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OCK ALTERNATiVE 

to roc 
s format masterwork from Mice Henry, Managing 

Partner of Paragon Research aid one of the architects of -The Peak" in Denver. With Rock 

Alternative, you get Mike's innovative radio expertise and the most researched new format 

of the 90s. If you want your market's most desirable adult audience, you want Rock 

Alternative, the solid new way zo rock. Call Gene Ferry, National Affiliate Sales Manager. JONES SAM.ITE NETWORKS 
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Audio 
Consoles 

Digital 
Workstations 

Thestandout #1 leader in reliable, 
high performance, digital ready 
consoles for radio, Arrakis has 
several console lines to meet your 
every application. The 1200 series 
is ideal for compact installations. 
The modular 12,000 series is 
available in 8, 18, & 28 channel 
mainframes. The 22000 Gemini 
series features optional video 
monitors and switchers for digital 
workstation control. 

1200 Series Consoles 

1200-5 
1200-10 
1200-15 

Five ch $1 795 
Ten ch $3.495 
Fifteen ch $4.995 

12000 Series Consoles from $3,995 

22000 Series Consoles f 10171 S6.995 
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Arrakie 
your complete solution... 

#1 in digital workstation sales, 
Arrakis has over 1,600 
workstations in use around the 
world. 

As a multipupose digital 
audio record-play workstation for 
radio, it replaces cart machines, 
reel machines, cassette recorders, 
& often even consoles. Digilink 
has proven to be ideal for live on 
air, production, news, and 
automation applications. Place a 
workstation in each studio and 
then interconnect them with a 
digital network for transfering 
audio, text, & schedules between 
studios. Arrakis is the #1 choice 
of broadcasters. 

Satellite 
Automation 
from $7,995 

CD 
Automation 

Use for 
Live On Air, 
Automation, 
Production, 

News & 
Scheduling 

44) 

Digilink & Trak*Star 
Workstations 

from $7,995 

As illustrated in the Sony Worldwide Networks master 
control studio on the right (one of seven Arrakis studios in the 
Manhattan, New York complex), Arrakis can provide complete major 
market studios with Arrakis consoles, digital workstations, video-
audio switchers, furniture, and system prewiring. 

Wall a choice of several console lines; digital workstations 
for live air, production, news, and automation; and two major studio 
furniture product lines, Arrakis can meet broadcasters needs from 
the compact news studio to the major market network origination 
center. Complete Arrakis equipped studios can be found around 
the world from Tokyo, to Moscow, to Japan, to Tahiti. Call Arrakis 
today for your equipment or studio needs, 

Sony Worldwide Networks 
Manhattan, New York 

c:arrcikis 
- m•eu s I 1,1 _ 

in some areas (970) 224-2248 

DIGILINK 
Hard Disk Digital Audio Workstations 

Studio 
Furniture 

With over 1,000 studios in the field, 
Arrakis is #1 in studio furniture 
sales for radio. 

Using only the finest 
materials, balanced laminated 
panels, and solid oak trim, Arrakis 
furniture systems are rugged and 
attractive for years of hard use. 

Available in two basic 
product families with literally 
thousands of variations, an Arrakis 
studio furniture package can easily 
be configured to meet your 
specific requirement, whether it is 
simply off the shelf or fully custom. 

Call Arrakis to find out 
how easy it is to design and build 
your next studio. 

Desk*Star studio 
furniture from $995 

Modulux studio 
furniture systems 
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WHE WA 1380 ',testate Confflunications Corporation P.O.Box 833 Franldin, TN 37064 615-791-1380 Fax 615-385-7211 

November 12, 1996 

Ms. Debbie 'Winfrey 
Regional Affiliate Sales Manager 

Prime Sports 
100 East Royal Lane 

Suite 100 
Irving, TX -75039 

I wanted to take a moment to tell you how pleased all of us at WHEW are with Prime Sports. 
W hen we made e decision to change the station's format to all sports, we took a look at all the 

Dear Debbie, 

sports networks. We were the first all-sP rts station in the Nashville market and could pick and 

choose from everything in the network marketplace. Production lues talent, knowledge of 

sports, and a feel for the local broadcaster were some of the key points that we demanded. rtain and not insult our listeners. The niche in the 

Above all we wanted a network that could ente  fill is the sports m' 
male 25 to 40 and female 18 to 35 years of 

market WHEW is trying to  

age.Even though you are not the largest sports network, you have exceeded all of our demands. The 

production values make each segment and feature flow into the next. Even with the flow, each 
hour stands on its own and is easy to promote by daypart. There are plenty d points to identify 
WHEW in every hour and build out image. You have a great lineup of talent that entertains the 

listeners, and even though they have opinions, based on great knowledge of the sports field, they 

never insult a caller. Not the least factor is your understanding and willingness to help the 

Keep up the great work. It's exciting to be a prime affiliate, and may we both grow 
affiliate make it all work. 

together to be the best. 

Sincerely, 

Ted Johnson 

VP/GM 

WHEW mid-state Communications Corp. 

Call 800-832-9618 now to get 

the market exclusive! 
Circle 26 On Reader Service Card 



Station to Station 

Self-help 
For Radio 

I
t's RAB Marketing Leadership Conference time again. Hard to believe it was 
only a year ago that I was writing about the '96 MLC. The conference was 
interesting — hundreds of energetic, impassioned radio people packed into a 

hotel for a three-day pep rally. I met salespeople ai the conference who seemed 
genuinely enthusiastic about their business. Yet in session after session, and even in 
a number of speeches, I was hearing about radio's age-old inferiority complex, a 
sense of low esteem reinforced by its disproportionate percentage of ad revenue as 
compared to that of other media. The message last year was that radio needed to 
change, to break bad habits and to shake itself out of its comfort zone. 

Fast forward to February 1997. It has been almost a year since the passage of the 
Telecom Act, and the radio industry has felt more than its share of the resulting 
tremors. Out of necessity, radio stations — or, rather, groups of them — are restruc-
turing, reconfiguring their sales staffs and rethinking their overall sales strategy. 

Radio is still clamoring for a greater share of ad revenue and, with the strong legs 
of consolidated megagroups beneath it, this goal now seems more realistic and 
attainable. But the industry is still working on its image, holding a mirror up to itself 
and comparing itself to its glossier, sexier media siblings. 

This month the RAB plans to shed some new light on one of these siblings: 
newspaper. At MLC '97, RAB will announce the findings of the joint RAB/Arbitron 
survey of traditional newspaper advertisers. The emphasis here is not on attacking 
newspaper, which seems in the past to have backfired and made radio appear 
defensive and even desperate. Instead, the point is to understand why businesses 
advertise in newspaper and how radio can work in conjunction with, rather than in 
direct opposition to, newspaper. 

Despite this progress, it seems that what still needs to be explored is the collec-
tive psyche of the industry. The MLC and similar gatherings are certainly a positive 
experience for those involved, empowering them and providing them a sense of 
solidarity. But what about several weeks after the conference? Or several months 
later, when a salesperson is burned out selling radio? If radio people cannot con-
vince themselves of radio's power and effectiveness, then how can they convince 
potential clients? 

RAB, as well as rep firms such as Katz and Interep, are working diligently to 
improve radio's frame of mind. The RAB Mercury Awards each summer, for 
instance, place radio in the spotlight it deserves and enhance its image in the eyes 
of the advertising community. They also give radio a much-needed injection of 
confidence. 

But until radio as a whole stops seeing itself as second best, the industry will 
be perceived by outsiders as second best as well. 

Once the conference ends this month and attendees return to their respective 
stations, they will be armed with the potent artillery of enthusiasm and informa-
tion. But for all this energy and knowledge, nothing will change for radio until 
radio changes its mind. 
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FREE Subscription/Renewal Card 
I am in the broadcast industry and I would like to receive or continue 

receiving Tuned& FREE each month. . YrileT No 

•  Signature  Date 

Please print and include all information: 

II Name   

Title   

Company/Station   

Address   

City  State  ZIP   

111 Type of Firm (check one) 0 E. Network/group owner 
O A. Combo AM/FM stations 0 F. Consultant/id engineer 
O B. Commercial AM station D G. Radio station svcs. provider 
O C. Commercial FM station D H. Equip. Mtg./distributor/dealer 
• D. Educational AM/FM station D I. Other   

111 Job Function (check one) D D. Sales 
O A. Owner/President D E. Programming/News 
O B. General Management O G. Promotion 
O C. Engineering ET F. Other   

Incomplete cards wilt not be processed Publisher determines qualification 

Reader Service 009 
February 1997 Issue Use Until May 1997 

For more FREE information on an advertisement or atilde 
in this issue, circle the number below that corresponds 
with the number under each ad or article. Then fill out the 
rest of the card and mail it in. We will take care of postage. 
For faster service, fax card to (703) 820-3310. Thank you 
for reading Tuned in! 
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Invite Your listeners To Climb Cash Mountain.. 
J d 

Americalist's new ADVENTURE UP CASH MOUNTAIN contest package combines 
an exciting theme with a simple concept that gets your audience to tune 
in...and keep listening hour after hour in pursuit of BIG CASH! 

Here's What You Receive: 
• Exclusive Rights in Your Market to this Exciting Contest 

•Targeted Lists 

• Cash Mountain Contest Mailers With 
Printing and Complete Mail Processing 

• Cash Mountain T-Shirts, Frisbees, Hats, etc. 

Choose Cash Mountain for Your Next Promotion! 
Results-Driven Design 
The mail piece appeals to men and women and can fit any format, from country to A/C 

to classic rock. 

Fast Turnaround 
The piece is mail-ready. We customize it to your station, print it and drop in the man 

to meet your deadlines. 

Great Giveaway Tie-ins 
Give away cash, mountain bikes, mountain vacations, camping and sports gear...whatever 

your marketing minds can conjure. 

A Company That Gets Action: 
"Easy to Work With"...Mike Samolis, KSMG 

"Great Ideas"...Jackie Manaren, WAPL 

"Terrific Results"...Steve Trivers, WQLR 

Americalist Broadcast 
Marketing Group-

Serving the needs of 
broadcasters for more 
than 15 years 

Circle 2 on Reader Service Card 

To reserve Cash Mountain for your market area, call 
Mark Gillespie toll-free 1-800-321-0448 or fax 330-494-0226 
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double take 
"One of the real beauties of radio is that to 

every one of those people (listeners) I was 
something a little bit different." 

See page 23. — Judy Carlough 



Traffic Master 

e Powerful software for traffic scheduling, sales tracking and 
yield management. 

e Designed specifically for multiple station operations. 

e Integrates seemlessly with most broadcast automation systems. 

e Easy-to-learn user interface features mouse support, pulldown 
menus and on-screen help. 

e Automatically updates your inventory for 100% accurate 
reporting of avails. 

e Includes an extensive range of predesigned reports that help 
your sales department and station stay on budget. 

To learn more about TrafficMaster, 

visit us at the RAB (Booth #1) 
or call 1-800-326-2609 

Circle 25 On Reader Service Card 





adio Growth 
On the heels of the Telecommunications Act of 1996, 

large corporations began playing musical chairs in 
radio — swapping, buying and selling stations in a 

hectic year characterized by mergers and acquisitions. 
The San Jose and San Francisco radio 
markets were no different, with two 
dozen stations changing hands com-
pared to an average of five for each 
of the previous four years. 
But don't touch that radio dial. 
The dust hasn't settled yet, industry 

sources say. They predict that station 
buyouts of the largest markets in the 
country will continue to happen. And 
nowhere will this be more pro-
nounced than in San Jose, they say, 
which still has some independent 
operators remaining in the fold. 
Though San Jose is not the only mar-

ket that has had its share of consolida-
tion, the market is still unique in many 
ways. Situated at the southern shore of 
the San Francisco Bay, the city of San 
Jose boasts a population of more than 
835,000, making it the one of the 
largest cities in California. 

