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THE MUSIC SCHEDULING SYSTEM

There are reasons more radio stations are
scheduled by MusicMaster than
any other system!

It’s both POWERFUL & EASY to understand.
We’ve been perfecting it for over ten years.

Our friendly, knowledgeable support staff is available
around-the-clocki

For more information call: 800-326-2609

Intelligent Bowars ® Urparalleled Support

: a-ware @exeqpe.com




NO ONE
RADIO RATINGS
COMPANY CAN
SATISFY ALL OF
YOUR RATINGS

NEEDS, BUT

WILLHIGHT
RESEARCH HAS
OVER 100 RADIO
CLIENTS THAT
THINK WE DO AN
EXCELLENT JOB!

Rick Staeh,

General Manager

KGMI AM KISM FM

" The methodology is thorough, the
presentation is clear and the options
available to the broadcaster and the
agency for really looking “into” the
numbers are great”

"I have worked with Willhight Research
since 1981 and have seen the quality
of the product and the services grow
substantially from the early years. It
has become such a strong product, that
I would put it up against any other rat-
ing service...”

“As a programming and sales tool, @
Willhight study is well worth the money

spent “

fyou need an accurate ratings study

with quarter hour dota, and advertiser
acceptance, contact us before you buy o
county or condensed market report. For
peshaps even less money than you think,
find out what you could be getting.

Radio Ratings you can count on.

oy

Willhight Research, Inc.
Phane 206-431-8430 FAX 206-431-0603
Seattle, Washington
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PUBLISHER’S NOTES

Radio’s Future Is In Your Hands

I've made it my business to track our
industry’s future. As a result, I'm often
asked to help companies brainstorm about
their future, and | conduct a “Future of
Radio” presentation at various meetings
and conventions. Yet, with all this focus
on the future, there is really no way to
predict exactly what will happen, be-
cause one trend changes the direction of
another. All I can do is monitor the
developments, and make educated
guesses as to how they might apply.

So, what is the future of Radio? |
have some strong opinions on this sub-
ject. However, the best answer | can give
is: "If you want to know what's in the
futare ... invent your own.” Everything
else is fairly uncertain.

Today, many broadcasters are mak-
ing excellent ancillary incomes by add-
ing new types of products to their menus,
previously comprised solely of Radio
spots. Some stations are co-selling with
cable, television, magazines, and yes,
€Ven newspapers.

The future is very much in your
hands. You cannot ignore opportunities.
As an industry, we foolishly ignore and
discount technologies that could change
the face of Radio broadcasting as we
know it ... cable Radio, direct broadcast
satellite Radio and TV (with audio chan-

nels), on-line Radio, fiber optics, RBDS,
and others. These technological tools
may not present themselves as opportu-
nities today, but could do so in a few
years, when the entire focus of our busi-
ness may change. Rather than ignore or
fight these technologies, we need to
embrace them, with prudence.

Consumers today want choices. We
are entering the "age of individual-need
fulfillment,” followed closely by the “age
of individual listener programming.”
Advertisers no longer think in terms of
using one medium over another. They
just want solutions to their problems.
Yet, many of us are still selling against
other mediums, and even against other
Radio stations.

You shape the future of Radio, a
medium with no assurances of staying
the same. A handful of stations will be on
the cutting edge of new opportunities,
putting them in dominant positions, re-
gardless of audience share. The solutions
won't be obvious, and may even appear
foolish (the sign of a good idea). The
future may eventually fall into your lap,
forcing you to react, and play catch-up.
By then, though, the best opportunities
will have passed you by.

Those who are willing to change ways
thatare already successful, stand to achieve
the greatest degree of success. | encourage
you to embrace change, embrace "odd"
ideas, and start experimenting with what
you have. This may sound risky, but doing
nothing may be even riskier. &

To reach me, write:
RADIO INK,
B. Eric Rhoads, Publisher
224 Datura Street » 7th Floor

West Palm Beach, FL 33401
Phone: (407) 655-8778
Fax: (407) 655-6164

FEBRUARY 27 - MARCH 12, 1995



NEW MATH FOR NEW RADIO.

Only Radio One offers satellite-delivered programming  this with support services that allow you to concentrate on
with a unique plus: localization. Your news, traffic, weather  sales and sales alone. Production, traffic, invoicing, accounts

and event information are updated at every local break by receivable, sales reports... you choose - and pay for - only the

our national-caliber talent. Add to this your choice of the  services you need.
two fastest-growing formats around — hot new country or Call us and we'll send you a complete informarion kit along
adult alternative rock. with a demo tape, so you can hear Radio
RADIO-ONE
And only Radio One combines One sizzle for yourself. 303 949-0909.
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READER LETTERS

Thank youandyourcol-
lcagues at Radio Ink for se-
lecting me as your Radio Ex-
ecutive of the Year. Tome, it
represents asignal honorand
one which I will cherish for
years to come.

It also represents, | be-
licve, the accomplishments
for Radio that our team here
at NAB has delivered. Indeed, much ot
the credit should be shared with top
flight protfessionals and the steady guid-
ance from a first-rate Radio Board.

Iwas somewhatsurprised to have been
selected for this honorand have beenover-
whelmed by the number of congratulatory
letters and calls I've received.

Through the years, I've watched with
interest as Radio Ink has grown in stature
across the country. You publication is
relevant, pertinent, informative and on-
target tor a dynamic Radio industry with
its best yearsyet tocome. Clearly, you've
carned the respect and admiration of
thousands in our industry with your pro-
gressive style and insightful editorials.
Keep up the good work.

Eddie Fritts
NAB President/CEQ
Washington, D.C.

“Rurally” Sorry

Congratulations on another great

issue ot Radio Ink (Jan. 2
1995). | should point out
thatin Walter Sabo's piece
"Topping the Charts,” | was
quoted as saying that many
of our clients now look for
“rural” personalities. Actu-
ally, the word | used was
“real” not "rural,” as in real,
natural-sounding personali-
ties. I'm sure it was a typo,
but betore | get calls from jocks imper-
sonating farm animals, | thought I'd set
the record straight.
This aside, Walter's article, as al-
ways, was excellent.
Don Anthony
Talentmasters
Atlanta, GA

Service With a Smile

| have been the copywriter/continu-
ity director here ftor a little over two
months. | enjoy reading your magazine.
Thanks tor the opportunity to be show-
cased. | get great enjoyment from read-
ing the past Copy Clips™ and have
learned a great deal already from them.
It's great to have a copywriter's net-
work such as your publication atfords.
| look forward to your issues. Thanks
tor a great service!
Mackie Berro
WDPN-AM/WZKL-FM
Alliance, OH

Correction

tn Radio Ink's Jan. 30, 1995 Enginecr-
ing For Management™ column titled
“Avoid Steep Fines,” the paragraph with
the subhead Chief Operator should read:

“Each station i< required to have a
chiet operator. He or she must hold at
least a restricted Radiotelephone opera-
tor permit.

It your station operates with greater
than 10 KW (Kilowatts) or utilizes a
directional antenna, the chict operator
must be an employee of the station. If
you have an FM station or an AM with
less than 10KW | the chiet operator can
be Fired on a contract basis. Don't forget
to post ..."

The paragraph with the subhead
Opezation al Reduced Power should read: " . ..
H you are lorced to opcrate at a power
level less than your authorized power: 1)
You must notify the FCC that you are
operating at reduced power belore 10
consecutive days of reduced power op-
eration have occurred; 2) Notify ..."

Our apologies to the writer, Roy Pressman,
Jor the inaccuracies

ADDRESS ALL LETTERS TO

Reader Letters, c/o Radio Ink, 224 Datura
Street » 7th Floor, West Palm Beach, FL 33401.
Or fax to 407-655-6134 Each letter should
include your full name, address and telephone
number, and may be edited for clarity or space.

To Radio Stations everywhere we proudly announce the creation of...

DAM GO

OD TV

TELEVISION ADVERTISING FOR RADIO

You may not recognize our name but you definitely
know our work. You've seen it in many of the great
campaigns we’ve produced for T.-M. We are Jill Frank-
Weimer and Liz Jefferson, and we've created Dam Good
TV. An innovative and energetic team that produces
highly profitable television campaigns for radio stations.

Campaigns that are not “canned” but custom to your
station and market — at the same cost or less than you
pay for the other guys “adaptable” spots. If you want
Dam Good TV, call Jill or Liz at 1-800-691-6940. Let’s
get together to make your TV campaign distinctive,
increase ratings and boost your bottom lire.

DAM GOOD TV is a division of Sterling Communications, Inc. * 5642 Dyer * Dallas, Texas 75206 ¢ FAX 800-691-6942 * 300-691-6940
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WE ARE
DEDICATED TO

INCREASING NEW
DOLLARS FOR
CountrY Rabpio!

At The Interep Radio Store we strongly believe in Country Radio! And we back up our
belief with programs that generate revenue for our chient stations.

Our invelvement and innovations indude:

» The Country Radio Format Network
» The Country Radio Broadcaster’s Board
» Country Radio Format Specialists

Results
We brought in $7 million of new radio advertising to Country Radio stations in 1994 and
are projecting even greater growth for 1995!

THE INTEREP ARADIQSTORE
Selling Today...nnovating for Tomorrow:

1-800-INTEREP
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PEOPLE

IN INK"

Congratulations to the winners of the sth
Annual Radio Ink Radio Wayne awards 1) Art Sutian
of WBCU-AM Union, SC. took home the Genesal
Manager of the Year Award 2) Pepper Ricci of K]JY-FM
Des Maines, IA, won for Street Fighter (AE) of the Year
3) H. Roger Dodson, president of Radio One Broad-
casting, picked up the Broadcaster of the Year Award
(The Radio Wayne Award) and 4) Billy Grooms of
WEDJ-FM Charlotte, NC, won for Sales Manager of the
Year 5) Eddie Fritts, named Executive of the Year in
Radio Ink’s Jan. 2-15, 1995 issue, received his award
from publisher Eric Rhoads.

But the awards weren’t the only thing going on
at the 1995 RAB Marketing Leadership Conference
and Executive Symposium ... 6) Patrolling the party
were (I-r) hat squad members George Hyde of the
RAB, and consultants Jack Rattigan and Dave Gifford
7) Taking a look at the latest issue of Radio Ink were
() Jerry Piorkowski of Trend Data and Drew
Simpson, Tapscan's newly appointed Sr. VP/Strate-
gic Marketing and Sales 8) Going for the “let’s carry

INK 10

our friend pose” (I-r) were the U.K. GWR Group's
Natalie Evans, Pat Crannell, Wayne Lowery, J.R.,
Steven Lyons, Diana Ashenden, and being held up,
Simon Ward 9) In the livestock department there
were (I-r) ore longhorn, (top)WBGE-FM Peoria, IL’s
Dawn Jordan, WOL-AM D.C.’s Andre” Carpenter, Trent
Comm.’s Daryll Trent and (bottom) WZFX-FM
Fayetteville, NC's Sorny Pagan, WKYS-FM D.C's
Jeftrey Myers and the RAB’s Ron Ruth 10) Then there
was the Indy 500 of armadillo racing featuring three
critters and (I-r) KNX-AM Los Angeles’ loey Sommers,
Jackpot Promotions’ Randy Decker and Radio Ex-
press’ Lynn Andrews 11) Moving along fo the big
button gang there were (|-r) Travis Tritt look-alike
Mike Storm of KISX-FM Tyler, TX, the RAB’s Debbie
Winfrey and Todd Tedder of KNUE-FM Tyler, TX 12)
Holding two big buttons were (I-r} Kelly Andrews and
Chris Pacheco of KRZR-FIW/KTHT-FM Fresno, CA; Comm.
Data Services’ Dave Stroud; KKTR-AM/KBOS-FM
Fresno’s Joni Verdier; KFRE-AM/KNAX-FM/KRBT-FM
Frasno’s Laura Coquillette; Tennessee Radio Network’s

Darrell Bengson and KYNO-AM/KJFX-FM Fresno’s Liz
Balestrieri.13) Last but not least Ron Ruth and Gail
Steffens gave thumbs Lp to the festivities.

Amidst the big conference ABC unveiled their
new Dallas neadquarters which now reign supreme
as the largest commercial Radio facility in America 14)
On hand for the big ribbon-cutting (I-r) were the
NAB’s John David and ABC's James Arcara, Bob
Callahan, Lyn Andrews, Damryl Brown and David
Kantor 15) Also coming out for the grand opening
were (I-r) Citicasters’ Dave Crowl, ABC’s Lee Abrams
and Chapin Enterprises’ Dick Chapin 16) Putting on
the smiles were (I-r) WYNK-FM Baton Rouge, LA’s
Ma~ny Broussard, ABC's Karen Childress and Ranger
Broadcasting’s Dick Full and Chet Collins 17) Other
attendees included (l-r) Barnstable Broadcasting’s
Dave Gingold ard ABC’s T.). Lambert,

Shawn Deena
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PVERTEODT WANTS TO 88 THE BIG DO

What holds true in nature sometimes carries over into the corporate world. It seems
every company aspires 1o be the fastest, the biggest and the best. [t’s a desire to e number
one, to be the big dog.

Over the last decade, TAPSCAN became the industry leader in sales, research and
presentation software systems for broadcasters. li’s the result of a simple, crystal-clear phi-
losophy: the development of a complete line of innovative and nighly effective systems, and
absolute commitment to our clients.

It's a dog-eat-dog world out there. _ TAPSCAN, Incorporated
Throw your sales staff the big bone and get 3000 Riverchase Galleria
therm~ TAPSCAN this year. See us at Country Eiohtix floor

a ; - Birmingham, Alabama 35244
Radio Seminar booth 26. 205-987-7456
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You'll See
Your Billing Increase

from the very first month.

“The selling tool of the "90s”
Strategic Broadcast Selling

15 session VIDEO series

¢ Get your newly hired salespeople selling
professionally and making more sales in just
one week.

¢ Improve the productivity of your “pros.”

v Having the course permanently allows for
space repetition learning for dramatic results.

am Lontos is a top Broadcast saled trainer. Former ¥ Cutdown your turnover.
g/P of Disney, she raomed sales 500% in one year.

's wh
Hel"e S W (I" you ge'! “Pam’s video is best for teaching new and veteran salespeople how to really sell Radio.”

—Catherine Moreau, KGMX/KH]JJ, Lancaster, CA

Manager’s manual
15 sales meetings on video “Strategic Broadcast Selling takes Pam’s experiences from the past and brings
them into 1990 selling.”

Sales tests for each of the —Terrell L. Methany, Jr, KMVI, Wailukku, HI

15 se.ssmns . “Pam’s video tape series will pay for itself in the first week.”
Sessions on Sales Circle, —Jim Livengood, KBUR, Burlington, IA

Questlomng, Benef.lt Selh.ng’ “Pam is better than ever. The information presented resulted in tens of thousands
Hypnotlc Selhng, Ehmmatlng of dollars for our station. Pam is the best.”

Objections, Trial CIOSQS, —Rick Jackle, WRMN/WJKL, Elgin, IL
Motivation “It’s the real world of Radio selling and it works!”

Extensive role-playing to —Allen Lumeyer, KGRT, Las Cruces, NM
show your Salespeople how “Pam is phenomenal! Watch her tapes and I know I'll see you at the top.”

the techniques work ~Zig Ziglar

Buy Now and SAVE! ¢ CALL (714) 831-8861

Ask About Special 1st Quarter Pricing!

Lontos Sales & Motivation, Inc. ® P.O. Box 2874 ¢ Laguna Hills, CA 92654 ¢ (714) 831-8861
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S§S$SSS Million Dollar Club” $$SSS

$243 M: BroADCAS:ING PARTNERS INC. STATIONS: SELLER: BROADCASTING PARTNERS INC.; BuveRr:
EverGReeN Mepia Corp.; Broker: BPI Apvisec BY MoRrGAN, LEwis, GITHiNS & AHN, AND ALEx BRowNn &
Sons; EvirRGREEN MEeDIA ADVISED BY DONALDSON, LUFKIN & JENRETTE

$29 M: WKGR-FM/WPBZ-FM WesT Paum BeacH, FL; SetLer: AMATURO GROUP LTD.; Buver: AMERICAN
RADID SvySTEMS; BROKER: BLacksurn & Co. Inc.

S22 M: KDWB-FM MinniaPoLIs; SELLER: MIDCONTINENT BRoADCASTING Company; Buvir: CHANCELLOR
BroADCASTING; Broker: Star Mepia Group

$21.25 M: WRMA-FM Miami; SeLer: EZ Cowmunicat ons; Buver: New Ae COMMUMICATIONS

$18 M: Care Mepia sTATIONS; SeLLer: Cape Mepia Inc.; Buver: ASQ Acquisimion Core.; BROKER:
MeDiA VENTLRE PARTNERS

$10 M: WWRX-FM WesTerLy (ProviDence), RI; Stuter: WesTERLY BROADCASTING; Buvir: Rapio Equity
PARTNERS; BROKER: RicHAZD A. FOREMAN ASSQCIATES

$5.1 M: KV)Y-AM/KTEX-FM PHarR/BROWNSVILLE, TX; SELLER: TATE COMMUNICATIONS(HARVEY TaTe);
Buver: July BroapcasTInG Inc.; Bzoker: Mepia Services Group INc.

$3.8 M: WWTN-FM Mancrester (NasHviLLe), TN: Setter: Joun C. McLEMORE OF NASHVILLE, TRUSTEE
FOR AMERICAN G:NERAL MEDIA-NASHVILLE INC.; BUYER: GAYLORD ENTERTAINMENT COMFANY

$3.5 M: KKCD-FM OmaHA, NE; Setter: VANTAGE CommunicaTions; Buver: WTMJ INC.; BRoker: MeDIA
VENTURE PARTRERY

$3.5 M: WNLC-AM/WTYD-FM New LonpoNn, CT; Seter: New Lonpon L.P.; Buyver: HaLL Communi-
CATIONS; BROKERS: MEDIA SERVICES GROUP AND AMERICOM RADIO BROKER>

$3 M: WSTP-AM/WRDX-FM Saussury (CHarLoTTE), NC; Setter: WSTP Inc.; Buver: Daiton Group;
Broker: GorDON RICE ASSOCIATES

$2.5 M: KMPQ-AM Rosenser-Richmonn (HousTon/GALveston), TX; Selier: Rov E. HENDERSON;
Buver: TicHenor License CO.

$2.5 M: KOMA-FM Ok.aroma CiTy, OK; SeLLEE: WIKS-SCHWARTZ SOUTHWEST BROADCASTING INC.;
Buver: Diamond BROADCASTING

$2.25 M: WCMB-AM/WIMX-FM HarrissurG, PA; SeLLer: Gemin BroapcasTING Corp.; BUYER:
BARNSTABLE BROADCASTING INC.; BrO<ER: Beraner & Co.

