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"MARKETING & PROMOTION GUIDE

The Changing Requirements Of
Radio Marketing And Promotion

‘Forces’ are pulling radio’s marketing departments in all directions

he ongoing consolidation of the ra-

dio industry is forcing GMs, GSMs,

and PDs to throw away the old rules
and adopt new ones. If you serve as your
station’s marketing & promotion direc-
tor. you might as well do the same.

Oh sure. you'll be coordinating car dealer
remotes. TV ad production. the annual holiday
concert. T-shirt and bumper sticker printings. and
movie premieres ... well into the next century.
But there are three newer forees at work:

1. Industry consolidation is allowing op-
erators to allocate their marketing dollars
differently. An owner with five radio stations
in a market may choose to advertise only one
of them on TV, allowing more rating points to
be thrown at just one set of call letters and thus
reducing confusion with other TV spots. Fur-
thermore. an operator who “owns™ a particular
format may choose 1o spend no ad money at

all. now that the “competition™ is under the
same roof.

2. Radio is getting more sophisticated at
marketing. Branding, a device that's been ad-
vanced by a tew key researcher/consultants in-
cluding Stratford Research’s Lew Dickey, is
becoming more accepted as radio formats be-
come less competitive and marketing cam-
paigns dontrely on the. “"We're better than the
other guys™ concept as much.

3. The marketing department is a revenue
source. Concerts. job fairs. wedding shows,
web sites. 9007 lines. clothing, and database
are just a few of the things that generate so-
called NTR (non-traditional revenue). Some
stations are already generating millions from
NTR and have created whole departments
around it. [f not, you're probably the station’s
NTR expert ... right?

What will make a good marketing & promo-
tion director in the new millennium? R&R

How Has Consolidation Affected You?

Interestingly. only about 26% of respondents felt their job has been affected by
consolidation. Among those that were affected, a sizable number said their
positions were created as a result of consolidation. Other responses included:

¢ “Corporate decisions are like pulling teeth.”

* “Crowded working conditions, no pay increase.”

* “More resources.”

“More market leverage.”
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“Adjusting to working for a bigger company.”
“Increased workload without more employees.”
“Learn a lot from each other, immediate sounding board.”

‘“More of a management position.”
“New way of thinking ... more revenue driven.”
“We're all wearing more hats now.”

asked this question to both GMs and market-
ing directors around the country. We also sent
a written survey to additional marketing direc-
tors — the answers of which represent more
than 900 stations.

GM Responses

First. the general managers had their say.
Commented KFWB-AM & KTWV-FM/Los
Angeles VP/GM Tim Pohlman. “The charac-
teristics [ seek are passion for the product. cre-
ativity. and energy. | expect Marketing & Pro-
motion Dir. Bonnie Chick to be absolutely more
involved in sales-oriented promotions. The key
is to be smart about it. because more is not al-
ways better. 1t's about allocating resources and
going to the right places. There's no point in her
spending a four-day promotion to mike a $5000
buy. We do events that muake sense for the sta-
tion and the pertect way for sales to make money
is through event marketing.”

WTIC-AM & FM/Hartford VP/GM
Suzanne McDonald agrees. *The key words
are marketing and promotion. We need some-
one with both characteristics who is not just
going out and setting promotions up. but is
working in all arenas and putting together a
complete package.”

McDonald also pointed out that a stronger
sales orientation is “absolutely™ necessary. “Es-
pecially since marketing and promotion direc-
tors now have to do multiple station duty. You
have to have marketing from both a sales and a
corporate standpoint, making sure you have posi-
tive synchronization between all of the depart-
ments. Following that. they have to choreograph
between stations.”

McDonald added it's vitally important for
marketing and promotions directors to be aware
of what the other stations under the same own-
ership are doing. That way. cach station get the
most bang for its buck.

Said  WNUA/Chicago VP/GM Ralph
Sherman, “The two things I look for in a mar-



keting and promotion director are someone who
combines an assertive personality with the abil-
ity to think creatively in terms of my audience’s
lifestyle. They also need to think outside the
norm of usual pron-otional thinking. The tuture
of this station is in non-spot revenue and event
marketing. This has been very important at
WNUA in recent years and will become increas-
ingly important in the future.”

There was one holdout who wanted his mar-
keting director focused only on his product.
KGO & KSFO/San Francisco President/GM
Michael Luckoff noted. ~If you can build a
strong enough product. sales will take care of
themselves. We strive to promote product. The
sales stuff is really secondary to us as far as
promotions. Radio is in a tremendous growth
mode. and as an industry will enjoy a thrust in
the days ahead. Regardless of whether vou're
part of a mega-duoepoly or just a duopoly. it’s
still very important that we market cach indi-
vidual property as if it were the only one.

The Other View
OK. that’s what the GMs said. What about
the promotion directors themselves? Here's a
sampling of their comments:
e Katie Everly, KMEL/San Francisco:

“Having a broad background with a variety of

experiences — a jack-of-all-trades — is very
important for a promotion director today. Tech-
nology is changing. the marketplace is chang-
ing. the demographics of your audience is
changing. and staying on top is critical. The
growth of street marketing has increased over
the years”

¢ Brad Behnke, WUSN/Chicago: ~You have
to be flexible and sales-friendly. as well as pro-
gramming-friendly. The promotion must be both
exciting on the air and a valuable sales tool. Most
stations are sales-driven when you are part of a
mega corporation, We are trying to do more multi-
station events with our sister stations. My position
has evolved into a sales promotion director; we now
have a programming promotions director.”
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e Jim Furgeson, WKTU/New York: “A
promotion director must be able to juggle many
balls at the same time and maintain attention
to small details as well as the big picture. He
must possess the uncanny knack of getting call
letters exposed where you wouldn’t normally
sce them. We're going to have a director of mar-
keting and special projects who will work with
the sales department. In addition. there will be
a director of market development. Our Sales
Promotion Director is Janeen Shaitelman. Our
marketing director will work with NTR and the
"big picture.”

o Abigail Pollay, Emmis/St. Louis: “Hav-
ing flexibility with the changing environment
today is key. You have to be aggressive. ex-
tremely organized. and maintain a keen sense

Continued on Page 4

Top Marketing
Slogans By Format

ADULT ALTERNATIVE
“Rock Alternative’™

AC
“Lite Rock (Favorites),Less Talk™

ALTERNATIVE
“The New Rock Alternative”

CHR
‘“Today's #1/Best Hit Music Station”

COUNTRY
“Today’s Hot New Country”

Hot AC
“Best Mix/Variety Of The "80s, '90s, And
Today™

NAC/SMOOTH JAZZ
*Smooth Jazz"

OLDIES
“Great Times - Great Oldies”

ROCK
“Rocks"™

URBAN
“Jams”
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Continued from Page 3

of the sales and programming goals to bridge
the two for the common goal of the radio sta-
tion. My role has changed where ['m oversee-
ing all three of the Emmis properties in St. Louis.
The overall success of all three stations as a
whole is more important than just one station
now. What [ have spent the least time on is the
day-to-day operation, which is handled now by
the three promotion directors thatare under me.”

e Marida Petitjean, KZLA/L.A.: A promo-
tion director who can work with sales and program-
ming side-by-side ... someone who sees the value
from both sides. The listener benetit is as impor-
tant as the station’s financial gain. Technology is
becoming a factor with NTR.”

e Bobrie Jefferson, KM JQ/Houston: “Some-
one who understands the needs of the community
and the radio station at the same time. Sales and
programming are working closer than ever betore.”

e Scott Mackenzie, Capstar/Honolulu: “Even
as we speak. my title and responsibilities are chang-
ing. The faster you leam not to be so competitive
within your own chain (or new acquisitions), the
better it will be to manage consolidation. People
that used to be our competitors are now walking
through our building. “Flexibility and creativity will
keep you up with the fust-paced energy and move-
ment of the larger radio groups. Unfortunately.
there is a decreased amount of time for the cre-
ative process while 1 am managing more. Eventu-
ally. all our stations are looking forward to coordi-
nating events that benetit several of our formats at
the same time. which will go nicely with all our
combined strength and community presence.”

e Heidi Dagnese, WPLJ/NY': “A promotion di-
rector should always go the extra mile to make
something really personal and intimate for their

Build Cume

> N@\ RESULTS MARKETING
Creative Promotions..Lasting Impressions
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The Costs Of Consolidation

f consolidation was to have cut advertising and promotion costs at a station, it
wasn't reflected in this year’s survey. When asked if their stations will be
spending more, the same, or less on advertising this year, 56% indicated more, 26%

said the same, and just 8% said less.

But non-traditional revenue is a component that's definitely on the rise at

stations.

Below are sources of NTR and the percentage of stations using them:

* Concert 44%
* Merchandise/clothing 34%
* Web site 31%
* Database 20%

* (900)/Datelines 17%
* Interactive phone 12
« Station CDs 9
« Station magazine 9

In addition to the answers above, a sizable number of respondents said their
stations made money on “event” marketing such as bridal, job, kids, and lifestyle

fairs.

The marketing directors were then asked what areas they expect to be

spending more time with:

* Internet/web sites 65%
» Sales promotions 60%
* Events 58%
* Concerts 55%
* Remotes 51%
* Database 43%
* Public relations 40%
* Club events 35%
* TV advertising 34%

listeners — creating something that is very eaclu-
sive. You're always wearing 12 hats. You become
more of a manager operating several assistants and
a large group of interns. Visibility in the streets is
very important.”

¢ Shane Johnson, KVEL/Dallas: “A promotion

* Outdoor advertising 33%
* Personal time management 28%
* Meetings/memos 27%
* Sales prospects 35%
* Administrative 35%
* Interactive phone 15

*CDs 4

* Magazine 8%

director has to have an understanding of the
station’s objectives. Time must he spent on re
scarching the target audience and study ing the mar-
ketplace — creating events and promotions that
cater to that particutar group and stayving within

Continued on Page 6
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Continued from Page 4

those boundaries. “Consolidation has changed how
you do things. With a group as large as CBS in
Dallas. you have brothers and sisters but theyre
still your competition for events and promotions.”

¢ Alan Heness, Operations Director. WSTR/
Atlanta: 1 work differently than many promotion
directors. [am invohved in every aspect of the sta-
tion except for the music. In promotions. it’s im-
portant to compile a great staft. | hire people who
can deal with clients. go to meetings, and carry
themselves on any level with u lot of flexibility.
My statt'is capuble of handling evervihing it | was
one tor an extended length of time.”

The Survey Stats

Here's how the overall numbers break down.
Companies our respondents work for own an av-
erage of 3.5 stations in their markets. while euch
company employs an average of 1wo promotion
directors to oversee those stations. About 40% off
respondents said their company employs a mar-
keting director who oversees all stations in the mar-
ket. The typical promotion department employs 2.3
futltime and 2.1 parttime employees

The Learning Curve

&R'’s survey also asked the marketing directors what element of their jobs
was essential they learn more about.

Among the more popular answers (which came from all-sized markets):
* Internet marketing * Reaching listeners in new ways

* Generating more non-spot
revenue

* One-to-one marketing

* Management skills and

* Developing exciting weekend corporate operations

romotions :
P . * Time/stress management

And some direct quotes from the surveys:

* “Teaching assistants the sales process and the value of the sales staff.”
* “How to get department heads to make decisions in meetings.”

* “Competing against sister stations without crushing them.”

* “Please sales while remaining true to the station.”

* “Would like to know more about programming the station.”

* “Being able to plan ahead and be creative ... not just put out fires.”

Reef Industries, Inc.P.O. Box 201752 Houston, TX 77216-1752
713/507-4200 713/507-4295 FAX

© 1997 Reet Industries, In
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How To Focus Your Station's
Graphic Identity.

The key to higher ratings is targeting your CGI has more experience than any other
market. But all too often, many staton simp’y company in helping stations focus their image.
take their graphics for granted. It's ust the =all Whether it's logo design or award-winning
letters and frequency, right? Wrong. Your stickers and decals, CGI helps you wan by
graphic image is a lot more. It communicatzs pinpointing a unique identity. So whan you
your style, format, attitude, position and most want eye opening graphics, call the leading
importantly, your success. name in radio graphics todag--CGl.

1765 North Juniper, Broken Arrow, OK 74012
1-800-331-4438 » 9- 8-258-6502 » Fax 918-251-8223 » radio @ cgilink.com
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TELEVISION ADVERTISING

Above:A group of
KMMX (Mix 94.7)/
Austin listeners
express their love
for the station while
artist clips are
shown throughout
the spot (Rosler
Creative).

Above, right: WPLJ/
NewYork morning
guys Scott Shannon
{c) andTodd
Pettengill and
afternooner Rocky
Allen contemplate
the horizon

(Film House).

Below, right: Man’s
best friend drives
around Ft Myers in
search of WINK’s
morning man

(Rosler Creative).

RUSH LIMBAUGH
AGE 10

“Well Mr. Limbaugh, what has

(Silence)

our little agizator been up to this
week?"

“Gluing Mrs. Bindles to her

What’s On The Tube?

Consolidation is forcing the industry to re-think itsTV cdvertising
strategies. Shorter spots are coming into vogue.

adio and television are both

powerful media. In many in-

stances, they share the same

audience. So it makes sense for
radio to take advantage of TV's visual
strength to create a memorable
image that listeners can recall when
tuning to a particular station.

While some elements of TV
production and media usage haven’t
changed much, radio’s motivation for
advertising onTV has begun to
change, thanks to consolidation. As
one TV producer put it, the creative
and marketing techniques that
worked for radio in the '80s are no
longer useful. With less in-fighting
and direct format competition,
stations are going to theTV airwaves
with fewer “million dollar giveaways”
and more “image.’

R&R gathered some of the best
minds in TV production and media
buying for radio stations and asked

them what’s new on the landscape.

PRINGIPAL STRIIVES
i e /

(Silence)
zhair?”
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Above, left: A WINK(/Cincinnati
spokesman encourages listeners
to, “go ahead, push my button”’
for the best mix of music.
Center:WQXK/Youngstown,
OH artists appear on street
signs, billboards, and a tunnel
entrance. Right:The KUBL/Salt
Lake City morning show
encourages listeners to tune in
at 7:10am and match their
phone number with the one
called out to win a cool
thousand dollars (all in this row
by Carolyn McClain).

Inset, right:A real “rocker”
moves back and forth in the
chair as WMMS rocks
Cleveland.

“..bringing in your sister’s
underpants for ‘show and tell, and
a science project that took out the

school’s whole east wing?”

TELEVISION ADVERTISING

L

Wayne Campbell, Sr. VP/Marketing at the Nashville-
based Film House, says one trend to watch is an increased
use of : 10 and 15 spots. "Five years ago. it was difficult to
buy :10s with any sufficient weight in much of the coun-
try. In some markets, you just couldn’t buy them. Period.
But there seems to be more 110 avails out there. What's
mostinteresting is that my clients seem to be getting them
as bonus spots in more and more situations instead of hav-

ing to buy them.

Campbell offers two reasons why ;10 and :15 spots are
becoming more popular: First, the ongo-
ing tragmentation of the TV market is
causing stations to be more flexible in their
negotiations with advertisers. and there’s
the consolidating radio industry — which
gains more clout with TV with each new
duopoly deal. “We know from following
national trends that in many markets, radio stations are not
that far behind car dealers (the traditional No. | local ad-
vertiser on TV) in their use of focal TV. So as these sta
tions consolidate under common ownership, they are be
coming big and very attractive accounts for TV stations

and a force to be reckoned with.”

Aubrey Potter, who operates Broadeast Marketing
Group — a media buying service for radio stations

contirmed (and endorsed) the increasing popularity of

Y _pe— =,
(Silence) “Do you know where smart alecs

like you end up?”
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(H0s and :15s. " They can be a very etfective way to back
up or reinforce a message that's already familiar with
the audience. Obviously. there’s not much room to in-
troduce a new concept in a 110, but there’s a lot one can
do with it.”
Consolidation Crunch

Producer Peter Rossler believes consolidation has
pushed radio groups to become more cost-aware. As a re
sult, he sees them planning ahead better and allocating their
dollars a little smarter.
Said Rossler. "Broadcasters must be
come more marketing oriented. This is al
ready happening more with the larger
groups: they understand marketing. posi-
tioning. and differentiating their products
on their various stations far better than
the stations that live book-to-book.”

Potter believes consolidation can benetit radio groups
because the TV airwaves no longer have to be cluttered
with so many differenr radio stations during a rating pe-
riod. And he also suggests to stations using imaging cam
paigns to advertise prior to a rating period. You'll be go
ing up against fewer radio competitors and it's usually
cheaper.

