kragen’s theme: “It’s difficult to not
become bigger, better and faster, but we
cannot get away from the traditional. We
need to learn to embrace change but not
forget where we came from.” ®

The 1996 CRS will be held Feb. 28 to
March 2, again at the Opryland Hotel. For
information, contact the Country Radio
Broadcasters in Nashville at 615-327-4487;
fax: 615-329-4492.
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Networks must provide both programming
that generates ratings and information that
station managers can use to stimulate ratings.

How may we serve you?

While many nets grew from a limited
news or sports service, others emerged from
the primordial network ooze on the eter-

nally cresting wave of talk programming.
Independent Broadcasters Network in
Tampa is among that group. President
Steve Wiegner says 1BN's definition of ser-
vice begins with @ no-contracts partnership
for its 200-plus affiliates.

“Anybody can pick us up,” Wiegner says,
“however many hours they want; no fees,
no contracts, no make-good.” He sees this
as a trend, with IBN leading the field. “A
lot of stations really don’t want to sign con-
tracts. They want to be able to pick and
choose without having the big boy looking
over their shoulder.”

IBN is increasing its station ownership
from three to a projected 20, upgrading
their signal quality and strength and pro-
ducing consistent 24-hour live talk. No hot
talk, no fast tatk—just “quality” talk,
according to Wiegner.

“We offer good shows that actually inform
and lead you to better lives and better
knowledge of what’s going on in America,”
he stresses.

That means being “broadcaster friendly” in
their programming, relying on good taste in
34 non-confrontational talk shows. Offerings
include news, health, money management,
real estate, business affairs, travel, cooking,
gardening, “the first liberal talk show on the
air,” and “the most popular car show in
America,” just to name a few. Wiegner says

1BN logs 95,000 calls a month into its phone
banks, not all of which get answered.

But if an affiliate calls, that call gets
answered, because the key to successful pro-
gramming—and one of the greatest chal-
lenges Wiegner sees—is communication.

“l don’t think many networks are really
talking to their affiliates,” he says. “You
have to get out there, be with them and be
listening to their input.”

Wiegner maintains that the big networks
tend to overlook the needs of their affili-
ates, just as larger corporations in general
reach a service plateau, leaving fertile
ground for smaller, more aggressive compa-
nies. In the radio network business, that
can be fatal.

“The most important thing for the ‘90s is get-
ting the input,” Wieger reiterates. “Hear what
these people are saying. Listen to the man-
agers, listen to the program directors, because
you're actually programming to them.”

That notion—that station managers are a
network’s first listener, and therefore the most
important customer—comes up again and
again in interviews with “right-size” networks.

Say it again, Sam

“Ditto,” says Tom Star, VP of operations
for Talk America Radio Network in
Canton, Mass. Like IBN, Talk America has
more than 30 programs, but Star contends
that his is the only talk network broadcast-
ing 24 hours a day with live, unduplicated
programming to more than 250 affiliates.

While Star emphasizes TARN's versatility
and consistency, both in high-quality pro-

What’s Next?

Midsize network moguls cite the fol-
lowing as trends that will impact—
or continue to define—the 1990s.

A FM Talk—as a way for stations to
stand out in a music-dominated
band

A Hybrids—emerging offshoots of
established formats, just as '70s
formats splintered from oldies
and classic rock

A Smart growth—avoiding pitfalls
of the big three

A More networks—facilitated by
improved satellite technology,
mega-computers and evolution of
the information superhighway

A Fewer networks—or, at least,
fewer one-man, ego-driven nets

A Talk, talk and more talk—no end
in sight

gramming and technical excellence, he
places communications above all.

“One of the things people forget is that
you don’t sell the public first,” he says.
“You have to sell the management of radio
stations. If you don’t sell management,
then you don’t get on the air.”

That means all your station managers. I
personally believe that the small, rural
radio station is as important as the big sta-
tions in the top 10 markets,” Star adds.
“Those are the ones where you'll find a lot
of up-and-coming people; they're going to
take over the larger radio stations or maybe
buy a bigger radio station. You need to give
them the same type of attention as you
would a larger radio station.”

To accomplish this, TARN is gearing up to

hold semiannual meetings and seminars for
its affiliates during various radio conventions.

Of course, it helps if you speak the same
language. Phil Barry, VP of programming
and operations, says Jones Satellite
Networks is one of the largest suppliers of
24-hour formats with more than 900 affili-
ates. The Jones advantage: It’s a network of
broadcasters.

Background in radio

“Everybody in this building has a back-
ground in local radio,” Barry emphasizes.
“Just about everybody except the people
who sweep the floors around here came
from a radio station.”

That has helped the “very small” network
founded in 1989 grow to be a major player.
Jones offers eight formats—one with sports
talk and seven for music, one of which is in
Spanish. -»
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Being young and small, as networks go,
Jones encourages an atmosphere of risk-
taking. “We have to work hard to stay in
front of what’s happening,” Barry says,
“maybe try to cut a few trends along the
way, rather than just always taking the safe
approach to doing things.”

Barry contends that all too often, net-
works are following trends rather than set-
ting them. But that doesn’t mean you jump
on every fad wagon that rolls by.

“We all look at the trade publications and
read about the hot new formats, whether
its ‘70s or whatever the issue happens to be
that day,” he says. “Without doing all of
our homework, sometimes we tend to jump
on these trends.”

Barry says his network is doing compre-
hensive research to determine what for-
mats to launch over the next couple of
years. “You really have to know what you're
going to do; you have to take a long-term
approach,” he says.

A further advantage for Jones is being part
of a larger corporation, Jones Intercable. As
one of the country’s 10 largest cable compa-
nies, JI is “in the forefront of technology
and the digital age,” Barry says.

Seas of Limbaugh wannabes

Once a network commits itself to affiliate
communications, the next challenge is
finding new talent. No one knows that bet-
ter than Rich Wood, network director for
WOR in New York City.

“We've just gone through a massive talent
search,” Wood says, betraying a distinct lack of
enthusiasm. “One of the most discouraging
things [ think I've ever gone through, mostly
because almost everyone that we talked to and
in the tapes we listened to sounded the same—
trying to be the white, the Black, the Asian,
the Hispanic Rush Limbaugh. Now, sorry, but
there’s only one Rush Limbaugh. Anybody
who tries to out-Limbaugh Limbaugh is going
to be a second banana. Who needs it?”

The challenge, Wood says, is finding great
people. “You find the great people by offering
them a great outlet.” This is one of WOR’s
selling points and a reason it culls major
advertisers like Folgers, Buick and American
Express. “Right out of the box, we have New
York clearance. Wood claims WOR is one of
the few networks of its size (nearly 300 affili-
ates) that's profitable. “We're just fortunate;
we've got New York to offer, in addition to
the rest of the network.”

After starting network life airing just
Smart Money with the Dolans, WOR has
expanded to nine talk shows, 20 hours a
day. In addition to being “a network com-
posed of broadcasters,” WOR'’s high-pro-
file, “substantial” talk and across-the-board

technical quality opens doors to “extraordi-
nary talent,” Wood says.

This includes psychologist Dr. Joy Browne,
travel writer Arthur Frommer and Warren
Eckstein, “The Dr. Ruth of Pets.” Even so,
Wood bemoans the current glut of talk pro-
gramming and the paucity of original talent.
“Everyone who has an ego has a network, it
seems,” Wood says. And they're all the
same: “White, male, conservative, Clinton-
bashing Republican talk-show hosts. I'm
sorry, but we don’t need any more.”

He blames a higher power.

“As thrilled as | am to have satellites out
there,” Wood says, “it’s probably the worst
thing that happened to our business, because
now anyone can be a talk-show host.”

Wood maintains that he could make a
second career out of “consulting” people
who want to get up on satellites. “Send me

a check, and I'll make the same call that
you could make,” he says. “The end result
is going to be the same.”

But being a network is more than just
delivering a signal to a radio station. One-
man networks have neither the infrastruc-
ture nor the clearance to maintain a net-
work and profit. Wood cites Michael
Reagan, who came to talk with a huge,
built-in advantage.