$2.1 M: KSJX-AM San Jose, CA; SeLLer: BayCom PurTNERS; Buver: DoucLas BROADCASTING

$2.1 M: WMFQ-FM Ocata, FL; Setter: GreaTerR Ocala BroADCASTING CORP.; BUYER: ASTERISK
COMMUNICATIONS INC.

S2 M: KCIN-AM/KAT|-FM VictorviLLe/GeorGe, CA; SeLLer: IsLaND BROADCASTING Assoc. L.P.; Buver:
Park LANE HigH DeSERT Inc.; BROKER: SErAFIN Bros.

$1.5 M: WBZK-FM Cresrer (CrarLotte, NC), SC; Secter: Crester County BroancasTing Core.;
Buver: JeFFiRSON-PiLOT COMMUNICATIONS; BROKER: FORCE COMMUNICATIONS

$1.5 M: KMIX-AM/FM Mopesto (Turiock), CA; Sewter: RapIo AssociaTes Group; BUvER: SILVERADO
BROADCASTING; BrokER: StaR Mepia Group

*$1.56 M: WNRB-AM BosTon; Seiter: NoBLe BroapcasT; Buver: Communicom ComPANY OF AMERICA,
LP; Broker: RicHARD A. FOREMAN ASSOCIATES

$1.04 M: KWNZ-FM Carson City (Reno), NV; Sewter: PTI BROADCASTING INC.; Buver: A&A
BroancasTing Corp.

$1 M: WXBB-FM Kitrery (PorTsmoutH), NH; SeLier: BEAR BROADCASTING Comoany; Buver:
FuLLer-JeFirRey BroapcasTing Corp. ofF New EncLAND; BROKER: RicHARD A. FOREMAN ASSOCIATES

*ESTIMATE

SSSSSSS5555555555555555555555555SS
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CLOSED!

KKCD(FM), Omaha, NE
from Vantage Communications,
Inc., Diane Landen, President,
to WIM], Inc., Douglas G.
Kiel, President for $3,550,000.

Elliot B. Evers
and
George [. Otwell
were brokers in this
transaction.

ELLIOT B. EVERS
415-391-4877

GEORGE 1. OTWELL
513-769-4477

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

RADIO and TELEVISION
BROKERAGE ¢ AIPRAISALS

' V,
L

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO
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ForRumM:  What product categories do you find
especially active today?

W. Michael Davidson, GSM * WXLW-AM/WHHH-FM/WGGR-FM ¢ Indianapolis, IN
oosier 96 (WHHH-FM) serves a metro area where unemployment rates are very low (3.7
percent in December). We have seen a subsequent rise in the number of major advertisers
using our station for employee recruitment campaigns. Fast foods, grocery chains and hyper-
marts have allaugmented their consumer-focused advertising with recruitment flights. Some pizza chains and
telemarketing firms have worked with us exclusively on trying to fill positions. This has added new revenue
to WHHH, and helps us to better utilize all our spot inventory. Newspapers seem to deliver only quantity
of applicants in times of low unemployment. | think Radio solicits a higher-quality applicant. Another area
ofbusiness growth forusin Indy has been collaborations among neighborhood housing organizations, local banks/mortgage companies
and area churches to promote affordable housing. Seminars, attended by low- and moderate-income residents, help explain and de-
mystify the mortgage and house-buying process. Participation, especially by targeted minorities, has been encouraging. &

Steve Stoimenoff, GSM * WKMI-AM/WKFR-FM/WRKR-FM ¢ Kalamazoo, MI

he up and coming product category at our stations is employment recruiting. The success of

recruiting ads on Radio is due, in large part, to a healthy economy in Kalamazoo. Employment is

high. Therefore, the “traditional” method of recruiting advertising, the newspaper classified
section, is ineffective. Qualified prospects aren't looking in the paper. Employers secking to hire successful,
productive employees have to steal them from other companies. Radio provides an excellent way to
accomplish this, reaching out to currently employed prospects in their cars, their homes, their bathrooms,
anywhere the Radio goes ... evenat their current jobs. All three of our stations have been used in the last year
to recruit for engineering positions, and our classic rock/AOR station has aired successful recruiting campaigns for line work at area
industrial firms. | recently used our stations to recruit for AEs, and learned that if there's a down side to recruiting on the Radio, it is that
the prospective employer must be prepared to deal with a great many applicants, maybe more than originally intended. &

Laurie Hassey, GSM ¢ KTUC-AM/KCDI-FM * Tucson, AZ
dvertising is a great magnifying glass for the economy. Increase in advertising sales will show
anincrease in spending overall. More companies are advertising which, in turn, means more
product categories. Finance companies are advertising adjustable-rate loans, as opposed to
fixed-rate loans. Fitness centers have followed America's trend toward a healthier lite, and have been
advertising more. Now that we are in the age of technology, cellular phone and paging companies have
increased theiradvertising and have seen an increase in sales. Another category we have seen an increase

in is the marketing of other cities and states to businesses and vacationers.
We are starting to see more environmentally conscious products being advertised more than in the past. Never stop asking
each client for the order, no matter what the product. Radio is the perfect medium. &

IF YOU WOULD LIKE TO RESPOND TO A FORUM QUESTION, CALL SHAWN DEENA AT 407-655-8778

The Lund Consultants . . .
The Experts in Radio Programming

Format design, music, promotion, talent development . ..
Call John Lund today!

The Lund Consultants
to Broadcast Management, Inc.

415-692-7777

ADULT CONTEMPORARY e COUNTRY e OLDIES ¢ 70'S ¢ CLASSIC ROCK ¢ CHR ¢ NEWS-TALK

Circle Reader Service #111

.

FEBRUARY 27 - MARCH 12, 1995



TIMING IS EVERYTHING.

Results-oriented
direct mail & database
services for radio.

Creative Media

Management, Inc.

(813) 536-9450

1000 Belcher Rd. S., Suite 10, Largo, FL 34641-3307



CASE STUDY

You need to lower your overall cost

Of Sales. How do you change your commission structure
. without losing salespeople? Or do you?

Dwight Case

Bob Podolsky, GSM ¢ KNIX-FM e Phoenix, AZ
owering commission should always be the last resort when it comes to lowering the cost of sales —
there are better ways to cut costs than lowering commission. However if you must lower
commission — you must increase opportunity.

A station can increasc opportunity and create a win-win situation by: ® Increasing inventory. ® Cutting
back the number of AEs to give your remaining AEs more earning power. ® Developing a plan that decreases

- ‘ base commission amount and increases commission for target ideas, such as new business, new dollars from
existing accounts, promotional dollars, or net dollars (dollars without the 15 percent discount).

Your eftorts should be directed toward developing a new commission “plan,” as opposed to a commission “cut.” This plan
will allow you to achieve your objective of lowering the overall cost of sales, and will bring new moneymaking opportunities
to your salespeople at the same time. It's a great way to get the station, as well as your sales staff, through a tight period.

Please remember thatakey element to this programis to meet with cach of your AEs individually to discuss new opportunities
available to them, and to address their individual concerns. &

Roy Shapiro ¢ KYW-AM e Philadelphia, PA

hestation's philosophy is, “If you tocus on the top line, the station will achieve a successful bottom
X line." Theretore, KYW News Radio 1060 has a very simple operating goal — ratings drive rates
and rates drive revenue. Radio Ink's question could be interpreted as: “Raise the Bridge or Lower
the Water." In other words, you might lower your cost of sales by reducing commissions, however, in the
process, youmightalsoreduce revenue. In thisscenario, the stationand sales rep both lose. | preterasolution
- where the commission structure helps to drive revenues, which, in turn, reduces the cost of sales. This, in
turn, increases sales commissions. The commission structure should be one of reward performance, and
employ the KISS philosophy: Keep [t Simple, Stupid. Simply stated, the salesperson is thought of as an entrepreneur and he/
she is rewarded on the basis of achieving his or her budget. Using this system, the commission structure does not provide for
such criteria as new business, rate incentive, drive generation, etc., but rather focuses on total revenue. If the individual's monthly
revenue is achieved, a higher rate of commission is paid, and the cost of sales goes down. On the other hand, if the salesperson
fails to meet his or her sales objective, the station pays less commission, causing the cost of sales to also drop. What the station

hopes for, obviously, is to pay the higher commission rate to produce more revenue, theretore producing more profit. &

IF YOU WOULD LIKE TO RESPOND
to a Case Study scenario, call Shawn Deena at 407-655-8778

HOT TOPICS = LONGER TSL

Now you can know which News and Talk
topics are HOT, and which are NOT with

Marketing/Research Partners' excusive
PARTNERS, Inc. HIGH INTEREST TRACKING SYSTEM..

CALL800-767-3533

Circle Reader Service #112
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RAD
INK 16 FEBRUARY 27 - MARCH 12, 1995



MANAGEMENT

by Jack M.
Rattigan

11 ‘ >: V4
hy doesn t our staft have the

enthusiasm we have?” “What can we do
to motivate them?” “What has happened
to the American work ethic¢?"

| hear these questions over and over
again. Those ot us who love Radio and
give our all are mystitied by this lack of
love tor our protession. A devoted man-
ager reminded me early in my career
that, “"We are in a profession and must
aiways act as professionals.’

Do we love Radio because we feel
privileged to be associated with caring
broadcast protfessionals? Or, are we a
generation with a ditterent work ethic?
My beliet is that the problem has noth-
ing to do with a generation gap. We all
know, and hopetully have had the privi-
lege of working with, people of every age
group who share the love of Radio. There-
tore, the blame must be placed on protes-
sional mentors. It our stafts don't have
the same dedication and love for Radio
that we do, it may be because we are not
demonstrating the same standard of de-
voted protfessionalism to them that we
were exposed to by our mentors.

Somesay that Radio's current lack of
enthusiasm is the result of duopolies
indiscriminate tirings of dedicated and
productive broadcasters, and bean
counters who are telling owners and
managers how to operate their stations.
There is evidence that Radio has lost
some good people as a result of these
factors, but there must be other reasons,
as well. Many broadcasters say, “No one
cares anymore becausc they believe to
morrow could be their tinal day, regard-
less of their devotion or productivity.

It this is the attitude affecting our
industry, how can we reverse the situa-
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tion? The answer is not simple, but need
not be complicated. either.

What the Pros Do

Let's explore what the pros do.

The pros maintain an ethical atmo-
sphere at their stations, and convey that
image in their professional relationships
with their listeners, competitors and ad-
vertisers. 1 hey are trendsetters in terms
of programming concepts, promotion
strategics and sales techniques. They are
active in local Radio associations and
stale organizations, and send their staft
members (salespeople, programmers,
engineers and administrative personnctl)
to seminars and other instructional ses-
sions. The pros make certain that they,
along with their sales managers and se-
niorsalespeople attend conventions like
RAB's Marketing Leadership Confer-
ence. They encourage continuing edu-
cation tor tneir statfs. The real pros keep
learning by attending as many sessions
and presentations as possible at conven-
tions. They don't just go to hang out and
play deal maker. They are there to learn
new ideas and gain reinforcement about
prevailing concepts. At home, they are
involved in community associations, re-
ligious organizations, and local advertis-
ing clubs, and encourage their people to
do the same. They care about what their
stations broadcast. They insist on the fair
and equ-table treatment of all their ad-
vertisers They don't attack other Radio
stations on the air, in sales presentations or
in social conversations. The pros alvo make
certain that theirstatfmembers follow these
same high standards and examples.

Radio is a Business
There is one more very essential

Teaching by Example

Are We as Professional as Yesterday’s Pros?

QUICKREAD™

» Radio pros teach by example.

» Pros are active in professional asso-
ciations, religious organizations and
community activities and insist that
their staff also be involved.

» Radio is not only a profession, it is
a business.

area that can't be ignored. | learned carly
in life that Radio is not only a profession
it is also a business. In addition to being
aRadio professional, the prois abusiness
protessional. The statt must understand
that everything it does must bedoncina
businesslike manner. Again, the burden
falls on the manager to illustrate that he
sie regards the Radio station as a busi-
ness, to be operated in a proficient man-
ner that will result in a profit. Each statt
member must realize this goal, and be
dedicated to it. By teaching the basics of
Radio and business, the real pro can in-
tluence and inspire others.

The real pros teach their statts to
become pros, too. They do this through
an elementary process best described by
dvnamic Texan author and motivator,
Rita Davenport. When asked to list the
basic rules of teaching, she reters to her
‘Daddy’s philosophy:" Rule No.1: "By
example;” Rule No. 2; "By example,” and
Rule No. 3, "By example.”

loin the pros by reinstating the en-
thusiasm that our devoted mentors passed
ontous. By exhibiting these same profes-
sional examples to your statf, you, too
will be classitied as a real pro. &
Jack M. Rattigan, CRMC, president of Rattigan
Radic Services, Portsmouth, VA, is a stalion
consultant, motivational speaker and conducls
“in station” and association seminars. He may be
reached at 801-484-3017
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MARKETING

by E. Karl

Hit 'Em With Everything

... When You Market

It's getting harder than ever to achieve

market shares, given Arbitron's terrible
responsc rate. What this means is that it's
morc important than ever to work your
marketplace as hard, and as smart, as you
can, in order to have any hope of getting
mentioned inadiary. In other words, “hit
‘em with everything.”

TV Messages

Conduct focus groups or mall-inter-
cept rescarch to make sure the message
you're planning to put on TV is toud and
clear to viewers. With TV advertising so
expensive, you can't attord to waste a
dime. So, be sure your buy has power —
about 400 to 600 household points to
your exact target in any given weck. In
tact, you should collapse your week into
three or four days (say a Wednesday
through Saturday run, or a Thursday
through Saturday run), so you get even
more bang foryourbucks. Buy frequency,
and run all the spots you can get {or your
money, so that viewers will think you're
spending more than Coca-Cola® or Tar-
get departmentstores. Also, avoid prime
time. 1t's tao expensive and has too much
ineftective reach.

Direct Mail Strategies

Focus only on zip codes in thosc areas
where Arbitron is sending diaries to listen-
ers of your type of station. Pick a half-
dozen or so zips, and saturate those occu-
pants with mail. You'll get listening and
diary mentions, too. Because your mailings
can also target specilic sex/age demos, be
even more “"direct” about hitting house-
holds that include people in your narrow
target. Again, do some rescarch to tind out
which pieces will get the best response.
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Telemarketing Pleas

Forget about the, “We'll keep send-
ing you stutf and check back with you to
sce how you're doing,” telemarketing
games. They're too restrictive when you
take into account the small number of
bodies you'll hit. Remember, you must
have tons of exposure in order to eventu-
ally find houscholds where diaries are
buried in a pile ot magazines. Go tfor
quantity of contacts. Onc of the smartest
things to do is tind your best zips for
diary exposure, get a criss-cross direc-
tory and call up and down every street
begging people to try yourstation. Make
the message short and sweet, and don't
torget to apologize tor bothering them
while they're trying to watch Jeopardy.

The Outdoor/Transit Approach

Make sure your logo and position
comprisc at least 75 percent of any board
or transit card. Then, work in a call-to-
action. Usc old tricks, like putting some
hoards orcardsupside-down, orreversed.
Hyou'rea music station, invite themiin, at
that moment, with a promise of songs. It
you're an AM talker, invite them in with
a promise of "no songs.” Pick your loca-
tions and routes carefully. Again, work
with the Arbitron methodology — go
where your diaries are hiding.

On-The-Air Power

Always usc the power of your own
air to work the cume you have. Tell
listeners what you want them to do —
hang in for an extra quarter-hour ..
come back the next hour ... come back
tomorrow ... don't tune away from the
commercials. Buy yourselt a schedule ot
spots that includes the soundtrack from

your TV spot, important points in your

QUICKREAD™

* Low diary response rates mean you’ve got to
market smarter, harder than ever before.

* Hit listeners with everything you can,
through the use of TV, direct mail,
telemarketing, outdoor/transit advertising,
and on-air mentions.

e Concentrate your direct mail efforts only in
zip codes where you know Arbitron is
sending diaries to those who listen to your
type of station.

* The success of your marketing campaign
will depend upon reaching the largest
number of diary recipients possible.

direct-mailers or phone messages, orcalls-
ta-action that appear outdoors.

Return of the Diaries

Whatever you do to market your
Radiostation, be surc to keep in mind the
horrendous odds you're up against when
it comes to getting mentioned in diaries
I work with a top-five station in a market
of several million people, and we re-
cently decided to take a good, close ook
at all of the diaries that we were men-
toned in during one full month of a
given quarterly report. We tound awhop-
ping 35 (count 'em) diaries in our broad-
cast target demo for one month. Thirty-
five diaries in a full month translated into
a top-five ranking. Just imagine the pure
luck-of-the-draw to not only get the
mentions, but to get those diaries re-
turned to Arbitron. That's why — when
stcomes to marketing — hiteverywhere
with everything, you can. By tocusing
your cttorts on pure numbers, you're sure
to come out an Arbitron winner. =
E. Karlis presidentof E Karl Broadcast Consult-
ing, a Radio programming and marketing firm.
He may be reached at 805-927-1010.
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SALES MANAGEMENT

by Dave Gifford

R&'centh’, the GM ol one of my

client stations copied me on a letter he
sent to the president of his national rep
house, inwhich he questioned how aggres-
sively his three stations were being sold.

My client's litany of complaints in-
cluded the tollowing: missing out on 14
buys despite excellent ratings; meekly
responding to the cost-per-thousand
demands of media buyers; not selling his
stations before the buys comeup; failing to
develop new business for Radio; being
afraid to go direct, overan agency's head,
and grossly under-training their sales-
people. Sound familiar:

Well, it's time to come to grips with
reality, starting with national rep ques-
tion No.1: Do national reps sell or not?
The answer is, “yes” and "no."

No, for three basic reasons: 1. They
cannot sell your stations as well as you
can. 2. They don't have as much at stake
in the sale of your stations as you do. 3.
From a logistical standpoint, they simply
do not have the time.

Yes, within the cortext of their job
descriptions, nationa! reps do sell.
Whereas you have anywhere from one to
a handful of stations to sell, their job
description requires that they sell per-
haps several dozen stations. To believe
it's possible for your rep to sell each
represented station with equal effective-
ness to your own local sales effort, is flat-
out naive. In fact, it's impossible. Flip
through the appointment calendarofany
national rep salesperson, and that's all
you'll need for confirmation of point No. 3.