Earlier in this century, the Santa 
Clara Valley, where San Jose is locat-
ed, was once called the Valley of 
Heart's Delight because of the num-
ber of flourishing fruit orchards and 
canning operations. 
Today San Jose and its surrounding 

cities are affectionately known as 
Silicon Valley because of the massive 
technology industry spawned from 
the manufacturing of chips from the 



San Jose is rich not only in high-tech, 
but also in radio. The city is home to 16 
stations, ranging from the preeminent 
Spanish-language broadcaster KLOK(AM) 
to San Jose's biggest radio station, 
KBAY(FM), which spins adult contempo-
rary hits. 

Ranking as the 30th largest market in 
the country, the 40 or so significant sta-
tions that broadcast in the San Jose mar-
ket have combined 1996 revenues pro-
jected at $41.1 million, compared with 
$39.1 million the year before. 
However, its proximity to San 

Francisco has resulted in the city long 
suffering an identity problem, as it is usu-

ally considered a sister to its neighbor. 
Indeed, San Francisco boasts the fourth 
largest radio market in the country. 

But lately San Jose has overcome that 
northern shadow. Part of its new-found 
allure is that the town has become a 
focal point of West Coast sports activity, 
including hockey, soccer and women's 
basketball, to name a few. The town no 
longer likes to be associated with the 
Dionne Warwick ballad asking, "Do you 
know the way to San Jose?" Instead, it 
likes to hold up its official new motto: 
"Big-town heart, small-city soul." 
To the average listener, a San Jose 

station may not seem much different 
than one in San Francisco because the 
markets are so closely intertwined, says 
John Sutherland, general manager of 
San Jose-based KUFX(FM) and 
KSJO(FM). But Sutherland says San Jose 
has become a force to be reckoned 
with. And his own stations are an exam-
ple: Both enjoy an exclusive format. 
KUF'X is the only station in the market 
that plays classic rock while KSJO is the 

only one airing rock 24 hours a day. 
Broadcasting what San Francisco doesn't 
have helps to give San Jose an edge. 

"The San Jose-San Francisco dynamic 
is a unique one," Sutherland says. " It 

San ose 
Radio Market Overview 

1995 Est. Arbitron 12+ 
Station Frea. Format Rev. in Owner Summer '96 

$ Mil. 
KGO(AM) 810 News/Talk 29.0 ABC !nc. 6.3 
KBAY(FM) 100.3 AC 4.3 American Radio Systems 5.4 
KEZR (FM) 106.5 AC 4.2 Alta Broadcasting Co 5.3 
KYLD(FM) 107.7 CHR/Dance 7.0 Evergreen Media Corp. 5.1 
KSJO(FM) 92.3 AOR 7.2 American Radio Systems 5.0 
KOME(FM) 98.5 Alternative 5.3 CBS Radio Division 4.5 
KLOK(AM) 1170 Spanish 4.5 EXCL Communications Inc. 3.6 
KNBR(AM) 680 Sports 22.6 Susquehanna Radio Corp. 3.3 
KCBS(AM) 740 News 17.5 CBS Radio Division 3.2 
KRTY(FM) 95.3 Country 4.1 Empire Broadcasting Corp. 3.2 
KARA(FM) 105.7 Adult Hits 2.8 Empire Broadcasting Corp. 3.0 
KBRG(FM) 104.9 Spanish 2.4 EXCL Communications Inc. 2.7 
KI01(FM) 101.3 AC 14.0 Evergreen Media Corp. 2.7 
KOIT-FM 96.5 Soft AC 11.9 Bonneville International 2.6 
KDFC-FM 102.1 Children 4.1 Evergreen Media Corp. 2.3 
KFF1C-FM 99.7 Oldies 8.0 CBS Radio Division 2.3 
KKSJ(AM) 1370 Adult Standard - American Radio Systems 2.3 
KMEL(FM) 106.1 CHR/Dance 12.5 Evergreen Media Corp. 2.3 
KSFO(AM) 560 Talk 2.8 ABC Inc. 2.3 
KKSF(FM) 103.7 NAC 8.9 Evergreen Media Corp. 2.2 
KUFX(FM) 94.5 Classic Rock 2.9 American Radio Systems 2.2 
KFOG(FM) 104.5 Alternative 8.9 Susquehanna Radio Corp. 1.6 
KBGG(FM) 98.1 705 Old es 6.0 Chancellor Brdcsting Corp. 1.4 
KITS(FM) 105.3 Modern Rock 9.4 Entercom 1.2 
KBLX-FM 102.9 AC 8.1 Inner City Broadcasting 1.1 
KLLC(FM) 97.3 AC 6.9 CBS Radio Division 1.1 
KSAN-FM 94.9 Country 6.5 Chancellor Brdcsting Corp. 1.1 
KYCY(FM) 93.3 Country 4.2 CBS Radio Division 1.0 

- No information available 

v --7/\ Stations are ranked in order of Arbitron Summer 1996 12+ ratings. 
ebezie,'4»e›rifs Information provided by BIA Publications Inc. through its 
/ .27_//  MasterAccesadig  softwar iii 

varies from station to station whether 
one city casts a shadow on another. San 
Francisco is more dominant in terms of 
news and talk stations, and San Jose has 
a stronger hold on the younger audi-

ences for the music stations. But San 
Jose has come into its own because of 
differences in demographics and pro-
gramming. And the signal quality is gen-
erally much better here, too." 

So important is San Jose to San 

N'\'\\ /// 

QUESTCOMMi MMI 

M E•D•CA 13.12'0/1( E,ICA0G FIS1 C. 

---eo harlotte, NC • (704) 948-9800 • Gaithersburg, MD 

Francisco, in fact, that the big operators 
from the city by the Bay make a special 
effort to serve San Jose. 
"The San Jose radio market is definite-

ly growing and its listeners are full of 
spirit," says Michael Luckoff, general 
manager of San Francisco news/talk sta-
tion KGO(AM). "A good portion of our 
editorial content comes out of San Jose, 
and we have a tremendous pocket of 
listeners in and around that city, too." 

Statistics bear him out. 
KG° is consistently at the top of the 

game in the San Jose market. In the 
Summer '96 Arbitrons, KG0 had a 6.3 
share 12-plus. Californians' renown love 
affair with the automobile holds true 
here too, and most of the station's lis-
teners are tuned in during the morning 
and evening commute hours. 
Though its city of license is San 

Francisco, Luckoff considers KG0 a Bay 
Area station. And it reaches San Jose with 
a top-of-the-line 50 kW plant in the East 
Bay city of Newark (a structure completely 
rebuilt after the 1989 earthquake toppled 
all but one of the AM antenna's towers). 

10 FEBRUARY 1997 Tuned In 



"San Joseans take to our kind of 
radio," he says. "They're a very informa-
tion-oriented audience." 
Some say that KG0 wrote the book 

on Bay Area talk radio, as the station 
has run the talk show format since 1965. 
But others are also in the game. San 

Francisco-based KNBR(AM), which had 
Summer '96 ratings of 3.3, caters to the 

burgeoning number of sports enthusi-
asts with its sports talk and sports news 
format. KNBR is owned by Susquehanna 
Radio Corp. of York, Pa., which also 
runs alternative outlet KFOG(FM). 

San Francisco's KPIX-FM is also a 
player in the news/talk arena. KPIX-FM, 
which has a 6.9 kW transmitter in the 

high-up West Bay city of San Bruno 
supported by two boosters, switched to 
an all-talk format last September. 
The station, owned by CBS Radio 

Division, begins its daily talk lineup with 
syndicated shock jock Don Imus, followed 
by the "Dr. Nancy Snyderman Show," 
which has proven to be a success, says 
KPDC-FM General Manager Blaise Howard. 
Though ratings were not yet available 

to show how the new format was hold-
ing up, Howard says the station has 
been getting a lot of good comments on 
its World Wide Web site. Based on that 

and on calls coming in to the shows, 
KPIX-FM is a hit, especially with the 
younger audience, he says. 

"The younger audience is listening 
because we're on FM," Howard says. 
"That's where they're already tuned in 
because they like the better quality of 
sound and the type of music playing. 
We're a hipper, cooler '90s version of talk." 

The reason Howard and KPIX-FM are 
benefiting from the revamped format 
can be traced back to consolidation. 
Shortly after Boston-based radio power-
house American Radio Systems Corp. 
(ARS) bought San Jose-based KUFX(FM), 
the classic rock station dropped "Imus in 

the Morning" following an 18-month 
run. KPIX-FM picked up the controver-
sial show two weeks later. 

This is what worries many in the 
industry — that group owners will come 
in and revise things to the detriment of 
programming and station employees. 

A new frontier 
But some are saying that consolidation 

is the best thing to happen in the industry 

since, well, the invention of the transmitter. 
"We're headed into a new frontier 

and the feeding frenzy isn't over yet," 
says Christopher Marks, chief executive 

and chairman of EXCL Communications 
Inc., a San Jose-based radio group that 

owns 19 stations, including Spanish-lan-
guage KLOK(AM) and KBRG(FM). 
KLOK benefits from being in one of 

the most highly concentrated Hispanic-
populated areas in the Bay Area. One 
out of four people in San Jose is 
Hispanic, compared with one in eight in 
the Bay Area and one in 10 throughout 
the United States. 
And more so than in the past, stations 

are finding it profitable to cater to the 
Hispanic population. More than 1.1 mil-
lion Hispanics reside in the Bay Area, 
with a combined buying power exceed-
ing $ 13.3 billion. 

KLOK's Summer 1996 ratings were 
3.6 12-plus, which bested KBRG at 2.7, 
KNTA(AM) at 0.6 and KOFY(AM) at 0.5. 
EXCL has its sights on the nation's 

growing Hispanic populace. 
Last year, the radio group bought Los 

Angeles-based Embarcadero Media Inc., 
which services metro areas in Portland, 
Ore., Los Angeles, San Bernardino and 
Riverside, and operates three stations in 
Sacramento. 

EXCL, formed in 1989 by husband-and-
wife duo Christopher and Athena Marks, 

No salary, no benefits, no ego. 

isn't it everything you've always wanted 

in a medical reporter? 

The Johns Hopkins Health NewsFeed 

is a daily sixty second radio program that 

lets you bring your listeners the very latest 

medical news from the world's finest 

health care institutions. What's more, this 

first-rate programming featuring world-

renowned doctors, scientists and healthcare 

experts from the Johns Hopkins Medical 

Institutions is available every weekday 

FREE OF CHARGE. For more information, 

contact Jack Sheehan at 410-955-2877 or 

1-800-MED-RADIO. 

'01.4HEALTH NEWSFEED 
A SERVICE OF THE JOHNS HOPKINS MEDICAL INSTITUTIONS 

Available on The USA Radio Network 
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purchased KLOK and KBRG in 1992. 
Much like the consolidation that is 

taking place in English radio, the 
Spanish media is also consolidating. 
"Spanish radio has always been the ugly 

stepsister of English radio," says Athena 
Marks. "But now we have become the dar-
ling of Wall Street." 
"With increased resources coming in, 

most everyone in the industry is opti-
mistic about what is to come," says 
Christopher Marks. 

Target: San Jose 
And why not? 
Following the Telecommunications 

Act, large radio groups seized the 
opportunity presented by the all-encom-
passing relaxation of the ownership 
rules, especially in the San Jose market. 

Los Angeles-based Brown Broadcasting 
sold jazz outlet KKSF(FM) and classical 
station KDFC(FM) to Evergreen Media 
Corp. of Irving, Texas, for more than $110 
million. Brown bought the two for $13 
million in 1993. 

Boston broadcaster ARS owns four 
large stations in San Jose that represent 
about one-third of the market: 
KBAY(FM) and its sister station 
KKSJ(AM), which plays pop music; clas-
sic rock KUFX(FM); and rocker 
KSJO(FM). In late April, San Francisco-
based BayCom Partners L.P. sold KSJO 
and KUFX, bundled along with two oth-
er holdings in Portland, Ore., to ARS for 
a whopping $ 103 million, the largest 
price ever involving a South Bay-based 
station. Only a year earlier, BayCom 
paid about $ 10 million for KUFX. And in 
August, ARS completed its South Bay 
holdings after it bought KBAY and KKSJ 
for $31 million. 

