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Already working in more than 450 markets! 

JONES RADIO NETWORK 

Bring the celebrity power oi 
Wink, Gary and Chuck, 

Crook & Chase or 
immy Carter to your station! 

Ask about market exclusivity for 
The Music of Your Life, The Crook & Chase Country Countdown ard The Nashville News Source. 

Call Jones Radio Network today. Gene Ferry NSM 303 • 784 • 8700. 



DIGILINK 

Audio 
Consoles 

11-estandout #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 !Tom $3,995 

22000 Serles Consoles imm $6.995 

Rinurge 

Arrakis, 
your complete solution... 

Digital 
Workstations 

#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 

Digihnk & Trak*Star 
Workstations 

from $7,995 

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

With 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 frcm 
the compact qews studio to the major market network origination 
center. Complete Arrakis equipped studios can be found around 
the world from Tokyo, to Moscow. to Japar, to Tahiti. Call Arrakis 
today for your equipment or studio needs 

Sony Worldwide Networks 
Manhattan, New Yorli 

r r I< s 
-1- H WV11 • 1,1 cII _ 

3 CD ) . in some areas (970) 224-2248 

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 S995 

Modulux studio 
furniture systems 
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1320ee 
SPORTS 

To show you how easy it is to 
make money with sports. 
were offering the video. 
"Marketing Sports... taped at 
RAB 97 and available exclu-
sively from Prime Sports. 
You'll learn firsthand from the 
pros the many opportun;ties 
the sports format offers. Its 
just another example of the af-
filiate support we provide. 
Call 800-832-9618 today for 
your FREE copy and to learn 
what Prime Sports can do for 
your station! 

Mr. Jerry Overton 
Regional Sales Manager 

Prime Sports Radio 100 Suite 100 East Royal 'Lane,  

Irving, TX. 15039 

I w anted to take this opportunity to let you know how pleased I an decision to 

d my staff at 

1320 Sports are with your fee sports network. As you are aware 

Dear , the 

switch frorn our all-talk format to sports was made quickly at Prime 

, and the turnaround 
Jerry, 

time was very little. I was very impressed with how you and the staff 
Sports were able to accommodate our every ne,ed in such a short amount of time. 

As we progress with the all-sports format, i continue to be impressed with the 
immediate cooperation from your air personalities in updating our local liners 
and promos. Additionally we think the " shouts" add a great deal to both local 

and network shows. I also think it is great that Prime Sports proves such fun 

Ptgiin, Jerry, keep up the great work. 1320 Sports is pleased to be working with 

giveaways to their affiliates for their listeners. 

real professionals! 

Best regards, 

Leigh A. Moylan 
General Manager 

961 Marco Blvd. •  PN 

Suite 400 • Allen:0%0, 18103 

Call 800-832-9618 now 
to get your FREE video! 
Circle 1 On Reader Service Card 



Station to Station 

The 
Chic of 
Geek 

N
ot long ago, I got hooked up to the Internet via my home computer. I had 
been anticipating that day for a long time. I could surf the Web. I could 
send e-mail to friends and family. I would be more efficient in my com-

munication. I would open myself up to a whole dimension of www" possibilities. 
A stack of manuals and how-to guides stare at me from my computer desk amid 

the warranties and a box of disks. Sometimes just looking at that stack after a long 
workday makes me tired. But I am determined to learn more about this amazing 
machine that will transform my life, even if I can spare only a few minutes some 
days. 
You, too, are probably in a situation in which, in the midst of increasing job 

responsibilities and pressure, you need to come up to speed on not only the 
Internet and what it could do for your station, but also ever-changing station 
equipment — hardware and software — that would make your operation more 
efficient. 

At the RAB conference a couple months back, keynote speaker Patricia Fripp 
admitted that she relished being called "the goddess of geek." She embraces new 
technology rather than shying away from it. Every time she attends a computer 
workshop or seminar, she said, her head aches. But she knows all the learning is 
worth it. 
Nowadays, geek is chic. Radio industry trades once devoted almost solely to 

management and sales now feature technology stories alongside their usual arti-
cles. Learning the details of new equipment and the how-to of it all is no longer a 
job you have the leisure of delegating to your chief engineer. 

This month, NAB convenes in Las Vegas for its annual spring show. Radio man-
agers tend to stay away from this predominantly "techie” show and save their time 
and money for the NAB Radio Show in the fall. If you have committed to making 
the trip to Vegas, then get your money out of it. Walk around the exhibit hall, talk 
to people, check out the new gear. On page 34, I mention some of the vendors 
and products or services that might be of interest to non-engineering types. Attend 
some technical sessions that you may have shied away from in the past. Wander 
over to the Sands Expo Center and learn about doing business on the Web. 
Keeping up with what's happening in the domain of technology is no longer an 

option. If you are not technically inclined, or if you are an amateur in the world of 
digital products and high-speed modems, the task is daunting. You hardly have 
enough time to return phone calls, let alone to spend hours exploring the Net or 
reading manuals and technical trades. But, as Ms. Fripp asked, why would anyone 
want to do business with you if you haven't figured out the simplest operations of 
a computer? 

