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Grammy Gold-Digging!

R&R photographers were all over the post-Grammy
parties \ast wezk, snapping off the best shots the trades
have to offer. It all
begins on Page 1
with a photo recap
of the evening's
biggest winners,
followed by
Grammy-party
snaps on Page 33.
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management ¢+ marketing + sales

Perhaps a sales manager’s greatest day-io-
day challenge is finding the right sales
candidates and training them well, all in
the interest of retaining their services for
as long as possible. Because the sad fact is
that as many as 90% of salespeople don’t
make it through their first year of
employment. So how should you train
your troops? MMS Editor Jeff Green
offers Ten Tips for a Successful Sales
Meeting and Ten “echnigues of Top
Management Coaches. Sales trainer Irwin
Pollack checks in with some great secrets
to recruitment, interviewing and hiring.
This week’'s MMS section also has an
informative Spring Sweep Checklist from
John Lund, and you'll find Clear Channel/
Texas Regional VP Dusty Black in our GM
Spotlight.

Pages 9-13

GOOD MORGAN!

Hard to believe, but we’re approaching
the 40th anniversary of Robert W.
Morgan’s arrival in major-market radio
and rise to legendary status as Boss
Jock on KHJ/Los Angeles. One of radio’s
biggest legends is the focus of this
week’s Legends with Bob Shannon.

Page 25

» Jehn Ryan appointed GM
for KMPC/L.A.

* WOGI moves into Pittshurgh
market, Matt Allbritton PD

o James Wilson becomes Sr.
Nat1 Dir/Promo at Motown

« Dave Anthony appointed
WWSO/Norfalk PD

Page 3
CHR/POP
« LINKIN PARK In The =nd (Warner Bros.)
CHR/RHYTHMIC
« JENNIFER LOPEZ Air't It Funny (Epic)
URBAN
« TWEET Oops (Oh My) (Gold Mind/Elektra/EEG)
URBAN AC
* MiCHAEL JACKSON Butterflies (Epic)
COUNTRY
* TIM MCGRAW The Cowboy In Me (Curb)
AC
« ENRIQUE IGLESIAS Hero (/nterscope) |
HOT AC
« CALLING Wherever You Will Go (RCA)
SMOOTH JAZZ
» CHUCK LOEB Pocket Change (Shanachie)
ROEK
« PUDDLE OF MUDD Blurry (Flawless/Geffen/Interscope)
ACTIVE ROCK
« PUJDLE DF MUDD Elurry (F Geffen, Interscope)
ALTERNATIVE
*» PUDDLE DF MUDD Elurry (Flawless/Getfen/interscope)
TRIPLE A

* ALANIS MORISSETTE Hands Clean (Maverick/Reprise)
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By STEVE WONSIEWICZ
R&R MUSIC EDITOR
swonZ@ rronline.com
Small and midsized
radio groups, already
facing stift competi-
tion from the indus-
try’s largest chains,
could be forced to
buy or be sold to ri-
vals if a recent court
decision calling for
further deregulation
of the terrestrial and cable TV
businesses takes hold. Going
it alone and picking up a few
properties along the way may

Recent TV, Cable Rulings
Couid Spark Merger Frenzy

B Smulyan: ‘There’s a real question about what
this does to the wablllty of local broadcasting’

Smulyan

no Iongcr be an op-
tion in the face of ex-
pected competition
| from some of the
world’s largest media
| conglomerates.
That’s because of a
Feb. 19 ruling by a
three-judge panel of
the U.S. Court of
Appeals for the Dis-
trict of Columbia
that struck down
rules barring cable operators
from owning TV stations in
the same market. The judges
DEREGULATION/See Page 16

Jacobs Explores The Effect On Radio

Regent Chairman/CEQ Terry Jacobs has

some good news for station operators: Radio
may actually pick up more local business if me-
dia cross-ownership regulations are loosened.
Unfortunately, he says, small and midsized ra-
dio operators could be forced to partner up and
grow bigger in order to go head to head with
media giants hellbent on increasing reach and

market share.

JACOBS/See Page 34

Jacobs

—_— -

Gorman .Ioms Gold
" Circle As SVP/GM

Gold Circle Entertainment has
named Tom Gorman Sr. VP/
GM at the
Gold Circle
Music Label
Group. Based
in Los Angeles
and reporting
to Gold Circle
Entertainment |
President/CEOQ |
Rob Dillman, |
Gorman will
oversee mar-
keting and sales efforts for the
music group, as well as daily la-
bel operations.

“Tom is a very experienced
and dynamic record executive,”
Dillman said. “His love of music
and knowledge of the business,
combined with his impeccable

Gorman

GORMAN/See Page 16
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Grammy Goodness'

Top winners at the Grammy Awards last week flash their trophies back-
stage at the Staples Center. Clockwise from top left: Alicia Keys hugs four
Grammys, including one for Best New Artist; Pink, Christina Aguilera and
Mya display their awards for Best Pop Collaboration; U2's Edge, Adam
Clayton, Bono and Larry Mullen Jr. collect their Record of the Year honors;
and Nelly Furtado poses with her Best Female Pop Vocal award.

DOJ Set To Oversee All Media Mergers

B But Hollings, consumer groups oppose plan

By MoLLIF ZEGLER
R&R WASHINGTON BUREAU
mziegler@rronline.com

Anti-trust regulators at the
Department of Justice and the
Federal Trade Commission an-
nounced on Tuesday new plans
1o restructure merger-agreement
oversight on an industrywide
basis, ceding all media, enter-
tainment and telecommunica-
tions issues to the DOJ. Cur-
rently, the two regulatory agen-

By JikHREY YORKE
R&R WASHINGTON BUREAU CHILF
yorke @rronline.com

For years XM Satellite
Radio and Sirius Satellne Ra-
dio have been telling [
terrestrial broadcast-
ers, investors and the
FCC that their digi-
tal-quality, subscriber-
based service would
not include local pro-
gramming or inserts
and that they needed
terrestrial repeaters (o
fill in satellite-cover-
age gaps.

Terrestrial broad-
casters, led by the NAB, have
long feared that those repeaters
would be used to deliver spe-
cific local programming. The
NAB said this week that it
has found evidence that XM

NAB: XM Patent Allows Local Service

B XM counters that patent is routine procedure

could be heading in that di-
rection: The satcaster was
granted a patent on Feb. 12
for technology that could help
it deliver local pro-
gramming.

