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The Changing Requirements Of 
Radio Marketing And Promotion 
`Forces' are pulling radio's marketing departments in all directions 

The 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 he 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 forces at work: 

I. 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 

he 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 to spend no ad money at 

all, now that the "competition" is tinder the 

same roof. 

2. Radio is getting more sophisticated at 

marketing. Branding, a device that's been ad- 

vanced by a few 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 don't rely 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. "900" 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. If 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." 
"Adjusting to working for a bigger company." 
"Increased workload without more employees." 
"Learn a lot from each other, immediate sounding board." 
"More resources." 
"More market leverage." 
"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. 

Commen ed KFWB-AM & KTWV-FNI/Los 
Angeles VP/GM Tim Pohlman. "The charac- 

teristics I seek are passion for the product, cre- 

ativity. and energy. I 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. It's about allocating resources and 

going to the right places. There's no point in her 

spending a four -day promotion to make a $5000 

buy. We do events that make sense for the sta- 

tion and the perfect way for sales to make money 

is through event marketing:. 

WTIC-ANI & FNI/llartford 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, hut 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, each station get the 

most bang for its buck. 

Said WNUA/Chicago VP/GM Ralph 
Sherman, "The two things I look for in a mar - 
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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 promotional thinking. The future 
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. 
KG() & 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 you're 
part of a mega-duopoly or just a duopoly. it's 
still very important that we market each 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: 

Katie Everly, KM EL/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 he 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 nwlti- 
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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.lint Furgeson. 1V'KTU/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 
see 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 isdaneen Shaitelman. Our 
marketing director will work with NTR and the 

'big picture.' 

Vtigail Pollay, Ennuis/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 (FavoritesyLess Talk" 

ALTERNATIVE 
"The New Rock Alternative" 

CHR 
"Today's #1/Best Hit Music Station" 

COUNTRY 
"Today's Hot New Country" 

Hot AC 
"Eest 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 I'm oversee- 

ing all three of the Ennis properties in St. Louis. 

The overall success of all three stations as a 

whole is more important than just one station 

now. What I have spent the least time on is the 

day-to-day operation, which is handled now by 

the three promotion directors that are under nme" 

Alarida 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 benefit is as impor- 

tant as the station's financial gain. Technology is 

becoming a factor with NTR." 

Bobrie Jefferson. KMJQ/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 before" 

Scott Mackenzie, Capstar/Honolulu: "Even 

as we speak. my title and responsibilities are chang- 

ing. The faster you learn nor 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 fast -paced energy and move- 

ment of the larger radio groups. Unfortunately, 

there is a decreased amount of time for the cre- 

ative process while I am managing more. Eventu- 

ally. all our stations are looking forward to coordi- 

nating events that benefit several of our formats at 

the same time. which will go nicely with all our 

combined strength and community presence" 

Heidi Uagnwse,11'PL.I/NY: "A promotion di- 

rector should always go the extra mile to make 

something really personal and intimate for their 

The Costs Of Consolidation 
If 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 18% said less. 

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

stations. 

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

Concert 44% (900)/Datelines 17% 

Merchandise/clothing 34% Interactive phone 12% 

Web site 31% Station CDs 9% 

Database 20% Station magazine 9% 

In addition to the answers abo 

stations made money on "event" 
fairs. 

ve, a sizable number of respondents said their 
marketing such as bridal, job, kids, and lifestyle 

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

spending more time with: 

Internet/web sites 65% Outdoor advertising 33% 

Sales promotions 60% Personal time management 28% 

Events 58% Meetings/memos 27% 
Concerts 55% Sales prospects 35% 
Remotes 51% 

Administrative 35% 
Database 43% 

Public relations 40% Interactive phone 15% 

Club events 35% CDs 14% 

TV advertising 34% Magazine 8% 

listeners - creating something that is very exclu- 

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, KVIIJDallas:''A promotion 

director has to have an understanding of the 

station's objectives. Time must be spent on re- 

searching the target audience and studying the mar- 

ketplace - creating events and promotions that 

cater to that particular group and staying within 
Continued on Page 6 

1 

RESULTS MARKETING 
Creati e PromoGnac._Insting Impressions 

i 
www.resultsmarketing.com 
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To Promote Your Event! 
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29 creative ways to use Banners on a Roll. Here are 5 for starters. 

DIM 
ON A 

, ROLL 

u5.515 

hgrt, 
St 

Skateboard 
Billboard 

I -fang one, 
2, 3, 4, 5, 
6, 7, 8, 9 - 
as many as 

you need. 
Hang 
singly 
or in 
groups! 

OANOQ" Ron 

Have Banners, Will Roll! 
Attach it ro your vehicle. Wrap it, 
tic it, glue it, screw it. Economical 
and Effective! - 

Airplane Pull 
Tie it on your tail 
and let it wave 
in the breeze.. 
Great Visihiliry! 

Step Right Up! 
Announce your 
presence in a very bu d voice. 
Sizes up to 48"x48". 
Convenient! Weatherproof! 

C., 

%PI: ~ow 
FREE STUFF! 
Call today for your free 
illustrated booklet - 
29 Crew iye Ways To Use 
Banners on a Roll. 

800-786-7411 

YAHOO! 
This is Fun. 
Roll it out, wet it 
down- For slippin' 

slidin' fun. Use 
up to 6 colors! 

.` 

LEpRER 
VA,,\&AVE ,LEN 

17509 NE 31st Court 
Redmond, WA 98052 
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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 they're 
still your competition for events and promotions:' 

Alan Heness, Operations Director. WSTR/ 
Atlanta: "I work differently than many promotion 
directors. I am involved in every aspect of the sta- 

tion except for the music. In promotions. it's irn- 
ponant to compile a great staff. I hire people who 
can deal with clients, go to meetings, and carry 
themselves on any level with a lot of flexibility. 
My staff is capable of handling everything if I was 

gone for an extended length of time:' 
The Survey Stats 

I-lere's how the overall numbers break down. 
Companies our respondents work for own an av- 

erage of 3.5 stations in their markets, while each 

company employs an average of two promotion 
directors to oversee those stations. About 40% of 
respondents said their company employs a mar- 
keting director who oversees all stations in the mar- 
ket. The typical promotion department employs 2.3 
fulltime and 2.1 parttime employees. 

The Learning Curve 
R&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 

Generating more non -spot 
revenue 

Developing exciting weekend 
promotions 

And some direct quotes from the surveys: 

Reaching listeners in new ways 

One-to-one marketing 

Management skills and 
corporate operations 

Time/stress management 

"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." 
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Reef Industries, Inc.F.O. Box 201752 I-louston, TX 77216- I 752 
713/507-4200 713/507-4295 FAX 

©1997 Reef Industries, Inc. 

STRETCH YOUR ADVERTISING DOLLARS 
Today's level of fierce competition demands that you prominently dis- 
play your name every chance you get (location broadcasts, concerts, 
station sponsored autograph sessions, etc.). With theft, vandalism 
and loss, it becomes a costly proposition to continuously replace 
expensive signs and banners. Roll-A-SignTM offers a better way. 
With Roll -A -Sign banners you get up to four vibrant colors printed on 
durable, high quality 4 or 6 mil plastic film to display your logo and 
message brilliantly for an economical price. Now you can afford to dis- 
play a bright new sign at every public event. They even make great cost- 
effective promotional give-aways. Just roll off what you need and cut. 

