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ExPLORE THE STATES OF CouNTRY MUSsIC TODAY.

it Come along with Janie Fricke and T. G. Sheppard as they
guide you on a 26-hour state-by-state, star-studded country music spectacular, only stopping
long enough to visit with country music’s foremost superstars, including:

Kenny Rogers, Barbara Mandrell, Anne Murray, The Oakridge Boys, Glen Campbell,
Dottie West, Mel Tillis, Emmylou Harris, Conway Twitty, Mac Davis, John Conlee, The
Bellamy Brothers, Chet Atkins, Don Williams, and many, many, more ...

Candid interviews reveal the big breaks and heartaches of the living legends of America’s
Country Music, along with the music that made them great.

Country Tour, USA is a programmer’s delight and a sales manager’s dream. Each hour of this
26-hour blockbuster radio special contains 10 commercial avails for a total of 260 minutes of
pure profit potential!

Make your reservations now! Call TM Special Projects collect at 214-634-8511.

Special Projects

1349 Regal Row Dallas, TX 75247  214-634-8511
© 1981 TM Special Projects. Al rights reserved.
“Country Tour, USA" Produced by Popular Media Products, Inc



THE
GREATEST
RADIO
PROMOTIONS
OF ALL TIME

RAFT RACE/Page 4

L \v\\\ :O
Sy

~—

RADIO RALLIES/Page 26

: ..:A.'

. « EJ
(.2

Editors: John Leader, Ken Barnes

Art Director: Richerd Zumwalt

Contributing Editors: Pam Bellamy,

Joel Denver, Jim Duncan. Jeff Gelb,

Jeft Green, Walt Love, Gail Mitchell,

Carolyn Parks, Fred Seiden

Production: Richard Agata, Marilyn Frendsen,

Bobby Ocean, Todd Peari, Kent Thomas,

Gary Van Der Steur, Elizabeth Weston,

Roger Zumwalt

The Greatest Radio Promotions Of All Time is

published by Radio & Records inc., 1930 Century

Park West, Los Angeles, CA 90087. Nothing may

be reproduced in whole or in part without

written permission from the publisher. Printed

in U.S.A. Mailed first class to the United States,

Canada, England, Australie, New Zeeland, and

Japan. 1981 Radio & Records, Inc.

A division of Herte-Hanks Communications.

Promotions — Radio’s Playground Of The Imagination

Throughout the years, radio has turned to promotions as a means of ad-
ding an extra dimension to its programming offerings. Promotions, whether a
simple giveaway, a complex registration/participation contest with progressive
clues and a final drawing, or a gathering of hundreds of thousands of people,
are more prevalent in radio than in any other medium. More than that, radio
promotions are clearly different — in a newspaper, magazine, or TV contest or
promotion, every element is down in black and white (or color) in words and
pictures. On radio, without the visuals, words and sounds are used to create an
air of mystery, a tantalizing tease, an added dimension of imagination.

One glance at the contents of this special will illustrate that idea. Treasure
hunts, fantasy concerts, the Last Contest — all were conceived to stimulate
listeners’ imaginations. And when radio ventures into the world outside, it pro-
vides an outlet for the most colorful exhibitions and stunts, or a setting for
massive crowds of listeners to celebrate and have a good time.

In this special, we've highlighted a representative sample of the most
outstanding radio promotions over the years. With a publication of this size, it
would be misguided to claim we’'ve assembled the definitive study on every im-
portant radio promotion ever devised; instead, we've put together a selection
of varied notable promotions that we hope will provide you enjoyment and
perhaps trigger a few great promotional ideas of your own.

THE WQXI RAMBLIN'RAFTRACE ......................4

The rise and fall of a remarkable outdoor promotion.

TREASUREHUNTSIIIIIIIIIlllllllllllllllllllllllllll6
How the police put the lid on the original KOWH Treasure Hunt. . . but not before the
damage was done.

THELASTCONTEST ..........cciiiierncnnnesnsnnane.8

The ultimate giveaway promotion. .. and why it was discontinued.

COLOSSALCASHGIVEAWAYS .........ccciivvnnnneea12
A million dollars in Cincinnati, half a million in Chicago, and more megabucks more
often over the years.

INTERNATIONAL COOPERATION .....................14

Spectacular examples of radio diplomacy across the globe.

FOREXHIBITIONISTSONLY ..........civ0vvvvnneess..18
Radio encourages its most flamboyant listeners to go all the way — Jello Jumps,
Dough Dips, and the Most Outrageous contest

THE HOMEGROWNSYNDROME ..............0000....22
From station oldies packages to the best break for local artists all over the country, as
radio encourages its local music scenes.

CAPITALIZING ON CURRENT EVENTS .................22

Promotion links with the events on everyone’s minds — including the Great Mass
Psychic Drive To Keep Skylab In Orbit

DlstocKEYsTUNTsIIIIIIIIIIIIllllll--lllllllllll24
Radio encourages its most flamboyant air personalities to go to extremes in
promoting the station — from underground remotes to sleepless marathons.

THE BIG RESPONSE CONTESTS .......................24

Promotions that draw cards, letters, and phone calls unmatched in sheer volume.

RADIO RALLIESTHEMASSES.........................26

The fairs, concerts, and rallies that bring station listeners together — in vast numbers.

WORLDOFFANTASY .........ciiiieterrnsnnnneeesa..28

Creative promotions to stir audience imagination, and listener fantasies that radio
makes reality.

STATION MASCOTS .........c.cciitversessenessssss.30

Every animal you can imagine representing a radio station in public, plus the legends

of the Chicken and the Buzzard.
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The WQXI Ramblin’ R#& Race was
probably the longest running yearly
promotion of its kind and size in history, a
spectacular blending of show business,
tourism, and good will promoted by radio.
With hundreds of thousands attending, the
Raft Races were an Atlanta milestone.

Looking at its humble
4 beginnings and what
led to its downfall,
WQXI-AM-FM
VP/GM Jerry Blum
recounted the events
to R&R:

“The raft race took place for the first
time in a very nonchalant manner as a
challenge from a Georgia Tech fraternity to
the WQXI jocks. There was no big meeting
between PD Bill Sherard and myself to
make this the biggest promotion of all time.
The first year, 1968, we had a grand total
of about 300 people show up to watch. Next
year about 8000. By the third year, over
30,000 came to watch and participate. At
that point we decided to package the
promotion. Coca-Cola, Budweiser Beer,
Aztec Suntan Lotion, and Rich’s, a local

KNBR’s Bathtub Regatta

Instead of soliciting a whole raft of rafts,
KNBR/San Francisco has cornered the
aquatic bathtub market with its ‘‘Bathtub
Regatta.’’ Staged on the Oakland Estuary

year to another ocean-
adjacent location), the
event draws some of
the most spectacularly
unlikely seagoing.
with the one unifying

for the last seven
e
s

years (shifting this
crafts ever conceived,

department store, became the sponsors. We
helé it to four sponsors only to avoid clutter.
“‘Each year, as soon as we’d finish one
raft race, we had to start work on the next
cne. It became so successful that Larry

Patrick, who was in the original race,

founded the
American Rafting
“~_| Association. We had
to buy the rights to it
from him each year.