In a blistering four-
page letter to the
FCC, dated March 4,
the NAB said XM’s
patent was for a process
specifically designed
to allow terrestrial re-
peaters to “provide
geographically tar-
geted broadcast data,
such as weather, sports
scores, advertisements and the
like.” The NAB contends
that, while XM has been tell-
ing the FCC that it needs the

XM/See Page 17

cies share jurisdiction over all
mergers. with individual deals
assigned to the agency seen as
having more expertise.

Asst. Atomey General Charles
James and FTC Chairman Timo-
thy Muris said that they signed the
agreement in order to speed up the
clearance-dispute process and allow
agencies to allocate resources in a
more efficient manner. An FTC

D0J/See Page 17
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Bubba Innocent
0f Animal Cruelty

By ApAM JACOBSON
R&R RADIO EDITOR
ajacobson@ rronline.com

It took al-
most one year
k| for the state of
Florida (o have
| its day in court
to try to prove
that WXTB (98
Rock)/Tampa
morning host
28 Bubba The
Love Sponge
Clem, producer Brent Hatley
and two others violated the
state’s animal-cruelty laws when
a wild boar was slaughtered live
on the air in February 2001. But
it took a Tampa jury less than
two hours to decide that the four
were not guilty of the charges.

The jury’s decision came Feb. 28

BUBBA/See Page 16

Clem

Fall 2001 Arbitron results from all markets: www.rronline.com
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IMPACTING MODERN AND ACTIVE ROCK
MARCH l11th & 12th

PENAL CODE: 423-78 . o s

SRD STRIKE

' THE FIRST SINGLE FROM 3RD STRIKE’'S DEBUT ALBUM “LOST ANGEL”

NO LIGHT

»

\ COULDN'T WAIT: "
1A, KRXQ, WLZR, WLUM, WNOR, WTFX, WWVV &

“They’re like a dmlerhﬁarder rockin’ Linkin Park. This record is perfect{€
on in rock right now, sounds awesome on the radio.
| think with their touting efforts and fan sensibility they will break through!”
- Pat Martin, PD KRXQ

hat is going

Performing On ESPN’s Action Sports and Music Awards April 16, 2002!
With Red Hot Chili Peppers and X-Ecutioners featuring Linkin Park

Performing at World Ski & Snowboard Festival in Whistler April 19!
On Tour EVERYWHERE!

FEATURED IN THE TOUCHSTONE / ESPN IMAX FILM "ULTIMATE X" @I 2 2OLLY WY

PRODUCED BY MUDROCK. MIXED BY CHRIS LORD-ALGE NEoar
MANAGEMENT. TIGHTEN IT UP ENTERTAINMENT/STEWART TEGGART JRDSTRIKBBAND.(

. L ©2002 KO .LYWOOD RECOR
www.americanradiohistorv.com 1
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Ryan Becomes GM |
KMPC/Los Angeles

Sporting News Radio’s KMPC-
AM/Los Angeles has named John
Ryan GM. Ryan replaces Nancy
Cole. who recently exited the sta-
tion.

Ryan joins KMPC following three
years as VP/Market Sales Manager
for Hispanic Broadcasting’s L.A.
stations. His Los Angeles market
experience also includes a decade at
KKBT and KCMG. where he
served in a number of positions be-
tween 1989-99, and three years with
KROQ. where he was an AE from
1986-89.

“John knows the L.A. market-
place inside and out.” said John
Cravzns. Sporting News Radio’s

RYAN/See Page 16

Anthony Appointed
WWS0/Norfolk PD

Dave Anthony has been named
PD for Barnstable Broadcasting’s
WWSO0 (Oldies 92.9)/Norfolk,
which segued from Urban Oldies in
December. Anthony was previous-
ly PD at WSOX/York, PA.

“I'm excited abdut the opportuni-
ty ahead,” Anthony said. “The mar-
ket is ready for a great Oldies radio
station, and that’s what we plan to
give it. Barnstable Broadcasting is
a company I’ve admired for a long
time. I look forward to leading Old-
ies 92.9 to the same kind of success
we’ve enjoyed in Central Pennsyl-
vania”

In addition to programming Old-
ies WSOX, Anthony’s 24-year ra-
dio career includes stints at WQXL/
Ann Arbor, MI and the former
WKIX/Raleigh-Durham. He begins
his new duties on March 11.

Wilson Geis Promo
Duties At Motown

Motown Records has tapped
James Wilson as Sr. National Di-
— rector/Promo-
tion. Based in
Dallas and re-
porting to Sr. VP/ |
Marketing & Pro-
fotion Michael
Johnson, Wilson
will assist in su-
pervising field
staff and manag-
ing promotion
and marketing
campaigns.

Prior to joining Motown Wilson
was a Promotion Director for Inter-
scope Records for the Carolinas re-
gion. He began his music-industry
career at Arista Records as a Direc-
tor/Promotion in the Carolinas and
Southwest regional markets.

Wilson

[ CIRCULATION:

NEWS DESK:

i R&R ONLINE SERVICES:
ADVERTISING/SALES:
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moves.

CRS 33 brought Country radio’s elite into Nashville last week for more
than 50 educational sessions and dozens of performances by coun-
try stars and new artists. Among the week’s special surprises: an ap-
pearance by ZZ Top at RCA Label Group'’s cruise aboard the Gen-
aral Jackson showboat. Dusty Hill, Frank Beard and Billy Gibbons per-
formed with RLG artists who appear on the upcoming CD Sharp
Dressed Men: A Tribute to ZZ Top. Here, the ZZ trio show Arista/
Nashville's Kix Brooks and Ronnie Dunn — recipients of the Country
Radio Broadcasters’ 2002 Humanitarian Award — their world-famous

It's The Pitts For Froggy

Culminating two years of effort,
Keymarket Communications has
moved the tower of Country
WOGI (Froggy 98.3)/Charleroi,
PA to downtown Pittsburgh. The
move gives Steel City its second
FM Country outlet.

Commenting on the move-in,
Keymarket President Gerald Getz
said, “We are delighted at the oppor-
tunity to serve the 1 million people
of Allegheny County. This all-new
Pittsburgh station will complement
the rest of the Froggy stations
thrcughout the region. We expect to
employ up to 30 people by the end
of cur first year in operation and to
house everyone, including the cor-
porate office, at a new facility.”

Keymarket VP/Programming
Frank Bell said, “Froggy 98.3 is all

B Keymarket moves Country WOGI into Pittsburgh

about having fun while listening to
the radio. That means long, com-
mercial-free music sweeps every
hour, plenty of chances for local lis-
teners to win money, and entertain-
ing local personalities who love to
get out and meet people in the com-
munity.”

WOUGI celebrated the move to its
new home with 10,000 songs in a
row and $1,000 in cash after every
1.000 songs. The promotion is host-
ed on-air by longtime Steel City per-
sonality Jimmy Roach, who will
anchor the station’s morning show.