Durable banners at 
an affordable price. 
UV stabilized plastic 
won't fade indoors or 
outdoors. 
Simply FAX your logo 
and color separation 
information for a 

price quotation today. 

PLAST 
BANNERS 

Call today 

1800/231-2417 
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RADIODATE is a sophisticated 

interactive dateline service that is 

customized to your format, and an 

invaluable database marketing 

tool, providing a continuous flow 

of listener research data. 

RADIODATE is completely 

maintenance free and will bring 

ongoing, new-found revenue into 

your station month after month, 

year after year! 

Your Listeners 
Wit! Love It! 

No Capital 
Investment 

On Your Part! 
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Earn Substantial 
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For more information or to guarantee your share of the explosive 
$350 million dollar voice personals industry please contact: 
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How To Focus Your Station's 
Graphic Identity. 

The key to higher ratings is targeting your 
market. But all too oten, many s_ation simply 
take their graphics for granted. It's just the call 

letters and fregi:ency, right? Wrong. Your 

graphic image is a lot more. it communicates 
your style, format, attitude, poeition,and mos.; 

importantly, your suc3sss. 

CGI has more experience than any other 

company in helping stations focus their image. 

Whether it's logo design or award -winning 
stickers and decals, CGI helps you win by 

pinpointing a unique identity. So when you 

want eye opening graphics, call the leading 

name in radio graphics today--CGI. 

::::: :Jommunication 
hics Inc 
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. . . 

J II .Gra 
IMAGES THAT LAST 

-765 North Jul per, Broken Arrow, OK 74012 
1-804331-4438 918-258-E O2 Fax 918-251-8223 radio@cgilink.com 
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TELEVISION ADVERTISING 

1 

Above:A group of 

KMMX (Mix 94.7)1 

Austin listeners 

express their love 

for the station while 

artist clips ore 

shown throughout 

the spot (Rosier 

Creative). 

Above, rightWPLf/ 

New York morning 

guys Scott Shannon 

(c) andTodd 

Pettengill and 

cfternooner Rocky 

Allen contemplate 

the horizon 

(Film House). 

Below, right Man's 

hest friend drives 

around Ft Myers in 

search o(WINK's 

morning man 

(Rosier Creative). 

What's On The Tube? 
Consolidation is forcing the industry to re -think its TV advertising 

strategies. Shorter spots are coming into vogue. 
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"Well Mr. Linb.ugh, what has 

our little agitator been up to this 

weea?" 

. 

atfio 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. 
WI- ile some elements of TV 

production and media usage haven't 

changed much, radio's motivation for 
advertising on TV has begun to 
change, thanks to consolidation. As 

one TV producer put it, the creative 

and marketing techniques that 
worked for radio in the'BOs are no 

longe' 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. 

trs' 1 

> kt d 

(Silence) "Gluing Mr:. Bindles to her 

chair?" 

(Silence) 
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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:WQXKlYoungstown, 

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, rightA 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?" 

,'i. 
9. 

G 
JI `\o / 

Wayne Campbell, Sr. VP/Marketing at the Nashville - 

based Film I louse, says one trend to watch is an increased 

use of :10 and :15 spots. "Five years ago. it was difficult to 

buy : IOs 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 :10 avails out there. What's 

most interesting is that my clients seem to be getting them 

as bonus spots in more and more situations instead of hav- 

ing to huy them. 

Campbell offers two reasons why :10 and :15 spots are 

becoming more popular: First, the ongo- 

ing fragmentation of the TV market is 

causing stations to he 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. I local ad- 

vertiser on TV) in their use of local TV. So as these sta- 

tions consolidate under common ownership, they are he - 

coming big and very attractive accounts for TV stations 

and a force to be reckoned with." 

Aubrey Potter, who operates Broadcast Marketing 

Group -a media buying service for radio stations - 
confirmed (and endorsed) the increasing popularity of 

(Silence) "Do you know where smart alecs 

like you end up?" 

mitt 3 irr+ 

: I Os and : 15s. "They can be a very effective 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 :10, 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. 

I h 

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 benefit radio groups 

because the TV airwaves no longer have to be cluttered 

with so many different 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 two stations most in need of a TV campaigns 

and go with just those. Obviously. with fewer competi- 

Lr2K 

"On the radio?" 

cm= ® 
Mtddays 

oco~. 

(Announcer) "KOGOISon 

Diego, some kids never grow up." 

(IQ TV) 
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RR. TELEVISION ADVERTISING 

1 t 

1' 

i 

ty , 

tive commercials on the air leaves the remaining stations 

with a better shot at audience retention." 

IQ Television'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, r 
it's to capture the imagi- 

nation of your target. 

The only way to 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 I I th 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 ... I took three calls one day in April from stations 

wa 
. ^ 

.40" 

' 1 - 
.-'="771 - 

. 

wanting to do some TV after the Spring survey began!" 

But he pointed to a growing number of stations that know 

several months ahead of a hook what they'd like in do. 

That's a more comfortable time line for N ichaelson, though 

he says he could turn a spot around in just a day if he had 

the necessary elements. 

Michaelson suggests stations also should budget at least 

a minimum 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 have to solve and resolve all of your problems in 

pre -production or else 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. 

I -lave you noticed 

how many prime - 

time TV shows 

have no commer- 

cials between 

them? In the TV 

world 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 

are obviously higher than 

between programs. 

For IeftAn 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 WM YXI 

Milwaukee listeners learn "oll 

you need to put on" is Mix FM 

throughout the day (entire row: 

Robert Michaelson). 

Upper insetA 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: Rosier Creative). 

Bottom:Today's hit music by 

today's artists is the difference 

between stations. (For WWZZI 

Washington, IQ TV). 
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Obtain 100% Protection with Results Marketing! 

If for any reason you are unhappy with your order, 

we'll eat it! No Questions! 

RESULTS MARKETING 
Creative Pro-motions...Lastinq Impressions 

ad specialties storage a fulfillment graphic design cool radio promotions 

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

when you want your 4 
listeners to See you... call sign y Advent lug Design Creative Projects 

vision talent h e a r t s o u 1 407-786-8292 bigsight@aol.com 



PUBLIC RELATIONS 

Generating and managing 

press relations for your 

stations," is an ongoing 

endeavor that calls upon some 

very basic skills," CBS Radio VP/ 

Communications Helene 

Blieberg noted in the 1994 R&R 

Marketing & Promotion Guide. 

"These include good writing, a 

keen sense of perspective, and 

the ability to convey ideas and 

strategies." Here are some 

elements you should consider 

when incorporating a PR plan 

into your marketing & promo- 

tion campaigns. 

I . 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 keep 

your lists up to date and accurate. 

2. PR LETTERHEAD. It's also called a 

"masthead." Keep it simple, make it stand out, 

and make the most of the 8 1/2" x I I " sheet of 

paper. You don't need to write "News Release" 

across the top. Better: Create a headline for 

PR For Good Times 
... And Otherwise 

Good press relations requires solid planning 

the story as if 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 reflect those sepa- 

rated identities as well. 