“Now. it's possible for an operator of a cluster to choose
the one or nvo stations most in need of a TV campaign

and go with just those. Obviously. with fewer competi

“On the radio?” (Announcer)"KOGOISan

Diego, some kids never grow up.”

(1QTV)



tive commercials on the air leaves the remaining stations
with a better shot at audience retention.”

1QTelevision™s Tony Quinn notes one profound change
in TV for radio is a flip from format infighting to format
imaging. “That's a shift from tactical advertising (*we play
more music than the other guys’) to image advertising
("keep us top-of-mind’).
Today the game is not
traditional positioning,
it's to capture the imagi-
nation of your target.
The anly way o do that
is with a big idea as spe-
cial and unique as your
station is. Whether you are selling your music or your
morning show. it takes great creative to get noticed and
great ideas to make your station important.”

Although the TV producers can — and often do — put
together | 1th hour radio campaigns. many sensed a grow-
ing number of stations and groups executing strategically
planned. well-orchestrated marketing plans.

“A television campaign can come together anywhere from
months to days in advance.” remarked producer Robert
Michaelson. “Radio stations often advertise on television
because they are reacting to something their competition

has done ... | took three calls one day in April from stations

TELEVISION ADVERTISING

wanting to do some TV after the Spring survey began!™
But he pointed to a grow ing number of stations that know
several months ahead of 4 book what they'd like to do.
That's a more comfortable time fine for Michaelson, though
he says he condd turn a spot around in just a day if he had
the necessary elements.
Michaelson suggests stations also should budget at least

aminimum of a week between the time they receive a pro-

duced spot and the time it's supposed to first air in case of

a mistake or a needed adjustment.

Rossler stresses as much time for pre-production
as possible. “TV is a very pre-production medium;
you ave to solve and resolve alt of your problems in
pre-production or clse you're going to be screwed
budget-wise.”

Taking Out The Seams

By the way. not all the developments are on the produc-
tion and buying side.
Have you noticed

how many prime-
time TV shows
have no commer-
cials  between

them? In the TV

werld it's called “seamless programming™ and it's being
used with increasing frequency (we in radio call it the
“segue” and learned this audience retention device about

30 years ago!).

Before seamless began.
the only local positions in
prime time were between
shows. Now, your mes-
sage is seen within a TV
show where viewer levels
arc obviously higher than

betweer programs.

Far left:An elderly couple hear
WLUPIChicago's Steve and
Garry discussing how coffee
extends your sex life (upon
which the man pours his wife
another cup). Center, right: An
entire city of WMYX/
Milwaukee listeners learn “all
you need to put on” is Mix FM
throughout the day (entire row:
Robert Michaelson).

Upper inset. A group of “suits”
discuss how they always talk
about the CHUM-FM/
Toronto morning show.

Lower inset: She can't get out of
bed unless she hears the
KRQQ/Tucson morning show
(both insets: Rosler Creative).

Bottom:Today’s hit music by
today's artists is the difference
between stations. (For WWZZ/
Washington, IQ TY).
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Protect
Your 'Slatlon

Life!

Obtain 100% Protection with Results Marketing!
If for any reason you are unhappy with your order,

we'll eat it! No Questions!

> N\ RESULTS MARKETING

Creative Promotions...Lasting Impressions

ad specialties « storage & fulfillment « graphic design ¢ cool radio promotions

407-786-5660 800-786-8011
www.resultsmarketing.com

when you want your v i
listeners to see you... call Alariedesign

A Oreative Froject

vision talent heart 8 oul 407-786-8292 bigsight@aol.com




enerating and managing

press relations for your

stations, is an ongoing
endeavor that calls upon some
very basic skills,” CBS RadioVP/
Ccmmunications Helene
Blieberg noted in the 1994 R&R
Marketing & Promotion Guide.
“These include good writing, a
ke=n sense of perspective, and
the ability to convey ideas and
strategies!’ Here are some
elements you should consider
wken incaorporating a PR plan
into your marketing & promo-

tion campaigns.

1. MAILING LISTS. The foundation of a good
media relations program. Create separate lists
for different editors and reporters so each re-
ceives only those materials that pertain to their
beats. Consider using an “enhanced fax™ ser-
vice or your own fax software. Be sure to heep

your lists up to date and accurate.

2. FR LETTERHEAD. ICs also called a
“masthead.” Keep it simple. make it stand out,
and make the most of the 8 1/2” x 11" sheet of
paper. You don’t need to write “News Release™

across the top. Better: Create a headline for

PUBLIC RELATIONS

PR For Good Times

... And Otherwise

Good press relaticns requires solid planning

the story as it it were in a newspaper. Make
sure your address. phone, and fax numbers are
on the page. If you deal with several stations
and those stations have separate identities.
make sure your PR efforts retlect those sepa-

rated identities as well.

3. DL-BY-WIRE. Faxing has replaced “snail
mall” in many instances, but how you use it
will indicate the level or urgency in your mes-
sage. Keep in mind that faxes don’t always
make it to the intended recipient with the kind

of immediacy you'd expect. Theretore. use your

Judgment on whether or not to follow up with

a phone call (and a snail-mailed hard copy).

Telephone communication will always be an
essential tool but it must be used wisely. When call-
ing to follow up on a press release, always have
something to add to the info in the release so you
have given reporters a fresh angle. Be aware of their
deadlines and always return phone calls!

E-mail is beginning to supplement or re-
place faxes and hard copies of press releases.
Inquire if this is an option at the news organi-

zations you service.

4. KNOWLEDGE OF THE PRODUCTS.
Your success at placement will be directly re-
lated to your tamiliarity ot the publication or
news program you're working with. Always
look for different angles ... there’s only so
much room in a Radio/TV column, so find

something a different editor could use.

5.ACCESSTO STATION. Strive to make the

station as familiar to members of the media

as you do your listeners. Bring them to the
station occasionally: invite them to remotes,
movie premieres, client parties, and other sta-
tion functions. The more familiar they are with
your station, the more comfortable they'll be

doing stories on your behalf,

£ LINES OF COMMUNICATION. Keep
theropen. especially when negative situations
arise (see accompanying story). There’s usu-
ally something you can say on the record and
it's important to do that as soon as possible.
Strive to take the offensive rather than having
to respond to alternative points of view. By
the way, not every story you pitch thent has to
be about your station. Become an industry re-
souree tor reporters in the market and provide
them with background without negative-sell-

ing the competition,

T. CREATING SPECIAL EVENTS. Selec-
tin#ly schedule press conferences for major
announcements: do special, customized mail-
ings occasionally: visit their offices and bring

them lunch on a busy day.

8. WORKING WITH TV. We know how
tough it is getting TV stations to cover your
events and mention your call letters when they
do. However. if you have a newsworthy item,
TV stations will be more appreciative it you
reserve space for cameras. provide audio
feeds. and otherwise stage your event with the
“visual™ aspect in mind. Make sure you have

plenty of station signage.
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PUBLIC RELATIONS

The Perfect Press Release

If it's worth promoting, it’s worth putting it in writing

BS Radio’s Helene Blieberg says you don’t have to have a press release

for everything you do. but do take time to prepare something in writing for

every newsworthy item. Here's a rundown:

¢ Press Releases should be error-free, com-
prehensive, and easy to read. Use a clear, con-
cise headline followed by information-packed
sentences that tlow in logical order. Close the
item with a “boiler plate™ paragraph that de-
scribes your station, its format. dial position,
and ownership (or other pertinent facts). Al-
ways include a press contact and direct phone
number.

* FYIls, Media Alerts, and Press Advisories

When Something G

provide the basics. This could include vour
weekly schedules of programming and promo-
tions, music charts, ete.

* Photo Captions often serve in place of press
releases so be sure they include a synopsis of
the full story. Make sure captions are securely
attached to the photo. (For photo-taking tips, sce
accompanying story, next page).

* Fact Sheets can describe ongoing programs.
corporate profiles. bios, or other basics. They

can be sent once or twice a year and provide
good background.

* Press Kits have a tendency to be cumber-
some and inconvenient. In their place. try simple
Broadcast Guides that include all necessary
details in one accordion-folded piece. These can
be used for special events such as an annual sta-
tion concert, fund raiser, etc.

* Web sites are now in use at hundreds of sta-
tions and are an ideal place to store your press re-
leases for instant retrieval by the press or public. If
you don’t want public access to your press releases.
ask your webmaster to give them an address that is
accessible only by those of your choosing.

oes Wrong

Select one spokesperson, stick to planned themes during a crisis

n an ideal world, your PR efforts would only be about events you control. Alas,

such isn’t the case at a lot of radio stations, particularly if you have an aggres-

sive morning show or conduct a lot of outside promotions.

So what do you do when you have to go into
“crisis PR™ mode?

Radio execs who've been thrust in the media
spotlight oftfer these suggestions when you face
a similar situation that involves your station;

* Always, always tell the truth. Anything
else. or anything less, will catch up to you. And
if you lack credibility, nobody will have reason
to believe anything else you say.

* Listen to your listeners. They may be
wrong, they may be misinformed. But allowing
your listeners to vent their anger over something
they heard on your station or witnessed at your
promotion may be all that’s needed to calm a
situation.

* Have an emergency plan. Anticipate the un-
expected ... consult the checklist below for ways
to prepare yourself for emergency PR.

* One voice, one thought. Select a credible.
articulate spokesperson during crisis mode and
use only that person for media interviews. Se-
lect a theme and stick with it. You have one story

14+ R&R MARKETING & PROMOTION GUIDE '97

... make sure it’s yours and not the media’s!

Crisis PR expert Lee Echols suggests the tol-
lowing six items in any “crisis communications
program’:

* A contact roster should include names, and
voice-mail. cell phone. beeper. vacation. and
other numbers of top statff members so they can
be reached and plugged in during the first mo-
ments of a crisis. The roster should also include
a hicrarchy of responsibility. In the hicrarchy.
one person should be designated to make deci-
sions (as there will be no time for consensual
decisions). and a person must be designated as
the spokesperson. These can be the same for dif-
ferent people, but a single voice of authority must
exist for the purposes of the media.

* The crisis checklist/timetable explains what
o do when the phone rings and all hell breaks
loose. Include all steps here: even the smallest
of details must be addressed: Who calls whom?
Who tells employees? How do we tell employ-
ees? Where do we evacuate the staft”? Who writes

the press releases? Who is the chief law enforce-
ment contact?

¢ Collect case studies that address radio cri-
sis situations. Learn from what other stations
have done right or wrong in a crisis situation.

* Keep on hand plenty of background infor-
mation about your station, including fact sheets.
previous press releases, executive bios, and station
history information that reporters will want to get
their hands onquickly. “The media love to get back-
ground information during a crisis and that's the
last thing you'll have time for.” Echols said.

* Isolate sensitive station issues and develop
a strategy to address them. Once a crisis occurs,
Echols said, the door swings wide open for fur-
ther scrutiny. ~If you had a fire, that's one thing,
but what caused the fire?” he explained. “Think
like a reporter would and prepare.”

* The key message platform tinalizes the
crisis communication program and should in-
clude key sound-bite messages for any crisis.
Come up with 20} key messages to communi-
cate to the public and the press. When a crisis
hits, look to these messages and determine what
needs to be said. “Use the key messages as the
nucleus of your crisis communication program.”



h PUBLIC RELATIONS

How To Take Perfect Photos

You don’t always need a professional photographer to get good shots

et's face it, your station probably can't afford to

hire a professional photographer every time

an artist makes a visit or you stage some kind of
promotion. One good alternative is to bring in a talented
photography student from a local university. For the cost of
film and developing, you get your photos and the student
earns school credit and portfolio material.

If you can’t get a photo intern, you can also take the
pictures yourself. It really isn't difficult achieving near-
professional results as long as you follow some rather
simple rules:

¢ Use a 35mm camera. Thank goodness those disc and
cartridge cameras don't exist anymore! Go with the pros
and invest in the best 35mm camera your station can afford.
A single-lens-reflex camera (SLR) allows you to interchange
lenses for long and close shots, plus you have more flexibility
with attachments, such as a more powerful flash. Cameras
like these run in the $500 range. If your budget is more
modest, many brand-name cameras starting at around $100
can produce great pictures. Those new Advantix cameras
have received good reviews for picture quality, but the
hardware, film, and processing are more expensive and
harder to find. As for Polaroid pictures? They're great for
handing a client an instant picture of themselves posing with
a visiting recording artist — but not for much else. Further-
more, save your money on those new digital cameras until
quality improves and prices come down.

* Always use flash! That’s right, whenever taking
pictures of people who are within eight feet of the camera,
use flash ... even outdoors! Flash does a wonderful job of
filling in shadows and making colors appear more natural in
outdoor shots. If you take a lot of flash pictures, purchase a
more powerful flash unit (that attaches to the top of your
camera) that can “recycle” faster and throw light farther
than those built into the camera.

* Use low speed film. Film with an ISO rating of 100
or 200 will fill most of your needs. You'll end up with
pictures that are more detailed and of higher contrast than
higher speed film.

* Use color! Photographers used to shoot in black and
white because it was cheaper and produced higher resolu-

Sending Out Your Photo |

ére are some tips when distribu
to the local and trade press:

* Send captions with each photo. Make sure
4 7 g
_ veryone .m a photo s Properly identified (with job title
if appropriate), notin 5

gt g if the names should read left-to-
ght “l-r), clockwiss, etc. Securely attach that capti
the photo. i

* Don’t send
can help it). You

ting station photos

rtf:a samefphoto to everyone (if you

chances of seein i

a publ cation increase if 2 photo is i:;::}:::: ::;:3" )
. Pr'otect your picturzs, One piece of stiff card-.

board in your mailing enve ope is al| you need to

safe ar-ival of your works of art. e
* Follow up! Your

of others. Editors wi

phoo will be competing with lots

s .
. I likely give your submissions more
attention if they know You zare about them

tion pictures. These days, color film and processing is almost
as economical and most publications (including your own
web site) use color.

* Stage your shot! Presidential candidates love giving
speeches on New York's downtown waterfront in order to
have the Statue of Liberty beaming over their shoulders. It’s
called a photo-op ... and every picture you take should have
similar goals. Keep in mind what's going on behind the
subjects when taking a picture. Is your station’s banner in the
shot! Is it a pretty scene that enhances your project! Are
you avoiding the sun’

* Dont take pictures of statues! Taking aside the
previous mention of the Statue of Liberty, don't turn your
subjects into statues. There's nothing more mundane than five
or six people facing a camera, artificially smiling, with their
hands at their sides. Turn one row of people into two,
position them on stairways or carnival rides, have them
holding something — even each other! And use your ability to
make people feel more comfortable to get them to smile
naturally.

* Take a lot of pictures! Film and processing is cheap
these days, so don't hesitate to take multiple shots of every-
thing. That way, you'll find more success getting that shot
without someone turning their head or closing their eyes.

R&R MARKETING & PROMOTION GUIDE ‘97 + I5



MARKETING & PROMOTION GUIDE

RADIO & RECORDS

1997-°98 Marketing & Promotion Calendar

shows the following at a glance:

e National holidays

e Sporting events
e Awards ceremonies
e Special days, weeks and months
e Radio industry dates and events
e Artist birthdays

If you would Ilke to see additional events on the next calendar, If the facing calendar has been removed from this issue, extra copies
please give us your suggestions! E-mail mailroom@rronline.com of the Marketing and Promotion Guide are available for $10 each.
or call the R&R news desk at (310) 788-1699. To order, call the R&R Circulation Department at (310) 788-1625.

IN AN ASSEMBLY LINE,

—3 =3 o o o
iy *© v * ([T llln *© il =
COOKIE CUTTER,

T —— —— —_— 3

dilw == diliv =€ il = diliv = il ==

READY TO AIR WORLD,
p— p— W —

il = diliw = i &= v ==

PARAGON OFFERS YOU SOMETHING BETTER:

Research that is custom designed for your No preconceptions. No agenda. Just tons of
station, your duopoly, your multi- P/\ R AG O NJ experience and all the right tools, from
opoly. We can help you find a fran- the people that radio stations have
chise format or a strategic niche, come to trust most. To learn what we

improve your ratings, or strengthen can do for you, call Michael
your leadership. all Henderson at (303) 922-5600.

¢ Perceptual Studies ® Auditorium Music Tests @ Call-Out
¢ Auditorium Format Analyses @ Tracking Studies ® Focus Groups

16 + R&R MARKETING & PROMOTION GUIDE 97



= hm hlaleacmlF “+ 813)seapeoiq o4 auljajeq
aAI}IRI3)U| P3IUBAPY 1SOL S.PHOM

Y3uoy |043U0D) IS |[RUOIIEN «
Y3uoyy B9 | Pad| |[eUOEN »
yjuopy 34n30 A UIZOJ4 [BUOIIEN «
y3uoyy 3 y 3dopy |euonen .

yauopy wnisenby g 0oz «
suoisid3q Y3no| JO YIuoly 34noD waadng .
yauoyy s93ndwo) ajqezsod »

yuopy Aureq [euoizen «
Y3uoyy s3|qe3asap g sINI4 Ysadd «

YIUO|Y SIBAIY UeIIBWY » (b961) uoisiaagay

N3IAA JutodydaYyd)
Ayanqog
jeuoneN .