Country WOGI was previously a
simulcast with the company’s
WOGG, with Matt Allbritton as
PD. Allbritton remains PD of
WOGI, and a search for a new
WOGG programmer is underway.

Taylor Tapped As WMC/Memphis PD

Chris Taylor has been named PD
of Infinity’s Hot AC WMC-FM/
Memphis. He was most recently
OM for Flinn Broadcasting’s cross-
town CHR/Pop WKSL (now CHR/
Rhythmic WYYL) and CHR/
Rhythmic KXHT. Taylor fills the
spot vacated by Steve Kelly, who
resizned.

“Hiring Chris is a very positive
move for the radio station,” VP/GM
Tary Wood told R&R. “He brings
greet expertise to the heritage AC in
the market. The staff has already
taken to his leadership ability very
enthusiastically.”

> @

310-788-1625  310-203-8727
310-788-1699
310-788-1675

310-203-9763
310-553-4056
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newsroom @ rrenline.com
jil@rronline.com

hmowry @rronline.com

Taylor said, “My goal is to refo-
cus the sound of the station and give
it an updated and improved sound.
I’m proud to be the team leader of
a strong group of marquee air tal-
ent who are the best in the city and
have been with the station for many
years.”

Taylor’s background includes po-
sitions as Asst. PD/MD at WHPT/
Tampa; PD at WXLK/Roanoke,
VA; and MD at WAVA/Washington.
He’s also been on-air at WRQX/
Washington, WBMW/Washington,
WNVZ/Norfolk and WRVQ/Rich-
mond.

'HOW TO REACH UJS RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD;, THIRD FLOOR, LOS ANGELES, CA 90067

<
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Cl. Channel Takes WHCN To ‘The River’

After 32 years in the AOR and Classic Rock arenas. Clear Channel’s
WHCN/Hartford flipped on March 1 from Classic Rock to what PD Tom
Bass calls a Classic Hits-Rock AC hybrid as “Rock Hits — The New River
105.9.” Current artists now heard on the station include The Goo Goo

Dolls, Staind. Dido, Train and Incubus.

“Our goal is to be Hartford’s uptempo work choice. and so far feedback
from the flip has been incredible,” Clear Channel VP/Market Manager Pau-
la Messina said. “Given the significance of the Connecticut River and Hart-
ford’s Riverfront Recapture program, The New River 105.9 means more

than just a style of format.”

Clear Channel also owns Sports WPOP, CHR/Pop WKSS, Alternative
WMRQ and Country WWYZ in the market. WHCN tied for eighth in the
winter 2002 Phase One Arbitrends with a 4.1 share and was ninth in the

fall 2001 Arbitron book with a 3.7.

Rafter To PD At WJLK/Monmouth-Ocean

Jeff Rafter has been appointed PD
of Nassau Broadcasting Partners’
Hot AC WJLK/Monmouth-
Ocean. He was previously PD/air
talent at Nassau’s WNJO/Trenton,
NJ. He replaces Mike Kaplan, who
left to program KRBZ/Kansas City.

“I was OM of WILK-AM back in
the early "80s, and I'm really excit-
ed to be heading back home to
WILK-FM,” Rafter told R&R. “I'm

| looking forward to joining a market

L Phone

310-553-4330
202-463-0500
615-244-8822

615-248-6655

leader with a fantastic staff. Our
product is well-focused and well-
branded. Since we are sandwiched
between New York and Philadel-
phia, the audience is accustomed to
hearing great radio. My focus will
be to keep us sounding great local-
ly, with a polished, major-market
sound. Anything less just won’t
do.”

RAFTER/See Page 16
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Radio Business

Saga CEO: Consolidators Are Having ‘Acid Reflux’

W Regent sees ‘penlight’ at end of tunnel for economy

By Jor Howarp
R&R WASHINGTON BUREAU
Jjhoward@rronline.com

aga Communications held its

Q4 conference call on Tues-

day moming, and the conversation
swung from the company’s Q4 and
fiscal year 2001 financial data to
how Saga is being approached by
other broadcasters for acquisitions
and how Saga President/CEQ Ed
Christian is frustrated by how little
financial data is available in his
company’s markets.

During the call with investors
and analysts, Christian said that
some broadcasters are having
“acid reflux because they’ve eaten
too many stations too fast” -— and
that he has received unsolicited
offers over the last two weeks from
broadcasters impressed by Saga's
balance sheet and eager to sell.
Christian said, “People have sud-
denly realized that perhaps they
waited too long and that they have
to do something.” He added, “Their
choices are a fittle bit limited, if you
really look around.” Though he said
it is too early to discuss any de-
tails, Christian called the situation
“avery intriguing tum of events, and
in our favor.”

In Q4 Saga’s radio division
watched its revenue dip 3%, to
$23.7 million, while broadcast cash
flow deciined 11%, to $8.7 million.
On a same-station basis, radio rev-
enue declined 8% and BCF de-
clined 12%. On a pro forma basis,
radio revenue slid 9%, to $23.7
million, and BCF slipped 15%, to
$8.7 million. The company as a
whole saw after-tax cash flow im-
prove 3% in Q4, to $6.5 million, or
38 cents per share. Q4 net income
declined 11%, to $2.4 million, or 15
cents per share.

For the full year, Saga's radio
division operating revenue grew
4%, to $93 million, but BCF slid 1%,

to $34.7 million. Same-station ra-
dio revenue and BCF both fell 2%.
On a pro forma basis, radio rev-
enue dropped 2%, to $94.2 million,
and BCF fell 5%, to $34.9 million.
Saga’s netincome for 2001 fell 1%,
to $8.6 million, or 51 cents per
share.

During the call Christian la-
mented how scarce market rev-
enue data has become, making
comparisons difficult. He said that
accountants Hungerford Aldrin
Nichols & Carter and Miller Kaplan
Arase & Co. have “wigged out” be-
cause of stations that no longer
provide revenue data, and his com-
pany is increasingly unable to ob-
tain reliable revenue-share com-
parisons. After noting that Citadel
doesn't report in Portiand, ME, and
only two companies report in Des
Moines, Christian said, “For us to
get our hands around how indi-
vidual markets performed is be-
coming increasingly difficult.”

Christian also defended his
company after Wachovia Securi-
ties analyst James Boyle pointed
out that, according to the RAB, the
overall industry posted a 7% de-
cline in same-station revenue while
Saga posted a 9% decline. (Boyle
noted that Saga has outpaced the
industry in the past.) Saga CFO
Samuel Bush called the RAB's
numbers “surprising” and said
Saga outpaced every market
where either Hungerford or Miller
Kaplan operates. Late Tuesday
Boyle reiterated his “buy” rating on
SGA stock at a target price of $24
per share. It closed at 21.50 in
Tuesday’s trading.