“Even with the Reagan name,” Wood
notes, “he couldn’t handle it on his own. He
had to sell it to someone else. So imagine
these other people”—here, Wood drops into
his best New England accent—"I got this
great cooking show here in Bangor, and we
just know it’s going to be very popular around
the country.” Dropping the persona, Wood
exclaims, “Who cares? You just don’t have

the infrastructure that's going to let you last.”

Perhaps with some wishful thinking,
Woods predicts a tremendous shakedown
among talk personalities in the coming
year or so.

Talent, talent everywhere...

Tribune’s Kenton Morris empathizes with
Wood’s talent search, noting that not only
are many talk personalities trying to be the
next Rush, that’s what some stations have
been searching for.

“I don’t think there is a next Rush
Limbaugh,” Morris says.

As GM, Morris oversees a network of
some 1,300 stations, about 700 of which
are unduplicated. Elaborating on Wood’s
message, he notes that it’s also tough to
clear good shows, because stations are bom-
barded with product material. They need
something unique and appealing.

“That’s why we do Ross Perot,” Morris
says. “He is unique—there is only one Ross
Perot. That in itself has appeal.”

After starting 10 years ago with sports and
farm reports, Tribune Radio Network has
expanded on those offerings and delved into
music, with a two-hour country concert show
and the planned purchase of the Interstate
Radio Network, an all-night trucker show.

Morris sees “service” moving in the direc-
tion of packaging and syndication. In fact,
Tribune'’s Ross Perot Show is packaged by
Premiere Networks.

“I think packaging is the only way net-
works or syndicators will be able to survive
in the future,” Morris says. It's a question of
maximum impact, and Morris believes that
quest will lead to some consolidation
among packagers and syndicators.

And while technology may facilitate the
packaging and syndication trends, Morris says
hi-tech doesn’t amount to a hill of micro-
processors if you don't have good shows.

“We don't let the technology get in the
way,” Morris emphasizes. “We try not to be a
slave to it. Because in the end, if you don’t
have the right product, it doesn’t matter
whether you're using digital or anything else,
it's not going to work. We use technology to
help us, but we don't forget the basics.”

Coming full circle

Which brings us back to the beginning:
“Service with a capital ‘S.” That observa-
tion came from David FE Reeder, VP and
GM for Dallas-based USA Radio Network,
which boasts 1,200-plus affiliates.

USA began 10 years ago with news and
sports on the half-hour. It has since chiseled
out a news niche, offering three different
feeds. Unlike some other nets, USA Radio

Network doesn't plan any explorations =
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beyond the realm of news.

“We'll never get into music,” Reeder
maintains. “We will remain a talk network.
We are here to complement the music net-
works by providing them a news service.”

His is one of the few networks actively
looking to pool resources with others. “I
have talked with several other networks,”
Reeder says. “That’s the philosophy
they're looking at—how we can help one
another.”

Dismiss the idea

But while Reeder sees this as a trend, most
other network representatives we asked
either dismissed the idea or grudgingly
admitted a willingness to explore such
cooperation “if it fits.” One VD likened
such ventures to “Chevy working with Ford

to develop a new car.” Upon further discus-
sion, though, it became clear that many
were already operating on some sort of a
cooperative basis with at least one other
network.

Chris Devine, president and CEO of
Major Network in Chicago, takes this
approach a step further. A product of five
smaller entities, Major is actively hunting
“distressed or troubled networks and syndi-
cation companies” that can be folded into
its current lineup of talk and sports shows
and six 24-hour music networks. Just over
18 months old, Major already has more
than 1,200 affiliates. In fact, Major just
announced its acquisition of DPat
Robertson’s Standard News in February.

“In this business,” Devine says, “the larger
the better, because of the critical mass nec-
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essary to attract major network advertisers
like Sears.” That is why several of Major’s
shows are sold under Premiere’s umbrella.
In sharp contrast to some of his brethren,
though, Devine would welcome acquisition
overtures from a larger network. Again, he
says, because size counts. That, and diversi-
ty. And service through communication.
To some eyes, that’s the rub. Networks must
serve their affiliates. They must grow to sur-

vive. But too often, growth spawns arrogance.

Still, most of those we spoke with have a
keen sense of place. The words of USA’s
David Reeder are to the point. As a 27-
year veteran of radio, coming to the net-
work “from the other side of the desk,”
Reeder stresses accessibility.

“Anybody can call me as VP and GM of
the network and get through if they have a
complaint,” he says. “Try to do that with one
of the big three. It’s not going to happen.”

Reeder points out the irony in one of the
industry’s greatest shortcomings.

“For us to be in the business of communi-
cations,” he says, “sometimes we have the
worst lack of it.” Reeder clearly is aware of
the arrogance that sometimes accompanies
growth. “We are not so big that we cannot
provide service. We are not so big that we
cannot give each affiliate really personal
attention.”

Page Chichester is a Roanoke, Va.-based
journalist, and former managing editor of
Virginia magazine.

He has covered topics as diverse as radio’s
coverage of political candidates, city marketing
associations and FM chips in PCs for The
Radio World Magazine.
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NYC Hispanic WSKQ-FM:
Don’t Call It a Niche Format
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by

Frank Beacham

Sales Manager Luis Alvarez: Spanish Is “Only the
Language We Speak, It’s Not the Format We Do”

or Luis Alvarez, the magic moment—
Fthe key to breaking into New York
City’s top 10—came when WSKQ-FM
quit thinking of itself as a Hispanic radio
station.
“We started thinking of curselves as a gen-
eral market station and we began to sell and
promote ourselves like a general market sta-

tion. That was essential to our success.” says
Alvarez, WSKQ's New York sales manager
and a seasoned veteran of the city's radio
sales wars.

The ascent of WSKQ—New York ity’s
only Hispanic FM—has been truly spectacu-
lar. The five-year-old station, owned by
Spanish Broadcasting System (SBS), regis-

tered its best book ever in the fall Arhitran
ratings to become the first foreign-language
station to penerrate New York’s highly com-
petitive top 10 12+. It was positioned at
number six with a 4.2 share.

Arbitron also showed WSKQ to be the
second-highest Hispanic cume station in
total survey area in the United States. The
only such station with a larger audience is
its SBS-uwned sister station in Los Angeles,
KLAX-FM.

With the spectacular ratings growth =
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(the station was ranked in the midteens a
year ago) came a boost to $20 million in
annual sales, a dramatic 52 percent increase
over the previous year.

Without missing a beat, Alvarez predicts
the station will reach number one in the
New York market sometime this year. “If we
don’t hit number one in the next book, we'll
do it in the book after,” he says confidently.

How can this happen? With 3 million
Hispanics in New York City representing 16
percent of the city’s total population, how
can a supposedly “niche” station climb to
the top so quickly? By getting past some
popular misconceptions and focusing on the
real market, Alvarez responds.

“One of the misconceptions
from the general market
comes when you look at an
Arbitron book and it lists all
the stations as urban, CHR,
etc. When it comes to us, it
says Spanish. But actually
that’s only the language we
speak, it’s not the format we
do,” Alvarez says. “Our FM
format is what you would con-
sider urban contemporary.”

Rather than just targer all
Hispanics in the market, how-
ever, WSKQ’s General
Manager and programmer
Alfredo Alonso hit the magic
formula when he created whart is now
called the Mega 97.9 format.

“One of the things the station used to do is
target all the Hispanics in New York—the
Columbians, the Central Americans, the
Mexicans—everybody. We really didn’t
have a focus until Alfredo decided to set a
focus,” Alvarez says.

That focus was to target New York City’s
Caribbean listeners. “The Dominicans, the
Puerto Ricans and the Cubans comprise
about 80 percent of the New York metro
Hispanic population,” Alvarez says. “And
their taste in music is very similar.”

Hurban

The music that propelled WSKQ to the
top 10 is a mix of salsa (Caribbean dance),
merengue (Dominican dance), American
dance classics and contemporary American
and Spanish ballads. Some jocks alternately
speak to the audience in Spanish and
English. The station labels the format
Hurban, Hispanic urban. In the past year, it
has proved so successful that it’s drawing
many non-Hispanic listeners to the station
as well.