Based on ratings, KBAY usually ranks 
in the top tier for those stations based in 
San Jose. Last summer it scored a 5.4 
share 12-plus. KKSJ had a 2.3, KUFX 
had a 2.2 and KSJO had a 5. 

With nearly 90 holdings in 20 markets 
nationwide, ARS is projecting 1996 rev-
enues of about $370 million, and its four 
local stations are hoping to reap the 
benefits. 

"The consolidations have been good 
for the industry," says Gordon Hodge, a 
media analyst with the San Francisco 
investment bank Montgomery Securities. 

"Consolidations help bring national 
resources to the local stations and help 
the stations with better marketing," 
Hodge says. "You'll see professional 
management where you didn't see it 
before. And there will be better pro-
gramming and better products." 

Not all radio operators are pleased 
with the rampant consolidation. The 75-
year-old Bob Kieve has publicly said he 
will not sell of any of his San Jose-based 
Empire Broadcasing Corp., that owns 
news station KLIV(AM), which he 
bought for $1 million in 1967; soft hits 
player KARA(FM), which he purchased 
in 1972 for $460,000; and country sta-
tion KRTY(FM), which he acquired in 
1992 for $3.3 million. Combined, Empire 
reportedly took in about $7.3 million in 
revenues last year. 

Besides consolidation, a more spirited 
issue may be affecting the industry. Hard 
liquor distillers have fallen off the wagon. 

After a voluntary 60-year ban, the 
hard liquor industry is looking to adver-
tise its products on radio and television. 
But so far local radio broadcasters aren't 
touching the stuff. In an informal survey 
of the radio industry, only EXCL says it 
might air commercials for distilled spir-
its, such as gin, vodka and whiskey. In 
the past, EXCL has accepted ads for 
Presidente Brandy (made by Domecq 
Importers) that have run around the 
holidays. 

"We'll consider it. ... We're not in the 
business to legislate or dictate morality," 
says Christopher Marks. "Why should 
hard liquor be different than beer or 
wine, and why can we allow it in print 
but not in advertising?" 

But others are definitely abstaining. 
New York-based CBS Radio, which 
owns alternative rocker KOME(FM), has 
a policy against accepting liquor ads, as 
does ARS. Kieve of Empire says his 
group turned down a liquor commercial 
last year because, he says, Congress 
might ban all alcohol advertising, 
including the lucrative beer and wine 
spots, if hard liquor commercials 
become common. 

The future 
But even without lucrative hard 

liquor advertising to fill the station's cof-
fers, the local radio industry is expected 

to continue experience growing rev-
enues in the next year, sources say. And 
they're also likely to have growing audi-
ences in 1997, too, as the Internet plays 
a more serious role in how listeners 
tune in to a station. The challenge will 
be to expand the number of people 
who can access a Web site at one time 
and download the audio content. 
And local station mangers say that if 

the two media of radio and the Internet 
are to converge into a viable product, it 
will happen here in Silicon Valley where 
many of the local companies are work-

San Jose Financial Snapshot 

Market Rank: 30 
Revenue Rank: 44 
Number of FMs: 9 
Number of AMs: 6 

Revenue 1992: $30.0 mil. 
Revenue 1993: $33.0 mil. 
Revenue 1994: $37.2 mil. 
Revenue 1995: $39.1 mil. 
Revenue 1996: $41.1 mil. est. 

Revenue Growth 
'89 -'94: 6.1% 
'95 -'99: 5.3% 

Local Revenue: 80% 
National Revenue: 20% 

1994 Population. 1,574,700 
Per Capita Income: $21,394 

Median Income: $54,778 
Average Household 

Income: $63,372 

Source: / )/77\ 
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ing on Internet technology. 

But some of the plans of the San Jose 
radio stations may be thwarted if con-
solidation continues to take hold. 
Opponents of consolidation have voiced 
concerns that as large corporations buy 
more stations, programming will suffer, 
or overlapping stations will be eliminat-
ed. And ARS has not hidden its desire to 
increase its hold in San Jose. 

Bruce Danziger, director of investor 
relations for ARS, says, "We like San 
Jose as a market. And conceptually 
speaking, wed like to buy more stations 
in San Jose." He declines to say exactly 
which stations ARS would consider. 

Reportedly, one station ARS has 
looked at is KEZR(FM), a San Jose-
based player of adult contemporary hit 
music. 

But John Levitt, general manager of 
the independently owned KEZR, which 
has garnered a strong 5.3 share 12-plus 
in the Summer '96 Arbitrons, has said 
he's not ready to sell the station he and 
his brother Jim bought about 20 years 
ago. Others, though, predict that any 
station could be up for sale in 1997. 

Alastair Goldfisher covers the media 
and marketing industries for a weekly 
business publication in San Jose. He's 
been a free-lance writer since 1988, and 
he likes to listen to modern rock. 
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250 Programmable 5-band Processor 
Gated AGC, 5-band Compression and EQ, split-spectrum Limiting— 
all with colorless gain control. Manually pre- program 4 processing 
presets or place entirely under RS-232 remote control. 
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"Spectral Loading" feature gives a very aggressive sound. 

260 Multifunction "Utility" Processor 
fltis simple stereo AtiC/Compressorilimiter is ideal for budget-FMs, 

uplinks, TV-aural and many other station chores. Split-spectrum 
processing utilizes PWM dynamic control. 

708 Digital-Synthesis FM Stereo Generator 
A basic Stereo-Gen with outstanding specifications. Built-in. adjustablt 
Composite Processing, RDS/SCA combining, and accurate front-pane 
metering for easy setup. 

716 "DAVID-II" FM Processor/Stereo-Gen 
A gated-AGC/Compressor/l.imiter. plus clean digital synthesis of the 
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and left/right audio outputs. IF bandwidth, auto-mute and auto-blend 
functions may be remotely selected; alarm outputs for toss of carrier and 
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Call today for complete technical information on these items, plus our line of 
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Baltim 
Rooted in Tradition, At the Forefront of Rach 
by Brian Holmes 

ituated at the head of the 
Chesapeake Bay, Baltimore is 

famous for many national treasures, 
including Babe Ruth, succulent blue 
crabs, the grave of Edgar Allen Poe, 
tourist attractions along the revitalized 
Inner Harbor and Orioles "Ironman" Cal 
Ripken, Jr. 
This charming city has played host to 

some of the greatest events that have 
transpired over the last few years, 
including baseball's All-Star Game and 
the Papal visit in the fall of '95. And 
Baltimore's radio market, the 18th largest 
in the country, is becoming a mecca for 
large broadcasting deals. 

FEBRUARY 
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But beneath it all, Baltimore is still a 
traditional city that holds its residents 
close to it. Its radio stations share that 
closenesss and those traditions. 

"People are born, grow up, live and 
die in Baltimore. It is not a transitional 
market," says Pam Somers, general man-
ager of Radio One's WERQ(FM), ' WIN-
AM-FM and WOLB(AM). "It's a very 
family, traditional, hometown-type mar-
ket. It's also a tough market for out-
siders to come into." 

Baltimore is not a transi-

tional market. It's a very 

traditional, hometown-type 

market. It's also a tough 

market for outsiders to 

come into. 

— Pam Somers 

WERQ(FM) Program Director Tom 
Calococci agrees. "It's not a transient 
market like Los Angeles," he says. "I 
lived in Dallas for five years and I met 
more people that were not from Dallas 
than I met that were from Dallas. In 
Baltimore it's the exact opposite." 

Radio One is one of four major radio 
players in the market, the others being 
CBS Radio, Hearst Broadcasting and 
American Radio Systems (ARS). Black-
owned Radio One has cornered the 
African-American audience with chur-
ban WERQ(FM) ("92Q Jams") urban AC 
WWIN(FM) ("Magic 95.9") urban gospel 
WWIN(AM) ("Spiritual Win 1400") and 
urban talk WOLB(AM). 

Radio One had already owned 
WWIN-AM-FM for well over a year 
when it purchased WERQ and WOLB in 
September 1993 and made some adjust-
ments. The company altered the focus 
of WERQ from a dance-leaning CHR to 
a more urban-leaning CHR to better 
serve the younger African American lis-
teners. Radio One also secured the tal-
ents of former WXYV(FM) "V103" per-
sonality Frank Ski for morning drive. 
92Q now places No. 1 in all dayparts in 
the 18-34 demo and No. 4 12-plus in 
the Summer '96 Arbitrons. 
The company also flipped WOLB 

from CNN Headline News to an urban 
talk format, one of the few in the coun-
try. Radio One CEO Cathy Hughes cre-
ated the format 11 years ago on 

WOL(AM) in Washington. When the 
WOLB sale was complete, the talent at 
WOL were moved to the Baltimore stu-
dios and then simulcasted back onto 
WOL from Baltimore, a practice they've 
been doing successfully since WOLB's 
1993 purchase. Although WOLB's rat-
ings put it low on the list (0.5 12+, 0.7 
25-54,) its time spent listening (TSL) is 
No. 1 in the market. 

For a while now, WWIN(FM) has 
been locked in a battle for numbers 

with CBS Radio urban outlet 
WXYV(FM), but WWIN(FM) comes out 
on top in the all-important 25-54 demo 

with a 6.0 vs. a 4.1. Somers credits the 
success to the addition of market veter-
an Randy Dennis and J.C. to morning 
drive and Lee Cross's 25-year reign in 
afternoon drive. 
"When you have personalities that 

have longevity on your station in the 
market and you don't have fluctuations 
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Station Freq. Format 

in your personalities or format, that's how you really win," 
Somers says. 

In another battle for numbers, Somers says that WWIN-FM 
sister station, gospel formatted WWIN(AM), continues to 
grow, but for now, CBS gospel station WCAO(AM) ("Heaven 
600") scores about one and a half shares more than 
WWIN(AM). 

Combined, CBS Radio's stations are the highest-rated sta-
tions of any group in the market, with an awesome 18.6 12-
plus, a 22.9 18-34 and a 17.6 25-54. Besides WCAO, CBS 
properties in the market include urban WXYV(FM) ("V103"), 
alternative WHFS(FM), soft AC WLIF(FM) and talk WJFK(AM). 

With the Baltimore Orioles having had such a successful 
season, flagship station WBAL(AM) ("Radio 11") shared in that 
success. 

"Baltimore is truly passionate about its baseball team. 
Virtually every game is a sellout," says WBAL Program 
Director Jeff Beauchamp. "It's what you talk about on the 
sports talk shows even in the dead of winter. We've got a new 
football team here but what do listeners want to talk about? 
The Orioles. Even at Super Bowl time." 

With no sports talk station in the market, WBAL is trying to 
own that image, dedicating time not only to the Orioles but 
also to University of Maryland football and basketball. The 
station also programs the WBAL Sports Weekend every 
Saturday and Sunday from noon to midnight, consisting of 

ESPN Radio and play-by-play games. 
This not only helps the station stay near 
the top of the ratings on the weekend 
when most talk stations drop, but it also 
helps WBAL keeps its top billing status 
- $ 12.4 million in 1995, according to 
BIA Publications. 
"We'd be lying if we didn't tell you that 

we're doing a lot of revenue in baseball 
and University of Maryland sports," says 
WBAL and WIYY(FM) General Manager 
Ed Kiernan. "So in addition to our ongo-
ing Monday through Sunday program-
ming, these sports events make us the 
number one biller far and away." 
Radio 11 also can boast that it is the 

No. 1 station in the market overall with 
an 8.2 12-plus in the Summer '96 book. 
Beauchamp claims the success is due to 
the station's information and news 
image. "Our primary slogan is 'Where 
the News Comes First,- he says. "And 
it's true. News rules on the station. If it's 
happening in the city, in the metro area, 
in the state or around the world, we 
break programming to bring our listeners 
up to date." WBAL has a staff of 10 full-
time news reporters, three meteorolo-
gists that it shares with WBAL-TV and its 
own financial analyst. 
Consistency is a factor in WBAL's suc-

cess as well. Many of the WBAL talkers 
have been there for quite some time, 
including Allan Pre11 ( 10 years), Ron 
Smith (more than 10 years) and the Dave 

Baltimore 
Radio Market Overview 

VVBAL.. AM) 1090 News/Talk 

VVQSR(FM) 105.7 Oldies 

VVPOC(FM) 93.1 Country 

WERO-FM 92.3 CHR/Urban 

VVLIF(FM) 101.9 Soft AC 

VVWM:<(FM) 106.5 AC 1 

WVVIN-FM 95_9 Urban AC 

WXYV FM) 1027 Urban 

WOCT(FM) 104.3 '70s Oldies 

WHFS, FM) 99.1 Alternative 

WIYY(FM) 97.9 AOR 

WCBM(AM) 680 News/Talk 

WCAO(AM) 600 Gospel 

VVJFK(AM) 1300 Talk 

WHUR-FM 96.3 Urban AC 

WRBSFM) 95.1 Inspiration 

VVPGC-FM 95.5 CHR/Urban 

WGRX(FM) 100.7 Country 

* WRQX-FM 107.3 Hot AC 

WTOP. AM) 1500 News 

* VVVVDC-FM 101.1 AOR 

WWLG(AMi 1360 Big Band 

- No information available. 

