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elemarketing is the most personal communication
you will probably ever have with your core or potential
audience. That's why some of the most experienced and
demanding broadcast executives in the U.S. depend on
Broadcast Direct Marketing for their telemarketing

needs.

Because we service the broadcast industry exclusively.
our people understand the superlative service today's
leading broadcasters demand and expect. But. there is a
catch... we work for only a select number of stations.
Thus. by limiting the number of stations we serve.

Meet Karen, one of Broadcast
Direct's friendly, well trained
and professional telemarketers.
Karen is just one of over 100
experienced telemarketers
serving our client stations on a
daily basis.

we ensure that we meet the highest level of personal
service and quality standards.

It's true... there is a correct mix of micro-marketing
services that's right for each station. each format, each
market. and each set of needs and objectives. We can
help you determine the most appropriate mix. But,
remember when it comes to telemarketing it's more than
just services, it's the People who make the difference
between a successful campaign and an "also ran” failure.

Talk to us today... we'll talk to your target market.

TO LEARN MORE ABOUT HOW TELEMARKETING CAN IMPROVE YOUR RATINGS CALL:

1992 Broadcast Direct Marketing. Inc.



PULS RADDEVENT CALEADAR

April22-24—Broadcast Cable Finan-
cial Management Association 32nd
Annual Convention, NYC (800)225-8183

April 29-30—0hio Association of
Broadcasters Spring Convention,
Columbus, OH (614) 228-4052

April 30-May 3—The Radio Broad-
casters Association of Puerto Rico
Annual Convention, San Juan, Puerto
Rico. (809) 724-8151

May 2-6—Public Radio Annual Con-
ference, Seattle, WA

May 13-15—The International
Broadcasters ldea Bank Con-
vention, Dubuque, IA

May 27-31—American Women in
Radio and Television 41st Annual
Convention, Scotisdale AZ (202)429-5102

June 7-13—National Association of
Broadcasters Executive Man-
agement Development Seminar, Uni-
versity of Notre Dame, South Bend, IN
(202) 429-5402

June10-13—National Association of
Broadcasters/Montreux Interna-
tional Radio Symposium and Exhibi-
tion, Montreux, Switzertand (202) 429-5409

June 11-13—1992 Radio & Records
Convention for Programmers and
Record Industry, Century Plaza, LA

June 11-14—Missouri Broadcasters
Association Spring Meeting, Lake of
the Ozarks, MO. (314) 636-6692

June 14-17—1992 BPME & BDA Con-
ference & Exposition, Seaitle, WA
BPME-{213) 469-9559,(415) 788-7622

June 18-20—Texas Association of
Broadcasters Radio Day, Midland,
TX. (512) 322-9944

June 23-26—National Association
of Broadcasters Board of Directors
Meeting, Washington (202) 429-5444

July 2-7—International Broadcast-
ing Convention, RAl Center, Amsterdam
London 44 (71) 240-1871

July 16-19—The Upper Midwest
Communications Conclave, Minne-
apolis. (612) 927-4487

August 13-16—West Virginia Broad-
casters Association 46th Annual
Convention, The Greenbrier, White Sul-
phur Springs, WV, (304) 344-3798

The Pulse of Radio

September 9-12—Radio '92 Con-
vention, sponsored by NAB, New Or-
leans (202) 429-5409

September 27-30-—33rd World Adver-
tising Congress of the International
Advertising Association, Barcelona,
Spain. Miguel Fuertes, (343) 423-3101
Ext. 8208 through 8213

October 16-19—Texas Association of
Broadcasters Convention, Austin, TX
(512) 322-9944

February 4-7—Radio Advertising Bu-
reau MSC '93, Dallas. 1-800-RAB-SELL

February 13-16, '93—National Reli-
gious Broadcasters 50th Annual
Convention, Los Angeles (201)428-5400
[ — — i ——
Seplember 8-11—Radio "93 Conven-

tion, sponsored by NAB, Dallas
(202) 429-5409

September 7-10—Radio '94 Conven-
tion, sponsored by NAB, Los Angeles
(202) 429-5409

September 6-9—Radio '95 Conven-
tion, sponsored by NAB, New Orleans

1992/1993 Schedule
Arbitron Survey Dates
ofall 1992
September 24 - December 16, 1992
eWinter 1993
January 7 - March 31, 1993
*Spring 1993
April 1-June 23, 1993
o Summer 1993
June 24 - September 15, 1993

1992 MAJOR EVENTS

June 10-13—National Associa-
tion of Broadcasters/Montreux
International Radio Symposium
and Exhibition, Montreux, Swit
zerland. (202) 429-5409

September 9-12—Radio *92 Con-
vention, sponsored by NAB, New
Orleans (202) 429-5409

If your organization’s important meeting,
convention or event is not listed here, send
information to:
Calendar
c/o The Puise of Radio
1501 Corporate Drive, Suite 220
Boynton Beach, FL 33426
Phone: (407) 736-4416
Fax: (407) 736-6134
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Kill Your Competition
By Sounding The Best

Wi

\ Nothing Ehe
1 { | Sounds As Good
! As GoldDisc’

T™ Century

14444 Beltwood Parkway
Teuas 75244 USA

Dalas,
(800) 937-2100

The Best Music
Exceptional Quality with NoNoise®

The Best: Technology
Ultimate Digital Studio™ and Music Software

The Best: Production Libraries
Biggest Selection Of Background Music

(800) TM Century

(800) 937-2100
FAX: (800) 749-2121

I

il

The Best: Jingles
TM Century™Improves The Image of Your Station

The Best: Custom Music Services
for Broadcast and Corporate Communications

The Best: TV Commercials for Radio
Promote Your Station Effectively

T™MCentury

Inc.

14444 Beltwood Parkway
Dallas, Tx 75244-3228



PARTNERS FOR 65 YEARS...The NBC Radio Network and
WSM/Nashville recently celebrated an unprecedented
65-year affiliation. In honor of this historic partnership,
NBC presented a commemorative plaque to WSM GM Bob

Meyer at the WSM Opryland Studios. Pictured (Lto R) are: ‘
NBC/Mutual Senior Producer George Achaves, NBC/
Mutual SE Regional Manager Bob Wogan, WSM’s Bob [
Meyer, NBC/Mutual NE Regional Director Lynn Mcintosh
and NBC/Mutual SE Clearance Coordinator Mark Beale. | |

RADIO IN BRIEF

Commission Lifts AM Freeze ’
\

The Federal Communications Commission has allowed
the expiration date on the AM Freeze to lapsc, meaning the
freeze has been lifted. Instituted approximately two years |
ago, the freeze was designed to limit activity in the AM band ’
giving the FCC :ime to evaluate the AM situation before
taking further rulemaking actions. ‘

The lift of the freeze will allow AM broadcasters to make |
major modifications in their AM facilities and will allow ’
broadcasters to apply for new AM facilities, including thosc
on the extended AM band, which is 1,000 Khz above the
existing AM band. The lift of the freeze comes after recent
announcements of more technically stringent standards for ’
the application of new AM stations. '

EIA SUBCOMMITTEE ON DAB ADOPTS SCHEDULE

The Electronic Industries Association’s (EIA) Subcommit- }
tee on Digital Audio Radio has adopted a schedule for
selecting a Digital Audio Broadcasting (DAB) system for ’
recommendation as a U.S. standard. The schedule calls for
DAB proponents to provide technical information by De- ’
cember 15, 1992 and a hardiare delivery date of April 15,
1993. Organizations intending to present a DAB svstem for |
consideration will be asked to state that interest by June 15,
1992. Technical information will be required by December |
15,1992. Proponents will be required :odeliver hardware fo
evaluation by April 15, 1993. One of the goals of the subcom-
mittee is to recomme'\d a standard by Nov ember | 1993. J

Copyright
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' Justice Department OK'’s |
' VNU/Arbitron Venture |

The Department of Justice has given the go-ahead on a
joint venture betiween VNU and Arbitron. The government
agency was investigating the two to see if a monopoly
existed (Pulse 2/17/92) after VNU announced the closing of

’ Birch and the merger of Scarborough with Arbitron. Ac-
| cording to sources, the Justice Department received very
few complaints from Radio stations and only reccived com-
’ petitive complaints from Nielsen, the television ratings
| company which could suffer a competitive disadvantage
with Arbitron’s ability to offer Scarborough.
I In addition to approving the shutdown of Birch and the
licensing of Scarborough to Arbitron, the Justice Depart-
ment also approved a joint venture between VNU and
Arbitron on a company they are calling Competitive Mea-
surement Service, which measures advertising expendi- l
tures for local and national television, newspapers and ,
l
|

magazines.

Immediately following approval from the Justice Depart-
ment, the joint venture deal between VNU and Arbitron was
codified.

 Hastings To Head Katz Radio |

Gordon H. Hastings will rejoin Katz as President of the
I Katz Radio Group and has been
‘ elected a Director of Katz Com-
munications, Inc. Hastings re-
places Ken Swetz who recently
left the mega-rep firm. Hastings
first joined Katz Radio in 1972 as
Manager of Radio Development.
During his 13-year tenure with
the company, heserved in a num-
ber of executive positions with
both the Radio and television
groups. He also served as a direc-
tor of the company through 1984.
Most recently, Hastings successfully owned and operated
three Radio stations in upstate New York.

According to Peter Goulazian, president/CEO of Katz
Communications, “In the past, Gordon was a significant
contributor to the success of both Katz Radio and Katz
Television. We know that Gordon will bring new vision and
a dimension of exciting leadership to our Radio operation.” '

Goulazian also announced the promotion of Stu Olds to
Executive Vice President, General Manager of the Katz
Radio Group. In this position, he will be responsible for the

continued on page 6
MORE NEWS ON PAGE 6
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lﬁ continued from page 5
HASTINGS JOINS KATZ

day-to-day operations of all four KRG
companies - Banner Radio, Christal
Radio, Eastman Radio and Katz Radio.

Olds began his sales career at Katz in
1977. During his 15-year tenure with the
company, hehasheld anumber of man-
agement positions, including president
of Katz Radio and executive vice presi-
dent of the Katz Radio Group.

Gentner Completes
Acquisition

Gentner Communications Corpora-
tion has announced the completion of
its acquisition of the products and tech-
nology of MacroMedia, Inc. The acqui-
sition was made to strengthen the
company’s emphasis on digital audio
storage through the addition of the
AUDISK system whichdigitally records
and automatically plays back audio.

Widmann Slated As
BPME Keynote

CBS Radio Division President Nancy
Widmann will keynote the Broadcast
Promotion and Marketing Executives
Annual Conference in Seattle June 15.
The conference ( June 14-17) is themed
“Surviving in a Changing Environ-
ment.” According to BPME Chairper-
son Erica Farber, promotion and mar-
keting workshops scheduled for this
year’s conference will focus onrevenue-
building opportunities, value-added
promotions, sales promotionsand more.

L

MasterCard
Launches Radio
Promotion

MasterCard will be hitting the road as
well as the airwavesin 20 college markets
this year, tuning in young adults aged 18-
24 through its new “"MasterCruiser” mar-
keting program. Featuring a network of
top-rated Radio stations and a fleet of
high-tech vehicles appropriately named
"MasterCruisers,” the program is de-
signed to generate high visibility and
brand awareness forMasterCard through
a year-round series of student-oriented
Radio programming, promotionsand live
remotebroadcasts fromeollegecampuses
and special events.

The stations will officially launch the
program this month with the premier of
the StarCruisin’ Radio show, sponsored
by MasterCard, which will be the focal
point of the “MasterCruiser” campaign.
The show will be aired daily throughout
the year on “MasterCruiser” flagship sta-
tions, reaching an estimated audience of
more than 11 million young adults.

The “MasterCruiser” is manufactured
by Elkhart, Indiana-based Broadcast Prod-
ucts, Inc.

RAB Says Local
Radio Revenues
Up 4 Percent For

February

TheRadio Advertising Bureau (RAB)
Radio revenue index of more than 100
markets indicates that local Radio rev-
enues climbed 4.0% in February on the
heels of a slight January increase, sig-
nalling the startofamodest turn-around
in local retail advertising. Recovery on
the national advertising level, however,
continues to lag behind; national spot
revenue was down 17.1% and network
down 4.4% in February. Percentages
reflect the comparison with 1991 rev-
enue figures for the same month. All
figures are based on the index of rev-
enue pool results compiled by the RAB
and network revenues reported by the
Radio Network Association.

Combined local and national spot rev-
enues were down 0.6% for the month of
February. 1992 year-to-date figures
show local up 2.6% and national down
11.3% for a combined -0.3% revenue
picture; network is down 5.6% through
February.

Local revenue was upacross the coun-
try in February, with the Southwestand
Southeast turning in the strongest per-
formances, up 6.9% and 5.6% respec-
tively. National spot revenue, however,
wasdowndramatically, withtheSouth-
west and West hardest hit with respec-
tive declines of 22.1% and 25.2%. The
Southeast fared the best witha decrease
of only 3.9% over its February ‘91 na-
tional spot sales.

S—

REVENUE REPAIRS FOR ALL SIZE MARKETS |
DAVE GIFFORD INTERNATIONAL

AHNGIFFORD

1143 TAOS HWY,, SANTA FE,NM 87501

1-800-TALK GIF ¢ (505)989-7007

Correction

In the March 16, 1992, issue of The Pulse
of Radio in the article 'New Legal Inter-
pretation Of Copyright Law Regarding
Storecasting’ a line was inadvertently
omitted. On page 26, the sixth para-
graph, beginning with the seventeenth
line should read, ’...the distance of the
speakers from the receiver should not
be more than 35 feet; and a store cannot
charge its customers for the transmis-
sion of a Radio performance...’

We apologize for any confusion that
may have resulted.

@ e ruise of Radio/ April 13,1992
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PUBLISHER'S NOTES

Radio’s Role Is Imeplaceable

ne of the biggest thrills for me
istogetin my car, drive down
the highway and listen to the
Radio. I crank up the volume
and listen tomy favoritetunes,
singing along. And, if no one

I is looking, I occasionally revert back to

my on-airdaysand talk up the intros to
the songs. I get excited listening to a
variety of formats and hearingall kinds
of great Radio.

Listening through the static and the
whistle of a distant AM signal while
tooling down the highway may notbea
pleasuretonon-Radiopeople, buttome
it’s a thrill hard to explain. I have so
many fond memories of picking up the
mega-signalstationslike WOWOin Fort
Wayne, WNBC or WABC in New York,
KAAY in Little Rock, KYA in San Fran-
cisco, WLSin Chicago, KFlin Los Ange-
les, WLW in Cincinnati, WSM in Nash-
ville, WWLinNewOrleansand somany
more. It’s still a lot of fun listening to
Radio at night with those signals carry-
ing greats the likes of Larry King and
Tom Snyder. Radio is providing a ser-
viceunparalleled by any other medium.

Equally exciting tomeis visiting small
communities and listening to local Ra-
dio stations. The smaller the town the
bigger the thrill. Some of the best ideas
come from the small market stations.
Then, of course, there is nothing like
driving into a major market and listen-
ing while a different breed of talent
masters the airwaves. There’s an art to
doing good Radio, and there is pretty
good Radio wherever I go.

What turns me on the most is how
much the public counts on Radio. They
use Radio to keep them company. They
take us along on family outings. They
often guide their lives from our on-air
advisorsinmany subjects. Millionscling
to our words every day! We turn listen-
ers on to the latest hits and stimulate
memories from their past with music
from their favorite eras. We give the
average person a chance to have their
opinions heard by providing a voice
with talk-Radio. We wake them up and

are usually the first voice they hear in
the morning. They turn to us for news,
weatherand traffic. We providejoy and
laughter. We often share their first date
with a car Radio.They play us in the
stores while people shop. They rely on
us for safety instructions and warnings
indisasters, knowing we're alwaysthere
for them.

In Radio, we raise money for charity
inmany differentways. We gather coats
for the homeless. We pay for kidneys
for a dying child. We walk miles for
MDA. We help needy families. We, as
Radio people, are responsible for bring-
ing attention to the needs of our com-
munitiesand stimulatinginterest where
apathy exists. We create promotional
events exposing people to music, art-
ists,and activities. Wherewould America
be without Radio?

So why the self-esteem problems?
Too many in our industry are settling
for less than we deserve! Given an
equal budget to that of a newspaper or
TV buy, our medium will out-pull, out-
perform and out-sell anybody. When
giventhe opportunity, Radiohasproven
it time and again.

Life without Radio would silence an
important social force. Most of us in this
business are passionate about Radio!
Let’s translate that passioninto dollars.
Let’s fight harder for our unfair share.
Radio isn't just a another medium - like
TV or the newspaper - it’s the lifeblood of
the local community and a big part of
people’s lives. =]

B. Eric Rhoads, C.R.M.C.
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FROM THE RADIO GRAPEVINE...

*Claiming to be Radio’s longest-running
duo, WMAL'’s legendary morning team,
Harden & Weaver just marked 32 years
ontheairbroadcasting together. Theteam
saysthey haveworked throughthreegen-
erationsand nine presidents. They consis-
tently rank No. 1in 35+.

*In parody of the Cannes Film Festival,
CKIS/Montreal is sponsoring the first
ever “Cans Film Festival” Listeners
are invited to the screening of seven
films by bringing some canned food
items for a local food bank. The station
is expecting over 4,000 canned items to
be donated.

*"Mad-Dog On Baseball” is the name
of a new program being offered by the
Sports And Entertainment Network.
The show features future baseball Hall
of Famer Bill “"Mad Dog” Madlock.
President/GM Jerry Kutner tells The
Pulse that the program debuted at the
beginning of the monthand that several
stations have been signed. Interested
stations may call (702) 451-3131.

*Champagne glasses were recently
raised to toast DC law firm Haley,
Bader & Potts. In Seattle, the Jack
Straw Memorial Foundation pre-
sented Senior Partner (and Pulse con-
tributing writer/legal counsel)
Michael H. Bader with a “Lorenzo”
award for his efforts in establishing
three public Radio services in the
Pacific Northwest. In San Antonio,
Texas Public Radio named Partner
John M. Pelkey “Public Radio De-
fender” for helping them obtain two
FMs in that market.