A sister station in New York City, WSKQ-
AM, programs a Spanish adult contemporary
format targeted to older Hispanic listeners. It

has been far less successful than its FM coun-
terpart, gamnering only a 1.0 share. No English
is spoken on the AM because, as Alvarez puts
it, the older Spanish adult is not “acculturat-
ed” into the New York City lifestyle.

Since WSKQ is the only Hispanic FM in
New York, it doesn’t have to slice up its
audience with about 20 FM competitors.
“I'm a bilingual Hispanic and the only way |
can listen to the music [ like is by listening
to this station,” Alvarez says. “While the
others are splitting up the big pie, we have a
universe to ourselves.”

So why are WSKQ's competitors allowing
the station to dominate the Hispanic market
in New York? “Because you
cannot go in and become a
Hispanic-targeted radio sta-
tion overnight,” Alvarez says.
“To put together a staff that's
going to be successful is not
easy. The New York Hispanic
market, in terms of profes-
sionals in radio and TV, is
v very small.”

One man’s routine

Each morning around 8
a.m., Alvarez, 36, poes
straight to his computer,

where he monitors the

progress of his

WSKQ has mastered an eight-mem-
entrance into NY’s top 10 12+. GERIEE

“The first
thing | do in the morning is pull up the
numbers for the salespeople in terms of indi-
vidual performance and start distributing
that information to each person,” Alvarez
says.

The relentless monitoring of sales—a
major part of the sales manager’s job—
occurs on a daily, sometimes twice daily,
basis.

Selling radio in New York City, he says,
is a “difficult, pressure-filled job” that’s
especially tough for newcomers. “Very
rarely as a new salesperson will you
receive a list of accounts that are already
active on the station. But you are still
going to be expected to reach a certain
goal on a monthly basis.”

Sales employees for WSKQ-AM and FM
can earn between $25,000 and $150,000 a
year, with the average at about $55,000,
Alvarez says. However, he notes, “it’s like
most other sales situations: 20 percent of the
people usually do 80 percent of the sales.”

Another key to the success of WSKQ is
advertising and promotion. Because the sta-
tion wants to be number one in the New
York market, Alvarez says, the ad and pro-
motion campaigns are designed “to position
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ourselves to be number one.” This included
a recent $300,000 billboard campaign in
New York City’s subway system and a series
of neighborhood festivals.

“We go into high-density Hispanic areas
like the Bronx, Brooklyn and Queens and
have huge block parties. We have the best
bands in town. We do live cut-ins. We have
a good old time in areas where nobody ever
showed up before,” Alvarez says.

Ads and promotions

These outdoor festivals, he notes, help
build cume. On-air contests, meanwhile,
help build TSL (time spent listening). “It’s
the combination of cume and TSL that cre-
ates ratings,” he says.

These days Alvarez is under less pressure to
sell advertising than to maintain sales
growth. “In the first quarter of our fiscal
year, we didn’t have a 4.2 and we were doing
fantastic. Now we're expected to do fantas-
tic!” he says with a laugh.

“One of the things you attribute a loss of
sales to is attrition—advertisers who do not
come back on the air,” he says. “But with
the ratings improvement that attrition has
been minimized because people are getting
better and more consistent results.”

As an example, Alvarez cites a small super-
market in the Bronx that chose to advertise
for one week to celebrate its first anniversary
in business. “After the first week, they called
our salesperson back and signed up for
another week. Then there was a third. They
went 13 weeks straight, the longest one-
week anniversary we've ever had.

“They were so successful there were lines to
the supermarket a half a block long,” Alvarez
says. “That’s because we advertised specific
specials for Hispanics, like rice or beans.
There was so much demand that the people
were given shopping carts already loaded
with the specials as they entered the store.
You feel really good as a salesperson selling
something that does that for your client.”

For the future, Alvarez sees a greater tar-
geting of ethnic listeners in the city. He
points out that half of the population of
New York City is ethnic and advertisers who
ignore that growing segment are doing so at
great risk.

“If an advertiser is still doing the business
the old way by going to the general market
stations and excluding ethnic niches, then
he is losing 50 cents on the dollar because he
is not reaching blacks or Hispanics,” Alvarez
says. “It’s a fact. We've arrived.”

Frank Beacham is a New York-based writer,
director, producer and consultant. He is a regu-
lar features correspondent for The Radio World
Magazine.
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TECHNOLOGY AT WORK

DAB Goes Live at NAB 95

ttendees at NAB '95 this month
will have the opportunity to hear
both AM and FM Digital Audio
Broadcasting live during USA Digital
Radio’s first public mobile demonstration.
“We're going to go completely digital on
AM from the studio to the receiver,” says
Jeff Andrew, project manager for USA
Digital Radio.
NAB ’95 is hosted at the Las Vegas
Convention Center (LVCC), April 10-13.
AM programming will originate live from
the show exhibit floor while the FM will
simulcast on KUNV-FM (91.5 MHz) by
digital microwave to the transmitter. The
final signal will be 20 kHz stereo.

Digital studio

The AM demo will combine live and
automated programming from a digital stu-
dio in the LVCC Radio Hall organized and
set up by Harris Allied. The 15 kHz stereo
program will be broadcast on the expanded
AM band at 1660 kHz during the show’s
exhibit hours.

DJs from Gannett, CRS and Group W—
the three radio groups that comprise the
USA Digital Radio consortium—will

NAD.')

PREVIEW

rotate air shifts using Radio Systems’ DDS
digital audio system in the live-assist mode,
with the remaining time operating under
automation. Other source material will
come from an Audiometrics CD 1QE single
play CD-player.

by Alan

Carter

The AM studio also will include a digital
radio mixer, according to Jim Woods, direc-
tor of product distribution for Harris Allied.
The unit is fully digital with mixing in the
digital domain and AES/ EBU outputs.

“There are only two places (the demonstra-
tion) will be analog,” says Dave
Burns, studio product manager
at Harris Allied. “That is the
voice of the D] and when peo-
ple hear the sound.”

Harris Allied is extensively
involved in the transmission
end of the demonstration, too.
The AM broadcast will use a
Harris DX 10 standard trans-
mitter with “a couple of minor
modifications,” says Harris
Allied AM Product Line
Manager John Delay.

The FM setup will use the
Harris DAB 2000 transmitter,
based on the Harris Platinum
TV series. “This is a product
we've conducted extensive
tests with,” Delay says. “The
system is very straightforward.”

How DAB hoids up

"

at the main Las Vegas transmission point on
Black Mountain is difficult to reach.

“There is nothing complicated on the RF
side,” Delay says. And that is exactly the
point USA Digital Radio developers want
to make with the demonstration.

DIGITAL

As part of the demonstra-
tion, USA Digital Radio will offer half-
hour bus tours around Las Vegas to
demonstrate the effects of multipath and
how USA Digital Radio holds up under
mobile conditions.

Listeners will be able to make a two-way
comparison on each of the separate AM
and FM bus tours—among digital AM,
analog AM, digital FM and analog FM.

In addition, the tour will include a stop at
the AM transmitter site just south of the
famous Las Vegas strip where broadcasters
can examine the setup. Organizers were hes-
itant to include an FM visit because the site
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“This system can be implemented very
quickly,” Andrew says. “We're talking
about adding a digital exciter that could

cost between $10,000 and $50,000.”

First public demonstration

The NAB showing marks the first time
USA Digital Radio has offered a public
mobile demonstration of the technology.
The group held demonstrations by invita-
tion on AM in Cleveland, and on FM in
Chicago. It has also presented video and
taped-audio programs.

This demonstration more likely mirrors
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what developers of the European Eureka-
147 DAB system did at NAB in 1991.
Eureka-147 had a DAB and standard FM
transmission broadcast at 30 W ERD from
atop the Las Vegas Hilton. The FM signal
was broadcast on 94.9 MHz and the DAB
was broadcast at 479 MHz, with a transmis-
sion bandwidth of 3.5 MHz. The program
included two different DAB channels,
although the DAB actually broadcast eight
separate CD)-quality channels. A 1 W gap
filler was installed atop the Golden Nugget
hotel.