Washington D.C. stations 

1995 Est. 

Rev. in Owner 
Mil. 
12.4 

10.0 

9.2 

4.7 

7.2 

0.5 

4.0 

6.3 

4.2 

7.2 

4.0 

2.2 

1.4 

7.0 

0.8 

22.0 

1.0 

13,2 

13.8 

9.7 

0.4 

Arloitron 1 
Summer '96 

Hearst Broadcasting Group 

American Radio Systems 

Nationwide Comm. Inc. 

Radio One Inc. 

CBS Radio Division 

American Radio Systems 

Radio One Inc. 

CBS Radio Division 

Amencan Radio Systems 

CBS Radio Division 

Hearst Broadcasting Group 

Nick Mangiones 

CBS Radio Division 

CBS Radio Division 

Howard University Board 

Peter & John Radio 

CBS Radio Division 

Shamrock Comm. Inc. 

ABC Inc. 

Evergreen Media Corp. 

Capitol Broadcasting Co. 

Legends Broadcasting Co. 

8 

6.: 

6 

6.,, 

6 

5.5 

4.3 

4.3 

4. 

3e 

3 

1. 
• 

1. 

1 

Stations are ranked in order of Arbitrar Summer 1996 12 ratings. 
f Y7A Information provided by BIA Publications Inc. through its 

PURL /CA 770/VS 

/ )L2/ \ MasterAccess Radio Analyzer Database software. 
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Now with Layer III, there's one 
more reason to love CDOPrima:m. 
When you need to send audio, CDQPrima gives you three or four times the 

features of any digital audio codec on the market. 

NOW CDQPrima adds the Layer Ill algorithm to give you increased 
compatibility and 15 kHz response on a single ISDN B channel. 

NOW your new CDQPrima is compatible with more codecs in more 
locations than any other codec, with CCS MUSICAM®, Layer Ill and G.722. 

NOW because of CDQPrima's incredible 92 dB dynamic range and ultra-low 
distortion, Layer III NEVER SOUNDED BETTER. 
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AES/EBU with automatic rate adaptation is standard in all but the 
budget Model 110 

xe Gold-plated Neutrike XLR connectors to preserve maximum 
signal-to-noise ratio 
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ISDN1.52 1MUX BONDING puts CDQPrima ahead of the industry curve for •.,.-
error-free connectivity 
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We make sales managers look great! 
We make radio advertisers sound great! 
We make them both money! 

* 5 to 8 annual contracts on your desk per day 

* National quality, celebrity voiced jingles for your advertisers 

* Cash incentives for your sales staff 

* We pay our own way - NO SEMINAR COSTS 
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READER SERVICE 104 
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talk show phone system 
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Conference 4 callers in-air 
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Provide talent, producer, and screener locations 
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Provide clear, understandable audio 
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READER SERVICE 52 
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This is definitely the easiest-to-use ISDN 
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for remote talk hosts, daily features or 

sports feeds. The Nexus delivers 15 kHz 

two-way, low delay audio and contains all 

you need for direct ISDN line connections. 

COMPMEX Comrex Corp, USA 
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Durian/Alan Walden morning team 
(more than 10 years). Its lineup also 
includes Rush Limbaugh and Dr. Dean 
Edell. On top of that, owner Hearst 
Broadcasting has owned the station 
since 1935. 

Boston-based American Radio 
Systems solidified its position in the 
market recently by entering into an LMA 
with '70s oldies station WOCT(FM) 
("104.7, The Colt") and hot AC 
WWMX(FM) ("Mix 106.5"), adding the 
stations to its already successful oldies 
outlet WQSR(FM). ARS is expected to 
own the stations outright by the end of 
February. 

Alan Hay, general manager for ARS 
Baltimore properites, could not be hap-
pier with the new acquisitions. "If you 

If you add up the cume of 

all our stations, you'd see 

that we outdo the circula-

tion of the morning news-

paper. We feel that will 

serve us well. 

— Alan Hay 

add up the cume of all the stations," 
Hay says, "you'd see that we outdo the 
circulation of the morning newspaper. 
We feel that will serve us well." 
ARS also owns religious stations 

WBGR(AM) and WBMD(AM), both of 
which consist mostly of sold block pro-
gramming. Hay says ARS has two reli-
gious stations simply because they are 
"good business and they have good 
cash flow." 

Through all the mergers and acquisi-
tions, one station has stayed the same 
— Nationwide Communications' stand-
alone FM, country WPOC. Nationwide 
has owned the station since 1974 when 
it debuted with a country format. 
"People thought Nationwide was crazy 
back in '74. At the time, putting a coun-
try station in a northern market like 
Baltimore raised a lot of eyebrows," says 
WPOC General Manager Jim Dolan. 
WPOC has always garnered 

respectable ratings in the market, con-
sistently showing up in the top three 12-
plus and top five 25-54. The station also 
employs a number of award winners, 

including Laurie DeYoung, who was the 
Country Music Association's 1994 Large 
Market Air Personality of the Year; Greg 
Cole, once honored as Billboard Music 
Director of the Year; and a two-time 
Billboard award winning promotion 
director. Unfortunately, WPOC's 
Summer 96 ratings were the lowest it 
had seen in more than six years. 

Dolan says that the numbers could be 
low for a number of reasons. For one 
thing, there is more fragmentation in the 

e  

market. "We have got a competitor now 
(Shamrock country station WGRX(FM))," 
he says. "Orioles baseball was particu-
larly hot this season. ... It could he any 
number of things." WPOC does remain 
one of the market's highest billers with 
$9.2 million of the $80.7 million of 
advertising revenue flowing into 
Baltimore radio, according to BIA. 

Dolan says he's not worried about the 
other companies buying up stations 

NoRTHEAST 
BROADCAST 
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around him. You got a bunch of these 
people who have gone out and bought 
all these stations. OK, now you've got to 
operate them. Good luck. Ultimately the 
buck still stops with a human being 
somewhere, and the pressure that's being 

put on some of these people is just phe-
nomenal. They're gonna fry," he says. 

With Baltimore being such a close-

knit, hometown type of city, being visi-
ble on the streets is important. Radio 
stations in Baltimore are no strangers to 
big festivals, concerts and promotions. 

The concert list includes the WPOC 
Chesapeake Music Festival; the Magic 95.9 
Stone Soul Picnic, which drew 120,000 
people last year; WIN(AM) brought Kirk 
Franklin to town; the WIYY(FM) "98 
Rock" free spring concert with headliners 
the Spin Doctors and DishwaIla; and the 
WQSR "Let the Good Times Roll Concert," 
which drew 12,000 listeners out to see 
The Fleetwoods, The Vogues, The 
Tokens, The Skyliners and The Crystals. 
Calococci, l'I) of 92Q Jams, says he 

was very pleased with his station's 
"Harbor Jam" concert this year, which 

its food drive this year. Program 
Director Rick Strauss says it was the 

largest single-site food drive in the state, 
and that they collected 24 tons of food 
in 48 hours. That beat their previous 
record from the year before of only 13 
tons. 

Barbara Crouse, director of Baltimore 
marketing for ARS, kept busy during the 
last Christmas season with the "Stuff A 

Bus" campaign, in which both Mix 106.5 
and The Colt participated. Crouse says 
her stations also broke a record by col-
lecting so much food that a second bus 
had to be brought in. 

Mix 106.5 also did its annual 
Christmas Wish promotion this year dur-

ing which needy people in the commu-
nity were given certificates for food, 
clothing or toys for the holidays. Crouse 
says that this promotion is so popular 

that a lot of listeners actually corne to 
the station to read the hardship letters 

and then adopt the families themselves. 
Last September and October, WBAL 

collected 26,000 coats for its "Coats for 
Kids" campaign. A local dry cleaner 

The Baltimore aquarium at Inner Harbor 

drew more than 6,000 people with no 
disturbances. " In this day and age, I 
think this is important," he says. We put 
on a six-hour concert with about 14 dif-
ferent acts, ranging from hip hop to 
R&B to rap and had not one incident of 
violence, not one incident of vandalism, 
and the only complaint we got was that 
one of the groups cursed for a minute." 
Recently, KC and Joy) — members of 
the group Jodeci — performed for 2000 
people at its "92Qummunity Christmas 
Party." 
WIYY(FM) was particularly proud of 

cleaned and repaired all of them and 
they were then distributed to those who 
needed them. WBAL also ties its Orioles 
affiliation into some of its promotions. 
One such event is the "Pop Fly Payoff' 

in which WBAL has one of the coaches 
hit some baseballs out on the field. If a 
listener catches one, he or she wins a 
flight to the Midwest. Catching two 
means a trip to anywhere in the conti-
nental United States, and for catching 
three balls the prize is a free flight to 
anywhere the airline flies. 

As in any market, the bottom line is 

Baltimore Financial Snapshot 

Market Rank: 18 
Revenue Rank: 21 
Number of FMs: 14 
Number of AMs: 16 

Revenue 1992: $60.0 mil. 
Revenue 1993: $68.0 mil. 
Revenue 1994: $75.2 mil. 
Revenue 1995: $80.7 rrál. 
Revenue 199E $85.5 mil. est. 

Revenue Growth 
'89 -'94: 2.7% 

'95 -'99: 6.0% 

Local Revenue: 76% 
National Revenue: 24% 

1994 Popuiation: 2,465,700 
Per Capita Income: $ 17,976 

Median Income: $41,802 
Average Household 

Income: $48,579 

Source: / )/7/\ 
7 ,977:Lat 

what's important. The Telecom Act of 
1996 plays a major role in Baltimore 
radio now, but most managers don't 
seem to mind. 

"When we put the stations together, 
we use the sales terminology of 
'Baltimore's One-Stop Radio Shop,' mean-
ing that clients have the opportunity to 

reach a large number of consumers con-
veniently through a one-stop shopping 
opportunity," says Somers of Radio One. 

Dolan at standalone FM WPOC is not 
worried. He is confident that his one 

station can stand up there with the big 
guys. "We just focus on doing the best 
job that we know how to do. We've 
always done that, and it's been success-
ful," he says. 

"Locally, you still need marketing 
expertise. I will put my people up 
against anybody on the street as far as 
their marketing expertise. I walk with a 
big stick and no fear through the valley 
of consolidation!" 

Brian Holmes is the eirning, air person-
ality for oldies IFSRZtEllt and OM of all-
news WSPB(AM) in Sarasota, Fla. He is 
also an anchor for Metro Traffic-Tampa. 
Ile can be reached at 941-388-3936, or 
via raydiodude@aol.com 
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510 

222 Asymmetrical AM Low-Pass Processor 
Guarantees US "NRSC" compliance, or is available in several versions 
for international medium- and short-wave service. Combines 
compression, peak control and adaptive pre-emphasis. 

530 Off-Air FM Modulation Monitor 
Tunable Mod-Monitor gives accurate measurement of total mod., 
pilot injection, stereo separation, etc. The peak flasher, metering and 
alarms may be remotely located. 