*‘Visitors from all
over the world came
to watch hundreds of ratts of every size and
shape and design hit the water, and
sometimes sink. We had prizes for designs of
rafts, but most people just came out for a
good time. Crowds ended up topping
350,000.

‘“Last year we ended up doing it
without help from the American Rafting
Association, and it cost us upwards of
$250,000. This kind of publicity, though, is
hard to put a dollar value on. Unfortunately,
the size and many complications killed it.
TV and newspaper really led to its demise.

““In 1978 a television

feature of containing an actual bathtub
somewhere in the design. 30,000 people
attended the last Regatta, with about 200
tubs competing.

The promotion started as a restaurant
promotion with only KNBR staffers racing
tubs. Members of the public demanded the
opportunity to jump in, and the event
mushroomed. Prizes are awarded for speed
and unusual design. No admission or entry
fees are charged, but proceeds from food and
drink booths are donated to the Northern

¢ reporter was on

camera saying, ‘If we
don’t have a
drowning, then we
| don’t have a story.” It
&1 wasn’t enough that
thlS many people were having a good time.
Then last year, the newspapers headlined the
front page ‘Four Feared Drowned At Raft
Race.” Actually only one person drowned.
and it was the only death in 12 years. The
papers continued to editorialize against us,
and in the end turned the town against the

g %l raft race. The State

Legislature eventually
outlawed it.

*“This is so
ridiculous. The raft
race represented
anywhere from two to
five million dollars in yearly revenue and
taxes to the city and state. It is the highest
selling beer and soda day year after year in
history. Now it’s all gone. But to me, the
conception and eventual fulfillment of the
WQXI Ramblin’ Raft Race was the greatest
promotion effort ever.’”

California Children’s Hospital Medical
Center. KNBR Promotions Director
Isabelle Lemon summarizes the Regatta’s
impact: *‘It is an
event. A spectacle It
allows our listeners to
promote us while
! 4 promoting themselves.
It’s a great publicity
vehicle and a great fundraxsmg event. As
one Bay Area station said, ‘It’s one of the
great parties of the year.” ”’
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Radio is our onl

business.

That’s why we’re better at radio
sports than anyone else.

Mutual Radio means big time sports. We carry
more of it than any other radio network in the
country. This vear our expanded sports lineup
includes 16 NFL Sunday games, all Notre Dame and
top college contests and five major bowls.

And since sports fans are a notoriously loyal
bunch. Mutual plays to team loyalties with regional
play-by-plays of a// the Falcons. Cowboys. Chiefs’
and Steelers games: as well as live coverage of all
03 Southwest Conference college games.

Every season is a championship season for
Mutual Radio sports. We bring you the fast break-
ing action from the NBA All-Star Game and

NBA Playoffs. tee-to-green coverage of [1 major
professional golf tournaments and ace reporting
direct from Wimbledon and the U.S. Open Tennis
Championships. Plus 37 “Wide Weekend of Sports™
live coverage broadcasts from practically every
major sporting event taking place each Saturday
and Sunday.

But it's not the quantity of our coverage that
attracts our avid national audience. It's the quality.
Our sports commentators report (o our listeners
as though they were on the sidelines together.

Nobody plays sports as well as Mutual. That's
why we're better at it than anyone else.

Radio History]




?-For getting listeners actively involved
in a promotion, it would be hard to sur-
pass the KOWH/Omaha Treasure
Runt in 1955. This $100,000 promotion
also got the local police and government
.L officials very much involved, and helped
effectively rule out future contests which
called for the disruption of property by
prize-seekers looking for buried trea-
sure. You'll see why after you read the

While treasure hunts involving the
airing of hourly or daily clues leading
to the demolition of various peeces of
property became illegal, treasure hunts
of the imagination could still fiourish.
One of the more notable of these
modern-day treasure hunts was
KMBZ/Kansas City's ‘“‘Mystery
Of The Pyramids’’ contest. PD Steve
Bell remembers:

“We did it in the fall of 1978. it was a
clue contest with a prize of $10,000 in
gold and jewels. We gave a new clue
each day, broadcast hourly. The inspira-
tion was the real treasure hunts of the
50's and 60's which are now illegal
because of property damage — so we
made it a postcard contest with a draw-
ing in case of a tie.

comments of KOWH's 1955 afternoon
man, Kent Burkhart.

“KOWH was the first Top 40 station,
owned by Todd Storz. We were a day-
timer, but had a 60 share.

“We decided to have a $100,000
treasure hunt, and three weeks before
the actual day of the event we promoted
it every break, saying, ‘KOWH, your
$100,000 Treasure Hunt Station.” With
all the advance publicity, there wasn't
one public official or policeman worried
about the results.

“On the day of the treasure hunt, |
was giving the final clues as to the
destination. By this point over 100,000
people were headed for Council Bluffs,
just across the river, to dig for the

Pyramid Power At

“Our entire advertising campaign
was based on the contest. KMBZ
billboards featured a large treasure
chest with contents that sparkled in
jewel colors and the message, ‘Win
$10,000 in gold and jewels from KMBZ.’
The same treasure chest showed up in
the hands of our jocks in the station TV
spots. All the personalities were costum-
ed outlandishly and were photographed

TTREASURED MEMORJ

The Original KOWH Treasure Hunt

Man The Showvels . . . There’s $100,000 In Buried Treasure!!!

e p—

Ege\

treasure. We had buried it in a farmer’s
field in a lipstick tube under some hay,
in the ground. By the time they were
through with the field, this farmer never
had to plow it again.

““The police were banging on the door,
and Todd had told me not to let them in.
They called on the phone and asked
where he was. | told them probably over
in Council Bluffs. Off they went to arrest
him. What made everyone so frantic
about the treasure was that at Spm, the
prize money dropped to $1000. But »
someone did find it around 4:30pm

“The excitement built up by this was
amazing. The field was devastated. By
far, this was the best promotion | was
ever directly involved with."’

with a real live camel. As a matter of
fact, a clue was contained in the televi-
sion spots; but the overall impression of
the spots was that the mystery location
was in Egypt. It wasn't. It was in Mex-
ico. J

“‘Executing the promotion was a real
educational experience for me. | read a
dozen books on Egypt and on Mexico,
studied maps and travel brochures.
Postcards were pouring in by the hun- ™
dreds every day. | had to read every one
and ‘stay ahead of the contestants,” so
to speak, to make the promotion last its
scheduled four weeks.