But, that's not your problem, is it It
your rep put as much back into his prod-
uct (hiring more and better salespeople),
as you put back into your product, maybe
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the quality of his sell would be¢ apprecia-
bly improved. Improved, if only tor the
fact that each rep salesperson would ob-
viously have more time to sell your sta-
tions before buys come up — the only
time there is for any real selling taking
place at the agencies.

Cost-per-point Buys

As formy client's charge that his rep
caves in every time some buyer calls and
says, "There's a buy comirg up tor the
blankety-blank market, and here is the
cost-per-point your stations have tomeet
if they want to be in on the buy,” here
‘however paraphrased) is how the presi-
dent of this very large, unnamed rep
house allegedly responded: "Where do
you come off thinking your stations are
worth more, on a cost-per-point basis,
than the cost-per-point requirement ot
the buy?”

Guidelines

Not a pretty picture, is it? What to
do? Here are some guidelines for dealing
with your national rep.

1. Inmmediately send vour rep an
official notice of cancellation, effective
at the conclusion of your current con-
tract. This protects you from automatic
renewal clauses, and gets his atiention at
the same time.

2. Make sure your new contract in-
cludes the tollowing: a list of “protected”
accounts vou can sell easier because of
proximity or past history; exclusion of
commissions, or split-commissions, on
any busincss gained only through your
local sales efforts — regardless of whether
or not thar business comes from a pro-
tected account; arequirement that share-
of-business reports be filed with cach

The Care and Feeding of Your
National Rep

“Guilt-Free” Guidelines to Follow

QUICKREAD™

« National reps cannot sell your stations as
well as you can.

e Your rep’s accountability depends directly
on what you require in your contract.

¢ In order to protect your station(s) from
automatic renewal clauses, and get your
rep’s attention at the same time, immedi-
ately send him or her an official notice of
cancellation effective at the conclusion of
your current contract.

e |t is important to treat reps with dignity;
they are very sharp people trying to do
their best under tremendous pressure.

piece of business won or lost; a stipula-
tion, in addition to projecting national
revenues for the year ahead, that a de-
tailed game plan (no more Ouija Board
estimates) be included, spelling out pre-
cisely how that projection will be attained;
and, tinally, given that your national rep is
only as good as the strength of those offices
most important to your market, insist on
the right of cancellation, should those of-
fices be weakened via turnover.

3. Atter your hard-nosed contract
negotiations have been completed, and
even though you have to stay on their
case almost daily, treat your national rep
with dignity. In most cases, reps arc very
<harp people trying to do their best un-
der tremendous pressure (only the <ell is
dull), and relationship selling works just as
well on your rep as it does on local clients.

4.Some tomost of the real sellingisup
toyou. Asoften as possible, and well betore
eachbuy comesup, have yourrep schedule
appointments for you with all buyers who
make new and repeat market buys. &=
Dave Gifford is a sales and management consult-
ant from Santa Fe, NM. He may be reached at
1-800-TALK-GIF
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PROMOTION

A Real ' Home Run’' Promotion

by Bill Haley

Amcrim has an unending fascina-

tion with home videos. Here is an un-
usual way to tap into it. “(Your Town's)
Funniest Home Videos” is a promotion
that you can sell to a video store, record
store, camera retailer, electronics dealer,
travel services company, or any leisure-
related business. It can have multiple
sponsors, it you wish. The interesting
thing about this promotion is that its end
result is a product that the sponsor(s) can
actually selltoranindetinite period of time.

This is how it works. Listeners are
encouraged to bring in their funniest
home videos to any of the sponsor'sretail
locations. The videos can coverjust about
any tvpe of activity — local sports, fam-
ily outings, vacations, picnics — you
name it. Specily, though, that the video
must have been shot by anamateur. Your
statt, in cooperation with the sponsor(s),
compiles the best of the entries into a
(Your Town's) Funniest Home Videos
tape. Everyone who has submitted an
entry will receive the following:

(Your Town’s) Funniest Home Videos

1} A certificate good for a discount
on the purchase ot the finished Funmiest
tape; and,

2) Entry into the grand prize draw-
ing for the lunniest video.

The Grand Prize

Once the Funuiest tape has been com-
piled, all original videotapes are returned
by mait to their owners. The grand prize
isa trip for fourto Hollywood, where the
winning tamily sits in on a taping ot
America’s Funniest Home Videos.

Require alt entrants to sign a release
form giving permission to use their vid-
cos tor commercial and/or publicity pur-
poses, and holding the sponsor(s) harm-
less for any damage that may occur to
submittedtapes. The Radio station needs
o work closely with the sponsor in the
execution of the contest and production
of the finished tape. The rules should
clearly state the criteria upon which the
tapes are being judged (i.c., humor, lo-
calism, suitability forviewing, ctc.) Hope-
fully, one of the sponsors has the editing

equipment needed to produce the tape
in-house. If not, farm it out to a video
production company

Finished Tape Requirements

The tinished tape should be nomore
than one hour long. To add a nice touch,
have one (ormore) of the station person-
alities narrate it. Your production man-
ager canadd humorous sound ettects and
production music. Gne person should be
ass'gned the title of “producer” ot the
tape. This person has overail responsibil-
ity for getting the project completed.
This person can be cither a station em-
ployee, a sponsor employce or an inde-
pendent producer you hire for the project.

Thestation provides the grand prize
trip. It includes airfare, hotel accommo-
dations and tickets to the taping of
Amierica’s Funniest Home Videos. You can get
free tickets for the taping by contacting
the show itself. | stronglv recommend
that you let the show's producers know
about this promotion in advance. They
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Every Station’s
Favorite :60

Start to finish, this sturdy, steel-
frame, fabric top shelter takes
less than :60 to set up. No ropes.
No tools. Nothing to assemble.

all fold compact for E-Z trans-
port. Stations all across the

E-Z UP Instant Shelters

8 X8,10 X 10,10 X 15,10’ X 20’

CORPORATE & MANUFACTURING HEADQUARTERS: International E-Z UP, Inc.

(800) 45-SHADE

We Do Custom Graphics

hj »

12 SONGS IN A ROW

nation choose E-Z UP for... REMOTES, SPECIAL EVENTS, HOSPITALITY BOOTHS, CALL LETTER PROMOTION

5525 E. Gibraltar St., Ontario, California 91764
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QUICKREAD™

¢ America has an unending fascination
with home videos.

» Everyone who enters the “(Your
Town’s) Funniest Home Videos” pro-
motion will receive a certificate good
for a discount on the purchase of the
finished Funniest tape, along with an
entry into the grand prize drawing for
the funniest video ... a trip for four to
Hollywood, where the winning family
sits in on a taping of America’s Funni-
est Home Videos.

* The finished tape should be no more
than one hour long, and, as a nice
touch, should be narrated by one (or
more) of the station’s personalities.

e Properly promoted, “(Your Town’s)
Funniest Home Videos” could be a
real “home run” for your station, and
perhaps become an annual event for
you and the sponsor(s).

may be willing to provide additional prize
incentives, or even include one ot the
clips on their show. Plus, it is always a
good idea 10 cover all your bases when
you are doing a spin-olt promotion such
as this. Contact Vin Di Bona Produc-
tions, 12233 West Olympic Blvd., Suite
170, Los Angcles, CA90064. Theirphone
number is 310-442-3000, fax number is
310-442-5604. Ask tor Barbara Bernstein
the show's co-producer

Creative Packaging

Once the video has been com
pleted, dub oft copics and package them
creatively. A videotape duplication
house can assist you with this. A sample
copy should be displayed close to the
cash register, together with attractive
point-of-sale signage. Suggested price:
$12.95. The sponsormay want to donate
a portion ot the proceceds to a local
children’s charity, as o community ser-
vice gesture.

I'm notaware of anyonc havingdone
this promotion, to date. Properly pro-
moted, it could be a real "home run” tor
your station, and perhaps become an an-
nual event for you and the sponsor(s). &
Bill Haley is president of Haley Productions,
a film, video and multimedia production company
for Radio, and creator of the Trivia Super
Challenge™' game. He may be reached al
610-892-7970.
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The Omnia Group’s selection tools can help

Wasting
Good Money
On Bad Hires?

you stop.
To find out how and get a FREE
“Finding & Selecting TRUE Salespeople™
brochure, call:

1-800-525-7117
The )mnia Group

Employece Selection and Management Made Simple
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WALTER STAYS ON TOP Of £ASY LISTENING.

Walter Powers is a seasoned Easy Listening Programmer-Consultant
who's stayed on top of this format in markets large and small. Broadcast
Programming has found a way to get Walter's expertise into your music
everyday without overpowering your station identity. Walter is one more
reason so many BP client stations are reporting growth this year.

We stay on top of the music. You stay on top of your market.

THE PROGRAMMER-CONSULTANTS
OF BROADCAST PROGRAMMING.

WALTER POWERS

Broadcast Programming
Programmer/Consultant

© 1995 Broadcast Programming

(800)426-9081 « (206)728-1741  fAX (206)441-6581
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NEW BUSINESS DEVELOPMENT

by Bob Pedder r.

Onc of the biggest dilemmas fac-

ing Radio stations in their quest for new
money is relying on media pricing for-
mulas for establishing the promotional
opportunity. Radio sales stafts are not
only competing with other Radio sta-
tions' sales staffs, but with a host of pro-
motional companies, as well. Advertis-
ing sold to a media buyer with value-
added mixed in, is a concept that does
not work well, on a continuous basis,
with the manufacturer community.

In today's world, advertising, pro-
motional programs, and sponsorship sales
arc three distinctly ditferent arenas. You
can mix and match the three, but do not
rely onone arena’s formulas to sell one of
the other two. Radio tends to rely too
much on advertising formulas to reposi-
tion promotional programs to the manu-
tacturer, sometimes in a deceiving way.
let's face it it you called 10 manutactur-
ers right now and asked them to spend
some of their MDF money on an adver-
tising schedule, the answer would be a
resounding NO!

QUICKREAD™

® One of the biggest dilemmas facing Radio
stations in their quest for new money is
relying on media pricing formulas for
establishing the promotional opportunity.

¢ Outsourcing assures the manufacturer that
the key elements of his program are being
handled by a professional.

* There are no heroes in this business today
— just valuable resources.

¢ Franchising is a nicer way of describing
the legal establishment of a contract which
outlines the “do’s” and “don’t’s” in the
relationship between your Radio station
and your manufacturer’s clients.
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So to help make your toray into this
arcna more profitable, | reccommend in-
corporating some of these new words
and terms into your selling strategy: out-
comes, outsourcing, franchising the prop-
erty and enrollment.

Outcomes

Outcome is a medical term used
when comparing the results of a health
problem treated surgically, versus using
prescription drugs to treat the same prob-
lem. ltis also applicable when discussing
promotional programs with manufactur-
ers. Rather than tocusing on the expected
results, concentrate on what the out-
come will be. Outcomes cncompass
everyone's contribution — from making
surc all the POP is in place, to making
sure a severe snow storm isn't forecasted
for the week of your promotion.

As opposed to results-conversation,
outcome-conversation takes the focus off
ol you and your Radio station, and puts it
where itshould be —increasing sales of the
manufacturer's product. In the case of a
results-conversation, the manufacturerusu-
ally hasa specific case allocation numberin
mind. You cither hit it, or you don't. An
outcome-conversation implements more
of a bell curve in which higher degrees of
success can be measured.

Enrollment

From Conceptual Selling to Non-
Manipulative Selling, all of the books say
the same thing— STOPSELLING! Here,
we use a word taken from higher educa-
tion: enrollment. Enrollment is a univer-
sal word that can be spoken in your first
sentence with a prospective client, and
not cause any discomfort. Enrollment is
an invitation to participate in a process.

Enhancing Your Selling Strategy

Valuable Phrases and Philosophies To Improve Profitability

An example would be: “Rather than
sell your company something today, I'd
like to enroll you in one of our programs
that will deliver the most leverage.

Outsourcing

Qutsourcing, orthe concept of com-
panies using outside secondary services,
is now very trendy It is a profitable
practice that allows companices to utilize
the services of others more competent in
a particular field. Qutsourcing assures
the manufacturer that the key elements
of his program arc being handled by a
professional. For example, there was a time
when we would say, “Oh yes, we do it all,
from soup to nuts!” Now, we just do soup,
and outsource the nuts. In other words, it
we need a demo company to sample your
product professionally, we will outsource
1o a demo company we rely on for these
services. There are no heroes in this busi-
ness today ... just valuable resources.

Franchising

Franchising will be the hottest topic
of conversation in 1995 It is a process
whereby you bring ar exclusive arrange-
ment with an event promoter under con-
tract, to acquire the rights to sell spon-
sorships of the event. Franchising is not a
new term, but is quickly becoming a much
needed process in the new business devel-
opmentarena. Franchising is a nicer way of
describing the legal establishment ot a con-
tract which outlines the "do’s” and “don't’s”
in the relationship between your Radio
station and your manufacturer's clients.
Promotionaland sponsorship sales become
casier when you use some of the newer
selling strategies described above. =)
Bob Pedder Ir. is corporate director of Greystone
Alliance. He may be reached at 617-251-1230.
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ENGINEERING FOR MANAGEMENT"

by William P.
Suffa

E years, operators of FM stations have
realized that placement, or mounting loca-
tion otanFM antenna, aitects the coverage
provided by a station. This is no surprise:
like asearchlight that uses a mirror to focus
its beam of light, the metal tower structure
alters and focuses the signal from an FN
antenna. And, just likeasearchlight, proper
design of an FANtantenna system can allow
the station owner to control the area where
the Radio beam is "tocused.’

Effect on Coverage

The cffect of the tower structure on
coverage may be minimal for antennas
mounted on poles, or immense, in the
case ot a side- mounted antenna. | have
secn pattern studies that show as little as
20 percent change of power around the
tower, toas much as four times the power
twice the signal strength) in some direc-
tions. Ot course, since the increased
power in the gain areas must come from
somewhere, there are areas that will fose
an equivalent amount of coverage.

Since this is a natural phenomenon,
why not control where the signal goes
and how much signal goes there? Here's
an example of how this werks. Say your
tower is 15 miles north of Anywhere,
USA. To the north of ycur tower are
mountains with little population. The
antenna manufacturer provides you with
a sct of sample test measurements that
indicate that mounting the antenna on
the south tace ot the tower will increase
the signal by a tactor of two toward
Anywhere, and decreasc the signal to the
north by 50 percent. Anothertest measure-
ment shows that mounting the antenna on
the north leg will decrease signal in Any-
where by 30 percent, butincrease signal to
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the cast and west by 15 percent each.
Which placement do you choose?

The answer mav be difterent, de-
pending on your format. It your market
studies show your core audience to be in
the heart ol the city, youmay well choose
to place the signal toward Anywhere.
But, it you're formatting for the suburban-
ite, orifdiary placementis in the northeast-
ern or northwestern suburbs, the second
option may be the better choice.

Regulatory Issues

So why doesn't every station opti-
mize their antenna coverage opportuni-
ties? Besides the usual, there are some
regulatory and interterence issues.

The FCC has two distinct and incon-
sistent policies regarding this subject.

With respect to stations licensed as
non-dircctional antennas, the FCC policy
is, "We don't care, unless a station ‘inten-
tionally’ alters the antenna to be direc-
tional.” What constitutes ‘intentional
dircctionalization’ is a judgement call.

It, however, you are unfortunate
enough to be licensed as a directional FM
antenna, the FCC cares: alot. The FCCdoes
not permit any radiation in excess of the
directional pattern limits in any direction.

This leads to some unexpected and
inconsistent results. Let'ssay, inasimpli-
fied example, that you want to move
closer to another station that you must
protect against interference. You have
two choices: a directional antenna, or a
non-directional antenna with iess trans-
mitted power. The directional antenna
will be caretully measured and certitied
to the FCC that the power will not ex-
ceed the interference limit to the other
station. A reduced power, non-directional
operation can show “on pzper” that no

Antenna Performance

Location, Location, Location

QUICKREAD™

¢ Choosing where to place your signal
depends on your format.

e Every station does not optimize their
coverage because of regulatory and
interference issues.

* While a change in 4o to 5o percent of
power is not likely to increase inter-
ference to other stations, the same
amount of change can work to im-
prove signal in your market.

interference will be caused, even it the
actual, installed antenna can be optimized
to exceed the interterence limit twolold.

Thereal fallacy ot the FCC approach
isitsunevenimplementation of this regu-
lation. Some Radio services are allowed
to exceed the directional antenna pat-
tern slightly, provided that the gencral
goals are accomplished.

Does all of this really make a difter-
ence? Well, in terms of interference to
other stations, a change of 40 to 50
percent power is not likely to increase
interference to other stations. But the
same amount of change can work to
improve signal in your market.

So make engineering part of the
decision tcam, along with marketing, pro-
gramming, and management and collec-
tively, determine the important market
areas, choose the transmitter site, evalu-
ate coverage options (including antenna
performance), and implement a plan to
accomplish the cstablished goals. It is
important that your engincer and engi-
necring advisor considerthe impact both
positive and negative, ot engincering
changes that affect your coverage. &
William P. Suffa is principal engineer for Suffa &
Cavell Inc. in Fairfax, VA. He may he reached at

703-591-0110
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PROGRAMMING FOR MANAGEMENT"

by Corinne
Baldassano

c C hen | was travelling around the

country visiting Radio stations ona regu-
lar basis, | used 1o play a mental game
that involved choosing the stations that
were successtul not by looking at the
rating books, but by the energy level |
teht when t walked through the door.

Although my survey was by no means
scientific, it was amazing to me that the
stations that were, indeed, successtul in
both ratings and prolit, were the same
ones that exuded the most positive en-
crgy right there in the haltways.

Your Off-Air “Talent”

Thatenergy and excitement coming
trom the stalf is no accident — it is the
residual ettect of a well-managed Radio
station, and, as program dircctor, you are
responsible for the day-to-day manage-
ment of that stalf.

Many articles and convention pan-
els cover how 1o motivate and critique
your on-air talent, but neglect to men-
tion the motivation of your off-air talent.

QUICKREAD™

e The stations that are successful in
both ratings and profits are the same
ones that exude the most positive
energy right in the hallways.

¢ Your off-air staff is just as much a part
of your station’s success as the people
behind the microphones.

e The three key areas to focus upon in
order to build your own programming
“dream team” are: leadership, con-
sistency, and respect.

¢ It is important for your staff to under-
stand that with respect, comes re-
sponsibilities, too.