*CNBC and the Unistar Networks
have announced they are changing
the name of the FNN Business Radio
to CNBC Business Radio. CNBC
provides stations with up-to-the-
minute reports of thebusiness world.
*Congratulations to KCBS-FM Pro-
gram Director Tommy Edwards and
wife, Mary Lou, proud parents of a
son, Thomas Michael. The Edwards
also have two daughters. &=

GOING TO GREAT HEIGHTS FOR RATINGS...
WRMF/West Palm Beach recently offered Hs-
teners a chance to “toss thelr boss” out of an
airplane. Tied in with a local parachuting com-
pany, listeners nominated their employer for
“Toss Your Boss.” Listeners had a chance to go
along on the group jump...for a price. The promo-
tion was such a success they followed up with a
“Shove Your Love” promotion with over 300
listeners jumping. Pictured L-R, WRMF Producer
Doug Welsh, a listener and Morning Man Kevin
Kitchens.

LYLES URBAN

CONSULTANCY

Specializing In The Urban Sound

1101 Collier Road, N.W., Suite C-3
Atlanta, Georgia 30318
(404) 351-6410

Harry M. Lyles, President
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READER

Credit Extension To Political Candidates
Twrote the following letter to Ms. Donna
M. Searcy, Secretary, Federal Communica-
tions Commission on March 6,1992. 1 felt
it would be of interest to Pulse readers.
-Pete Szabo

The extension of broadcast credit to
political candidates puts the station in
an unhealthy, tenuous position.

Extending credit to any candidate
who isemployed or possibly to become
employed by a government, which has
within its realm of authorities the con-
trol over station activities as well as
undue influence over licensing deci-
sions, clearly infringes on ethical stan-
dards. It’s all too common for politi-
cians or their committees or their third
parties to exert pressure on those who
canenablethem toadvanceand further
their mission. Thisisdoneeitherthrough
intimidation, creation of fear or whatis
worse - deal making.

The very fundamentals of prudent
creditmanagementwasneverdesigned
for political advertising. The effect is
that a large amount of on-credit politi-
cal advertising will be broadcast for
reasons other than sound credit prac-
tices. With cash-in-advance advertis-
ing there is a disparity between the
“guy with the big bucks” and the "guy
with thelittlebucks.” The new ability to
prominently use credit instead of cash
only fuels further the distinction be-
tween the advantages of “wealth and
power” and the “heart of America.”
Thisisanotherstepwhich furthererodes
fair and equal competition in the natu-
ralinherent rights of any Americanrun-
ning for a political office. The spirit of
true competition will surely further
evaporate.

Theaforementioned certainly sets the
groundwork in furthering the already
inherent problems when it comes to
collecting political advertising. Some
political debt will be written off and not
enforced. Those who do chose to at-
tempt the collection of political adver-
tising accounts will find themselves
mired in all types of cockamamy dis-
putes centered around FCC rules on

The Pulse of Radio

LETTERS

equal time and equal opportunity.
Otherefforts will fail for those whofind
there is not now or never was any
money at the end of the tunnel.

This office has experienced and prof-
ited in the past through the collection of
political advertising receivables for
broadcasters. We have collected from
those who thought they were “untouch-
able” or took on the attitude of “how
dast you ask me, an elected official, for
money.” However, from our unique
and unbiased perspective, the estab-
lishment and right to grant broadcast
credit to political candidates does not
conform with the best interest of the
broadcast industry, fairness to all po-
litical candidates, or the intent of the
Federal Commissions guide - equality.

This ruling creates a new financing
vehicle for a candidate to further fi-
nance their campaign. In most cases,
debt willbecommitted to withoutavail-
ability of current funds to pay. It will
assist in catapulting the financial ruin
of many fine and promising American
candidates. There is already human
temptation when it comes to material
purchases on credit. Imagine the ef-
fects from financing one’s ego and ca-
reer. One has only tolook at the current
check bouncing scandal in Congress to
illustrate this point.

&y Peter F. Szabo, President
Szabo Associates, Inc.
Atlanta, Georgia

Rogers Is Right On
Thank you again for the outstanding
article in your magazine by David
Rogers. Hisunderstanding of themyths
that hurt our great business is impres-
sive. It wasthefirsttimelread anarticle
in any trade publication that made me
feel that not only was he right, but he
said it better than any one.
Thank you again foran ever-improv-
ing publication.
#v  Walter Sabo, President
W.R. Sabo Inc.
New York, NY
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Watch Your Ratings Soar!
Introducing CumeBuilder™, the direct-
fax service that has helped stations dra-
matically increase their numbers, literally
overnight. It worked for K-LITE in Los
Angeles, it can work for you! CumeBuilder
is great for a quick-fix and for long-term

ratings growth.

You can be up and running tomorrow.
Call to find out how to stimulate your

ratings today.

310-475-1596

umeBuilder

BUILDING RATINGS VIR FAX
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ordon Link is McCann-Erickson’s
Worldwide Director of Medin Services,
and the agency’s top-ranking medin
professional. He assunied this newoly-
created position in March 1986.

His responsibilities include over-
seeing the media operations of McCann’s 165
agencies in 73 countries as well as developing
global strategics for the agency’s multina-
tional clients.

Link joined McCann in 1984 as Executive
Vice President and U.S.A. Director of Media
Services. Previously he had been Vice Presi-
dent and Director of Eastern Sales for the
ABC Television Network for 14 years.

Hisassociationwith ABCwasan interrup-
tion ofanadvertisingagencycareer that started
at BBDO in 1960. He went on to Ogilvy &
Mather in 1965 and joined McCann-Erickson
for the first time later that same year. He was
working on the Coca-Cola account when he
left McCann in 1970 to work with ABC.

Some of McCann-Erickson’s North
American clients: AT&T; Black & Decker;
Chesebrough-Pond’s Inc.; Coca-Cola USA;
Coca-Cola/Nestle Refreshiments Co.; Colum-
bia Pictures Entertainment; Exxon; Gen-
eral Motors, Corporate and Buick Motor
Divisions; The Gillette Company; Johnson
& Johnson Ortho Pharmaceutical Corp.;
Lever Brothers Company; Lufthansa Ger-
man Airlines; Manufacturers Hanover
Trust; The Mennen Company; Miles, Inc.;
Nabisco Biscuit Company; Georgia-Pacific
Corp.; Safeway Food Stores, Arizona and
Northern California; Hasbro, Inc.; National
Dairy Promotion & Research Board; Hilton
Hotels; Los Angeles Times; McDonald’s
Co-op, New Orleans and Shreveport; Texas
Instruments Inc.; and many others.
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Q: You have some very distinct feel-
ings about how advertising is changing
and how the future of advertising will
change. Touch on those for us.

A: Theissue should beseparated intotwo
parts. One is the consumer. The other is
the relentless progress of technology.
Technology is changing the form of com-
munication with the consumer. For ex-
ample, network television and other me-
dia that have dominated for the last 35 or
40yearsarebeing readjusted by fragmen-
tation. These two parallel tracks - the
fragmentation and form of communica-
tion technology and the consumers them-
selvesare going todetermine the future of
advertising. Themajor implication, which
has certainly been obvious toadvertising
professionals these past five or six years,
is that we are leaving the realm of what [
call marketing-driven communication
and entering the realm of consumer choice
in terms of information and media ab-
sorption and action.

Q: How will the consumer change, and
how do we respond to those changes?
A: Thesignificant social factin the United
States is the existence of the group that
hasbeen labeled thebaby boomers. (Those
people who were born at the end of 1940s
until the mid-1960s.) The enormity of its
numbers and its proportion to the popu-
lation has had a tremendous impact on
the profile of the consumer. It'sa moving
target. It’s not a constant consumer. Part
of the difficulty in describing consumers,

particularly from the media side, is that
peopletalk demographics. They talkabout
people 18-24, or whatever it may be. But
the reality is that an 18-24 individual in
1970 is a lot different than an 18-24 indi-
vidual in 1992. Their outlook, makeup,
ethnicbackground, education, consumer
perceptions and lifestyles are different.
Today, theimportant thing tounderstand
is thatduring the nextdecade the forward
edge of the baby boomer generation will
be approaching 55 years of age. The enor-
mous influence numerically plus their
aging socially and professionally will af-
fect their values and perspectives. Of
course, theflipsideisthereality of today’s
under-30generationanditsdevelopment.
Q: What's the bottom line?

A: The central reality of advertising is
consumer choice. The bottom line is that
the consumer is a moving target. Adver-
tising obviously has to read and adopt
these realities rather than just thinking of
an eternal consumer as described by de-
mographics.

Q: Hasn't that always been the case,
though, and is just now being realized?
People have always changed.

A: The research that's been developed to
support media decisions has never really
been developed to make those perceptions
actionable. In other words, traditional me-
dia planning is driven by the available syn-
dicated research. Thisisa major crisis for the
advertising industry because it doesn’t de-
scribe the reality of today.
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Prigrs Q Youare saying thatbuy-
, & ing of media, for instance,
may no longer be a com-

modity, may notbe simply
a matter of buying the numbers, but
more of a selected, almost individual-
ized plan, depending on the consumer
you are chasing.
A: Yes. It's not going to be possible any-
more to categorize media selectionin nice
little boxes. People say, ‘Network televi-
sion - quick reach, national coverage.’
And that’s the last thing they think about
network television. Then they say, ‘Radio
- supplementary medium, drive time.’
Right? In other words, you can’t express
the relationship of media to the consumer
anymore in those ways when you are
making advertising plans.
Q: How is that going to change the
planning process within the agency
world?
A: The planning process is going to have
tobecome consumer-directed, asopposed
to media-directed. In the old days, when
I was talking about marketing-driven
communication, what I was really saying
was that everyone knew what the three
shows were on network television at 9:00
p.m. Ninety percent of the audience was
there watchingit. It wasn’ta very difficult

much more creative, imaginative, prob-
ing kind of process. In order to solve the
riddle, you've got to start with the con-
sumer and end with the consumer. What
does that consumer do in a typical day?
Whoismyidealized consumer? That type
of thing. We have techniques, obviously,
that we have developed and use to try to
deal with some of these problems.

Q: You mentioned technology and the
forms of communication are changing -
the way people view television, listen to
the Radio, etc. may be changing.

A: Asweknow, technologyisafactinour
lives. It’sbeen the majorcatalystof change
in the past two centuries and will con-
tinue into the next century to change ev-
ery aspect of the way we live. Technology
is something that is above and beyond
human existence. It has a life of its own.
You can’t “sit” on technology. If you look
athow thingshave developed, fromauto-
mobiles to jet planes tosupersonic planes,
or from crystal Radio sets to color TV sets
to interactive television, you see this pro-
gressionrelentlesslyadvancing. This will,
in seminal ways, continue to affect how
people receive and absorb information
and entertainment. In a very dramatic
fashion, fragmentationintelevisionmeans
that the American viewer, who a decade

quickly accepted and rolled with the fact
that technology is always going to get
better and that the real challenge lies in
content.

Q: You're saying that technology does
not drive the consumer; the consumer
drives technology.

A: I'm not sure the consumer drives
technology. The consumer perhaps em-
braces different aspects of technology.
The challenge, then, for the communica-
tion and scientific communities is the ques-
tion of content because, ultimately, it is con-
tent that is going to absorb the interest and
the time of the consumer. Learning how to
develop appropriate content and learning
how to focus that content to make it con-
sumer-friendly is a major challenge.

Q: How will you essentially change the
way you do business in order to reach
your consumers?

A: 1 don't think we really know that
answer with total precision. At the end of
the day, an agency like McCann, a great
worldwide agency, and its peers really
only have, at the core of their existence,
one expertise, and that is understanding
of the consumer. That’s our anchor in the
world of change. So whatever happensin
the future, organizations suchasours will
be consumer-driven, consumer-focused.

!, Jraditional media planning is driven by the available
syndicated research, This is a major crisis for the advertising
industry because it doesn't describe the reality of foday,”

thing, froman advertising perspective, to
reach those people. You just placed ads at
that time, and that was it. That’s market-
ing-driven. In other words, the consumer
was a sitting duck. Now, with fractional-
ization and multiplicity of media choices
and the shrinking of leisure time, the
changing of lifestyles, etc.,no marketer or
advertiser can predict where any single
individual will be at any given moment.
Therefore, the challenge is to try to sur-
round the consumer. Because the re-
search base that is available in media
selection is no longer adequate to pen-
etrate that problem, this now becomes a
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ago perhaps had a choice of six channels,
today hasthe potential tolook at24. There
are all kinds of new Radio services, new
kinds of magazines, new everything. The
questionis: How dowedeal withit? How
does everybody deal with it - the adver-
tiser, the media, the consumers? The first
thing I think we need to learn as commu-
nicators is not to fall for what I call the
“illusion of technology” - the idea that
technology itself is an answer to any-
thing. It isn’t at all. Most people deeply
involved in communication technology,
in trying to understand and harness tech-
nology for consumer uses, have just

That will continue to be our long suit. The
other weapon in our arsenal is ideation.
Ideas are the most powerful things in the
world. It is going to be our ability to
generate ideas that cut through ina com-
pelling fashion, that communicate to and
persuade consumersonbehalf of the prod-
ucts and services. This is the test that will
determine our utility.

Q: Let’s narrow this all down now to
Radio. What do you foresee changing in
the way Radio is used, both on anational
and local level?

A: 1think Radio is in a position to fare
well. Why do I say that? First of all, 1
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TOP HITS U.S.A.

Weekly/Monthly hitupdates in A/C-CHR and
Country as low as $16.95/wk or $49.95/mo!

BROADCAST CD

ULTRA-Q & INDEX 2-3 CUES
Ultra-Q Radio Discs features Uitra-Q EOM tones (20khz @-
35db) and Index 2-3 signals. Compatible with Auto-Seg,
Dennon and others using Index 2-3 cues.

The Ultra-Q system requires an adapter card ($86.00) which
can be used with any CD player. Ultra-Q delivers a relay

LIBRARIES

A/C, Solid Gold, CHR/Rock, Lite A/C
or Country. For a limited time, as
low as $1495.00 for 1,000 cuts!
Trade-in allowance on any
Bonneville, Halland or TM Century
CD music library subject to certain
rules and limitations. CallRPMfora
catalog and details.

ULTRA-Q COMPACT

DIGITAL AUDIO

at the end of each cut then places the CD player in
pause and advances to the next cut...all automatically!

If you use taped music, replace troublesome tape decks with
CD players and keep your present control equipment. Many
stations have already done this with excelient results.

QUALITY SERVICE SINCE 1970!

RPM has proudly served broadcasters since 1970. You can
expect state-of-the-art quality and old-fashioned *customer
is first® service. RPM is 100% owned by active on-site
management. Top managementis always directly available
to take care of your broadcast music needs!

Toll-Free 50 States & Canada
800-521-2537

4198 Orchard Lake Road, Orchard Lake, Ml 48323 FAX: 313-681-3936

RADIO

CD LIBRARIES

AND WEEKLY HITS!

PROGRAMMING AND |

MANAGEMENT, INC.
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BROADCAST EQUIPMENT AND HUMAN ENGINEERED STUDIO SYSTEMS
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Let'’s get our
heads together!

OVER 100 EQUIPMENT LINES
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Studio Systems

for AM ¢ FM ¢ TV audio

¢ Delivered
on time

¢ Within budget

¢ Qutstanding
workmanship

¢ Stunning
performance

¢ Pre-wires,
turn-key

AUDIO
BROADCAST
GROUP

2342 S. Division
Grand Rapids, M1 49507
FAX 616-452-1652

Call 1-800-999-9281.

OVER 180 SYSTEMS DELIVERED & INSTALLED

YOU'LL LIKE THE WAY WE DO BUSINESS
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V@, suggested earlier thatcontent
isthechallenge, regardless of
the form in which it's deliv-
ered. Radio is a personal, por-
table, user-friendly medium. It’s ubiqui-
tous. It has the ability to be segmented. It
| canbe adapted very quickly and is cost-
effective. [t's going to continue to matter
in people’s lives because of its personal-
ization, its utility and its general availabil-
ity. Content will certainly change to meet
the changing appetites and interests of
people. Radio will be kind of like a “guer-
rilla” medium relative toother media that
haveheavy cost-ladeninfrastructures that
are difficult to change in terms of content
and appeal. While Radio is well-posi-
tioned to thrive, I'm not sure that Radio is
going to burst through to a new advertis-
ing investment plateau. It will be healthy
and probably will grow in line with the
growth of the advertising markets. But
['m not one to believe that theater-of-the-
mind entertainment is going to make a
quantum leap in the next period. But also
understand that what I've just said in no
way diminishes the utility of the medium
oritsimpact ontheaudiencesasanadver-
tising tool.
Q: What do you feel is the overall image
of the Radio industry from the agency
perspective?
A: Among the good advertising people,
there is no doubt that Radio has a very
good image and is valued as a real player
in the media scenario. There’s no doubt
about it, for many reasons - its relation-
ship to the consumer, its flexibility, its
localization, itslow costof entry. From the
retail point of view, on thelocallevel, Radio
is an essential, it's primary. Really good
communicators in our business value the
unique creative role that Radio can play in
getting across a message and enhancing an
overall communication program.
Q: Do you think the Group W creative
award, the $100,000 award for the best
Radio, will change that in any way?
A: Itcertainly isabig incentive. It will not
only appeal to the self-interest of people -
and that’'salwaysagood thing todoto get
something going - but it also will get
people thinking. AsI’'m thinking about it,
maybe as these problems with television
get more complex and the media plan-
ning process gets more idiosyncratic, you
may indeed see more and more Radio
recommendations to solve some
problems. That’s just my hunch. &
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VENDOR/CO-0P

Making
Sponsorships
“Vendorable”

By Kathryn Biddy Maguire

oes your station have sponsorship op-
portunities available for sale? A sports
package? A free concert? A holiday festi-
val? A bridal event? You have probably
sold some of those packages to manufac-
turers in the past, but you realize there is
much more out there you have not yet
tapped. What can you do differently to
get that money?