Regent Looks For
Turnaround
egent Communications
COO Bill Stakelin may have
wanted more out of the company’s
Q4 and FY2001 financial results,

but he said there’s “a penlight at
the end of the tunne!l” for Q1 and
for a possible turnaround this year
of the industry’s frail financial state.
“Hopetully,” he said, “as we go to
Q2 we can at least get a light
equivalent to a good household
flashlight. By the end of the year
we hope that a train with a full light
will be roaring out of the tunnel to-
ward a healthy economy.”

As for the just-ended quarter
and fiscal year, Regent missed
Wall Street estimates and posted
increased losses. The company re-
ported a $2.2 million loss, or 6
cents per share, compared with a
$1.3 million loss, or 4 cents, in Q4
2000. Thompson Financial/First
Call told R&R that UBS Warburg's
Chris Dixon — the only analyst to
provide estimates for Regent —
had forecast a 1 cent profit.

Regent's Q4 net revenue
dropped 4%, to $13 ?m while
BCF decreased 29%, to $3.4 mil-
lion; the company attributes the
decrease to “as planned” invest-
ment spending on its developing
radio properties. Q4 EBITDA de-
clined 32%, to $2.3 million, and
after-tax cash flow was $1.6 mil-
lion, or 5 cents per share. On a
same-station basis, revenue —
excluding barter — slid 9% and
BCF declined 18%. On a pro forma
basis, netrevenue fell 7%, to $15.1
million, and BCF slid 31%, to $4
million.

Despite higher revenue, Regent
posted a loss for FY2001. Full-year
net revenue increased 22%, to
$53.7 million, and BCF grew 9%,
to $15.2 million. EBITDA improved
10%, to $10.3 million, and ATCF
was $7.1 million, or 20 cents per
share. But the company posted a
netloss of $1.7 million for the year,

EARNINGS/See Page 17
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L‘Iear channel Farms Musn: TV Venture

lear Channel has joined with RLR Productions to form Music Mu-

sic Entertainment. The joint venture between Clear Channel
Entertainment’s TV division and RLR — a TV company headed by record
producer Phil Ramone, music-industry vet Chip Rachlin and TV writer-pro-
ducer David Leaf —will produce music-based TV programs. M2E's first project
in the two-year deal will be a 50th Anniversary of Rock and Roll special.

FGC Actions

he request by Michael Rice, a convicted sex offender whose licenses

have been revoked by the FCC, for the commission to review its Oc-
tober 2001 order to shut down his seven stations in Indiana and Missouri
has been denied. “It don't mean a thing,” Rice told R&R. “The case has
been out of the FCC's hands since last year.” He was referring to his
pending case in a Washington, DC appeals court that seeks a reversal of
the license revocations based on Rice’s assertion that the FCC never
considered that his then-untreated mental illness was what led him to
have sexual relations with teenage boys. Rice was convicted on several
felony sex charges, leading the FCC to deem him unfit to be a licensee.
While Rice and the FCC agree that Rice’s attorneys never presented the
mental-illness issue at Rice’s initial hearing, the commission called the
issue an “unsuccessful legal argument.” Rice’s attorney Brian DeBoyce
disagrees, saying that Rice previously had “ineffective assistance of coun-
sel” and that the matter should be remedied in view of the repercussions
of “taking away everything [Rice] has.”

*The FCC has red-flagged Clear Channel's pending acquisition of
WDAK-AM/Columbus, GA. The commission wants to take a closer look
at the deal because of concerns over ad-share concentration and market
share. Clear Channel already owns seven of the 19 stations BIA lists in
the Columbus market.

* Abundant Life must forfeit its Hattiesburg, PA construction permit,
the FCC has ordered, because the company did not submit its final auc-
tion payment. The commission rejected ALI's argument that a pending
U.S. Court of Appeals case — in which the loser in the auction for the
permit, Unity Broadcasting, wants ALI's win overturned — should excuse
ALl from paying, because the FCC's auction policies state that applica-
tions that are attacked won't be considered for final action until all peti-
tions against them are resolved. But the FCC countered that the policy
doesn’t excuse an auction winner from making its required payments.
The commission refused ALI's request for an extension on the payment
and told Unity that if it submits 20% of its previous high bid, it will be
awarded the Hattiesburg CP.

R&R Stock Index

This weighted index consists of all publicly traded companies that derive
more than 5% of gross earnings from radio advertising.

Change Since

3102 2/22/02 3/1/01 2/22/01 2/15/02-2/22/02

R&R Index 240.04 239.03 249.76 -3.9% 4%
Dow Industrials 10,368.86  9968.15 10,450.14 -8% 4%
S&P 500 1,131.78  1089.84 1241.23 -8.8% 3.8%
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Today's level of fierce competition demands that you prominently display your name every chance you get (location broadcasts, concerts, station spon-

sored autograph sessions, etc.). With theft, vandalism and loss, it becomes a costly proposition to continuously replace expensive signs and banners

costing hundreds of dollars,

Roll-A-Sign™

offers a better way. 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 display 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 for an affordable price,

UV stabilized plastic won't fade indoors or outdoors,

Simply FAX your logo and color separation information

for a free price quote.
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Radio Business

DEAL OF THE WEEK

o WRMF-FM/Palm Beach
(W. Palm Beach-Boca Raton), FL

$70 million

Stations Traded This Year:

Stations Traded This Quarter:

2002 DEALS TO DATE

Dollars to Date:

$343,071,911

(Last Year: $3,860,248,556)

Dollars This Quarter: $343,071,911

(Last Year: $2,202,699,600)

114

(Last Year: 1,054)

114

(Lasr Year: 343)

TRANSACTIONS AT A GLANCE
All transaction information provided by
BIA’s MEDIA Access Pro, Chantilly, VA.
¢ KBYR-AM/Anchorage, AK $270,000
* KPMO-AM/Mendocino, CA $100,000

® KMJC-AM/Mount Shasta and KSYC-AM/Yreka $300,000
* WWKQ-FM/Kissimmee (Orlando), FL $1.5 million

°* WEGY-FM/Pana, IL $950,000

e KCBZ-FM/Cannon Beach, OR Undisclosed
® WVGN-FM/Charlotte Amalie, St. Thomas, VI Undisclosed

® KUKN-FM/Kelso, WA Swap

¢ KLYK-FM/Longview, WA Swap

 Palm Beach Broadcastmg Buys WRMF

L1 Heritage West Palm Beach Hot AC sells for $70 million; Clear Channel acquires Columbus, GA duo

Florida

WRMF-FM/Palm Beach
(W. Palm Beach-Boca
Raton)

PRICE: $70 million

TERMS: Asset sale for cash
BUYER: Palm Beach Broadcast-
ing LLC, headed by President
Michael Cutchall. No phone listed.
It owns no other stations.