710 PROM-Based RDS/RBDS Encoder 
Easiest, fastest and least-expensive Radio- Data implementation. 
"Static" mode permits selective transmission of 15 separate frames 
of data (IDs, flags, messages. etc.) with no computer or user-
programming required. "Dynamic" mode allows optional on-line 
operation for song titles, contests, etc. 

510 RDS/RBDS Decoder-Reader 
Connects to any Mod-Monitor to give accurate subcarrier injection 
measurements, and to decode and read all the common RDS/REIDS data 
groups. Features an 80-character LCD display, simple, menu-driven 
operation, and an auxiliary RS-232 output port for data archiving. 

"TVU" On-Screen Audio Level Display 
Our unique "TVU" places stereo audio level metering on the TV monitor 
screen. lndispensible for teleproduction, cable head- ends, video 
duplicators. May be switched between between VU and PPM 
measurement characteristic image may be positioned anywhere in 
the picture. 

Call today for complete technical information on these items, plus our line of 
FM air-chain products. 

Inovonics, Inc_ 
1305 Fair Avenue E 408 458-0552 AX 408 458-0554 
Santa Cruz CA 95060 U S A E-M novon cs@aol com 

Circle 22 On Reader Service Card 



Products le Services 

Maximize Your 
Revenues with Superior 

Shively Coverage. 
• FM & UHF Antennas 

• Filters & Combiners 

• 30 Years Experience 

• Full-Service Provider 

• Multi-Station Solutions 

Shively Labs, because ... 
... it pays to be heard! 

- P.O. Box 389, Bridgton, ME 04009 USA 
_ el: (207) 647-3327 FAX: (207) 647-8273 
Visit Our New Web Site: www.shively.com 

- An Employee-Owned Company-

READER SERVICE 51 

Nov! 
A Listener Information System 
that's designed for broadcasters! 

• 

Audio OnLine- is ideal for... 
Concert info... Weather/ski/surf reports... 

School closings... Traffic updates... 
Voting lines... Sports scores... Contest rules... 

HENRY 
ENGINEERING 

Guess which sales 

manager didn't 

present one of 

ept&et'c afd. 
BEST JINGLES 

to his client? 

Introducing a totally new, market 

exclusive service featuring 72 of 

America's Best Jingles from America's 

Best Jingle Writers.., available to 

qualifying stations on a barter basis! 

• Answers 2-16 
phone lines 

• Hundreds of 
messages 

• Hours of 
recording time 

• On screen call 
counter 

• Installs in any 
386+ PC in minutes 

FAX-on-Demand Doc # 124 
(818) 355-4210 

Internet: tottpewww.henryeng.com 

HENRY ENGINEERING 
503 Key \Asia Cleve 

Suerra Madre, CA 91024 USA 
TEL (818) 355-3656 
FAX (818) 355-0077 

READER SERVICE 77 

Call 1-800-280-1994 today to see if your 

station qualifies! 

broadcast results group 

READER SERVICE 130 
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Tuned In with ... 

by Lucia Cob° 

As vice president of national 
marketing for the Radio 
Advertising Bureau, Judy 
Carlough is the point person 
on an enormous marketing 
effort: selling radio to the top 
echelons of U.S. business. It is 
a role she clearly enjoys and 
with which she has had 
smashing success. 
The opportunity to come to the 

RAB and work for President and CEO 
Gary Fries presented itself as an 
opportunity too good to miss, says 
Carlough, who cites Fries as the pri-
mary reason she took the job. 

"Gary took something that needed 
solid leadership and provided it." At 
the time, she thought her involvement with RAB would be a short one: "I thought I'd come in, help fix what was wrong and 
move on to another station." 

But radio lucked out. The job proved to be a "continuous" one, and Judy Carlough has evolved it into an aggressive and 
polished campaign that recently bore fruit in an RAB board meeting that witnessed the Big Three auto makers calling on radio, 
in Detroit. A few short years ago (say, 1990) radio could not get in the door to see these very same executives. 

"There always must be someone who is marketing radio to the national community and to the local community," she says. "And 
there are more new projects to develop, like the Mercury Awards. I am far from feeling that I have accomplished what I can here." 

It seems to have helped that the job she arrived to take over lacked clear definition. With Gary Fries' and the board mem-
bers' blessing, Carlough set about to lay the foundation to cultivate radio's image in the business world. 

"WE KEEP COMING BACK, BECAUSE WE GET THE 
BENEFIT OF MULTIPLE CONSULTANTS, We've helped this cluster owner meet 

RATHER THAN JUST ONE." multiple challenges, with expert consulting and 

0 1997 

BROADCAST PROGRAMMING 

researched music in all his formats. Champ or challenger, 

we can help you win, for flexibly-scheduled barter or cash. 

MUSIC PROGRAMMING SOLUTIONS FOR THE NEW RADIO 
Call us for the whole story on Case Study #195 and many more. 

800.426.9082 experts@bpradio.com www.bpradiocom 
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"I do know that it is an effort that 
should remain long after both Gary and 
I have left," she says. What she is trying 
to build is an infrastructure that will per-
mit the evolution of the ongoing effort 
to market radio. 

That forward-looking vision was 
molded from years of hands-on experi-
ence both on-air and in the sales trench-
es. Early on in her professional career, 
Carlough joined a Chicago advertising 
agency which gave her the first glimpse 
of "a business called communications." 
Although the job turned out to be very 
short-term (the agency lost the Johnson 
Wax account and fired 113 people, 
including her, the Friday before 

Christmas), she walked away with "a 
good feeling." 

She then enrolled at Boston 
University and earned a degree in 
broadcast journalism — and landed the 
all-night shift at then-news/talk 
WMEX(AM). " I learned the ropes of the 
trade there." 

Upon graduation, she secured an on-
air job with Curt Gowdy Broadcasting at 
its WCCM(AM) and sister FM in 
Lawrence, Mass. She worked her way 
through various stations, including the 
RKO FM in Boston, WROR(FM) and the 
ABC stations in Houston, where she 
worked for Jeff Trumper. Along the 
way, she was offered (and accepted) a 

We Have What You Need! 

COMPACT DISC PRODUCTION MUSIC AND SOUND EFFECTS LIBRARIES 

Call, write or send us a fax and it will be 
a pleasure for us to send you a complete 
catalog of our compact disc libraries free 
of charge. Our catalogs have a large 
variety of what you need for your pro-
ductions. For your convenience, we will 
be pleased to send you a demonstration 
compact disc containing all the informa-
tion your need to place your order. But 
we can't send you our catalog until you 
get in touch with us. 

Available to qualified 
stations on a barter basis. 

Valentino 
. . .a complete library of production 
music and sound effects in an exclusive 
binder system. 

Valentino 

.Our products are used for productions 
around the world. 

alentirm, 
500 Executive Blvd., P.O. Box 534, Elmsford, NY 10523 USA 

TEL: + 1-914-347-7878 FAX: + 1-914-347-4764 
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job on television as a sportscaster. " It 
was a short stint," she says, "and it 
made me realize how much had to be 
given up." She decided she liked the 
radio work better. 

Part of the appeal, says Carlough, 
was the ability to stay in touch with 
people in the business and the good 
fortune to have worked with many of 
them. "Some of the people are still very 
much in the business." 

It was the on-air stint on television 
that led her to the inescapable conclu-
sion that talent had it rougher than oth-
ers in the world of broadcasting. She 
made the transition to sales when 
offered an opportunity by Jenny McAnn, 
now general manager of Boston stations 
WEGQ-FM and WBMX-FM, owned by 

I am far from feeling that I 

have accomplished what I 

can here. 

the ARS Radio Group, but who then 
worked at WBZ in Boston. 

Her on-air background meant she 
could and did write spots on the spot to 
clinch the sale. Her sales career took off. 

Opportunity knocked again when 
Infinity Broadcasting station WBCN-FM 
offered her a job in sales. Two weeks 
into the new job, the morning sports 
anchor quit. Charles Laquidera, the 
morning host, talked her into filling in 
on a "temporary" basis until a replace-
ment could be found. She agreed to do 
it, but under a different on-air name. 
Thus was born Boston's "Scooter on 
Sports," who kept the role for "four or 
five years." 
The secret identity of "Scooter" was 

fairly well kept, says Carlough, but 
when her clients would find out, 
inevitably they were "perplexed," she 
says. 

"One of the real beauties of radio is 
that to every one of those people I was 
something a little bit different — and 
the real me never lived up to what they 
thought. And it was exactly what was 
right about radio and wrong about TV." 

Eventually she received an offer from 
Noble Broadcasting that culminated in a 
general manager's position in San 
Diego. "It was the dream come true," 
she says. 

Her East Coast roots called her back 
when Gary Fries called upon her exper-
tise in 1990 to help the RAB. From that 
moment on, as they say, the history is 
still being written. 
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Affiliates talk 
about Radio One 
Networks... 

"In less than a year we have 
become one of the top five 
stations! That's in a market of 
over 30 local stations, as well 
as several signals from San 
Francisco and San Jose." 

Terry Gillingham 
New Rock, KMBYFM 
Monterey/Salinas 

"During hurricane Fran, Radio 
One never missed a beat! 
They did an excellent job of 
combining local and national 
weather updates and coverage. I 
am amazed at their capability 
to interact with a local 
situation so effectively!" 

Roy Soya 
Go Country!, WANG-FM 
Greenville/New Bern/Jacksonville 

"I can tell you for sure the 
competition (and not only 
country) is paying attention. Let 
them eat their hearts out!" 

Rod Funston 
Go Country!, KIXT-FM 
San Luis Obispo/Santa Maria 

It's time to make some quick decisions. 

CHOICE 

MOWITRY 

Whether you're struggling with multiple station management 

or in a market squeeze, you should know about Radio One 

Network's unique localization techniques and three of the 

hottest music formats available today— 

NEW ROCK, GO COUNTRY! and 

CHOICE/AC. 

Radio One doesn't have solutions 

to all your problems, but if great music programming, a 

professional air staff and a "live and local" sound is a good 

start, we just might be the answer. 

Only Radio One has 

figured out how to truly localize 

on an hourly basis. Real time, 

local weather, station ID's, breaking news, contests, promos, 

song intros.., almost everything is 

customized to your station in your market. 

With Radio One, your station sounds 

totally, seamlessly live 24 hours a day. 

And, we can even handle your commercial production, 

traffic and billing. 

Make it easy on yourself, call Radio One Networks 

today! 

HEW ROCK 

RADIO • ONE 
N E T WORKS 

800-746-2141 
Circle 18 On Reader Service Card 



Special Feature Ill 
Focusing on How Radio 

If You Can't seat Can Complement a 
Newspaper Ad 

'Em, Join 
T

lie newspaper is an institution in our 
culture. The first one in the United 
States was created in Boston in 1690. 

In the ensuing 300 years, newspapers have 
grown into massive information sources 
and advertising vehicles. From national 
dailies like USA Today to the Wall Street 
Journal, the New York Times and the 
Chicago Tribune, to free weekly papers 
such as the Miami New Times and the 
Houston Press, the newspaper has long 
been respected as a source of news and 
information. Even radio stations use 
newspapers as a prospecting source for 
their sales departments as well. 

According to information from the 
Radio Advertising Bureau (RAB), 23 per-
cent of all media advertising dollars go 
to newspaper, the highest percentage of 
any medium. 

The success of the newspaper is part-

In Today's 
Media Jungle, 

You Can't Afford 
Not To Change. 

In the fast-paced world of media, you have 
to keep improving just to keep up. 

You ought to expect the same from your 
collection service. 

At Szabo Associates, we're improving as you 
improve. As the first and largest media collection 
firm, we're providing more specialized service 
than ever. We've created separate divisions 
dedicated to each individual medium. No one 
else focuses so sharply on your individual needs. 

This know-how helps us offer value-added 
services you won't find anywhere else. Szabo 
clients have free use of the world's best database 

'Em 
by 

Doug 
ly a result of its 
image as a time-hon-
ored and traditional 
medium, says Roger Hyde 

Dodson, senior VP of training for RAB. 
A major advantage of print media is that 
the ads are tangible — they literally can 
be seen and touched. 