8L

br6|) sa1aeq Aey

NIIAA suoIsIdAQ
ydno) 9717 -

1T

Aeq jensed . v —

L

AVAQinNn.ivs

SAILINNLYOddO ONOTHLNOW

IS33U0D)

3unds-paag

diysuoidwieys h N
PO -

0961) Jo14e | uyo[

(vT61) suppiv 33yD

Th61) uOs|IAA utiig

Jeadk agy
jo Aep 3sa3uo .

0¢C

¢l

(g££61) suado sajeayy
A0 UI-IALIP ISI14 o

AeQ syueysissy
asunN 42340 .

Avaiud

(856 1) eS| syD

(L 19quiazdag
y3nouys) uosqay
PEITTIV, T

9C

0561) UOS|IAA UUY

6l

Aeq adelaiely [e1dRIIIU] »

awe3d |jeqaseq

andea app ui
Ae|d 03 5|13 35414 .

AVASYNHL

(St61) uouns 4se>

(spaemrydeq , ja0u,,

sjjads ‘sewnsyd

03 3uiod Aemyjey m N
Pexad) deq uoa .

Aeq Asuopy
ANO L JUNOD .

8l

‘988L-£8L (818) ‘selieqQ
‘12304 snydjopy "uoi3uasuor
LYAY [ENUUY Y29p b (-} | -
‘1otL-189(T17)
40 4 MIN ‘BLIOISY
-HOP|EM ‘SPaBMY
Aandaay oipey . — —

Aeq 0A-OA |RUOIIEN
(Le61)
pajuaaug 3aed 3uiddoys .

'009L-88L (01£) 4a1d Areny

omau_:u.:o_u:0>:ou v
XYWOUd LY -

AVASINGIM

(£r61) poomiaay iy
(b¥61) 2229 pa(

44

Ll

Aeq a3e34a3epA -

HIIAA UOIIUIAJLY
ang 3oqg
|euoi3eN 9 -0 | »
uad yuiodjjeg .

0S61)

xwegm:_vnwx
wioodyjeg feuoiIepN «

Avas3andi

0¢

¢€C

'0r8T-rrz(s19)
f3|1ayseN ‘spunoadaiey ayeig

I3ssaUUI | ey

:au_u_mzv‘tu::ou
|BUOIRUIIU| 2T-9] -

$E61) UOSIIAA aDye[
‘2@_::&3,_

NIIAA 3e4 |eUOIEN . 0

1$61) MEM 2l1184D

HIDAA UUCNLwNLL |eUOIEeN .«
(i1s81)
sadedanaqoyode

3qiyoud o3 33eIs 3sa14 . N

AVANOW

® 10) |043U0D 0 N
j0WAL IS .

8b6 1) uadpuny ppoy

(44

Is33U0D)
Buimoay 1 33|15 jeuonEN -
Aeq Burysig s,piy

- 9l
s4o)uef 104 3d2Isnf «

1961) s3pouy PIN
056 1) uajeH ueA xaly
(r¥61) s33ed5 20g

ayedioys Ausagmeng
35334.7 S PIIOAA «

adiaw
T4V PUB YN - w

#61) POOM uoy

aes
a3eaed ysa8ae| s, plOpA »

AVANNS

5a¥033y 2 olavy

L66I

INNT

L66I



L8L-

0ct

I

(8561) ysng

(1561) By

- |

0¢

6C

ke )je A v 104 siuejdasnoy

ANoA 3ne]) o

Aeq aareuol|ip 7 Adaedy .

Aeq 438anquiepy «

Aeg uoneaqajad
i

Apwegay) up iy .

(€p61) 4a33ef 214y

91

S¢

|
bl

(1961} 2109 unaeyy

_
€C
Aeq ak3 areAlg .« 7

(16 1) s3a99Y YR

PUINIIM
340354004 [EUORIEN] «

Aeq O-|13[ 4no A 383 N —

(5Z61) AareH 19 7
DY 2qqoy

(bbb ) uc

Aeq SO1OYENIOAA -
(ors1)
g aya jo Aepylig «

AVvAain.ivs

«OF

S

5q¥0J3¥ 7 olavy

Aeq Ajpuot ayy
dn 423yD) JeuocnepN »

(£561) Aydanpy aa33g

S

| i

(2561) 21EAp Uyo]

Aeq asuapuadapu) .

14

(0L61) paare 354y
doj uestiawyy,, «

Avaidd

|
m — (5561) puejhausiq « h —

(1p61) staeQ s3duadg

(756 1) puejadon) 1iemag
*L8¥b-LT6 (T19) *erosauuny
‘uossipey |ned 31§ *3ALPUCD
3sampipy 43ddn 07-91 « |
0161-268(912) ‘pueiarad

‘|2304 3duessieuay

L6, 5,2IP3W AeAOW o

(6+61) 01 sawse[ aluuoy
(£b61) 21yIney oy

(6181) pauado

v_:r.n:au._..e—:d_.m.:u-
Aeq uonepaiddy M
><n—m¢3_.—._.

Buuonipuod ay .

‘[ooy2s opey
(6561) 143 wnf

(9s61)
paingap , pueispueg
uedldwy,, o

4

AVASINGIM

AN

(£v61) Aajuay uog

1

(9v6 1) pEISUOY Epur]

(6881) paysyqnd

1541 jDUINO[ 333138 |IDM o

‘pue|aAl|D)

‘Plai4 sqode( ‘dwen

de3g-||y |feqaseg m
anBea Jofeyy «

(96 1) Aasep aic

(s161)

SIAOLU B Ul 3UDIs apnu 35414 «

(L981)
Paysijgeisa anuasay
|EUIDIU| JO NEIUNG «

Avasindi

L66 I

Aeq
Apawiod) .«
(£b61) suaaag e) {/+61) euRAUEG SO[4ED)

AeQq a0ae)4 weaad
2] 3ANEBALD «

L

(T161) 3yInD Apoopp

0z

|
|
(ob61) samg oBury ﬁ

¢l

Aeq aej0d0yD) .« h

YIUO}] SIUUD | [BUOIIEN »

YIUOY LUEIID 33| [EUOHEN »

yiuopy SoQ 10H |[BUOIIEN .

YIUO) LWIOPaJog-1IuYy [EUOHEN «

Yauopy 3ubjiyyiH -
SIILINNLYOddO ONOTHLNOW

AVANOMW AVANNS




(Spg 1) UOSIIOL UBA

= = - . uSPauisser)
:Nwh :Nm ccw F «JONOIPEY YW J0jeAouu| ay]

R3

(856 1) vosyaef jpeyd1ly ‘ (6¥61) suowwig auagy

0¢ 60 8¢

7 (8£6 1) s4980y Auuay

(£v61) s24ey 2ves)

LT ..o 9 S¢
UMQO JNO A MR »
|
|
|

| ‘ | |
M N N N —\N ” QN A E.__M”>>>I:MM.=MW 0 — Aeq Aayaog peg . w — f h —

_ —_— R

(1¥61) 4gs0uD piaeQ (1561) 843qja8o4 ueq (£¥61) 40132dg 3uuoy

gLSsL-9z6 (0LL) _

SUEB|IO MBI ‘|2I0H 3de|g
7 leued unsapa ‘dwed Joog
| moys Butuaopy uvog—61-21 :

o — I m — ! saa3sBWIUIR | v — Aeq siapuepy M — keqg N — keq — —
7 —91pl. -3§27 [euonEUIRIY] - 5,U3IP|1YD 3IPPIW « @o[ jepuapisalg «

RSN . . I N

|
NIBM {23BIGIRD T HEM |
|

Ol

f [
| Aeq paeasnyy JeuonEp
nBPM |

ISI3YISAUY ASINN W

4uwiwing pa493siBay paynaad
| | jo0 3uiod Aemyje « h Aeq Alwe4 uesawy . |eUOIRN — 4°G » M

|

(Zho 1) Bdaeny Awaaf

g
-9Ly (01€) 's3pR3uy so ay
129 |9I0H wwng Jwuwing Yiuopy »u:ﬁao AIJCAA |[BUOIIEN] o YIUO Y UMO|D) [RUOIIBUIDIUY «
43A03IN0A B 3AREBLD YIUO SSIUIIBMY IIUBLLOY YIuoly ysyjed [euonep » YIuopy Y3jea 3004 [eUOiIEN »

o|pey [euoneusalu|

N s4eQ.0 B UNIO — T-| « —

N0 BN [eUoREN - SIILINNLYOJHIO ONOT-HLNOW

AVAdnNn.ivs Availud AVASYNHL AVASINGIM Avas3andi AVANOMW AVANNS

. =% & L66 1 LSNONV L6611




0.8.-0¢€-008-1

" d0jelaudy) snusasy

Hipel[-UoN 1saljoy so1pey

Wi

Yiuoy A3uopq [euOIBN «
YIUO} SSIUIIBMY [04315I[OYD) [EUOIIEN

yauopy dn-uea|d yoeag [BUOHEN »

yiuopy Juawneas] 3naQg 'g |oYyod|y [BUOCIBN «

SIILINNLYOddO DNOT-HLNOW

(os61)
pajuaaul auydew
Buiamsuy .«

LT

0C

(6681) Aanerey

ajqowoIne 3sai4 «

Aeq as|3
auo3awog awe|g .
(£+61) s423epA J280Y

AVAQ¥dN.LlYS

$ay0>34 2 o1avy

Sb6 1) Auuag uepg
8¥61) uyo[-uocimaN IO

(s£61) pasaiwaad
MOYS 24nIdIg
40440 A3d0Yy,, «

9C

£461) 30113 sseD |, PRl

(s881)
1533U0d AIneaq

3541 S, PIAOAA «

61

4

(9¥6 1) Aundaaly 3|ppaJy

Aeq »uiiys [euonep . m

Avaiyd

L66

YIUO S, 403ISIA JEUOITRUIBIU| »

YIUOY 1SN}y [€NSSE|D) o

Yauoly A335es 7§ YIEIH 243 s,uB4ppyD -
YIUO YIIMPUEBS LWIEILD 3D| [EUOIIEN »
yauoy Asazano?) [euonen «

Aeq
43PUOAA JIH-3UQ [RUOIIBN

Japeaya|qnop

liegaseq andea|
1olews ysany .
(0v6 1) uojeAy anjuesy

(Lve1)
P3aysiqeisa 3dio4 4y ‘S N«

> g

Jaquwadaq ydnouays)
uoNqiy |ied «

(7961) 318uis 3say 1ayy v

p4033.4 sayeaq ayy -

AVASYNHL

Y3uoy Judwarosdw-}2s «
YIUO] UINIIYD) [BUOIIEN «
Yuoy Y3|eay adelasepy «
yuopy Lyajes Aqeg .

156 1) AounseDY BPUN

Aeq BuiyaoN Ang .

0P8I

(s19) a1nayseN
MNIIAA 3] [BUONEN «

Aado 2|0 puean
SPAEMY YD ¢
‘0159659 (107) 4a3ua> uonuaAL0D
SUBIIQO MAN UODIQIYXT
d Uu—-e&sﬂbu _NCCmUNCLOu:-
VANLY PUTS —0T-LI »
‘oT¥s-6Tv (T0T)

33U UCNUBALOD

(0561) A1aag 2o

SUEIIQ MIN "MOYG
olpey GYN — 0T-L1 »

ol

(s681) awes |leqiooy
[euoissajoad Isag «

(1z61) 's’nau3w
an3ea| 3umoq 3saty .

AVASINGIM

d439dW3I1Ld3S

5€61) siyely Auuyof
0961)

0¢

(0£61) sa1ueyD Aey
6b6 ) uaaasdupidg asnug

SIUOCISIUIY,, 3Y |
Aeq uonsand
prdmg v 35y .

Aeg

43423YD) (euonen .
HI2AA Suiyens
~43(10Y — 6T°ET -

€C

ST61) 3uy ‘g9

HIIAA Anjun(
s3i0dg (euoiiep .
HIIAA S313uig
|euoneN — 7T 91 «

91

1¥61) 3uippay spoO

Aeq

uu:u:uxwvoxo_nr:m
/ssog [euoney .

(1z61) paudisap
s1 31ys 3uimog .

Avasanl

S€61) sima7 227 Ausaf

61

856 1) 112[ ueo|

(44

Aeq a1deadoayn
[euon3eN .

Sl

Aeq s,zuasedpuesn
|euonieN -

(9v61) aqID Arieg

Aeq s0qe .

HIIM
U4 |e4O [RUONEN -
HIIAA UONIUIAILY —

Aanlup ppyd —9-4 -

AVANOMW

L66 1

8£61) Buiy 3 uag

Aeg
OA-OA [BUOIIEN «

(0L61) 3sedpEOIq
3544 11€Q3004 IY3IN
Aepuopy 14N -

1T

vi

9€61) AIIoH 4ppng

AeQ J9540AA [€ISOY »

Gize1)

jueaded eduawy SSipy 3SI14 -
(6£61) pa4arwaid NdST
HIIMA

5,42d323495NOK [EUOEN «

Akeq peap h
PIleg ¥ SSIH — €L«

AVANNS




0.8

L-0¢¢-008-1

" Sauljajeg

oipey uj awep pajsniy JSop au)

ML

SC

81

(8¥61) 11eH 141eQ

anddiy woy .«

(£861) payeq ezzyd
152831q 5,p|4OMA «
Aeq 4eD anop ssiy .

(b6 () xLipuap ¢

AvVvain.ivs

Sa¥0234 7 onavy

UIIMO|[B} o — M

44

Ll

(S561) Yoy 337 praeq

Aeqg
142s53Q [RUONEN . °—

Acco_:mr_u_umc._n_.::
WMOYS e Apuy,, «

AvVvalyd

L661

.« 08
s 4appnqipog «

(1+61) Appay uapPH
(0€61) (uospaeydny

d'[ ee) saddog 8i1g ay)
(b6 1) Uewdpn g

Aeq aie dn Aeag . M N

(7961) 314

Aeqg ssog [euoiiepN « o —

(8v61) dumoug uosyoef

(ov61) uouua7 uyof

Aeq
SSAUISNG JIPIO-|IBW « °

(1s61) Bung

ye

Aeq Jen anop awWepN .
Aeq moaqady . N

PYSEH YSOY «

AVASYNHL

AVASINAGIM

(ggs1)
papunoj Ajjuiaely
23934102 35414 »

6L

(44

(9p61) 430adaes) preyory

Aeg
Y2noJ) [euonen .

Sl

§61) auowey Auuyo(

(9681) pazsodaua 3say

a3esaay |RrISNPU| o
sauof moQ «

(1261) suado
PHOA A3USIC I[BAA =
suigaq

Jeak [easi4 [edapad - _

434940100

HIIAA SSAUIIEMY

uolrejndod [euonep «

HIIAA SSAUIIBMY

AydeaBousoyg
jeuonenN —

p 43QUIAON-BT « w N

1T

vi

Aeq 43mo|4 [RUONEN « h

YIUO ] POOJESS [EUODIEN .

yauojy Supeysiajjoy [EUOIEN .

Yiuo) wiosdod [Ruonep «

YIUD) BTTid [BUOIIEN «

YIUOL EISEH [PUCIEN .

YIUO YIeg B UDYIIY [EUOIIEN «
YIuopy

SIIMIBIUIL] 7§ ISNOY||0Q [BUDIEN «

(9£6 1) sPuRQ aij4eyD)
(8561) uoga uot

w LT
MET-U)-IIYIOW «

HIIMA J13ey jrUCIEN o
#3IAA oodwieys

E e

HaapA Adeuseyy
leuoneN — LT-07 «
(8561) AgoQ sewoy

HIAA younq
|o0Y>§ |[eUOEN .
HIIAA 24334 33d M —
leuodeN — §1-€1 «

AIM

$$SaUISNg Paseg-dWOoH «
NIIAA S223yBydan4 «
HIIAA PAZIUeBLO
VO —1T1-9.

YIUOY Iassa(] [RUOIIEN «

Yiuo ) auaiBA [PIua(] [RUOHEN «

YIUOR 0| [EUOREN «

YIUORY 348D Je5 [BUOEN «
YIuop

SSIUIIEMY S|V [BUDEN «

yauoly dog y ydopy jeuopep .

YIUD Y SBIqeg JDIYIEDH «

IO UOIUDIABLG a1 «

spud awn g o N
s3uiaes 1ydykeq .