SELLER: James Crystal Enter-
prises, headed by President Jim
Hilliard. Phone: 561-868-1100
FREQUENCY: 97.9 MHz

POWER: 100kw at 1,348 feet
FORMAT: Hot AC

COMMENT: Grant Hill Equity Part-
ners, which has interests in Dame
Broadcasting and Equity Communi-
cations, and Steven Gormley and
Christopher Busby are all equity part-
ners in Palm Beach Broadcasting.

Clear Channel/Solar
Broadcasting
Transaction

PRICE: $2.73 million
TERMS: Asset sale for cash
BUYER: Clear Channel Communi-

cations, headed by Radio CEO
Randy Michaels. Phone: 859-655-
2267. It owns 1,212 other stations,
including WMLF-AM, WPNX-AM,
WAGH-FM, WBFA-FM, WGSY-FM &
WVRK-FM/Columbus, OH.
SELLER: Solar Broadcasting Co.,
headed by President Allen Woodall.
Phone: 706-596-5100

COMMENT: Cumuius originally
agreed to purchase these stations but
pulled out of the deal. As a result,
Solar is selling the stations directly
to Clear Channel.

Alabama

WSTH-FM/Alexander
City (Columbus, GA)

FREQUENCY: 106.1 MHz
POWER: 86kw at 981 feet
FORMAT: Country

Georgia

WDAK-AM/Columbus
FREQUENCY: 540 kHz
POWER: 5kw

FORMAT: Sports

KBYR-AM/Anchorage
PRICE: $270,000
TERMS: Asset sale for cash

BUYER: Cobb Communications
Inc., headed by President Thomas
Tierney. Phone: 907-243-6027. It
owns no other stations.

SELLER: Northern TV Inc., headed
by VP Jerry Bever. Phone: 907-273-
3170

FREQUENCY: 700 kHz

POWER: 10kw

FORMAT: Country

e e g e et
|Fresesrareney i R g
i e : i
i N A i

KPMO-AM/Mendocino

PRICE: $100,000

TERMS: Donation

BUYER: JPR Foundation Inc.,
headed by Exec. Director Ronald
Kramer. Phone: 541-552-6301. it
owns two other stations. This repre-
sents its entry into the market.
SELLER: Four Rivers Broadcast-
ing Inc., headed by President John
Power. Phone: 480-488-2596
FREQUENCY: 1300 kHz

POWER: 5kw day/77 watts night
FORMAT: News/Talk

COMMENT: Four Rivers Broadcasting
is donating KPMO to JPR Foundation.
The fair market value of the donation
is estimated to be $100,000. JPR will
also be purchasing some of the equip-
ment used to run the station from Four
Rivers for an estimated $25,000.

KMJC-AM/Mount Shasta
and KSYC-AM/Yreka

PRICE: $300,000

TERMS: Asset sale for cash
BUYER: JPR Foundation Inc.,
headed by Exec. Director Ronald
Kramer. Phone: 541-552-6301. it
owns two other stations. This repre-
sents its entry into the markets.
SELLER: Four Rivers Broadcast-
ing Inc., headed by President John
Power. Phone: 480-488-2596
FREQUENCY: 620 kHz; 1490 kHz
POWER: 1kw; 1kw

FORMAT: News/Talk; News/Talk
COMMENT: The value of each sta-
tion has been placed at $150,000. In
each case, $15,000 will come from
escrow. The remaining $270,000 will
be paid in cash at closing.

WWKQ-FM/Kissimmee
(Orlando)

PRICE: $1.5 million

TERMS: Asset sale for cash
BUYER: Concillio Mision Cristiano
Fuente de Agua Viva, headed by
President Rodolfo Font. Phone:
787-750-4090. it owns two other sta-
tions. This represents its entry into the
market.

SELLER: Hispanic Broadcasting
System, headed by President Idalia
Arzuaga. Phone: 787-895-2725
FREQUENCY: 89.1 MHz

POWER: 1kw at 535 feet
FORMAT: Misc.

WEGY-FM/Pana

PRICE: $950,000

TERMS: Asset sale for cash
BUYER: The Cromwell Group,
headed by President Bayard Walters.
Phone: 615-361-7560. It owns 18 other
stations. This represents its entry into
the market.

SELLER: Miller Media Group,
headed by President Randal Miller.
Phone: 217-824-3395
FREQUENCY: 100.9 MHz
POWER: 4kw at 384 feet
FORMAT: Country

KCBZ-FM/Cannon

Beach

PRICE: Undisclosed

TERMS: Unavailable

BUYER: Entercom Communica-

tions, headed by President/COO
Continued on Page 17

Contemporary Christian music program with
drtist interviews hosted by Dave Tucker.
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' FREE!
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Powerline
Adult Contemporary Music

MasterControl
Magazine Style Format

Country Crossroads
Country Hits and Interviews

The Baptist Hour

Contemporary Christian Music

:60 Features
Family, Health & Fitness

FamilyNet

6350 West Freeway

Fort Worth, TX 76116-4511
800-266-1837
www.FamilyNetRadio.com
email: info@FamilyNetRadio.com
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"RadioVoodoo gives my audience a voice in our
programming. The listeners love it!"

- Oedipus, Program Director,

WBCN/Boston

"It is very important to stay connected to our
audience. RadioVoodoo lets me do just that.”

- Robert Scorpio, Program Director,
KKBT/Los Angeles

To learn more,
visit www.radiovoodoo.com,
or contact Liz Laud / 800.798.5663
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and the winner is....

We’'re moving to Merv Griffin’s

RR convention:

world-famous Beverly Hilton Hotel,
0 0 E located in Beverly Hills, California!

Home to * The Golden Globe Awards,

The Beverly Hilton Hotel

w Beverly Hills, California ¢ * The ASCAP Pop Music Awards,

June 13-15 [ S———

And Now....