David Hainline, sales/marketing man-
ager of Infinity station WJFK-FM in 
Washington, adds "Retailers love to see 
their ads. There is a perception that the 
newspaper is necessary." 

Although it has been proven that 
newspaper ads do get results, it is clear 
that newspaper advertising is not as 
effective as it once was. 

According to Editor and Publisher 
magazine, 15 of the nation's 25 largest 
metropolitan daily newspapers reported 
circulation decreases from 1995 to 1996. 

on advertisers and agencies, an unequaled library 
of media information, proprietary management 
reports, international collection services, and 
much more. 

Since 1971, Szabo has helped more than 
3,600 clients achieve faster, more substantial 
settlements in every medium imaginable. Let us 
help you. Send us details of a COL 

past-due account, or call us for „:e 
more information. Because in z 
a business as tough as yours, 
you need a different breed of 
collection service. 

Szabo Associates, Inc. 3355 Lenox Road. N.E. 9th Floor Atlanta. Georgia 30326 Phone: 404-266-2464 Fax: 404-266-2165 

Schedule Is Key to 

Garnering More Radio 

Dollars 
"In every 
market, subscription rates are plummet-
ing," Dodson says. "People are not tak-
ing their daily newspaper like they used 
to." 

And while newspaper readership is on 
the decline, advertising rates have 
increased, due in part to rising production 
costs. For instance, the Boston Herald 
reported a gross circulation of 345,564 in 
1991. In 1996, the Herald reported a gross 
circulation of 284,794 — an 18 percent 
drop. In this same time period, the 
Standard Advertising Unit (SAU) rate for 
advertising space in the Boston Herald 
jumped from $ 155 to $229.50 — an 
increase of nearly 50 percent. 

Furthermore, while newspapers do 
offer a massive consumer reach with 
their large circulation numbers, it is 
important to note that these figures rep-
resent the maximum, potential ad expo-
sure, not the actual, achieved ad expo-
sure. According to MediaMark Inc., only 
69 percent of all newspaper readers 
look at general news, 40 percent look at 
sports and 34 percent look at movie list-
ings. The key point is that advertisers 
who utilize specific sections of the 
paper only reach a fraction of the 
paper's readers. 

In addition, there is one major demo-
graphic segment of the population that 
the newspaper has not effectively target-
ed. "Newspaper is quite weak in the 
younger market," says Bonnie Press, pres-
ident of Katz Radio Group Dimensions. 

According to the Dallas Morning 
News, only 52 percent of persons ages 
18-24 reported having read a newspa-
per, compared with 71 percent in 1967 
— offering a new prospecting opportu-
nity for radio formats like CHR and 
alternative that effectively target 
younger demographics. 

Press adds that the recent fragmenta-
tion of radio formats leaves the advertis-
er with more options. "Radio is much 
more precise, with the ability to narrow-
cast. You not only have country radio, 
but you also have new formats like hot 
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Management Journal 

by Vincent M. Ditingo 

adio's Ever-positive Business 

Environment 

Radio broadcasters descending upon the RAB 
Marketing Leadership Conference in Atlanta this month 
should keep top of mind the many positive factors cur-
rently impacting the radio economy. These factors will 
affect all current and future business 
transactions. 

First and foremost, the commercial 
radio industry (as of this writing) is 
posting a steady increase in both 
local and national spot business that, 
when combined, paced 7 percent 
ahead of the previous year 
(January—November '96 vs. 
January—November '95), according to 
the RAB. Added to this upward 
momentum is the potential for 
greater spending dollars in 1997 from several key product 
categories. 

For example, General Motors is rolling out a multimil-
lion dollar campaign for mass marketing its Used Car 
Program, a burgeoning area in automotive retail. 

Radio executives should also expect the unveiling of 
large marketing budgets by both long-distance and 
regional telephone companies as they enter each other's 
markets competing for new customers while, at the same 
time, promoting cellular and Internet access services. 

These events directly lead to the underlying mission of 
commercial radio in 1997 — to measurably improve upon 
the percentage of available local and national advertising 
dollars. The groundwork has already been laid by the 
consolidating dynamics of the ownership landscape. 
Driven by the emerging, local station minigroups, radio is 
finally well positioned to significantly increase its overall 
media market share. 
One way this is being achieved is through the indus-

try's new competitive framework for maintaining healthy 
profit margins, particularly when operating multiple sta-
tions in medium-size markets. By offering advertisers a 
venue for "one-stop" media buying within a given market 
or markets — that is, buying several competing stations 
under common ownership — radio minigroups will usurp 
large portions of new business otherwise allocated for 
daily newspapers and local television. 

More and more of these single-market minigroups are 
discovering that new reach and frequency comparisons 
with other media, using the same budgetary parameters, 
are bearing out radio's true effectiveness in delivering 
consumers. 

Other positive trends for radio broadcasters to watch 
include an upswing in hiring among advertising agencies 
nationwide. Generally speaking, many agencies have 
been expanding the number of buyers and planners and, 
in some cases, creative media personnel in anticipation of 
more retail ad spending. 

Today's hiring trend speaks to a much healthier adver-

Trends in Business 

Applications, 

Marketing 

Systems and Strategic 

Planning 

tising industry than in the early 1990s when headlines 
told of massive debt and layoffs at major agencies, a 
consequence of the then deep-rooted recession affecting 
all business segments of the economy. 

As for radio, given that there are just more than 10,000 
commercially licensed stations in the United States as of 
the end of 1996, the continuing rise in overall revenues is 
a statement of the tenacity of all commercial radio man-

agers. It also reflects new perfor-
mance efficiencies of local station 
operations due to ongoing mergers 
and acquisitions of broadcast groups. 
For long-term advertising results, 

broadcasters will need to focus on the 
repositioning of stations to listeners 
and marketers alike. (See next item.) 

edefine 'Positioning' 
Because the United States has 
quickly evolved into a media-satu-
rated, information-rich society, the 

proper "niche" positioning of programming products for 
the listener/consumer is more essential now than any oth-
er time. This is particularly germane as more consumers 
and businesses turn to the Internet as an entertainment 
and marketing vehicle. 

Therefore, any marketing effort on the part of new 
local station minigroups must be "repositioned" to both 
consumers and advertisers. For the latter, radio's new 
owners must successfully position the depth of demo-
graphic and age cell characteristics for its listener base. 

In "The New Positioning," (McGraw Hill, 1996), noted 
advertising executive Jack Trout ( with Steve Rivkin), 
reminds us that the term 'positioning' is simply concen-
trating on an idea "that defines the company in the minds 
of consumers." Adapting this philosophy to radio, any 
audience marketing campaign should clearly define or 
stimulate the concept behind a station's format (new or 
old) in the minds of new and existing listeners. 

In his book, Trout notes that companies that lose sight 
of their markets "quickly stiffer the consequences." 
Among the reasons for losing market position today, 
according to Trout, are the unpredictable shift in con-
sumer attitudes and the fast pace of changing technology. 

Trout advises companies to "constantly survey" con-
sumers about their product or service to avoid potential 
marketing pitfalls. Any marketing strategy, says Trout, 
should now include "marketing intelligence." 

In radio, the same basic principle applies when com-
peting for advertising customers. 

Vincent M. Ditimo is a business writer media consul-
tant and educator as well as president of Ditingo Media 
Enteiprises, a New York City-based creative communica-
tions company. 
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country and country oldies that target 
more precisely," she says. 

Less time for the paper 
l'ress suggests that a different weak-

ness of the newspaper is the inability to 
cater to a population that has increas-
ingly less free time. " Leisure time is 
diminished," she says. " People spend 
less and less time with the newspaper, 
while time spent with radio has not 
dropped. It is virtually everywhere. It's 
very mobile. You can't read the paper 
while you're driving or at work." 

Consequently, according to Interep 
data, about 40 percent of Americans' 
media time is spent listening to radio, 
while 10 percent is spent reading a news-
paper. Hainline adds an example from his 
market: "The average Washingtonian 
spends only 12 minutes a day with the 
newspaper, while the average 
Washingtonian spends one hour and 19 
minutes with Howard Stern and one hour 
and 12 minutes with Don and Mike," 
both syndicated shows on WJFK-FM. 

Hold the attack 
So how do radio sales executives 

attack the newspaper to demonstrate 

the effectiveness of radio? The answer. 
according to industry professionals is 
simple: You don't attack. 

"A negative sell against newspaper is 
not the way to do it," Hainline says. 
"Emphasize how radio and newspaper 
can work well together." 

Mike Mahone, RAB executive VP for 
services, acknowledges that RAB has 
had to modify its products to better suit 
this new approach. "We had a whole 
section that we called 'anti-newspaper.. 
Imagine the effect on advertisers if they 
hear a radio sales rep mention the terni 
'anti-newspaper.' We should really be 
trying to figure out how the advertisers 
can achieve better results." 

Dodson says that radio salespeople 
should make their pitches not by attack-
ing newspaper, but by understanding 
the fundamentals of both newspaper 
and radio advertising. "You need to 
understand how to make all advertising 
media work," he says. 

"Salespeople need to understand 
radio and how it really works. Not how 
ratings work, not how cost per point 
works, but qualitatively understanding 
the lifestyles and behaviors of 

In 1997, let Talk America Radio Networks 

help your station make more money. 

Improve Programming 

Reduce Costs 

Increase Your Sales 

Talk America Radio Network #1 

Talk America Radio Network #2 

WorldWeb News Network 

TALK A ¡CA 
Radio Networks© 

617-828-4546 

Booth 6 at the Convention 

At its 1997 Marketing Leadership 
Conference, RAB, in conjunc-

tion with Arbitron, will announce an 
all-new program to expand the use 
of radio by heavy newspaper adver-
tisers. The program will be centered 
around a research project that RAB 
President Gary Fries describes as "a 
perceptual study of advertising deci-
sion-makers of companies that show 
a trend toward a heavy concentration 
in newspaper advertising." 

Fries says that the study is designed 
"to establish factually the magnetism 
that holds traditional advertisers to 
newspaper." The project will be a 30-
question telephone survey focusing on 
the rationale of the decision-maker 
when choosing to advertise in various 
media. Included in the survey are ques-
tions about the customers' target audi-
ence, the perceived importance of vari-
ous media, current and future 
advertising budgets and allocations, as 
well as the buyers' perceptions of cost, 
audience size, targetability, flexibility 
and effectiveness of newspaper, radio 
and other major advertising media. 
Once the results of the survey have 

been established, RAB will incorporate 
the information into its sales training 
modules. 
RAB Executive VP of Training George 

Hyde says that RAB will unveil the 
results of the survey along with its rec-
ommendations based on these findings 
during a luncheon at the MLC. Hyde 
also mentioned that the MLC will show-
case an entire afternoon of seminars 
designed to address the findings of the 
survey. "We're taking what we learned 
in the survey and making specific rec-
ommendations to sales managers and 
salespeople," Hyde says. 
RAB will also use its recommenda-

tions in a year-long series of radio semi-
nars. "We have developed an all-new 
training program that is customized to 
meet the needs of the individual mar-
kets where we will be presenting the 
programs in conjunction with regional 
and local radio organizations," Hyde 
says. 

Fries adds that the results of the 
study will help radio station salespeople 
do a better job of understanding their 
clients' perspectives. " It will allow the 
reps to think like an advertiser rather 
than thinking like a sales rep." 
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Americans Dodson adds. You need to 
understand people's lifestyles to make 
your customer's act dollars go as far as 
they can." 

Hence, a new school of thought is 
surfacing in the selling of radio air time 
to heavy newspaper advertisers — 
increasing business and billing by sug-
gesting that radio ads complement news-
paper ads rather than replace them. 
According to Hainline, good 

prospects for radio clients can be found 
on every page of newsprint in any given 
city. He suggests that the employment 
and book review sections are among 
the most effective. 

"We look at the Employment section, 
and our pitch is that you will hit a more 
qualified prospect with radio as they are 
driving to and from work. You reach 
people who might not be out of a job, 
and you reach them as they are most 
vulnerable," Hainline adds. "The book 
section is a good source, as authors 
make appearances at bookstores and 
take out a full page ad in the paper. If 
you reduce the size of the ad, by using 
radio you can triple the frequency." 