3. PR -BY -WIRE. Faxing has replaced "snail 

mail" 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 y. ith the kind 

of immediacy you'd expect. Therefore, use your 

judgment on whether or not to follow up with 

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

Telephone communication will always he 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 he directly re- 

lated to your familiarity of 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. ACCESS TO 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 he 

doing stories on your behalf. 

6. LINES OF COMMUNICATION. Keep 

them open, 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 them has to 

be about your station. Become an industry re- 

source for reporters in the market and provide 

them with background without negative -sell- 

ing the competition. 

7. CREATING SI'ECI XL EVENTS. Selec- 

tively 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 if 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. 

R&R MARKETING & PROMOTION GUIDE '97 13 



RR. PUBLIC RELATIONS 

The Perfect Press Release 
If it's worth promoting, it's worth putting it in writing 

CBS 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 flow 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. 

FYIs, Media Alerts, and Press Advisories 

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

Photo Captions often serve in place of press 

releases so he sure they include a synopsis of 
the full story. Make sure captions are securely 

attached to the photo. (For photo -taking tips, see 

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 he cumber- 

some and inconvenient. In their place, try simple 
Broadcast Guides that include all necessary 

details in one accordion -folded piece. These can 

he 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. 

When Something Goes 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 offer 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 he 

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. 

!lave 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 

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

Crisis PR expert Lee Echols suggests the fol- 
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 staff members so they can 

be reached and plugged in during the first mo- 

ments of a crisis. The roster should also include 

a hierarchy of responsibility. In the hierarchy, 

one person should be designated to make deci- 

sions (as there will he no time for consensual 

decisions), and a person must he designated as 

the spokesperson. These can he 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 

to 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? I low do we tell employ- 
ees? Where do we evacuate the staff? 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 intir- 
nlation about your station, including fact sheets. 

previous press releases, executive bios, and station 

history information that reporters will want to get 

their hands on quickly. "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 tire, that's one thing, 

but what caused the tire?" he explained. "Think 
like a reporter would and prepare" 

The key message platform finalizes 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 he said. "Use the key messages as the 

nucleus of your crisis communication program." 
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RR. PUBLIC RELATIONS 

How To Take Perfect Photos 
You don't always need a professional photographer to get good shots 

Let'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- 

Here are some tips when distributing station photos to the local and trade press: 
Send captions with each photo. Make sure everyone in a photo is FrDperly iden..fied (with job titles if appropriate), noting if tie names should read left -to - right (I -r), clockwise, etc. Securely attach that caption to the photo. 

Don't send the same photo to everyone (if you can help it). Your chances of seeing your work appear in a publication increase if a photo is exclusive to them. Protect your pictures. One piece of stiff card- board in your mailing envelope is all yu need to ensure safe arrival of your works of art. 
Follow up! Your photo will be ccrnpeting with lots of others. Editors will likei> give your submissions more attention if they know you :are about hem. 

Sending Out Your Photo 

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 tnat 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 or 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. 
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1997-''98 Marketing & Promotion Calendar 
shows the following at a glance: 

National holidays 
Sporting events 

Awards ceremonies 
Special days, weeks and months 
Radio industry dates and events 

Artist birthdays 

If you would like to see additional events on the next calendar, 
please give us your suggestions! E-mail mailroom@rronline.com 
or call the R&R news desk at (310) 788-1699. 

If the facing calendar has been removed from this issue, extra copies 
of the Marketing and Promotion Guide are available for 510 each. 
To order, call the R&R Circulation Department at (310) 788-1625. 
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PARAGON OFFERS YOU SOMETHING BETTER: 
Research that is custom designed for your 
station, your duopoly, your multi- 
opoly. We can help you find a fran- 
chise format or a strategic niche, 
improve your ratings, or strengthen 
your leadership. R E S E ARCH 

No preconceptions. No agenda. Just tons of 

o N experience and all the right tools, from 
the people that radio stations have 
come to trust most. To learn what we 
can do for you, call Michael 
Henderson at (303) 922-5600. 

Perceptual Studies Auditorium Music Tests Call -Out 

Auditorium Format Analyses Tracking Studies Focus Groups 
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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 Windows® 95 

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. 

WY.= 11 

I 

DIRECT MARKETING RESULTS 
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RR. NTR SUPERSTARS 

The Superstars Of'NTR' 
Who's making money from `Non -Traditional' Revenue? 

By Frank Miniaci, R&R Radio Editor 

Boy, have times changed. 

Gone are the days when 

radio promotion directors 

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: 

Database Marketing 
A common thread for non-traditional revenue 

sources lies 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 

Jefferson -Pilot AC WLYF/Mi- 
anti, where Promotions Director 
Lori Sheffield has been doing 
just that for over 12 years. 

"The largest percentage of our 
dollars is spent on marketing," 
Sheffield says. "We had always 

spent most of our money on print 

and TV. In 1996. WLYF decided 

to put our relationship with our 

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

keting. We feel this is where the industry is head- 

ing. This has become our total promotional focus 

at Jefferson -Pilot. 

"We specifically designed something that we 

were going to do each month: in January. we 

started with a calendar. In Feb- 

1015 LITE iaevrtr*+r,ti.., Lifelines m- 

Gloria Estefan Lit.es 1015 
Up Miami Arena! 1-,ITE Fm 

Nu _ 
Otte.. 

. Avaint 

ruary, it was a Valentine's card. 

In March, it was our largest event - a tennis tournament - and 

we sent out cards to our database 

as a reminder." 

Sheffield 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 

thank you card. "It's like having 

over 85,000 people on our 
Christmas list." she says. "This 
is how you are going to get the 

listener loyalty, which ultimately 
translates into advertising dollars." 

WLYF produces a semiannual publication 

Continued on Page 32 

Radio station -sponsored special events and 

concerts have long entertained listeners. Today. 

broadcasters also see them 

for their tremendous rev- 
enue potential. In fact. some 

stations have created entire 
departments to handle such 

activity. One such station is 

Jacor AC WPCII (The 
Peach)/Atlanta. Nancy 
.loffrey is Director/Special 
Events for Jacor/Atlanta. 
which include's PCH. 
WGST-AN1 & FM, and 
WKLS-FM. 

"The Peach started the 

'Lunch Specials' years ago 

Special Events 
and has grown into eight events annually," re- 

lates Joffrey. "WGST-FM now does four yearly 

and our rocker (WKLS) will 
do a live one this summer. 

`The Peach 94. I Listener 
Lunch' was the pioneer of all 
these events. WPCH's focus 

is on getting workplace lis- 

tening. The `Lunch' sprang 

from an idea that cost us 

$20.00) just to see if it would 
work. We felt it was a great 

way to promote the radio sta- 

tion and feed an average 
3000 people in a captive en- 

vironment." 