““Was the ‘Mystery of the Pyramids’ a
successful promotion? Absolutely! Not
only did we have a number one Ar-
bitron, but we also got something
very rare — letters of appreciation from
contestants who did not win! The
listeners seemed to enjoy the ‘thrill of
the hunt." "
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“THERE'S NO BETTER
PROMOTION THAN GREAT
PROGRAMS, CONCERTS
AND SPECIALS”

AMERICAS #1 PRODUCER OF NATIONALLY
SPONSORED RADIO PROGRAMS,

CONCERTS & SPECIALS

Los Angeles New York

9540 Washington Bivd. 575 Madison Ave., Suite 1006
Culver City, CA 90230 e {213) 204-5000 New York City, N.Y. 1002 e {202) 486-0227




In the field of outstand-
ing radio promotions,
the one that comes to
mind for many is the
“Last Contest,” created
by Jack McCoy, who in
1972 was in charge of
research and develop-
ment for Bartell Broad-
casting. He went on to
develop RAM Research,
and now runs Unidyne
Publishing and Mailing in
San Diego. Jack talks
about the Last Contest:

¢ he Last Contest took

over 2Y%2 years from in-
ception to the first airing, part-
ly because everyone thought I
was crazy to run such a con-
test. Finally, KCBQ/San Diego
gave me the go-ahead. In dis-
guise, the Last Contest was ac-
tually a sales promotion that
was totally invisible on the air,
but brought devastatingly high
ratings to the station.

€€ Y named it the Last Contest

because in those days if
you gave away 30 cars in 30
days, your competition did the
same, but added $10,000 to
it,” he recalled. “Then you
would come back and add a
house to it. It ended up with
stations going broke, just try-
ing to outdo each other.

¢ he strategy behind it
was to have so many

promos, and have the prizes of-

fered be so incredible, that
once you got rolling, your com-
petition could never catch up.
They couldn’t imagine how all
of these promos were running,
yet they never repeated! We of-
fered Ferarris, a Lear Jet...
anything outrageous but with-
in reach financially for the sta-
tion.

¢ ach promo, and there

were thousands, was
elaborately produced with
sound effects. Listeners were
afraid to turn off the radio for

The Last
Contest

fear of missing a prize package.
When I went on to market the
contest to about 60 or 70 sta-
tions, I figure I must have cut
over 15,000 promotions.

¢ Besidcs defeating the

competition, it ended
up blowing out phones every-
where. This was the undoing of
the Last Contest. The phone
company figured that over
70% of the phones were being
used during Phase II, when the
second phone number was an-
nounced, and the winners had
their choices of any prize
package they wanted.

€6 f all the stations that

ran the Last Contest,
only four did not increase their
ARB points. It was so suc-
cessful at KCBQ that we had a
100% share point lead over the
next station. With that kind of
success, and the contest run-

ning in so many markets by the
next sweep, it was knocking
phone systems out all over the
country.

¢ he Last Contest was

successful because only
two prizes were actually given
away, and the competition was
devastated. But it caused such
communications problems that
I had to pull it off the market.”

That’s The

Ticket!

hat began as a mi-
nor Christmas pro-
motion at WMAK/Nash-
ville in the early seventies
has developed into one of

the most widely-used

direct mail concepts in all
of radio. The serial num-
bered WMAK Christmas
Cards, which carried a
group photo of the jock
staff into thousands of
Nashville homes that holi-
day season, were used to
give away prizes. When
the serial numbers were
called on the air, listeners

e

were checking for “a

match,” which made
them winners.
he idea transcended

Christmas and was done
twice in 1973 as the “Little
Blue Winner Card,” again on
WMAK. The idea quickly
spread and Fairbanks Broad-
casting in Indianapolis copy-
righted the “Magic Ticket.” As
a syndicated contest, the con-
cept came complete with hun-
dreds of thousands of custom
designed direct mail pieces (all
individually serial-numbered)

and complete marketing ad-
vice. FirstCom Broadcast Ser-
vices in Dallas offered the **Hot
Ticket,” which gave listeners
instant chances to win by scrat-

ching thin coverings off the
ticket’s face with a coin (much
like many of the recent fast
food chains’ contests).

Pr()grammers have raved
about these contests as
great ways to put their call let-
ters into thousands of homes.
And while such promotions
can be expensive, the results
have generally been quite
favorable in terms of increased
station awareness and better
ratings. Naturally there have
been countless variations on
the direct mail promotion con-
cept, but WMAK'’s Christmas
card started a renaissance of
“ticket” promotions that have
now run in hundreds of mar-
kets all over the country.
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The ultimate prime time artist
spotlight is a live radio concert
broadcast. The ultimate source

» is Starfleet Blair Inc. =8

For more information call Starfleet Blair (617) 262-0220, 535 Boyiston Street, Boston, MA 02116.
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Y SUPER GLOSSY
5 BUMPER STICKERS

THAT DON'T FADE®

The new technology of ultra violet screen printing produces a super glossy
super hard finish that outlasts conventional processes by at least 300%

For samples and a brochure call us collect

PARKISIGN

OUTDOOR PROMOTIONS

See you at the
NRBA anuentton CALL PAUL JONES COLLECT
in Miami [301)539-3636

878 PARK AVENUE. BALTIMORE, MARYLAND ZIZOIJ







i’ BEFORE YOU
LAUNCH INTO
SATELLITE RADIO,
LISTEN TO
OUR PAYLOAD.

One station in your market will soon reap the benefits of Continental
Radio’s live 24-hour adult contemporary programming for a fraction of
current operating costs. Continental’s complete turn-key programming
includes national personalities, news, station jingles, and a start-to-
finish satellite downlink package. Audience share in our flagship

market increased over 300% with this proven, flexible format. So,

before you launch into satellite radio, listen to the Continental story.
Don’t make a decision till you hear our demo tape and complete details.
Call Craig Sherwood or Dick Lee: (804) 393-2501. You'll like the payload
Continental delivers.

See us at booth #206 atthe
NAB Radio Programming Conference in Chicago.

»

CONTINENTAL RADIO
1318 Spratley Street
Portsmouth, Virginia 23704
(804) 393-2501
Division of the CBN-Continental Broadcasting Network, Inc.
© Copyright 1981, CBN-Continental Broadcasting Network. Inc.



The Million Dollar Giveaway

No other station has dared approach
the magic figure of $1 million before or
since Q102 (WKRQ) and WKRC/Cin-
cinnati decided to give it away during
the Oct/Nov '80 ARB. Q102 PD dJim

Fox explains how it came about.

“The idea for a contest like this popped into my
mind years ago when | was MD at WIFE/In-
dianapolis. | was listening to WLS/Chicago,

which was giving away a car a day for 30 days. |

thought then what it would be like to give away a
million dollars.

“When competitive situations in the market in-
creased, then-PD Randy Michaels and | discuss-
ed the idea of giving away a million dollars and
saw it as a chance to market both the AM and the
FM at one time. We felt this would be a bigger im-
pact than billboards or TV.