Here are some tips on how to sell more
sponsorships to manufacturers:
1. Determine how the sponsorship can
be sold as a retail-driven vendor-sup-
ported program and/oravendor-driven
program. If it were sold asa retail-driven
program, what elements can the retailer
use to attract vendor funding? The re-
tailer may need toadd store performance
opportunities like display, signage or
print ad inclusions. If the sponsorship
were sold to a manufacturer, what could
he use as leverage to get display, sighage
or print ad inclusions?
2. Take a close look at what your spon-
sorship hastoofferaprospect. Ask your-
sclf whatthe retailer or manufacturercan
realistically usetoincreasehissales. Then,
in order of importance to the vendor,
write your proposal highlighting themost
favorable element first, the next most
favorable second, and so on. Examples of
favorable things: coupon opportunities,
sampling opportunities, V1P parties or
seating, consumer or client giveaways.
Examples of less favorable things: ban-
ner space, logo inclusion in print pieces,
product mentions in station promos.
3. When presenting the sponsorship
package, give suggestions on how the
manufacturer or retailer can use the
sponsorship. Hewillcareaboutthe “mar-
keting awareness” for about 60 seconds.
The elements he can use to get cases sold
will turn him on more. Example: “The
200 60-second spots can be used asdonut
spots in which to include participating
vendors.” OR, “The 200 60-second com-
mercials can be used asleverage to sell-in
with, as 30/30s.”
4. If your ads are in the initial stages of
creating a sponsorship package, have
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your co-op/vendor director or best co-
op/vendor AE sit in on the brainstorm-
ing meetings. This person can provide
specialinsightin putting together the best
package.

5. Volunteer to present the sponsorship
to the manufacturer’s accounts. If it's a
retail-driven program, offer to put the
vendor’s packages together and present
them to the vendors. You can talk about
the fun stuff. The manufacturer and re-
tailer can work out the price point, quan-
tity and product featured.

6. Give your salespeople at least six
months lead time to sell thesponsorship

event. Use an entire sales meeting to in-
troduce it to them and brainstorm lots of
prospects.

Selling sponsorships tomanufacturers,
retail-drive or vendor-drive, are lots of
fun. They are appealing because they are
“own-able” opportunities that have lots
of value-added appeal. Your job is to sell
it to the prospect in the way he wants to
hear it. =]
—_————1

Kathryn Biddy Maguire is Managing
Consultant of Revenue Development
Systems. She may be reached at

L( 617) 589-0695.

310v 533 v 0855

\. __ RADIOPHONE"

Interactive Voice Response System

v Generates new revenue

v Reinforces listener relationships
v Reduces on-air clutter

v Builds a database of listeners

RING IN THE REVENUE
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Everything You've Ever Wented To Know

By Daniel Flamberg

ccording to the Commission,

LMAs are another form of

“ownership and control.”

Therefore, they must be made

public (financial terms can be

blacked out) though they will
not require prior approval by the FCC.
LMAs will count against a station owner
when computing the multiple ownership
cap and operators involved with LMAs
must still adhere to earlier guidelines on
control, ascertainment, community ser-
vice, etc.

An LMA, as practiced by more than
one hundred Radio stations, combines
the sales effort and/or programming of
two or more properties. The most com-
mon form is for a strong competitor to
artificially resuscitate a failing station by
taking over sales, marketing, program-
ming or management functions. In sav-
ing the weak partner from bankruptcy,
the struggling licensee cedes some form
of operational control and financial re-
sponsibility to the strong partner who
now brokers bothstations’ time. Yet LM As
also include strong stations striking local
alliancestoincreaserevenues, control mar-
ket pricing or spike out competitors.

Thereare twobasic LMA forms withas
many as 19 reported variants. A “Sales
LMA” consolidatessales, marketing, traf-
fic and accounting functions as one sta-
tion agrees to sell the other’s inventory.
This arrangement gives the seller added
inventory, potentially larger audiences
with better demos and more flexibility in
structuring packages and promotions. In
a “Full-Scale LMA,” one station puts its
programming on the other and assumes
sales, marketing and management func-
tions. An LMA achieves an immediate
economy of scale and a stronger sales
force. It gives the passive station’s owner
a guaranteed monthly check.

Attorney Greg Skall of Pepper &
Corzini, a Washington firm which has
engineered several LMAs, labeled this
tactica “non-salesale.” In fact, many local

marketing agreementsgivethebrokering
station a right of first refusal purchase
option or spell out an exact price or pric-
ing formula for its weaker partner. Some
deals credit monthly payments againsta
future purchase price.

The only doubters are small market
and minority broadcasters who fear
changes in the duopoly rules (either by

Pierre Sutton,
Inner City
Broadcasting

A

Commission action or by LMAs) will
stomp them. Small market operators fear
thedeathof Momand Popstations pushed
out by the sheer leverage of a combo or a
trombo capturing a disproportionate
share of a small revenue pool. Minority
operators, most vocally members of NA-
BOB, fear the extinction of their voice as
well-heeled, white-male dominated
group players bid major market prices up
out of their reach, buy up struggling mi-
nority-owned properties or muscle them
out of the action.

Pierre Sutton, Chairman of Inner City
Broadcasting, remarked, “This is not a
cure for what ails us. We are hurting on
the AM band and weare hurting with FM
drop-ins. LMAs or the changes in the
duopoly rules don’t solve these prob-
lems. They are scary because they will set
off a new round of greed among and
between FM owners and operators.

With less than two years of LMA expe-
rience available, it is difficult to general-
izeabout “success.” For owners unable to
sell “dog” stations, success is measured
by their ability to retain the property,
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receive a monthly check and stave off
bankruptcy. Foroperators withincreased
ratings shares, new revenues or stronger
marketplace leverage, success is defined
in those terms. For programmers who
havespiked out real or potential competi-
tors, the upside has yet to be quantified.

Most LMA participants are realizing
cost savings in terms of economies of
scale. “As a rule,” Gary Stevens says,
“you can run two stations for about 130
percent of the cost of running one sta-
tion.” Yet Tim Menowsky pointsout, “You
can’t save your way to a profit. At some
point... you'vegottosellsomeads. LMAs
do not eliminate inventory.”

So far, the decision to enter into an
LMA has been based on different criteria
for the brokering station or the passive
partner. Partners’ criteria are generally
driven by cost and face saving, combined
with a guess about the current market
value of the station compared to a guess
about its future potential.

For brokering stations, competitive
factors, economies of scale and calcula-
tions about potential ratings or sales
clout seem to be driving these deals.
Brokering stations, generally belonging
to well-managed, well-entrenched Ra-
dio companies, are also betting on the
implementation of rule changes in an-
ticipation of their ability to solidify op-
erations in selected markets, to build
geographic strongholds, to swap assets
with other mega-players or accumulate
enough stations and assets to go public.

Gary Stevens,
Gary Stevens &
Co., Inc.
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About Local Marketing Agreements

An LMA has many competitive appli-
cations. Atminimum, itremovesone com-
petitor from the game board and can
substitute a more determined or power-
ful selling entity into the markets. Tim
Menowsky, President of the National
Association of Media Brokers, advises

Tim Menowsky,
National
Association of
Media Brokers

operators, “If youaren’tlookingatLMAs,
you are missing a great opportunity.”
Before the changes in ownership rules, he
warned broadcasters, “Passing up an
LMA deal ... you could be like the guy in
the "60s who missed FM. If you wait until
lease/purchase deals are legal, all the
good ones willbe gone or too expensive.”

While every LMA participant talks
about giving clients whatever they want
or need, LMAs seem to be universally
priced toencourage combobuying and to
discourage unbundling. For example, in
a Top 40 market, a strong AOR station
with spots valued at $100 was combined
withaweaker Classic Rock station charg-
ing $30. The combination asked $150/
spot with individual stations available at
80% of the base rate.

Given the reigning sensibilities of me-
dia buyers who bristle (or go ballistic) at
any hint of a “have to” deal, everyone is
using the full array of platitudes and eu-
phemisms to tip-toe around this issue. In
most cases, the combined audience, in
terms of ratings or market share, usually
yield the critical mass necessary to get in
on a significant buy. In the same vein,
large audiences, especially in desirable
demos, should give broadcasters theclout

necessary to maintain rate integrity.
The number of ways to use an LMA is
as varied as the number of agreements in
place.
*Patient #1. Protecting the Franchise. In
Austin, Texas, the owner of a leading
Country station, KVET-AM and its FM
sister KASE-FM, struck a complex deal
with Spur Partners under which KHFI
changed its call letters to KVET-FM and
changed format from CHR to simulcast-
ing traditional Country, capitalizing on
KVET-AM’s heritage positioning. This
allowed KASE-FM to protect its domi-
nant posture as the market’s number one
station programming modern Country
while protecting the franchise with a tra-
ditional Country presentationon the AM-
FM combo. The result was a single orga-
nization dominating the ratings among
Adults 25-64.
*Attacking Format Competitors.
Sconnix’s KFKF-FM/Kansas City,a con-
tender for the KC Country crown against
Great American’s WDAF, entered intoan
LMA with Capital Broadcasting’s KXXR-
FM in February. By March, XXR had be-
come KKC]J and was broadcasting Satel-

*LMAs have been a useful tool since
late 1990.

*LMAs will continue to have a business
role for Radio operators, even after
new ownership and duopoly rules are
put in place.

*LMAs have a variety of tactical appli-
cations which are as varied as the
number of deals out there.

e Small market and minority broadcast-
ers fear they will be taken advantage
of by LMAs.

¢So far, no one has made zillions with
an LMA. They are not necessarily
superior sales structures.
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LMAs

lite Music Network’s “Coast-to-Coast
Country” format to appeal to a slightly
older audience than KFKF and to drain
away WDAF listeners. By creating their
own “competitor,” KFKF capitalizes on
different segments of Country enthusi-
asts while making a two-pronged attack
on its primary competitor.

*Instant Cash Savings. In Atlanta, Great
American’s Album Rock WKLY-FM sells
itself plus All-News WCNN-AM and
Urban WALR-FM. Ring Radio, licensee
of the AM-FM combination, saves
$750,000 annually in sales expenses and
concentrates solely on programming its
stations.

*Market Dominance. Back office con-
solidation and a stronger street presence
led toanannouncement in December that
Malrite Communication’s WHK and
WMMS-FM/Cleveland would combine
with Legacy Broadcasting’s WM]I-FM.
The arrangement, called “Radio One,” is
designed to capture and defend the high
ground in the market and reduce by half
the cost of sales and marketing.

COVER STORY

Cheri Gardiner, VP/Media Director at
Cleveland’s Wyse Advertising sees posi-
tive and negatives. “There is more mar-
keting in these joint proposals than in a
straightspotselling situation,” she thinks.
“The value of the package depends on the
product, the people who are putting it
together and the specific package vis-a-
vis our client.”

*Demo Dominance. InNashville, amar-
ket with two operating LMAs, Album
Rock WKDF, ranked #1 among men 18-34

Alan Box,
EZ
Communications

and #2 among men 25-54 purchased and
is reselling the entire inventory of cross-
town Classic Rock WGFX; itself ranked
#3(M18-34) and #5 (M 25-54). The combo
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The Stan Major Show

America's only LIVE,
5-hour all-night
Talk Show!

Sun Radio Network - Talk Radio For America
2857 Executive Drive
Clearwater, FL 34622

(813) 572-9209

FAX  (813)572-4735
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has the largest possible male audience in
the market which gives the operator le-
verage to set prices and structure promo-
tions in an environment where advertis-
ers cannot easily buy around him.

Yet local buyers aren’t worried. “The
KFD-Fox combo has awesome numbers
at competitive prices,” says Jennifer
Crawford, senior vice president and
group media director at Nashville's
Bunton Agency. “It’s no different than
buying an AM-FM combo so if it works
for the demo and it works for the client
...it works for me.”

*Extended Geographic Coverage. In
New York, Group W's WNEW-FM struck
an agreement with WWHB in Hampton
Bays ostensibly toallow vacationing New
Yorkersto “take their favoritestation with
them to the beach.” Yet in doing so, the
Album-Oriented Rock station extended
its signal coverage and franchise into
Nassau and Suffolk counties, offered ad-
vertisersadditional spotsand beach-based
promotions plusmadesignificantinroads
against Long Island-based competitors.
*Protecting/Extending the Format.
LMAs are being used to introduce the
News/Talk format to FM audiences and
in so doing preclude a format challenge
while improving audience demograph-
ics. In Jacksonville, Florida, EZ
Communication’s WOKV-AMsimulcasts
on WIOI-FM licensed to Brunswick, Geor-
gia. EZ President Alan Box said, “We
would have had great difficulty funding
a News/Talk station the way it ought to
be if we couldn’t also be on FM.”
*Cuming Up Small Market Audience.
In New York state, WKIP simulcasts its
Talk programming, except for Sunday
mornings, under a six-year contract, on
WKIP-FM (formerly WEXT-FM)licensed
to nearby Arlington, New York. These
twostationsaresold incombination, called
“trombo,” with Lite Rock WRNQ-FM
whoseowner, NABRadio Chairman Dick
Novik, also owns WKIP. Collectively, the
formatsdeliveraudiencesof Adults18-49
in numbers greater than before.

* Alliance For Progress. Two weeks after
arriving in Chattanooga, Allan Chapman
constructed a four-station LMA to lift his
ailing AM-FM combo out of Chapter 11
and to give four “also-ran” stations a
vehicle to compete. Constructing “Spec-
trum Radio” as a local /regional rep firm
with access to the inventory of Classic
Rock WFXS-FM, Gospel WNOO-AM,
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COVER STORY

Oldies 101 (WSGC-FM) and Soft AC
WBDX-FM, Chapman and his partners
can credibly assault WUSY’s six rating
and 27 share (6a-7p) and offer their com-
bined 4.5 rating to advertisers. “This deal
allows up to compete. It overcomes the
signal limitations of three classa FMs and
it prevents clients used to buying four
stations deep from closing the book on
us,” the veteran station manager-turned-
equity partner said.

* Cover The Spread. For David Ross and
Metroplex’s Y-100 in Miami, an LMA
with Ackerly’s ailing WAXY-FM aced a
partial competitor and created an Adult
CHR-Oldies combo that ranks second in
the market and can be heard from North
Palm Beach to the Keys. By resurrecting
WAXY’sOldies’ heritage, Ross eliminated
competition for older listeners and com-
bined the core 25-34 appeal of WHYI-FM
with the 35-49 Oldies audience to offer
clients 10 salespeople and two managers
pitching “one-stop-shopping” and to of-
fer Cox’s WFLC-FM /WIOD combo com-
petition for market leadership.
*Harvesting Maximum Dollars.
Sconnix’s third LMA combines their con-
temporary Country powerhouse WLLR-
FM/East Moline, Illinois, with Commu-
nity Service Radio’s ascending soft AC
KRVR-FM/Davenport, lowa, and is de-
signed to boost rates and maximize their
share of market revenues. After tracking
KRVR’s ratings growth over 18 months
(from a 5.6 to a 12.2 share among Adults
25-54), VP /GM Larry Rosmilso realized
thatby combiningefforts, hecould peddle
a commanding 34 share in the most-
sought-after demo and eliminate a com-
petitor from undercutting his rates. With
aclientoverlap of 60-70 percent, the LMA
gives him the leverage to get fair market
valuefor theinventoryand grab thelion’s
share of available Quad Cities’ dollars.

Battling LMAs

LMAs have yet to prove themselves as
asuperiorsales vehicle. Sellingagainstan
LMA is really no different than attacking
an AM-FM combeo. In fact, stations com-
peting against LMAs have a new philo-
sophical arrogance since all the features
of the arrangement benefit the operator
not the advertisers. This argument com-
bined with the fact that LMA rate card
structures don’t quite say, “You have to
buy the combo,” but clearly say, “You
ought to buy the combo,” gives a com-
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petitor anincendiary to enflame a touchy
media buyer.

In assessing LMAs, from a client’s per-
spective, stress the need for the com-
bined demos to nearly or exactly match
the advertiser’s user profile, the CPP

David Ross,
Y-100 and
WAXY-FM

targets, the geographic coverage of the
LMA’ed station, therealorimagined “syn-
ergy” between the stations, the relative
value of the combined inventory, the dis-
tressed nature of the second station and /
or the usefulness of the package or the
promotion.

Outlook

LMAs are not philanthropic. Instead,
they are an officially sanctioned legal fic-
tion which turns the classic notion of time
brokerage on its head, introduces lease/
purchase deals into broadcasting, poten-
tially shifts the balance of power from
agencies and advertisers to broadcasters
and changes the way station owners un-
derstand and play the game. So far, no
one has broken the bank by striking an
LMA deal.

Many broadcasters have realized ini-
tial cost savings, some have retained con-
trol of their assets and still others have
beenthebenefit of publicity and abuzz on
the street. The next 18 months of opera-
tion in an uncertain economy plus the
value of LM As as springboards for acqui-
sitions, swaps and other forms of enrich-
ment will determine the ultimate value of
these agreements as business tools. Odds
are they willbe with us for the foreseeable
future in one form or another =

T“ Daniel Flamberg is
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Barry
Political

Barry D. Umansky is Deputy General Counsel of the

National Association of Broadcasters.

Umansky joined NAB in February 1979, following six years
as an attorney at the FCC. At the FCC, he specialized in
broadcast and cable television regulation and policy making.
Prior to his FCC employment, he worked at television and
Radio stations in Kansas and Missouri as a reporter, news
writer and news photographer. He also has experience in
Radio and television production and promotion.

From May 1985 to May 1988, Umansky served as

President of the Electromagnetic Energy Policy Alliance
(EEPA), an association - co-founded by NAB - which
represents producers and users of devices that emit
non-ionizing energy. He currently serves on the EEPA Board of
Directors. Umansky is NAB staff liaison with several NAB
committees and is a frequent speaker at broadcaster

meetings and conventions.
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Umans
Broadcasting Rules

ky Clarfies

PULSE: I've heard you are considered to be “the” Radio
person in the legal department at the NAB. Give our readers
a brief overview of your background.