That same year, USA Digital Radio had a
DAT fed to a MUSICAM encoder.

For those wanting to make a comparison
between USA Digital Radio and Eureka-
147, Andrew maintains listeners will hear
no difference. USA Digital Radio is using

an ISO/MPEG MUSICAM encoder at
256 Kbps on FM, the same as Eureka, he
says.

“We're providing mirror coverage,”
Andrew says, “no more, no less.”

As USA Digital Radio developers have
said, the current system is designed for the
American market. But Andrew suggested it
can be adapted for other countries and said
there have been discussions with
major international networks.”

“Everyone believes the issue (of adapting
the system) is solvable,” Andrew says. “You
have to take one step at the time. We're
broadcasters protecting our own interests
in the beginning.” ®

“two

Alan Carter is Editor-in-Chief of Radio
World's international editions.

NAB ’95 Executive
“To Do’ List

Following are events culled from the NAB '95
agenda that hold particular relevance for radio sta-
tion owners, GMs, sales and promotions leaders. For
general information, refer to page 36 of The Radio
World Magazine's March issue.

As always, times and events are subject to change.
For complete listings, please refer to registration
information.

See you there!

SUNDAY, APRIL 8
2-4 p.m.—Small/Medium Market Idea Swap
Raise Ratings and Rates with Better Radio Copy

4-5:30 p.m.—Radio Opening Reception
MONDAY, APRIL 10

8 a.m.—Newcomers Orientation

9-10:30 a.m.—All Industry Opening

9 a.m.-6 p.m.—Las Vegas
Convention Center (LVCC)
Exhibit Hall open
10 a.m.-6 p.m,—Broadcasters
Executive Lounge

11 am.-12:15 p.m—25 Management Techniques
to Take You to the Top

11 am.-1:45 p.m—Radio Production Workshap
12:30-1:45 p.m.—Newsroom Technologies

2-3:15 p.m.—Managers Look ar Digital
Broadcasting
Making Satellite Programming Sound Local

3:30-4:45 p.m.—Managing People New to Radio
Best of the Best Radio Promotions

A\

TUESDAY, APRIL 11
9 am.-3:30 p.m.—RAR Sales & Marketing Sessions

9 a:m.-6 p.m.—LVCC Exhibit Hall open
10 a.m.-6 p.m.—Proadcasters Execurive Lounge

12-1:30 p.m.—NAB/RAB Radio Luncheon,
including Crystal Radio Awards and Induction of
Gary Owens into the NAB Broadcasting Hall of
Fame

3:30-4:45 p.m.—FCC Commissioners' Regulatory
Dialogue

WEDNESDAY, APRIL 12
9 a.m.-4 p.m.—RAB Sales & Marketing Sessions

9 am.6 pom,—LVCC Exhibit Hall open

10 a.m.-6 p.m.—DBroadcasters Executive Lounge

1-2:30 p.m.—Station Acqui-
sitions: Buying & Selling
Stations in a Changing
Regulatory Environment

Il E W
2-5 p.m.—Radio Station Tours: Buses depart from
the Shuttle Bus Pick-Up Area, LVCC Main

Entrance

THURSDAY, APRIL 13
9-10:30 a.m.—Roundtable Session: Cross
Promoting on Radio & Television

9 am.-2 p.m.—LVCC Exhibit Hall open
10 a.m.-2 p.m.—Broadcasters Executive Lounge

10:45 a.m.-noon —Roundtable Session: Money-
makers—Winning Sales Promotion Ideas
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PROGRAMMING PROFILE

KMEL-FM Strives to
Tower Above Adult Competition
In Competitive San Francisco

lood, sweat and tears figure promi-
Bnently in KMEL-FM’s programming

philosophy. Not the 1970s” R&B
group, but the business acumen that has
kept the station number one in the 18-34
demographic, despite dramatic shifts in
popular music and in the San Francisco
radio market.

by Laura Fries

the dance music scene in the Bay Area.

A noticeablie bite

Since then, competitors KYLD-FM,
another CHR; NAC KBLX-FM; and, ironi-
cally, KIOI, have moved in on its turf, tak-
ing a noticeable bite out of KMEL’s ratings
share. However, the station has managed to

Patti Labelle offe

" hair-raising
performance at

KMEL-FM’s

Summer Jam. /

KMEL 106.1, one of two Evergreen Media
outlets in the market (with Hot AC KIOI-
FM), was one of the forerunners in the
contemporary hits category when it
launched the formar in 1983, helping
shape the genre and setting the tone for

keep its foothold in the market, remaining
number three 12+, thanks to station man-
ager Richard Kelly, tenacious research and
an ear to the streets.

“Whenever you have success in radio, you
serve as a beacon for others trying to make

it in the business. That's what we’ve been
going through for a while,” Kelly says. “The
competition has done a good job challeng-
ing us. But we're consistent in what we do
and we listen to our listeners.”

That philosophy gives KMEL just enough
edge over its direct competition, KYLD, to
rank number one in the market 18-34,
according to Arbitron.

“KMEL beating KYLD is a moral victory,”
says Dan Gray, president of Gray
Communications in Chicago. “The level of
competition has risen, and they have a
competitor that is doing a fairly decent job.
But KMEL has been successful in fusing a
diverse ethnic group together in terms of
musical taste.”

The Bay Area, historically open in terms
of testing new music, includes a healthy
mix of Asian, Hispanic and black listeners.
KMEL looks upon these groups as music-
savvy, and plays to their desire for cutting
edge, club/dance music.

Aggressive research

To get that edge, Program Director
Michelle Santosuosso, who came to KMEL
in October from Evergreen’s KKBT in Los
Angeles, has formulated an aggressive
research campaign that includes weekly call-
outs and a “jam session” held every couple of
months where 100 or so selected listeners
evaluate about 500 new music clips.

In addition to basic research,
Santosuosso’s right-hand man, Assistant
PD Michael Erickson, is responsible for
what KMEL calls its “street team,” a group
whose mission is to find out what the w
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public wants, be it in dance clubs or city
council meetings.

“The street team goes to various locations
days and evenings, for promotional reasons,
but also just to get in touch with the peo-
ple,” Erickson says. “We know what’s going
on in the high schools, in the shopping
malls, at the community rec centers—we
even know what'’s going on politically in
terms of local debates and issucs. Reality is
staying in touch with the listeners hoth
through personal contact and in doing
rescarch ro find out where their tastes are.”

But KMELs most personal contact comes
every summer with the KMEL Summer
Jam. This annual, all-star concert has fea-
tured such artists as TLC, Ice Cube,
Hammer, Paula Abdul, En Vogue and New
Kids on the Block. In the eight years since
its debut, KMEL has raised more than $2
million for Bay Arca charities.

In addition to the Summer Jam, KMEL
has a pair of stand-out personalities whose
reputations have made them local heroes:
Renel in the morning and Rich Chasce
(whom Kelly calls a mild shock jock) in
afternoon drive.

It's this kind of community involvement
and exposure that Kelly believes separates

KMEL from the other stations in the arca.
“We spend a lot of time and money
researching the market, but it’s intuition
t0o,” he says. “We're not trying to get 12+
listeners. We're just trying to target 18-34.

ME

If you do a good job at that, then you move
in on both the younger and older crowd as
part of spillover.”

AM challengers

Of course, reaching tor the adult demo-
graphic traditionally isn’t just a matter
of trouncing FM rivals. In San Francisco
especially, the AM band is thriving with
viable competitors. KGO, a well-known
and respected news/fralk station, has the
lion's share of the 18-49 market, in
part, Kelly says, because they're on the
band that's easier to reccive with the

ATTENTION P.D.s

Schedule the best in "OLD-TIME RADIO" with

Whes RadioWas ...

Hosted by ART FLEMING, original star of "JEOPARDY"

) B

5 =
zeoo<> LIGHTS @0UT

o

region’s radical topography.