“We announced where we would be registering
people and they came out to meet us. This was a

The SSOO 000 Loopsongs

Mystery Riff contests are a minor variation on the venerable idea of excerpting
short bursts of songs in a series and asking listeners to name all the records.
WLUP/Chicago staged one of the most attention-getting of these promotions, both
for the amount given away ($500,000 total in five separate prizes) and because crosstown rival WMET
solved the mystery riffs and aired the answers.

PD Max Floyd commented, “It's an idea I've used before, and | know other stations have as well.
though certainly not on the scale we did it. It was the time when AOR in general was doing bigger money
contests. WMET was beginning to show real well, and I wanted something to shake the city up. | knew the
money idea had done real well in Cincinnati (see separate story this page), and might work for us here as
well.”

The WMET response was unexpected at the time. although in retrospect, Floyd says, “WMET’s Tom
Teuber had done this contest in Columbus at WLVQ, so he knew it inside and out. That's probably one of

side benefit from the contest. All of our per-
sonalities got to show up in every part of town and
meet thousands of folks face to face.

“Hourly phone registration also took place on
both stations. In the end, we registered around
35,000 names for the big drawing, which was
broadcast over both stations simultaneously. The
winning name was given 30 minutes to call a
special phone line for the contest.

“The winner had no trouble getting through.
She was a 16-year-old high school student who
now will receive $25,000 a year for 40 years.

“One of the great things about the contest is that
Q102 doesn’t have to top a million dollars. It

the reasons they were able to solve it and go on the air with the answers.”

would never have the same impact again.”

More Than Just Money

The giant cash giveaways have a close radio relation in the
promotional family: the big merchandise contest. WLS/Chi-

cago has given away several brand new homes during the last
few years with its “WLS Dream Home Giveaway.” The legendary Bill Drake
era gave us giant prize contests like the “Boss Garage,” offering listeners multi-
ple automobiles as loyalty incentives. CKLW/Detroit gave away “His & Her
Corvettes,” repeating the contest later with twin GTO’s.

In more recent years wise programmers have focused their attention on
the economy, the main problem area for the average radio listener. Prizes like
“your rent or mortgage payment for a year,” free groceries or utilities like elec-
tricity, gas, and water all offered listeners something they could relate to in a
very real way.

Whether it's cash or valuable merchandise, radio has always had a love af-
fair with “the big prize.” The giant giveaways have fallen in and out of vogue,
but somehow they offer radio promotional possibilities that no other vehicle
can. Expensive necessities and frivolous luxuries make for great contests, and
radio has offered them all to willing listeners.

Y100 & 13Q
The $50,000 Cash Calls

Cash Calls, in which listeners answer
their phones with the name of a radio sta-
tion in order to win prizes, are one of the «
standard promotions. Incentives range [r
from small cash amounts and merchandise i
to lucrative sums of money. Bill Tanner, Metroplex
VP/Programming and Y100/Miami PD/morning .
man (and former 13Q/Pittsburgh PD), discusses -
Heftel's colossal Cash Calls.

“Cash Call is without a doubt the most effective marketing contest | have
ever been involved with. It was first used by Cecil Heftel in Hawaii, and then
we used to kick off Y100 when Buzz Bennett was PD, and | used it to kick off
13Q. The thing people wanted most was money, and we gave it to them.

“It also did what it was supposed to do, it got people to listen. Miami
debuted with around a 5 share. People all over were saying ‘1 listen to the new
sound of Y100," or 13Q as the case may be, to win $50,000.

“This contest put the call letters on everyone’s lips. It came about at a time
when everyone was using jingles, and we didn’t. The call letters became very
recognizable . . . as if they were sung by a choir of angels. One of the great
features about Cash Call was the ability to run it for long periods. With 12-week
ARB's, the longer you can stretch a contest the better.”
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WOR'’s Birthday Game

One of the biggest response contests
in the cash giveaway genre was
WOR/New York’s “Birthday Game.”
VP/GM Rick Devlin explains the
mechanics of the contest and totals the
response:

“Our ad agency came up with the initial concept
of the birthday game, and the more 1 thought
about it, | said, ‘Why give away toasters and TV
sets? Why don't we give away $1000 an hour and
see what happens?’

“Basically, we would announce through ran-
dom drawings the day/month of your birthdate.
There were two wheels in the studio; we'd spin
both. Say the birthdate that came up was
December 2. We'd go to the vat that held all the
December 2 entries, pick out a name, and that
person would win $500. Then he or she would
have 30 minutes to call back and win another
$500. We ran this nine hours a day {morning/af-
ternoon drive} for 20 days, and gave out
$180,000 each time we ran it.

“There was phenomenal response. It's the big-
gest promotion we ever did; well over 2 million
entries, equalling 360 cartons of postcards. It has
since been copied by many of the rock stations
around the country. It's geared to quarter hour
maintenance every hour; it keeps people listening
for a full hour.”

o

Winners By The Car Lot

Many stations have given away cars, usually one per contest. In 1965,
KIMN/Denver, stung by a competitor, pushed the car giveaway idea to its limits. Ted
Atkins, PD of KIMN at the time and now VP/GM at WTAE/Pittsburgh, tells the
story:

“In early 1965 KIMN was enjoined in battle with a new rock competitor, KBTR. KIMN was owned and
managed by the legendary Ken Palmer, one of the all-time broadcast promotion geniuses. During 1965 we
were able to take KIMN from 15 shares to near-40 shares with promotional stunts like the one that follows.

“A pre-promotional teaser type announcement on KBTR about the station “giving away automobiles”
prompted Ken Palmer to ask me to stay at the station continuously until further details were aired and then
to call him at once (this was over a weekend). When they finally broke with the contest, it developed that
they were only giving away two Saab automobiles (his and hers to use for one year). | called Ken at home,
and he asked me to meet him in front of the station. A short drive later, we were on Colfax Avenue, auto
row in Denver. | asked Ken what he had in mind and he said, ‘Watch this!" Pulling up in front of a used car
lot, Ken and | were approached by the lot owner, and Ken wrote out a personal check and bought every
single car on the lot. What followed was not to be believed: KIMN gave away an automobile an hour the en-
tire weekend, and to win, a listener had only to call the radio station and identify a current top 10 hit then
being played on the air. Phone lines were jammed over a four-county area. [ can still hear Hal Moore on
the air saying, ‘For a '61 Ford with radio, air conditioning, and good rubber, name this tune and it's yours’
and then break into “Help” by the Beatles. ‘The Carnival Of Cars’ on KIMN was a spectacular attention-
getter.”