UMANSKY: [ grew upin a broadcasting family. My father ran
a Radio and television combination in Wichita, Kansas. To this
day, 1 still consider him to be the quintessential local broad-
caster. The key to his station’s success was local involvement
and creating a sense of community dependence on the station
through a strong local news effort and tackling tough commu-
nity problems. That's still the key to success.

[ worked at Radio stations in college, and when [ was in Law
School, worked in television as well.

Atthe NAB, though my responsibilities cover both Radio and
TV, I've tended to work more on Radio issues. One of my first
tasks was our ultimately successful effort to defeat nine-kilo-
hertz AM channel spacing, which would have been a disaster
had it been implemented by the FCC. Since then, I've focused on
Radio station allocation issues - ranging from the WARC delib-
erations, Region 2 negotiations, AM band expansion and AM
improvement to our recent FM petitionasking fora comprehen-
sive FCC review of FM policy and an end to the Commission’s
“moreisalways better” philosophy onadding new stations. ['ve
worked on many other proceedings at NABand the FCC which
have affected both industries.

PULSE: What is your role at the NAB, and what you are doing
for broadcasters?

UMANSKY: As deputy general counsel in the NAB's legal
department, [ spend a good deal of time on Legal Department
administration with our General Counsel, Jeff Baumann. But,
like the other attorneys, I'm here to help answer questions from
broadcasters and further their interests before the FCC, other
agencies, the courts and, in conjunction with our government
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relations department, to help advance
theirinterests before Congress. Each year
we file more than 100 sets of comments,
briefs and pleadings with these various
levels of government on behalf of broad-
casters.

From the perspective of the NAB Legal
Department, the vast majority of our ef-
fortsare for Radiobroadcasters. Formany
years, NAB has done annual surveys of
memberstationben-
efits, and consis-
tently, theability ofa
Radiobroadcasterto
contact the NAB Le-
gal Department and
get an answer to a
question on regula-
tion has been at the
absolute top of the
list of valued mem-
ber services.

In addition to fil-
ing briefs and an-
swering member
questions, weare the
authors of a variety
of NAB publications
of valueto our Radio
membership. The
NAB Legal Guide is
essentially our flag-
ship of the fleet. We
recently puttogether
and published a supplement that brings
our readers up-to-date. I've been a co-
author of the Legal Guide, our contest and
lottery book and our just-updated RF
Radiation Guide. In the next couple of
months, we will be completing a revision
to our Political Broadcasting Catechism as
well.

PULSE: There’s going to be a lot more
political advertising placed as we get
closer to election time. The rules have
changed considerably. Let’s talk about
the changes that are the most impactful
on the local level.

UMANSKY: Certainly, political broad-
casting is going to be a central area of FCC
enforcementduring the remainderof 1992.
There were several significant changes
when the Commission adopted a Report
and Order in its political broadcasting
rulemaking proceeding.

Ore big change is that the FCC said,
absolutely, that broadcasters have no obli-
gation whatsoever tosell any spot time or
programming time to non-federal candi-
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dates. Under the FCC’s ruling, one can
simply ignore, for purposes of selling
spot and program time, all state and local
races. Obviously, many broadcasters will
decide that is not the proper course. They
will sell time to these candidates. The
important thing is that broadcasters have
much greater latitude to say no, and they
can establish set time limits, etc. for state
and local races. They can decide not to

At meeting of NAB Regulatory Review Committee March, 1992: (I-r) Bob Fox, KVEN-KHAY,
Ventura, CA; Dick Novik, WKIP-AM/WRNQ-FM, Poughkeepsie, NY; Barry Umansky; Denise
Shoblom, WUHN-AM/WUPE-FM, Pittsfield, MA.

cover every city council race or minor
political race within their service areas.
For federal candidates the situation is
vastly different. Stations still must afford
what is called “reasonable access” to fed-
eral candidates.

PULSE: What are some of the other
significant changes?

UMANSKY: Forone, the FCChasbacked
away from a decision it made some years
ago which said all classes of preemptible
time were going to be considered as one
class. Now the FCC, from the perspective
of broadcasters setting rates and granting
lowestunitcharge, says that you can have
different classes of preemptible time as
long as the classes are distinguishable in
terms of, for example, benefits to the ad-
vertiser, such as make good benefits, etc.
Thatis asignificantimprovement. Under
the FCC’s earlier interpretations, a politi-
cal candidate could, for example, buy
preemptible time at a higher level, assur-
ing that the spot would run, and if any-
thing cleared atalower rate, broadcasters

would be forced to give a rebate. By say-
ing there can be different classes of
preemptibletime, the need for rebates has
been diminished and broadcasters can
have greater price stability during lowest
unit charge time.

The Commission also made a signifi-
cant change dealing with “fire sales.” A
few yearsago the FCC said that when you
conduct a fire sale that lowers your bot-
tom-end rate, this
would lower your
lowestunitchargefor
the entire lowest unit
charge period of 60
daysbeforeageneral
election and 45 days
beforea primary. For-
tunately, the FCC has
changedits view,and
fire sale discounts
will only affect low-
est unit charge dur-
ing the time period
(for example, a rota-
tion, daypart or pro-
gram) in which the
fire sale spots are
broadcast.

Perhaps the
most significant FCC
edict in recent
months has been its
decision to preempt
state and federal courts from acting as the
arbitersof complaints overalleged broad-
caster violations of the lowest unit charge
provisions of Section 315. In December of
1991, the same day it issued its overall
Report and Order on political broadcast-
ing, the FCC adopted a strong preemp-
tion order which is still being litigated in
the courts. We're hopeful all the courts
will find that the FCC’s preemption is
lawful and that the FCC does have exclu-
sive jurisdiction on political rates and the
determination of liability and damages,
where candidates may have not been af-
forded lowest unit charge.

PULSE: What about equal time rules
related to personalities - like the Ronald
Reagan movies requiring equal time
during his election?

UMANSKY: That deals with another
significant change - the FCC’s altered
definition of “a use of a broadcast facil-
ity.” The FCC had been disturbed overits
earlier decisions that, for example, equal
opportunities would be triggered if a sta-
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Barry Umansky

tion ran a Ronald Reagan movie while
Ronald Reagan was running for office.
There also was a situation some years ago
involving George Takei, who played Lt.
Sulu in Star Trek and was running for a
city council seat onthe West Coast. Under
earlier FCC rules, if a station in that city
ran a Star Trek rerun and George Takei
was in the episode, that would trigger an
equal opportunity’s requirement on the
station to sell advertising time to Takei’s
opponents.

In determining whether or not there is
a "use,” the FCC now defines the term
"use” asa candidateappearance,and that
means identified or identifiable in a non-
exempt program, where the appearance
is controlled, approved or sponsored by
thecandidate. That'sa significantchange,
because obviously, Ronald Reagan and
George Takeidid not con-
trol theairing of themovie
or series episode. So, in
that regard, the FCC’s re-
defining what a “use” is
has given broadcasters
more latitude in refusing
requests for time.
PULSE: What about run-
ning ads in newscasts?
UMANSKY: In a split
decision of four commis-
sioners on one side and
the chairman of the FCC
ontheother, the FCC con-
tinued the exemption in-
volving news. Broadcast-

b=

ers can still refuse to ac- ——me

cept political advertising

time during newscasts.

That’s an important deci-

sion. We think broadcasters should be
able to maintain the integrity of their
newscasts. But, broadcasters certainly
have the discretion to run political spots
during newscasts if they want to.
PULSE: What are the major areas of
confusion?

UMANSKY: The major area of confu-
sion, and the focus of the FCC, is on the
determination of rates. The FCC has em-
phasized the need for full disclosure to
political candidates. The Commission’s
1990 audit of 30 stations showed there
were some situations where candidates
were not fully appraised of a station’s
sales practices. Now, the FCC is expect-
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“...where there are problems
by broadcasters, the FCC or the
Congress, steps may be taken to
straighten things out through the

“reconsideration” process. NAB will be

active in that reconsideration

INTERVIEW

ing that broadcasters fully disclose their
approach toward the selling of advertis-
ing time, etc.

A "rate” area where broadcasters per-
haps have some of their most significant
beefs deals with “package plans.” The
FCChassaid thatabroadcaster now must
“break up” or “unbundle” packages,look
at those individual components of the
package, assign values to those compo-
nents and then have those values affect
lowest unit charge. If there were a pack-
age that has an ROS component, and that
isalow-priced ROS, lower thanany other
ROS spot, then that value would lower
the priceforROSspotsduring thestation’s
lowest unitcharge period. Inmany broad-
casters’ opinions, the candidateis givena
distinct advantage over a commercial
advertiserunder this package planpolicy.
Ostensibly, the FCC’s mission is to make
certain that candidates simply are not

process as well.”

disadvantaged. But, there are some areas
- such as this one - where there may be
some candidate advantages over regular
commercial advertisers.

PULSE: Am I obligated to give the po-
litical candidate the same rate if he
doesn’tspend thesameamount of money
when the discount is contingent on a
large expenditure?

UMANSKY: Yes. One of thelong-stand-
ing principles of FCC political broadcast-
ing regulation has been that volume dis-
counts must be passed on to political
advertisers, even though they do not buy
that same volume of spots. You could
have a situation where a most-favored

perceived

advertiser buysayear’s worth of spots for
$5...and if some commercial advertiser
walked in off the street, the price for one
such spot would be $15. For political
broadcasting purposes, if the candidate
comes in and wants the class of spot that
is part of that long-term contract, then he
or she gets the $5 rate - evenif buying just
one spot.

PULSE: What happens if my station
gets caught not giving the lowest unit
rate?

UMANSKY: Most likely there will be a
fine or some other sanction as part of the
FCC’s political broadcasting complaint
process. Political broadcasting is an area,
just like falsifying an FCC reporting form
or running illegal lottery ads, that is a
terrific way to get in trouble and offer
people theopportunity toblow the whistle
on you. In 1992, political broadcasting
will be a prime area of FCC scrutiny and,
perhapsstimulated by
congressional inter-
ests, FCC enforce-
ment.

PULSE: You are on
the telephone with
broadcasters every
day. With the new
political rules, what
arethebiggest confu-
sion factors?
UMANSKY: Thebig-
gest questions are, for
example, how do you
distinguish weekly
rotations? How do
you make sure you

o

e can charge a particu-

lar price for a particu-
lar spot? What are dif-
ferent classes of time
for purposes of lowest unit charge - how
do you distinguish those weekly rota-
tions? These are areas where broadcast-
ers like to maintain rate integrity and the
Commission’s new rules give broadcast-
ers a greater opportunity to do so.
Broadcastersasklots of questionsabout
sponsor L.D.Is the sponsor L.D. sufficient?
[s that voice really identifiable? [s that the
candidate’s voice? If the candidate is an
“unknown” in the community, the fact
that that candidate is the one doing the
LD. voice-over does not necessarily trig-
ger lowest unit charge, nor does it neces-
sarily trigger equal opportunities unless
continued on page 22
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¥ Almost half of the people reached will hear the message five or more times.
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continued from page 20

the voice is either identified or identifi-
able. To get lowest unit charge, and for
purposes of also triggering equal oppor-
tunities, there must be a candidate ap-
pearance. For Radio, that means an iden-
tified or an identifiable voice.

PULSE: That's why often you hear the
candidate say,

“Paid for by the so-and-so...”
UMANSKY: Precisely. It's a different
voice. In some cases, the candidate says,
“I'm Joe Smith. This spot was paid for by
Joe Smith for Senate.” That's a proper
sponsor LD. that triggers lowest unit
charge and equal opportunities. Other
times you will simply have the sponsor
1.D., but no identification of who that
voice is. If the candidate is an incumbent,
people in the community may very well
know that candidate’s voice. Then the
station probably should make the good-
faith determination that that’s a candi-
dateappearance. Butforanew candidate,
one whose voice is not familiar to those in
the listening audience, then the broad-
caster could make a good-faith determi-
nation that it is not an identified or iden-
tifiable voice, and therefore, the broad-
caster need not afford lowest unit charge.
Suchan1.D. also would not trigger equal
opportunities.

Another similar issue deals with em-
ployeecandidates. For example,anon-air
person has political aspirations and has
decided to run for political office. That
person’s appearance on your air would
trigger equal opportunities and, because
this person is appearing on your station
essentially freeof charge, it would require
the grant of free time to his or her oppo-
nents. Many stations respond to this pre-
dicament with a decision to simply take
thebroadcaster off theair for the period of
time of the election campaign. Other
broadcasters - and this really has worked
in some situations - have been able to
work out a “deal” between the employee
candidateand theemployee’sopponents.
The agreement might be that the candi-
date would never mention his or her can-
didacy duringair timeand the opponents
would agree to something less than full,
free equal opportunity response time.
There have been others cases, of course,
where the opposing candidates were less
than willing to agree to that kind of con-
tract. Obviously, the fewer minutes or

hours on the air for the employee candi-
date per week, theeasieritis totry towork
something out.
PULSE: What about granting credit to
candidates?
UMANSKY: The “unwritten law,” but
one that FCC staff members had stated
for quite some time, had been that broad-
casters could ask for money “up front”
from any political candidate, federal or
non-federal, so long as the request for
prepayment did not exceed seven days
before the spot or program were to run.
Earlier this year, in response to a letter
from a political candidate and a consult-
ant, the FCC said that the general policy
still holds: A station may require advance
payment up to seven days before the
programor thefirst spotin the scheduleis
to air. However, the FCC said there was
an exception. They qualified their posi-
tion, based upon the general FCC policy
thatstations cannot discriminate between
commercial advertisers and candidate
advertisers. Advance payment cannot be
required if (1) the candidate’s agency has
an established credit history, (2) the agency
is responsible for payment, and (3) the sta-
tion would give credit to that agency if it
assumed liability for a similar advertiser,
such as a store about to go out of business.

For candidates and their committees,
the test is basically the same, focusing on
liability and established credit worthi-
ness. Only in the rare case where the three
parts of the test are satisfied, would a
station not be able to ask for advance
payment.
PULSE: On another subject, tell me
about the reaction to the duopoly and
multiple ownership rules.
UMANSKY: Well, broadcaster reaction
to the FCC’s ownership rule changes -
though mostly positive - has been mixed.
Virtually all broadcasters agree that some
changeswereneeded in the national own-
ership and local duopoly rules. The NAB
financial data that we submitted to the
FCC, along with the current, high levels
of Radio programdiversity, all supported
change. NAB specifically asked that the
Radio ownership rules be loosened. Even
those on Capitol Hill, who recently have
expressed strong reservations about the
nature of the FCC’s decision - and may
even take steps to suspend the decision -
agree that the preexisting Radio owner-
ship rules were too restrictive.

But, that’s where the unanimity ends.
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Clearly, most broadcasters are gener-
ally happy with the rule changes simply
because they would be allowed, under
this new regime, to acquire another lo-
cal station. But, some very small market
broadcastersaredismayed becausethey,
under the “small market” terms of the
new rules, would be barred from own-
ing another local station. Some very
large market broadcasters, on the other
hand, are less than thrilled that a group
owner could come in and acquire six
stations in their market. However, data
for determination of “how many sta-
tions” are in a market, and for assessing
whether the proposed ownership com-
bination would exceed “25 percent of
listening,” is pretty much unworkable.

About the time NAB ‘92 begins, when
the Commission releases the text of its
Report and Order, we'll have a clearer pic-
ture of the Commission’s decision. I think
the Commissioners and the FCC staff are
appropriately sensitive to the needs of
our Radio industry - and the needs of
Radio listeners - and they’ve tried to give
us a “best effort” here. But, as of the time
of this pre-NAB ‘92 interview, there are
lots of questions that remain regarding
the specifics of the FCC decision. And
where there are problems perceived by
broadcasters, the FCC or the Congress,
steps may be taken to straighten things
out through the “reconsideration” pro-
cess. NAB will be active in that reconsid-
eration process as well.

April 15, 1991
Steve Bellinger, President
Systemation

“In Radio, we've got to get back to
either seeing ourselves fade away
or start paying more attention to
what we say and less attention to
how we sound.”

PULSE: Any closing comments?

UMANSKY: Well, in addition to being
a trade association attorney, one of my
mainresponsibilities over the last couple
of months hasbeen putting together the
Broadcaster’s Law and Regulation Con-
ference for NAB ‘92. An important part
of this conference will be the presenta-
tion of the first annual Belva Brissett
Award. Belva was an employee of our
Legal Regulatory Affairs Department
whodied of cancer in 1990. She was one
of akind. In her 14 years at NAB, Belva
was one of the most genuine friends
broadcasters and NAB staff had. She

had tremendous rapport with the FCC.
We've established this annual award to
honor broadcasters who have made a
significant contribution to advancing
our over-the-air industry in the regula-
tory process. Our first award winner is
Denise Shoblom, a Radio broadcaster,
who, as it turns out, also had to tackle
some difficult physical setbacks of her
own.

Denise helped us a great deal in our
work before the FCC. The award serves
as a memorial to Belva, and I'm sure
that all those attending the presentation
at NAB "92 will be moved by it.

Audience Analysis Made Easy

and more. More knowledge for less cost

By using Rhody Bosley's new

Imagine having one report which enables you to look at every

how they listen monthly, weekly, daily, and by daypart. Instead of
your PD doing Arbitron AID runs, Station Mechanicals, and
Fingerprints you can now have themostimportantof thatinformation

PD PROFILE , you'll make more confident
programming decisions and know exact ,
m‘s M ywr Iuam Rhody Bosley, President Bosley Associates
— PD PROFILE'

Answers the questions PDs
ask most about rating results:

aspect of how your listeners use your station. Imagine knowing

* Exact Age of Listeners

exactly how your listeners are consuming your station. You'll know

¢ Listening Preference Profiles

* Recycling By Daypart

* Recycling By Listening Location
* Audience Flow By Quarter Hour

* At Work Listening-How Much?

PD PROFILE:

report.”-Dean L , President, Landsman Media, Inc.