INK 24

I deliberately use the word “alent” to
describe your oft-air stalt, because they are
just as much a part of your station’s success
as the people behind the microphones.
There are three key areas o focus
upon in the development and mainte-
nance of your own programming “dream
team:" leadership, consistency, and respect

Leadership

Leadership is tirst on the list, because
it all starts with you. The person at the
top always sets the tone, and your pro-
gramming statlis, in many ways, arcllec-
tion of your strengths and weaknesses,
idiosyncrasies and philosophies. There
is power in the position, and you should
use (but not abuse) it, in your attempt to
make a cohesive unit out of a group ot
individuals. Walk around the corridors,
talk to people intormally, and let them
know what your goals and desires are for
the station. You don't necessarily have to
@o into detail with everyone, but people
teel so much more a part of things if they
arc included in the sharing of information.

Consistency

Leadership without consistency is not
leadershipatall . it's chaos. Hyour statt
doesn't know how you're going to behave
on a given day, orina given situation, you
arce contributing to what | call the “battered
employee syndrome (BES)." BES incvita-
bly leads to stress and non-productivity,
and, ultimately, loss of statt members.

I have witnessed situations in which
a department head claimed 1o encourage
open discussions in meetings, but some-
times publicly (and loudly) berated indi-
viduals for raising a dissenting point of
view. You can imagine how quickly
people clammed up at those meetings.

Manage Your Off-Air Talent, Too!

Set a Foundation of Fair and Open Communication

Respect

The last, and in some ways, most
crucial element, isrespect. Itis often one
of the most mishancled and misunder-
stood components. Everyone on your
team, including entry-level employees,
deserves some form of respect — for
their experience, their intelligence, or
even just their time. H someone comes
up withasolution to aproblem, whether
it's a creative approach, or one as mun-
dance as liguring out a more clticient
way to handle listener inquiries, give
him or her credit for the suggestion. As
the department head, the credit tor the
idea will always be attributed to you
anyway. By “giving it away,” though,
you will engender loyalty and support
from your staft that goes far beyond
your expectations. H you think of how
many times you've heard people speak
disdaintully of a boss or colleague who
"takes all the credit,” you'll recognize
the impact that taking the opposite
tack will have.

Make sure, however, that your staft
understands that with respect comes re-
spansibilities. You should set limits, as
well as goals, and make contracts (ex-
plicitorimplicit) with cach individual on
your team. By setting a foundation of fair
and open communication, you will not
only be able to handle with ease the most
ditficult situations that arise, but attract
the best and the brightest talent to your
station, as well.

Don't be surprised, cither, if you
start hearing comments from visitors
about the positive encrgy being emitted
inside the halls of your Radio station. &
Corinne Baldassano is vice president of program-
ming for SW Networks in New York. She may be

reached at 212-833-57006
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P wm ow do you expect country Radio

to change in the next two years?

Neil McGinley, Operations Manager * WKHX-FM ¢ Atlanta, GA

he very question is indicative of the short-sighted approach that we as programmers must strive

to overcome. On the horizon, beyond marketing, format fragmentation, duopolies and the like,

there lurks increasingly sophisticated syndicated shows, nationwide formats, direct satellite
broadcasting and untold governmental and technological changes. Horizon, hell — look at Rush Limbaugh,
Tom Joyner or Moby. Few of us would have dared predict thetr success just scant years ago. We must never
lose sight of the fact that Radio’s strength is its entertainment. Smart operators don't care where the product
comes from. Advertise-s don't care where the product comes trom. The P1) and air talent who understand
this will always be successful. Radio will be dramatically ditferent tomorrow. But the engine that drives us will remain, entertainment.
When we understand this, only then can we attempt to harness it. And only then will we be able to truly meet the future. &

R.). Curtis, Operations Manager ® KZLA-FM ¢ Los Angeles, CA

he movement toward "older” music is an and will continue. I'm not sure this means that we're

ready for a “classic” country format that can stand on its own. “Older classic country” is on the

air in some markets, but hasn't been proven to deliver more than a “niche” audience, so far. The
definition of "older” music has to be claritied, too. | think what we're really talking about is music from
what some people are reterring to as the "Invisible '80s" — carly titles from artists like Alabama, George
Strait, Reba McErtire and Dwight Yokam.We should include this music in auditorium tests, then “meter”
the songs that work on to the Radio station. This will create the variety listeners say they're missing. They
want it, butlet's be carcful about putting bad songs on the air ... variety for variety's sake is not the answer. The pendulum will always
be moving in one direction or the other. The key for all of us is to ride the pendulum, rather than get knocked over by it. &

John St. John, Operations Director * KYGO-FM * Denver, CO
ountry as a format will continue to be strong in '95 and '96, but risky tor newcomers. Stations
with newer. younger, animal and amphibian names will lose the greatest percentages of
audience as the lite group continues to shrink. Heritage stations will most likely be the least
aftected by the exodus of fad-driven listeners who have been attracted to the country dial positions
in the last couple of years. Talk of niche and boutique country formats is disappearing. About the only
3 tormat lett is album-cut country. I believe it's an indication of what the future holds when key heritage
) stations like WWWW-FM (W4) Detroit, KNIX-FMN Phoenix, KSCS-FM Dallas and others arc coming
back in ratings battles. Musically, country has a great staple of new artistsand peak-carecrartists to keep the format on its plateau.
Playlists will begin to shrink if artists continue to clone each other in sound. My hope tor 95 and 96 is that another breakthrough
Garth-type artist, who transcends the format, will emerge and continue to tuel the interest in country. &

IF YOU WOULD LIKE TO RESPOND TO A PD FORUM QUESTION, CALL SHAWN DEENA AT 407-655-8778.

= All work is done in-house. We operate from our 14,000
DIRECTIONS IN RADIO square fgot facility i.n San Diego with thg Iat?st state of the art
Ci3 Cati™ Interactive Computer Interviewing System. DIR \
Interviewers follow the sun, starting in the Eastern time zone
and working across the Country to Hawaii. “

A Full Service Broadcast Research Firm

» Quality Research/Affordable Cost
» Strategic/Perceptual Market Studies
» Auditorium Music Tests

» Format Search
» Call Out Music Research 800'676'5883

Call Don Nelson, Director of Marketing |
to discuss your research needs |

Circle Reader Service #116

:

FEBRUARY 27 - MARCH 12, 1995

N
[0,



INTERVIEW

ED SALAMON.

president of Programming and Formats,
Westwood One Radio Networks
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SIDELINES

@ Leisure activities: I'm a fan of a
variety of music, especially Rhythm &
Blues and Rockabilly.

® Recommended reading: “lLife is a
Contact Sport” by Ken Kragen.

& Mentor or role model: I've been
blessed with too many to mention.

& The most interesting persoen you know
‘'s: My children.

& If you had 30 minutes to sit and talk
with one person, whom would you
choose? I’ve been fortunate to talk to
almost all of my musical heroes with
the notable exception of Elvis Presley.

| & If you could go back in time, where

would you go? | wouldn’t — I'm too
happy in the present.

¢ Whom did you listen to on the Radio
when you were growing up? Porky
Chedwick, credited in Pittsburgh as the
originator of oldies.

¢ What did you want to be when you
grew up? While | was warking as a
musician, | earned my teaching degree
in secondary education/English.

& What is your pet peeve with Radio?
Even the best people find stability hard
to achieve.

® The most embarrassing thing that
ever happened in my career was ..
Rolling Stone once published my pic-
ture with Tanya Tucker. | was wearing
a seal mask (she was on a “Save the
Seals” campaign). The photo caption
didn’t mention the mask — they must
have thought | was one strange looking
guy!

¢ What has been your most elusive
zoal? Finding time for a life outside of
work.

¢ Of what achievement are you most
proud? That so many of the Radio
series I’ve created still remain on the
air.

& As a listener, what is your favorite
format? Personality Radio of any format.

® What advice would you give some-
one who wants to get into Radio? You
must have a passion for Radio in order
to be happy or successful in it.




INTERVIEW
427

| 1P C_ ,
rY Yl
o ¢
SR d P
Salamon in 1979, with Elton John.
Salamon was national program director
for Storer’s Radio Division. He and Mike

Mcvay, then PD of KTNQ Los Angeles,
syndicated a special with John.

Salamon and Gart
Radio Seminar where Brooks performed acous-
tically in United Stations’ suite for the first
time. Brooks inscribed an album to Salamon:
“Thanks for the start, I’ll always owe you.”

Brooks at the 1989 Country It was a dream come true for Salamon, a former garage band
leader, to sing doo-wop with the late Temptations David
Ruffin and Eddie Kendricks after a 1985 interview.

NK: Why don’t you start out by telling
us what you do at the network.
SALAMON: | am president of program-
ming at Westwood One Radio Networks,
and am also involved with Westwood
One Entertainment programming, espe-
cially, ot course, the countrv shows which
keep us "First In Country.” In addition, |
reside over the Westwood One formats,
which were formerly known as the
Transtar Radio Network, located in
Valencia, California.

INK: There is a lot of confusion out there,
which we might as well address right now.
You talk about the network side and the
entertainment side. | don’t think most
broadcasters really know what the heck
you're talking about. Could you explain
that in a little more detail?

SALAMON: Westwood One Entertain-
ment and Westwood One Radio Net-
works differ in the inventory they sell to
advertisers. This may mean little to Ra-
dio stations, who think of themselves as
aftiliates of a specitic program with its
particular Westwood Ore representa-
tive servicing them. For advertisers,
though, itisavery important distinction.
Westwood One Entertainment sells all
of our in-program inventory, which is
Arbitron-rated, while Westwood One
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Radio Networks sells our radar-rated in-
ventory, which includes commercials that
are not associated with any parucular
program, but grouped together in for-
mat-specific networks.

COUNTRY RADIO MAVEN

INK: You are perceived as a country Radio
maven. You started out as a successful
country programmer. Are you primarily a
country programmer?

SALAMON: | was fortunate enough to get
my first opportunity as a program direc-
tor at country station WEEP in Pitts-
burgh. Because of my work there, | was
chosen to program WHN in New York,
which became, arguably, the biggest all-
time success story in country Radio. At
that time, | also consulted stations of
various formats, and was the national
program director for Storer Radio, which
owned WHN during most of my tenure,
My interest and experience has been
with multiple formats. The programs that
I produced for Westwaod One, and its
predecessors, have been for a variety of
tormats, with only two of our 24-hour
satellite-distributed formats being coun-
try. | guess, because my greatest success,
and my first opportunity, has been with
country Radio, it is that format that will
always be closest to my heart.

INK: If you are a good programmer, does
it really matter what the format is?
SALAMON: | think that if you are a good
programmer, you can program any for-
mat that interests you.

CHICKEN OR EGG SYNDROME

INK: There is a lot going on in the network
world today. Of course, we are seeing a lot
of syndicated Radio programs like Howard
Stern and Don Imus, which are distantly
affiliated with your group. There are a lot
of people out there who want to get into
syndication. Is this a “chicken or egg”
syndrome? Do you go to the advertisers
and ask, “What are you going to buy?”
when you create programs, specials, or
formats? Or, do you go out and try to
figure out what the audience is going to
like best, and then hope that the advertis-
ers buy it?

SALAMON: As you say, both advertisers
and audiences arc important when de-
signing network programming. The other
very important component is the Radio
station, which is our customer just as
much as the advertiser. The ability to
acquire audience for a Radio program is
only as good as the opportunity to attract
Radio stations as affiliates. Itis important
that you offer programming that is going
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to compel Radiostations to affiliate. Then,
yes, advertisers do become a consider-
ation, because network programming must
provide an environment that advertisers
want. The first concern, however, is to
serve the needs of the Radio station.

THE CHALLENGES

INK: What is the hardest part of your job?
SALAMON: There are so many things. Itis
hard to think of all of them. I'm teasing
about that. Honestly, | enjoy what | do
quite a bit. | think that the daily chal-
lenges, rather than being difficulties, are
what makes Radio interesting. | think
that most of us who are in Radio get a lot of
satisfaction from the necessity of making
decisions and solving problems quickly,
because it is such an immediate medium.
INK: Let’s talk about country Radio. You are
very active in the Country Radio Seminar.
SALAMON: Yes, l am in my second year as
president of the Country Radio Broad-
casters, the organization responsible for
the Country Radio Seminar. Our theme
thisyear, "Taking It To The Next Level,"
recognizes country Radio's desire to take
a good situation and make it even better.
INK: It is interesting to see how that conven-
tion, and how that organization, has blos-
somed. It was a very well-planned orches-
tration of the future of country Radio. It
seems that the Country Radio Broadcasters

2 v#‘

saw an opportunity to really build up the
format’'s prominence over the long term.
Based on the current success, that has
obviously been achieved. Was it, in fact, as
carefully orchestrated as | have heard?

SALAMON: | think those of us in country
who have been in country Radio for a
long time, rememberfeeling that we were
the underdogs. We were an alternative
Radio format, which, in many cases, was
noton the best station in the market, and
did not have the biggest talent or adver-
tising budgets. In a sense, the Country
Radio Seminar, which is now in its 26th
year of existence, has been sort of a
bootstrap program through which coun-
try Radio exchanged knowledge and tech-
niques. We have grown from, perhaps
the least sophisticated broadcasters, to
become those on the cutting edge. |
think that country music itself has pro-
vided some of the inspiration. Most of us
who are involved in the programming of
country music, have a passion for it.
While | believe a good programmer is
able to program any format, a program-
mer with a passion for a format is more
likely to excel. What has amazed me,
frankly, is that we have become so nu-
merous. The last thing | read in The M
Street Journal says that about one out of
every four stations is now country. Yet,
we have maintained our camaraderie, the
desire to help each other, and the desire
of artists and programmers to know each
other in the face of the success, the

competition and the shear number of
people involved today.

A FAMILY ATMOSPHERE

INK: The camaraderie was one of the things
that really surprised me when | first went to
the Country Radio Seminar. The artists knew
all of the programmers by name. They were
involved, attending sessions about Radio.
They were really active in the business, and
it was a family atmosphere.

SALAMON: You know, that is so impor-
tant, because country Radio relies on
country music. The better understand-
ing that artists have of Radio, and what
country audiences want, the better the
product Radio will be able to provide.
Despite their popularity, the major art-
ists appreciate Radio enough to remain
involved with the seminar. For the new
artists, it's an unequalled opportunity to
meet Radio and to learn about it.

FUTURE OF THE FORMAT

INK: What is the format’s future? Is there
going to be a lot more splintering?
SALAMON: Well, the splintering that has
taken place in the format has, so far, been
more in presentation thanin music. Main-
stream country stations are usually more
music-intensive, and have a more con-
servative personality. The youth-oriented
formats, Young Country and Hot Coun-
try, originally attracted younger listen-
ers with a greater, and more outrageous
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In 1974, Salamon spoke about music research at
the Country Radio Seminar and was booed by the
audience as one member stood up to say, “If you
can’t pick hits by your ears alone, you have no
business in country Radio.”

Olivia Newton-John with Salamonin the ’7os. Newton-John While producing The Great Sounds se-
agreed to be featured in a TV and subway poster campaign ries during the '8o0s, Salamon met one of

for country formatted WHN. America’s pop standards legends, Benny
Goodman, who stopped in the middle of

an interview to play for Salamon.

5
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personality approach. As tor the future,
some are predicting success for country
oldies tormats, while othe-s are looking
for more musically adventurous stations
like Gavin's Americana reporters to
emergce as factors.

A MUSICAL BEGINNING

INK: What was your earliest experience
with Radio?

SALAMON: In my teens, | had a band in
Pittsburgh that performed atrecord hops
tor Top 40 KQV air personalities, in-
cluding people like Dex Allen, who's
now a partner in Commonwealth Broad-
casting, and Chuck Brinkman, who's now
a program director at KLUV in Dallas. |
was especially proud to play at hops
hosted by WAMO's Porky Chedwick,
who iscredited as the “originator of the
oldies.” His enthusiasm for the medium
was my greatest influence toward a
Radio career.

INK: What is your most vivid memory from
all of the Country Radio Seminars that
you’ve attended?

SALAMON: | actually was booed at the
tirst Country Radio Seminar I've ever
attended in 1974. As program director of
WEEP, | was asked to speak about the
new technique, call-out research. | re-
member a program director in the audi-
ence standing up and interrupting my
presentation by saying: “Son, if you can't
pick records with your ears, you don't
helong in country music.” Everybody
cheered him. To the degree that some of
today's stations have an over-reliance on
research, he may have had a point.

FUTURE TRENDS

INK: Let’s apply that same scenario to
Radio today. What would somebody get
booed about today, that may turn out to
be a future trend?

SALAMON: [ think that today's country
broadcasters are probably more open to
innovation than those of any other for-
mat. We realize that while country Radio
is now on top, we need to work hard 10
stay there.

INK: If you got up there today and said,
“My Radio station was a success because
we dropped the research, are now picking
the records by our gut, having thrown
away the liner cards, and are now just
letting our jocks do their thing,” would
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that be equally as controversial? It seems
as though all formats, country included,
are often over-researched and over-mecha-
nized. Is that becoming a problem in our
industry today?

SALAMON: As a fan of personality Radio,
I'm glad country Radio has recognized
thisasan opportunity. When mainstream
country formats in many markets de-
emphasized personality, other country
broadcasters used personality to posi-
tion themselves against the competition,
and grew as a result. Incidentally, net-
works are now thriving by filling the
personality void in Radio with talent like

Don Imus, G. Gordon Liddy and
Rush Limbaugh.

INK: Final thoughts?

SALAMON: | am particularly proud of the
turnaround of the Westwood One Radio
Formats. This year, Mel Karmazin al-
lowed us to faunch a new format,
Westwood One '70s. We were the first
satellite network with a '70s format. Not
only has it been the quickest launch of
any format, but it was also a lot of fun for
me to create. Meanwhile, we're expect-
ing continued growth from all of the 24-
hour formats, especially Mainstream
Country and Hot Country &

*

She]'e_ programming amon
your sidtion group or with ot?\er
stations Wsharing day parts,
entire form@is or by delivering
your fop-raMd talent to other

- markets icoast¥coast. You can
| spread overheadicosts, increase
the quality of programming at
the local station andibuild your
audi jo satellite
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e According to the Fall 1994

Arbitrons, 55 percent of country Ra-

dio stations were down, but the aver-

age share was up a full 2.5 points, in the
top 2¢ markets.

i

» Ccurtry competition has arrived in force,
w th two or three country FMs now slugging it
out in zlmost every city in North America.

* Because of little real distinction between main-

stream and vounger country formats right now,

listeners get the feeling they’re hearing the same
sounds over and over.

* The growth of couniry music is very real, and serves as
an indication that the size of the country pie will remain
bigger than it ~zs in the mid-'8os.