(£561) Aag wo |
(p¥61) ysoL 43334

AeQ@ 3317 anop ajenjeay.
‘S009
-629 (T1€) H423u3D jeamn>

o3ed1y? ‘Auowaisay

mv..n»><w:._nm
JO leH otpey .

(1¥61) uouns |ney
:2:3313_;3

Aeq saAIpA
Ax3g s, eduauy «

4

(€p61) 431114 3r31S

S

YIUO Y UOPIUDADIG ILULIS »

iuoyy ssauasemy do-0D) .
Yauopy

sjoog Awop g syed ‘Bupoos .

YIUO Y HOOGHOOD «

Yiuoy Bujuiea saandwos .
YIUO g SSAUIIEMY

43IUED YIUAA UIIPIYD »

Yiuopy Aajeg Aianeg owany .

SIILINNLYOddO ONOT-HLNOW

Avasand

AVANOMW

L66 1]




0L8.-

0cE

" wSPAUISSE]) \ B~

Aeq [I2MA 34,n0 4 asneddg

swop Aeag .

Aeq Anandag
493ndwo) .
(6¥61) 3pUBZ UBA 9A33S

(L161)
paysiqeisa andea
AaxdoH jeuonep .

(44

Sl
(66 1) 11eYy d1LUOG 7

(5961 ) sa4anuaad
WS3AIT N0 O sheq,, -

8

(6261) [ Apao Luiag _
(£p61) urwman Apuey

8T

(5961) 10lg

Aeq 1uppg PUM «
oo
UED IS JBIIS) «

¥4

A

(€v61) 13y} tuof

Ae@ Sid « h

SuiaBsiuey] . h N

(L¥61) usiean 20f

Aeq so3eaadliyoy
anoA N0
uea|d feuoneN «

0%

AeQq ssauasemy

JBYIBIAA JIIUIAA »

paiaysew
3541) S{IBU UO-SSAdY o
(8¥61) 4244 uuayn

(Lp61) sa4d1waad
,5534d 3y I1934,, »

9

Aeg sjdoayg
3JUBNYPU| PUR SPUILIY UIAA »
NIIAA Ajluey jruonep .

HIdDIM

saapiosiq 3uneg jeuonep .
A32d2M

5 b

(6£61) 300434317 uopI0S

31q!g feuoneN -
¥a3apA uopndopy
leuolieN — QE-bT »

9

(Z061) s1eaq Appay
(861) asnopy Aaxd1ly

HIIM
Bupdajon dweas jeuopieN .«
HIIAA ssauademy AydeaBoan

feuonep .«

HIIAA UOnEINp3
(S¥61) Bunog 13N (bpe1) 3oy wi]

uedIAWIY — §T-L] «
Aepyiig , 399415 3wesas,,

AIIM
asanp wooy Sunessdo .
BaaaA dnog

ead n|ds jeuoneN «

(SpL1) PI3Y N0y NISAA UBIDIDA
(+561) Wy wepy

Addey,, 15414 . Y aH —91-0] ¢

43

(1¥61) 19unpes 1y

NBIAA AdasiwayD) jeuoneN «

HIdDIM

11qnd AIBION [BUONEN — 6°€ «

, Aeq ysimpues [euonEN -

7 AeQq ajimasnogq jeuonep

v ” (2561) 3w asay ay3 Joy M

Aeg uonda|g .

Aeq uoowiauopy

AN0 ) IBUGIIRD « pazansew sead uazoI «

S

(6T61) NeD y21Q

(5S61) 1oP1 419

AeQ speq pue
SWIO [EUOIIBN «

¢€C

‘9TPS-61F
(707) ‘odeUO)y ‘OluED-33U0
SMI0] [330H ‘SIRUIWLIIG

suonesadQ opey

ueadosn3y gvyN
fenuuy —g|(-9] -
(1¥61) f11a8o4 woy

(2961)
sa421waad auzedew

au01§ 3unjoy «

(7961) s1p1ay Auoyiuy

:.;:
vaq ay3 jo Aepypag .

Avainlivs

50¥0>3y 7 olavy

Yyauopy Aujamaf auig »

Avaiud

YIuo|y S.43A07 437INg INUEDY »

AVASYNHL

yiuopy 8undagjon) dweig jeuonep «

SIILINNLYOddO ONOT-HLNOW

YIuo}y UOILIINN POOD »

AVASINAGIM Avasandt AVANOMW

AVANNS

L66 I d43dW3IAON L66 I



0.8.-0¢€-008-1

|3uo )00g MIN Y Pedy
YIUO SSAUBIEMY SUlALIQ HunaQ |[BUOIJeN .

Y3UOo}y BILIBWY U| PRl -

SIILINNLYIOddO ONOTHLNOW

06 1) 4022305 |jud 56 1) XOUURT AUy

Ae@ syio sewnsiyd

AN 4NoA JO 1Y U4NIBY

Aeq a1l Iymy-poo »

(5981) paauaaw o N
4103e]0243d 330D »

ooty & 4 S¢
wnd 3uimay) - sewIsliyd -

£b61) SPRYIY YR

(5861) [e1202wL0>
..dn 323 3 ued

| pue U3||B) 34|,
0 ISEIPROJq ISH . ° —

0T

N F

(96L1) +adedsmau
Aepung 1sai4 « —

3]

6¥61) U

ek |

(161) 1mrepAp 3ULOI]
(6681)
pajuaaul @3] §|0O »

(8T61) 3L vo-dyd « M — N —

Aeq sakg an|g . — —

(sv61) paiuaed
UIAC DABMOUDIL] »

Avainuivs Avalyud

Aepsany) sueaf an|g « v

AVASYNHL

L66 I

5qy0>34 7 0lavy

AVASINGIM

Aeq put
ano A dny ey .

AeQ swiiely — M
ows 3y A3y .

yepinuey
30 Aegasad .

vl

(16L1)3224038
Aem-auo0 35414«

(£561) Aoghoig

106 1) 1uos a8essaw opes 1sa14 .

(ze81)
0l

pasunouue 33|A43g
[e350d 'S'M IS4 -
8v61) 220

(6781) pauado M

aeq 35adae| S, PlIOAA

Tre1) A21pprQ 09

0¢

¢C

Ayaed adyjo
1598.4€| S, PJAOAA »

Aeq juepp o —
NoA YA 3¥3 — 9 -

Aeq piaeD sewlsiyd «
(z6£1) uonewasd o

|BULIO) 3S41 S, BIIIWIY «

[4

d39W3DO03d

Avas3inli

" Seuljajeq oipey uj 3oy LAyl ~ . N

60

6b61) QA1 2d1NEL 7B UIGOY

(44

Tr61) HeD 2reQ

Aeq) saa3ydyauig (eUoneN «
(756 1) uonyesado

a8ueyd-xas IS4 »

:2:.@305
Ul [00YIS MT| IS4 =
[v61) uew||y 83219
mx,a.,p..

8

Ské 1PN 2299

Ae@ SQIV PHOM »
Ae@ s3ydi sewnnsyd «
(6761) 03urg jo Aepyiing « —

L66 ]

/
\,

8L

0v61) eddez suedy

(1681) pakeid awed

Heqiaxnseq sy - — N
AeQ asid4ax3 .

(LL61)2431uaad
A0 4IA34
W3 iN Avpanies,, .

6¥61) SIBAA WO

AVANNS




0.8.-0¢¢-008-1

(9561) uopAT  usnioy,, Auuyof
(1561) suieD yd

(S561) 4azIs03U4s |ed1SNLY &
3541 PIINPOIIUI YDY »

(L161) — M

1MM Pa433ua §N -

(6¥61) tysnjag uyof
(Lb61) UOAIZ UBIIEAL
(1¥61) puoweiq laN

pPaINPOAIUI UED 433G » v N

(8¥61) 401de] N1

Gresn)

pajuajed Jes a|qed) «
(756 1) Jraruag ey
(Sbe 1) MG POy
(€p61) 23043 wif

(6¥61)
eIquIno) 3 vOY 4q
Pa3INGIp PA0334 JAULA »

>m._u..__:mu__..m.u.:..u_0|_-
(8161) 3ds 354y woy «

AVvaiunlivs

5aq¥0234 ¥ olavy

(€v61) urjeg Ausepy

(££61) o1pe4 uo paingap

433uey auoT .

(161)
IN3 pI0d3d 2ZR[3IS|
(£561) 49puez uiqoy

(9681)
P343A0ISIP SARA-X( o

¢C

(Lg61)

pajuajed uojAN «

82:
uedaq uoniqiyodd «

(056 1) uasueyo[ pieq
Amvo:uwﬂ._xEE__

(1¥61) zoeg ueo|

(1 nady y3noays)
U03NQIY 86, 4IIUIAA

(966 1) 42]11}

NG AN sjED -
(1£81) uaxes
UOOLU 3Y] O 010Y4 IS | «

Avaiyud

(7561) duowey Awwo |

(006 1) paziued.io andea)

uedII3WY S ||eqaseq «

Gx.:

P3ysyqeIsa w1 «
(0961) 32u3y23nH PeYdILY

:mo:?.&uém

(5€61) 400D weg

(z681)

(44

(6¥61) 3pueZ UEA AUUCY

pajesodiodu)
€[0D-EJ0D) .
NO YN shngy .

Aeq suonedjUNWIWOD

Apwiey .

:2:
|moquadng 3s| .

(b6 1) 21mog piaeq
Ammo_:m_mwico._(n_zm

(6881) pasuazed
423ndwos s »

(T¥é 1) pleuoqayy 20

AeQ s dea) mapN « —

AVASYNHL

866 I

(8£81) axasas

uj paeoqudINMS w N

auoyda(ayis) «

Aeq asueuaiurely « — N

(B€61) 3uressno | ua)y

Aeq anaj awo>
SWIBU( JNO A INeR « v —
(8¥61) suiddoq Auuayl
(9p61) a49a3y |neyg

pajualed

aenno A ulky4 .
(68L1) uondape
|el3UaPISAIY S M IS| «

L

Yiuopy Aauopy

-+ J0JRI3uaY anuanay

(0£61) pueig 2nig,, Aqqog

(888 1) papunoy

A3d1d0¢ diydeadoan

|euonepN «
Aeq spaemxydeg .
(zS61) Aajumg Iney

(7681) pakeid awesd
neqIyseq s «

0z

Aep
sywund pue s3ap
P®J JO pIom 3y3 piy »

€l

(LL61) ma1msz3uI AL B Ut
Buiaeyaqsiw 40 sjo3sid
X3G 41§ SPL0I3Y (T »

9

ano ) 03 Ayjanuas jo uopuasaad «
YUK BUIYIIEAN BIEYAA +
yiuopy 833 jeuonepy «

AVASINAIM

sapiumuoddg SuoT-yauopy

Avasand

AYVNNVYI 8661

|euonipel]-uon JSajioy s,oipey

(¥L61) pardope
Nwn| paads [euonen

‘'§'N ydwi gg .«

9L

{6¥61) 12wied 11aqoy
(€¥61) uydof siuef
(6€61) A11aA3 1yq

Aeq

61

SUOIIR|IY UBWINE »
Aepying s,-4f
Bupy 4ayInT unaey .

Aeqg-ysaqg-4no,
-JO-ue3|D [euohEp «
(£L41) pauado
WiN3sNW 24qng 3s| »

(ov61) owsp
ysespeo.g |4 IS| »

S

uop Aupqy 19aepy «

YIUO [eauneg «
yauopy Apuesy .
ssaddoig awniy .

AVANOMW

(vz61)
uedaq $51dWAIO 423um 35| «
wnipeig

wuwodjend)

‘03a1g ues XXX
|mog 43dng .«

(9681) pPanqiyxa
IS4y duiydews Aed-y «

Aeq uoiBijay plIOAA «

8l

Aeg
S, UBLLIAIIY JIIIUN|OA »
Aeq jed 334335 .

(0961) adns jpeyd1y

(£561) 1e2154yd Ky
sassed A3jsaid s1A|g »

(o161)
PajuaAul udpuI|g »

YIUOY Wa[ea [eUCIIEN «
Yuop AqqoH [euonepN «
uopuaAdLg

$322J3(] YIdig saLQ JO YIdep) «

AVANNS




0.8.-0¢t-008-1

" wSolljaleq
0IpeY U) BN Pajsmi IO L ¢

(£861) aposida
«HeSsVul, IBULS «

8L

Lo atd B J

(gpel)

1C

AeQ s,2uUllUdEA v —

Aeq ssaussemy
49A08uel jeUOIRN

(s€61) parayew
awe3 Ajodouoy .

AVAQdNnN.lvs

HIIAA INTIUE [BUOIIEN «
NIIAA SII1G ANOA Aeg .

NIIAA s40auidug [euoneN -
323 A diyspualiy [eUOIBUIIUY »
HIIAA WOPUOD) [RUCIIBN «
MIIM PAYL

5a¥0234 2 olavy

(tr61) sauof ueng

LT

(96 1) sieo |

‘1118-92¥ (01£)
‘sajaduy so ‘vgl NS

‘1ooy3g peso

ad s.Aeq,0 ueg
— 1702
(0561) 121qED 49339

el

9

Avaiyd

NIIAA BAOT] JO UORIGIRD
DRI PUOIIS

SAIIM TVIOAdS

866 |

IUIIu0) diyssapea
BMW 86, BYY — 85 -

(z€61) ysed Auuyo(
(876 1) ounwoQ sty

9T

61

Aeq 423ndwiod
4N0OA INO UBID) o

(4

(S¥61) A3)uely qog

saa8uassed aujjaie

30 3ujuaauds Auoyepueyy .

‘sseL-zzL (008) 'seieq

‘[230H 3j0reUY WEYPUAM
‘wnisodwig ">ax3 @

AVASYNHL

(£v6 1) uosLLIE 981089
Aegesadp ayl 0 09 [eUOHEN «

18r-L2£ (S19)
SBAYSEN ‘433U UORIUIAUOD)
193101 IURSSIBUIY “JeUIUBS

opey Anunod 67-5T «

‘vaL3us v N
06 1) uosuiqoy Aaxouws

‘spaemy Awwreds «

Ll

(0r6 1) 3eld ©313q0Yy

81

Aeq
PIOHRIUS) 3jEy o

(8¥61) 13do0) 1y

ol

£61) UOSIBAA JBAND) A

(6561 *yaeap s,AjjoH Appng)
paIQ sniy 3yl Ae@ 3yl «
'015€-54L (Z07) ‘satu3
pJemy oipey jeaskid
GVN 40) 3uypeaq »

Avasandi

14

AVASINGIM

Aeq
SIUUD | |eUOIBN «

¢€C

(£€61) OUQ 004
§g6l) ouog Auuog

Aeq sjuapisaad « 0 —

(1¥61) Bury 3j0eD

Aeq
HO AL4noL uang .

6

$61) YSEN weyess

3533 401IIIIP 3| IS4 .
'0078-1£6 (£17) is3p3uy
$07 ‘wnui0llpny
JUYS “Spiemy
JISNY UBILIDWIY o

AVANOMW

[4

HIDAA JITINPJURL B INBIY [EBUONIEN

N3aAA Buljasunos jooydg [BUOIEN »
AIDM

AtesaaAiuuy B3I3WY JO SIN0DS Aog «

NIIAA 35414

AdvNnyd3d

[ULIREES ¥ W)
ayyt o] sired 3uiddoys uaniay «

yauoy Ayayeg daa|s «
YIUO | 43UMQ) 39 3|qISUOdsIY «

SIILINNLYOddO ONOT-HLNOW

866 1|

{IUOY POO NIBUG [EUOIIEN «
Yiuopy Aaaayd jeuonep «

yiuopy Aiaproiquuig [RuoIRUIIIUY »
YIUO 3d UBdLIBLIY «

YIUO | IIUBLLIOY IAIBILD) «

4

(1561) 42359YydUR}y BSSI}Y

Sl

Aeq >n3seauey
S| UOKIII | FDUBIDG «

8

££61) Al1aag uoQg

Aeq ,uweq
v ?AID 3u0Q) | Apjueady,, «
paseajas
p40334 3(Buis 35414 «
Aeq@ dueansuj o3ny . —

AVANNS

Yoy 33e|0d0YD) -

YIuoy pooy pauuer) .
YIuopy K103sIH UedLIAWY .«
YIUOy Y3[eaH UBILIDWIY .