Continued on Page 32 
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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 piof- 
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 
1'redway" 

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 successful 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 
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is taken from the event admission charge. which 

itself is set very low and affordable for its audi- 

ence. "Ir really is mutually beneficial for all - 
the record label 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 KTFN . There are so 

many opportunities o 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'll share the name of the event, and 

which generates the largest income. Lower -level 

sponsor packages are available as well. The sta- 

tion 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 KZLA/ 
L.A.. describes how it works: 

"We've been doing the `KZLA 
Singles Phone Line' fora little 

over a year. It is almost like a 

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 

43.9 

who expressed similar interests.They are given a PIN 

number, and then it works just like an answering ma- 

chine. After a few days, they'll call in on a 900-num- 

ber(at a per -minute cost), and KZLA gets a percent- 

age of the revenue generated. It's s ery simple for the 

caller -just like a long distance call. The volume 

generated increases during the holidays and going 

into the weekends. This is just one way to make rev- 

enue with the service?' 

Petitjean said the way to really generate revenue 

is to 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 cal Is. "We send out invites 

to our database for spe- 

cial events and tie-in 

with our web site. An- 

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 KM,IQ/ 
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 

called Lifelines, which started in 1990 as a two- 
fold. It has grown into a 16- to 20 -page monster, 

full of information and articles about the station. 

"We are a Soft AC, and our target is a 40 -year - 

old working mom. Our claim to fame is work- 

place listening. and our Lifelines piece reflects 
that listener." 

The publication generates hundreds of thou- 

sands in NTIZ for WLYF. Sheffield says ad count 
in the magazine can run as high as 22: sold mostly 
in quarterly, semiannual, and annual deals. But 
she stresses, "It is not just a sales piece. If it doesn't 

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." 

Lifelines 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. It is sort of like a Ilea 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 

stuff in a bag as listeners leave the event. 

"The biggest value goes to sponsors who can 

buy an entire year. Of 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 Joffrey, where 

there will be a problem convincing the property 
manager of 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 office 
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 

Special Events & 
Merchandising 

Continued from Page 3I 

where, for instance, they'll set up a "register -to - 
win display." "a meet -and -greet with a band at a 

retail store" and other such events ... all of which 
generate additional income. 

"We can own our events, control all the ele- 
ments, 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 ra es to increase income. NTR has al- 
ways been very important at KTFM & KTSA." 

and do them a favor at the same time." 
Joffrey 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 concert - 
something the station's format lends itself 
readily to. The station expects to have no prob- 
lem luring a local artist to perform. 

am currently working on a 'how to' pack 

for al I of the Jacor properties since the buzz phrase 

within the company is `events marketing,'" Joffrey 

says. "The Marketing and Promotions depart- 

ments are hopping right now at Jacor." 

900# Datelines 
Continued from Page 3I 

the dates lead to marriage;' Jefferson says. "We mer- 

chandise the lines with sponsorships and ticket give- 

aways for concerts and sporting events. We really 

don't even know the line exists at times, because it is 

a very low -maintenance way of getting maximum 

exposure along with added station revenue:' 
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I. WKSUGreensboro 
The animated logo gives the page an edgy effect. 

and the planetary images against 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 image 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.Uat! tin 
Majic's homepage is a single, static 52kb graphic, 
but it's visually stunning and contains an easy -to - 
navigate menu. 

By Jeff Axelrod, R&R Associate Editor 
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When it comes to radio's 

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 

achieve the elusive "cybertrinity" 

- creativity, functionality, and 

graphic artistry - while keeping 

download time to a minimum. 

Cn 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.) 
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I. WJJZ/Philadclphia 
The menu's typeface and the minimalist splashes of 
color look like NAC/Smooth Jazz - good thing the 

station is one. The color splashes also serve to 
highlight the menu options. The page's black 
background and white type make it easy to read, 

and the introductory text is easily read and easily 
updated for timeliness. 

2. K_CMO/Kansas City 
This page's use of color is excellent. The old- 
fashioned jukebox motif lends itself to the neon 

effects and the animated bells and whistles of the 

"ONLINE" section. The neon, though. is set off by 

a subdued background so that the page doesn't get 

too bright for its own good. 

3. WXRT/Chicaeo 
The layout of this page is very clean. Each of the 

three columns serves a distinct 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 

updated not only daily (with birthdays) but every 
daypart, with reminders of who's on the air and 
who's coining up. 

4. Kt ,BJ/Austin 
Another use of columns to create a clean layout. 

The page runs a little 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't have to scroll down to find 
the feature you want. 

5. WFLA/Fampa 
Many stations use the car radio dial as a navigation 
tool, and this is one of the better ones. The 
'buttons" use identifiable icons -a baseball. a 

satellite weather map. a set of chattering teeth (for 
the hosts, of course), etc. - and reinforce the link 
destinations with text pointers. 

6. KZLA/LosAngeles 
Simple can be effective if you've got the right tools 
and design. This page balances a colorful logo with 
a fast -loading background and bold. well -stated 

menu options - and all of the vital stuff is 

contained on a single screen, so there's no 
unnecessary scrolling. 

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 tragic information. That helps identify WIBC 
as an information -based station. and the date stamp 
gives the page a sense of immediacy ... that the 

station's information is up to date. 
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The Frame Game 
I. WLUM/Milwauks 
By configuring frames both vertically and 

horizontally. this page creates a separate viewing 
"window" within the page. keeping menu options 
on the left and navigation options on the top bar at 

all times. Good use of color and type fonts as well. 

2. WEBX/Champaign, IL 
Although the page is long. a scrolling frame menu 

makes navigation much easier. The "flowchart" 
menu is attractive and functional. and the site earns 

extra points for featuring an updated calendar of 
events. Salespeople. take (tote: WEBX's server 
also hosts sites for several of its sponsors. 

3. KTCl/Denver 
Like W LUM's page. this one uses frames to 

create a viewing window. But since it forsakes 
frame borders, you'd never know it until you 
clicked over to a feature that requires scrolling. 
This site also makes good use of animation in an 

eye-catching intro. 

4. KDWB/Minneapolis 
This page makes good use of frames for 
navigation. with the menu staying on -screen 

constantly. The opening graphic uses vibrant 
colors. and a scrolling message across the bottom 
of the screen is a nice effect. 
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Interesting Intros 

. KFOG/5an Francisco 
Another trend I 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 you know that (here 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 a site the station thinks is lame. 
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Happening . 

When I (intentionally) failed, it sent me to a 

Barry Manilow page, the "Capt. Kirk Sing - 
A -Long Page,' and some French page about 

bedwetting. Penalty: The 'flagrant self - 
promotion" of talking about - and showing - the magazines that think WEBN's site is 

great is a waste of download tinte and makes 

the site a little less great. 
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WEB SITE EVALUATIONS 
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Background Check 

I. WRCX/Chicago 
Rock 103.5 uses repetitive backgrounds to good 

effect 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 frames nicely) works to 

perfection. 

3. WS.IT/Tampa 
By laying out the sand and surf as a lower - 
resolution background tile, the page's other 
graphics load more quickly. The menu options 
are also clear and well-defined. 

4. WEGR/Memphis 
At first, the background on this page looks like 
its colored texture. Then, almost subliminally, 
you realize it says "Rock I03.' Then the site adds 

a nice twist by "punching a hole" through the 

background, revealing a blinking eye. (And at 

less than I K, the background also loads and 

becomes visible in a flash.) 