The fall 1994 Arbitron books were “up and
down” for the country Radio format. In the top a0

markets, 85 percent of stations were down. But, the

average share was up a full 2.5 points. Go figure.
34 P

RADIO
FEBRUARY 27 - MARCH 12, 1995 INK 33



!':PECIAL REPORT
33

Ratings

Make no mistake, the tormat is still
strong. Last spring, country hita 10-year
ratings peak. In the Summer National
Rankings, country had an average share
ot 12.7 percent. In Canada, the national
BBM1 average country share in English-
speaking markets is 7.68 percent.

The success stories are numerous. Up
impressively, among others, are: WGNA-
AM/FM Albany, NY (No.1); both WKHX-
AM/FM and WYAY-FM Adlanta; KUZZ-
FM Bakerstield, CA; WSOC-FM Char-
lotte, NC. WCOS-AM/FM Columbia, SC.
WHKO-FM bDayton, OH;, KZDG-FM
Denver; WXTA-FM Erie, PA. WBTU-
FM Fu. Wayne, IN; WBCT-FM Crand
Rapids, MI; WWYZ-FM Harttord, CT;
WFMS-FM Indianapolis, WIVK-AM/FM
Knoxville, TN; WWKI-FM Kokomo, IN.
WVLK-AM/FM Lexington, KY; KDDK-
FM and KSSN-FM Little Rock, AR.
WAMZ-FM Louisville, KY: WBOB-AM/
FM and KEEY-FM Minneapolis;, WSIX-
FMand WSM-AM Nashville, TN, KXXY-
AM/KTST-FM Oklahoma City, OK;
WNOE-AM New Orleans, KNIX-AM
Phoenix; WDSY-FMand WXRB-FM Pitts-
burgh; KWJJ-AM Portland, OR. WKHK-
FMRichmond, VA; KATM-FM Modesto-
Stockton, CA; WWFG-FM Salisbury, MD);
morning numbers at KKAT-FM Salt Lake
City; WKKO-FM Toledo, OH; KIIM-
FM Tucson, AZ, KWEN-FM Tulsa, OK;
KHAY-FM Venwra, CA; and WQMX-
FM Youngstown, OH.

So, don't count country out quite yet.

New Competition

Although country is still going strong,
there is plenty of new competition tor
listening time, cume and AQH, from 70s
and alternative/new rock formats, and, in
some places, a CHR and AC comeback.

Country competition has arrived in
force; two or three country FMs now slug
it out in almost cvery city in North
America, cutting into cumes of even the
top stations. And, an cight-year trending

of spring ARB's

, shows average

time spent lis-
tening to
the format
isdownal-
most 10

minutes per day. However, to more than
compensate, the overall cume is up, of-
ten as much as 35 percent. This growth
has come largely from 18-to-34s, and is
60 percent female.

So, country stations that have never
been concerned much with poor response
rates, proportionality and sample
“wobbles” in younger demos, now have
reason to be. A signiticant number of the
country stations that were down in the Fall
1994 survey appear to have been heavily
atfected by sample return anomalies.

In the past, country fans — who
were primarily 35-plus — were some of
the most cooperative diary-keepers, mak-
ing for very stable 25-54 numbers. Now,
as younger demos turn on the format and
become potentially heavy users, but less-
than-enthusiastic survey participants,
country isexperiencing the rotler coaster
that 18-34 appeal tormats have com-
plained about tor some time.

For example, in Cincinnati, where
mainstream WUBE-AM/FM wasup (9.6-
9.8 in 12+), "“Young Country” WYGY-
FM appears to have lost 35 percent of its
summer average quarter-hour audience
... until you look at monthly extrapola-
tions. Then, the loss clearly occurs in the
tirst eight weeks of the survey period —
the very time ARB was mailing incorrect
premiums to younger households. The
audience seems to come right back to the
station in the final month of the book.
The same is true in Columbia, SC, with
Kicks 96, WHKZ-FM. Mainstream
WCOS was steady and up from summer,
but the 18-34 targeted WHKZ dipped
precipitously. Clearly, this kind of one-
book aberration, which can haunt a sta-
tion for several months, isn't a trend; it's
quite likely a sampling error/cume fluke,
making the fall numbers ditficult to rely
upon with any degree of accuracy.

Mass Appeal

Well, then, what is going on with
country?

This is a great time to be asking that
question, since | believe that country, which
has been more successtul than any other
music formatatstaying ontop and growing
25-54toralmost fourdecades, is now poised
to be the only new adult music with mass
appeal well into the 21st century.

I think country is regrouping, reform-
ing its artist base, and about to make yet
another major surge in the next five years.

Key Format Trends

1. Competition. It's getting tougher,
and won't let up. With two or three
excellent stations “going for the gold” in
almost every market, owners who got
into country because it's format exclu-
sive, and doesn't have to be promoted,
had better look for another option. As
with AC in the '80s, the winning country
stations in the '90s will consistently spend
in excess of 10 percent of their monthly
gross for marketing.

2. Sameness of sound and repetition. There
is little real distinction between main-
stream music and younger country for-
mats right now. As a result, listeners feel
they're hearing the same sounds overand
over. Often, the heritage station gets all
the blame, and the “new"” station all the
credit for being fresh, and adding variety.

Toaid in differentiating mainstream
stations, we recommended that our cli-
ents move back to a number of favorably
tested ‘80s titles that had been absent
from our playlists six months ago. This
must be done with great care. | believe
that country oldies have had an impor-
tant, but somewhat limited, role in the
formatting process for the almost 40 years
that country Radio has been formatted
along "top 40" lines.

In my 25 years in country, six or
seven currents per hour has been the
norm, with the exception ot a tew years
in the late '80s, when tour currents per
hour became the standard, following the
proliferation of auditorium music test-
ing. By the '90s, the sameness of too
much "safe music” was counteracted by
the return of “current music.”

This turnabout is due to the fact that
our music producers and artists in Nash-
ville have been more successful in stay-
ing focused on the largest listening,
record-buying segment of the (25-54)
adult audience, than those in any other
format over the past four decades. Coun-
try music’s target demo has been in a
constant state of transition. Artists like
Hank Sr., Lefty Frizzell and Patsy Cline,
who appeal to older listeners, have now
beenovershadowedby Alabama, the Judds
(now just Wynonna), and Garth Brooks,
who appeal to a younger audience.

Oldies-based country isn't going to
work until the cume of country listeners
today is smaller than it was yesterday,
which simply won't happen in the next

35 p
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20 ycars. The music tastes and prefer-
ence patterns are already indelibly en-
graved in the minds of today's teens, 20-
somethings and Gen-Xers. They'll be
listening to country for the rest of their
lives, and their numbers will dominate
25-54 attitudes for several decades.

For example, as hot as country was
during the Urban Cowboy fad of the
carly '80s, tocay's courtry cume is onc-
third larger. And, rather than a fad
spawned by motion picture hype, this time
the country boom was generatedby lilestyle
wrends and excellent new artists’ music.

What we are calling “older music” is
realtly only about 20 percent of our main-
stream “gold” library, comprised of music
trom “the invisible '80s." The cra was
strongly defined by carly titles from artists
like Alabama, George Strait, Reba
McEntire, Dwight Yoakam, Randy Travis,
and the Judds. We neverrecommend play -
ing any ot this music without seeing solid,
favorable test results tirst. We include this
music in auditorium tests, then meter the
songs that wors onto the station, to create
the variety listeners say they're missing.

To make current music vibrant, coun-
try Radio is going to nced great, (not
mediocre, “clone”) songs by superstar art-
ists with drive, focus and mass appeal. As
good as many of the newest, Music City
artists are, whether they Il have the cha-
risma and staying power of a Garth Brooks
or Randy Travis, remains to be seen.

Ascompetitionincreases, traditional
warm relationships between Radio and
the record incustry zre deteriorating. |
don't necessarily see this as a bad thing.
In the past, country music directors have
often played songs by artists with no real
audience appeal, merely because promo-
tion executives or concert promoters
asked them to do so. Today, at a time
when several country stations may be
tighting for the "best songs for my taste”
image, this is a losing strategy.

Mecanwhile, artists’ personal manag-
ers are finding it more and more difticult
not to be drawn into the battle among
Radio competitors. Everyone wants ac-
cess to the hottest stars, who teel increas-
ingly trapped between two stations that
are both threatening reprisals it they
don't get preferential treatment. The fact
is, listeners don't care who's on stage
introducing the act.

FEBRUARY 27 - MARCH 12, 1995

Dirty tricks and guerrilla marketing
tactics must be kept invisible to artists
and fans or Radio risks damage to its
integrity and ethical image

3. Interactive technology and database mar-
keting, or, sclling a real relationship with
great personalitics. We believe that in-
teractive phone systems will become an
important tool tor staying in touch with
contest players and highly Radio-active
persons, and will skew temale listeners.
Computertools like Billboards (BBS) and
Internet websites will become a great
way to locate and link a small number of
very active male consumers.

4 Slaw-but-steady erosion until the next

forward nu-
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sical thrust.
Stations
t h at
joined the
farmat late in the '\
country explosion of \ 3
the 90s, and faited to :
develop, will be looking

for the next 'hot’ format in
upcoming years. Many will go 70s, or
and do well. This will be
good for country, as tewer choices yiceld

alzernative

more time spent listening to existing
leaders. Stations with a substantial core
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audience will make the cut, and grow
even stronger.

Country's power ratio, and its abil-
ity to turn audience share into dollars,
will improve. There is no possibility that
country will drop back, and experience
the same shares as it did in the pre-boom
era. Its recent growth has been real. The
size of the country pie will remain bigger
than it was in the mid-'80s.

The Musical Direction

How do these predictions square
with listener preferences? The following
playlists provide an indication.

Songs that were dropped trom our
recommendations this time, due to high
negatives and/or diminished acceptance,
include those in chart 1.

One way to separate your station
from the competition, and attain a "bet-
ter music” image is by climinating songs
like those in chart 1, that one-in-five
country fans say they do not enjoy.

LISTENERS OF ALL AGES

% WHO DISLIKED

THE SONG

nes | Don't Need Your Rockin 22.60%
Cadillac Ranch 23.50%

Shake The Sugar Tree 20.00%

Hank Williams, Jr. Good friends/Good Whiskey 19.30%
George Jones High-Tech Redneck 18.60%
Ricky Skaggs Same Ol' Love 20.80%
Ricky Van Shelton Crime Of Passion 23.80%
The Judds Give A Little Love 21.50%
Keith Whitley It Ain’t Nothin’ 17.50%
Randy Travis An Old Pair Of Shoes 23.10%
Pam Tillis (leopatra, Queen Of Denial  25.10%
Eddy Raven In A Letter To You 22.40%
Pirates of the Mississippi  Feed Jake 24.50%
Highway 101 Somewhere Tonight 17.10%

To discover if any significant musi-
cal fragmentation is occurring among
target consumers between the ages of 25
and 34, listed in chart 2 arc all songs that
tested “positive” with 75 percent of re-
spondents. Only 14 titles emerged.

When listeners just 10 years older
were asked to rank the same songs, more
than twice as many of the selections
made the grade. Apparently, the older
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LISTENERS 25-34

% WHO LIKED

THE SONG
George Strait  You Look So Good In Love 82.20%
Garth Brooks ~ The Dance 81.80%
Alan Jackson  Chattahoochee 80.00%
Randy Travis  Forever And Ever, Amen 79.60%
Brooks & Dunn Neon Moon 78.40%
Garth Brooks  If Tomorrow Never Comes  77.70%
Toby Keith Should've Been A Cowboy  76.60%
Garth Brooks ~ friends In Low Places 76.50%
Clay Walker Live Until | Die 76.30%
George Strait 1 Cross My Heart 76.30%
Little Texas God Blessed Texas 76.30%
Wynonna No One Else On Earth 76.00%
Clint Black A Bad Goodbye 75.30%
Clint Black A Better Man 75.10%

you are, the more variety you like, and
the more passionately you seem tolike
the songs. (See chart 3.)

Obviously, there are some songs
and artists that all country listeners
agree on, and a few (less than 15 per-
cent) about which listeners opinions
were more polarized. The same can be
said for style clusters of the music.

Asaresult, | believe that there are
two viable formatic approaches that
would do very well against a broad-
based 25-54 target: 1) a 30-50 audi-
cnce; and, 2) a 20-40 audience.

The “target 39" approach is 30
percent gold, 33 percent current and
37 percent recurrent. Eighteen per-
cent of all golds are trom the '80s.
Only one in 20 songs is a new current
and no album cuts are used. The
younger target has a smaller library by
at least 10-15%, meaning a tighter list
with higher current and recurrent cat-
egory turnovers. Eighty percent of the
music classifies as "current” and “recur-
rent.” Ninety-seven percent of the
station's gold library comes from the
'90s. One in 10 songs played is a new
selection or an album cuts.

Ditferences in musical tastes are
based upon the ages of listeners. High-
energy songs appeal to younger audi-
ences, while ballads more readily ap-
peal to the 30-50 target group. Sound
coding and song types, however, have
almost identical appcal. Sixty-six per-
cent of library titles are classified as
“core/mainstream” in sound, 26 per-

cent are “twangy” and nine percent are
categorized as "pop/AC" in style. Inter-
estingly, theaverage length of the "main-
stream” library song is one second longer
than the “pop/AC" library song. In 1995,
the average country hit runs 3:16.

Top younger-appeal artists (ranked
in order) are: George Strait, Garth Brooks,
Alan Jackson, Clint Black, Vince Gill,
Brooks & Dunn, Travis Tritt, Joe Diffie,
Wynonna and Dwight Yoakam. (See
chart 4.)

For slightly older fans, Reba
McEntire is at the top of the list.

Meanwhile, an interesting “fringe
audience” is developing. As Michael
Weiss points out in his fascinating new
book, “Lattitude and Attitudes: An Atlas
Of American Tastes, Trends, Politicsand
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LISTENERS 35-44

% WHO LIKE

Mark Chesnutt
George Strait

| just Wanted You To Know
You Look So Good In Love

Vince Gill Don't Let Our Love Start
Sammy Kershaw She Don't Know She’s Beautiful
Toby Keith Should've Been A Cowboy

Randy Travis
Brooks & Dunn
Alan Jackson

The Forester Sisters

Forever And Ever, Amen
Neon Moon

Don’t Rock The Jukebox
1 Fell In Love Again

Alan Jackson Chattahoochee

Garth Brooks friends In Low Places
John Michael Montgomery | Swear

Collin Raye Love, Me

That's What | Like About You
Except for Monday
Blame It On Your Heart

Trisha Yearwood
Lorrie Morgan
Patty Loveless

Alan Jackson Chasin' That Neon Rainbow
Garthi Brooks The Dance
Clint Black A Better Man

On The Other Hand

If Your Heart Ain't Busy
Love Me Like You Used To
If | Know Me

ft’s A Little Too Late

If | Didn't Have You
Trashy Women

There Ain't Nothin' Wrong
What Kind Of Fool Do You

Randy Travis

Tanya Tucker

Tanya Tucker
George Strait

Tanya Tucker

Randy Travis
Confederate Railroad
Aaron Tippin

Lee Roy Parnell
Dwight Yoakam

Vince Gill | Still Believe in You
Clint Black Burn One Down
Wynonna No One Else On Earth

Alan Jackson Here In The Real World

A Thousand Miles from Nowhere

THE SONG

88.10%
83.80%
80.70%
79.80%
79.40%
79.00%
79.00%
78.40%
77.80%
77.70%
77.20%
76.90%
76.80%
76.70%
76.70%
76.70%
76.70%
76.70%
76.70%
76.50%
76.10%
76.10%
76.10%
75.90%
75.90%
75.80%
75.:50%
75.50%
75.40%
75-40%
75.40%
75.20%
75.20%
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NUMBER OF SONGS BY ARTIST
IN THE TWO LIBRARIES:
LISTENERS LISTENERS
30-50 20-40

Reba McEntire 23 10
Garth Brooks 20 20
George Strait 20 21
Alan Jackson 17 16
Clint Black 17 16
Alabama 15 13
Vince Gill 15 14
Randy Travis 13 1
Travis Tritt 13 12
Brooks & Dunn 12 12
Doug Stone 12 1
Sawyer Brown 6! 10
Mary Chapin Carpenter 10 8
Mark Chesnutt 10 8
Joe Diffie 10 10
Patty Loveless 10 9
Tanya Tucker 9 8
Wynonna 9 9
Trisha Yearwood 8 7
Dwight Yoakam 8 8

Passion” (Littte Brown & Company), sur-
veys done by Simmons Market Research
Bureauindicate that there are hotbeds of
music sales where both new country and
alternative music are high. This occurs
most in younger skewing university
towns. And, in many of these places, a
kind of cross-breed of two unlikely musi-
cal types may be brewing.

A Hybrid Format

Is the country music audience large
enough to capture a large share at this
time? In most places, probably not. But,
we are tracking the growing popularity
ot alternative bands, and trending appar-
ent crossover acceptance of some cotin-
try sounds. This is something to watch as
the millernium approaches.

The possibility exists of a hybrid
country alternative tormat with strong
youth appeal, because many of todav’s
country and new rock consumers are
very eclectic in their musical tastes, and
are less likely to impose borders on the
sounds they enjoy. In other words, they
will gravitate quickly to something they
identity as unique, original and special.

These are consumers who are quite tickle
and ditticult to convince. They prefer to
trust their own judgement, and use prod-
ucts as an expression of their vatue svstem.

As the generation shift occurs and
post-war baby boomers age, these tolks
will dominate the 25-54 demo. And, be-
cause of this group’s sheer population
size, the 25-54 cell will remain the money
demo into the toreseeable tuture.

New Approaches Needed

As the idealistic 40-somethings age
and the more media-savvy somewhat
cynical 20- and 30-something consum-
ersdominate that demo, new approaches
to marketing to attract and hold cume
will be required.

Country Radio has been in a con-
stant state of evolution since the Grand
Ole Opry tirst signed on. And, the only
thing that has changed is the pace of the
paradigm shift. As always, those who
understand tomorrow's realities are go-
ing to fare very well indeed. (=]
Jay Albright is the GM of Broadcast
Programming's BP Consulting Group in Scattle
He may be reached at 800-126-0082.

Major Networks is now offering
its contemporary country format
on a barter free basis.

(S0 you can keep your spots!!)
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Below are nine different Radio spot copy ideas which have been used on the air
successfully in various markets, Just copy this page, cut out the cards, put them
in a filing box and use them as a reference fon tried-and-true copy ideas. Send

COPY CLIPS

your great Radio spot copy by fax to 407-655-6134, or mail to: Radio Ink, Attn.: Copy Clips, 224 Datura Street « 7th Floor, West Palm Beach, FL
g 33401, Please remember to irclude your address, the copy category, client’s name, your name, title, station and whether the spot is :30 or :60.