Here, Hainline utilizes a technique 
suggested by many radio industry lead-

ers as a method of securing ad dollars 
formerly earmarked for newspaper: the 
recommendation that the advertiser 
reduce the size of his or her newspaper 
act and devote the dollars saved to a 
radio schedule. Thus, the advertiser still 
maintains his commitment to newspaper 
and increases the impact of the advertis-
ing message with radio's ability to create 
frequency, all without increasing the 
advertising budget. 

"The question to ask is, " If I can 
show you how to increase your reach 
and frequency without increasing your 
budget, would you be interested?" 
Hainline says. 

According to RAB data, the cost for a 
half-page ad in any given newspaper is 
typically about 100 percent higher than 
the cost of a quarter-page ad. While the 
advertising costs multiply depending on 
the size of the newspaper ad, the reach 
is only 5 percent better for a half-page 
act than for a quarter-page ad. 

While increasing frequency with a 
radio schedule, the advertiser in this sit-
uation also receives the added benefits 
that make radio an effective advertising 
medium in its own right. "Radio is intru-
sive. It reaches people when they are 

most vulnerable, when they are in the 
car," Hainline says. 

Dodson emphasizes radio's power to 
whet the appetite of consumers. "We 
can do some things beyond what the 
newspaper can do," he says. "The news-
paper can't bring about change in busi-
ness. The newspaper is reaching busi-
ness that is already established. Radio 
can talk to brand new people. entice 
them and make an enthusiastic 
approach. The ads have more impact." 

Stewart Yaguda, president of Interep's 
Radio 2000, adds, "Radio reaches listen-
ers at the time of purchase and reaches 
impulse buyers. Radio is a targeted 
medium, but combined radio reaches 95 
percent of everyone." 

There are several services available to 
radio station sales personnel that help 
demonstrate radio's effectiveness in con-
junction with the newspaper. 

RAB's services include the Newspaper 
Performance Report, which includes 
information from a variety of sources to 
document a major daily newspaper's 
changes in gross circulation and adver-
tising rates. This report also features 
Starch readership scores and ad "noting 
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1400 EYE STREET NW, WASHINGTON, DC 20005 

2 

News, Features, Personality... 
and No Network Commercials! 

Setting the pace again, UPI's Morning 
Show is digitally-delivered with no 
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You know what your air- time is worth, 
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factors," which indicate the percentage 
of a given newspaper's readers who 
remember seeing a particular ad. 
RAB also provides information in the 

forms of Simmons Choices reports, as 
well as publications like the Media 
Marketing Guide & Factbook, Media 
Facts and Sound Solutions. 

Interep offers its stations an extensive 
Power Point presentation called 
"CityNets," which documents the attrib-
utes of both radio and newspaper. 
Interep also provides a service called 
"CitySearch," which shows reach and 
frequency data within a set budget for 
newspapers and radio in the nation's 
top 20 markets. 

Hainline utilizes RAB and Simmons 
research in an organized pitch for his 
sales staff. "We put together a pitch that 
is client friendly and rehearsed so every-
one is comfortable with it. The pitch is 
that radio delivers a higher reach and 
higher frequency for the same cost or 
less." 

Yaguda stresses that there is a need 
for radio stations to work together to 
improve the advertiser's reach. "You 
need to go out as a group of stations 
and reach advertisers. On a national 
basis, it is hard to beat a strong newspa-
per like the Chicago Tribune with just 
one station," he says. 

Dodson also emphasizes the impor-
tance of creating just the right radio 
commercial to convince decision-makers 
who are new to the medium. "There is 
nothing more important than the mes-
sage. We must grab people and get their 
attention. You need to appeal to the 
emotions, and you can't appeal to the 
emotions very easily in print. Radio is 
powerful because it is a personal, orw 
on-one medium," he says. 

Mind games 
Press adds that radio has a unique 

power to create images in the minds of 
its consumers. "Print limits the opportu-
nity by showing a picture, while in 
radio, you're leaving it up to the listener 
to envision the product," she says. "We 
should not be apologizing for a lack of 
video. Radio is 'theater of the mind.' It 
there is good creative, the mind can 
conjure up the image." 

Radio commercials can also be called 
"little bitty movies for your ears," as 
described by Paul Fey, executive pro-
ducer/director for World Wide Wadio, a 
Los Angeles-based advertising agency. 
"Radio utilizes the same technology as 
the movies, only in the listener's head 
Done right, radio is the most visual 

RAB's Five-point Plan 

The Radio Advertising Bureau 
provides a host of informational 

services designed to help radio sales 
executives achieve better results. 

In RAB's November 1996 
Monthly Marketing Kit, a five-point 
plan is suggested to properly 
demonstrate radio's effectiveness in 
conjunction with the newspaper: 
1) Start with the mutual under-
standing that newspaper is a fine 
medium. 
2) Confirm that the client's newspaper 
advertising is working but perhaps 

not as well as he or she might like. 
3) Document through newspaper 
analysis how and why the newspa-
per advertising is achieving the cur-
rent results. 
4) Persuade him to agree that he 
could be getting better results if his 
advertising could reach more of the 
right consumers more often. 
5) Prove to him that adding radio to 
his advertising program can help 
improve those results without 
increasing costs. 

— Doug Hyde 

medium of all, Fey says. 
By reaching more consumers with a 

creative message, radio helps the news-
paper advertiser by leaving an imprint 
in the consumer's mind. "The average 
person gets anywhere from 3,000 to 
5,000 marketing impressions a day, so 
we tend to filter all those impressions 
out. Radio offers the opportunity to 
achieve the level of frequency necessary 
to cut through the clutter," Mahone says. 

Therefore, by utilizing newspaper's 

reach and radio's benefits of frequency, 
intrusiveness and creativity, rather than 
simply enlarging a newspaper ad, the 
client has a better opportunity to hear 
the sweet, musical sound of his cash 
registers ringing. 

Doug Hyde is a free-lance writer 
based in Tampa, Fla. He is a regular 
contributor to Tuned In. He can be 
reached at (813) 225-0535, or via e-
mail at radioguy22@aol.com 

Tuned In 
Yell, he's Tuned In! 
"As consolidation becomes 

increasingly more frequent, the 
analysis I get from Tuned In keeps 
me up-to-date on all the events in 

this fast changing business". 

— Bob Longwell, 
Vice President, General Manager 

Patterson Broadcasting 
KSSK-AM, KUCD-FM, KIKI-AM/FM, KKLV-FM, KHVH-AM 

Honolulu, Hawaii 

From New York to Los Angeles, from Chicago 
to Houston, from Seattle to Miami - the big names read 
the best publication for radio management - Tuned In. 

If it affects your bottom line, we've got it covered. You 
can't afford to miss one issue! 

Are you borrowing someone else's copy of Tuned In? For 
your FREE subscription, call 

(703) 998-7600, ext. 151 
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Conferences: April 5 & 6-10, 1997 
Exhibits: April 7-10, 1997 
Las Vegas, Nevada USA 

Name  
Company 

Address  
City  State  Zip(Postal Code)  Country  

Phone  Fax 

For up-to-the-minute registration, exhibitor and program details: 
• Visit the NAB Website at www.nab.org/conventions/ 

• Call the NAB Fax-On-Demand Service at (301)216-1847 from the touch-tone handset of your fax machine and follow the voice instructions. 
• Or for information on attending, call (800)342-2460 or (202)775-4970. For information on exhibiting call (800)NAB-UPO or (202)775-4988. 

TUNE- IN TO NAB...YOUR RADIO CONNECTION. 
With all the changes the radio industlf is going through — deregulation, consolidation, new technologies — 
how can you survive ? And thrive? You can start by attending two can't-miss events. Both sponsored by NAB 
and filled with the took you need to successfully navigate this new era. 

When it comes to radio, NAB'97 really pours it on. With two 

targeted Radio/Audio Pavilions, NAB'97 is setting the pace of 

convergence. At NAB'97, you'll: 

See the hottest new technologies, products and services for 

radio broadcasting and audio production; plus explore the 

latest innovations for satellite communication, 

telecommunications, multimedia and the Internet. 

• Learn tools and techniques to succeed at the NAB Radio 

Management Conference and RAB Sales and Marketing 

Conference plus have full access to 10 additional conferences 

covering topics like law & regulation, satellite 

communication, the Internet and more. 

Network with thousands of your colleagues 

and rub elbows with industry leaders at dozens 

of special events. 

NAB'97. Everything you need to 

compete in the world of 

convetgence. 

„ode 

Register on the Web! Check our website at www.nab.org/conventions/ 
for all the latest information on NAB'97 and The 1997 NAB Radio Show conferences, exhibitors, registration and housing. 

RADIO 
Site 
September 17-20, 1997 
Morial Contention Center 
New Orleans, Louisiana 

This event is a magnet for the best and brightest who are leading the 

industry into the 21st century. So, come to New Orleans in 

September and get ready to super-charge your business: 

V' Learn from radio's leading managers in dozens of interactive and 

idea generating sessions. 

'V Sharpen your edge in sessions on management, programming 

and production, as well as in the Radio Advertising Bureau's Sales 

& Marketing program. 

• Hone your skills in NAB's new Engineering Certification Program. 

✓ Meet nearly 200 suppliers of Radio/Audio technologies, 
products and services, follow up on your NAB'97 contacts 

and wrap up end-of-year purchases. 

Y Network at the one event that's a who's who of radio. 

The NAB Radio Show. It's a hot bed of ideas, opportunities, and 

entertainment. If you're a radio professional, this is the one 

event you can't afford to miss! 

Win a free hotel stay in New Orleans' 

Check our wehsite for details. 

For more information, complete this form and fax to: (202)429-5343 

Please send me information on NA13.97 U Attending U Exhibiting 

Areas of Interest (check all that apply): U Radio/Audio 0 Television/Video/Filin CI Multimedia 0 Internet/Intranet 0 Telecommunications 0 Satellite 
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Make Tracks to MLC '97 
The often tur-

bulent winds 
of change that 

have swept through the radio industry 
since the passage of the Telecom Act 
last February have left many radio pro-
fessionals reeling, wondering what hit 
them and figuring out how to rebuild — 
or rather, restructure — radio sales 
departments after the storm. 

The Radio Advertising Bureau pro-
vides some of the necessary tools for this 
project, as the RAB Marketing Leadership 
Conference '97 convenes at the Marriott 
Marquis Hotel in Atlanta, Thursday, Feb. 
6, through Saturday, Feb. 9. 

The conference offers its perennial 
assortment of forums and workshops, 
but the focus this year is decidedly — 
and necessarily — different. 

During the luncheon on Friday, Feb. 
7 — mysteriously dubbed "The 
Competition" — RAB plans to unveil the 
details and findings of a joint 
RAB/Arbitron survey of heavy newspa-
per advertisers (see related story on page 
28). At the heart of the survey is getting 
radio's hands on the ad dollars flowing 
into newspaper by understanding how 
advertising decision-makers think. 

New at this year's conference are 
"Study Tracks." RAB suggests a course 
of study, so to speak, for general man-
agers, sales managers and salespeople, 
recommending which of the 100-plus 
sessions, workshops and forums are 
most relevant for these three categories 
of attendees, enabling them to make the 
most of their time at the conference. 

Several of the sessions, though not list-
ed in each of the proposed Study Tracks, 
fall into the don't-miss category. The 
workshop " Restructuring Your Sales 
Department," which begins Friday at 9:30 
a.m., offers solutions to the daunting tasks 
of selling multiple formats and reorganiz-
ing personnel in your sales department. 

Transcending radio's consistent 7 
percent share of advertising revenues 
entails learning where to look for new 
business. The workshop titled "What's 
New in New Business Development?" 
(offered on both Friday at 2:30 p.m. and 
Saturday at 9:30 a.m.) tells you where to 
look for new, big-dollar sources of rev-
enue. A second workshop, called 
"Where Is the New National Business?," 
explains that there's a world of national 
business waiting for you — if you know 

by Whitney Pinion 
where to find it 
How do you prepare 
for selling radio in 

the new millenium? "Radio's Role in 21st 
Century Marketing" looks at radio's role 
in the next century and what you must 
do now to prepare for it. 