2. WUSL/Philadelphia 
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. 

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 time.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 f t the average user's 14" screen. Don't make them work to 

get "the big picture": Set maximum 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 - Backgrounds, 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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Pi ROMOTI.ONAL HO-WCASE 

Kopemuc. \ 
PROMºTIONAL SPORTSWEAR 

$2.90! 
NEVER A CHARGE FOR 
SCREENS OR SET-UPS!! 

(800) 524-8159 

Merchandising for the Radio & Record tndustnes 

CYBERTIME 
UNIQUE HOLOGRAPIIIC CD CLOCK: ' 1 40/ ¡! - 'R i .. :::< ÍI :: > '` (EEEf[C:;:,;;,::: ..:::k 

F:;`;i::; `:. . ::i:;: . 

. 

:;:: ; . e. ': F:; 9>;.... :` : 
I ':-:. . . ..:i:.: 1 ..-::.:.:.::. i1 Í :2 C 

THE PERFECT INDUSTRY PROMO TOOL. 
F.XCFIJ.ENI PRICES. (:KF.AI' VISUAL IMPACT. 

MADE IN USA. 

1 714 347 9633 

An Outstanding Way 
To Promote Your Event! 

'WEE 

FREE STUFF! 
Call today ter Your free 
illustrated bookln -29 Creative 
Ways To Use Banners on a Rdl- 

1-800-786.7411 

I,E11R ER 
NA LLF:IY 
!omen ere ha MINw 

I l 11 \ I I II 1 l I 1. t I I\\ f\ I 1\ I I I l I l T I I I 

--- 

%QP Ir' A MUG \ 
sP1-c% OF YOUR OWN 

Your Logo/Design 
Key Tags 174- 

1000 minimum 

Static Cling 134 
2500 minimum 

Magnet 184 
500 minimum 

Bumper Sticker 124 
2500 minimum 

Button 124 
2500 minimum 

Flyer 594 
2500 minimum 

AMEX VISA MC 
Discover 

PROMOTIONAL 
CONCEPTS.INC. Art Services 

11 oz white 

as low as 

990, 
(144 units) 

Call for 
Best Pricing 
Rush Service 
Free Catalog 

1-800-501-0048 
24 hr. FAX -518-794-7841 

PUBLICITY PRINTS 

1 

Lithographed On Heavy Gloss Sto I* 

* REQUEST FREE 
CATALOG 'ND SAMPLES! 

I) 
4y 

CIA 

WAX 

B/W - 8x10's 
500 - $80.00 

1 000 - $108.00 

4x6- JC CK CARDS 
1000 - $91.00 
2000 - $125.00 
* PRICES IICLUOE 

TYPESETTING & FREIGHT 
* FAST PROCESSING 

* OTHER S2ES 6 COLOR 
PRINTS NAILABLE 

PICTURES 
1867 E. Florida SI. De 31 

Springfield. MO 65803 
(417) 869-3456 FAX (417) 169-9155 

httplN++w.abcplclures. brn 

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¡, it - 

spread the word." 
wrZ-John 

Frost, 
,t.; 

f 939 
IProgramming, I w--r ̀  

Paxson CammunrcaDOns 
s, -r.,.,, - 

f CUSTOM PUBLISHING & 
MARKETING GROUP, INC. 

(561) 743-0548 
E-mail: cpnlgrpCn`earthlink.net 

MOMO 451101114 
best quality. last service. lowest prices. 
no hidden costs (full disclosure pricing) 

WE SPECIALIZE IN RUSH 
ORDERS AND HARD TO FIND 
IMPRINTED MERCHANDISE 

FIVERS TATTOOS KAN KOOLERS LIGHTERS 
KEY CHAINS BEVE RA GE WRENCHES TOWELS 

FANNY PACKS YOYOS ICE SCRAPERS 
SUNGLASSES BALLOONS STICKERS DECALS , 

T-SHIRTS JACKETS WATCHES MUGS 
GLASSES PEí:F1 SQUEEZE BATTLES HATS 
VISORS MOST ITEMS UNDER S1.00 'BUTTONS 

!ETTEROPENERS SWEATSHIRTS AND MORE 

LEE ARNOLD PROMOTIONS 
Fun (414) 351-0997 ^` 

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

FOCUS Iv 
800.5813277 

Media Placement For Radio. 

Broadcast Marketing ó&0u11 
Kansas City - Phoenix - Omaha 

Aubrey E. Potter, Jr., President 
email: focustXprimenet.com 

STATION MAGAZINES 
. a . TA? roomy 

Custom designed for your station NI formats available 

CUSTOM PUBLISHING & 
i MARKETING GROUP, INC. 

1 ! (561) 743-0548 
E-mail: cpmgrpCe`earthlink.net C Pr. 



MARKETING DESIGN SHOWCASE 
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Sex, Thugs 
& Rock 'n' Roll! 

Radio rolls out its outdoor cannons for 1997 

Mornings. 
, r r 

/) Easy / Listening. 

TTITUDE 

Nelson 

Nelson ] ' 

Check out the messages on these outdoor 

showcase pages and you'll notice there's 

little room for doubt as to the image these 

stations convey. At left, there's "nails on 

the blackboard" Mancow; the station for 

"jocks" at the lower left; a new, brash 

morning personality on Z100, the 

irreverent Bubba The Love Sponge in 

Tampa; and artist boards in Chicago. 
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MARKETING DESIGN SHOWCASE 
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the morning. 9077 

NUMBER OF AMERICANS 
DJa.SED BY THE DOG HOUSE 

E,0©4,©aa 

V 

l 

;17- 

014Suort. 

r2TNE BEAT 
/4 149 92.H 

ff rrr vrgm 

jr 
"!f¡/ 

9 2 
REALMUSICVARIETY 

fr. 1 

,. 
i, 

($1IW.E IN 111E 
P Y6FNOON 

TRUST NO ONE! 

I1 ' 

A[,, IE >:t 8 TRAFFKawlwiTs 
DS LESS IMAM S1000 

270077 YOUR COST $100 
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Forever Kissin'! 

Still Kissin' 

New Gip Country! 

93 Q 
COUNTRY 

0 utdoor 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 youdl get from a typical 

viewer is 7-10 seconds of their time ... 

rnox! So, structure your words and 

images carefully. 

These guidelines have been developed 

b' the Outdoor Advertising Associa- 

tion Of America and other veterans 

when designing outdoor ad strategies: 

Advertise one thing. Is it the morning 

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 

you?). Pick the element that would be 

most affected by the driving segment of 

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 

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. 

TML 
Vith 

Pn¡TUDE 600 
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MARKETING DESIGN SHOWCASE 

sti 

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" (I 2x25 

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. 

ARIZONA'S 
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Smooth Out Your Day... 

Win $1000 NOW! ; Wlusv - the 

MONEY'S x,1011 
in the 
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I 
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/. MARKETING DESIGN SHOWCASE 

Design an 

all-purpose logo. 

When settling on a 

station logo, keep in 

mind its various uses: 

Letterhead, business 

cards, banners, 

billboards, busboards, 

bumper stickers, TV 

spots and the like. 