“It’s unusual 1o have a major marker
where your top three radios stations in
terms of billing and listening are AM,” he
says. (KCBS and KNBR are numbers two
and three, respectively, behind KGO in the
18-49 and 35-64 caregories.) “In San
Francisco, you're always going to have an
advantage as an AM broadcaster because of
the geographical makeup of the market. It’s
very tough for FM signals to penetrate the
entire area because of all of the hills.”

Still, as far as Kelly is concerned, those
AM stations are serving a market that Jocs
not include KMEL listeners.

“Even though we consider all radio stations
competition in terms of potential listeners,
we traditionally know we are not competing
with KGO, KCBS or KNBR for their listen-
ers,” he says. “We understand our competi-
tion to be stations on the FM dial—anyone
targeting 34 and younger. First thing we
have to do is identify and understand who
our audience is, and if we play to them, then
hopefully, they'll come.”

Lawra Fries is senior entertaimment editor of
Satellite Orbit Magazine, which reaches
450,000 dish owners in the U.S. Her work
has appeared in The Los Angeles Times, The
New York Times and Chicago Tribune.

She profiled Washington’s WPGC-FM in the
December 1994 issue of The Radio World
Magazine.

Five shows per week—54 minutes each.
BARTER, NO CASH PAYMENTS!

For a free demo CD contact David West

DICK BRESCIA ASSOCIATES (201) 385-6566

de Rm(.‘oWau celebrates its 6th year on 250 stations
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SALES/MARKETING

The BIGGEST sale
1 Ever Made

by Bob Harris

KT ‘ X/ \/,FM Sales Rep MaTia AnthiS’TuTenne bought a condo—before she had a job.

“l saw far more women in radio manage-

: . ' . ment positions in the west than | had seen

Makes Waves With Universal Amphitheater Tie-In 5 o o e e s 1

was convinced there was plenty of opportu-

rom on air on the East Coast to on  her creative talents on the sales side. After  nity for me in L.A., plus the chance to con-
Ffire on the West Coast. six years selling for WYYY-FM, Syracuse,  trol my own destiny.”

That seems to describe Maria she decided to follow the advice of Horace After selling direct mail, then working as a
Anthis-Turenne, account 7 marketing manager for Nutri-Systems, she
executive with Group W’s [ got back to her first love, radio, with coun-
KTWV-FM, “The Wave” in try combo KZLA-FM/KLAC-AM. Then,
Los Angeles, the latest can- less than two years ago, Anthis-Turenne
didate for “The Biggest Sale decided to ride The Wave, joining the
I Ever Made.” sales staff of the new AC KTWV-FM.

“She always finds money She was hired to find non-traditional
where none seems to exist,” dollars—money from vendors and =
backs Tim Pohlman, GSM of
Westinghouse’s KFWB-
AM/KTWV-FM, who rec-
ommended Anthis-Turenne.

While she admits that this
sale may not technically be
her “biggest” ever, Anthis-
Turenne quadrupled billing
from $18,000 to $70,000 for
the Universal Amphitheater,
a concert venue in L.A. It
certainly makes for a tale
worth telling.

¥ Samphet "
AVE Musi e
e o LW

e and

» el ':: o Musicl et o cash honas
o e AT et bt

Wik

The story begins
The story begins in
Syracuse, N.Y., when Anthis-
Turenne graduated with a
degree in broadcast journal-
ism from Syracuse University
and landed a job as a ralk
show producer and on-air talent
at WNTQ-FM/WNDR-AM, Syracuse. Greeley: “Go West, young (wo)man.”
Within a few years, she realized that she  She resigned her job, sold her worldly pos-
wanted to take her love for radio and use  sessions, moved to southern California and

The Wave’s Maria Anthis-Turenne
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manufacturers. “Anybody is a prospect for
me,” Anthis-Turenne says. “If you believe
in the product you rep, it makes it easy to
talk to anyone. Some prospects don’t have
marketing budgets, but they can be promo-
tional partners. | can leverage their prod-
uct, say, tickets or gift certificates,

pling of music aired by the station, and
then mail an enclosed card for a free sub-
scription to The Wave's MusicLetter pro-
gram guide and the chance to win tree CDs.
Anthis-Turenne’s idea was to run a sepa-
rate sales promotion to win front row seats
to the Anita Baker

to get real money from someone
with a budget.”

She’s had some remarkable success
stories, particularly with the
Universal Amphitheater. Prior to her
arrival, the forum signed up for an
occasional schedule to promote spe-
cific upcoming concerts. Seeking to

|
047 KTW YV

concert by piggy-
backing the station’s
mailing. Universal
loved the promotion
idea, but didn’t have
the money to buy it
(sound familiar?). So
I her big challenge

was to find some

create more business, Anthis-Turenne
used her creativity to tie the Amphitheater
to a station audience promotion.

The Wave planned to mail “music sampler”
cassettes to 250,000 carefully selected poten-
tial listeners. Using sophisticated demo-
graphic and psychographic targeting, the
mailing would reach upscale adults. Anthis-
Turenne figured these adults were also prime
prospects for Universal Amphitheater and its
next major concert, Anita Baker.

The audience promotion invited those
receiving the mailing to listen to the cas-
sette, which featured a representative sam-

money for Universal.

While still selling country radio in L.A.,
she had developed a good rapport with
many of the major record labels in town.
Anthis-Turenne took her “out of the box”
idea to Elekera, Baker’s label, proposing:
“Why not spend some of your co-op adver-
tising money to promote the concert,
instead of the traditional record retailers?”
Such an approach, she assured, would sell as
many CDs as Elektra’s record store print ads.

“Elektra was receptive to the promotion
because Anita Baker’s new CD had gotten

For more information or to hear a demo, call:

Family Health

1-800-381-1251
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some negative reviews, and they saw the
benefits of the multi-faceted campaign,”
Anthis-Turenne says. “People getting the
sampler in the mail would see her face and
know that she had a new CD out.”

Sold!

The record company bought it, agreeing
to pay 50 percent of the package price.
And here’s the best part: The mailing with
the free concert ticket promo, along with
just a one-week, 18-commercial schedule,
helped sell out all the shows.

As Anthis-Turenne describes it, this was a
genuine win-win situation. Universal
Amphitheater won—its concerts sold out.
Elektra Records won—Anita Baker CDs real-
ly moved off the shelf. The station won—it
got a big piece of business. And the sales rep
won, not only with a nice commission, but
more importantly, because Universal wants to
repeat the promotion in 1995,

“Universal Amphitheater is chomping at
the bit to repeat the promotion,” she says.
“At a major UA board meeting, with all the
head honchos present, they raved about the
response to the promotional campaign. All
these high-priced executives had gotten the
mailer at home and they loved it. They said
it was the best marketing campaign the
Amphitheater had ever been involved in.”

As 1o revealing the technique behind the
sale, Anthis-Turenne is quick to respond
with “the five Ps.” Then, in effect demon-
strating that she delivers more than she
promises, she ticked off seven P's that guide
her radio sales career:

Passion for what she does
Problem solving for clients
Presentation must be strong
Always be Pro-Active

Be Persistent

Offer Promotional ideas and
Be Professional

Anthis-Turenne believes her role is an
extension of her client’s marketing team.
“I’'m empathetic and on their side, ready to
meet the client’s needs and make it all fit
for them,” she says.

Perhaps it’s not surprising that she’s the
sales rep at KTWV who won the Group W
Super Bowl sales contest. Anthis-Turenne
got a three-day Carnival cruise out of Ft.
Lauderdale, tickets to the all-California
Super Bowl game in Miami, plus five days
in the sun at the Ritz-Carlton in Cancun.

Horace Greeley would be proud. ®

Bob Haris is a Dallas-based sales and market-
ing consultant. His broadcast services include
in-market sales training, seminars and hands-on
new business development. He is a regular cor-
respondent for The Radio World Magazine.
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EQUIPMENT FINANCING

MARTIN

LEASING CO.
—— UPGRADES
FIXED RATE TRANSMITTERS

LONG TERMS ANTENNAS
DIGITAL EQ

AUTOMATION
STUDIO EQ.