YIUO | AU0ISHH UBIIIBLUY -0V

o7PD,




- = - SIgiseapeoig Jo4 aujejeq /N
aAlj9R1aju| PaIuBAPY 1SOJN S,PHOM Ailm

HadpA AJIURISIIYD J3PISUDD) « HIIAA IN0OS |4 » (Sk6|) uoideys a3
DBIAA LLIN04 HIIAA BO-UAN] A » YO spong UaTo) (RUOREN »
YIUO Y PedD [EUOIIEN «

. HIDAA IEH MBS « HIIAA PUOIAS YIUORY S|OOYIS INQ U] ISy «
HITM, UORUDADIG UOSIO [PUOREN »  yaaap ISEEILG [00YIS [RUOIIEN « YIUO Y SSIUIIEMY UOIEPIEIDY |EIUD |
HIIAA SIBA0T] BP0 [BUONEN = yaapp UONEUNSEIIOL] [BUOIEN « YIUOJ UEDLIBLUY-YSLI] =
Haapa aamynoudy [euonep « Waapp 295 auoawog djaH « LIUO Y SSILUDIEMY SIIYIT »

AFIAA PAIYL AIIAN 35414 HIUo)y $50.405 pay [EUOREN . — M ° M Aeq uonepasddy o N

SHIIM TVID3dS SIILINNLYOddO ONOT-HLNOW AHPERL [FUAREN .
: = - |
(8¥61) 4314 ) uanarg (£v61) uyof uoa3 (8¥61) 413993 AA PAO|T malpuy
(b6 1) ssoy eueiq (eve 1) upiuesy eypasy |

LT e 9T Y4 44 €0 oo €T

($S61) vospAA AoueN

| (Lv61) 43po0D Ay
, (b6 1) 2u03g A5
: (iv61) 2007 D11y

6L6L-LY
(21 5) t493uan uonuaauod
ulISNY *33uUl343u0D

sl i 4 0¢C vem: O e S Ll A I Sl
jeuonen « | -23U3sa4day UOAY « Ag yinos z7-gl » Aeq spuared 1§ |

(6£61) ®xepag 1N 7 (861} 101Ae] sawef (S¥61) 2U3j0Qq A1y A

1222-96S (609) Rolaely |

LRITRIT FIRT) T |

"UORUBAUCD WHYN (v681) pa3npo.uy Spdemy JE3 A 241 JO v
1enuuYy Yoy Li-bi e aseay ding .« swii4 Bunog Isopy « — — ° — o w

(9¥61) siom 19124 (8561} aqo Apuy (b¥61) doewOAA Aqq0g (056 1) 121uad.e) uauey (b6 1) kanyeq 1230y
(pp61) UOSPAA Aurly (€46 1) uosuag a8i0a5)
(b6} paay noq

Aeq Aeqq Addeyy v
B3NS UNOA uing . 3G 0] NOA JUBAA | » M N I Aeq 814 Jeuonep . —

Avadn.ivs Avaiyud AVASHNHL AVASINAGIM Avas3inli AVANNS

$a¥053 7 OKaVy 8661 HOYHVIN 8661




0.8L-0¢E

-008-1

yauopy

SSIUIIEMY INESSY [ENXIS o
y3uoly sjewnuy

o] Ajana)) JO uUoUBAdL «
Yauoly

SSIUIIBMY S,UOSUDIRY o
Yauopy

BunNjuoMpOOAA [RUOIIRN »

Yiuopy Suipjaaa euoneN «
Y3uopy 3uyddday jeuonep «
Yauopy L3304 |euonzen «
yauopy Adesayy
|euonednaaQ jeuonepN -
YIUOpy JOWNH [EUORIEN »
YIUoR A43[3D) Ysad4 |euonIeN «
yuopy L331xuyy JRUOEN «

SIILINNLYOAIO ONOT-HLNONW

Aeq
AysauoH jeuonep «

0¢

61

Aeq na0pp 04 s433y3neg

anQ axey .
(£961) pazyeda)
3541 UO13I0QY

Aeq po-uing Al IeuonenN «

Aeq wae)y 4ed

Anoj uj sauaneg
ano p adueyd .

(9€61) uosiquQ Aoy

(s861) padnpoasuy
0D MIN »

Y 4

{056 1) uordwiesy 219y

(44

(5561) udis qresn

EXTLY L TLYVEEN TS

(pz61) n00q 3jzznd
PAOMSSOUD 35414 «

(0861) pauueq
Judwissedey |ENxag o

ITEHEEYVY
3344-|OYO0I|Y £-G «

AVvaidnivs

Sa¥003¥ 7 ovavy

Aepli4 pooq . o —

Aeg ung s

SSD|UM HIOAN O] O J U0 -
Aeqy snoain uedLIBWIY .

¢

UORUIALOY [EnuLY
pagp ‘ussy uonEINp3y
ISEIPROIY §-F »

Avaliud

(5£61) uoauiA Aqgog
(6£61) pRYdunadg lisng

keg
SSIUIIEMYY $SIIIS [BUOIIEN o

Aeq o-joon

(b6 1) spuowp3 areq

Aeq 49sea3 22qqny «
Aeq Aj13soH |euonep .
(N ‘saureid saQ — §561)

S, PIEUOIII ISA14 o

ulelg Jey | 199 .

SYdD [BUoneN «
Aeq ayexo0y .

:mo: sunjadg [HeD

(£561) 3pmo AL

Aeq p4opA 3s33uo .
#IIAA pejes 333 .«

)

Aeq $ 49A07 18040 o
(z061) pauado sayeay)

24n121d UOIIOW 3541 «

(p7 aunf yd3noaya)
AVASY¥NHL

uoagayy 3ulids .

Aeqgino
(£961) uouua uen|

HIIAA UBpIED
|euoneN ¢ |-g «

»no
J19SAN0 A dARYIQG o
Aeq s, |004 |udy .
Haap ydneq jeuonep ;-
Aeq s, amyByadiy «
Aeq 1504 moys

Wi L OIpeY [BUOIIEN .
(BLLl) —

pajeadd (¢) uds sejjoq »

AVASINGIM

114dV

o 8C

JBPY 4NOL SSIY o
(6561) WIWS 1130y
(£b61) dog 433

LESTY
SIIBIDUIIG [BUOISSDJOU o
HIIAA a_..uw:_._ |euonIEN «

uonepasddy; Ewum.m
paayro.g 319 87-17 »

HIIM

Aaeaqry [euoneN 07y «

(8281) paysiignd
Isay Aaeuonadiq

S JIISQIMA o v —

(1561) uey siuef
(6¥61) 59120 uyof
(S161) AeplioH 21pg

|
7 WM sJuasedylang reuoneN €(-L «

(L261) 2uand ayp 03
E;Orqm Utc :O_m_>U_O.F .
AeQ@ §410MISNOH ON « h
(L781 PRUAAUISIYNIRYY o
YIUOp) 5a21A098
hu_:...EECU_ea_u_::I .

Yiuopy
UOIIEDIUNLULLIOT) [EANINIINY
PIYD Buno g ay | JO YIUOR «
Jiuopy
UOREINPT SINEWYIER «
YIUo} ssauasemy Suluaisi] «

. )

(1561) A3qya.4 20y

(uoyu

£°¢$ ‘uosan] ‘1g6|) A13qqos
sueq isadie .

Akeq 0 N

ejoAeaD) [euonep «

LT

61

- [‘T ———

7 (0561) ApisseD peq

IsQuUoD

eIAlI] 3S234B S, PlUOMA o
Aeq

uonnadwor einy M — 1] 394 prdnig « N —
15a84e7] 5,PlHOAA 33583 o

Aeq sapquimy «
(0£81)PapuncyPUNyD UoLLIOKY +
‘0L6v-SLL(TOT)
A3JUID UOPIUIAUDD) mdwv> se
‘PHOAA BIPWNINW GYN 6°9 |
‘0L6v-5LL (T07) Hawua)

b
suidaq awn

s3ujaeg 1ydijheq «

S

:o_u:w>:oUnnua>
S€7°86, AYN6-9 «

YIUO Y UMOC] SI|HINUY «

Yauoyy

|yyaneag eduawy daay «

YIUO|Y JBING [RUOPEUIBIU] «

U0y ANSTRLLY [RUODELIAIU] «

Yiuo) Juawascsdiu] 3oy «

Yiuopy Jownp Ao «

YIUO | DIBLUO | EPLIO| YSaad «

Yauopy Buisnop e «

yiuopy uoneaiddy Zoqg .

Iuojy aSellap 3IeIaPAjU0T) «
Yiuopy

UONUBARIY ASNAY PIIYD «

YIUO ] |043U0 JBUES .

YIUO | SSALIIEMY [OLOD|Y

Yiuopy uonenaaddy 51030y -

SIILINNLYOddO ONOT-HLNOMW

Avasandi

8661

AVANOMW AVANNS




0.8.-0¢€-008-1

pasnpouaiu Is1p
edwod isag .«

sjeuly aag
3uijjadg jeuonen «

0¢ 6C

(0561) widne | awiag

(L961)
pooysoqydiaN
s 4280y s038114 o

4

($961) ZuARaY Auua

(44

(8¥6 1) ou3 ueng

Q — AeQq ssapiemarg « m —

(bpe 1) 222019 Aiegy
(0v61) uosjaN Aydry

AeQ $)205 ON »
AeQ sa3x40pA PIYyg w

Aeq ssaazyepy ayy
“PAy ] jeuoneN .

PO sde) ay) seay .

(056 1) wweas no (Sp61) 23pyoo mary

(bp61) yBiuy shpeo
(S¥61) A113804 uyof
(£161) y2e34D uyof edey

8L

o
SSIIUBAA [BUOHIEN o

(9g61) viaeg Aqqog

4

Aeg
$,43YJEa | [BUOHEN . h

" wSPANISSe) \ B~
«JSNOIPBY UMM Jojeaouuf ayL

(£561) xnoig aisxnorg

N3amundo,
u3azZ0oJ44 [eUOnEN Z dun(-LT «

LT

m:oaoowv_um
338D UIP|0D .

(p¥61) 420D 30f
Gvo_tﬁu

0¢

(0561) 1apuop amnag
(1¥61) susje a1y

€l

(Sp61) 42335 qog

9

(8#61) SN 1A

Aepying
a8esaay [elnsnpuj
sauof moQ .«

9T

(zs61) duowey Aaof
(Sb6 1) Pudysumo] an3ag

AIIM
3uneogq ajes jeuonep «

H3aMm Aaajes

auoyd sen)RD
|BUOIEN ST-61 «
(816 1) POOMUIAA A3G

(9681)
pamepno Sunndg «

4

(v06 1) dwre3 jreqaseqidapadisay «
HIIAA SISINN [EUONIEN o
NIIAA ON Aegasnf.
HIIAA uone3addy 1y uoorred «
NIIAA JUBWBAOIdY

aaen) 3adae) «

NIIM S[eWIUY
oL puN2g 11-S~ m

Aeq 3 anoys — M
puy qofsiyy axey .

(9Z61) siaeQ sty

(6681)
pauado doys

a1edas 0INe 35414 o

earumaon. € &4

Aeq owapy |eUoHEN «
'0020-96Z (L¥8) 'sueal 10 maN
‘AouaBay nedH -aduasajuor

By epueUry
Aeq saanejay w — ajqe) Isedpeosg h —
ANO L JUSIA « [enuuy YIgg 0T L1 »
(£561) snoIA PIS
(9¥61) Youaq ueaouoQq
(0961) ouog
Aeg

— — Aeq s sayiop « c—

(8761} umo.g sawse|
(£€61) oA B>puEYy

Buysig 095337

Aeq [emauay
diysuone|ay «
Aeqg paxyeN « (¥£61) paysyiqnd
Aquaq Hppmuay .

%00Qq W03 IS4i «

{iuoyy 3urieay 133329 »
yiuopy Aqeg Ayyjeapq «
Yiuoyy A3apes |B310339(3 -

(6£61) sunjoD Apnf Yuojy Asagmeng [euonen .

(1¥61) sod3y>
(6£61) ueuneg

yuopy 383 jevonen .« Yiuopy ewiyisy g A343)|y [euonIep «

YIUOLY SSIUIIEMY 3]2AD4030Y «

YIUO [BARI | JOIUIG [EUOITEN «
Yuoly g [eUOEN .
YIuopy 3Nd3qeeg [CUCHIEN «

YIUuojy 030y [EUOIIEN «

(o£81 VA a:..uwn wuuu.“oa IS4 . Yauoy 34nssadd poolg Y3 reuonen « Yyiuoyy Aseg ayyeaag .
0£61) pa3djdwod

3uipping arerg aandwig . —

YIUOop @IUR(] UIIPOLY «
YIUOR YI[eI [BIUBY o

SIILINNLYOAAO ONOT-HLNOW
AVASINGIM Avas3andi AVANOMW

AV 866 I

Yiuoy 4a3inquuely [euonyep « Yruopy sndesedsy [euonen « Yauoyy dav|s 433399 «

Aeq@ y>unq
0] Aqeg anoy axe « N (1261) 251495 we3aq sjenury «

AVANNS

AVASYNHL

866 I

AVAYdNLlVYS

Availud

5a¥0l3y ¥ onavy



DMR’s Interactive Card Machine

involves, captures, records, and rewards your listeners

in seconds! It can go everywhere to excite your

listeners or make your Listener Club come alive.

The DMR Interactive Card Machine is Windowse g5

compatible. It’s easy to program and your station

can use it to create contests, print coupons, and ask questions. Because

it can record over 10,000 listeners without being downloaded, you can take it anywhere.

And your listeners will be sure to follow.

Best of all, no one but you will ever touch your database! You're in total control.

DMR is Direct Marketing Results. We make direct marketing work. For you.

(=

DIRECT MARKETING RESULTS

Cincinnati, Ohio 513/665-3100 Fax 513/665-3120 * Wayland, Massachusetts 508/653-7200 FAX 508/653-4088

Produced under license fram interactive Marketing Technologies, inc.
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NTR SUPERSTARS

The Superstars Of ‘NTR’

Who's making money from ‘Non-Traditional’ Revenue?

By Frank Miniaci, R&R Radio Editor

oy, have times changed.

Database Marketing

A common thread for non-traditionat revenue

Gone are the days when

radio promotion directors “We specificatly designed something that we

dressed in chicken suits
handed out bumper stickers.
On today’s agenda: turning
ideas into dollars, and making
your listeners’ loyalty count.
All this is due to the surge in
“non-spot” or non-traditional
revenue (NTR).

Broadcasters such as Jacor
and others have made NTR a
major priority in 1997. Non-
traditional revenue has cre-
ated entire departments at
radio stations, staffed with
creative managers who have
marketing and special events
titles and are given the re-
sponsibility of creating oppor-
tunities for both financial
growth and listener benefit.
This is especially true when
there’s an avails shortage.

Who are today’s “NTR
Superstars?”’ Let’s take a look

at four of them:

30 - R&R MARKETING & PROMOTION GUIDE ‘97

sources hes in the lifeline between a station and

its listeners — a good database.
One station that’s done an

amazing job over the years of

turning a lifestyle into dollars is
Jetferson-Pilot AC WLYF/Mi-
ami. where Promotions Director
Lori Sheffield has been doing

Just that for over 12 years.

“The largest percentage of our
doflars is spent on marketing.”
Sheftield says.
spent most of our money on print
and TV. in 1996, WLYF decided
to put our relationship with our

“We had always

listeners more on a “one-to-one’
basis with direct-response mar-

heting. We feet this is where the industry is head-
ing. This has become our total promotional focus

at Jetterson-Pitot,

m!..n T

Litelines 1t imemiseneee

Gloria Estefan Lites | 101
Up Miami Arena! ”\[,1,“[]“
Ioooesis oo Number |
- = One |
Agan!
0

were going to do each month: in January. we

started with a calendar. In Feb-
ruary. it was a Valentine's card.
In March. it was our largest event
— & tennis tournament — and
we sentout cards to our database
as areminder.”

Shetfield claims the station
has something going on every
month. And when a listener
sends something back to the sta-
tion. the station responds with a
IU's tike having
over 85.000 people on our
“This

is how you are going to get the

thank you card. ™
Christmas list.”

she says.

listener foyaity. which ultimatety

translates into advertising dollars.”
WLYF produces a semiannual publication

Continued on Page 32

Rudio station-sponsored special events and
concerts have long entertained listeners. Today.

broadcasters also see them

Special Events

lates Joffrey.

for their tremendous rev-
enue potential. In fact, some
stations have created entire
departments to handle such
activity. One such station is
Jacor AC WPCH (The
Peach)/Atlanta, Nancy
JofTrey is Director/Special
Events for Jacor/Atlanta.
which include’s PCH.
WGST-AM & FM, and
WKLS-FM.