HERE'S WHAT OUR CUSTOMERS SAY ABOUT

“Not a wasted page. There's something important to be gained from each

* Sharing/Duplicating of Audiences

PD PROFILE"

For Information contact
Rhody Bosley at Bosley Associates

“There is more information than | thought there would be and it's in a usable
form. | got a lot out of it.” -Mark Renier, GM, WRKOWMBX Boston

“PDPROFILE allowedmeto readdataandform myown conclusions. itsteered
meinamoredefinite direction.” -Bob Bellin, GM, WROQ, Greenville-Spartanburg

) [ . . . 410-377-5859
“PD PROFILE is the most user-friendly, informative, and helpful ratings
research tool I've ever used.” -Steve Allan, PD, WGRR, Cincinnati
AID, FINGERPRINT AND STATION MECHANICALS ARE PRODUCTS OF THE ARBITRON COMPANY
©1992 PD PROFLIE 1s a reguatana trademark of Breakthrough Marketing, Inc @
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| “The weeks we appear

in The Pulse, the phones

ring. If wemissan |
| issue, they don’t!
Advertisingin The Pulse
producesleadsfrom |

FloridatoColorado...”

John Newman
President of Altair

Communications

' DAVE GIFFORD
'COMMUNICATIONS INTERNATIONAL

“Ingreat part, because
of advertisinginThe
Pulseof Radiomagazine,
Iwashalfsold outin
1992 by July 1991.
Iam convinced, Pulse

readersread Pulseads!”

Dave Gifford
President of Dave Gifford

International

SUN RADIO
NETWORKS

“Iwanted...greater
. visibility. The Pulse
providesthemeansto
thatend.Marketing
' SunRadiobecameeasy

whenwebeganadver-

tisingin The Pulse.”

Bill Wardino
COO of Sun Radio
Networks

The Pudse

The Pulse of Radio is Radio’s managementand marketing magazine. Foradvertisingratesand informationon




“The response to our
advertisingwasover-
| whelming. Asaresult
ofadvertisingin The
Pulsewe’vesigneda
tremendousnumberof

affiliates.”

Sonny Bloch
Consultant,Independent

Broadcasters Group

BROADCAST
DIRECT

MEANS BUSINESS

“Wheneverouradsare
mentioned, wehearThe
Pulsementionedtoo!
It'sapparent that the
industry'swinnersare
reading The Pulseof
Radio.”

Courtney Thompson
President

Broadcast Direct Marketing

“Weadvertisein The
Pulse of Radiobecause:

it'sagoodvalue, it
reaches theright
people,andmost
importantly...itworks!
Pulsegetsresults.”

Rick Lawrance
President

Communication Graphics

Means Business.

Pulse Packages, call (407) 736-4416 today. Like the successful Radio business people above, you'llbeglad you did.
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nformation Flash..

What Brokers Think About The Recent FCC Rule Changes

Dick Blackburn

The Pulse of Radio questioned several in-
dustrybrokersas to how they feel the new FCC
changes will affect trading. Here are their
replies:

W. John Grandy
Broadcasting Broker

San Luis Obispo, California

There are now qualified buyers, but
few stationsavailableat priceswhichthose
buyers will, can and should pay. When
the number of stations available is in-
creased by the stations next door and
down the street, there will be more sales,
purchases and mergers.

Richard L. Kozacko, President
Kozacko-Horton Company

Elmira, New York

The proposed FCC changes could be
very helpful to broadcasters. No, I don’t
see a wild surge of station acquisitions.
The funding still is not in place for a large
quantity of purchasers and even under
the present ownership limitations, very
few broadcast groups have approached
their ownership limits. Thirty facilities in
each serviceis a very high quantity, and I
would suspect that not many owners will
attempt to reach this magic figure. I ex-
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Don Bussell

pect the most benefit to occur with con-
solidations within various markets. Own-
ership of two AMs or two FMs within the
same marketing area can be beneficial to
audience, advertisers,and stationsas well.
Thereare simply too many poor perform-
ing stations out there and allowing one
owner to operate multi facilities within
the same community should interject an
improvement in efficiency and operating
costs. In fact, this is probably an area
where the FCC might still be able to im-
prove their proposed regulations. As a
broker, financially performing stations
are far more attractive to buyers as op-
posed to comparable facilities without
performance. This is an area in which I
think Radio will be better served.

Bob Mahiman, President
The Mahiman Company

Bronxville, New York

We believe “cautious optimism” is the
phrase now prevailing amongst large
group broadcasters (those whose owner-
ship is primarily in the top 35 markets),
medium marketand small market broad-
casters.

Thereis a prevailing sense that the FCC
ruling will be delayed beyond August 1st
and there will be modifications especially

E=S

Randall Jeffery

concerning the ownership of 30 AM and
30 FM stations. There is also uncertainty
as to market definitions and rating
criteria concerning the FCC ruling. Obvi-
ously, a number of questions require an-
swersand theindustry requires cleardefi-
nitions concerning the ruling before deci-
sions and commitments are made.

However, large market broadcasters
have begun planning and are reviewing
acquisition possibilities as well as station
swapping opportunities.

Medium and small station group op-
erators and brokers are already making
contacts regarding LMA possibilities that
willlead toanacquisition orsale. Activity
has increased in this category.

The medium and small market broad-
caster (and many large market owners) is
facing a major decision as to whether to
sell or expand - standing still and doing
nothing, as ownership within markets
increases, can lead to a competitive
disadvantage within a year and certainly
in the long run.

The FCC ruling, when clarified, must
be accompanied by financial institutions
recognizing the new opportunities for
them in Radio financing. HLT policies
concerning Radio by bankers have to be
loosened.

In summary...we believe the FCC rul-
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Frank Kalil

ing, which is not expected to be drasti-
cally modified, presents broadcasters an
unprecedented opportunity to expand as
well as stay competitive.

Although bankers are taking a wait-
and-see attitude, we believe experienced
lenders recognize a “new opportunity”
and will lend again.

Now, all of us are planning as well as
preparing for significant trading activity.
Those broadcasters with funding and
wanting toexpand are already increasing
their activity with established brokers.

Peter Handy, Investment Broker
Star Media Group

Dallas, Texas

The pending rule changes regarding
duopoly should have an immediate im-
pact on station trading. It would appear
thatinany given market there are healthy
operators who would welcome the op-
portunity to further their growth. Acquir-
ing an additional property within a mar-
ketplace where one already has a success-
ful format and team in place eliminates
some of therisk involved when taking on
anew project. Tothisend, thereshould be
new prospective buyers who were not
previously available before these pend-
ing changes in duopoly.

The Pulse of Radio

Richard Kozacko

In markets outside the top 25, there
appears to be more stations whose per-
formance, or lack thereof, would necessi-
tate a sale than there are station owners
who have the ability to buy. This leads
one to believe that the healthy buyer will
have more than one opportunity avail-
able to pursue. Given the right situation
(compatible format, favorable leases, rat-
ings and revenue), it would seem logical
that these potential buyers would become
proactive in securing a new acquisition.

With this new spikeinactivity, pricing,
which has been in a steady decline over
thelast24 months, may stabilize. Until we
witnesstheoccurrenceof completed deals,
it is very difficult to predict the outcome
of where pricing will be. Clearly, an op-
erator with successful systems in place,
should beable to eliminate downsiderisk
thatanout-of-the-market operatorwould
incur. This suggests that buyers will see
more value in a station within their own
markets.

Should this spike in station trading oc-
cur in the short run, one can assume that
station trading in the long term could
become significantly less active. As op-
erators consolidate, business plans will
revolve around servicing debt and pay-
ing down principal rather than ramping
up value and seeking a quick exit. Addi-

Bob Mahiman

tionally, station owners with multiple
FM/AMs in one market who continue to
grow their properties (potentially beyond
a 25 share of audience persons 12+) will
find that an exit strategy based upon a
station sale could become increasingly
difficult.

Regardlessof the good intentions that
duopoly presents, a lack of liquidity in
the capital markets would leave all of
these potentially successful business
plans on the drawing board. It has been
the practice of lenders over the last 24
months to adopt a “wait and see” atti-
tude. Should lenders not share the vi-
sion with their debtors that duopoly can
reduce risk and increase earnings and
hence do not seek new deals to finance,
operators will be forced to move away
from an acquisition/sales strategy to a
swap/trade strategy.

Frank Kalil, President
Kalil & Co., Inc.

Tucson, Arizona

The 30/30 ownership cap is of little
consequence to all but a few people. The
important thing is multiple ownership in
a single market, creating economy of
scale, operating efficiency, and rating/
revenue stability.
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FCC Rules Affect Brokers

continued from page 27

Quite frankly, I was surprised that not
everyone in the industry was pleased by
the new rules. While, for some, the status
quo might be preferable, the industry, as
a whole, will benefit greatly by having 50
percent fewer competitors in each mar-
ket. Eventhelistener will benefit by being
treated to better quality radio which
broadcasters will be financially able to
afford. Whetheranyonelikesit ornot, it is
time to consume or be consumed. The
only wrong thing is to do nothing. One
should decide immediately whether to
add another station (or two) or leave a
particular market before it is picked over.
One cannot be the last station standing
when the music stops. Everything will
be paired up. Some operations will use
brokers and some will attempt to do it
themselves. I suspect a broker (evenifit
is not KALIL & CO., INC.) will negoti-
ate better between competitors for all
the obvious reasons.

Radiois going tobean extremely healthy
business. ..probably better than ever!

Charles Giddens, President
Media Venture Partners

D.C., Orlando, San Francisco

We're very excited about the possibili-
ties the new rule changes could bring to
theindustry. Itis nota panacea, but rather
a positive step forward to allow for some
badly-needed consolidation, perhaps a
better economic profile and a more-rea-
soned approach to dealing with the num-
bers of stations owners may operate. As
the economy picks up, we do see a good
bit more interestin acquiring, tradingand
merging in the months ahead.

We don't see the banks rushing back
into the business, nor do we feel very
comfortable with the mythical 25 per-
cent audience rating caps in market.
What we do see is a business that, if
stronger, will again attract prudent in-
vestors and allow stability.

Randall E. Jeffery, Partner
Media Venture Partners

D.C., Orlando, San Francisco

The proposed FCC changes regard-
ing duopoly should have a positive ef-
fect on Radio station trading in two
specific areas.
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First, we may see an initial flurry of
intra-market transactionsin whichstrong,
mid-pack and even weak stations will
fortify and enhance their positions by
acquiring a complimentary competitor.
This process will also be beneficial for
ailing properties that, up to now, needed
tobesold but, until relaxation of duopoly,

Peter Handy

did not have a suitable buyer from out-
side the market.

Second, due to increased competition,
the Radio industry has lost some of its
glamour for certain investors. The pro-
posed changes may very well serve to
attract these buyers back into Radio now
that they can derive a greater share of
audience and revenue through multiple
ownership in a single market.

A tertiary, but extremely important
benefit of thenew ruling, may well be that
the very real potential for greater rev-
enues will serve to attract the banking
industry back to Radio. Of all the negative
factors affecting Radio trading and pric-
ing over the past 30 months, it has been
the absence of senior lending which has
dealt the industry its harshest blow.

Norman Fischer, President
Norman Fischer & Associates

Austin, Texas

The result of the FCC ruling would
stymie competitionin the marketplace by
allowing the conglomeratesand the large
broadcasting companiestobuy uptothree
AMs and three FMs in the same market.
Theindividual orsmall broadcasterwould
not be able to compete on an even-level
playing field against the prosperous multi-

station owners in the same market.

The impact of this decision will de-
crease buyer demand in the long run and
impedes new buyers from entering the
broadcasting business fearful of compet-
ingagainst multi-stationownersinagiven
market. It is my opinion that this ruling
eliminates diversity of ownership by al-
lowing group owners to swallow most of
the choice properties ina community and
leave inferior signals to the less prosper-
ous broadcaster.

Don Bussell, President
Questcom Radio Brokerage, Inc.

Gaithersburg, Maryland

The new FCC changes in the owner-
ship rules will ignite significant trading
activity once the new rules are imple-
mented. Already, many broadcasting
companies are analyzing their portfolios
and making plans to determine in which
markets they will consider buying or sell-
ing Radjio stations. Under the new rules,
broadcasters who acquire an additional
station(s) in a market will be able to con-
solidate expenses and provide the lis-
tener with better programming. When
completed, thesestrategic moves willlook
to strengthen the broadcaster’s overall
operating performance and enhance bot-
tom line results.

In a marketplace where financing re-
mains tight, creative deal making will
flourishin response to the new rules. Our
firm is presently assisting clients in ana-
lyzing their portfolios and, on certain
deals, we have proposed tax-free ex-
changes of stations coupled with interim
LMAs between companies which would
place each party in a win-win situation.

Forthelong-term operator, itisan oppor-
tune time for strategic planning and action.

George R. Reed, Vice President
Media Services Group, Inc.

Neptune Beach, Florida
The action taken recently by the FCC
will be the catalyst we have needed for
stabilizing (and ultimately improving) the
station values within the Radio broad-
casting industry. It comes at a time when
ad revenues are showing improvement
and some lenders are resurfacing into the
business of making broadcast loans. Al-
lowing multiple ownership and relaxing
duopoly rules will let the marketplace
continued on page 30
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E. Alvin Davis & Associates — Proven Oldies Success

Proven success in head-to-head FM Oldies battles.
Proven success with Oldies format changeovers.
Proven success maintaining ratings.

If you're involved with Oldies, you should know these facts
about E. Alvin Davis & Associates.

1. Proven success in head-to-head FM Oldies battles.

Three times in the last year our clients have scored first book 25-54 wins
against established FM Oldies competitors.

WGGZ-FM/Baton Rouge debuts 3rd with 7.6 share. Beats
Oldies competitor with previous 10-share.

KEYF-FM/Spokane debuts 4th with 11.2 share. Tops
established Oldies station which then changed format.

WILT-FM/Ft. Wayne debuts 5th with 7.3 share. Pulls more
audience than the combined share of AM/FM Oldies
competitor. Competitor previously had close to an 8-share.

“"We're not some Johnny-come-

lately, suddenly claiming to be an | 2, Proven success in Oldies format changeovers.

Oldies expert. Thl's‘ isa forma.t Every Oldies changeover debuts top five 25-54 first book. It's happened
we've been closely involved with five times already.

or years.”—E. Alvin Davis
for y I o EAD Oldies: First Book Scorecard

Station 25-54 Rank 25-54 Share
WGRR-FM/Cincinnati 3rd 8.2.
WGGZ-FM/Baton Rouge 3rd 7.6.
KEYF-FM/Spokane 4th 11.2.
KLKL-FM/Shreveport 4th 9.8.
WILT-FM/Ft. Wayne 5th 7.3.

3. Proven success in maintaining ratings once you get them.
| Our clients avoid the typical Oldies scenario—a strong debut and then a
fast fade into the middle of the pack.

With Oldies stations, sometimes getting the numbers may be the easy part.
The inevitable challenge that is always more difficult is keeping the numbers.
We've proven we can meet that challenge. We help our clients achieve
continued rating success—book after book—year after year.

Successful Oldies stations don’t happen by accident. Our
company has a proven track record of Oldies success. For a
no-cost initial consultation, phone E. Alvin Davis at 513/984-5000.

=
|

E. ALVIN DAVIS

When you do something very well,

L[] , A
you simply can’t do it for everyone. & ASSOCIATES, INC.
- W s
QA&%MAMM‘NEE E. Alvin PGV‘S
gr?cﬁr?ﬁiﬂ gﬂs‘%ﬁz president
513/984-5000

Quality consulting for select clients




FCC Rules Affect Brokers

continued from page 28

correct some of the “sins” brought about
in the 1980s by Docket 80-90. Small and
medium market stations unable to com-
pete, resulting from too many signals
fighting for too smalla revenue base, will
now have options besides going dark.
AM stations will at least have a chance to
become viable profit centers.

In the larger markets, groups will ex-
pand their holdings and further realize
economiesofscale. Nolonger will growth
be artificially restricted by antiquated
rules. The lifting of the HLT loan restric-
tions will also tend to improve the credit
availability for the larger deals. Merger,
acquisitionand consolidationdiscussions
arealready underway between a number
of operators.

Some lenders who have been relegated
to the sidelines in the last 18 months have
begun to reconsider their positions on
broadcast lending. A few have actually
funded some credits. The net result will
beincreased liquidity and a healthier trad-
ing environment, but it won't happen
overnight. Lenders with whom I have

FEEDBACK

spoken recently generally applaud the
changes. However, there are still many
broadcast credits in the bank workout
departments which continue to dampen
their enthusiasm. Withoutquestion,even
as things improve within the industry,
there willbe fewerbanks lending tobroad-
casters in the future than there were 18
months ago.

In short, the FCC’s decision to allow
ownership of up to 30 AM stations pro-
videsaray of lighttowhathasbeena very
dim climate. Prices will gradually “firm
up,” but not to those levels seen during
the 1980s.

Dick Blackburn, President
Blackburn & Company, Inc.

Washington, D. C.

Therulechangesfor Radiowillresultin
anincrease in station trading in all forms
- both traditional sales to in-market and
out-of-marketbuyersand non-traditional
forms such as multi-party exchanges,
mergers, joint ventures and LMAs with
future purchase options. There has defi-
nitely been a strong need for consolida-

tion, and with proper planning and assis-
tance, almostall parties will now have the
ability to make moves which will
strengthen their companies.

Right now, there is a frenzy of "activ-
ity” as many parties begin to sort out
what these changes might mean to them.
Those parties who got the earliest start on
this planning process will have the best
grasp and will be in the best position to
take advantage of the opportunities. Per-
haps more than atany time in the history
of the industry, broadcasters need a
trusted and objective third party to help
guide them in their strategic thinking.
They need to fully assess their current
situation and how it will change, and then
plot their way through the maze of options
with someone who understands this mar-
ketplace and how quickly it is changing.

This is a time and an opportunity for
broadcasters to regain lost equity, but not
every move is a good one and only one
move will be the best one. The overall
impact of these changes will be good for
the industry and for station values, but a
wrong move (or a non-move) will be at

Goals.

¢ KPEZ-Austin, Carla Jenkins, Jon Meyer
(512) 478-6900

¢ KXOA-Sacramento, Nancy Willson
(916) 923-6800

* WMC-Memphis, Sidney Mendelson
(901) 726-0490

* WGGZ-Baton Rouge, Mike Norwood
(504) 388-9898

GUARANTEED:
LONG-TERM SALES...
...or your money back!