+ 1-Page Credit Application
+ New or Used Equipment
+ $5,000-$2,500,000

+ 100% Financing—No Down Payment

+ Conserves Bank Lines

+ Under $50,000—No Financials Required
+ Other Equipment, Too!

QUICK RESPONSE 24-48 HOURS
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1-800-253-2734 EXT. 22
TEL: (310) 274-7988 FAX: (310) 274-1905

THE BROADCAST
EQUIPMENT SPECIALIST

READER SERVICE 66

A TENITON
A\ DY ERTISERS

Reach 14,000+ broadcast equipment
buying professionals at AM, FM and
AM/FM radio stations, networks and
groups, recording studios, engineering
and consulting firms every month.
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appears monthly in the pages of
The RADIO WORLD MAGAZINE. To
advertise your product or service
contact Christopher at

THE RADIO WORLD MAGAZINE

Tel: 1-800-336-3045
FAX: 703-998-2966
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Get the best MUSIC, the best
QUALITY, the best PRICE!

ALL ready to make your format
[ sluxzle this year!

Oldies  WE'VE

~ Seventies
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HotAt: IT ALL
] Country ON CD
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‘ To get it ALL
| just call our name!
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| tel: (818} 963-6300
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STUDIO OVERLOAD?

Production'studio
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Production
man pulhng
his hair out?

Get FAST TRAC Il to lighten the load!
It's like adding an other studio at a fraction of the cost!
Fast Trac Il is a compact production system that's per-
fect for routine production tasks. Dub a spot to hard
drive or cart, record a liner; add a tag to a spot, make
a cassette, copy a CD.

Take all those pesky chores out of your main production
studio... use Fast Trac Il instead!

It saves time... saves tempers, and saves money!
Fast Trac Il... It's "A Studio-in-A-Box"

For instant information, call our Fax-On-Demand at
818-355-4210: request Document #116.

HENRY 503 Key Vista Orive
[ Sierra Madre, CA 91024
: Tel: 818-355-3656
ENGINEERING Fax: 818-355-0077
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= Fasy to Use

= Reliable

= Cost Efficient

® Portable

L oonen SCPC BROADCAST

AUDIO RECEIVER
Technology & convenience combine to bring New, atfordable. frequency-agile receiver. direct channel
you on-the-spot remote broadcast capabili- entry by kevboard. selectable companding 1:1. 2:1. 3:1.
ties with excellent sound quality. Cellular wide/narrow bandwidth, de-emphasis sclectable. 950-
. Y ) 1450 MHz. line output 600 ohms. muting. transponder

transceiver, frequency extender, and mixer all agile. LNB power supply. 50-channel memory. full
in one! Powered by Ni-cad rechargeable bat- baseband output. high-guality audio. Every needed feature
teries or AC power supply — utilizes cellular at a senstble price (lowest in the industry). Write or call

for (ull information on this quality receiver—the answer
for your station. Networks call Tor prices.
Phone: (614) 866-4605  FKax: (614) 866-1201

technology or land lines.

For more information call
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Communications Specialists

SEE US AT NAB BOOTH #5108 4555 Groves Road, Suite 12 Columbus, OH 43232
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The four primary lessons executives have
learned since duopolizing: keep sales forces
separate; use more care when combining
station’s “cultures™; combine sites sooner;
and make sure resources are adequare to
maintain station identities.

From atop the Loews Anatole,
the Dallas skyline remains a
distinctive symbol of this
broadcast-friendly market.

The jobs most likely consolidated from «

2 : :
Jduopoly: GM, bus:ness manager, chief engi-
neer and receprionist. Least likely: program
and music directors as well as local sales
nuinagers.

A NADB DPresidenr and CEO Eddie Fritrs
toid attendees of the Executive Symposium
that “there has never been a time when the
pumber of (federal) proposals aimed at doing
damage to your borrom line has been
greater.”

Frites warned of continuing bartle over
spectrum fees, on-air “warning labels” for
beer and wine advertising, 3 percent per-
formance royalties via the Recording

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

PROGRAMMING AND
MANAGEMENT, INC.

Industry Association of America; and satel-
lite DAB.

“Get to know your members af Congress
and take five minutes 1o ler them know
your issues,” he advised.

A The exhibit floos
hosted 38 prograry syndi-
cators, manufacrurers,
organizations and service
companies,
everything from employ-

cttering

ce selection testing at
The Omnia Group
bigger-than-life station
promotion ar the Radio
Diner. The RAB demon-
strared its marketing savvy by hosting the
opening night Welcome Reception in the
exhibir ballroom.

A ABC Radio Networks hosted a posh

9,000 Tracks. No Waiting.

Broadcast CD music is our specialty! If

Circle 178 On Reader Service CGard

FAX: £10-681-3936 International. 810-681-2660

4198 Orchard Lake Road, Orchard Lake, Michigan 48323
Top Hits U S.A. & Utirasonic-Q Radiu Disc trademarks of Radio Programming
and Management, Inc., Orchard Lake, MI. URrason:c-Q system is Patented

otf-site reception to show off its new
70,000-square-toor Dallas headquarters.
The event included tours of the facility and
a ribbon cutting, signaling the network’s
official relocation from New York.

Based ar the studios are ABC’s 24-hour
satellite formats, The Tom Joyner Morning
Show, markerting, sales, engineering, opera-
tions, finance and more. Amid the 168
offices, 19 hroadcast and production studios
are more than 35 miles of copper cabling.

A The RAB closed the show with a gala
grand enough to sustain Dallas’ rep for doing
things big or not at all. In addition to photo
opportunities with a live (but demure) bull,
smoking Texas chili, a J.R. Ewing imposter,
dance lessons and live armadillo races
(would 1 lie?), attendees had the opportuni-
ty to network with more industry high hars
than you could shake a stick at.

ABC Radio Network excees cut up over
the company’s new Duallas base.

A RAB ‘96 will return ro the Anatole in
Dallas, Feb. 15-18. Word is the 1997 show
will be hosted in Atlanta, where it was last

held in 1988.

50 STATES & CANADA.

800-521-2537
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CENTRAL &
DISTRIBUTED
AUDIO STORAGE

MULTITRACK
PRODUCTION

BUSINESS
SYSTEMS

SATELLITE AUTOMATION

MUSIC ON HARD DISK

THIS YEAR,

ONE COMPANY
PUTS IT ALL

\ TOGETHER AT NAB

Thinking of adding music storage to your
hard disk system? Wondering If a hard disk
can end “cart chaos” on your llve morning
show? Need to get more work In less time from
your production studlo, or the newsroom?
Implementing a multistation LMA or duopoly
operation? Or perhaps you’re just taking your first look at a hard
disk system to handle local breaks on your satellite music service.

At the 1995 NAB show, there’s one place to go for all the answers: Computer

Concepts, booth 2803. You probably know us as the makers of DCS, the

Industry’s leading on-alr hard disk system. But now Computer Concepts has
proven digital solutions for every facet of radlo station operation.

To make It easy for you to get the answers you need, we've set up six separate hands-on
demonstration areas in our NAB booth this year. Each one Is dedicated to a particular on-alr or

production situation, and equipped with the latest hard disk solutions from Computer Concepts.

Every product Is backed with the dedicated service and support for which Computer Concepts Is known.

For straight answers about digital systems for every

radlo application, come straight to booth 2503. Concepts

PP ] g compthT' O ORATON

-—4""'_\;:"/

If you're not planning to attend the show, call Computer Concepts at ‘;;\'l"’n'_’:’”
800-258-6380 and we’'ll flll you In om what’s new and what’s best. P s e

Kansas 66214 + Tel.: 933-541-0900
Fax: 913-541-0169
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REGULATORY

Minority Expansion:
The FCC vs. Congress

by

he ebb and flow of American poli-

| tics occasionally causes riptides, as

currents from one election en-

counter opposite currents from a later elec-

tion. The FCC is caught in just such a rip-

tide: In late 1994, it invited comments on
its overall minority ownership policies.

The commission proposed to relax a num-
ber of rules to expand those policies and
thus increase “diversity” of ownership, i.e.,
minority and female ownership.