' The Radio and Records Industries’ No. 1 Event!
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TOP TIPS FOR TRAINING YOUR TROOPS

B RAB2002 showcases sales techniques

Here’s a polent statistical com-
bination: Sales consultant Sean
Luce calculates that annual
seller attrition or turnover runs
as high as 80% to 90%. But that’s
no surprise, if you also consider
his observation that 95% of
salespeople do no upfront re-
search before picking up the
phone. And hitting the target is
even harder when it's moving:
The RAB estimates that, for
various reasons, radio stations
typically lose 15%-30% of their
account base every year. Conclu-
sion? Sales training, including
time-management and priority-
setting skills, must be the mantra for any station
intent on delivering results. This week we provide
“executive summaries” of some RAB2002 sales-train-
ing sessions — with information you can put to use
right away.

By Jeff Green

Executive Editor
Jjgreen@rronline.com

JEEF
| GREEN |

SELLER ORGANIZATION AND MANAGEMENT

What are the most common weaknesses of new
salespeople? Here are the recommendations — gleaned
from his experience teaching 600 developing AEs at the
RAB’s Radic Training Academy in 2001 — of RAB Exec.
VP /Services Mike Mahone.

* Don’t assume what sellers know. Conduct
knowledge-skills assessments on an individual basis.

* Make in-house training a priority.

¢ Get out from behind your desk and go out with
AEs on sales calls.

¢ Invest in as much outside training and coaching as
vou can afford. Make sure that the salespeople know
vou care more about them than about any individual
sale.

Most new AEs don’t know how to manage the
workday and will need help. Ofzer your salespeople
these guidelines:

1. Know how much money to ask for each day.
Teach AEs to calculate, from their bwn average closing
ratio and your company’s commission structure, how
many dollars to ask for each day to reach their financial
goals. Mahone says, “It's amazing how salespeople’s
perspective will change in terms of budgeting and goals
when you're talking about their goals and not yours.”

An AE who wants to earn $60,00C a year and has a
25% closing ratio may need to ask for as much as $1.6
million in business, but an amount like that may
mntimidate a new AE. To put it into perspective, show
the AE how much money is being spent on advertising
in your market every year.

2. Provide prospecting tools. Instead of call lists,
which sellers hate, develop prospecting systems to help
AFs stay focused and to help you track their activities.
Mahone suggests a daily prospect planning sheet, cre-
ated one to two weeks in advance, that includes the
following elements:

¢ Name of the account

¢ Client-needs analysis

¢ Type of presentation (verbal, written, PowerPoint,
etc.)

* Type of marketing plan (spot package, promotion,
etc.)

¢ Dollars to ask for

¢ Presentation results

¢ Followup action plan

From the RAB, your sellers can use “Private Eye”
target reports, which index, by format preference,
listeners” likelihood of purchasing virtually every
possible productand service; the “RAB Top 40 Category
Chart,” which details, month by month, when busi-
nesses generate their revenue; and “RAB Voicetrack,”
which shows how much money is being spent in
newspaper, radio and television by various categories
of business (“Voicetrack” isnot available in all markets).

The local library can also be a great prospecting tool.
Experts say local newspapers generate three to five
times the revenue of local radio. Teach your sellers to
use the library’s microfiche system to see where
newspaper advertisers were spending their budgets
nine months ago. That gives them three months to work
on those accounts.

Give your sellers a scoring system to rate each of
their immediate prospects by the following criteria,
giving one point for “poor,” two for “good” and three
for “great”:

* Station-customer match

¢ Advertising frequency

¢ Co-op vendor support

¢ Monthly ad spending

¢ Industry growth potential

¢ Gross monthly sales

¢ Local market competition

* Access to local decisionmaker

Those prospects that score 21 or higher are excellent,
those scoring 16-20 are good, and those that score 15
points or lower should goona “C” list, meaning they are
not likely to become priorities.

3. Teach sellers how to conduct a client-needs

TEN TIPS FOR A SUCCESSFUL
SALES MEETING

One major factor in the development of top salespeople
is productive sales meetings. Here’s a list of sales
meeting tips, furnished by Luce Performance Group’s
Sean Luce, RadioActive Sales Development Services’
Frank Kulbertis and radio sales and management
consuitant Irwin Pollack.

1. Make it simple: Cover a maximum of three subjects
in 45- to 60-minute meeting.

2. Make it relatable: Tell real-life stories, and use role-
playing to demonstrate techniques.

3. Make it entertaining and memorable: Play Family
Feud, Jeopardy or $25,000 Pyramid.

4. Half of each weekly sales meeting should be
dedicated to training, including one-to-one sessions on
how to plan the workday.

5. Bring in local businesspeople to talk about their
companies.

6. Let sales reps lead a meeting. Get them involved in
the sales-training process. Let them present a 20-to-30-
minute lesson on something they’re passionate about.

7. Set 15-minute daily individual sales meetings, with
daily call sheets. Offer supplemental video- and
audiotapes.

8. Take one to two days each quarter off the street for
an off-campus retreat.

9. Teach sellers to learn to love rejection and to
understand that a 25% success rate is typical.

10. Focus your meetings on accountability and on
developing a selling consciousness.

TEN TEGHNIQUES OF TOP
MANAGEMENT COACHES

Radio Mentor Inc.’s Dave Van Dyke points out that a
good coach balances task issues and people issues. in
an RAB2002 session on strengthening coaching
techniques, Van Dyke offered valuable tips to lead
others to achieve their top performance.

A great coach:

1. Invests time in coaching, but is a doer too

2. Maximizes resources available to the staff

3. Is future-focused

4, Works with others to develop goals and plans for
achieving them

5. Prepares written goals that show clear expectations

6. Provides positive and negative feedback to let
employees know where they stand

7. Delegates but doesn’t dump, provides support and
is attentive to all workplace matters

8. Understands that you can’t do everything yourself

9. Thrives on working with employees, exchanges
feedback, takes interest in employee careers and has
pride in the staff.

10. Practices technical competence

analysis and create an effective presentation. Clients
no longer have time for the old-fashioned “consultan-
cy sell interview,” where salespeople harvest basic
information about the client’s business. Teach your
sellers how to use the RAB’s “Product Client Files”
reports, which track 340 business categories. AEs
should check the yellow pages to learn their pro-
spects’ competitive situations. For retail prospects,
teach sellers how to walk a store and look for co-op
opportunities the business may not be using.

When meeting with a prospect, sellers should
remember that “It’s not what you say, it’s what you
ask.” In other words, they should ask informed
questions that convey the message “I took the time to
learn about your business before coming here.” Ask
as many questions as it makes sense to ask. Typical
salespeople ask about five questions, but the idea is to
“go long and go deep” with followup questions that
no one else may have bothered with but that may
reveal a prospect’s “hot button.”