I can guarantee that your Sales Department will add 13-, 26- & 52-week direct business
contracts within 90 days of my second visit ...or I'll give you your money back! 1 make this
claim because I can prove it! I know I can teach your sales team a market-exclusive,
graduate-level, but easy-to-learn, retail sales program in only 2 days. This program works
successfully for the rookie as well as the seasoned professional.

This is NOT a vendor or co-op program. Itis solid, long-term, DIRECT add-on business.
Call me now and make the date that will secure -if not exceed -your 2d & 3rd-Quarter Sales

Call today!

“I guarantee you'll add long-term, direct business as a result of this program.
If you don't believe this, call any one of these managers.”

—Philip ]. LeNoble

least as costly as before. =]
EXECUTIVE
DECISION

SYSTEMS. INC.

* WLQR/WSPD-Toledo, Thom Byxbe
(419 244-8321

Donna Vullo, Sales Manager
JOY 96 WJYE, Buffalo
Her sales team added

$476,000 In Local Direct Business

Call her! (716) 856-3550

* WMFX-Columbia, SC, Billy Grooms
(803) 772-4980

* WZNN/WWEM-Portsmouth, S. McKenzie
(603) 332-0930

303-795-9090

A SALES HORSE OF A DIFFERENT COLOUR

Executive Decision Systems, Inc. ® 6421 West Weaver Dr. e Littleton, CO 80123

* WFBC-Greenville, Meadors Tanner
(803) 271-9200
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WHERE CAN YOU HIRE
A TEAM OF
TOP CONSULIAN
FOR $450 PLUS EXPENSES!

WHERE CAN YOU FIND
NEW MONEY?

SEATTLE

JUNE 14-17, 1992

REGISTER TODAY.

THE BPME & BDA CONFERENCE & EXPOSITION
WASHINGTON STATE CONVENTION & TRADE CENTER

213-465-3777




PRODUCT REVIEW

Getting Beyond
Cost-Per-Point

Retail Spending

hat if you had information
that could really impress re-
tailers? What if that informa-
tionwasin the formof anum-
ber that dealt with retail sales
potential? What if that data told the
retailer about their specific market and
maybe even their own store? What if a
computer could generate a report that
told your retail prospect how many
dollars your audience could be worth to
his store in terms of potential sales?

Is this a “what if” dream or is it real-
ity? At the Radio Advertising Bureau'’s
Managing Sales Conference in Febru-
ary, TAPSCAN demonstrated for the
first time their new “Retail Spending
Power” software. This enhanced soft-
ware added data that will permit Radio
station sales staffs to quickly calculate
the “retail spending power” of the
station’s audience. For example, a sta-
tion may be able to make the following
statement to a retailer: “Our station
reaches 240,000 grocery shoppers each
week who are spending $382 million
dollars per year in this market. That's
$35 million a month, seven and a half
million a week. This very day our audi-
ence will spend over one million dollars
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With:

By Rhody Bosley

in this city to purchase groceries.” This
type of information is available for
nearly 60 retail categories.

“Radio stations have expressed a
strong need to get beyond cost-per-point
and place a value on their audience that
aretailer can understand. Retail Spend-
ing Power is the means to that end,”
said Jim Christian, chairman and CEO
of TAPSCAN. “Retail spending defines
a station’s value as a marketing tool
with a real-world, exciting, statistic that
hits abusinessmanright where helives.”

Christian added that “Until now no-
body really has had an idea of how
much money was being influenced by
anadvertising campaign. All they knew
was how much the schedule cost and
the number of people reached, which
immediately placed the emphasis on
cost-efficiency, rather than the spend-
ing power that the advertising cam-
paign could influence.”

Theidea of using household expendi-
ture information to generate a value on
a Radio station’s audience is not new.
Julie Heath, president of Breakthrough
Marketing, has been providing hersales
research clients with U.S. Department
of Labor statistics about household ex-

Power

penditures for some time. Heath says
that applying household expenditures
against the station’s cumulative audi-
ence makes “the buying power of the
listeners more tangible.” And, Heath
adds, “Talking about expenditures
speaks in terms of consumer behavior
that a retailer wants to hear.”

“The system can also be used to deter-
mine the value of retail spending power
for those demos not in the advertiser’s
stated target demographic. The station
can sell the worth of their total audi-
ence, “according to Dave Carlisle, presi-
dent and COO of TAPSCAN.

Let’s take the ever-popular 25-54
demo as an example. Perhaps your sta-
tion is abundantly endowed with those
55+, but is third in the market for the
targetaudience. Theadvertiser says he’s
notinterested in buying three deep. “But
wait!” you exclaim, “our station reaches
more potential expenditures than the
other stations.”

In this scenario, the salesperson shifts
the emphasis from the demo to the pur-
chasing power of the total audience. By
examining the purchasing characteris-
tics of each audience cell you may find
that even though those 55+ account for

Radio’s Management & Marketing Magazine



less spending per household that your
station’s overwhelming number of them
in the audience can more than make up
the difference.

This writer used RAB Instant Back-
groundstodevelopsimilartypesof data
when in local sales nearly an eon ago.
Although these were admittedly na-
tional rather than market specific data,
the result could be a talking point with
the local retailer. The Instant Back-

PRODUCT REVIEW

ered by the Census Bureau and then is
processed annually by Market Statis-
tics, Inc. for their “Survey of Buying
Power.” Market Statistics is the same
firm that provides Arbitron with popu-
lation estimates.

The nationally known data processing
firm of Bamberg-Handley, Inc., the cre-
ators of Arbitron’s Product Target AID
system for television produced the data-
base for TAPSCAN. This is the first time

“Retail spending defines o
station’s valve as a marketing tool
with a real-world, exciting, statistic

that hits a businessman
right where he lives.”
= Jim Christian

grounds contain data collected from
various sources within a business cat-
egory. Some of the data that is sent out
on these sheets is suitable for applying
against the cumulative audience of the
station. Some quick calculations can
produce a value or worth of the station
fortheretailer. Forexample, thedata for
a business category may show that the
retailer is correct in choosing 25-54 as
the best potential for sales results be-
cause this group spends more money
per household. However, when evalu-
ating the station to beselected, it may be
more efficient to choose a station with
less audience in the target demo but
with more to offer in total potential
expenditures.

Retail Spending Power, as developed
by TAPSCAN, is a market-specific da-
tabase with retail sales for nearly 60
retail store categories such as food stores,
department stores, restaurants, hard-
ware stores, car dealerships, and other
key advertiser categories to Radio sta-
tions. Retail sales information is gath-

The Pulse of Radio

that Radio broadcasters could get hold of
this type of data via electronic form.

Carlisle explains that through “using
these cume-based spending power to-
tals the station has a chance to show its
true power to the advertiser, with a
weekly circulation figure that compares
more favorably with print and televi-
sion audiences.”

To project a station’s spending power
for a retail category, TAPSCAN's soft-
ware applies the cume rating in each de-
mographic cell against the spending
powerforthatcell. Thedemographiccells
are then added up to match the desired
demographic target such as women 25-
54. Theresults of the calculationyields the
station’s potential dollar value of the
station’s audience to the retailer.

Using the power of bigger numbers
has always been an objective of Radio
broadcasters. The fragmentation of the
Radio marketplace has caused audience
estimates to look pretty small, espe-
cially with quarter-hour ratings. The
station’s largest audience estimate is

the weekly cume, but that number is
one that seems to be either too hard to
translate for a retailer, or they will not
accept that as a fair evaluation of the
station’s potential for advertising. The
concept behind spending power yields
a much larger number because it uses
the weekly cume and applies it to a
market’s total spending for a retail cat-
egory. This produces big numbers in
even a small market.

The appeal for retail spending power
should be very strong among medium
and smaller markets where spending
estimates can range in the millions of
dollars. A big number like this can make
avery impressive presentation. Inaudi-
ence research there is a bromide that
reads: “Abigger number is abetternum-
ber.” Retail sales is a big number and
when it is used in conjunction with a
station’s cumulative audience, which s
the largest number a station can get, the
sum is significant.

What about differentiating between
two stations that have the same cume
rating, but have audience with different
lifestyles? Each retail category is
weighted by demographic cell using
income data directly from the Census
Bureau. Thus, even if a station has an
identical cume rating for the total audi-
ence, the spending power can be mark-
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Quick Read

*Retail Spending Power is an old idea
in new software with data on nearly
60 store categories.

e A retail advertiser should be more
interested in the spending power of
the audience than in its size.

*Retail spending is based on the Cen-
sus Bureau data as updated by Mar-
ket Statistics. The ratial spending
formuia uses the station’s cumula-
tive audience to project the spending
powerwhichyields impressive statis-
tics.

eRetail spending is another method to
help salespeople get beyond cost-
per-point.
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Retail Spending Power

edly different because of the differences
in demographic composition. One sta-
tion may skew older or younger than
the other even within the same format.
Retailers themselves will target differ-
ent age groups based on the lifestyle
customer they are attempting to serve.
Some jewelers for example target the
younger buyer who is buying engage-
ment rings while other jewelers focus
on the upscale patron who wants tobuy
high quality gems. Therefore, the retail
spending power data can be useful in
demonstrating the total market and the
individual store’s marketing concept.
This same principle can be applied to
cardealerships which offerawiderange
of cars with a variety of price points.
Retail spending can be applied against
local market qualitative data to make the
data client-specific. For example, you
mightselectSears in the department store
category of a local qualitative service like
Media Audit. The TAPSCAN software
will apply the cume estimates to spend-
ing power for department stores to arrive

PRODUGT REVIEW

at afigure that representsthe Sears spend-
ing power in that market.

Qualitative data is available in most
major and medium markets through
Scarborough, Media Audit, or MART. In
other markets, MRI and Simmons data is
available nationally or can be adjusted
using geo-demographic weighting to pro-
duce a local estimate. The use of qualita-
tive data at the local level yields an esti-
mate of retail spending for individual
stores. The most important lifestyle char-
acteristic for spending power is the in-
come variable, becauseitdetermines how
much the listener can spend. The qualita-
tive data will index each respondent’s
household income against the market
average and use that result to adjust the
spending power.

We could certainly debate whether
producinga retail spending power num-
ber is real or a potential. But, as Jim
Christian says, "1t is inherent in Retail
Spending Power that the dollar figures
are actuals even for the station-level
estimates. Using the word ’potential’
seems to somehow be conjectual as
though solely based on estimates of dis-

posable income without regard to how
much is actually spent in a retail cat-
egory. The advertiser looking at these
figures will have one thing in mind:
How can I get more of these dollars in
my direction?”

Media buyers are likely to continue to
follow the target demo approach in their
buying of Radio time, but a station does
have the ability to show the “bonus” au-
dience through the use of expenditure
data within a retail category, both within
and outside the advertiser’s target demo.
Retail spending power is one more tool
that a well-equipped Radio salesperson
can have in his/her bag. =

o Rhody Bosley is
president of Bosley
Associates, a sales
and marketing
consultancy based
in Baltimore. He
may be reached at
(410) 377-5859.
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If you are serious about generating New Sales
and Better Ratings with a Turnkey Promotion,
TRY MAGIC NUMBERS FOR YOURSELF NOW!
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JUST HOW SENSITIVE ARE
YOUR MEDIA COLLECTIONS?

When it comesto
collecting past-due media
receivables, one clumsy move
could shatter a solid business rela-
tionship. There’s no substitute for the sure
touch of a specialist.

Szabo Associates is the only collection
firm specializing exclusively in media collections.

We understand the complex, sometimes fragile nature
of media agreements. We know when to apply pressure, and
when to negotiate.

Since 1971, we've served more than 2,400 TV and radio
stations, magazines, newspapers, cable networks and operators,
and other media firms.

S0 if you're spending time and effort taying to resolve
past-due receivables, call on the specialists. There are no con-
tracts to sign. Just call (404) 266-2464 and assign a few past
due receivables to a Szabo account executive.

The sooner you call, the sooner we can help you turn your Media Collection Specialists

receivables into cash. 3355 Lenox Road, Suite 945

Atanta, Georgia 30326

©1984 Szibo Associates, Inc.



or many of us, 1991 was not a
fun year.

“Radio isn’t as fun as it used to
be,” said one Milwaukee GSM.
There are lots of reasons: Reces-
sion-racked retailers are running

scared. Advertising agencies are driv-
ing down the cost per point.

In small and medium markets, Wal-
Mart has driven out dozens of retailers.
“"When I came here, there were five
hardware stores,” said one small mar-
ket GM. "Now, we have one hardware
store and Wal-Mart.”

1991 was not a fun year.

And, atthesametime, Radio canstill be
a fun business. As you go racing through
1992, here are some thoughts for putting
the fun back into selling Radio:

It's more fun when you're focused.
Focus on solving problems instead of
making sales. Start approaching people
as a problem solver instead of a time
salesperson. You wininselling by solving
prospect’s problems. You win customers
and get paid a commission. Fear and
worry come from focusing on things you
can’t control. Focus on things you can
control: calls made, proposals written,
spec spots presented, services rendered,
phone numbers dialed, dollars asked for.

There are three kinds of salespeople: 1)
product pushers, 2) problem solvers and
3) problem finders. Product pushers in
Radio tend to always be pushing a pack-
age of the week or of the month.

It’s more fun when you celebrate vic-
tories. Ring the bell. Blow the whistle
when a sale is made. In Las Vegas, there
are thousands of losers. But you hear the
winners. Coins clank into the pan. Lights
flash, and the winners get noticed. People
around them noticeand keep trying. Sug-
gestion: Haveyourtrafficdepartmentring
the bell or blow the whistle anytime a
significant order comes in.

It's more fun when you’re finding and
solving problems for clients rather than
pushing packages. I have nothing against
packages except that you can become very
dependent on them, and the clients can
become even more dependent on them.
Package pushers leave money on the table
by offering standard packages to everyone
whenbigadvertiserscould affordalotmore.
Focus on finding your prospect’s problems
and present solutions.

It's more fun whenyou doitdifferently.
Could you possible prospect over the air?

€D he Pulse of Radio/ April 13, 1992

SELLING RADIO

Using unsold inventory to get past the
gatekeepermightbefun.Over-the-air“spec”
spots can be delivered without a meeting.
Take a newspaper ad. Rewrite it for Radio.
FAX the copy to the prospect and let them
know they can hear it at 2:07 p.m. on your
station. Then follow up.

It's more fun whenyou're committed. In
City Slickers, Billy Crystal’s character is a
disillusioned Radio advertising salesper-
son. After two weeks of “bringing in the
herd,” he returned home with a new atti-
tude. "I'm not going to quit my job, I'm
going to do it better,” said Crystal’s charac-
ter. It’s okay to think about quitting. That's
the residue of hard work. Just don’t quit.

It’s more fun when you’re fresh. You
may not need a two-week cattle drive.
But take your vacations. All of us need
toGET AWAY fromthejob. Travel gives
you a perspective that you can’t get
from calling on the same people in the
same town in the same way over and
over again.

It's more fun when you're fit. Stress
management is vital to yoursuccess now.
Exercise, meditation, massage are not
luxuries. Getaway from thejob every day
to clear your mind.

It's more fun when you know what
you're doing. In an uncertain economy,
you need to hone your advertising, mar-
keting and selling knowledge and skills.
Commit or recommit to an on-going self-
study program. Brian Tracey has made a
fortune by telling people to read one hour

a day in their field. It’s great advice. And
it’s free advice. Your library card is free.
(Sales managers: Great question to ask at
your next sales meeting: How many of
you have a library card in your wallet?
dare you to try it.) When the last time you
used yours?

It's more fun when you have perspec-
tive. This is the first recession for many
new sales managers. It's the first reces-
sion for thousands of new Radio ad reps.
It won’tbethelast. By definition, a “reces-
sion is a normal cyclical economic con-
traction.” There will be more. You're sur-
viving this one and you'll survive others.
Congratulate yourself for making it
through. Many salespeople didn’t.

By hanging tough, you are becoming
oneofthe top paid peoplein your market.
Radio salespeople can dramatically in-
crease earnings just by not giving up.

It's more fun when it matters. We all
know that a thousand years from now, it
won’t matter who wins the NFL playoffs
and gets to the Super Bowl. But it matters
NOW. It matters to the fansand it matters
tothe players. That’s what makes it FUN.
If it didn’t matter it wouldn’t be any fun.

Yourjobisyour Super Bowl.Itdoesn’t
get any bigger for you. Every presenta-
tion matters. Every client contact mat-
ters. Doing your best on every call mat-
ters. Pride in the job matters. That's
what makes it fun.

Every call you make halfheartedly ev-
ery time you let up too soon, every time
you don’t show enthusiasm or empathy,
youkilloffalittleof your career. You have
an obligation to yourself and your audi-
ence to prepare and perform well.

It's more fun when you have a career
and not a job. A job is something you do
to make the money you need to do some-
thing you'd ratherdothan yourjob. When
you have a career, you get money for
doing something you enjoy doing.

It's more fun when you have a mis-
sion beyond making money. Doing
things for reasons that are bigger than
you is uplifting. A sample mission state-
ment: “I'm in the business of helping
clients compete and grow their busi-
nesses.” That is more compelling than
saying, ”I sell air time.” Together, your
mission and your goals will make the job
more fun.

It's more fun when you like your cli-
ents and care about them. In advertising
we do our best work for people we like.
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SELLING RADIO

Make an effort to learn about and care
about your customers as people. Sell to
people not organizations.

It's more fun when you start early.
That first victory of dragging yourself out
of bed and showing up for breakfast with
a client will quickly distance you form
you 9-5 competitors.

It’s more fun when you have some-
thing specific to sell. My good friend,
Duane Hill, GM of KRWQ in the
Ashland /Medford, Oregon, market
built his sales career on writing one spec
spot per day before going to bed. He
always had something specific to sell.
It’s more fun to sell a spot that solves a
customer’s problem than to sell the con-
cept of running Radio.

It's more fun when you have the
right attitude about selling. Selling re-
quires persistence. Sales is a series of
defeats punctuated by profitable victo-
ries. Rejection is nothing more than de-
ferred acceptance. Closing is winning,
but not closing is breaking even. If sell-
ing were easy, it wouldn’t be as lucra-
tive. There are more good sales jobs
than there are good salespeople.