Such increased race-based programs are
consistent with the general policies of the
Democratic administration (elected in
1992). But what the FCC apparently didn’t
count on was the fallout from the
November 1994 election.

The new Republican-controlled Congress
has indicated that one of its prime targets
will be race-based “affirmative action” pro-
grams such as the FCC’s minority owner-
ship policies. And in an apparent effort to
coopt (or at least blunt) that Congressional
juggernaut, the White House has ordered a
review of all such programs, presumably
with an eye toward weeding out or shoring
up the weak ones. Where does that leave

the FCC?

Tax certificate policy

The easiest place to start is the FCC’s tax
certificate policy, which permits a licensee
to defer taxation on the profits of the sale
of a broadcast station to a minority-con-
trolled buyer. (If you are interested in the
nitty gritty details of how this works in real
life, you should consult a tax specialist
familiar with this area.)

The FCC is looking for ways to expand
the tax certificate policy to further encour-

Harry

Cole

age sales to minorities (and possibly to
women). But that policy is the target of
proposed legislation (which may already
have been enacted by the time this gets to
press) aimed at eliminating the policy alto-
gether. If Congress kills the policy (and the
President doesn't veto), there will be noth-
ing left for the FCC to do but close the
books on minority tax certificates.

Since there does seem to be substantial
Congressional support for doing away with
this particular policy, it would probably be
advisable not to spend much time just now
coming up with ideas for expanding minor-
ity tax certificates.

Setting up a program

In addition to the tax certificate policy,
the FCC is thinking about creating an
“incubator” program through which
existing operators would “share their tal-
ent, experience and financial resources”
with minorities in return for “regulatory
concessions such as relief from certain
multiple ownership rules.” The existing,
non-minority operator would be expected
to provide “substantial financial assis-
tance,” operational assistance and train-
ing programs.

While the commission has not yet indi-
cated what “concessions” might be avail-
able for setting up an incubator program,
waiver of the duopoly rules would seem a
reasonable quid pro quo.

For example, let’s say you own as many
stations in a given market as you are
allowed under the current rules. If you were
to enter into an “incubator” relationship
with a minority owner in the same market,
that relationship might be allowed to =

SOLD!

WRAI-AM/WLDI-FM,
San Juan, Puerto Rico
from Radio Aeropuerto,
Inc., the Pirallo Family,
Principals, to Primedia
Broadcasting Group, Jose .
Acosta, Felix A. Bonnet,
Hoyt J. Goodrich, Theodore
T. Horton, Randall E.
Jeffery and Rafael Oller,
Principals, for $4,320,000.

Randall E. Jeffery
Broker

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

ELLIOT B. EVERS
415-391-4877

GEORGE . OTWELL
513-769-4477

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

RADIO and TELEVISION
BROKERAGE * APPRAISALS

|V
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO

Subject to F.C.C. approval

Appointments requested
at MVP’s suite in the Las Vegas Hilton
during NAB.

Circle 1038 On Reader Service Card

April 1985 The Radio World Magazine 53



include elements that would otherwise be
prohibited under the duopoly rules—per-
haps an LMA or a substantial voting posi-
tion in the minority licensee, for example.
Other minority-related areas the FCC is
looking into include the possibilities of
treating non-controlling ownership inter-
ests in minority-controlled entities as non-
attributable; and permitting minority- and
female-controlled entities to own up to
three AM and three FM stations in mar-
kets with at least 15 stations (provided the
combined audience share does not exceed

cies that appear to have fallen out of politi-
cal favor. While the FCC might continue
to push these concepts, it is far from clear
that the currently prevailing political
winds will allow the FCC to keep them on
track, or afloat, for long.

Historically regarded

Interestingly, the FCC's proposals include
females in these “minority” ownership poli-
cies as the equivalent (more or less) of
minorities.

The challenge with this is that females

things currently stand, females should not
be given preferential treatment.

Presumably because of that, the FCC is
specifically seeking information concerning
whether a “need” for ownership incentive
tor females exists.

Since the FCC (at least for the time
being) seems intent upon expanding its
minority/female policies despite
Congressional resistance to such pro-
grams, you may want to keep those poli-
cies in mind for general strategic plan-
ning purposes.

30 percent).

The first such change, if adopted, could
considerably expand the ownership possi-
bilities for many non-minority broadcasters
as long as they are willing to take a less-
than-controlling position. And that would
make the second such change (increase in
the cap on stations that could be owned in
a give market) commensurately more
attractive,

Unlike the tax certificate policy, these lat-
ter proposals (and the “incubator” concept
as well) have not been rargeted by
Congress. Thus, they might survive, at
least initially. But they may still be the
kind of race-based affirmative action poli-

There is a chance that the FCC’s
current minority ownership policies
may not pe with us for long.

Before you get irreversibly committed to
one or another business strategy, however,
you should keep in mind that there is at

have not historically been regarded in that
way in most FCC policies, and there is at
least one court case that suggests that, as

| Come As You Are 2238 3
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least a chance that all or most of the FCC's
current minority ownership policies (not to
mention any enhancements the FCC
might try to fashion) may not be with us
for long. Their demise could come at the

Coming Up
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Were No FCC?
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hands of Congress or the Supreme Court,
which has before it an “affirmative action”
case (not involving the FCC) that could
affect the constitutionality of the FCC’s
policies.

Ownership report

Finally, we note that the FCC is secking
comment on whether it should revise its
Ownership Report form to collect data on
the race, ethnicity and gender of owners.

This strikes us as somewhat strange, as it
suggests that, while the FCC is busy forging
ahead with plans to expand minority and
female ownership, it does not collect—and
has never collected—basic information

concerning current levels of minority and
temale ownership.

The FCC's willingness to propose expan-
sion of the policies notwithstanding this
lack of basic information underscores the
FCC's support for those policies. But that
very lack of information may also help
establish that those policies do not have
the factual basis that may be necessary to
justify their existence to Congress or the
Supreme Court.

Harry Cole is a principal in the Washington-
based law firm of Bechtel & Cole, Chartered.
He is a regular correspondent for The Radio
World Magazine.

toll-free phone call away.

Questions
about compat-

Gome Codec?

B eyond superior broadcast quality and rugged reliability,
Comrex codecs are backed with an invaluable extra:
Direct, personal tech support from someone who is prepared
to Frovide whatever level of assistance you need. Just one

With our full range of codec technology and a reputation for
integrity and objectivity, we're able to offer the best sounding,
cost-effective solution for SW56, ISDN or dedicated digital lines.

A partial listing of Comrex codecs:

the answers.
And we'd be

happy to

Programming

ibility, connec- | DXR (rackmount)
tivity, delay, DXP (portable)
system and G722 (CCITT)
transmission

costs? We have | gxcellent for Talk,

Sports, AM or Voice STL, Studio-to-

DX100 DX200

apt-X ISO/MPEG Layer II
MusicLine™

Good choice for ~ Superb FM remotes,

Studio-to-Studio Links,
Studio and higher Music Programming
quality audio

arrange a
demonstration.

Dynamic, ongoing support
is also available via:

o Fax-on-Demand - library of

o Comrex Users” Forum,
PC-networked on CompuServe

o Comrex Handbook - " Digital
Telephony”

o Comrex ACCESS — quarterly newsletter

technical and applications information

Comrex Corporation, 65 Nonset Path, Acton, MA 01720
508-263-1800 * Fax-on-Demand 508-264-9973 ¢ Fax: 508-635-0401

U.S. 1-800-237-1776 * UK 0 800 96-2093
Europe: Request your
free Comrex calling card.
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.++++ Classified Marketplace -+

AD PRODUCTION

EQUIPMENT

CONSULTANTS

Jingles & Production Music
Jingle packages start at $695
Production music for the pro!

Free demo
H&H Productions

Ph: 800-327-8716

GE SUPERADIO 11T
Custom modified w/noise-free SCA
w/improved selectivity & sensitivity,
$95. Other modifications available.

Performance guaranteed.