F—Savings & Loans, T-Bones
& Rolling Stones

The origin of the “cash grab” contest
is lost in history, but the concept has re-

mained a popular one through the years
and it has'given birth to several variations on the

KHJ/Los Angeles was in its final year as a CHR station when it unveiled the

“Million Dollar Minute.” The promotion offered one winner a chance to scoop his or
her hand into a bowl of solid gold Krugerrands and take home as many as could be picked up. TV spots and
billboards teased and then reinforced the giant promotion, as listeners qualified by mail for the drawing
which would determine the lucky gold handler.

KHJ-TV’s locally produced “Midmorning L.A.” was chosen as the sight for the final drawing. Chuck
Martin, currently PD of KWST/Los Angeles, but PD of KHJ at the time, picks up the story. “The winner
was a 16-year-old girl who was physically quite small. We had figured that the average adult could grab
$18-20,000 in one scoop, but when our winner pulled her hand out, she'd only captured $16,000. Since
we’d promoted the contest so heavily and were on TV live, we decided to let her take another scoop and
her grand total came up to around $38,000. Let me tell you that a bowl filled with a million dollars worth of
Krugerrands looked pretty damned exciting on TV."”

Following the “Million Dollar Minute,” KHJ’s 12 + share increased from a 1.9 to a 2.4, giving the sta-
tion its first “up” book after a five-book downtrend.

original theme. In the beginning a clever program
director devised a contest wherein winners would
be turned loose in a bank vault for a predetermin-
ed amount of time to pick up all the loot they
could camry away.

Then came the “grocery grabs” and the “record
runs” and the prizes changed from dollar bills to
doughnuts or from cash to cassettes. Stations
have been known to break their regular program-
ming and broadcast these moments of abject
greed live, providing all their listeners with a few
moments of offbeat fun. The client tie-ins with
these inventive promotions are obvious and the
word-of-mouth generated can be considerable.

v PACIFIC NEWS SERVICE (PNS)

PNS Audio
Rip'N’' Read Daily News Dispatch
Earshot

'TERRY MARSHALLS DAILY INSIDER
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The RKO Australian Exchange

RKO Radio’s “Friends Across The Pacific”’ promotion
for the Bicentennial not only generated audience and enhanc-
ed the image of the stations involved, but was an early ex-
ploration of satellite technology. Then-RKO National Pro-
gram Director Paul Drew explains how and why Friends
Across The Pacific took place.

*“Friends Across The Pacific had pretty shaky beginnings. It started out
as a phone call from (RKO Radio’s former President) Dwight Case. After
talking to all of our PD's, we couldn’t generate any positive response for a
joint promotion between the two countries. Then 4IP/Brisbane owner
Frank Moore came over and addressed all our PD’s at the 1976 R&R Con-
vention and they got very excited and started the ball rolling.

*“The promotion turned out to be part of the Bicentennial celebration bet-
ween the two countries, with the actual broadcasts taking place just a bit late,
from July 23-26, 1976. Between RKO Radio and Australian stations
25M/Sydney, 3XY/Melbourne, and 4IP, we spent over $500,000 on the
project. We sent KHJ's Charlie Van Dyke, KFRC's Michael Spears,
WGMS's Mike Cuthbert, WRKOQ's Dale Dorman, KFRC's Mark McKay,
99X personality Paulie Tarhowsky, and WOR's Patricia McGann over to
Australia for the broadcasts. They in turn sent 2SM's Rod Muir, Paul Marx,
Trevor Smith and John O’Donnell, 3XY's Bob Baeck and Dick Hemm-
ing, and 4IP PD Jeff Mullins over here.

*Aside from the history-making event of the four-day satellite broadcast,
we also were able to introduce America to a lot of Australian culture, groups
like AC/DC, Little River Band, John Paul Young, and others.

“The governments of both countries also got involved. One of the
demands on my part for this broadcast to take place was to have each of our
jocks bring back a koala bear. The import/export laws regarding koalas were
suspended to allow them to be a 200th birthday present from Australia to
America. They now reside at the San Diego Zoo.”

OPERATION

= 11"

Canadian Thank-You

Conflicting emotions ran high during the time American
hostages were held in Iran. When a Canadian operation
rescued six Americans from Iran, KDKA/Pittsburgh coor-
dinated a massive public thank-you to Canada. PD Lee
Fowler, who devised the promotion along with Promotion
Manager Bobbi Jo Leber and personnel at parent company
Group W, details the sequence of events:

“On Thureday, January 31, 1980, the idea was born. KDKA's morning
man Jack Bogut was doing his show, when a cameraman from KDKA-TV
walked into the studio and suggested that Jack play the Canadian national an-
them as a thank-you to the people of Canada. Jack immediately picked up on
the idea, and we began to generate a nationwide thank-you for Canada. Calls
were placed to stations CBL/Toronto and CFCF/Montreal, and ar-
rangements were made for a simulcast the following day. In addition, the pro-
gramming and promotion departments were able to contact at least one radio
station in each of the United States’ various time zones to play the anthem the
following day.

“On Friday morning, Jack Bogut simulcast the Canadian national an-
them with CBL and CFCF. Through the facilities of the Canadian Broad-
casting Co., the anthem was heard all over Canada, with a thank-you
message from KDKA and the people of Pittsburgh. The Canadian anthem
was also played by WOWO/Ft. Wayne, IN (KDKA's sister station),
KMOX/St. Louis, KSFO/San Francisco, KALL/Salt Lake City and
WCCO/Minneapolis. After -the playing of the anthem, KDKA provided
listeners with an address to which they could send thank-you letters.

*“There were so many letters received that the Canadian Broadcasting
Company asked if they could publicly come on KDKA again to thank Pitt-
sburghers for their response.”

The China Connection

Capitalizing on the allure of foreign locales has drawn at-
tention to several Talk-formatted stations in recent times.
Utilizing modern technology, such stations are able to permit
listeners to phone in questions live to air personalities on loca-
tion in other countries, adding to the glamour of the promo-
tion.

A truly groundbreaking example of international hookups was
KTRH/Houston's pair of live talk shows from Shanghai, China in February
1981. GM Hal Kemp and personality Ben Baldwin were on a tour of the
country, and were able to convince Chinese officials to secure the necessary
trunk lines to arrange live calls.

PD Ed Shane commented, “They (the Chinese) would like to do it again
and take someone else from the station. It's an honor to have actually done the
first broadcast.”

HERE'S “SOMETHING YOU SHOULD KNOW?”

A daily 90-second feature
that helps you and your
isteners get more

“We all play the same records, it's what we do in between that
really makes us different...'Something You Should Know'is
the kind of program that not only makes you different, it
makes you better...| recommend it highly.”

— Rick Shaw WAXY/Miami-H. Lauderdale RKO Radio

.. the response has been phenomenal! The listeners love it ...

| think every city and every market should have ‘Something You
Should Know' — it's that good!”

— Paul Warmner WRTH/S!. Louis King Broadcasting

"‘Something You Should Know’ is always useful and interest-

ing...it's the only non-music element our listeners call about
just to say they like it."