It's more fun when you know why
you're going to work. H. Ross Perot
says that “most people don’t know why
they come to work until they don’t have
to come to work anymore.” There are
four reasons to got to work: (1) to serve
your customers; (2) to earn money; (3)
to teach others what you know about
your area of expertise; and (4) to have
fun. We tend to have more FUN in
Radiosales when we FOCUS on the first
three. There’s no use having fun on the
job unless you're making money, too.
And you can’t make money without
serving the customer. And you have to
know what you'redoing before you can
teach others how to do it. (=]

Chris Lytle serves
A | stations that are al-
ready successful
and stations that
are striving to be
more successful.
His latest seminar
“The Crash Course
in Advertising Re-
sults” is generating new, direct
dollars in markets of all sizes. He
may be reached at 800-255-9853.
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Protect Yourself.
Call the Industry’s Lawyer.

15 Years Programming,
Sales and Management.

BARRY
SKIDELSKY

Attorney at Law

757 Third Avenue, 26th Floor
New York, NY 10017
(212) 832-4800

Affordable Quality Representation

ADD SALES POWER,

TO YOUR RADIO STATION!
with the

NFL & NCAA

ADD NEW ACCOUNTS
ADD MORE CO-OP MONEY

ADD LONGER TERM CONTRACTS
ADD NON-TRADITIONAL REVENUE
ADD MORE VALUE TO MARKETING

CALL ~(719) 634-1593

TODAY FOR PACKAGE
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PROGRAMMING

Robo Radio

obo Radio is a term that

we’ve coined to describe

the hundreds of cookie-

cutter stations that have

evolvedinthelastseveral
years. Every markethasacouple,
and some have even more. It's
very easy to spot a Robo Radio
station because it sounds and
feelsjustlikeastation that you've
heard in another market.

Infact, the Robo Radiostations
often use the same moniker, vi-
sual logo, jingle package, posi-
tioning statement, usage liners,
and even the same syndicated
television spots as their counter-
parts. Many of the stations that
have recently adopted monikers like
"Mix,” “Lite,” “Variety,” or “ClassicRock”
are among the most notable practitioners
of Robo Radio. They’ve abandoned their
existing identities for a generic, “me-too”
handle — simply because it worked in
another market.

But these are not the only Robos. Any
station that gravitates towards the sound
and packaging of other “national” trends
becomes extremely vulnerable to a com-
petitor who practices Real, rather than
Robo, Radio.

The Robo Radio phenomenon, which
is still on the rise, has eroded the Brand
Loyalty between stations and theirlisten-
ers. Itaffects the public’s general percep-
tion of the medium, commoditizes Radio
in the eyes of buyers, and has adverse
affects on Radio’s talent pool. In short,
Robo poses a serious threat in virtually
every facet of the business.

This news is not for the faint of heart. In
addressing the problem, causes, and cures
for Robo Radio, we challenge many of the
basicassumptions of Radio programming,
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marketing, and research. We also chal-
lenge the reader — to take the next step
and put an end to Robo Radio.

Robo Radio Has Genericized The
Airwaves

Robo Radio describes the movement
towards ptoduct and packaging
genericism — where a clear brand iden-
tity orindividuality is lostina preoccupa-
tion with “positioning” and selling the
product. The heavy use of static liner
cards, superlative-laden positioning state-
ments, and tired format descriptors are
all symptoms of the Robo affliction. This
Robo marketing has cluttered the prod-
uct and has helped reinforce a prevalent
listenerattitude: that Radiostationssound
more and more alike every day.

The main problem with Robo Radio is
thatitis destroying the intimacy thatonce
made Radioso great. Many stations used
to have relationships with their listeners
that were based on true Brand Loyalty.
Radio was, after all, the only medium

wherealive personactually talked
to you — whether you were a
rebellious young rocker, a conser-
vative family type, or someone
who just wanted to be hip and fit
in. We can all remember the sta-
tions and DJs that spoke for the
different periods of our lives, and
we remember how loyal we were
to them.

Unfortunately, Robo Radio has
turned this loyalty into a relation-
ship of generic convenience. Robo
Radio, withits “me too” products,
has little to offer other than an-
other musical offeringatany given
moment. That’s why Robo sta-
tionsaresopreoccupied with “sell-
ing” the best song, variety, or mix of
music rather than using the air time to
relate to the listener. It’s no surprise that
wenow find many Radio listeners feeling
like “outsiders” — they’re becoming less
involved with the product because sta-
tions have lost the personal connection
with them.

The Problem: Part 1

Radio’s “Copy-Cat” Mentality

One of the primary causes of Robo
Radio is the industry’s pervasive “copy-
cat” mentality —amentality that’swidely
accepted as just another part of doing
business. This mentality exists because
many find it easier to “clone” a success
story from another market than to cre-
atively uncover an opportunity and craft
a new product to take advantage of it.
After all, it's a waste of time to “reinvent
the wheel” every time we go to the
drawing board, right?

Wrong. This me-too mentality is
destroying the creative roots of our busi-
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The Dangers
“Me-Too"

Programming and Marketing

ness. Moreover, cloning rarely works.
Good Radio, not gimmicks, wins ratings
wars. Good Radio strategies are based
on: 1) A station’s competitive assets 2)
Customer needs, and 3) A dynamic
competitive environment. Results are
based on creatively executing the strat-
egy and responding to subtle changes in
the environment. Note that all of these
factors are station/market-specific —
when you changeany one of those forces,
the whole premise of the strategy also
changes. This is the main reason that a
format which worked in another market
several hundred miles away will rarely
perform the same way in your market.
It’s pure luck if it does. And, that is not a
responsible way to run a business.

Even though many managers readily
agree with this conclusion, we still see a
phenomenonknownas “Format Du Jour.”
This refers to the “hot” new format of the
day — one that starts with one genuine
success and is rapidly copied into obscu-
rity. This trend is an example of reducing
the concept of a format down toarigidly-
defined ”“square peg” — ready to be
plugged into the next “square hole”
(which will be identified by research in
some other market).

A prime example of Format Du Jour is
the male-AC pioneered by WMMO in
Orlando. With the help of considerable
research, an opportunity was correctly
identified. In combination with a large
marketing budget, a creative program-
ming risk was taken — and it paid off.
Consequently, a new entrant was able to
get in the door — the toughest hurdle.

Unfortunately, Robo Radio then enters
the picture and the MMO phenom is con-
verted into yet another square peg
looking to be “placed” in yet another

The Pulse of Radio

square hole, with no appreciation for the
competitive context. Once again, many
broadcasters jumped on the bandwagon,
with several even dumping their brand
namein favor of a set of similar calls—as
if this was part of the magic. Not surpris-
ingly, the results of these Robo Radio me-
too’s have fallen far short of everyone’s
expectations.

The same is true for packaging con-
cepts such as “Mix” and “Classic Rock.”
To date, approximately 50 stations in the
top 75 markets havescrapped theirbrand
names and changed them to "Mix.” At
least 30 of these stations have actually
changed their call letters to support this
new “handle.” Throughout the country,
results indicate that the "Mix” rage
appears to be more of a fad than a true
packaging breakthrough, yet many
stations have invested a great deal of
money (and destroyed their previous
brand equity) by jumping on this particu-
lar bandwagon.

There’s a similar story behind “Classic
Rock.” What began as a hybrid competi-
tor — further differentiated with an atti-
tude-oriented packaging and marketing
concept — has largely degenerated into
another square peg looking for a home.
Robo Radio has distilled the original idea
into a music-focused concept, differenti-
ated primarily by what it will not play. As
the dust settles, few of these stations have
been able to sustain their growth within
the narrow confines of this Robo packag-
ing and marketing.

The Problem: Part 2

Research And Its False Assumptions
The other force behind Robo Radio is a
false set of assumptions about listeners —

assumptions that have largely been de-
veloped and perpetuated by the research
community. These assumptions have
placed artificial limits on strategic alter-
natives and have endorsed today’s
“cookie-cutter” practices.

There’s much truth to the old broadcast
adage that says, “People don’t know what
they like...they like what they know.” The
failure of research vendors and users to
grasp this sage advice is largely respon-
sible for the growth of Robo Radio. Man-
agers, programmers, and researchershave
simply put far too much credence in the
listener’s ability to tell us how to program
and market their “favorite” station. This
process has reduced the art of Radio pro-
gramming and marketing to a false sci-
ence.

Most researchers make a dangerous
assumption about Radio listeners — it’s
that listenersareinvolved deeply enough
with the product to be able to tell us
precisely what’s wrong withiit. Research-
ers have dissected the perceptions and
needs of customers into a neat set of spe-
cific product “images” and “importance
rankings.” These are then used to create
simplistic “report cards” — analytical
tools that have little relevance to the way
listeners chooseand remember Radiosta-
tions.

This type of research report card is a
very “clean” way to develop a plan of
action in a conference room. It provides
specific answers to tough questions that
managers want to see answered. Unfor-
tunately, however, this is exactly the type
of square peg/square hole mentality that
is responsible for creating Robo Radio.

Behavioral and attitudinal data from
our own R&D studies showed that this is
clearly not the way that people think
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Robo Radio

about Radio and certainly has little to
do with the way they choose a “favorite”
Radiobrand. Radioissuchahabit-driven,
low-involvement purchase that custom-
ers rarely evaluate anything other than
the general feel of the station or the song
that they’re listening to at any given mo-
ment.

Consequently, while it may have little
to do with consumption choices, it is safe
to assume that a station using the “"Mix”
moniker will improve the “best mix” im-
age score on its next strategic study. One
shouldn’t conclude, however, that this

PROGRAMMING

Branding: The Cure for Robo Radio

At the expense of several well-known
examples, we've painted a rather sober-
ing picture of Radio today. In reality,
there’s more validity to the phenomenon
than we could ever describe in several
pages of text. The trend is all too clear
whenyouconductairchecksand research
inany of the Top 100 markets. The cost is
also evident: the measurable brand loyalty
oftheaveragelistenerin thetopmarketshas
plummeted over the past decade.

The reason brand loyalty hasleft Radio
isthebrands, themselves, haveleft Radio.
They’ve been replaced by Robo-like “for-

Next, it requires a basic retooling of the
way you develop your strategy. Manag-
ers should take a lesson from the Fortune
500brand marketerswhousetime-proven
research techniques and strategic frame-
works to learn more about their custom-
ers’ needs, rather than perceptions of com-
peting products.

To go beyond Robo Radio, managers
must go beyond Robo Research. They
must stop relying on the standard bat-
tery of perceptual questions because, in
real life, listeners don’t shop for Radio
stations with a laundry list of “impor-
tant images.” The research focus must

“The main problem with Robo Radio is
that it is destroying the infimacy
that once made Radio so great.”

feedback signifies an effective marketing
campaign. Considering the total expo-
sure that Robo Radio stations give their
positioning statements —both on-airand
through external media — most could
probably havelistenersreciting the phrase
in Japanese.

Wemakelight of this because we know
that research-driven images are much
moreimportant to management thanthey
are to listeners. Listeners don’t choose a
station because it says it plays the “Best
Mix of Music.” If the minds of consumers
were this easy to sway, we would see a
proliferation of (];)rands with names like
“Wake-Up Coffee,” “On-Time Airlines,”
“Can’t-LoseInvestments,” “Performance
Automobiles,” and “Status Symbol
Watches.”

The world’s top marketers understand
that consumers buy brands, not product
attributes. When consumers are condi-
tioned by habit dnd frequently repeated
purchases (like Radio listening), they
think about the whole, rather than spe-
cifics. That's why it’s shocking to see
broadcasters willingly forfeit a brand
name (call letters) with years of market-
ing exposurebehind it,inordertoadopt
a new name that has no more relevance
to consumers than the fictitious brand
names mentioned earlier.
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mats.” Radio’s immediate challenge —
building brand loyalty — requires more,
however, than marketing gimmicks like
LoyalListener Campaigns orOffice Clubs.
It requires a stationality or brand with
which the audience can relate and iden-
tify. For the Radio audience, it’s the
differencebetweenanacquaintanceand
afriend. Unfortunately, however, turn-
ing a format into a brand is easier said
than done.

First, it requires a recognition of the
causes of Robo Radio and a desire to raise
the competitive playing field to the next
level. In short, it requires a commitment
torethinkthe way youcompeteonadaily
basis. Sacred cows like handles, position-
ing statements, liner cards, syndicated
TV spots and direct mail pieces must be
slaughtered if they sell formats rather
than brand experiences.

Furthermore, to raise the competitive
playing field to the next level, managers
must shift their attention away from the
competition and towards their custom-
ers. Employing “mental weaponry” to
capture”“importantimagehills” may seem
like a great idea in a research breakout,
but these competitor-focused antics only
take you farther away from the task of
communicating a “real” brand experi-
ence to the listeners.

shift from product perceptions towards
product usage in order to identify the
less obvious, intangible elements that
are overlooked by standard perceptual
research.

Finally, you must have the courage to
implement this strategy in a virtual
vacuum. There won’t (and shouldn’t) be
a model station to copy — everything
from your logo to the breadth or focus of
your play-list will have to be developed
atthelocal level. It will probably feel a lot
more intuitive to work in this new envi-
ronment — once you’ve tried it — be-
cause you'll be relying on your common
sense, creativity, and market intelligence
to implement strategy. You won’t be
trying to fit somebody else’s way of doing
Radio into your own operation. What
you will have is the start of a great Radio
station which will consistently produce
ratings and profits. =]

Lew Dickey is presi-
dent of Toledo, Ohio-
based Stratford
Research.

He may be reached
at (419) 698-1166.
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“You’'re Always Welcome...”

Ever get that uneasy, “unwelcome”
feeling when you walk through a
prospect’s door? Or worse, when you
walkintoa customer’sbusiness? You can
almost hear someone saying, “It’s that
rep again...” I've felt it. [t used to make
me cringe and want to turn tail and run.

Wouldn't it be great if everywhere
you went - everywhere - you were wel-
come? It’s possibletodo, and it’s simple,
too. Here’s how.

At the end of every personal sales call,
and when ending prospecting telephone
calls that don’t produce an appointment
or an order, always ask this question:
“Would it be all right for me to drop by
from time to time when [ have something
I think may be of interest to you?”

[t’s afabulous parting question. Inover
20 years of street-level selling only once
have I received “no” for an answer. And
in that situation, I smiled, shook the
gentlemen’s hand firmly, looked him in
theeyes, and asked if he wasaware of any
business acquaintances who may be in-
terested in gaining new customers with
my product. I got two solid referrals.
Later, I sent him a thank you note for the
referrals. And, of course, I never went to
his store on business again.

Back to the question. It’s a sensational
question for a number of reasons. First,
you’re asking permission to come back.
Once the prospectsays “ves,” youand he
have a mini-contract that gives you ex-
clusive rights to be in his store on busi-
ness whenever you want to. Also, since
almost nobody asks permission, assum-
inginstead thatitisautomatically granted,
you set yourself apart from the crowd.

Second, by saying “drop by from time
to time” you begin setting the stage for a
non-threatening consultative relation-
ship. It doesn’t sound like you’ll use
(read: waste) a lot of his time, and at the
same time indicates clearly that you

The Pulse of Radio

intend to come back again and again
(until you get the order).

Third, by saying the catch phrase
“when [ have something I think may be
of interest to you,” you create a measur-
able condition by which the prospect
can judge your future visits. From this
point forward, you must always drop-
inor requestanappointment only when
you have met this condition. But whata
delightful, win-win condition. The pros-
pectknows you'll only beinif you have
something he might be interested in,
and best of all, it’s up to you to decide
what that could be. You can bring in
absolutely anything you think may be
of interest. The gatesare now wideopen.
You can bring in magazine articles, tick-
ets, newspaper clippings, new packages,
specific proposals, promotional oppor-
tunities, anything.

Of course, don’t abuse your condi-
tional welcome. And remember, when-
ever you drop-in with the latest “some-
thing of interest,” always open your
comments with “Here’s something [
thoughtyou mighthaveaninterestin...”
or any other opener that refers to the
terms of your mini-contract.

Ifyou’veever felt thatuneasy, unwel-
come feeling when you walk through a
prospect’s door, you’'ll be delighted with
how this simple technique effectively
throws open the doors to businesses
everywhere and makes you feel wel-
come wherever you go. =]

John Fellows,
CRMC, is General
Manager of Jeraf
Marketing based in
Portsmouth, NH.
He may be reached
at (207) 781-5756.

NOW—ON RADIO DAILY

New—and FREE
to Charter Stations

“The Winner’s Circle”
with Lou Tice

Five days a week, Lou Tice, America’s
leading motivational expert, will
bring your listeners warm, charis-
matic, inspiring advice to help
them be winners in their daily
lives.

Not since Earl Nightingale’s “This Changing
World” has there been a radio feature with the power to
change lives as positively as “The Winner's Circle.”

Over the last 20 years, Lou Tice has raught
hundreds of thousands of employees of the nation’s
great “Fortune 500" companies the secrets of personal
growth. Until now only American Airlines, AT&T,
Kodak, DuPont, General Motors, Kraft, Proctor &
Gamble and the other big companies had access to
Lou’s advice. Now, he brings it to your listeners in a
daily two-minute program filled with sound, useful
advice and ideas. “The Winners Circle” can be
yours exclusively in your primary market, provided
you act now.

Call for free demo and sales kit.
1-800/235-9756

O’Connor Creative Services
U, DOX
Playa del Rey, California 90296

Where is your
next idea
coming

from

Subscribe to

and fill
your head
with great
ideas!

1(800) 226- PULSE
1(800) 226-9857
(407) 736-4416
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PROTECT YOURSELF

10 HOUR RECORDER

® [fyou’renot taping yourstation 24 hours
a day, you’re leaving yourself open to
problems with the FCC!

® Exact monitors have actually saved
stations in litigation and FCC hearings!