Call 1-800-944-0630

HELP WANTED

SALES REP/SEMINAR PRESENTER:
Tu

esday Productions, a nat
production company, seeks a highly

10

Call Miles at 1-800-831-3355

- ENGINEERING -
Top 20 market, Class C FM, 50kW AM,
DA-2; seeking an organized, outgoing
upbeat engineer possessing FCC General
or SBE Certification. Directional AM a must
Cutting edge processing knowledge, com-
puter & LAN literacy a plus. Resume &
salary history in confidence. Respond to

Radio World, POB 1214, Falls Church

VA 22041. Attn: Box #95-4-01RWM

MUSIC LIBRARY

J)  Great Music = § Profit §  JJ
More music, more listeners, more dollars. 1st
class Easy Listening library for top market/swap for
commercial time. Offer won't last - Guaranteed to fill
your market niche, Call Immediately!
Globe Music Productions

D 703-344-3283

Circle 1289 On Reader Service Card

VOICEOVERS

HAMMETT & EDISON, INC.

CONSULTING ENGINEERS
RADIO AND TELEVISION

Box 280068
San Francisco, CA 94128

H E 707/996-5200
()

202/396-5200 DC.
707/996-5280 Fax
Member AFCCE

AC

PROGRAMMING

All Adult Contemporary variants
Lite + Hot + Rock + AC Oldies

Affordable Prices For All Markets
. LA PaLma
BROADCASTING

71 78-6382

RADIO PRODUCTION:
Just $10 per spot. $5 per liner.
National Voiceover Pro. Call for demo.

= 713-327-1150

TRANSMITTERS

TRANSCOM CORP.

Serving the Broadcast Industry Since 1978

Fine Used AM & FM Transmitters
and Also New Equipment

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

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

1974 Harris FM3H
1967 Gates FM5B
1968 RCA BTF 10D
1976 Harris FM20H/K

1 kW AM 1980 Continental 314R-1
5 kW AM 1977 RCABTASL
10 kW AM 1974 CSIT-10-A

1077 Rydal Road #101
Rydal PA 19046
800-441-8454 o 215-884-0888 ¢ FAX No. 215-884-0738
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"~ RYCRAW COMMUNICATIONS

Programming & Sales Consultant
ABE RYCRAW ‘
i
\lews/Talle Radio. Contemporary Chaistian ‘
Chwistian Country, and Gospel.
POB 11375, Merrillville, IN 46411 ._

219-883-5844 .

|
|
..

PROGRAM SERVICES

e (2
" »

RADIO WEATHER NETWORK

1-800-333-8963

Radi

CLASSIFIED
ADVERTISING RATES

Line ad rates
$1.50 per word
Display ad rates
$60 per column inch
Professional cards
$65.00




((jjl is a daily 2-minute ted
A ture covering technolo o
issues of most imereslgl(); Statl()ns f or Sale
ON TECHNOLOGY vour listeners: computer. ) )
sports. consumer products. business. entertainment. medi- St.' John, U.S.V.l. Class B CP‘IncIudlng quer _S'te $250,000 (610) 695-9339
cine. new products & innovations. terminology and more. Midwest TOP 20 Market Full Time AM asking price $1.2MM Cash (913) 383-2260
* 90-second story w/30-second commercial spot built-in Only Full Time AM in Cape Cod Market $500K (401) 454-3130
« Produced on compact disc Spokane AM Day 5kw $200,000 Cash (703) 351-5025
« Available late summerffall “95 Quad Cities AM Fulltime $350,000 Cash (703) 351-5025
» Barter basis: no cost 1o your station Maryland AM/FM $1.3MM Terms (703) 351-5025
For more information or a demo. phone 1-8(:0-383-5408 Florida Small Market AM/C-2 FM with Cash Flow $2.0MM (904) 285-3239
Suburban Atlanta AM/FM with Cash Flow - $1.5MM (904) 285-3239
South Alabama C-1 FM with Cash Flow - $600K (904) 285-3239
Florida Keys C-1 FM Developmental - $500K (904) 285-3239

Get “In The MIX” with DJ's Dangerous

Dave Mitchell & G. Major bringing you the Contact the numbers listed above directly for station availability and information.
best in DANCE MUSIC from Detroit, Chicago,

New York and everywhere else! Media Services Group, In(:.

* Weekly 3 Hr. Show #* Digitally Recorded
* 24 minutes available for local spots

For info & demo call 313-990-4437

ATTENTION GET RESULTS IN
y-\o)V/ - 3155058 THE CLASSIFIEDS

The Radio World Magazine reaches
14,000+ industry professionals every month.

Ad Production Line ad rates Deadline for June
Consultants $1.50 per word issue: May 12
Equipment For Sale Display ad rates Deadline for July
Equipment Wanted $60 per column inch issue: June 9
Help Wanted Professional Cards Deadline for August
Miscellaneous $65.00 issue: July 7
Program Services Blind box rates

Program Syndicators $10.00

Situation Wanted

Stations For Sale

Voiceovers

Call Simone Mullins
for more information
or to reserve your 5827 Columbia Pike, 3rd Floor - Falls Church, VA - 22041

classified ad. Tel: 703-998-7600 Fax: 703-998-2966

World Radio History



K-HITS-FM/KIDR-AM, Phoenix
Owner: Bonneville International
Format: FM-70s; AM—Radio AAHS

Buz Powers, VP/GM

Brian Thomas, GSM

Fred Nagle, promotions director
Joel Grey, programming director
John Shadle, chief engineer

hen Phoenix combo K-HITS-FM/KIDR-

AN abandoned its 3,500-square-toot

broadcast facility last year for {0,000 square teet of custom-designed studio and office space, one L)) remarked that he felt like a
fighrer jock in a cramped cockpit graduating 1o a B-52.

Indecd, owner Bonneville International recognized thar the *73s hits FM and Radio AAHS AM affiliate were soaring in the marker,
and wanted to position rhem for future duopolizing.

Today, the stations are situated in the hearr of Phoenix’s central business district, and all but one of the seven 400-square-foot studios
hoast an exterior view of the ciry.

“We had a pretty fair idea of the number of studios we needed to suppart the two existing formats and plan for the tuture day when we
would link into an LMA or buy orher stations in the market.” says Chief Engineer john Shadle. “Before, we had salespeople pracrically
sirring in each other’s laps and studio time was a premium in the production faciliries because there weren't enough.

Kev in the studio design, engineered by Shadle and Murphy Srudio Furniture, was accessibility for on-air talent.

“We wanted to make the studios large enough so they were funcrional, <o that jocks didn’t feel cramped and we could spread out equip-
ment where ir made logical sense,” Shadle says. “They can perfarm without getting losr in the mechanics of “how do 1 get over here to
cuc up this CD.™

In all, the company spent about $750,000 for the build-out and furniture and anotner $250,000 on the technical side.

For Shadle, rhe relocation was more or less business as usual. “This is my fifth studio rebuild in 20 years in the industry,” he notes. “But
rhe timing was right for us to make rhe move. It’s heen verv positive

Facility Spotlight offers a look ar mnovative vadio facilities. Share your cutting edge with us. Call Editir Chavles Tavlor at 703-998-7600
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EVERTRODT WARTS T0 BE THE 816 DOG!

What holds true in nature sometimes carries over info the corporate world. 1t
seems every company aspires to be the fastest, the biggest and the best. It's a desire
to be number one, to be the big dog.

Over the last decade, TAPSCAN became the industry leader in sales, research
and presentation software systems for broadcasters. It's the result of a simple, crys-
tal-clear philosophy: the development of a complete line of innovative and highly

effective systems, and absolute commitment
to our clients. __ TAPSCAN, Incorporated

’ _ - 3000 Riverchase Galleria
It's a dog-eat-dog world out there. Eighth Floor

Throw your sales staff the big bone and ; e sy, G e S

get them TAPSCAN this year. 205-987-7456
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It Feels

The D-500 Digital Audio Console’

7305 Performance Drive, Syracuse, NY. 13212 A Ne/imes o ~ I
(tel 315-452-5000/fax 315-452-0160) ¥\/\VVheaotstone Coreporation |
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