Mahone says he’s found that most sellers don't
have good presentation-writing skills. Offer to send
your sellers to a writing class. Help them produce
client-focused, benefit-driven proposals. The RAB
offers its online PROposal Wizard as a resource, but,
however it’s produced, a good proposal will include
the following elements:

¢ An understanding of the prospect’s marketing
objectives

* An analysis of the prospect’s competitive
advantages and disadvantages

¢ Consumer research that shows why people are
buying the product you want to help your prospect
sell

¢ If the prospect is using other media, information
on how they can reallocate resources to achieve ob-

jectives )
Continued on Page 13
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B Meet the 30-year long rider of the Texas radio range

Originally from Ft. Worth, Clear Channel Re- Group W hired me in January 1988 to run KODA- My favorite album of all time
gional VP/Market Manager, Southwest Central FM/Houston, its flagship FM. I worked there 10 is....

Dusty Black has long represented the iconic yearsas VP/GM and then, in 1994, became Region- “I love Alan Jackson’s
image of the Texas frontiersman, from his early al VP/GM and oversaw the Southwest or, more  {juder the Influence, plus any-
days as a solitary salesman for an overlooked accurately, the 'I-10 region’ for SFX Radio, includ- thing by Willie Nelson.”

FM to, today, traversing many long miles to ing Jacksonville, Dallas, Houston, Tucson and San
keep co-owned stations on track. Whether tend-  Diego. In 1998, after SFX was sold to Capstar, Steve
ing 24 stations throughout his territory or work-  Hicks and John Cullen asked me to come work for
ing on his 350-acre cattle ranch on weekends, them again and run Austin and the South Central
Dusty continues to ride the range to make sure part of Capstar.”

everything is running smoothly. Congrat-
ulations!

I'm most proud of....
“I've had a great career working with some
wonderful people, but it would have to be KODA-
FM  (Sunny 99.1)/Houston, building it from
Beautiful Music into one of the premier radio
r' stations in America. When I first got there, I had
CLEARCHANNEL the chance to work with all the great Capstar

5_4 [and, later, AMFM] executives. A lot of the
RADIO people there are still very good friends,

including [Clear Channel Sr. VP/South Central
Region] John Cullen, whom I work for now.”

What was your first job in broadcasting?

“I graduated from Texas Christian University
in 1970 with a degree in radio, TV and film. My  Career highlights:

real interest during college was to get into the “Working at KBOX-AM in the early days. It was )
sports side of the business, either in the pro- one of the first ‘modern Country’ stations, very You'd besurprised to know that....
duction side or on-air. But whenIgot outof school  current, with Top 40 DJs. [ remember when Alabama “When Iwasa younger kid, [ had a reputation for

and started looking for ajob, I feltaninterestinthe  were on a local Dallas label and they used to come by being a bit of a ruffian. As a second-generation
sales side — I'm not really sure why. Everyone  to talk with us. Our PD at the time, Jack Weston (later  Irishman, I've had some pretty famous barroom
told me I had to go to a smaller marketto getajob, of RCA Records), recommended to RCA’s Wayne brawls.”

butIreally wanted to work in Dallas and was very  Edwards that he give them a listen. There may have If I weren’t in the radio business, I'd probably be....

fortunate to get a job for a year at Beautiful Music  been other things that played into their getting “In the ranching business. I've got a working
KBOX-FM. I was the first salesperson the station  signed, but that was certainly a big part of it.” cattle ranch in Lampasas, out in the Texas hill
ever hired. country. It's a small operation, only 350 acres, but |

The most challenging aspect of being a GM is.... really enjoy it, and it’s not only been exciting and

fun for me, but great for my family. It’s a chance for
us all to get out and be together in a setting that is
very different from anything we’ve done before. It's
so basic in so many ways; the kids get to see how
things really happen. I work really hard out there,

“Back then KBOX-FM was just a throwaway,
but it had decided to build a staff. I was very
successful there and really loved the sales side.
But when I got the chance to move over to the
great KBOX-AM, I jumped at it and really fell in
love with Country radio. I worked there 14 years,

“Time management. In addition to having the
South Central region, I actively manage six radio
stations in Austin. You have to be on top of your
game and spend enough time with everybody to get
the job done.”

first as a salesperson for five years, then as GSM ~ Who have been your mentors? but it’s a great way to relax.”
and Asst. GM. “[Former KIKK/Houston GM] Craig Magee and  What does ranching offer you that your profession-
“After KBOX-AM I went to work for Gary [former Capstar President] Steve Hicks. They've al career doesn't?
Swanson at KKNG/Oklahoma City — my first been very instrumental in my career and great “As long as [ feed them, the cows love me — no
GM job. 1 stayed there two years, and then friends.” matter what my ratings are!”
k The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to jgreen @ rronline.com. )

Communication Graphics Inc.

The Premier Printer of Radio Decals Since 1973

Creativity. Quality. Reliability. Trustworthiness. These words describe
why more radio stations choose Communication Graphics for high quality
decal and static promotions than any other printer! Call today.

DECALS / BUMPER STICKERS / STATICS / SIGNAGE / FULL SERVICE DESIGN STUDIO

zGCommunication

BCile

=Graphics Inc

WHERE QUALITY STICKS

1765 N. JUNIPER, BROKEN ARROW, OK 74012
(800) 331-4438  WWW.CGILINK.COM

Qpie & Anthony

www.americanradiohistorv.com


www.americanradiohistory.com

Zx

5 R b st

a0

The Trustees of the Foundation of American Women in
Radio and Television invite you to celebrate quahty
programming by, for and about women at
the 27th Annual Gacie Allen Awards™ Gala.ﬁ

W e

Gracle Allen Awards™ Sponsorshlp and Gala Reglstratmn

Individual Tickets

0 Advance purchase (by 3/31) $200
Q AWET member .. .. .. .. $175
Q Tickets atthe door . .. ... ... .. $225

For more information, contact AWRT at (703} 506-3290.

Payment Information

4 Check/Monrey Order (payable to AWRTF)
QVISA O MasterCard 0 American Express

Card Number

Expiration Date

Signatura

Total Enclosed

Name

Title

Company

Full Address

ﬁWState/le N

Phone

Fax

For more information about sponsorship, contact Maria Brennan at (703) 506-3290.
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Sponsorship Opportunities

T President’s Circle | $10,000

» Ten VIP passes to the 2002 Gracie Allen Awards™
(one table)

» A full-page ad in the awards program

* Opportunity to distribute a promotional item at the
event

* Hecognition as a sponsor In press releases,
marketing collateral and on-site event signage

Q Producer | $7,500

* Six VIP passes to the 2002 Gracie Allen Awards™

s A full-page ad in the awards program

* Opportunity to distribute a promotional item at the
event

* Fecognition as a sponsor In press releases,
marketing collateral and on-site event signage

Q Director | $5,000

e Four VIP passes to the 2C02 Gracie Allen Awards™

* A half-page ad in the awards program

« Recognition as a sponsor In press releases,
marketing collateral and on-site event signage

Send with payment to
AWRT
1595 Spring Hill Road, Suite 330
Vienna, VA 22182
Fax: (703) 506-3266
Phone: (703) 506-3290
www.awrt.org
All proceeds benefit the Foundation of AWRT.