Among the many other workshops 
of the MLC are several on managing sta-
tions and generating revenue in small 
markets; fighting the battle of cost-per-
point; communicating effectively; and 
hiring and retaining the best salespeo-
ple. There are also a number of get-
your-wheels-turning sessions, including 
"Promotions, Promotions, Promotions," 
a fast-paced overview of the hottest pro-
mos, and the new session "Get Tanked," 
a free-form prob-
lem-solving session. 

This year, like 
every year, the con-
ference draws a 
number of top-
notch speakers from 
radio and other pro-
fessions. RAB 
President Gary Fries 
offers his unique 
view of the radio 
industry during his 
State of the Industry 
address on Friday at 
7:30 a.m. After-
wards, nationally 
recognized speaker 
Patricia Fripp promises to rouse the 
crowds during her motivational keynote. 

Al Ries, marketing expert and author of 
the bestseller "Focus: The Future of Your 
Company Depends on It," explains the 
importance of having a company focus — 
and the pitfalls of losing that focus — dur-
ing his Saturday morning keynote address. 

Relating the larger picture of eco-
nomics to the radio industry is what Dr. 
Gene Stanalone promises to do with his 
address, " It's the economy, stupid!" 
Stanalone is scheduled to speak after 
lunch on Friday. 
Reward yourself on Saturday night after 
a couple days' hard work. Unwind at 
the 5 o'clock cocktail party and then 
stick around till 7 p.m. for the RAB 
Grand Finale bash. 

For more information, contact Dana 
Honor in Dallas at 800-722-7355, or 
Gail Steffens in New York at 800-917-
4269. 
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Exhibitors 

Check out the action on the exhib-
a floor during the conference. Set 
in the Imperial Ballroom of the 

Marriott, the floor is open almost all 
clay on Thursday, Feb. 6 ( 11 a.m. to 
8 p.m.); on Friday, Feb. 7, from 2 to 
8 p.m.; and on Saturday, Feb. 8, 
from 2 to 7 p.m. 
At press time, the following com-

panies were confirmed as exhibitors. 

Ad Blocks 
Advent Information Solutions 

Arbitron 
Audio Broadcast Group 
A-Ware Software 
Broadcast Products 
Broadcast Results Group 
Communication 
Graphics 

CBSI/Custom Business 
Systems 

Datacount Inc. 
Dataworld 
Dateline Marketing 
International 

First Flash 
Gowdy Printcraft Press 
Hungerford, Aldrin, 
Nichols & Carter 

Jackpot Promotions 
Chris Lytle & Associates/ 
The Advisory Board 

Marketron 
Maxagrid International Inc. 
The Media Audit 
Miller, Kaplan, Arase & Co. CPA 
National Association of Broadcasters 
RPMC 
Radio Advertising Bureau (RAB) 
Radio Computing Services Inc. 
Radio Concepts USA 
Radio Direct Response 
Research Director Inc. 
SRT Enterprises 
Sell Thru Software 
Strata Marketing 
Talk America Radio Network 
'IAPSCAN Inc. 
TOMA Research 
Voice Trak 
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Gm. MIMI 

"Nope. No way. Forget it. 
This Instant Replay is mine:" 

Hey, we understand. After all, Instant Replay puts 

I,000 of his favorite noises right in front of him — 

ready for instant playback. No other audio player 

makes it so easy to be spontaneous and creative. 

It's fast, it's easy and it's fun. 

Check it out. One Instant Replay can store 

up to 16 hours of stereo sound. That's 16 hours 

of sound effects, spots, promos, even entire 

songs — anything — and you can play any 

of them back instantly just by pressing one of 

50 Hot-Keys! There's no need for a computer 

and no need for training. It's self-contained 

and it works right out of the box — just 

push the buttons and go! 

Transfer one cut or one 
thousand between machines 
using the D-NET high-speed 

digital audio network. 

Try Instant Replay Free! 

Call 818-991-0360 

To prove how 

Instant Replay 

can make your 

station better, you can Test Drive one 

with no obligation! Call us now for free 

overnight delivery of your Test Drive 

unit. And like Rick Dees, once you 

get your hands on Instant Replay 

you won't want to give it back either. 

Print hard copy lists of all 
stored cuts so you always 

know what's where! 

AUD I 0 PROFESSIONAL DIGITAL 

5321 Sterling Center Drive • Westlake Village, CA 91361 

(818) 991-0360 • fax ( 818) 991-1360 • http//www.360systems.com 

'Suggested retad pnces $2995 for 4 hours of storage. $3495 for 8 hours of storage and $3995 for 16 hours of storage 

360 Systems Instant Replay is a regrstered trademark nf 360 Systems. 01996 360 Systems. 

Store up to l6 hours 
of CD-quality digital 

audio on Instant Replay's 
internal hard disk. 
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as your client needs them to be. 
You should try these remotes at a 

shorter length than the traditional three-
hour remote — mainly because you will 
run out of premiums before the remote 
ends, but also so these remotes maintain 
the image of being special, limited-time 
offers. Some stations with small promo-
tional budgets can have the client pay 
the specialty company directly and then 
bill the client for the live broadcast. Any 
way you look at it, your station logo is 
in the market more than it was previ-
ously, and your client is footing the bill. 

Determine your value-added mini-
mum: When do you give a client a 
remote, what spending level do you 
require and is that amount standardized? 
If you don't have a level yet, set one 
and make it high so that it would 
apply only to 15 percent of your 
client base. A free remote is quite a 
prize and the requirements should 
he high. 

If you're dealing with an 
agency, make it clear on your 
confirmations or contracts that 
the remote will be billed at a 
regular rate if the order 
should magically be can-
celled after the remote 
takes place. 

Having fabulous talent 

present at remotes should go without say-
ing, but sometimes we have talent who do 
not do well in the public arena. Talking 
into a mic and improvising in front of live 
bodies are two different things. 
Some jocks have not been trained to 

work a crowd. If you have a jock stand-
ing by the van between breaks rather 

1—fflumg e 
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Remotes with All the Trimmings 
Listener Giveaways 

Dynamic Ws 
e-11 evert/de Your ervisr, 

than mingling with the customers, or if 
he or she talks more about the hot dogs 
than the cars, something is wrong. 

But you can fix it. Hire a drama 
coach from a local high school or col-
lege to give a workshop on improvisa-
tion techniques. Or, get some of your 
jocks involved in Toastmasters to devel-
op their public speaking talents and 
ease some of their stage fright. 

At some point in your growth, you 
can't afford to have full-time jocks who 
are only comfortable behind the mic. So 
give them the tools to develop their tal-
ent. Clients will pay more for jocks who 
really show an effort in pleasing the 
crowd. 

Remote broadcasts are a great pro-
motional vehicle for both the client 
and the radio station. They should be 
bigger than life and fun! That takes 
planning on the part of both the 
client and the station, not just the 
station. There are stations that pro-
vide an entire remote menu, offering 
everything from hot dogs to balloons 
and more. Make sure the client's offer 
to the listener is as appealing as your 
freebies. 

Kris Cantrell is general manager of 
WTSH-AM-FM and WZOT(AM) in 
Rome, Ga. 

Products 81 Services 

FINANCIAL SERVICES 

$ LOANS BY PHONE $ 
Equipment Financing up to $ 150,000 with no 
financial statements required. Many Flexible 

payment plans available, and no dove payment! 

(800) 699-FLEX (3539) 
Call Jeff or Dave tot-free. FLEX Lease, Inc 

THIS COULD 
BE YOUR AD! 
FIND OUT HOW YOUR AD 

CAN REACH RADIO 

PROFESSIONALS. CALL 

SIMONE MULLINS FOR 

DETAILED INFORMATION 

ON RATES 81. DEADLINES. 

703-998-7600 

COMPACT DISCS 

But I Don't Need 500 Discs!  
If you're a syndicator and require 

your radio shows on Compact Discs 
and out there FAST call 

Diel-R,em 
I to 300 discs duplicated OVERNIGHT. 
We'll even print a label right on the disc' 

(800) 815-3444 
NYC ( 212) 730-2111 • www.digirom.com 

130 West 42nd Street • New York, NY 10036 

STATIONSit 

STUDIO SERVICES 

FREE PRODUCTION! 
Customized production, only a fax away! 

ID-PROMO-SWEEPER -STATION LINER 

SAMPLE AT NO COST! 

Fax copy now (318) 797-1191 i or more 

details call Diamond Productions Studios 
toll free at 888-200-9351 

Sell/Bu a Station 
find an investor, investors find 

BDCTRS on the internet's first radio 
station listing spot 

http://www.buysellradio.com 

319-243-8679 

PROFESSIONAL CARDS 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

RADIO AND TELEVISION 

Box 280068 
San Francisco, CA 94128 

707/996-5200 HE 202/396-5200 D.C. 
707/996-5280 Fax 
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Facility Spotlight 

VIQCD(Fk$) 
New York 
Owner: Tribune Broadcasting 

General Manager: Robert Paquette 

Systems Manager: Andrew Bater 

Systems Engineer: Nick Doshi 

Format: Smooth Jazz 

ribune's WQCD(FM) had operated from the same 
studios and offices in the landmark Daily News 
Building since 1965. After more than 30 

‘..ais, the time came not only for new offices but 
for a technical upgrade as well. 

In spring 1996 the station moved to a lower 
floor in the same building, along with other 
Tribune television and corporate units. This co-
location provided the financial resources and 
cost-sharing that enabled the station to build 
first-class office facilities, a multimedia confer-
ence room and a large shared reception area. 

The heavy-duty construction of the floors made 
for excellent acoustic isolation and allowed for prop-
er air-conditioning and raised computer floors in the four 
new studios and master control area. 
WQCD used the relocation as an opportunity to make the 

transition to digital audio storage. Almost a year before the 
actual relocation, the station began a gradual transition to an 
RCS Master Control system utilizing redundant Novell file 
servers. For the last few months before the move, the station 
ran both tape cartridges and the RCS system in parallel before 
going "cold turkey" in the new location. During the move, 
fiber optic cables carried digital audio (and office computer 

data) 24 floors between the 
old and new locations. 
The air studio was 

designed around the vari-
ous VGA, video and televi-
sion monitors. A refurbished Pacific Recorders AMX-18 con-
sole was utilized for this room, although an extra counter 

top was fabricated for a future digital console. 
The main production room features digital 

and analog routing, a Yamaha 02R digital 
console, Roland DM-800, RCS workstation 
and outboard gear. The geometry of this 
room was specifically set up to provide 
optimal monitoring for the operator as 
well as 
comfort 
for talent 
and guests. 

Two other 
light production 

rooms utilize Pacific 
Recorder BMX-II and ABX 
consoles. 

u. 

• 

Facility Spotlight offers a 
look at i.nnovative radio 
facilities. Share your cutting 
edge with us. Contact 
Whitney Pinion at (703) 
998-7600, x129. 

d 
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Who Knows what lurks 
in the minds of the creators at 

SMARTS Broadcast 
Systems? 

The Spider Knows! 
The Spider spins through the World Wide Web, weaving together 

business, operational and audio data. It links spot production, logs, 
billing and many other station operations into a single, cohesive, cost-

effective unit. 
The Elvis imitator in Memphis produces a spot that airs in LA 20 

minutes later! Your morning man can be anywhere on the planet and 

be on the air for every shift, and be on multiple stations in the group. 

Your sales department in Peoria shares promotions and ideas with 

your sales force in Lincoln. 

There are no expensive satellite links, ISDN lines, toll calls or 

other extraordinary costs—just big savings to your operation month 
after month, year after year using The Spider and SMARTC ASTER 

Digital Audio! 

We're Changing the World of Broadcasting 
Via the Internet 

/ 1/   einniqr19 . 

Grandams t Sys terns 

P.O. Box 284 Emmetsburg, IA 50536 http://www.ncitnet/smarts 
800 747-6278 Fax 800 498 0618 Email sniarts@ncn.net 
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