— Cliff Bloke 14Q/Worcester Park City Communications

out of life!

1636 Voorhees Ave.
Manhattan Beach, CA 90266
(243) 372-6282
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Take a break during the August
NAB Conference in Chicago and stop by
the Satellite Music Network hospitality
suite. When we go on the air September 1,
a new era of radio broadcasting begins.
The economics of satellite transmis-
sion are impressive. And the sound is
tirst class.

cllo
Concieroe:

C E
1 Cr
I NC

Satellite Mysic
Network:

)

We'll be around each day, August 16/
17/18, to share our ideas about the future
of satellite broadcasting. Join us. Give the
Hyatt concierge a call on ext. 15. But if you
can't wait (or can't attend), call us today:

1-800-331-4800. i
Or call: | Sqtef#'::jgic I
1-800-554-1250. network

Join us at the August NAB Conference in Chicago.



L (212) 925-8833

WE SHIP ANY QUANTITY
—ANYWHERE!

PACKAGING FOR THE RECORD INDUSTRY

BROWN PAPER CO., INC.
155 Frankiin Street — New York, NY 10013

R RN RN NN

CLASSIC WEST-COAST AIRCHECKS

Available now is our Classic issue #C-10, featuring the 1974
KWST Beautiful Music to AOR change, and the recent
KWST AOR to CHR changeover (including a composite of
the new airstaff — London and Engelman, Bobby Ocean,
etc.) Also on C-10 are these classics: KFRC/Dr. Don
Rose-1978, K100/Robert W. Morgan-1974, and KFWB/Elliot
Field-1960. Cassettes, $10. Our KHJ Special, covering
1965-1970 (#C-2) and 1971-1980 (#C-3) is still available
@ $10 per cassette.

We also feature current material from San Francisco — San
Diego — Los Angeles, and other major markets.
Write us for a back-issue list and more details.

CALIFORNIA AIRCHECK
Box 4408 — San Diego, CA 92104

to get a good idea of
what a great idea we
have in Image
Watches...paste
your color logo here

OR EVEN BETTER

Send us
your color

logo (Any size. letterhead.

photo. brochure. artwork)*

along with $14.50
and we’ll rush you a
personalized watch
sample as our
convincer!

Your company logo in full color is the dial of
a handsome wristwatch...doing your image
promotion job, round the clock. A timely
idea for incentive, premium, dealer loader,
self-liquidator, business gift. Goldentone
case, leather strap, jeweled swiss movement
with 1 year limited warranty. Men's & wom-
en’'s sizes. Remarkably inexpensive even
in small quantities. Catalog sheet & details
on request.

IMAGE WATCHES

(manufacturers)

9100 Wilshire Blvd. + West Tower * Suite 1041
Beverly Hills, CA 80212 ¢ (213) 273-8012
Attn: Mr. Bee
* For Best Result: Submit camera-ready color artwork.

This revolutionary sales training
and implementation system is
guaranteed to increase your
stations’ biling. We'll wager our
paycheck on it.

What's more, our system will
work in concert with any sales
programs in which you might
have already invested.

We guarantee itl Just as we
guarantee the effectiveness of
this unique and much-needed
plan.

Calt:

Richard Mack

Tricom Industries, Inc.
(214) 258-1333!

Since 1976 THE AIRCHECK FACTORY has
been serving broadcasters worldwide with
cassette tune-ins to varied formats, inter-

views, and memorabilia on the monthly
AROUND THE DIAL. In addition, our monthly
profiles offer specific market overviews,
features, and interviews.
To celebrate our 6th anniversary THE AIR-
CHECK FACTORY offers RADIO & RECORDS
readers a free sample issue and a 10% dis-
count to all who mention this ad. Write for
your sample, free copy of our monthly
newsletter, and complete list of all features.
P.S. If your audition tape is nothing to cheer
about, ask about our audition tape service.
JOIN US FOR OUR 6TH ANNIVERSARY BY
WRITING TODAY!

TOM KONARD'S

Aircheck Factory

“Aircheck Acres’”’ wild Rose, Wl 54984




RKO ONE. THE ORIGINAL RKO RADIO NETWORK. PROGRAMMED FOR YOUNG ADULT

MUSIC RADIO STATIONS AND THE 25-34 DEMOGRAPHIC.
OVER 200 STATIONS HAVE AFFILIATED SINCE OCTOBER, 1979.

THE UNPRECEDENTED SUCCESS OF RKO ONE IS BASED ON STATION DEMAND FOR:

* DEMOGRAPHIC, INTEGRATABLE PROGRAMMING

Award-winning news—issue-oriented news reporting with a conversa-
tional and relatable on-air delivery.

Lifesound™ features—Ilifestyle-oriented short form shows on every-
thing from show biz to the bizarre.

Entertainment Specials—highly promotable two-hour shows and
concerts featuring music superstars.

Night Time America™—RKO's live 5-hour nightly music show with host
Bob Dearborn.

STEREO TRANSMISSION BY SATELLITE

High quality audio—full 15 kHz stereo transmission of all program
feeds, an RKO exclusive.

COMPLETE STATION SERVICE PACKAGE

Interkom—exclusive computer communications link for simplified
affiliate reporting systems.

Program for Affiliate Research (PAR)—

an Arbitron software system for local 1

sales and management use.
BMC Co-op Sales Program—a compre-

hensive and complete local sales
package free to affiliates. RKO

Sallqe;gromotion Supportl—a full array RADIO
f -produced kits f | sale of
F\)Je'(workp;;cr)ogl;rf';lernm:nsg.or oealsae® NErW ORKS

RN 2SS

o -

RKO TWO. A NEW RKO RADIO NETWORK. OLDER. DESIGNED FOR MUSIC AND

INFORMATION STATIONS WITH A MORE ADULT PROFILE.
BEGINNING SEPTEMBER 1st, 1981.

RKO TWO IS A RESOURCE FOR FORMATS APPEALING TO THE 35-44 LIFESTYLE

AND THE EMERGING 25-54 MARKET WITH:

¢« COMPLETE SCHEDULE OF INFORMATION PROGRAMMING
Hard News Emphasis—newscasts 24 hours a day with added cov-
erage of international events and economic issues.

In-depth News Support—daily commentaries and expanded newscalls
to all affiliates.

“Ask the Expent” Feature Series—short duration programs hosted by
experts in medicine, money, law and psychology.

Weekly Music Specials—an hour of music and conversation with
broad-based pop and country artists and available for local sale.
Overnight Talk Show—featuring "America Overnight” ™ with six hours of
talk radio nightly from Dallas and Los Angeles. First call option for RKO
TWO affiliates.

STEREO TRANSMISSION BY SATELLITE

High quality audio—all feeds of RKO TWO will be broadcastin 15 kHz
stereo from RKO via Westar Ill.

Earth stations in 200 cities—only RKO offers immediate national
distribution of stereo network
programming.