AMERICAN WOMEN -
IN RADIO & TELEVISION ) YEARS

www.americanradiohistorv.com
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One of the best things to

come out of the consolida-

tion of the radio industry is
the huge increase we’ve seen
in the size of the typical sales
staff. CBS Radio President
Dan Mason was quoted re-
cently as saying, “"When I fish,
I don’t work the pole, I work
the pond.” A Boston manager
says, "If you want to get more
oil, dig more holes.” Stated
simply, the number of sales
i| increases as the number of
| asks increases. And, since we
can only expect our sellers to make so many calls,
the only thing to do is increase the size of the sales
staff.

By Irwin Pollack

POLLACK

If you're at one of the few stations that hasn’t
increased its sales staff yet, I'd like to pose some
questions:

How many salespeople does the local newspaper
have, both for display ads and for classified? Do you
have more, fewer or the same number? Aren’t you
going after the same dollars?

While salespeople might complain, “I can’t make a
good living if you keep hiring,” have you ever deter-
mined the percentage of local businesses you have on
the air and the percentage of local businesses that you
don’t? Do the math.

WHERE TO FIND NEW SALESPEOPLE

Use unsold inventory to promote openings on your
station. Here's a script you might want to use:

At [station], we believe that people succeed when three
things happen: when they know what's expected of them,
when they know how to do what is expected and, finally,
when they have the desire to do it. Hi, I'm [Name], Sales
Manager at [station]. We've built [market]’s finest
advertising staff, and we’re looking for one additional
person to complete the team. If you are presently employed
as an advertising salesperson and are unsure of what the
future holds for you, or if you would be interested in making
a move, please call for a completely confidential interview.

The individual we choose must have experience in
outside sales, be computer-literate and, above all, must have
the desire to earn an above-qverage income. If you are that
person, call me right now. My number is [phone number].
Make a move for real success in 2002 and 2003. 1'm [Namze],
waiting for your call at [number]. We are an equal-
opportunity employer.

Some other approaches:

¢ Post an ad on an Internet recruitment site.

* Consider all the salespeople who call on you
potential sellers for your station. Think of each sales
presentation for office supplies, machinery or over-
night delivery services as an interview.

* Make presentations in schools and clubs, or even

SUPER-SHREWD RECRUITMENT,
INTERVIEWING AND HIRING SECRETS

* Usewantads. They work. Make sure the headline says
exactly what the job entails: “Sell Radio Commercials.”

* Seek referrals from your current staff. Offer a $500
reward for any referral that leads to a new hire who stays
six months or more.

¢ Promote your sales openings to out-of-town friends
and associates.

¢ Make contact with any troubled companies that may
be laying off workers. These companies have a moral
responsibility to try to place released employees.

* Rethink the role of the sales assistant. Make the
position an 11-month sales-training course. In the 12th
month, the assistant finds his or her replacement and
enters the sales world. Think of all the sales training
assistants get during their first year as they write copy and
design sales proposals.

¢ Design a second set of business cards that say on the
back, “Congratulations! You have just been recognized for
the excellent service I've received from you. If you are
interested in making a career out of providing above-
average customer service for high potential earnings,
please give me a call.” Give this card to great waiters and
waitresses, clothing salespeople or anyone who provides
excellent service.

SOME HOT INTERVIEW QUESTIONS

¢ What would you do if you didn’t sell anything for a
whole week?

¢ If you didn’t have set hours, what would your typical
workday be like?

* Another seller from our group keeps calling on your
accounts. What would you do?

¢ What are some things you'd like to avoid in a job.
Why?

¢ [s there anything missing in your current job that you
want from your next job?

¢ Ifyou had to focus on one sales strength, what would
it be?

¢ Identify the one area in which you have improved
most in the past year.

¢ Let’s talk about your decisionmaking abilities. How
quickly do you make decisions? Who do you defer to as a
counselor or adviser when you have to make a tough
decision? Are you more emotional or more logical when
you make decisions?

* Where’s your learning curve when it comes to e-
commerce?

¢ What kinds of training have you had in the last year?

* Have you ever gotten past a screener, assistant or
other gatekeeper who was trying to stop you?

¢ Think back to the boss or manager who has shaped
your career most. Tell me about that person.

¢ If we were to find a way to bring you onto the team,
what do you think we could expect to see, resultswise, in
the first three months you're here?

¢ How has your experience prepared you for this job?

¢ Give me an example of a situation where you did
something that was criticized, and tell me how you

SAMPLE EMPLOYMENT
AGREEMENT

Every new radio salesperson should be asked to sign an
agreement detailing the responsibilities of the position.
Along with the sample opening below, your employment
agreement should detail your company’s commission
structure, including how often commissions are to be
paid, a policy for when bills can’t be collected and any
special compensation arrangements for AEs who bring
in new business (and a clear definition of what new
business is). Of course, like any other employment
agreement, the sellers’ agreement should include your
company’s vacation policy and holiday schedule,
employee benefits and other information and guidelines
appropriate to your business.

Below is a sample opening for an employment
agreement for radio sellers:

Terms of your employment are as follows:

1. Effective [date], you will assume the full-time duties
of Account Executive. The office hours are [hours];
however, your commitment to successfully completing
the minimum requirements of your job may include night
and weekend hours, appearances at your own remotes
or promotions and meetings with clients away from the
station. It is required for you to do whatever it takes to
accomplish your goals first. In that capacity, you will:

a. Sell the required dollar amount of advertising, as
set forth by the corporation, to new business prospects,
plus any other local or regional businesses that the
corporation asks you to service during the month or any
period of your empioy.

b. Attend group and individual meetings as set forth
by the corporation.

c. Successfully complete minimum activity goals as
set forth by the corporation. Such activity goals may
include written presentations, new business presenta-
tions, spec spots, documentable asks, etc.

2. Perform other duties as set forth by corporation.

Your performance will ultimately be judged by your
ability to deliver to the corporation a predetermined list of
performance goals through your sales efforts. Further-
more, you must take direction from your sales manager
(or equivalent position) or their designate and conduct
yourself in an honest and ethical fashion.

During the period of your employment, you will
devote your full time and attention to the business of the
corporation with a high sense of 