:60 THOMAS DaIrY

When you think of factories, the first thing that
comes to mind is ... (sfx: factory ambiance under the
rest of the sentence) grinding machines, sweat,
pollution, and synthetic materials. However, the
folks at Thomas Dairy utilize a different kind of
factory. (sfx: pasture full of cows on a farm) Their
factory is the natural, four-legged kind from Mother
Nature. And, only the best materials, like select
grains, clean spring water, and a lot of TLC, go into
this factory. Thomas Dairy produces pure, whole-
some dairy products. Not in factories in a disty,
crowded city, but in the wide-open pastures of the
Green Mountains of Vermont. There is no need for
artificial ingredients — Mother Nature and Thomas
Dairy manufacture the perfect food — milk. So,
when you buy milk, you have a choice. Between a
product that comes from a (sfx: factory) big «it

factory, or one that comes from (sfx: pasture, cows

Thomas Dairy’s natural factory. Thomas Dairy milk
... bearing the Vermont Seal of Quality.

Jennifer Peterson, WJEN-FM/WJAN-FM Rutland, VT

NK

OFFICE EQUIPMENT

:60 MCGRATH WHALEN OFFICE EQUIPMENT

(sfx: use western music, use yee-haw cowboy
delivery) Anncr: Wanted dead or alive! The mean-
est, nastiest, least reliable copier, south of Chicago!
Reward — a brand new Canon NP 2120 Copier from
McGrath Whalen — a $4,290 retail value. Have you
ever wanted to just throw your present copier out
the window? Have you considered giving perma-
nent residence to your copier serviceman? Re-
peated paper jams, frequent service calls, ineffi-
cient operation and just plain mental anguish ... it’s
gone on long enough! Here's how you can claim
your reward. Just tell McGrath Whalen in 100 words
or less why your copier is the worst one soutn of
Chicago. Pick up your entry form today at McGrath
Whalen Office Equipment, before time runs out!
Entries must be received by 5 p.m. on November
23rd. Wanted — the worst copier south of Chicago.
Reward — a brand new Canon NP 2120, a $4,290
value from McGrath Whalen Office Equipment, “at
148 North Kinzie, Bradley.

Julie Lambert, WKAN-AM/WLRT-FM Kankakee, IL

g
REALTY

:30 LIBBY'S REALTY

(sfx: music on file) Anncr: Here’s a Christmas
picture: The stockings were hung by the chimney
with care ... Oh, you don’t have a chimney? Call
Libby’s Realty. (Anncr: ahems/clears throat) And, all
had just settled in for a long winter’s nap. Oh, your
bedroom’s really small, huh? Call Libby’s Realty.
When out on the lawn there arose such a clatter.
Don’t have a big yard, either, huh? Call Libby’s
Realty. Up to the rooftop and over the wall, now dash
away. And you want a tile roof too, huh? Call Libby’s
Realty, downtown 29 Palms. Get the picture?

Judy Robertson, KCDZ-FM, Joshua Tree, CA

BAR AND GRILLE

:60 SCRIBBLERS
Guy 1: If you wanted to create a place where you
could have a great time six nights a week and never
be bored, where would you start? Guy 2: Well, first
you gotta have a great bar ... | mean a really friendly
place ... you know ... comfortable ... Guy 1: You
mean, like Scribblers? Guy 2: ... and food, you gotta
have great food ... like wings ... all kind of wings ...
and burgers and munchies and ... Guy 1: | know, like
Scribblers! Guy 2: And things to do ... yeah ... like
sports on TV ... pool tournaments ... darts ... and
that sing-along thing ... Guy 1: Karacke? Guy 2: ...
Definitely ... gotta have music ... all kinds ... maybe
even a Dj playing everybody’s requests ... Guy 1:
Still sounds like Scribblers! Guy 2: ... And the prices
gotta be so everyone can afford to have a good time
. and r’d build it ... Guy 1: Hold it" You just
described Scribblers! Anncr: Scribblers ... Just 12
minutes from Greenville on the 123 by-pass in
Easley ... the fun place with crayons on the tables!
Richard Breen, WROQ-FM Greenville, SC

N
CAR WASH

:60 ROY’s CaR WASH

(Bronx accent) Female: So, yeah ... I'm like sitting
here thinking to myself, what should | buy Mike for
Christmas ... cologne comes to mind ... nah, too
boring! A glow in the dark computer mouse, a staple
gun ... and then, boom! It hits me ... what is, like,
more important to Mike than, like me? His car, of
course! So, | say to myself, “Roy’s Car Wash”! |
decide to get the best present of all — a gift
certificate to Roy’s Car Wash! He'll love it! At Roy’s,
he can get his car waxed and washed, oil changed,
and his sun roof fixed! Yeah ... Roy’s Car Wash! I’l!
tell you, | think of the best ideas! Anncr: (sfx: car
washing) Go to Roy’s Car Wash and Lube, and pick
up a gift certificate for those hard-to-buy people at
Christmas time! Roy’s Car Wash is one stop shop-
ping! Roy’s also features Quaker State Motor Oil —
“one tough motor oil!” Stop in and ask about the
Cellular One special for the holidays! Roy's Car
Wash and Lube ... on West State Street in Alliance!
Kimberly Sarchione, WDPN-AM/WLKL-FM Alliance,

OH
o
DOG BOUTIQUE

:30 KAReN’S DoG BouTiQue

Anncr: (your best French accent) Enchante, Fifi, it is
so good to see you once again. What can we do for
you this afternoon? (sfx: dog barking) Anncr: You
would like a shampoo and flea control? Ah Fifi, do
you have a zee boyfriend? (sfx: dog barking) Anncr:
You don’t say! Can ! interest you in a new collar
perhaps? Or, how about a beautiful sweater to
match your eyes? Ah, Fifi, if | were a dog | would give
you a chase around zee fire hydrant myself. Tag:
Karen’s Dog Boutique, for complete pet grooming and
all your pet supplies, 1833 Route 286 South, Indiana.
Shelley Johnson, WDAD-AM/WQMU-FM Indiana, PA

SNACKS

:60 GIBBLE'S

(sfx: football game on TV in background) Male 1:
Yes ... touchdown!!! Male 2: All right!"! Male 1:
Honey, we’ve finished the pizzas! What else do we
have to snack on?! Male 2: Man, I'm hungry! Those
five pizzas and chocolate cake just weren’t enough.
Female: Here we go ... after all that junk food, you
guys need somethirg healthy... so I’'ve made some
tofu bars, and a delicious carrot pie! Male 2: Well,
Tom, | think Ill watch the rest of the game back at
my house ... Female: Wait, I've also got some chips
and popcorn. Male 2: Maybe I’ll stay for the fourth
quarter. Male 1: Chips and popcorn? Female: They’re
new snacks from Gibble’s. Gibbles’ Gold Potato
Chips are processed in peanut oil, and Grandma’s
Almost-Light Popcorn has one-third fewer calories
than regular popcorn and is made with canola oil
and lightly seasoned for — Both males: (crunch)
Great taste! Female: See? Healthy snacks aren’t so
bad, are they? Now, I'm whipping up a batch of
spinach squares and — Male 1: Uh, honey ... we’'ll
stick with the Gibble’s (crunch).

Jeff Wine, WCHA-AM/WIKZ-FM

Chambersburg, PA INK

HEALTH CLUB

:60 GoLo’s Gym

So, you've decided to stick it out with this workout
program, to see the results — a better body and
better health. Here's a word of advice from the
professionals at Gold’s’ Gym ... consider the first
eight weeks as a time to just get your body warmed
up. Above all, take it slow. Most people ruin a great
plan by starting out too quickly on a grueling
workout regiment. Get to the gym three times a
week, and remember, your attitude is as important
as the routine itse!f. Have fun, or else you may not
wanna come back. At Gold’s Gym, we recommend
you spend 10 minutes going over questions or
concerns about the Stairmaster, BEFORE going full
force. Get comfortable with the machine and your
routine ... and realize it takes time to build your
skills. By the start of Spring, you’ll have made
enough progress to feel like a serious exerciser. For
a workout customized to your goals and abilities,
join Gold’s Gym .. in Lancaster, York, Harrisburg
and Camp Hill. Open seven days a week.
Stephanie Pedrick, WHP-AM/WRVV-FM Harrisburg,
PA

N ©
TAX CONSULTANTS

:30 GRASSE, GUSTAFSON, ALLEN & DENTON

(sfx: fairy tale music) Anncr: Once again, we find our
favorite princess in need of rescue ... Princess:
(kinda air-headish voice) Ohhh, no. How in the
world do | fill out these tax forms??? Anncr: Just then
... Hero: Never fear, I've made an appointment for
you with the tax professionals at Grasse, Gustafson,
Allen and Denton. Tag: (dry, sarcastic) O.K., let’s
face it. No gorgeous hunk is going to come and
whisk you away on his white horse, and help you
withyourtaxes. But ... the folks at Grasse, Gustafson,
Allen and Denton can help! New clients, bring in last
year’s tax preparation bill and they’ll discount it by
10 percent! Tax time has never been this easy —
hey, it’s almost like a fairy tale! Grasse, Gustafson,
Allen and Denton, in Bourbonnais and Herscher.
Julie Lambert, WKAN-AM/WLRT-FM Kankakee, IL

INK
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NEW ADULT
CONTEMPORARY
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Mixing Mass Appeal
with Class Appeal

The excitement about
New Adult Contemporary
has been building steadily
over the last several years and
has culminated recently in
NAC's best showing ever in
the Fall '94 ARB. Established
major market NACs are scor-
ing record-setting 25-54 TSL
and ranker position gains as
never before. And large-to
middle markets that were
finding it difficult (if not im-
possible) to assimilate several
different versions of Country,
AC, Rock, and Oldies/'70s
have started to embrace NAC
in unprecedented fashion.

It's easy to understand
why. NAC offers a unique
and secure markert niche.
New Adult Contemporary
doesn't fragment like other
forms of AC do. In fact it's a
market position that often
blocks format competition
rather than attracting it the
way other 25-54-oriented
formats do.

As a result, the first well-
programmed, well-pro-
moted NAC in a marker al-
most guarantees an eventual
top 5 25-54 ranker perfor-
mance with strong work-

place penetration, attractive

qualitative, great conversion
and impressive indexing.
That's why leading
groups like Granum, Tribune,
Pyramid, Brown, Cox, Noble,
and Viacom, just to name a
few, arc prospering as never
before with New Adult Con-
temporary. That's why SW
Nerworks is excited to offer
America’s first nationally-
distsibuted 100% digital
NAC format. We call it
SMOOTH fm. You just
might call it the smoothest
road to increased ratings
revenue and cash flow in
your marker today.
SMOOTH fm uses
state-of-the-art digital tech-
nology to deliver your sta-
tion a completely custom-
ized local-sounding NAC
format complete with real
time, local liners, local
weather, and local liners
mentioning local events. It
sounds every bit as live local
and customized to your own
marketplace as if it were
originating there. That's be-
cause ... thanks to Sony's
state-of-the-art digital tech-
nology ... a lot of it does!
SW Networks'
SMOOTH fm is programmed

by two of America’s most re-
spected NAC programmers:
Paul Goldstein, formerly PD
of KOAI (“The Oasis™) in
Dallas and Mike Fischer, for-
merly MD of WNUA
(*Smooth Jazz") in Chicago.
Award-winning velver voiced
AC and NAC hosts have been
brought in from across New
York and the Country to give
SMOOTH fm the stationality
you want for your New Adult
Contemporary franchise.

SMOOTH fm blends
music from artists like Kenny
G, Earle Klugh, David
Sandborn and Dave Koz
with smooth AC vocals from
artists like Mariah Carey,
Whitney Houston, Michael
Bolton and Sade. All cap-
tured and delivered to you
in state-of-the-art digital
sound. The result is a lush,
rich blend of music with an
elegant texture to it. A tex-
ture that has changed the ra-
dio landscape in major and
large markets all across
America.

And as a SMOOTH fm
affiliate you'll enjoy com-
plete in-depth on-site and
on-going sales training to
empower your sales staff ard

Gary Fisher, Vice President,
Advertising Sales & Affiliate Marketing

ground them into the emerg-
ing New Adult Contempo-
rary sales culture. Plus SW
Networks provides total pro-
motional support including
everything you'll need to
know to start your own in-
house data-base marketing
effort, your own on-line site,
and a dynamic cume build-
ing television spot custom-
ized for your dial locarion
and your market, and designed
to ensure a great Spring book.

SW Networks is a joint ven-
ture of Sony Software Corpo-
ration and The Warner Music
Group. For complete details
on SW Networks: The Radio
Picture Company's program-
ming, our new proprietary
digital technology and multi-
media on-line opportunities,
plus a custom evaluation of
whether SMOOTH fm is
right for you in your market,
please call Ron Rivlin (East
Coast) or Joyce MacDonald
(West Coast) in SW Networks'
Affiliate Marketing Divi-
sion at 212-833-7320 or
Fax us ar 212-833-4994.



MOVERS & SHAKERS

*Bob Tumner has been appointed president of Shamrock Radio Sales, a new sales rep firm dedicated exclusively
to Shamrock Broadcasting’s Radio stations and owned by Interep. Turner is currently senior
VP/GSM of Group W sales. 212-916-0524.

*Steven Pruett joins Communications Equity Associates as VP/broadcasting of its new
Scottsdale, AZ otfice. He was most recently with Black Mountain Capital in
Scottsdale. 813-222-8844

*Lisa Stephen Farmer has been promoted trom senior VP o executive VP of
Tapscan. 205-987-7456

*Bill Lisecky, Carsten Philipson and Evan Blum have hcen promoted at
Communications Equity Associates. Lisecky trom VP/broadcasting to senior VP/
broadcasting. Philipson irom VP/Investments to senior VP/investments and Blum Bob Turner
trom tinancial analyst to senior associate. 813-222-8844

*Graham Keenan has been promoted from VP/sales to VP/director of Radio
marketing specialist salcs for Interep. 212-916-0524

*Jeff Cohen has been appointed CFO ot Liberty Broadcasting. He was previously
CFO with Chancellor Broadcasting Company. 201-635-0222

* Direct Marketing Results has added Craig Hodgson, Samuel James and Daniel
Peck toits sales and management tcam. Hodgson, formerly P/GN of WENP-ANY/
WEZW -FM/AYMYX-FAM Milwaukee, is DMR's new GM; James, formerly director
ot sales development at Fairwest Direct Inc., is DMR's new director of interactive
sales and marketing; and Peck, tormerly involved with financial services and

' . Graham Keenan
marketing of technology, is DMR's new director of analysis and planning.

513-665-3100

’ *Bill Grunder has been appointed GM of Virginia Network's WRDJ-FNM/WY]S-
U FM Roanoke and WVLR-AM/WIIX-FM/WLDJ-FM Lynchburg. Grunder was
recently GSM ot WLXG-AM/WCGKS-FM Lexington, KY. 804-847-1266
*Robert Backman has been named GM of Keymarket Communications’ Road
Gang Coast to Coast Network. He was tormerly owner/GM of Event Market Inc.
706-855-0555
*Jeff Crabtree and Terri Dawson have new positions with Salem Communications
Corp. Crabtree, tormerly GM ot KDAR-IFM Oxnard, CA, hasbeenappointed GM .
ot KSLR-AM San Antonio. And Terri Dawson has been promoted from SM to GM Craig Hodgson
ot KDAR-FN. 714-847-8835
*Kevin O’Brien has been promoted from GSM to station manager ot KJYK-AM

Samuel James KKLD-FM Tucson, AZ 602-795-1490 or 503-223- 1441
*Dave Harris has been appointed network SM for the Florida Keys Radio

Network. Harris has served as the network regional and national representative for the past year
305-852-9085
*K.C. Stuart has been appointed group operations manager for the Florida Keys Radio Network. He had
been P1) and moming personality with WFKZ-FM Plantation Key, FL. 305-852-9085
*John O’Brien has been named promotion directorat WAAF-FNM Boston. OO'Brien had served asan AE and '
as advertising dircctor and promotion director at KQMQ-AN Honolulu. 617-236-1073 Daniel Peck

Sun Radio Network Makes Programming Weekends Exciting ... and Profitable!

"COMPUTERS AND THINGS™

& Tips, Tricks and Techniques with DOS“ and WINDOWS®
for the Professional and the Hobbyist

¢ Live and Interactive!

& Special Software Giveaway each week!!

. Saturdays: 7-9 PM, ET e Repeat on Sundays: 7-9 PM, ET
Jomes (Mac) Brown WL Call (800) 572-9204 for more information and a demo fape.

Circle Reader Service #120

RAD
FEBRUARY 27 - MARCH 12, 1995 INK 2



“TRADE"

“CASH”

Exciting News!!
Kiint Reid Kelly, the well-
known Chicago based
Television syndication
company and commercial
production house, is launch
INg a new division specifi-
cally designed to cater to the
needs of Radio Managers
and Programmers who want
and need high quality TV
spots on “Trade.”

The high cost of producing
quality TV commercials has
stopped many Radio broad-
casters from using TV as a
weapon in their advertising
strategy. Starting now, those
days are over

Why Pay Cash When
You Could Use Trade?

Call Al Snyder ...
(615) 259-8953

*$500 cash license fee on each spot

Circle Reader Service #121
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SALES PROMOTION PLANNER

ideas you should start planning now

MAY

TARGET PRODUCTS

Sporting Goods
Boating Supplies

Bridal Market
Pools/Hot Tubs

Vacation Resorts
Lawn & Garden

DATES TO REMEMBER

5 Cinco de Mayo
20 Armed Forces Day

6 Kentucky Derby
28 Indianapolis 50D

14 Mother's Day
29 Memorial Day

NATIONAL
Mental Health, Barbecue and Photo Month, Pet Week, Memorial Day

Memorial Day is often thought of as the unofficial
first day of summer. The three-day weekend brings
lots of beach trips and vacations. This is prime
season for new car sales, car rentals, oil changes,
brake jobs and over-all tune-ups. Resorts, hotels,
travel agencies, and tourism boards are gearing up
for the season. Many people prefer to stay home,
and get started on yard work and home improve-
ments. These people will have cook-outs, and
head out to sporting events and other outdoor
activities. Contact barbecue grill companies, hot
dog, ice cream and picnic supply vendors now.
Retailers and vendors can promote mosguito re-
pellents, bagged ice, charcoal, and calamine lo-
tion. Memorial Day kicks off the season for many
entertainment-related events and water park ex-
cursions, which can add up to big money for Radio!
OUTDOOR ENTERTAINMENT

e “D} Stunt.” Kick off the season with a DJ
broadcasting live from a roller coaster or water

MARCH QUICK FIX

e “Health Fair For National Nutrition Month.” Work
with a grocery store in setting up a Health Fair on the
premises, omplete with nutritionist and health club
staff members. Invite those attending to sample the
healthy foods available.
e “Chocolate Swap." Have listeners mail in their
favorite chocolate recipes in celebration of “Choco-
late Week.” Print a chocolate cookbook, and solicit
sponsors to promote this theme.
 “Light Up the Night Sale.” In honor of this promo-
tion, have a car dealer stay open late one night, and
turn on the headlights of ail the cars on the lot. (A
great visual!)
DATES TO REMEMBER

17 St. Patrick’s Day

21 15t Day of Spring

13 Chocolate Week

Spring Break; Prom Season

NATIONAL
Nutrition, Frozen Food, Peanut, and American Red
Cross Month

APRIL QUICK FIX

» “City's Largest Egg Toss.” At a client location, have
pairs compete for big prizes the day before Easter.
Award prizes to winners in different age groups. (May
be an opportunity for Genesis Book)
e “Earth Day Bulletin." Have a client sponsor an-
nouncements about ways to save the Earth.
* “Bundle of Baskets.” Almost any retailer can offer
baskets for sale at Easter. Food, candy, toys, hard-
ware, and books all make great Easter basket gifts.
DATES TO REMEMBER
1 April Fool's Day

2 Begin Daylight Savings

14 Good Friday

17 Tax Deadline Day

16 Easter

ride. You can have him or her stay on the ride for
hours, as a way to collect money for charity.