* STATION SERVICE RESOURCES l

Interkom—exciusive computer link with
the network simplifies reporting systems.

Program for Affiliate Research and
BMC Co-op —services available for local RKO
sales use.

e MAJOR LEAGUE COMPENSATION RADIO

FOR ALL TOP MARKET STATIONS

NETWORKS

RKO RADIOSHOWS. RKO THREE. THE NEXT DIMENSION IN NETWORK RADIO.
OFFERING DEMOGRAPHIC PROGRAMS AND FORMAT BLOCKS FOR ALL RADIO STATIONS.

PREMIERING SEPTEMBER 1st, 1981. RKO RADIOSHOWS. SYNDICATION BY SATELLITE
WITH FIRST CALL OPPORTUNITIES FOR RKO ONE AND RKO TWO AFFILIATES.

« STEREO TRANSMISSION BY SATELLITE
High quality audio—all RKO Radioshows will be broadcast in full
stereo utilizing RKO'’s additional space segment on Westar lll.
Earth stations in 200 cities—immediate availability on a nationwide
basis.

e AMERICA OVERNIGHT™ TALK SHOW
Six hours live from Dallas and Los Angeles fed Midnight-6AM (EST)
Monday through Saturday beginning September 1.1981.
Hosts Ed Busch and Eric Tracy with name stars and nationwide
telephones.
Turn-key program block—highly promotabie show with local inventory
for premium nighttime revenues.
First refusal opportunity—for all RKO TWO affiliates.

 THE RKO MINI PAK
Long form entertainment and informa-
tion shows to supplement local
programming beginning January, 1981.

‘ =
Radioshows program lineups—toinclude |lem% G
weekly countdowns, sports talk shows, ‘

mid-day magazines, live concerts and ,
daily formatic music blocks.
Fall 1981 announcements—scheduling o

to be based upon surveys with 500 i“ i
stations covering 7 different formats.

FIRST REFUSAL ON THIS ULTIMATE NETWORK RESOURCE FOR RKO ONE
AND RKO TWO AFFILIATES. NOW’S THE TIME TO TAKE A HARD LOOK
AT RKO AND CALL (212) 575-6144 TO LOCK UP YOUR RKO FRANCHISE.
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1 ; RKO RADIO NETWORKS

The Sounds of Success 2 for the Sound Of success amn

Now’s the time
totake a ;
second and third

look at RKO.
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( EMBROIDERED PATCHES

For the first time a patch company for the Radio & Record

Industry. Promote your station, band or company on quality

embroidered emblems. Will outlast any T-Shirt or bumper

sticker. QUICK DELIVERY  Free artwork.

Don't be left out on getting the fastest growing promotional

item in the broadcast industry!  p. . q0rion Of The Month
] Fireball ¢

anagemen
P.0. Box 588’, Freeport, NY LOU(A
11520, (516) 223-1244 W
Catch us at the NRBA/Miami,

Sept. 13-16th
\

Yyou “eed

Now, get them fresh every month in
Promotions That Work, the Broad-
casters’ Promotion Digest. For free
sample issue, send request on station

letterhead to: ]\B
otio
P‘:’a‘;‘w ot“ 625-BE. Terrace Ave. or call

T Fresno, CA 93704 (209)226-5400

—

GREAT
JINGLES

AT THE NAB
i

IN CHICA
w -
BOOTH 204

CONTINENTAL RECORDINGS

210 SOUTH STREET, BOSTON, MA 02111 6174263131
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CHUCK BUELLS

A weekly three-hour program of
America’s favorite past hits.

Programmers agree: best show of its kind. WZZP/Cleveland, OH Jack Casey, PD
“Response has been great! Ideal adult weekend package!” KiMN/Denver, CO Steve
Keeney, GM “Listeners of all ages love it. Super Gold fits KIMN to a T1" WEBQ-
FM/Harrisburg, IL Larry Walton, PD "Sold out since the day it started, and it's still
sold out!” KKBZ/Santa Paula, CA Lindsey English, PD “Total positive response from
our audiencel’ WPQZ/Clarksburg, WV Bob Hank, PD ' Very well received! | think it's
terrific and our audience does tool"” WGAN/Portland, ME Cary Pahigian, PD “Very in-
teresting show and a lot of great music! A great weekend spotiight!*

For rate and availability in your market,
CALL (303) 756-9091.

Timberline Productions
Box 9541, So. Station, Denver, CO 80209
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A Heartfelt ‘Thank You’...

... to all the OMs, GMs, PDs and Jocks who
have used our Personality Helper on their way
to the top. We're in our 2nd Decade of being
#1, no contest, since 1970.

For Fast First Aid for your Jocks, write to us for
pedigrees and air-ready samples.

Not A Gong In A Carload

P.O. Box 25-866
Honolulu, Hawaii 96825
(808) 395-9600




One way to insure an entertaining pro-
motion is to devise a contest that
dllows the more extroverted listeners to
go to extremes to win prizes. A prime
example, as frequently portrayed in
the pages of R&R,is the Jello Jump --
stations fill a large vat with some form
of gelatinous muck and allow listeners
to forage for keys to a car or a similar
prize, in the process completely en-
casing themselves in a colorful coat of
flavorful goo.

Pictured on this page are a pair of
Jello Jumps, plus a recent variation
from KFDI/Wichita, the Dough Dip.-
which may be an even stickier
proposition. Other examples of ex-
hibitionist contests include cow
chip throwing, mattress sits (pic-
tured), car crams, kissing
marathons, and many more equal-
ly astonishing endeavors. A lot of
people like making spectacles of
themselves (especially to win a
prize), and a lot more enjoy wat-
ching others making spectacles of
themselves, making these contests
naturals for radio stations.

=

While most of the exhibitionist
contests were staged by CHR or
Country stations, AOR stations add-
ed a wrinkle of their own in the late
70’s and early 80's. Capitalizing on
the universal tendency of young
rock fans to mimic their guitar
heroes with imaginary instruments,
stations set up “air guitar” competi-
tions. Noted AOR consultant Lee
Abrams amplifies on the idea:

“"One of the most successful pro-
motions I've seen is the air guitar
contest. To the best of my
knowledge, it started at WIOT/Tol-
edo, folowed by KEZO/Omaha. |
think Lee Michaels (of Burk-
hart/Abrams/Michaels/Doug-
las) came up with the idea and the
stations picked up on it. Everybody
plays air guitar, so it was a natural
promotion to have a contest of
these people playing imaginary
guitar to their favorite songs to win
prizes. WSHE/Miaml and several
other stations have taken the idea
to its next logical progression: hav-
ing air band contests, wherein win-
ners actually opened shows for real
groups.”