“The Peach started the

‘Lunch Specials™ years ago

and has grown into cight events annually.” re-
WGST-FM now does tour yearly

and our rocker (WKILS) will
do a five one this summer.
“The Peach 94.1 Listener
Lunch’ was the pioneer of all
these events, WPCH's tocus
is on getting workplace lis-
tening. The “Lunch” sprang
from an idea that cost us
$20.000 just to see it it would
work. We felt it was a great
wiy to promote the radio sta-
tion and feed an average
3000 people in a captive en-
vironment.”

Continued on Page 32




NTR SUPERSTARS

Special Events & Merchandising

Many stations are so embedded in their local
communities that “revenues™ and “listener ben-
efits™ co-exist just fine. They create events and
products that become a virtual goldmine of prot-
itability to the station. One such combo also
dominates its market in many ways: Waterman
Broadcasting’s News/Talk KTSA-AM and
CHR/Rhythmic KTFM-FM/San Antonio are
revenue and ratings leaders. Brunella Bruni is
Director/Special Events and Promotions for both
stations and comes from a concert promotion
background.

“The revenues generated by our events and
merchandising projects well exceed one million
dollars annually.” Bruni says. “The most profit-
able has been our ‘Summer Jams.” which fea-
ture various "track acts’ that are coordinated be-
tween the record labels and KTFM PD Cliff
Tredway.”

Bruni says “Summer Jam™ is more like an
“event” than a “concert™ "It enables us to have
many KTFM artists to be showcased on one
stage. It is much easier to pull off than to have

just one or two major performers. The average
Jam attracts in excess of 30.000 listeners. They
have been so successtul that we've added a*Win-
ter Jam.”™”

An event like this, according to Bruni. be-
comes a mutual revenue generator for both sta-
tion and clients. A percentage of gross receipts

ST C.A. A5 566 CONP  ESOTRB 7
+ ©.00) COMERM nONISS ) m
TS krem m2.7/mouNTAIN DEN  CN 13528 -
ca, SUWER Jan C.A.
81 e mIP OR SHINE DIsseres m
05 566, MELSON WOLFF STADIUN *
PRO1155 MO CANIRAS/RECORDERS ¢  0.00
Ciojis SOT L 20. 1396 5:08°M gop c
SIREX o AP
' [ on_sHINE [
& Q.# ey IR e &

is taken f-o n the event admissioa charge. which
itself is set very low and affordable for its audi-
ence. "It really is mutually beneficial for all —
the record abel with the performer. the clients
with visibility and merchandising, the radio sta-
tion with revenue. and ultimately the listener.
who gets big entertainment value they could not

have obtained anywhere else at such minimal
cost.”

In addition to the “Jams.” this year Bruni will
stage the “3rd Annual KTFM Masquerade Pa-
rade” (a “Cinco De Mayo-meets-Mardi Gras™ cel-
ebration of sorts). the "3rd Annual Salsa Cook
Off & Diezy Seiz Celebration.” “A Little Christ-
mas Village at La Villita.” and “Shots for Tots.”
(an immunization drive and health fair). " You can
do something really special and rewarding for
your community, merchandise it as a health fair.
and make it a real win-win for all involved.” Bruni
notes of the latter event. “Merchandising and
sponsorship are very key at KTFM. There are so
many opportunities to do this year-round, the rev-
enue and listener benefits become endless.”

The station offers various levels of sponsor-
ship. including a “Presenter’s package.” with
whom they 1l share the name of the event. and
which generates the largest income. Lower-level
sponsor packages are available as well. The sta-
tton also branches out to vendor marketing

Continued on Page 32

900-Number Romance/Datelines

Every station seeks revenue potential with the low-
est possible maintenance from the station. Interac-
tive phone dating services have been found by many
stations to be an excellent way to tap into a turn-key
source of NTR. The growth curve in “personals™ is
phenomenal — you'll find them in just about every
daily and weekly newspaper these days. Several com-
panies have even expanded into radio classifieds.
which will compete head-to-head with traditional
print classified ads for readership and revenue.

Marida Petitjean, Promotion Director at Chan-
cellor Media Country KZ1L.A/
L.A.. describes how it works:
“We've been doing the 'KZLA
Singles Phone Line” for a little
over a year. It is almost like a

93.
LYA"

separate entity that works
alongside the radio station. Lis-
teners call an 800-line and an-
swer the 100-question profile.
Then. based on their responses.
they are matched with people

M sonTaran cATfousit’s caowi

who expressed similar interests. They are given a PIN
number. and then it works just like an answening ma-
chine. Aftera few days. they’ll call in on a 900-num-
ber (at a per-minute cost), and KZL A gets a percent-
age of the revenue generated. It's very simple for the
caller — just like a long distance call. The volume
generated increases during the holidays and going
into the weekends. Thisis just one way to make rev-
enue with the service.”

Petitjean said the way to really generate revenue
is 10 tie in events, concerts, clients sponsorships.
mixers, singles nights. and the
like. “This is where your da-
tabase comes in.” she notes.
“Sponsorships provide large
monies since the client gets its
30-second spot played every
time someone uses the singles
line. It really becomes a win-
win for both the client and the
station.”

The beauty of the service.

Petitjean says, is that KZLA doesn’t have any tech-
nical operational headaches to deal with — the dat-
ing service provides 90% of everything needed. in-
cluding customer service calls. "We send ont invites
to our database for spe-
cial events and tie-in
with our web site. An-

1 895671021

MAJICIO2
Counoinn N0
nual NTR profitability is

somewhere in the low-six figures for KZLA™

Another station making money without using valu-
able airtime is Clear Channel Urban AC KNLJQ/
Houston. Promotion Director Bobrie Jefferson,
who has been with “Magic™ for five years. operates
the “Magic Connection.” which she notes has been
responsible for eight marriages and generated over
$150.000 last year.

“We get lots of media coverage, especially when

Continued on Page 32
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*

Database Marketing
Continued from Page 30

catled Litelines. which started in 1990 as a two-
told. It has grown into a 16- 1o 20-page monster.
full of information and articles about the station.
“We are a Sott AC, and our target is a 40-year-
old working mom. Our claim to fame is work-

place listening, and our Litelines piece reflects
that listener.”

The publication generates hundreds of thou-
sinds in NTR for WLYF Shefticld says ad count
in the magazine can run as high as 22: sold mostly
in quarterly. semiannual. and annual deals. Bu:
she stresses, “ltis not just a sales picce. I itdoesn™

appeal to my listeners as well as our advertisers,

then it ain’t going in. This publication has really
helped to bridge the gap that often exists between
sales and programming.”

Litelines recently took first place at the
Florida Direct Marketing Association Awards,
which Sheffield points out is ironic — “since
we are a radio station and not in the direct mail
business.”

Special Events

Continued from Page 30

Joffrey says this is an excellent way to merge
sales with programming: “"So often. the two de-
partments are on opposite ends. These events
match up our consumers — who are our listeners
— with our customers — who are our clients.

“We do these two-hour events in an office
park.” she explains. “We locate one and look for
a minimum of 3000 people to attend. The small-
est one we've done is 2500, and the largest one
drew nearly 6000. 1t is sort of like a flea market
with piped-in music from "PCH and every avail-
able opportunity for vendors — from acting as
the event’s sponsor. to having a booth, to dis-
playing a car. to giving things away that we can
stuft in a bag as listeners leave the event.

“The biggest value goes to sponsors who can
buy an entire year. Ot course. many advertisers
have “seasonal” concerns and we try to schedule
the events at the right times of the year so it
makes sense for them and the consumer. We have
a lot of repeat advertisers who see the value in
a captive audience. Once they get to an event,
they are sold!™

There are occasions, admits Joftrey. where
there will be a problem convincing the property
manager ot the complex to agree to the event.
“They often can’t believe that we will feed all
their tenants for free and make the event look
like it was theirs. They want to know what the
catch is. We've found that some of these oftice
complexes have budgeted $10.000-$20.000 ev-
ery year to do “tenant appreciation events.” and
Jacor/Atlanta is trying to get some of that money

and do them a favor at the same time.”

Joftrey claims her new focus is finding more
events for all three stations to produce, co-own,
or get the sales rights to — things that are ap-
propriate for both the programming and sales
department of each station. The events have be-
come a lucrative way to generate ““non-spot”
revenue to the tune of over $500.000 annually.
The experiment with 96 Rock™ involves mix-
ing one of these events with a live concent —
something the station’s format lends itself
readily to. The station expects to have no prob-
lem luring a local artist to pertform.

“l am currently working on a “how to” pack
for all of the Jacor properties since the buzz phrase
within the company is “events marketing.” Jotfrey
says. "The Marketing and Promotions deparn-
ments are hopping right now at Jacor.”

Special Events &
Merchandising

Continued from Page 31

where. for instance, they 1l set up a “register-to-

win display.” "a meet-and-greet with a band ata
retail store.” and other such events ... all of which

generate additional income.

“We can own our events, control all the ele-
meents. and bring in additional revenue that doesn’t
have anything to do with avails, since we are al-
ways sold out.” boasts Bruni. "Being sold out cre-
ates an opportunity to find new ways to increase
revenues that work within programming. which
is the only option you have as a radio station with-
out raising rates to increase income. NTR has al-
ways been very important at KTFM & KTSA™

900# Datelines

Continued from Page 31
the dates lead to marriage.” Jetterson says. *“We mer-
chandise the lines with sponsorships and ticket give-
aways for concerts and sporting events., We really
don’teven know the line exists at times, because it is
a very low-maintenance way of getting maximum
exposure along with added station revenue.™

SRR

Web Fed Screenprinting

BANNERS

YOUR STATION
DESERVES THE BEST!

1-800-228-8249

SALES PROMOTION PRINTING, INC.

6555 CARNEGIE AVENUE » CLEVELAND, OH 44103-4693
PHONE (216) 361-2600
E-MAIL: salespromo @ earthlink.net

TELEFAX (216) 361-0724
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1. WKSI/Greensbero

The animated logo gives the page an edgy eftect.
and the planetary images agains! a starry
background looks great. Continuing with the
celestial theme. the use of space to give the page
an uncluttered layout is also a plus

2. KTST/Oklahoma City

The two animated twisters at the top of the page
reinforce the station’s inmage well. The page is
nicely textured with its background and shadows;
the graphics are good and well-defined

3. KURB/Little Rock

The impressive main graphic is segmented into
nine pieces. with the three animated portions kept
small so that they load more quickly. There’s also
sound for multimedia-supporting systems.

4. KKM.JVAustin

Majic’s homepage is a single, static 52kb graphic
but it’s visually stunning and contains an easy-to
navigate menu

edd] [

By Jeff Axelrod, R&R Associate Editor
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ENERTAINMENT LINKS

‘ hen it comes to radio’s
I WorldWideWeb sites,
I've seen ’em all.The good, the
bad, and the ugly. The clever,
the insipid, and the inspired.
What makes a web site good? As
the “‘linkmaster’ of R&R’s web site
(www.rronline.com), I've visited
enough homepages to pick up an

opinion or two. The best sites

‘ achiave the elusive “‘cybertrinity”
i — creativity, functionality, and
graghic artistry — while keeping
download time to a minimum.

On the following pages, you'll see
some of the sites that live up to
that definition, along with the
reasons why. And if you're design-
ing or redesigning a web site, you
may find a few ideas you can use to
make yours a site worth watching.

(By the way, this isn’t necessarily
a “best of’: These ‘‘sites worth
watching’’ were chosen from a
random sampling of R&R ONLINE
Passport links, and many were
included because of certain

characteristics worthy of mention.)

1

H

Web Sites Worth Watching §

i
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WEB SITE EVALUATIONS

Welcome to Oldies 95 FM
Good Times & Great Oldies!
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1. WLIZ/Philadelphia
‘he menu's typeface and the minimalist splashes of
color look Tike NAC/Smooth Jazs cood thing the

highlight the menu optic

backeround and white tvpe mak

dal 1re | H1AY
updated for timeliness
s CMO/Kansas City

fashioned jukebox motil Tends itselt to the neon
effects and the animated bells and whistles of the
"ONLINE” section. The neon, though, is set off by
i subdued background so that the page doesn’t get
too bright for its own good

3. WXRI/Chicago

The layout of this page is very clean. Each of the
three columns serves a distinet purpose: On the left
notes about what's on the air. On the right, notes
about what's on the web site. And in the middle.
text that points out items of special interest on the
air or on the web, Bonus points: The page is

i, { 4 vl ! vy v
da 1 ! [ [y

4. KLBJ/Austin

Another use of columns to create a clean fay out
The puge runs alittle long (you only see the top
here). but fortunately there's a “click-on™
navigation box that takes you directly to other
pages so that you don’thave to seroll down o find
the feature you want

5. WEFLA/Tampa

NMany stations use the car radio dial as anavigation
tool, and this is one of the better ones. The

" le 1cons — a baseball
satellite weather map. a set of chattering teeth tor
the hosts, of course). ete. — and remforce the link
destinations with text pointers

6. KZLA/LosAngeles

Simple can be eftective it you'se got the right tools
1 pag
1 fast-lo here and bol

menu optio and atb ot the vital sttt is
ontained on i single sereen, so there's no
unnecessary serofting

7. WIBC/Indianapolis

This is essentially a functional introductory page
The sun and the helicopter — both of which are
animated and eye-catching — are links to weather
and traftic information

as an information-based station, and the date stamp
gives the page asense of immediacy .. that the

station’ s intformation is up to date

e to Incinns

CLICK WERE TO ENTER



The Frame Game

1. WLUM/MIwaukee

By contiguring frames both sortically and
horizontally. this page creates i separate viewing
windsw " within the page. keeping menu options
on the keft and navigation options on the top bar at
all times. Good use of color and ty pe tonts as well

2. WEBX/Champaign, I1

Although the page is long, a serolling frame men
mahes navigation much casier The “Nowchart
menu s attractive and functional. and the site carns
extra points for feataring an updated calendar ot
events. Salespeople, tahe

also hosts sites for several of iy sponsors,

3. KTCL/Menver

Like WEUNMS page. this one uses frames
create aviewing window. But since it forsahes
frame borders, you'd never know it until vou
cliched over to a feature that requires scrollin
This site also mukes good use of animation m an

eye-cutching intro

4. KDWB/Minneapolis

This page makes good use of frames for

n px 1 1 ¢
constantly. The opening graphic uses vibrant
colors anda serelling messag: he bottom

of the sereen s a nice effect

Uity Rarelh

WEB SITE EVALUATIONS

A e s
EEEE | walcome Te The Web 93.3

| Hoor unlivel The Web 93.5, based b
| Crompoignirbona, Binsk, H
« 1 brovdensts vy F4 storey ovills viu the
indemsvatt We'rs among tha fre broadsast
vahons in tha world o wee this grast sow
tochaciogy. Te Ustes 1o The Wab 91.8%
onique brand of Adek Albumn Aboesative, jo
99 10 0w gudis page.

i

 Apel 101 Awd Duframcs
with the Don Burms fome

Interesting Intros

5. KFOG/San Fran
Another trend | like is using an introductory
homepage before reaching menu options.

Both of these stations have designed beautiful
intro pages. with striking graphics and links that
clearly let yon know that there are more pages to
follow

6. KRTR/Honolulu

7. WEBN/Cincinnati

The “Rock & Roll Admissions Test™ is an
excellent use of the intro page. It's interactive. it
defines the station’s musical lean. and it's got
attitude. Get all three questions right and
proceed to the menu. Fail. and you're randomly
banished to asite the station thinks is Lime.

Hawaii's

Best Music Mix

Krater 96 Soles :
(80K) 254-3596

When | (intentionally ) failed. it sent me to i
Barry Manilow page. the “Capt. Kirk Sing-
A-Long Page.” and some French page about
bedwetting. Penalty: The = flagrant self-
promotion” of talking about
the magazines that think WEBN's site is

great is a waste of download time and makes
the site a little less great

and showing

The Rock & Roit Admissions Test

Pt & e " G e Py e OO

_ Gkl Thania, Compuer Lt

D Pred Ghne You Can't Live
O You're Wrong!

7.
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Background Check
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1. WRCX/Chicago

Rock 103.5 uses repetitive backgrounds to good
etfect on both its intro page and its menu page
Whatever the intro background is (any guesses?),
it matches the visual tone of the graphics well
The chain-link fence design on the menu page
(which also uses trames nicely) works to
nerfection

- * —_— -

Commart U0 capmabiohe Dpumdi! -

3. WSIT/Tampa

By laying out the sand and surf as a lower
resolution background file. the page’s other
graphics load more quickly. The menu options
are also clear and well-defined

glie reaplc s station 4. WEGR/Memphis

i At first. the background on this page looks like
it’s colored texture. Then. al most subliminally.
you realize it says “Rock 103" Then the site adds
a nice twist by “punching a hole” through the
background. revealing a blinking eye. (And at
less than | K, the background also loads and
becomes visible in a tlash.)