One design may not 

serve all purposes, but 

your graphic artist can 

develop an array of 

designs that remains 

true to the station's 

overall image. 
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"Media Placement for the Consolidation Era." 

PLACEMENT 

BroadcastMatit011ugSUM 

Coordinatéd TV Placement for -Radio = Call A ubrey E. Pótter; Jr.' :800-581-3277 
Broadcast Marketing Grown Kansas Cite Phoenix Omaha 

R&R MARKETING & PROMOTION GUIDE '97 41 



RESOURCE DIRECTORY RR. 

Promo Depot 

Scollon Productions Inc. 

Wiederkehr Enterprises 

(800) 337-6801 

(803) 345-3922 

(612) 436-8172 

Eagle Marketing 

Michael Eisele & Associates 

Fairwest Direct 
First Media Group 

(800) 548-5858 

(513) 821-9777 

(619) 693-0576 

(800) 321-2560 321-1 1 17 

726-9683 
DATABASE MANAGEMENT Galaxy Broadcast Inc. (513) 272-3800 

646-2950 Hackett Media Inc. (407) 333-9447 
351-9088 HOT Off The Press Promotions (904) 257-2500 
786-7411 Aaro Marketing Inc. (513) 321-1 1 17 

Impact Target Marketing (508) 535-4500 
858-9524 Jaye Albright Consulting (206) 842-5979 

ln-House/RDS Marketing (908) 709-1300 
Americalist (800) 321-0448 

Intelligence (505) 243-4904 
438-9550 American Telesource Inc. (800) 466-0444 

Link Marketing (513) 684-1500 
882-1809 amfm Company Inc. (615) 646-2950 

M Street Corp. (800) 248-4242 
622-6333 Baldwin Marketing Services (3 19) 363-7997 

Neal Communications Inc. (800) 833-6325 
432-7987 Broadcast Direct Marketing (305) 858-9524 

NICHE Marketing. Inc. (205) 970-9095 
213-5274 The Broadcast Team (904) 676-1157 

The Pinpoint Companies (314) 878-0673 
866-6997 Celebration Computer Systems .... (713) 625-4000 

PromoSuite For Windows (212) 321-1629 
432-4435 Center for Radio Information (800) 359-9898 

Promotional Broadcast 
837-5946 Creative Media Management Inc (813) 536-9450 Network (PBN) (619) 233-9531 

Critical Mass Media (513) 631-4266 
Pyramid Interactive (414) 328-5454 

336-4570 Custom Publishing & Marketing 
Radio Mall (612) 522-6256 

337-6801 Group Inc. (407) 743-0548 
Radio One 2 One (317) 257-7384 

772-7732 Chuck Dees Associates (517) 882-1809 
Denny Somach Productions Inc.... (610) 446-7100 

786-8011 Direct Marketing Results (508) 653-7200 
SRO Communications (800) 292-5882 

231-2417 Eagle Marketing (800) 548-5858 

228-8249 

857-5520 

Michael Eisele & Associates 

Fairwest Direct 
(513) 821-9777 

(619) 693-0576 DISPLAYS & VEHICLES 

347-6642 First Media Group (800) 321-2560 

666-7736 Group X Inc. (614) 755-9565 Adobe Graphics & Design (800) 726-9683 

742-1569 Hackett Media Inc. (407) 333-9447 Bigger Than Life Inc. (800) 383-9980 

HOT Off The Press Promotions ... (904) 257-2500 Broadcast House (703) 319-3820 

Impact Target Marketing (508) 535-4500 Broadcast Products Inc. (800) 433-8460 

In-House/RDS Marketing (908) 709-1300 Chip Morgan Broadcast 
Infomation Research Engineering (800) 801-2623 

321-1117 Technologies (800) 883-2847 Dynamic Displays/ 
536-6926 Intelligence (505) 243-4904 Fabulous Inflatables (800) 411-6200 
726-9683 Intervox Communications (202) 986-2636 Easy Up Canopy Products (800) 432-7987 
351-9088 Link Marketing (513) 684-1500 Fairwest Direct (619) 693-0576 
786-7411 M Street Corp. (800) 248-4242 Galaxy Broadcast Inc. (513) 272-3800 
858-9524 Measured Marketing Inc. (770) 455-1757 Heckman Design Studio (616) 866-6997 
319-3820 NICHE Marketing, Inc. (205) 970-9095 Inflatable Images (330) 273-3200 
331-4438 PromoSuite For Windows (212) 321-1629 
449-5611 

622-6333 
Promotional Broadcast 
Network (PBN) (619) 233-9531 EVENTS 

272-3800 Pyramid Interactive (414) 328-5454 
807-5728 Radio One 2 One (317) 257-7384 Bailiwick Company Inc. (609) 397-4880 

768-4259 SRO Communications (800) 292-5882 California Dreamin' Balloon 

836-5858 Adventures (619) 438-9550 

837-5946 

337-6801 
DIRECT MAIL 

Celebrity Suppliers 

Chip Morgan Broadcast 

(702) 451-8090 

772-7732 Engineering (800) 801-2623 

442-4415 
Aaro Marketing Inc. (513) 321-1117 Contemporary Group (314) 962-4000 

786-8011 
Americalist (800) 321-0448 Dynamic Displays/ 
Bailiwick Company Inc. (609) 397-4880 Fabulous Inflatables (800) 411-6200 

857-5520 
Baldwin Marketing Services (319) 363-7997 Easy Up Canopy Products (800) 432-7987 

666-7736 

742-1569 
Broadcast Direct Marketing (305) 858-9524 Good Swag Merchandising Inc. (212) 807-5728 

Broadcast Graphics (502) 584-5810 Heckman Design Studio (616) 866-6997 
569-1906 

The Broadcast Team (904) 676-1157 HOT Off The Press Promotions ... (904) 257-2500 

Center for Radio Information (800) 359-9898 Inflatable Images (330) 273-3200 

Creative Media Management Inc.. (813) 536-9450 Intervox Communications (202) 986-2636 

Critical Mass Media (513) 631-4266 Jackpot Promotions Inc. (702) 248-6373 

351-9088 Custom Publishing & Marketing Majestic Control Entertainment 
Group Inc. (407) 743-0548 & Mouth Almighty Publicity (212) 489-1500 

411-6200 Chuck Dees Associates (517) 882-1809 Measured Marketing Inc. (770) 455-1757 

942-9960 Direct Marketing Results (508) 653-7200 Mediamix Marketing (310) 553-0900 

BANNERS 

Aaro Marketing Inc. (513) 

Adobe Graphics & Design (800) 

amfm Company Inc. (615) 

Lee Arnold Promotions (414) 

Banners On A Roll (800) 

Broadcast Direct Marketing (305) 

California Dreamin' Balloon 
Adventures (619) 

Chuck Dees Associates (517) 

Designer Decal (800) 

Easy Up Canopy Products (800) 

First Flash! (800) 

Heckman Design Studio (616) 

KD Kanopy Inc. (800) 

Nalpac Ltd. (800) 

Northcoast Promotional 
Marketing Group (330) 

Promo Depot (800) 

Promotional Ventures (800) 