® This recorder can provide you with an
acual taped recording of your broadcast.
So when the FCC calls, you’ll be able to
provide an exact transcript of your

broadcast.
ONLY $129.00

i A ~ VIKING INTERNATIONAL
q? < (‘,}) Since 1971

150 Executive Park Blvd. #4600

San Francisco, CA 94134

(415) 468-2066
As low as $2.47 each

y s
\"/

Coyote Metalworks specializes in
high quality logo jewelry for radio
stations. Send your camera-ready
logo and $30.00 set-up fee and we
will send you 5 logo pins as samples.
No minimum order required.
Call for our photo brochure.

M

Coyote Metalworks
10100 Cochiti SE
Albuguerque, NM 87123
(505) 296-0058 Fax (505) 296-0116
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BOOK REVIEW

Hitting The Sweet Spot
Breaks Through Faster
With Consumer Insight

Review By Nick Horvath

Author Lisa Fortini-Campbell, Ph.D.

“...1didn’t bait the hook with strawberries
and cream. Rather I dangled a wormor agrass
hopper in front of the fish and said: "Wouldn't
you like to have some of that?"”

—Dale Carnegie

Do you really know your clients? Take
a minute to think about them. What
makes them bite? How would you de-
scribe your best customer, your best lis-
teners or your biggest fish? Chances are
you have categories of demographics,
survey-said data and media habits. Or
maybe youtalkabout target market, reach,
frequency, cume and TSL. Is that a per-
son? When you see him would you say,
‘Hi, 12+ single male in a 100 rated market
with a lot of discretionary income’ or
would you call him Bob?

Well if you're the person who believes
every customer is a real personand every
sale is actually a purchase, then here’s
Hitting The Sweet Spot. It's a book that
puts real people back into the marketing
mix and makes the definition of a market
target human again. By revealing hun-
dreds of well-researched examples, Lisa
Campbell has given marketers a long
overdue look at the value of consumer
insight. In every scenario these advertis-

ers and marketers knew something spe- :

cial, almost secret, about people. Because
of that insight, they were able to develop
successful productsand effectivemarket-
ing plans.

“In sports, the sweet spot is that one
special place on a baseball bat that drives
the ball farther, faster and with less effort
thanwhenit’s hitanywhere else.” As Lisa
Campbell concludes, “Consumers havea
sweet spot too.” If the marketer is able to
attach consumer insight to a particular
brand, the sweet spotis achieved and the
entire marketing plan will work.

Hitting the Sweet Spot is loaded with
tools to help the marketer observe people
and discover insights that can be made
intomeaningful marketplaceadvantages.
There’shelpfulinformation fromresearch
and development people, marketing
people,advertising people, salespeopleand
brand managers who have all used con-
sumer insight to put together great plans.

Hitting The Sweet Spot is not a Radio-
specific book, but the principles are so
well-articulated there’sapplication forany
industry. And if your thinking is really
cutting edge, this book can carry you all
the way into a sophisticated insight man-
agement program.

To purchase your copy, call The Copy Work-
shop in Chicago, lllinois at (312) 871-1179. &
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Home SweetHome...whynot? Among
non-homeowners, 60.7% said they
couldn’t get enough money for adown
payment, 26.5% couldn’t make monthly
payments, 24.7% never interested in
owning, 11.0% want no responsibility,
9.2% live rent-free with relatives, 8.7%
wont be tied down, 8.2% don’t want a
30-year mortgage commitment (other
reasons secondary). So why rent? Less
maintenance 60.8%, less financial re-
sponsibility 41.7%, not tied down 30.2%,
cheaper than owning 24.6%, easier to
move20.1%,closertowork 16.6%. How-
ever, renting isn’t all worry-free: 85.8%
say renting gives nothing for the money
(no equity), 43.2% lack privacy, 41.6%
no sense of belonging, 17.4% less secu-
rity, 16.0%littleindividuality. Both have

SELLING RADIO
PULSE BUSINESS FACTS by e Cost, 4B

Designed to help you understand the businesses you sell.

* DOMESTICS

Sew far, sew good...tough times bring
out the needle and thread. 67% of adult
women sew by machine, 50% do hand
sewing. Among demographic groups:

Ager e, Machine........... Hand
1834 i 66% oovoverenn. 51%
35-44 5o 59% evevren. 38%
A5+ R 137% ..ocouen 106%
Income:

$50,000+ ..o, 65% ssvesiiin 45%
$30-49,999 ......cccocuicieen. 67% issizciions 52%
$0-29,999 .....ccccovu 136% szevaanizi: 106%
Region:

Northeast .................... 56% ssssisviie 45%
Midwest ........ccoocvnie. 69% csssessonsinas 51%
South ....cmmssmssosmsenss 71y e— 53%
WESH soremrsersrererverenss i) S 50%

Why not promote sewing new clothes for
the Spring holidays? Draperies and other

What? You still don’t have a fax at
work...90% do. And 26% are in the
market tobuy in 1992. Of them, 20% are
first-time buyers, 44% additional, 36%
replacement. Most used office equip-
menttoday is computer printers at94%,
followed by copiers 92%, PCs 89%, and
peripherals 83%. Least: optical disks
12%, photocomposition equipment
15%, and lettering systems 19%. The
office furniture market is far from dead:
of those in need, 28% want new, 31%

additional, 41% replacements.
Source: Office Magazine , January 1991

Shady business...sunglass sales
reached $1.98billionin 1991, up 5.5% over
1990. Good quality ($30+/pair) glasses
were 53% of dollars and 16% of units, a

good temd bad sides...let your ‘real es- | decorations for the home? segment up 16% over 1987.

tate clients accentuate their positives. Source: Family Circle Consumer Panel, | Source: Bausch & Lomb, in Vision Monday,
Source: Professional Builder & Remodeler, March 1992 | Winter 1992 February 17, 1992 =]
JOHN WADDELL COMPANY, INC. o

MEDIA PLACEMENT

N

““I have a schedule to place.”

When THE JOHN WADDELL COMPANY calls, they mean BUSINESS.

BUSINESS for you!

BUSINESS your station rep won'’t be getting.
BUSINESS from major advertising agencies throughout the country.

BUSINESS you can build on.

So, when THE JOHN WADDELL COMPANY calls, it’s not for a weather report — it means

BUSINESS for you.

65 Germantown Court * Suite 230 « Cordova, TN 38018 - (901) 756-8276 « FAX (901) 756-8377
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Former Title:
Recent Employer:
Telephones:

Position Sought:
Region Sought:

Name:

Former Title:
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Former Title:
Recent Employer:
Telephone:
Position Sought:
Region Sought:

Name:

Former Title:
Recent Employer:
Telephone:
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Region Sought:

Name:

Former Title:
Recent Employer:
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Region Sought:

Name:

Former Title:
Recent Employer:
Telephone:
Position Sought:
Region Sought:

Name:
Former Title:
Recent Employer:

Telephone:
Position Sought:
Region Sought:

Name:
Former Title:
Recent Employer:

Telephone:
Position Sought:
Region Sought:

Name:

Former Title:
Recent Employer:
Telephone:
Position Sought:
Region Sought:

Name:

Former Title:
Recent Employer:
Telephone:
Position Sought:
Region Sought:

Between Engagements

Michael Whalen
Executive VP/GM
WWMY-FM, Greensboro, NC
Office 919-632-0050
Home 919-852-7326
VP/GM

Open; prefer eastern USA

Ron Powers

GM (25 years)
800-530-9255
GM (Country only)
Southeast

Fred Webb

VP/GM

WDOD-FM Chattanooga
615-855-3930

VP/GM

Southeast

Phil Beswick

Sr. VP Brdest. Groups & TV
Birch/Scarborough, NYC
212-789-1424

Open

New York City

Larry Gorick

VP Divisional Sales
Birch/Scarborough, Dallas
214-618-2463

Open

Southwest

Lou Bortone
Marketing Director
WBMX, Boston
213-935-0392
Open

Los Angeles

Bob Ridzak
General Manager
KHTX(KDUO)/KRSO,
Riverside, CA
714-783-1837
Management

Open

Ron Hamilton
Owner/Operator/GM
Radio Cedar Falls, Inc.,
Cedar Falls, IA
319-277-4185
Mngt./Workout Specialist
Open

Dick Shilvock

Sales AE/Announcer
KIMM/KGGG, Rapid City, SD
605-348-1100
Sales/Sports Radio/TV
Northwest

Michael A. Pursel

Local Sales Manager
KXLY-AM/FM, Spokane, WA
509-325-6797

Sales Manager, GSM, GM
Pacific Northwest

PEOPLE IN RADIO

Peggy Miles Kevin Dakis Lee Ellen Tuckett

*Peggy Miles has been named Database Marketing Man-
ager for Direct Marketing Results. Peggy was most recently
Marketing/Promotions Directorat WMYI, Greenville, S.C.
*Pat McCrummen has become a General Partner of the M
Street Corporation in Alexandria, VA. Pat is former Vice
President of Business Radio Network.

eKevin Dakis has been promoted to Director of Sales at
Major Market Radio in San Francisco. Kevin joined Major
Market Radio in January 1990 as an Account Executive.
*Valerie Herman has been added to the staff of New York-
and Philadelphia-based Oink Ink Radio, Inc. as National
Sales Representative. Valerie spent the past year with Bert
& Barz & Company in New York.

*Lee Ellen Tuckett has been named Promotions Director at
WSTC-AM and WQQQ-FM inStamford, CT. LeeEllen was
previously responsible for Public Relations at the Urban
League of Southwestern Connecticut since 1990.

*Gary Voss was named General Manager of Dollywood
Broadcasting Company, licensee of WDLY and WSEV in
Gatlinburgand Sevierville, TN. Gary comestoSevier County
from Hoopeston, IL, where he served as General Manger of
WHPO for the past three years.

*Jim Shea hasbeen named President of newly-formed Mid
Atlantic Region of CRB Broadcasting, overseeing WAEB-
AM/FM, Allentown,PA,and W]BR-AM/FM, Wilmington,
DE. Jim is former Executive Vice President and Partner of
Wilks/Schwartz Broadcasting.

*Steve apHugh hasbeen promoted toGeneral Sales Manager of KABL-AM /FM
in San Francisco. Steve was Local Sales Manager of KABL for the past year.

* Greg Solk hasbeenappointed Program Director of KFOG-FM in San Francisco.
Greg comes to KFOG from WLUP in Chicago.

* Carl Walters hasbeen appointed General Manager and George Orteig General
Sales Manager of KTID/KAPX, San Rafael, CA. Carl had been with KSFO-KYA,
San Francisco and George had been with KNEW /KSAN, also San Francisco.
*Shaun Waggoner has been appointed General Sales Manager of KTHT-FM in
Fresno. Most recently, Shaun was Regional Sales Manager of KFSO/KEY. Also
at KTHT, Josh Gingold has been appointed Regional Sales Manager. Josh had
previously been Local Sales Manager.

*Bruce Raven-Stark has been named Vice President and General Manager of
KDBK-FMinSan Francisco/San Jose. Bruce joins KDBK / KDBQ from KSL Media
where he served as President.

*George Hart has been promoted to Operations Manager for KSRR/KONOQ in
San Antonio, TX. He had previously been Program Director for KONO-AM/FM.

*Mark Kroninger has been promoted to Promotion Director and Cara Storm to
Asst. Promotion Director of KISS-FM in Boston. Mark has been with KISS since
1988. Cara was recently Marketing Coordinator at WBMX-FM in Boston. &

Pat McCrummen

Valerie Herman
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Imagine a digital audio workstation capable of handling the most demanding

broadcast production applications. Imagine automation features as powerful
as those found on the most sophisticated recording consoles. Imagine this
unparalleled level of performance being as intuitive and easy to use as a PRSE

console. Visit our booth at NAB '92 as we introduce the revolutionary new ADX

o
System and see how PRS&E has taken digital audio into the next generation
Pacific Recorders & Engineering Corporation
2070 Las Palmas Orive -
-
Carlsbad, CA 92009 NAB '92 Booth 3812 -
619-438-3911 FAX 619-438-9277 :r
-
V7
DESIGNS THAT MAKE THE DIFFERENCE . <

World Radio History




PULSE PROFILE

Executive VP Operations,
Shamrock Broadcasting

magine yourself being named to

oversee operations for an entire

broadcasting group of 13 Radio

and two TV stations on the brink

of the worst recession in 10 years.
DianeSutter musthavehad somemixed
emotions whenasked totakethenewly-
created position after a broadcasting
career of unalloyed success (including
the legendary 3WS Pittsburgh). How
do you deal with all the economic
woes around you, while still trying to
make the group around you grow?
Sutter’'sansweris: Youdon’tdeal with
it. You continue to keep to a carefully-
scripted set of goals, constantly dic-
tated by an overwhelming precept at
Shamrock: Keep the good of the in-
dustry ir mind. For Shamrock, the
gloom and doom all around was not
evena distraction. By keeping its goals
clear, Shamrock as well as Sutter have
remained imperturbable.

A large part of the company’s equa-
nimity comes from an innate cautious-
ness that has served them well in recent
years. Shamrock hasbeenlong-rumored
as a slumbering giant, hoarding away
huge reserves of cash ready to pounce
when the marketopened back up. While
Sutter chuckled at the inference, she
demurely dodged the question of how
large a pile of cash Shamrock has with
the comment, “We are well-poised for
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Diane Sutter || N

Greater Than
A Sleeping Giant

thefuture.” Butitis clear, Shamrockisone
of the few players who would have no
problem seizing the right moment. Since
Shamrock has shown such acumen in its
purchasing decisions, it is considered a
leader for therest of the community. Con-
sequently, among media brokers, a pur-
chase, especially a large or extensive pur-
chase, would be a signal that the station
trading drought may be closing.

However, imagine Sutter managing to
keep the group humming along for the
first six months. One would think there
would beworriesabout whether theother
show is going to drop the way it has for so
many other broadcasters. While Sutter
calmly denies there was ever anything
approaching worry at Shamrock, there
must have been some relief when the
FCC announced its recent revision of
the ownership rules to allow more than
doubled total station limits and re-
vamped duo-poly rules. A reticent
Sutter finally admitted that Shamrock is
poised for this rule change and if the
right situation comes along it will be
ready to make serious offers for stations
that can take advantage of it.

For Sutteritcould meananexciting cap
toastellar career. This could be the oppor-
tunity togrow analready first-tier station
group to new heights. For a group in its
position, these rules appear tailor-made,
and Sutter may have the chance to oversee
growth rivaled only by the early eighties.

Sutter, who wasonly promoted tohead
of operations last September, is used to
havingasignificantimpact at the stations
with which she deals. From her firstjob as
an AE at WWSW Pittsburgh, Sutter has

had a remarkably steady rise through
the ranks to Sales Manager, GM and
Corporate VP/GM. Allalong, a trail of
success—increasing AM ratings 100%,
an ownership change without loss of
staff, increases to thebottomlineof over
$1 million in her first year—followed
behind. After a two-year stint at
Shamrock’s Lexington, KY, TV station
(where she brought a 23-year “also-
ran” news department to No. 2 in two
years), Sutter was broughtin tooversee
the operations as a whole.

The secret of her success is obvious
from hearing her talkabout Shamrock’s
stations. It’s almost as if she had been
visiting thestationsevery day, hergrasp
of thesituationat thestation is soimme-
diate. But Sutter is quick to point out
that this is not a case of micro-manage-
ment.On the contrary, Sutterand Sham-
rock have a reputation of cultivating
top talent and giving it its head. Her
immediate grasp of the station situa-
tions is indicative of the thing that per-
meates any successful group: team-
work. The communication among the
staffisa source of Sutter’s greatest sense
of pride.

So, for a group that has been keep-
ing its powder dry through the past
few years, and for a newly-installed
group head, these days could not be
more exciting. [f Shamrock takes the
lead in a rapidly changing regulatory
situation, it could find itself at the
acme of the next generation of group
owner and help to lead the industry
into that reordered and consolidated
media world. =)

College

1973-1973
1973-1974
1974-1975
1975-1978
1978-1978
1978-1979
1979-1984

Robert P. t

Press Secretary, Congl
ications, DC Bic

Dur. of Col

PR, Burton Marstellar
AE, WPEZ-FM Pittsburgh

Sales Mgr., WPEZ-FM Pittsburgh

Sales Marketing Development, WXKX-FM Pittsburgh
VP/Station Mgr.-GM, WTKN-WWSW Pittsburgh
1984-1989  VP/GM, WTKN-WWSW Pittsburgh

1989-1991  Corporate VP/GM, WWSW-AM-FM Pittsburgh
1991-Present Executive VP, Operations Shamrock Broadcasting

Born: Pittsburgh, PA Date: 12/9/50 Hometown: Los Angeles Education: MS, American University; 8S Allegheny

Other:

American Women in Radio and Television, Past President
NAB. Legislative Liaison Committee
ABC Talkradio Affiliate Board

P ia Assoc. of Broad Board of Directors
Pittsburgh Radio Organization, Past President

Pittsburgh Radio and Television Club, Past Vice President,
Board of Directors

Television Association of the Bluegrass, Past President

— |
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ABC News
Paul Harvey
ESPN Radio
ABC Data
American Country Countdown
America’s Music Makers
Bob Kingsley
Tom Snyder
Morning Show Prep
American Agenda
Soundscan
American Top 40
Shadoe Stevens
USA Today Radio
Hot Mix
Talkradio Weekends
Mrs. Bush’s Storytime
Deborah Norville
The Triple Crown
Twisted Tunes
American Gold
Dick Bartley
Nashville Notes
The 92 Vote

SABC RADIO NETWORKS
We Make a Difference



THE WORLD LEADER

The ratings are in and according to the most
recent study by a major research firm,
Communication Graphics leads the way with
nearly 50% of the market share. Compared to
the 8% of our nearest competitor, these
statistics prove that when it comes to thicker
inks on higher quality vinyl, there is no
comparison.

At Communication Graphics we're commited
to quality that lasts for years and saves you
money instead of the "label" type sticker that
can fade, crack, or peel in a few months time.

When it comes to manufacturing bumper
stickers, the leaders in the Radio industry
recognize us as the leading manufacturer of
Radio decals in the worid. In fact, we are
known by the companies we keep.

L ommunication

Graphics Inc

RADIO IS LISTENING TO US.
'1-800-331-4438
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