* “Water Olympics.” Register listeners on the air to
participate in games at a water park. Have clients
sponsor the games, and supply prizes.

* “Funny Sunday.” Hold an amateur comedy
contes: at a club, restaurant, or entertainment
park on a Sunday.

* “Everybody’s a Kid Matinee.” A movie theater,
park, ice show or any event can offer adults
admission at children’s prices.

* “Tickets for a Test Drive.” A car dealer can give
away tickets for free dinners, sporting events and
amusement parks, with 2ach test drive.

* “Summer Pool Parties.” A Radio station will join
forces with local apartment complexes each weekend
to sponsor outdoor parties. Food, drinks, ice cream,
tanning cream, travel agency giveaways, etc. will all
be part of the fun. The possibilities are endless.

26 Professional Secretaties Day
NATIONAL
Alcoho. Awareness, Home Improvement, Lawn &
Garden. Keep America Beautiful, Prevention of Animal
Cruelty and Stress Awareness Month

JUNE
TARGET PRODUCTS
Bridal Gifts; Men's Wear; Hardware; Cameras & Film
DATES TO REMEMBER
6 Country Music Fan Fair
Teacher Day
14 Flag Day
18 Father’s Day
21 1st Day of Summer
Graduation
NATIONAL
Dairy, Safe Boating, Fresh F-uits & Veggies, Rose,
Pest Control and Iced Tea Moanth

JULY
TARGET PRODUCTS
Picnic Supptlies; Sporting Goods; Barbecue Supplies;
Fast Fond/Restaurants; Electric Utilities; Outdoor Fur-
niture
DATES TO REMEMBER

4 Independence Day

16 Ice Cream Day

Christmas in July Sales

NATIONAL
Baked Bean, Ice Cream, Tennis, Peach and Hot Dog
Month

* Radio Ink assumes no responsibility for the viability of
the promotions mentioned. Stations are advised to check
with legal council regarding legality and possible lottery.

Sales Promotion Planner is compiled by Kim Stiles,

creator of The Stiles System Radio Day Planner. She
may be reached at 919-846-6449.
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PRODUCT NEWS

From CD Jukeboxes to blank discs
Denon Electronics ofiers some new prod-
ucts including
the DN1400F,
a 200-CD
de-

for

changer
signed

quick access
and easy load-
ing (with 2
trays for 100
each). If you're

looking for
casette decks,
there's the

[DN790R pro-

fessional tape
recorder and the DN740R professional
double casctte deck. In addition, there
are the new CIDR63 and CIDR74 blank
disks. And loak tor the DN8OR portable
MiniDisc (MD) recorder at this year's
NAB show. But wait, there's more —
Denon is also offering free upgrades of
DNY90R M1 Cart™ recorders and/or
[DN98OF MDD Cart™ players if you bought
them betore Jan. 1, 1995. That's enough to
make your circuits pop. 201-882-7460

Stop the loudness. A low frequency
noise environment dominated by dron-
ing and hum-
ming (i.e. if
your sales of-
fice is next to
the air condi-

tioners) can

just drive you
batty. Which is why Noise Cancellation
Technologies Inc. (INCTI) came up with
the ProActive 1000 series, consisting of
two noise-reduction headsets — one with

amicrophoneand one without. Tests show
the headsets can reduce noise by about 15
dBs. Warning: will not reduce noise of
babbling talk-hosts or DJs. 203-961-0500

Viva Las E-Z UP. Heading out to Vegas
this year for the NAB show will be the
makers of “the
world's fastest
shelters,” E-Z
UpP. The com.
pany will dis-
play its original
model along
with the Encore Model, which has new
features like a stronger frame with oval
trusses for increased stability, a higher
peak fora tighter tit, and additional sizes
foradded versatility ... all to make things
E-Zier. 909-466-8333

Every day is a holiday with the new
book from author John Kremer, Celebrate
Today, featur-
ing 3,500 spe-
cial days,
weeks, months
and anniversa-
ries. Just think
of all the new
promotion
tdeas you can
come up with
(or days you can take off) with a book
like this. 800-796-6130

Whodunit? Actually it's more like Who
Did That Music (WHDT), a worldwide
producer of Radio station !I> packages
including WBBM-FM Chicago and Rick
Dees Weekly Top 10 and music producers of
more than 400 national commercials a year

-
\

for companies like
Nike, Coke and
AT&T. WHDT
now has available a
new music produc-
tion library with
more than 20 cat-

egoriesof mu-

sic and more than 500 titles. A launch
is set for March, but you can get a
demo now. Just tell them Somebody
Sent Me (SSM). 310-657-7111

-

New from SW Networks are threc
shows running the gamut in formats.
Personal Notes™ hosted
by saxophonist Dave
Koz is a two-hour
weekly New AC show
with present and past
hits plus interviews
with big names in
contemporary jazz.
Country's Most Wanted ™
is a long-form country
music program hosted
by Carl P. Mayfield
and featuring the fresh-
esthitsand interviews.
And Pure Concrete™,
hosted by personality
Bob Elliot, is a two-
hour hard rock 'n' roll
program featuring the
latest news, debuts and

Dave Koz

A
d'/%

Carl P. Mayfield

interviews in hard rock. Chaices, choices.
212-371-0798

SEND PHOTOS
of your new products, services and pro-
grams to: Product News, c/o Radio Ink,
224 Datura Street ¢ 7th Fleor, West Palm
Beach, FL 33401.

' Come on Up, where the Air is Fresh and Clean

x| Cauntry

The hot new
positive country
niche format |

* CD-Quality Audio by Satellite
* Major Market Air Personalities
LOCALIZED (Digitally Addressable)

Circle Reader Service #122

»
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Morningstar Radio Network
Nashville: (615) 367-2210
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QUALITY
CAST PEWTER

LOGO ITEMS

LAPEL PINS

worGy o

K, B

AS LOW AS $1.00 ea.
In tumbled pewter
14K gold-plating also available

KEY CHAINS
BOLO TIES

Bolos as low as $6.95 ea

EMPLOYEE
AWARDS

Key Chains as low as $1.00 ea.

AS LOW AS $20.95 ea.

Engravable wood base included

[ 4 [ ] [ ]
All products made with pride
in the U.S.A.

Call for more information

i~

coyote metalworks
529 Hillview Ct. NE
Alburquerque, NM 87123
(505) 296-1921

Normal delivery less than 4 weeks.

Circle Reader Service #123
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<4 Soul Smack.
Getting a visit from
the Godfather of
Soul should be
enough for any-
body. But KIIS-FM
Los Angeles’
Nastyman got to
give James Brown
a kiss. Hey,
papa’s got a
brand new kiss.

GRAPEVINE

eProsecutor Leykis — Af-
ter hearing that Union
County, SC, prosecutors
needed money to help
prosecute Susan Smith, the
woman whoadmitted strap-
ping hersons into a car and
drowning them, Westwood
One's Tom Leykis decided
to take action. Not only did
he write a check for $100 on
the air, but he's encouraging his listeners to send
a check or money order to P.O. Box 4455, Hol-
lywood, CA 90078 to help in the Susan Smith
prosecution. Extra money received will be do-
nated to a South Carolina child abuse center.

A Smooth man Al. B. Sylk of
WAMO-FM Pittsburgh ran into
R&B artist Mary ). Blige at New
York’s Hard Rock Cafe during
the filming of Fox’s hit cop show
New York Undercover.

AP The San Francisco
49ers weren’t the only
ones having fun at
Superbowl XXIX ..
One-On-One Sports
Radio Network had
some excitement, too, with its

first-ever complete Superbowl coverage. In addi-
tion to live shows from NFL headquarters and
comprehensive coverage the week of the game,
they also snagged interviews with more than 75
key players, coaches and sports celebrities, includ-
ing 49er running back Ricky Watters and Dallas
Cowboy running back Emmitt Smith.

P Midwestern
exposure. Taking
a break from
the small screen
with WLUP-FM
Chicago’s Danny

Bonaduce was 3
Northern

Exposure’s new
doc Paul Provenza (a.k.a. Dr.

A When KSCS-FM Arlington,
TX has a fair — they have a fair.
Ifyou’re in the neighborhood of
Irving around April 20, head
over to Texas Stadium for the
KSCS 12th Annual Country Fair
and Battle of the Bulls. Check
out this lineup of performers:
Martina Mc8ride, Sawyer Brown
and ... Alabama. That, plus a bull
kding contest. Yahoo!

SEND PHOTOS OF YOUR ORGANIZATION’S MAJOR EVENTS TO-

Grapevine, c/o Shawn Deena, 224 Datura Street » 7th Floor, West Palm Beach, FL 33401

Phil Capra) who
replaced Rob Morrow’s character, Dr. Joel Flieschman,
this season.
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success of our readers, their stations and the Radio industry cverall.
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Radio Ink provides an upbeat, first-class, pro-Radio envi-
rorment for advertisers wishing to associate their product with
positivism, productivity and quality. Radio ink strives ‘o
provide enhanced results and added value by offering strong,
widespread, loyal readership o) industry decision-makers. We
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services which focus on their needs.
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EVENTS CALENDAR

1995

March 1-4—26th Annual Country Radio
Seminar, Nashville, TN. 615-327-4487
March 3—Deadline for RAB Mercury
Awards, 212-387-2100

March 7—RAB Radio Sales University,
Portsmouth, NH. 800-722-7355

March 9—RAB Radio Sales University,
Detroit. 800-722-7355

March 14—Radio License Renewal Semi-
nar, Louisville, KY. 202-775-3511

March 15—RAB Radio Sales University,
Syracuse, NY. 800-722-7355

March 16—Internat’l Radio & Television
Society Foundation Newsmaker Luncheon,
New York. 212-867-6650

March 20-22 — Advertising Research Foun-
dation 41st Annual Conference & Research
Expo, New York, NY. 212-751-5656
March 23—NABOB 11th Annual Comm.
Awards Dinner, Washington D.C. 202-463-
8970

March 25—Nat’l Assoc. of Radio Talk
Show Hosts Regional Forum and Spring
Board Meeting, Vienna, VA. 617-437-9757
March 26-27 —West Va. Broadcasters As-
sociation Annual Spring Conference, Hun-
tington, WV. 304-744-2143

March 26-30—EIA/CES Spring Conference,
Washington D.C. 202-452-8700

March 30-April 2—Associated Press Broad-
casters Spring Board Meeting, Asheville,
NC. 202-736-1100

April 5—Internat’l Radio & Television So-
ciety Foundation Gold Medal Award Din-
ner, New York. 212-867-6650

April 6—RAB Radio Sales University,
Casper, WY. 800-722-7355

April 6-9—Classical Music Broadcasting
Association meeting, Washington D.C. 301-
468-1800

April 7-10—Broadcast Ed. Assoc. Annual
Convention, Las Vegas. 202-429-5354
April 10-13—Radio License Renewal Semi-
nar, Louisville, KY. 202-429-5402

April 10-13—NAB Annual Convention, Las
Vegas. 202-429-5335

April 19-20—0hio Association of Broad-
casters’ Spring Convention, Cleveland, OH.
614-228-4052

April 21-22 —Upper Midwest Communica-
tions Conclave PD retreat and TalenTrak,
Minneapolis, MN. 612-927-4487

April 23-26 —North American National
Broadcasters Association Inter-Union
Satellite Operations Grp., Barbados.
613-738-6553

April 26-29—NANBA 8th World Confer-
ence of Broadcasting Unions, Barbados.
613-738-6553

April 29-May 5 —RAB Board of Directors,
New York. 212-387-2100

May 8—The Peabody Awards Banquet,
New York. 706-542-3787

May g —Internat’l Radio & Television So-
ciety Foundation Awards Luncheon, New
York. 212-867-6650

May 16— Radio License Renewal Seminar,
Toledo, OH. 202-775-3511

May 21-24—Broadcast Cable Financial
Management Assoc./ Broadcast Cable Credit
Assoc. 35th Annual Conference, Las Ve-
gas. 708-296-0200

;ure 1-3—44th National AWRT Conven-
tion, Beverly Hills, CA. 703-506-3290
June 1-4—Am. Adv. Federation Nat’l Adver-
tising Conference, Tampa. 202-898-0089
june 6-11—National Association of His-
panic Journalists Annual Convention, El
Paso, TX. 202-662-7145

June 7-10—PROMAX & BDA Conference &
Expo, Washington, DC. 213-465-3777
June 12-14 —New Jersey, Maryland, DC and
Delaware Broadcaster assoc. joint conven-
tion, Atlantic City, NJ. 609-860-0111

June 14 — Radio Mercury Awards, New York,
NY. 212-387-2156

June 22-24 — Virginia Association of Broad-
casters Summer Convention, Virginia
Beach, VA. 804-977-3716

June 22-25—Nat’l Assoc. of Radio Talk
Show Hosts Talk Radio Convention, Hous-
ton. 617-437-9757

July 13-16—Upper Midwest Communica-
tions Conclave 2oth anniversary/The Great
Reunion, Minneapolis, MN. 612-927-4487
July 18 —Radio License Renewal Seminar,
Chicago. 202-775-3511

July 21-23 —North Carolina Assoc. of Broad-
casters Annual Convention, Asheville, NC.
919-821-7300

Aug. 24-26—West Va. Broadcasters Assoc.
Annual Convention, White Sulphur Springs,
WV. 304-744-2143

Sept. 6-9—Associated Press Broadcasters
Fall Board Meeting, New Orleans, LA. 202-
736-1100

Sept. 6-9—SBE Engineering Conference,
New Orleans, LA. 317-253-1640

Sept. 6-g—NAB Radio Show & World
Media Expo, sponsored by NAB, New
Orleans. 202-429-5335

1995 Arbitron Survey Dates
¢ Winter Jan. 5-March 29

* Spring March 30-June 21

e Summer June 22-Sept. 13

Fall Sept. 21-Dec. 13

FAX YOUR ORGANIZATION’S EVENTS TO:

Events Calendar, c/o Shawn Deena
407-655-6134.
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1-800-226-7857

CLASSIFIEDS

B HELP WANTED AIR-PERSONALITY

B HELP WANTED MANAGEMENT

I STATION FOR SALE

Wanted-Morning announcer, small market
radio, KAWL-AM; full service. Call 402-362-4433
and send resume/tape to: 713 W. Nobes St.,
York, Nebraska 68467. Benefits Pkg. EQE

WLFJ, a2 non-commercial CCM FM, is now ac-
cepting applications for an experienced air
personality. Position requires excellent produc-
tion skills and the ability to relate to 25-49 year
olds. Send Air-check tape and resume to: Allen
Henderson, WLFJ, 2420 Wade Hampton Blvd.,
Greenville, SC 29615. WLF) is an equal oppor-
tunity employer. No phone calls please. EOE

I HELP WANTED MANAGEMENT

General Manager. Heavy sales experience. Top
125 market in Carolinas. Reply to Blind Box #
2295 c/o Radio Ink.

Goodrich Broadcasting seeks two local sales
mangers for West Michigan properties. This is
an ideal step for a qualified producer who
desires evolution into the management realm.
Our corporate sales philosophy has its roots in
a true customer focus. Qur team members work
hard and find commitment to our customers
and pursuit of excellence to be the environ-
ment. If you have an interest in a career with a
growing professional company we would like to
get to know you! Goodrich Broadcasting is an
Equal Opportunity Employer. Please send re-
sume and other pertinent information to: David
Gates, Group Vice President, Goodrich Eroad-
casting, Inc., 2601 Horizon Drive S.E., Suite F,
Grand Rapids, Ml 49546.

GM/GSM WANTED

Top hundred Northeast market
needs hard-driving GSM to bring
powerhouse FM to next tier. Tough

market with lots of competition.

Focus, self-direction and drive a
must. Fax (603)-668-6470 or write
to: Blind Box #412 c/o Radio Ink.

Local Sales Manager - Selling Small Market?
Looking for management position? Growing
Shamrock Communications is looking for an
aggressive, goal driven individual to manage
WTZR in N.E. PA. We promote from within. Be
part of a winning duopoly, with salary, over-
ride, benefits and bonuses. Must carry a list and
manage. New salespeople also needed. Rush
letter and resume now! Fax 717-346-6038 or
mail to Shane Reeve, GSM, 149 Penn Ave.,
Scranton, PA. 18503 EOE
Replies to Blind Box numbers should be
addressed to: Blind Box (#), c/o Radio Ink

224 Datura Street » 7th Floor

West Palm Beach, FL 33401

LSM-KANSAS CITY: Exclusive Easy Listening
station has an immediate opening for a local
sales manager. Duties include carring a list plus
recruiting, hiring, training and motivating a
sales staff. Great opportunity for a hard-work-
ing manager. Excellent compensation package
including future ownership opportunities. Send
your resume and cover letter stating your sales
philosophies to: Perry Beal, VP; KFEZ Radio;
8826 Santa Fe Drive; Suite 300; Overland Park,
KS. 66212, EOE

B HELP WANTED PD/ANNOUNCER

Oldies 107.9 is looking for a real team leader to
fill the position of program director. Please
send a resume with references and an air check.
All candidates for PD should have at least three
years experience. In addition we are looking for
a full-time announcer/production person with
at least three years experience. Send informa-
tion to Webster James, General Manager, WNCT
Radio, P.O. Box 7167, Greenville, North Caro-
lina, 27835. WNCT Radio is an EOE.