Results Marketing (800) 

Roll A Sign (800) 

Sales Promotion Printing Inc. (800) 

Secret Identitee Merchandising (213) 

Sonic Underground (800) 

Specialized Promotions (800) 

Star Screen (800) 

BUMPER STICKERS 

Aaro Marketing Inc. (513) 

Ad America (800) 

Adobe Graphics & Design (800) 

Lee Arnold Promotions (414) 

Banners On A Roll (800) 

Broadcast Direct Marketing (305) 

Broadcast House (703) 

Communication Graphics Inc (800) 

Custom Decal (619) 

Designer Decal (800) 

Galaxy Broadcast Inc. (513) 

Good Swag Merchandising Inc. (212) 

Images INK (888) 

Kaja One Creative Services (310) 

Nalpac Ltd. (800) 

Promo Depot (800) 

Promotional Ventures (800) 

R.C. Rawson Co. (800) 

Results Marketing (800) 

Secret Identitee Merchandising (213) 

Specialized Promotions (800) 

Star Screen (800) 

U.S. Tape & Label (800) 

COSTUMES 

Lee Arnold Promotions (414) 

Dynamic Displays/Fabulous 

Inflatables (800) 

Hazel's Fantasy Factory (405) 
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RR. RESOURCE DIRECTORY 

Nationwide Entertainment Chip Morgan Broadcast Bailiwick Company Inc. (609) 397-4880 
Services (702) 451-8090 Engineering (800) 801-2623 Broadcast Direct Marketing (305) 858-9524 
Northcoast Promotional Critical Mass Media (513) 631-4266 Broadcast House (703) 319-3820 
Marketing Group (330) 336-4570 Dateline Marketing International .. (312) 266-3636 Effective Media Services (201) 930-9870 
Prize Vault Industries (701) 845-0133 Direct Marketing Results (508) 653-7200 Group X Inc. (614) 755-9565 
PromoSuite For Windows (212) 321-1629 Michael Eisele & Associates (513) 821-9777 M Street Corp. (800) 248-4242 
Promotion Management Network (818) 597-0696 Fairwest Direct (619) 693-0576 Majestic Control Entertainment 
The Radio Events Group (602) 921-3333 First Media Group (800) 321-2560 & Mouth Almighty Publicity (212) 489-1500 
Rick Scott & Associates (206) 867-9397 Galaxy Broadcast Inc. (513) 272-3800 Jay Mitchell Associates Inc. (515) 472-4087 
Specialized Promotions (800) 666-7736 GREAT! (404) 303-7311 Sam Shad Productions (702) 857-2244 
Sports Star Suppliers (702) 451-8090 Hackett Media Inc. (407) 333-9447 SHARK -TV (800) 798-5982 
SRO Communications (800) 292-5882 Impact Target Marketing (508) 535-4500 Spots & Stars Multimedia (213) 427-7209 
Vision Broadcasting (212) 765-3827 Infomation Research 

Technologies 

Link Marketing 

(800) 

(513) 

883-2847 

684-1500 MUSIC PRODUCTS GRAPHIC DESIGN 
Marketing/Research Partners Inc (800) 767-3533 

Aaro Marketing Inc. 

Adobe Graphics & Design 

amfm Company Inc. 

Bailiwick Company Inc. 

Baldwin Marketing Services 

(513) 

(800) 

(615) 

(609) 

(319) 

321-1 117 

726-9683 

646-2950 

397-4880 

363-7997 

The Media Gallery/RadioPhone 
Media Marketing Technologies 
NICHE Marketing, Inc. 

PosterWorks L.P. 

Promotional Broadcast 
Network (PBN) 

(310) 

(310) 

(205) 

(404) 

(619) 

533-0855 

260-5000 

970-9095 

257-0604 

233-9531 

Altair Communications Inc./ACI 

Lee Arnold Promotions 
Toby Arnold & Associates Inc./ 
TA&A 
Broadcast Direct Marketing 

Broadcast House 

(407) 

(414) 

(800) 

(305) 

(703) 

298-4000 

351-9088 

527-5335 

858-9524 

319-3820 
Broadcast Direct Marketing (305) 858-9524 

Radio Data Group (703) 748-2800 FirstCom Music (800) 858-8880 
Broadcast Graphics (502) 584-5810 

Radio Date (800) 625-6585 Majestic Control Entertainment 
Broadcast House (703) 319-3820 

Radio One 2 One (317) 257-7384 & Mouth Almighty Publicity (212) 489-1500 
The Broadcast Team (904) 676-1157 Denny Somach Productions Inc.... (610) 446-7100 
Celebration Computer Systems .... (713) 625-4000 Sonic Underground (800) 347-6642 
Communication Graphics Inc. (800) 331-4438 MAILING LISTS TM Century (972) 406-6800 
Creative Media Management Inc.. (813) 536-9450 
Custom Publishing 
Marketing Group Inc. (407) 743-0548 

Aaro Marketing Inc. 

Americalist 
(513) 

(800) 

321-1 1 17 

321-0448 ONLINE SERVICES 
Eagle Marketing (800) 548-5858 Baldwin Marketing Services (319) 363-7997 
Fairwest Direct (619) 693-0576 BIA Publications Inc. (800) 331-5086 Airtalents.com (601) 924-6647 
First Media Group (800) 321-2560 Broadcast Direct Marketing (305) 858-9524 AudioNet (214) 748-6660 
Galaxy Broadcast Inc. (513) 272-3800 The Broadcast Team (904) 676-1157 Broadcast Direct Marketing (305) 858-9524 
Hackett Media Inc. (407) 333-9447 Center for Radio Information (800) 359-9898 Celebration Computer Systems .... (713) 625-4000 
Heckman Design Studio (616) 866-6997 Creative Media Management, Inc.. (813) 536-9450 Conemporary Group (314) 962-4000 
Images INK (888) 768-4259 Critical Mass Media (513) 631-4266 Chuck Dees Associates (517) 882-1809 
Impact Target Marketing (508) 535-4500 Custom Publishing & Marketing First Media Group (800) 321-2560 
Intelligence (505) 243-4904 Group Inc. (407) 743-0548 Hackett Media Inc. (407) 333-9447 
Intervox Communications (202) 986-2636 Direct Marketing Results (508) 653-7200 Intervox Communications (202) 986-2636 
JTC Advertising (312) 951-2000 Eagle Marketing (800) 548-5858 Jam TV (312) 642-7560 
Link Marketing (513) 684-1500 Michael Eisele & Associates (513) 821-9777 Mediacasting.com (414) 926-9620 
Neal Communications Inc. (800) 833-6325 Fairwest Direct (619) 693-0576 Northcoast Promotional 
Networks (312) 654-7474 First Media Group (800) 321-2560 Marketing Group (330) 336-4570 
Northcoast Promotional Hackett Media Inc. (407) 333-9447 The Pinpoint Companies (314) 878-0673 
Marketing Group (330) 336-4570 Impact Target Marketing (508) 535-4500 Radio Data Group (703) 748-2800 