2. WUSL/Philadeiphia

The “spiral notebook™ theme is extremely
effective visually and doesn’t require a large
background file. The red and white-on-black
color scheme also works well

bR R R R

These are a few of the common design pitfalls that detract
from a web site’s effectiveness. Avoid them if you can!

GRATUITOUS ANIMATION — if it isn't paid for or doesn't enhance your station’s

image, it's a waste of download tinee. Who really needs to see a spinning Netscape “N” or a self-
folding piece of mail?

HORIZONTAL SCROLL — The graphics and layouts that look so awesome on your
designer’s 19" monitor might not it the average user’s 14" screen. Don't make them work to
get “the big picture”: Set maximur page widths that conform to average-sized screens.

RUN-ON PAGES — Why do some stations feel the need to cram their entire web site

’ onto just one page? Download time skyrockets, scrolling’s a pain, and where’s the interactivity?
NEON SCREENS — Backgrourds, graphics, and text in excessively bright colors make copy
difficult to read and are hard on the eyes. Unless Lenscrafters is a major sponsor, try to maintain a

color balance.
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KSPurn:

PROMOTIONAL SPORTSWEAR

- $2.90!

NEVER A CHARGE FOR
SCREENS OR SET-UPS!!

(800) 524-8159

Merchandising for the Radio & Record Industries
q 0 RAP ) 0
N
G
&3
» RY PROMO
(] (] ! ]

An Outstanding Way

To Promote Your Event!

"~

( &
‘1‘? \;.‘
i > -

. ’ ul\

s £ ML By

AL s

FREE STUFF!

1.800-786-7411 o1 70

OF YOUR OWN
ir Log Sign

Key Tags 17¢
1000 minimum
Static Cling 13¢
2500 minimum
Magnet 184
500 minlmum

Bumper Sticker 12¢

2500 minimum z. white

Button 12¢

2500 minimum
Flyer 59¢

Call for
Best Priclng
Rush Service
Free Catalog

| 1-800-501-0048&

'\ 24 br. FAX-518-794-78641 §
@Pnorwononu d /
CONCEPTSINC. W Art Services

2500 minimum

| AMEX ¢ VISA ¢ MC ¢
Discover

Lithog-aphed On Heavy Gloss Stosk

* REQLEST FREE
CATALOG AND SAMPLES!
B/W - 8x10's '
——- 500 — $80.00

nd 1000 — $S108.00

4x6 - JOCK CARDS

2000 — $125.00

# PRICES INCLUDE
TYPESETING & FREIGHT

o FAST PROCESSING

KCBX OTHER SIZES A COLOR

1000 $91.00 |}

PRINTS AVAILABLE

5 |PICTURES

1867 E. Florida St Degt A
Sonngfhield, MO 65803
(417) 866-3456 FAX (417)
/fwww.abcpictu)

hitp/ res.com

CD MAILERS WORK!

“Thanks for your contribution to
Love 94's incredible fifth-place ranking
in Adults 25-54 in the Winter
Arbitron. CPM Group's CD Mailer
helped efficiently
and effectively
spread the word.”
John Frost,

VP Programming,
Paxson Communications

% CusTOM PUBLISHING &
MARKETING GROUP, INC.

(561) 743-0548

Qf.l!l E-mail: cpmgrp@earthlink.net

H-OW-C-A'SE

@%%%%%V
PROMO S7ECIALS
best quality. fast service. lowest prices.

WE SPECIALIZE IN RUSH
ORDERS AND HARD TO FIND
IMPRINTED MERCHANDISE
FLYERS - TATTOOS * KAN KOOLERS - LIGHTERS *
KEY CHAINS - BEVERAGE WRENCHES - TOWELS -
FANNY PACKS - YOYO'S « ICE SCRAPERS -
SUNGLASSES  BALLOONS - STICKERS - DECALS -
T-SHIRTS + JACKETS + WATCHES - MUGS -

GLASSES - PENS - SQUEEZE BO S - HATS -
LEIS12E) « MOST ITEMS UNDER $1.00  :aafelY]

* LETTERCPENERS - SWEATSHIRTS - AND MORE

/AW

N7

YN ONY NGNS

NN

LEE ARNOLD PROMOTIONS

(414) 3519088 « Fux (414) 351-6997

ENYNYNYINTENTYINTZLEN

A

N\

B

In 1980, we created the category.
Today, we define it.

1 rocus™

800.581.3277

Media Placement For Radio.

Broadcast Marketing Group

Kansas City - Phoenix - Omaha

Aubrey E. Potter, Jr., President
email: focus@primenet.com

STATION MAGAZINES

Custom designed for your station* All formats available

CusTOM PUBLISHING &
MARKETING GROUP, INC.

(561) 743-0548

CEM  E-mail: cpomgrp@earthlink.net

CPM

7



MARKETING DESIGN SHOWCASE RR.

Sex, Thugs
& Rock’n’ Roll!

Radio rolls out its outdoor cannons for 1997

Check out the messages on these outdoor
_ showcase pages and you'll notice there's

Diboanp!

little room for doubt as to the image these

Orrn ngs stations convey. At left, there's “nails on

2 the blackboard” Mancow; the station for

“jocks™ at the lower left; a new, brash
morning personality on Z 100, the
irreverent Bubba The Love Sponge in

Tampa; and artist boards in Chicago.

TheMomhglou

MOVEMENT. '

Bubba The Love Sponge. Mornings.

{STONE[TEMPLE[P ! LOTS]
IPINmFLovm

103'5 fvanlHaLEN -

103.50> ~ <o\ 1035 METALL I CAf 1035 |SOUNDGARDEN
VANHALEN |[AEROSM I THI PP
g JALICE IN CHAINS "“'
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M, MARKETING DESIGN SHOWCASE

Outdoor advertising campaigns are
often the most difficult (and most
misused) efforts a station can attempt.
Obviously, the benefits are tremendous
since radio is primarily an out-of-home
medium. But all you'll get from a typical
viewer is 7-10 seconds of their time ...
max! So, structure your words and
images carefully.

These guidelines have been developed
by the Outdoor Advertising Associa-
tion Of America and other veterans
when designing outdoor ad strategies:

Advertise one thing. Is it the morning

»
They won't
L . respect you in d ' 0(‘

he marning. show, the station’s image, artists you play,
a contest, a sports team? Obviously, this
answer comes from the station’s master
marketing plan (you do have one, don’t

(S . Yy 4 you?). Pick the element that would be
m ﬂﬂ ﬂ 3 713 7 A : ' N most affected by the driving segment of
' 1 your audience and use that for your
campaign.
Keep it readable. Keep the number of
elements on a board to a bare minimum.
There's probably going to be a graphic of
your station’s image or personality, a
logo, and a short statement. STOP!
That'’s all you need for an effective
campaign.
Use the right lettering. Simple sans-

serif typefaces work best on billboards.

Avoid ornate faces and styles that are too
3 . q

FUTURE IR 7600 Psnano thick or too thin. Don’t cram letters or

words — they'll blend into an unreadable

block at a distance. A combination of

upper- and lower-case letters are easier

to read than all-upper-case lettering.

y MF’

SI|II K|ssm

New s Country!
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Make the message memorable.
But don’t make it too long. Seven
words is an industry-accepted
maximum.

Select high-contrast colors. A
combination of yellow and black seems
to offer the highest contrast for
outdoor advertising. White and black,
and white and blue are good alterna-
tives. Otherwise, choose color
combinations that stand out sharply
against each other.

Make it adaptable to different
sizes. Boards come in two primary
sizes: The “bulletin” (or “painted”)
board, at 14x48 ft. is the largest
standard-sized board. It’s called a
“painted” board because they used to
actually be painted on the scene (these
days, billboard companies print them on
vinyl at a factory and hang them on the
boards. The vinyl can then be moved
to different locations). These offer a
higher-quality image but are quite
expensive.

The other is the “30-sheet” (12x25
ft.) and is more common. This is
known as a “poster” board because the
image is printed on paper and glued to
the board.

In urban areas, the “8-sheet” (about
1/4 the size of a 30-sheet) is also used.
Different sized boards serve different
purposes. The “bulletin” is for high-
traffic areas and offer “reach.” The
“30-sheets” are in more locations and

thus provide frequency.
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RR

Design an
all-purpose logo.
Wen settling on a
station logo, keep in
mind its various uses
Letterhead business
cards, banners
bilboards, s>usboards,
bumper stickers, TV
spots and the like.
One design may not
serve all purposes, but
yoJr graph c artist can
develop an array of
designs thaz remains
tree to the station’s

overall image.

“Media Placement for the Consolidation Era.”

MARKETING DESIGN SHOWCASE

l® .

20700y Gutieg

Broadcast Marker ;ﬂy Group

e

ot for Radio

v

FOLUS ~
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BANNERS

Aaro Marketing Inc. .....ccovciin (513) 321-1117
Adobe Graphics & Design (800) 726-9683
amfm Company inc. ............... (615) 646-2950
(414) 351-9088

Lee Arnold Promotions

Banners On A Roll (800) 786-7411
Broadcast Direct Marketing ........... (305) 858-9524
California Dreamin’ Balloon

Adventures (619) 438-9550

Chuck Dees Associates .................. (517) 882-1809
Designer Decal (800) 622-6333
Easy Up Canopy Products. .. (800) 432-7987
First Flash! (800) 213-5274
Heckman Design Studio. ... (616) 866-6997
KD Kanopy Inc. ..cvvvvunnneee (800) 432-4435

Nalpac Ltd. (800) 837-5946
Northcoast Promotional
Marketing Group .. (330) 336-4570

Promo Depot (800) 337-6801
(800) 772-7732

(800) 786-801 |

Promotional Ventures ....

Results Marketing

Roll A Sign (800) 231-2417
Sales Promotion Printing Inc. ......... (800) 228-8249
Secret Identitee Merchandising ..... {213) 857-5520
Sonic Underground .........ccoeecrverence (800) 347-6642
Specialized Promotions .................... (800) 666-7736

Star Screen

(800) 742-1569

BUMPER STICKERS

Aaro Marketing Inc. .....coccnvcnnence. (513) 321-1117
Ad America (800) 536-6926
Adobe Graphics & Design (800) 726-9683
Lee Arnold Promotions (414) 351-9088
Banners On A Roll (800) 786-741 |
Broadcast Direct Marketing ........... (305) 858-9524
Broadcast House.......... .. (703) 319-3820
.. (800) 331-4438
. (619) 449-5611
.. (800) 622-6333

Communication Graphics Inc...
Custom Decal......
Designer Decal ........

Galaxy Broadcast Inc. ... (513) 272-3800
Good Swag Merchandising Inc. ...... (212) 807-5728
Images INK (888) 768-4259
Kaja One Creative Services ............ (310) 836-5858
Nalpac Ltd. (800) 837-5946
Promo Depot........viccccncrnnnncs (800) 337-6801

Promotional Ventures
R.C. Rawson Co. ....covermnreae

(800) 772-7732
(800) 442-4415

Results Marketing .........c.cccvvcrerienrens (800) 786-801 1
Secret Identitee Merchandising ..... (213) 857-5520
Specialized Promotions .............c..... (800) 666-7736
Star Screen (800) 742-1569
U.S. Tape & Label ........ocevececvuunnce. (800) 569-1906
COSTUMES

Lee Arnold Promotions ..........c..ce... (414) 351-9088
Dynamic Displays/Fabulous

Inflatables (800) 411-6200

Hazel's Fantasy Factory (405) 942-9960

RESOURCE DIRECTORY

Promo Depot...........cwenrernenesenees (800) 337-6801
Scollon Productions Inc. ............... (803) 345-3922
Wiederkehr Enterprises ................. (612) 436-8172

Aaro Marketing Inc. .......ccooccuvevcumnns (513) 321-1117
Jaye Albright Consulting .................. (206) 842-5979
Americalist (800) 321-0448

American Telesource Inc. .............. (800) 466-0444

amfm Company InC. ....ccrreeennreneee (615) 646-2950
Baldwin Marketing Services ............ (319) 363-7997
Broadcast Direct Marketing ........... (305) 858-9524
The Broadcast Team ......ccoovcvnecennees (904) 676-1157

Celebration Computer Systems .... (713) 625-4000
Center for Radio Information ........ (800) 359-9898

Creative Media Management Inc.. (813) 536-9450

Critical Mass Media .......ccooooverrnnnae. (513) 631-4266
Custom Publishing & Marketing

Group Inc. (407) 743-0548
Chuck Dees Associates ................. (517) 882-1809
Direct Marketing Results.................. (508) 653-7200
Eagle Marketing ............ceuucvvervcivrnece (800) 548-5858
Michael Eisele & Associates ............ (513) 821-9777

Fairwest Direct ..........cccc....
First Media Group ..
Group X Inc. ....
Hackett Media Inc.
HOT Off The Press Promotions ...
Impact Target Marketing
In-House/RDS Marketing
Infomation Research

Technologies

. (614) 755.9565
(407) 333-9447
(904) 257-2500
(508) 535-4500
(908) 709-1300

(800) 883-2847
(505) 243-4904
Intervox Communications ............. (202) 986-2636
Link Marketing (513) 684-1500
M Street Corp. ....covvcrevccrnnianne (800) 248-4242
(770) 455-1757
(205) 970-9095
(212) 321-1629

Intelligence

Measured Marketing Inc. .......
NICHE Marketing, Inc. ...........
PromoSuite For Windows ...

Promotional Broadcast

Network (PBN).........cccvncererecrronens (619) 233-9531
Pyramid Interactive ... (414) 328-5454
Radio One 2 One (317) 257-7384

SRO Communications ..................... (800) 292-5882
DIRECT MAIL
Aaro Marketing Inc. .......cooccuevcunnee (513) 321-1117
Americalist (800) 321-0448
Bailiwick Company Inc. .......cconcvuee. (609) 397-4880
Baldwin Marketing Services ............ (319) 363-7997
Broadcast Direct Marketing ........... (305) 858-9524
Broadcast Graphics ........ccccvveinvernens (502) 584-5810
The Broadcast Team.......ccccuvcevencene (904) 676-1157

Center for Radio Information ........ (800) 359-9898
Creative Media Management Inc.. (813) 536-9450

Critical Mass Media .........cooccccnnn. (513) 631-4266
Custom Publishing & Marketing
Group Inc. (407) 743-0548

Chuck Dees Associates
Direct Marketing Results.......

(517) 882-1809
(508) 653-7200
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DATABASE MANAGEMENT

Eagle Marketing ...........ccccoveecuomneuunnaes (800) 548-5858
Michael Eisele & Associates ... (S13) 821-9777
Fairwest Direct (619) 693-0576
First Media Group ... . (800) 321-2560
Galaxy Broadcast Inc. (513) 272-3800
Hackett Media Inc. .....coccvvercerronnnens (407) 333-9447
HOT Off The Press Promotions ... (304) 257-2500
Impact Target Marketing (508) 535-4500
In-House/RDS Marketing (908) 709-1300
Intelligence (505) 243-4904
Link Marketing ...........cccoouvueveerneceren (513) 684-1500
M Street Corp. ...ovvvvveeeronnees (800) 248-4242
. (800) 833-6325
. (205) 970-9095
. (314) 878-0673
(212) 321-1629

Neal Communications Inc.
NICHE Marketing, Inc. .......
The Pinpoint Companies ...
PromoSuite For Windows

Promotional Broadcast
Network (PBN)
Pyramid Interactive (414) 328-5454
Radio Mall (612) 522-6256
Radio One 2 One .......ccccccuomncccrnenn. (317) 257-7384
Denny Somach Productions Inc. ... (610) 446-7100
SRO Communications ..................... (800) 292-5882

DISPLAYS & VEHICLES

Adobe Graphics & Design
Bigger Than Life Inc. ...............
Broadcast House
Broadcast Products Inc. .........
Chip Morgan Broadcast

Engineering

(619) 233-953

(800) 726-9683
(800) 383-9980
(703) 319-3820
(800) 433.8460

(800) 801-2623
Dynamic Displays/

Fabulous Inflatables ...............cccconerne. (800) 41 1-6200
Easy Up Canopy Products (800) 432-7987
Fairwest Direct .................... . (619) 693-0576
Galaxy Broadcast Inc. ..... . (513) 272-3800
Heckman Design Studio. . (616) B66-6997
Inflatable Images (330) 273-3200

Bailiwick Company Inc. .......cccccuu.... (609) 397-4880
California Dreamin’ Balloon

Adventures (619) 438-9550
Celebrity Suppliers .......ccuccironecce (702) 451-8090
Chip Morgan Broadcast

Engineering (800) 801-2623
Contemporary Group ... (314) 962-4000
Dynamic Displays/

Fabulous Inflatables ..............cccocovunee. (800) 411-6200
Easy Up Canopy Products................ (800) 432-7987

Good Swag Merchandising Inc. ...... (212) 807-5728
Heckman Design Studio .. (616) 866-6997
HOT Off The Press Promotions ... (904) 257-2500
Inflatable Images ... (330) 273-3200
. (202) 986-2636
(702) 248-6373

Intervox Communications
Jackpot Promotions Inc......
Majestic Control Entertainment

& Mouth Almighty Publicity ............ (212) 489-1500
Measured Marketing Inc. ... .
Mediamix Marketing .........cc..ccooorrenne (310) 553-0900




Nationwide Entertainment

Services (702) 451-8090
Northcoast Promotional

Marketing Group .....c.cooevcevvcconnrrennnns (330) 336-4570
Prize Vault Industries...................... (701) 845-0133

PromoSuite For Windows (212) 321-1629
Promotion Management Network (818) 597-0696

The Radio Events Group ................ (602) 921-3333
Rick Scott & Associates ................. (206) 867-9397
Specialized Promotions..................... (800) 666-7736

.. (702) 451-8090
(800) 292-5882

Sports Star Suppliers .
SRO Communications

Vision 3roadcasting ... (212) 765-3827
GRAPHIC DESIGN
Aaro Marketing Inc. ...ocooccooonvinnnnn. (513) 321-1117
Adobe Graphics & Design ... (800) 726-9683
amfm Company Inc. ..o (615) 646-2950
Bailiwick Company Inc. .......ccccc..c... (609) 397-4880
Baldwin Marketing Services ............ (319) 363-7997
Broadcast Direct Marketing ........... (305) 858-9524

Broadcast Graphics .. (502) 584-5810
Broadcast House (703) 319-3820
The Broadcast Team..........cc..ooou.e. (904) 676-1157
Celebration Computer Systems .... (713) 625-4000
Communication Graphics Inc. ........ (800) 331-4438
(813) 536-9450

Creative Media Management Inc..
Custom Publishing
Marketing Group Inc. . ... (407) 743-0548
(800) 548-5858
(619) 693-0576
(800) 321-2560
(513) 272-3800
... (407) 333-9447
(616) 866-6997
(888) 768-4259

Eagle Marketing

Fairwest Direct

First Media Group

Galaxy Broadcast Inc. .....
Hackett Media Inc. ..