H HELP WANTED PROGRAMMING

WAY-FM/West Palm Beach, FL is looking for a
street-smart PD who's computer literate with
people management skills. On-air and produc-
tion skills a must. No calls please. Rush tape,
resume and programming philosophy state-
ment to: Dusty Rhodes, Station Manager, WAY-
FM, 7289 Garden Road, Suite 108, West Palm
Beach, FL 33404. EOE

E SITUATION WANTED MANAGEMENT

Top GM looking for quality owner - Please
only nice people apply! | bring great experi-
ence, excellent management & sales skills,
including duopoly experience. Call Ken Patch
803-588-9737.

Looking for a top General Manager? Have
increased sales 34% running 3 radio stations in
the goth market. Write to: Blind Box #214 c/o
Radio Ink.

W SITUATION WANTED PROGRAMMING
AND PRODUCTION

Programming, Production, On-Air, Sports since
1985, Degree, Computer literate. 205-758-6172.

B CRS SHOW APPOINTMENTS

Steve Warren “Country Company” programming
consultant accepting private appointments at
CRS, Nashville March 1-4, 800-827-1722.

INK 16

1000 watt AM

located in
Southern New England;
includes all studio
and transmitter equipment;
400K or best offer.
Serious buyers call

1-800-845-0338

RADIO INK
Fresh and proven ideas
on your desk
every other week!

Classified Ad Rates

All orders and correspondence pertaining
to this section should be sent to: RADIO
INK, 224 Datura Street ¢ 7th Floor, West
Palm Beach, FL 33401

Call (407) 655-8778 or fax to (407) 655-6164. All
ads must be prepaid and if not paid by deadline
may be subject to cancellation. Checks,
Mastercard®, Visa® and American Express® cards
accepted.

Rates: Classified Listings (non-display). Per issue
$1.50 per word. Situations wanted: first 10 words
are free, additional worcs: $1.50 per word. Blind
Box: $15 per issue. Word Count: Symbols such as
GM, GSM, AE, etc., count as one word each. Each
abbreviation, single figure, group of figures, let-
ters and initials count as one word. We also count
the phone number with area code and the zip code
as one word. Rates: Classified Display (minimum
1i1ch, upward in half-inch increments): $130 per
inch. Blind Box Numbers: The identities of RADIO
INK Blind Box holders are never revealed. When
responding to a blind bax, mail your reply to the
box number ¢/o RADIO INK, 224 Datura Street
7tk Floor, West Palm Beach, FL 33401. If you do
not want your reply to reach a certain company,
simply indicate the company on the outside of
your envelope. if the company named on your
envelope corresponds w th the box holder, your
reply will be discarded.

CATEGORIES:

SITUATION WANTED

SITUATION WANTED PERSONALITY/TALENT

SITUATION WANTED NEWS

SITUATION WANTED PROGRAMMING AND PRODUCTION
HELP WANTED

HELP WANTED MANAGEMENT

HELP WANTED SALES

HELP WANTED ON-AIR

HELP WANTED TECHNICAL

HELP WANTED NEWS

HELP WANTED PROGRAMMING AND PRODUCTION
MISCELLANEOUS RELATED INDUSTRIES

HELP WANTED BROADCAST SCHOOLS AND SEMINARS
EMPLOYMENT SERVICES

WANTED TO BUY EQUIPMENT

FOR SALE EQUIPMENT
STATIONS FOR SALE
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Szabo Associates, Inc. ............ 404-266-2464
Media Collection Professionals. Local, National
and International Receivables. No other offers
you 50 many value-added services.

COMPUTERS AND SOFTWARE

Jeffersen-Pilat Data Services, Inc.901-762-8000
Offers computer software products for single/
comba/network radio to handle sales, traffic,
accounting and more. Contact Susan Harris for
mare information.

SusscRige now—get 26 crisp,

usable :60s that sell, every month.

(Or try us out—send $29 ¢2 a day!
for your sample pack

of 10 great :60s) (g5

o By kel

:860s TO GO
1001 GREEN BAY RGAD
WINNETKA, ILLINOIS 60093
708.926.0881

ot

Hire g coP¥

Circle Reader Service #171

“Out Damned Spot!
Out, I say.”
— Macbeth, Act V Scene 1, 1605

Even Shakespeare had trouble
getting good commercials written.

We Write Them For You.

RIGHT BRAIN VISIONS

Radio’s Favorite Copywriting Service

TRY
TODAY
FREE

E. Mail: RightBrain @aol.com

@ ® S & ¢ ¢ o s s 8 8 s 8 8 s s+ s s s a8 8 8 s e o
® ° 8 ¢ ¢ 8 6 & 5 & 8 8 & & 8 & 8+ s s s 8 s s s &

8

o Circle Reader Service #172

FINANCIAL/BROKERS

Gary Stevens & Co. ....ccrecemeee 203-966-6465
America’s leading independent radio broker.
Fax 203-966-6522

Media Services Group, Inc. .... 904-285-3239
Brokerage, Valuations, Financial Services, Asset
Management, and Due Diligence. George R. Reed.

FEBRUARY 27 - MARCH 12, 1995

YELLOW INK PAGES"
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Financial solutions! Accounting and tax ser-
vices ... single station or group ... Fixed monthly
fee .. Also bank financing and refinancing
plans, purchase investigation analysis and sales
presentation packages at per diem rates. Ref-
erences from industry leaders. McEntee & Asso-
ciates P.A. 407-640-358¢5 ask for Bill.

Satterfield & Perry, Inc............ 303-239-6670
Media Brokers, Consultants and FDIC Approved
Appraisers — nationwide. Fax: 303-231-9562.
Al Perry

SBA Financing .......cccceeeeeecesaenee 904-285-3239
Refinancing and acquisition funding. Call
George R. Reed at Media Services Graup, Inc.

IDS, SWEEPERS, LINERS

MEDIA ASSOCIATES VOICEQOVERS
1-800-669-9278
All formats. Danny jensen, 3oyr Voice Pro
Announcer.

INDUSTRY ORGANIZATIONS

Talk Radio 95. june 22-25, 1995. Spansored
by the National Association of Radio Talk Show
Hosts. For more information and membership:
Tel: 617-437-9757; Fax: 617-437-0797.

MANAGEMENT/SALES CONSULTANTS

Dave Gifford International...505-989-7007
Sales turnarounds and troubleshooting. In-
station and group owner sales training. Sales
management & advertiser seminars. New ac-
count sales and client development. Takeover
counsel to first station owners.

“Money Machine”
Gives your station instant impact ...

Create excitement
with cash
or coupon

promotions

Circle Reader Service #174

Creative Media Management, Inc.813-536-9450
Direct mailand telemarketing for radio...business
mailers, personalized letters, post cards, sweep-
stakes and database creation/management.

PAINTER CAPS — T-SHIRTS — BANDANNAS.
Inexpensive Premjums That Work! En-
glish, Ethnic, Rock, EZ, Classical. we'll
help you with the art. Valuwear, Monroe
NC 800-277-0031. Gorgeous screening.

The Radio Marketing Dept., Inc.201-993-8717
Direct Mail, Telemarketing and Database Ser-
vice. Serving the Broadcast Industry since 1981.

If you've been
looking for a
proven concept
that can create
a unique draw in
your market - then . . .

— Look No Furthen!!!
(" EXCLUSIVE MARKET RIGHTS GRANTED )

A. R. ENTERPRISES
1-800 334-3848

Circle Reader Service #175

NATIONAL REP FIRMS

THE I ymm-‘}ﬂ{

Selling Today... hmovating for Tomorrow

1-800-INTEREP

Resource
Directory ...
LISTING AD RATES
13 Issues 25 Issues
Listing (Name & Phone) S195 S300
Additional per extra line 65 100
BOX AD RATES
Ap Sizes 13 Issues 25 Issues
1! S 975 $1,750
1-1/2" 1,433 2,572
2" 1,872 3,360
2-1/2" 2,291 4,112
i 2,691 4,830
3-1/2" 3,071 5,512
4" 3,432 6,160
RADIO
INK 47



. Listener’s On-Air
« Participation Builds Loyalty!

o
® The game LN.LT.LA.L. Response® Radio
tests who you know based on their initials.

J.R.— (professional athlete)
R.L. — (author)

Answers come from limitless categories ...
Today’s news ... history ... the music or
entertainment industry ... you decide.
For more information call:

CURRY GAMES, INC.
1-800-766-9880

2004 N. 12th Street, Suite 7
Grand Junction, CO 81501

Circle Reader Service #177

Brand ‘Z'!

leO'orIO‘xZiﬂmhds
a heavy duty carry bag.

1°800°432°4435

Circle Reader Service #178

COMPLETE YOUR
RADIO INK LIBRARY

GET THE ISSUES YOU'VE MISSED.
AVAILABLE IN LIMITED SUPPLY.

CALL 800-226-7857

RAD
INK‘g

YELLOW INK PAGES"
\ 1

EVERY S'..‘._'Q\.'S
FAVURILIE 0
E-ZUP INSTANT SHELTERS

{ ’ﬂiw
THAN 60 SECONDS! :

»No Tools, Ropes or Assembly!

* 6 Sizes -- From 5x5 to 10x20

+ 23 Designer Colors

» Custom Silk Screening of
Logo or Call Letters

— !
SETSUPINLESS

* Dozens of Uses: On-Site Remotes,
Off-Air Events, Promotions, and All
Qutdoor/Indoor Events!

S sesiShetias \\ @
| l [ | 5525 East Gibraltar

|l
E‘ \u‘/P Ontario, California 91764
R > (800) 45-SHADE

INTERNATIONAL E-ZUP, INC
Corporate & Manutacturing
Headquarters

GIVE CLIENTS A
REASON TO ADVERTISE

Short programs, jingle/spot
packages ... for Easter, Christmas,
Valentine's Day, National Music Month,
Sherlock Holmes' Day ... and more!

Call

ARCA

(501) 224-1111
ask for Cindy or Dick

Circle Reader Service #179

INFLADABLE IMAGES ...

Attract attention to your station events
with a customized giant inflatable.
Perfect for your next BIG promotion!
Blow up your mascot or create your
own shape and event.

Contact: Lenny Freed
(216) 273-3200 ext 137
Fax: 216-273-3212

INFLADABLE IMAGE INDUSTRIES
2773 Nationwide Parkway* Brunswick, Ohio 44212

Circle Reader Service #180

___Circle Reader Service #181 -

OLD TIME RADIO!
When Radio Was
i Art Fleming

featuring
The Shadow. The Lone Ranger.
Our Miss Brooks. Suspense.
Lights out. The Bickersons.

Five 1-hour programs vach week for BARTER!
For more information contact

David West * 201-385-6566
When Radio Was

celebrates its 6th year on 150 stations!

Another Fine Radio Program From
Dick Brescia Associates

__ Circle Reader Service #183

Broadcast Programming ....... 1-800-426-9082
or 206-728-2741
Radio Music formats on CDs and tape. The local
alternative to satellite programming.

Sell your
products
or service
in Radio Ink!
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Congratulations.

You're the third best
A.C. in the market ...
It's Time For ,

* o0 |
A Jouct of Class |

A Touch of Romance .. |

A Touch of Jazz

A Touct of COlass |

[
The New Rich Sounding Adult Format
¢

i
For a FREE demo call :I
401-461-6767

Identity Programming
Also from Identity ... AC JAZZ!

_ Circle Reader Service #184

!

]

{

Now Sunday Morning |
Doesn’'t Have to Sound
Boring!!

¥, 4
Z0-.

fne%;",,me

sounds great! !

Brings new sponsorship
money to y’our station!

A Contemporary
Christian Music alternative
to Public Affairs Programming!

Call: 901-797-8520 for
information and Demo.
Ask for Rick!

PROGRAMMING CONSULTANTS

_Circle Reader Service #185

Common sense for country radio
Formatics = Strategy = Promotions
Success
First consultation is free!
RJL Communications...605-343-4416

FEBRUARY 27 - MARCH 12, 1995

PROGRAMMING PROGRAMMING CONSULTANTS

IS SPANISH RADIO FOR YOU?...
We can help! Call TOP SOUND
Spanish Conrsultants (818) 841-0078
Ricardo Salazar

The Country Company, makes Country gold
work for your country format. Sieve Warren
gets you listeners. 300-827-1722.

Stadlen Radio Associates, Inc. 319-365-0410
Specializing in AC and Lite AC programming
..top 100 markets, limited client base; highly
individualized service and attention.
Fax 319-365-0567

SALES CONSULTANTS

Give your salespeople the tools they
i need to fight out in the street.

Negotiation Fundamentals
+Negotiating Peorle
*Negptiation Tactics

. ) e
Negotiation Strategies 3

Stan Fourer can help them — call 51&488-1914

National Supervisory Network ...... 303-949-7774
Satellite services including digital audio net-
works, off premise control services, data net
works and space time.

Remotz Equipment Rentals ..... 410-252-8351
Hear 50-8000 Hz audio response from your next
remote for much less than costly TELCO loops
by renting GENTNER EFT-3000 or COMREX
3XP/3XR

Skywatch Weather Center ....... 800-759-9282
Rain or shine, here’s a custom formatteaq,
personalized anc localized weather forecasting
systern your audience will stay tuned for
every day.

SPEAKER/TRAINMNG

Bill BUFtoN ...ccevvcueiiincnnnrinnecne 313-643-7455
Radio’s most enthusiastic speaker/motivator.
Outstanding sound and slide presentations on
Radio. Fax 313-649-3180

Jim Boyle ....cueeceiieneenneneiinenae 813-378-4898
Jim Doyle’s UPGRADE STRATEGY shows sales-
people how to dramatically increase the spend-
ing of already large accounts. It's high impact,
innovative training for stations. management
meetings, and associations.

WANTED:

Old AM
Transmitting Tubes

They don’t have to

work, they just have
to look unique. The
funkier the better!

Call Radio Ink
1-800-226-7857

D Vo Y
Yellow
Pages

for
RESULTS®!!

- 0ee

- "I probably get 15 to

" 20 qualified leads after

each ad runs! That's
great for our business.”
lerny Freed

National Sales
Infladable Irage

RADIO
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BLAS‘I' FROM THE PAST"

RTINS = 1

Put Me In, Coach ...

Meet the all-star line-up for the 1975 WPRO-AM Providence, RI charity softball team. L-r:
former PRO personality Holland Cooke (now of Holland Cooke Media), Richard and Karen
Carpenter (you know, the singers), former WPRO-FM PD Gary Berkowitz (now of Berkowitz
Broadcast Consulting) and A&M Records promo guy Bernie Korkin. You may also recognize

Bernie from his stunt double work for Gene Shalit of the Today Show.

L aa - T W

SEND US YOUR OLDIES!

We’re looking for old photos! (They will be returned.) Send them to: “BLAST,” c/o Shawn Deena, 224 Datura Street * 7th Floor, West Palm Beach,
FL 33401. Put your name and address on the back of each photo with “please return.” Include a description of the photo and any people pictured.

THE SECRETS OF
l\ 1\\ Ll R NFGO'I'IATING

| quaiocasserie 4 110 aras and workooo

In the radio business you must negotiate duily, and most successful radio executives will tell you
that your ability to negotiate well is the most important personal skill you can have.

Roger Dawson, who was the hit of the NAB Los Angeles show, is the world’s leading expert on
Power Negotiating. Thousands of people pay $495 each to leasn about Power Negotiating at his
public and corporate lectures.

By listening to this cassette program in your car you'll leara how to:

Get full rate card and still have the ofher side think they won.

Apply the five mast critical issues in any negotiation.

Match your negotiating style to the personality of the other side.

Use 2C negotiating gambits that will give you fotal centrol of the other side.
Learn aow o resolve conflict smoothly.

L 2R 2R 2R 2R J

Warranty: If you and your salespeople are not easily able to sell at full rate zard within 30 days of listening to this program,
send it back for a complete refund!

Special Offer: Through this Radio Ink promotion only, yowget the 6 cassette album Secrets of Power Negotiation with 24 flash
cards, comprehensive workbook ond a free copy of Roger Bawson’s 296 page book Secrets of Power Persuasion. Ml for only
65 plus S3 shipping. CA residents add applieable sales tax. To order call 1-80C-YDAWSON (932-9766) 8AM.-5P.M, PST.

Roger Dawson Productions ® 1661 Hanover Street / Snite 215 « City Of Industry, CA 91748
Fax 818-854-3595

Circle Reader Service #124
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C ication Graphi 52
Coyote Metalworks 44
Creative Media Manag t Inc. 15
Directions in Radio 25
Interep/The Radio Store 9
International €-Z Up 20
Klint Reid & Associates 42
Lontos Sales & Moti 12
Lund C 14
Major Networks Inc, 37
Marketing/Research Partners Inc. .....ococccomemerenens 16
Media Venture Partners 13
Morningstar Radio N k inc. 43
NPR Satellite Services 31
National Asseciation of Broadcasters ...........cmcvcecuranse 29
Omnia Group 21
Radio One/Tandem Grnup 7
Roger Dawson Productions .........ccccrecrarennsnsensnsonse 50
Sterling C ication: 8
SW Netwerk 40
Sun Radio Network 41
T™ Century 2
Tapscan 11
T America Tel rketing 35
Willhight Research Inc. 6
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~ PERFORMANGE
SELLIN

Don't miss your best opportunity for real success!

We have finally gotten
Ken Greenwood to write the
formula that has served him
well for over 40 years.

¢ How to develop sales leads
¢ How to manage a sales staff
¢ How to sell anything from products to ideas

Available now at the introductory price of
$29.95 « SAVE $10.00 off the $39.95 price

This hardcover book is a must
for everyone in broadcasting.

Learn the secrets Ken has used to train
over 3,000 successful Radio executives.

NO RISK GUARANTEE: | understand that if | am not sofisfied ORDER TODAY!

for any reason, | may return the book within 30 days.

a YES, send me copies of Ken Greenwood's mew book at $29.95 (plus $5.50 S&H.) Florida residents add 6% sales tax.

Name
Title Company
Address

City State Lip

Business Phone Fox

Payment Enclosed J  Charge My: 1 VISA I MC QO AMEX  Card # Exp.Date
Signature

Fax in Your Order 1-407-995-8498 STREAMLINE 8000 North Federal Highway
Phone in Your Order 1-800-226-7857 or 407-995-9075 =PDfSS=- Boca Raton, Forid 33487




uite Frankl .
We're One Of The
Most Stuck Up

Companies
In The World.
v g

— — Lommunication

~—— Graphicsinc
Images that last.

iper, Broken Arrow, OK 74012  1-800-331-4438 « (918) 258-6502 * FAX 1-918-251-8223