Pictured above are impressionists
trying to capture the essences of
Ozzy Osbourne (left) and Jimi Hen-

drix.”
GREATEST PROMOTIONS/R&R ¢ PAGE 1



“Since the Katz takeover of Each opportunity is a new
WTIC AM-FM in January ball game and is treated

1977, our share of market, accordingly by knowledg-
substantial to start with, has  able motivated sales person-
increased each year. nel at all Katz offices”

‘And even though WTIC Generating Sales
performs well in the ratings, Power is Katz Radio’s busi-
Katz sales people never ness. We're committed to
take any order for granted. doing it better than anyone.

"Katz

Radio sales

people
never take
any order for
granted.

Perry S. Ury
President and
Chief Executive Officer
The Ten Eighty Corp/WTIC AM-FM
Hartford, Connecticut



FOR EXHIDITIOMISTY ONLT—

In the mid-70O’s, WNDE/Indianap-
olls pulled a switch on the idea of
planting an air persondlity on a
flagpole or tower by finding a cou-
ple who didn't like the radio station
and isolating them on a billboard
until they learned to love it. Former
WNDE PD Murray Green, now GM
at WNYR/Rochester (where he
repeated this promotion, as have
several others), explains in depth:

“We put a billboard up that said ‘I Hate WINDY
1260." We supplied the couple with sleeping space, out-
door commodes, and such. They lived up there and
couldn’t come down until either we convinced them we
were g great radio station or they gave up. We would
talk to them on the radio once an hour about what they
didn't like about the radio station.

"As time went on, they began to enjoy the radio sta-

| tion. Then we had the billboard changed to read "I Love
WINDY 1260."" It took them 17 days to finally decide
they loved us. They probably just wanted to get off the
billboard!"

This promotion focused a lot of attention in town on
the station, with "'thousands of wisitors™ donating
food or gifts to the stranded couple, and
contributing to a higher profile for WNDE.
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Wrap up holiday sales early with “Holiday Magic}’
a three-in-one holiday package for contemporary stations from TM Special Projects.
With “Holiday Magic” you can tie the three big yearend holidays into one big six-week contract!

* “Thanksgiving America” (6 hours)
* “The Magic of Christmas’’ (18 hours)

* “Happy New Year, America” (6 hours)

Each “Holiday Magic” special is bursting with the features, events, traditions, and music
that make them America’s greatest holiday celebrations. You and your sales staff can celebrate,
too, with ten minutes of commercial avails per hour to lock up extra holiday dollars EARLY!

Now’s the time to plan for an extra joyous holiday season with “Holiday Magic”;
call TM Special Projects collect at 214-634-8511.

Special Projects

1349 Regal Row Dallas, TX 75247 214-634-8511

Produced by Kris Stevens Enterprises, Inc.
© 1981 T™ Special Projects. All rights reserved.
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'HOMEGROW

Big :Music Amperica Congest

For years, dating back to the early 60’s, radio stations increased their visibility by arranging with
suppliers of past hits to put their call letters on oldies anthologies (see pictured examples). Whilein a
few cases these anthologies were built around local hits, in general they were fairly standardized
packages of national hits with only artistic customization (pictures of the station jocks, etc.).

In 1973, KGB/San Diego changed the emphasis by putting out a budget-priced LP ($1.01) of new
recordings by local artists. KGB VP/GM Jim Price recalls, “Bill Hergenson got in a song on his KGB-
AM morning show called ‘Chula Vista’ that he played on the air. He got such a reaction that others
started sending him songs. From that came the idea to put out an album with proceeds going to the
United Way. We did seven 'Homegrowns’ plus a ‘'Homegrown’s Greatest Hits.” At their best, they
sold upwards of 60,000 copies.”

Since then, stations all over the country, primarily AOR’s, seized on the idea of offering local ar-
tists a chance to record and gained closer ties with the local music scenes. Recently, a company
called Big Music America started a national contest for local talent, with radio stations issuing LP’s,
purchasers voting for their favorite tracks, and ultimately a national competition with a $25,000 prize

for the winning artist.

Capitalizing On
Current Events

As an up-to-the-minute medium, providing the
news first, radio has kept a close eye on current
events. And obviously, the news that’s on everyone’s
mind makes for good promotional tie-ins.

So whenever an appropriate big news story oc-
curs, like a Mt. St. Helens eruption or an Olympics or
a baseball strike, stations have been quick to con-
struct contests or giveaways or other forms of
listener participation related to the event. Reactions
to the hostage crisis ranged from coordinating sup-
port (material and emotional) for their families to
sympathy inprisonments in the control room. When
Bermuda Triangle disappearances were the big topic
in Florida, WFTL/Ft. Lauderdale sent first an air-
craft and then a yacht into the area, broadcasting live
to increase the suspense. And perhaps the most com-
mon example is the radio reaction to gasoline price
hikes — stations across the country staged promo-
tions in which they sold gas for a nominal amount and
usually ended up snarling a good portion of the city’s
thoroughfares in the process as listeners lined up by
the thousands. It’s safe to say that as the news hap-
pens, radio will be there, first to report it and then to
tie a promotion to it.

Skylab Is

When scientists announced that
the Skylab space station would be

falling in 1979 upon an un-
known locality, radio stations were quick to
realize it was an event to capture the public’s
imagination. With uncertainty reigning over
Skylab’s ultimate destination, stations held
drawings to guess where it would land, jocks
took out insurance to protect themselves
from an unfortunate landing, and stations
sold crash helmets to protect their listeners.

WFTL/Ft. Lauderdale took a different
tack — through listener effort and a few
trusty psychics, the station attempted to pre-
vent Skylab from falling. Then-PD Mike
Harvey (now President of WWSW/Pitts.
burgh) observed, “The idea was that at a
specified time, stations around the world

GREATEST PROMOTIONS/R&R * PAGE 22
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Falling?

would urge their listeners to concentrate
their thoughts on pushing Skylab into a
higher orbit. A network including over 150
stations in this country, plus the BBC and
the Canadian and Australian Broadcasting
Companies, was set up.” Harvey quotes a
BBC estimate that ‘‘over 40 million people
worldwide were exposed to the event”
through the promotion, and claims *‘Skylift
For Skylab' was ‘“‘the single largest and
most publicized radio promotion since Orson
Welles’s ‘War Of The Worlds.’ *

Of course, the psychic effort didn’t work,
and when Skylab finally fell in the Australian
outback, KFRC/San Francisco was there to
obtain a large chunk of the atmosphere-fried
space station. Former PD Les Garland is
pictured with the fragment above.
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# MUSIC FORMAT IN CHICAGO (AM & FM)
FOR 7 CONSECUTIVE YEARS'™
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# 1 ALL RADIO IN LATEST CHICAGO ARBITRON*
(UP AGAIN TO NEW HIGH, BEATING ALL AM’s & FM’s)

(@M=

SHARE

IN CHICAGO

EVERY NEW TAPE IS NOW READY FOR IMMEDIATE SYNDICATION!
OVER 100 STATIONS ALREADY S