Heckman Design Studio
Images INK

Impact Target Marketing ................. (508) 535-4500
Intelligence (505) 243-49504
Intervox Communications .............. (202) 986-2636

JTC Advertising (312) 951-2000
Link Marketing .................. .. (513) 684-1500
Neal Communications Inc. .............. (800) 833-6325

Networks (312) 654-7474
Northcoast Promotional

Marketing Group ..o, (330) 336-4570
PosterWorks L.P. ......cooovvcmiccinn (404) 257-0604
Radio One 2 One .....ccccovvccrrrvrrennnnn. (317) 257-7384
The RADIOGUIDE People Inc. ... (248) 355-0022
Results Marketing ........ccocooeocoevnenncee (800) 786-801 |
Rick Scott & Associates ............... (206) 867-9397
USA Design Inc. ...ccoooirmiinice, (330) 336-7231

INTERACTIVE TELEPHONE

American Telesource Inc. ............... (800) 466-0444
amfm Company Inc. ..o (615) 646-2950
Baldwin Marketing Services ........... (319) 363-7997
BiteMan Communication ................. (616) 285-7116
Broadcast Direct Marketing ........... (305) 858-9524
The Broadcast Team........c.cccouuuuene. (904) 676-1157

Celebration Computer Systems ... (713) 625-4000

RESOURC

DIRECTORY

Chip Morgan Broadcast

Engineering (800) 801-2623
Critical Mass Media ......oocoovevvveeennneee. (513) 631-4266
Dateline Marketing International .. (312) 266-3636
Direct Marketing Results.................. (508) 653-7200
Michael Eisele & Associates ............ (513) 821.9777
Fairwest Direct .....ooeeevereeeeeereeenne (619) 693-0576
First Media Group .......cccvmrvucnn. (800) 321-2560
Galaxy Broadcast INC. ...ocovrvervneeennne (513) 272-3800
GREAT! (404) 303-7311
Hackett Media Inc. ...oceevrveveererns (407) 333-9447
Impact Target Marketing ................ (508) 535-4500

Infomation Research
Technologies ........ceerinerernsensnnnnns (800) 883-2847
Link Marketing ... (513) 684-1500
Marketing/Research Partners Inc. . (800) 767-3533
The Media Gallery/RadioPhone ..... (310) 533-0855
Media Marketing Technologies ...... (310) 260-5000
NICHE Marketing, Inc. ... (205) 970-9095
PosterWorks L.P. ........... (404) 257-0604

Promotional Broadcast

Network (PBN) ..o, (619) 233-9531
Radio Data Group ......ccoeeeuveeemeenns (703) 748-2800
Radio Date (800) 625-6585
Radio One 2 One.......coeverenremvrnenne (317) 257-7384
Aaro Marketing INC. ...ooocovcevmrernennenne (513) 321-1117
Americalist (800) 321-0448

. (319) 363-7997
(800) 331-5086
Broadcast Direct Marketing .. (305) 858-9524
The Broadcast Team (904) 676-1157
Center for Radio Information ........ (800) 359-9898
Creative Media Management, Inc.. (813) 536-9450

Baldwin Marketing Services
BIA Publications Inc. ................

Critical Mass Media .......cccooevvneunnece. (513) 631-4266
Custom Publishing & Marketing
Group Inc. (407) 743-0548

Direct Marketing Results
Eagle Marketing

(508) 653-7200
(80C) 548-5858

Michael Eisele & Associates .......... (513) 821-9777
Fairwest Direct .......coceeererrnrcninnes (619) 693-0576
First Media Group ......coceeeeeemrirennen (800) 321-2560
Hackett Media Inc. ....... . (407) 333-9447
Impact Target Marketing ................. (508) 535-4500
In-House/RDS Marketing................. (508) 709-1300
Infomation Research

Technologies .......cceeeeereneercernns (80C) 883-2847
Link Marketing ...........ccoreuumecnennennes (513) 684-1500
M St. Corp (800) 248-4242
PromoSuite For Windows .............. (212) 321-1629
Promotional Broadcast

Network (PBN) (619) 233-9531
Radio Mall (612) 522-6256
Radio One 2 One ......cooomervcrrnncnnnn. (317) 257-7384
SRO Communications.........cccovvumn... (80C) 292-5882

MEDIA PLACEMENT

Toby Arnold & Associates Inc./
(800) 527-5335

Bailiwick Company Inc. .....cccccoovvnune. (609) 397-4880
Broadcast Direct Marketing .......... (305) 858-9524
Broadcast House.........cccoceevevrenene. (703) 319-3820

Effective Media Services .. (201) 930-9870
.. (614) 755-9565

(800) 248-4242

Group X Inc.......
M Street Corp. ..

Majestic Control Entertainment

& Mouth Almighty Publicity .......... (212) 489-1500
(515) 472.4087
(702) 857-2244
(800) 798-5982
(213) 427-7209

Jay Mitchell Associates Inc. ...
Sam Shad Productions
SHARK-TV
Spots & Stars Multimedia

MUSIC PRODUCTS

Altair Communications Inc./ACI ... (407) 298-4000

Lee Arnold Promotions .................. (414) 351-9088
Toby Arnold & Associates Inc./

TA&A (800) 527-5335
Broadcast Direct Marketing .......... (305) 858-9524
Broadcast House..........cccocvinncnenen. (703) 319-3820

FirstCom Music

(800) 858-8880
Majestic Control Entertainment

& Mouth Almighty Publicity ............ (212) 489-1500
Denny Somach Productions Inc. ... (610) 446-7 100
Sonic Underground .........ooooeeeennnene (800) 347-6642
TM Century s, (972) 406-6800
AIrtalents.Ccom ... (601) 924-6647
AudioNet (214) 748-6660
Broadcast Direct Marketing ........... (305) 858-9524
Celebration Computer Systems .... (713) 625-4000
Contemporary Group ..........ceevvveun. (314) 962-4000

(517) 882-1809
(800) 321-2560
(407) 333.9447
. (202) 986-2636
(312) 642-7560

Chuck Dees Associates ..
First Media Group
Hackett Media Inc. ...............

Intervox Communications .
Jam TV

Mediacasting.com .......o...eoveeeveeerennene. (414) 926-9620
Northcoast Promotional
Marketing Group (330) 336-4570

The Pinpoint Companies
Radio Data Group
Sam Shad Productions ..

.. (314) 878.0673
... (703) 748-2800
.. (702) 857-2244
.. (800) 292-5882
(330) 336-7231
. (212) 765-3827

SRO Communications ..
USA Design Inc. .....
Vision Broadcasting

Ad America ......ccoerverene. (800) 536-6926
Adobe Graphics & Design ... (800) 726-9683
Lee Arnold Promotions ................... (414) 351-9088
Bailiwick Company Inc. ......ccccoonnunn. (609) 397-4880
Banners On A Roll ..., (800) 786-741 |
Broadcast Direct Marketing ... (305) 858-9524
Broadcast House..........coocouurrveerenncee (703) 319-3820
Direct Marketing Results.................. (508) 653-7200
Galaxy Broadcast Inc. ..o (513) 272-3800
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Good Swag Merchandising Inc. ......
HOT Off The Press Promotions ...

(212) 807-5728
(904) 257-2500

Jackpot Promotions Inc................... (702) 248-6373
Kaja One Creative Services ............ (310) 836-5858
KD Kanopy Inc. ..o (800) 432-4435
Mugs Unlimited/

Ashtray Sales Unlimited .................. (310) 559-1643
Nalpac Ltd. (800) 837-5946
Promo Depot.......iiricrnnians (800) 337-6801

The RADIOGUIDE People Inc. ... (248) 355-0022
Razbarry Promotions........ .. {213) 436-6235
R.C. Rawson Co. ... ... {(800) 442-4415
Results Marketing ... (800) 786-801 |
Secret Identitee Merchandising ..... (213) 857-5520
(610) 446-7100
(800) 666-7736
(800) 292-5882
(800) 742-1569
(800) 536-5959

" PROMOTIONAL SOFTWARE

Denny Somach Productions Inc. ...
Specialized Promotions

SRO Communications
Star Screen
$2.95 Guys

Jaye Albright Consulting ................. (206) 842-5979
amfm Company Inc. ... (615) 646-2950
Broadcast House..........ccccvcvcencene (703) 319-3820
Celebration Computer Systems .... (713) 625-4000
Critical Mass Media ..........ccuceeueee. (513) 631-4266
Chuck Dees Associates .................. (517) 882-1809
Fairwest Direct ..........ooocccurnercrroracenene (619) 693-0576
Intervox Communications ............. (202) 986-2636
M Street Corp. ..o, (800) 248-4242
NICHE Marketing, Inc. ........ccccouvvuene. (205) 970-9095
PosterWorks L.P. .....cccoovvvirrirennne {404) 257-0604

PromoSuite For Windows .. . (212) 321-1629

Promotional Broadcast

Network (PBN) ......cccoooucricninne. (619) 233-9531
Pyramid Interactive .........ccucenuene (414) 328-5454
BIA Publications Inc. ......c.coocoeccunnce. (800) 331-5086
Broadcast Direct Marketing ........... (305) 858-9524
The Broadcast Team ... (904) 676-1157

Celebration Computer Systems .... (713) 625-4000

RESOURCE DIRECTORY

Creative Media Management, Inc.. (813) 536-9450
Custom Publishing &

Marketing Group Inc. .... (407) 743-0548
(619) 693-0576
(800) 321-2560
(614) 755-9565
(407) 333-9447
M Street Corp. .......... (800) 248-4242
The Marketeer .........cccvevevercrrivenenne (770) 451-5005
.. (515) 472-4087
... (800) 833-6325
... (205) 970-9095
(314) 878-0673

Fairwest Direct

First Media Group

Group X Inc. ..o
Hackett Media inc. .....

Jay Mitchell Associates Inc. ..
Neal Communications inc. ...
NICHE Marketing, Inc. .
The Pinpoint Companies

Promotional Broadcast

Network (PBN) ..., (619) 233-9531
The RADIOGUIDE People Inc. ... (248) 355-0022
Jon Sullivan’s Radio

Promotion Bulletin (713) 855-2964

 REMOTE SERVICES

Chip Morgan Broadcast

Engineering (800) 801-2623
E-Z Up Inc. (909) 781-0843
Jackpot Promotions Inc. ................. (702) 248-6373
Prize Vault Industries......c......cc..... (701) 845-0133

Denny Somach Productions Inc. ... (610) 446-7100

SRO Communications...................... (800) 292-5882

California Dreamin’ Balloon

Adventures (619) 438-9550
Marketing/Research Partners Inc. . (800) 767-3533
Radio-Active Promotions ................ (310) 394-4295

'~ TVPRODUCTION

Toby Arnold & Associates Inc./

TA&A (800) 527-5335
Bailiwick Company Inc. ........cccccoo... (609) 397-4880
The Chuck Blore Company ............ (213) 462-0944
Broadcast House ..o (703) 319-3820
Custom Productions Inc. ............... (310) 393-4144

REEL SOLUTIONS

ENTERPRI

Call now for demo information from radio’s most
creative TV marketing and film production source,
specializing in AC and Country formats.

PH: 615-269-6517 FX: 615/269-6648

TO YOUR TV MARKETING NEEDS IN
TODAY’S CHANGING MARKETPLACE

McCLAIN

S E 8

Mailing Address: P.O. Box 23344, Nashville, TN 37202-3344
Street Address: 4405-B Belmont Park Terrace, Nashville, TN 37215-3609
CAROLYN McCLAIN, President

RR.

Chuck Dees Associates ...... (517) 882-1809
... (615) 255-4000

Film House Inc. ......ccocovvevreenne. .
... (614) 755-9565

Group X In€. oo,

Hackett Media Inc. ............... (407) 333-9447
Heckman Design Studio................... (616) 866-6997
Horseshoe Productions Inc. ........... (972) 509-9023

Impact Target Marketing ............... (508) 535-4500
(505) 243-4904
(312) 951-2000
(415) 626-6862

... (702) 857-2244
(312) 751-8999

(972) 406-6800

................. (609) 397-4880

Intelligence ....
JTC Advertising ...,
Robert Michelson Inc. .............

Sam Shad Productions ...
SuperSpots
TM Century

Bailiwick Company Inc.

Broadcast Direct Marketing .......... (305) 858-9524
Celebration Computer Systems .... (713) 625-4000
Eagle Marketing ........c...ccooouvrviirnnnn. (800) 548-5858
Easy Up Canopy Products................ (800) 432-7987
First Media Group ..o (800) 321-2560
Hackett Media Inc. .......cccccooocveninn (407) 333-9447
Impact Target Marketing ................. (508) 535-4500
Intelligence ...........ccccoccvecniinveniinnnnnn. (505) 243-4904

Intervox Communications ... ... (202) 986-2636
Jam TV e, (312) 642-7560
Media Mark ..., (704) 523-4488
Mediacasting Internet

Marketing Services ................... (414) 926-9620
Robert Michelson Inc. .. s (415) 626-6862
Neal Communications Inc. .............. (800) 833-6325
Networks ... (312) 654-7474

Northcoast Promotional
Marketing Group (330) 336-4570

.. (314) 878-0673

The Pinpoint Companies ..

PosterWorks L.P. .......c..cccccccervennnn. (404) 257-0604
PromoSuite For Windows ............. (212) 321-1629
Promotional Broadcast

Network (PBN) ..o (619) 233-9531

Sam Shad Productions .. ... (702) 857-2244
Spots & Stars Multimedia .. (213) 427-7209
SRO Communications ...........c........ (800) 292-5882
USA Design Inc. ..cccoooooevvrvnnnnee (330) 336-7231

Vision Broadcasting (212) 765-3827
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TAS fa\r
YO

It may be a client, a friend, or sweetheart.

It might be a big order, a crisis, or an invitation.

Curiosity is just one reason the telephone is so powerful.

Sois its ability to deliver a personal message. Respond to questions and be interactive.
And do it all in the complete privacy of a secret communication. The telephone is

the most powerful communications device ever invented, personally touching virtually

everyone, anywhere, at anytime.

What other instrument combines warmth, comfort, privacy, urgency, emotion, and technology?

How else would you tell someone something important when you can’t be there in person?

Why wait to put the phone to work for your station?

F;:‘Z—'—
DIRECT MARKETING RESULTS

Cincinnati, Ohio 513/665-3100 Fax §13/665-3120 ¢ Wayland, Massachusetts 508/653-7200 FAX 508/653-4088