PosterWorks L.P. (404) 257-0604 In-House/RDS Marketing (908) 709-1300 Sam Shad Productions (702) 857-2244 
Radio One 2 One (317) 257-7384 Infomation Research SRO Communications (800) 292-5882 
The RADIOGUIDE People Inc. (248) 355-0022 Technologies (800) 883-2847 USA Design Inc. (330) 336-7231 
Results Marketing (800) 786-8011 Link Marketing (513) 684-1500 Vision Broadcasting (212) 76S-3827 

Rick Scott & Associates (206) 867-9397 M St. Corp (800) 248-4242 
USA Design Inc. (330) 336-7231 PromoSuite For Windows (212) 321-1629 PREMIUMS 

Promotional Broadcast 

INTERACTIVE TELEPHONE Network (PBN) 

Radio Mall 

(619) 

(612) 

233-9531 

522-6256 Ad America (800) 536-6926 

Radio One 2 One (317) 257-7384 Adobe Graphics & Design (800) 726-9683 
American Telesource Inc. (800) 466-0444 

SRO Communications (800) 292-5882 Lee Arnold Promotions (414) 351-9088 
amfm Company Inc. (615) 646-2950 Bailiwick Company Inc. (609) 397-4880 
Baldwin Marketing Services (319) 363-7997 Banners On A Roll (800) 786-741 I 

MEDIA PLACEMENT BiteMan Communication (616) 285-7116 Broadcast Direct Marketing (305) 858-9524 
Broadcast Direct Marketing (305) 858-9524 Broadcast House (703) 319-3820 
The Broadcast Team (904) 676-1157 Toby Arnold & Associates Inc./ Direct Marketing Results (508) 653-7200 
Celebration Computer Systems .... (713) 625-4000 TA&A (800) 527-5335 Galaxy Broadcast Inc. (513) 272-3800 
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RESOURCE DIRECTORY 

Good Swag Merchandising Inc. (212) 807-5728 

HOT Off The Press Promotions (904) 257-2500 

Jackpot Promotions Inc. (702) 248-6373 

Kaja One Creative Services (310) 836-5858 

KD Kanopy Inc. (800) 432-4435 

Mugs Unlimited/ 
Ashtray Sales Unlimited (310) 559-1643 

Nalpac Ltd. (800) 837-5946 

Promo Depot (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) 786-8011 

Secret Identitee Merchandising (213) 857-5520 

Denny Somach Productions Inc. (610) 446-7100 

Specialized Promotions (800) 666-7736 

SRO Communications (800) 292-5882 

Star Screen (800) 742-1569 

$2.95 Guys (800) 536-5959 

MOTIONAL SOFTWARE 

Jaye Albright Consulting (206) 842-5979 

amfm Company Inc. (615) 646-2950 

Broadcast House (703) 319-3820 

Celebration Computer Systems (713) 625-4000 

Critical Mass Media (513) 631-4266 

Chuck Dees Associates (517) 882-1809 

Fairwest Direct (619) 693-0576 

Intervox Communications (202) 986-2636 

M Street Corp. (800) 248-4242 

NICHE Marketing. Inc. (205) 970-9095 

PosterWorks L.P. (404) 257-0604 

PromoSuite For Windows (212) 321-1629 

Promotional Broadcast 
Network (PBN) (619) 233-9531 

Pyramid Interactive (414) 328-5454 

PUBLISHING 

BIA Publications Inc. (800) 331-5086 

Broadcast Direct Marketing (305) 858-9524 

The Broadcast Team (904) 676-1 157 

Celebration Computer Systems (713) 625-4000 

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

Custom Publishing & 

Marketing Group Inc. (407) 743-0548 

Fairwest Direct (619) 693-0576 

First Media Group (800) 321-2560 

Group X Inc. (614) 755-9565 

Hackett Media Inc. (407) 333-9447 

M Street Corp. (800) 248-4242 

The Marketeer (770) 451-5005 

Jay Mitchell Associates Inc. (515) 472-4087 

Neal Communications Inc. (800) 833-6325 

NICHE Marketing, Inc. (205) 970-9095 

The Pinpoint Companies (314) 878-0673 

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 1 

Chip Morgan Broadcast 
Engineering (800) 801-2623 

E -Z Up Inc. (909) 781-0843 

Jackpot Promotions Inc. (702) 248-6373 

Prize Vault Industries (701) 845-0133 

Denny Somach Productions Inc. (610) 446-7100 

SRO Communications (800) 292-5882 

TRAVEL 1 

California Dreamin' Balloon 
Adventures (619) 438-9550 

Marketing/Research Partners Inc (800) 767-3533 

Radio -Active Promotions (310) 394-4295 

TV PRODUCTION 

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

Bailiwick Company Inc. (609) 397-4880 

The Chuck Blore Company (213) 462-0944 

Broadcast House (703) 319-3820 

Custom Productions Inc. (310) 393-4144 

IR 
Chuck Dees Associates (517) 882-1809 

Film House Inc. (615) 255-4000 

Group X Inc. (614) 755-9565 

Hackett Media Inc. (407) 333-9447 

Heckman Design Studio (616) 866-6997 

Horseshoe Productions Inc. (972) 509-9023 

Impact Target Marketing (508) 535-4500 

Intelligence (505) 243-4904 

JTC Advertising (312) 951-2000 

Robert Michelson Inc. (415) 626-6862 

Sam Shad Productions (702) 857-2244 

SuperSpots (312) 751-8999 

TM Century (972) 406-6800 

WEB SITE SERVICES 

Bailiwick Company Inc. (609) 397-4880 

Broadcast Direct Marketing (305) 858-9524 

Celebration Computer Systems (713) 625-4000 

Eagle Marketing (800) 548-5858 

Easy Up Canopy Products (800) 432-7987 

First Media Group (800) 321-2560 

Hackett Media Inc. (407) 333-9447 

Impact Target Marketing (508) 535-4500 

Intelligence (505) 243-4904 

Intervox Communications (202) 986-2636 

Jam TV (312) 642-7560 

Media Mark (704) 523-4488 

Mediacasting Internet 
Marketing Services (414) 926-9620 

Robert Michelson Inc. (415) 626-6862 

Neal Communications Inc. (800) 833-6325 

Networks (312) 654-7474 

Northcoast Promotional 
Marketing Group (330) 336-4570 

The Pinpoint Companies (314) 878-0673 

PosterWorks L.P. (404) 257-0604 

PromoSuite For Windows (212) 321-1629 

Promotional Broadcast 
Network (PBN) (619) 233-9531 

Sam Shad Productions (702) 857-2244 

Spots & Stars Multimedia (213) 427-7209 

SRO Communications (800) 292-5882 

USA Design Inc. (330) 336-7231 

Vision Broadcasting (212) 765-3827 

TING NEEDS IN 
REEL SOLUTIONS 

TO YOUR TV 
TODAY'S CHANGING MARKETPLACE 

McCLAI ENTERPRISE S 

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 
Mailing Address: P.O. Box 23344, Nashville, TN 37202-3344 

Street Address: 4405-B Belmont Park Terrace, Nashville, TN 37215-3609 

CAROLYN McCLAIN, President 
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t,s 
1 dik, 

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. 

So is 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? 

DIRECT MARKETING RESULTS 

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