If you are a disciplined student of new technology, then congratulations. If you 
do not do your homework, your pain in the long run could be more intense than 
the headaches of learning. You may find your closest competitor whizzing past you 
at warp speed. So be trendy — and 
savvy. Join the ranks of the technologi-
cally chic. 
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TCLASSICAL 
Just because the core artists are dead, 

the format doesn't have to be! 

The format even traditional classical radio 
couldn't kill.., although they tried! 

If classical radio were alive, 
this is how it would sound! 

It's alive, It's well, It's radio! 
CLASSICAL Don't be afraid, be a leader. 

r•. SW 
networks 

a Sony Corporation of America company 

I To find out about SNáC LAS S I CA L call Mary DelGrande at 212-833-8441 
e 
0, 
0, SW Networks 1370 Avenue of the Americas New York, NY 10019 
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Met Systems? 
o 

Prophet Systems has expanded to better serve our customers. Here are just some of the things you will notice-

AGGRESSIVE - Aggressive pricing and delivery schedules for 1997 

New changes in hardware prices and configurations enable us 

to be very aggressive in pricing both the CFS and XPS systems. 

HARDWARE - We continue to expand our approved hardware 

list as hardware becomes more stable industry-wide. Ask us 

about using your own hardware. 

SALES - More sales people and a Sales Manager! 

Our Sales Manager will make sure your account gets the attention 

you deserve. And with a larger sales staff we will respond quickly 

to your needs. 

SALES SUPPORT - Pre-Sales Engineering Support 

More support! We have added a broadcast engineer with 15 

years of experience to our staff to help your engineer configure 

the system. 

JD ¿HARDWARE SUPPORT) IS STARING AT A SILENT PHONE BECAUSE: 

Al OUR SYSTEM IS JUST THAT GOOD 

B l HE REALLY WANTED TO BE A 
MAYTAG REPAIRMAN 

C) KEVIN TURNED HIS 

PHONE OFF AGAIN e 
JEFF ¿ENGINEERING SUPPORT) IS POINTING TO A MAP BECAUSE: 

A) HE IS POINTING TO 

OGALLALA, NEBRASKA 

THE HEADQUARTERS 

OF PROPHET SYSTEMS 

13) WE CAUGHT HIM 

PRETENDING TO BE A 

TV WEATHERMAN 

C) WHERE THE HECK IS 

SOLDOTNA, ALASKA 

ANYWAY? 

TODD (SALES) IS GETTING READY 

TO LEAVE BECAUSE: 

A) HE IS LEAVING 

TO GIVE A 

DEMONSTRATION 

B1 OUT OF SIGHT, 

OUT OF MIND 

(SALES RULE # 11 

C) FT IS 5 O'CLOCK-

WATCH OUT] 

EXPANDED - Manufacturing capabilities fourfold 

Our expanded facility and inventory allow us to ship more 

systems faster. 

ADDED - Hundreds of software additions and improvements 

we are well known for offering the most innovative software. 

Last year was no exception. With the additions over the last 

four years, Audio Wizard for Windows is the most complete, full-

featured system on the market. 

OFFICE MANAGER - Fast and accurate business system 

Colleen, our new Office Manager, will make sure your accounting 

and sales orders will be processed quickly. 

DEVELOPED - An internal support/business database system 

we have developed an extensive support and business database 

system that allows us to track your needs on a continuous basis. 

We can access your records quickly to reduce the time you 

spend on the phone. 

GEORG. 111 AND SCOTT (R) ARE THE ONLY ONES 

WEARING TIES BECAUSE: 

A1 THEY ARE VERY PROFESSIONAL PROGRAMMERS 

13) THEY WEAR A SUIT AT LEAST ONCE A 

YEAR TO SEE IF IT STILL FITS 

CI PROGRAMMERS WEARING TIES ARE 

COOL (PROGRAMMERS CREEDO # 3) 

• YES. THAT IS HOW GEORG SPELLS HIS NAME 

COLLEEN IS A GREAT OFFICE MANAGER BECAUSE: 

Al SHE USES 20-YEARS EXPERIENCE 

TO KEEP PROPHET SYSTEMS 

ORGANIZED 

B) SHE STARTED WORK 

WHEN SHE WAS 3 

(SEE ABOVE) 

CI 5 KIDS- NUFF SAID1 

IAudioWizard for Windows,. 
The i ICX1i21(> Digital Automation System featuring Windows and Novell Technology 

KEVIN'S OFFICE IS FULL 

OF WOLF PICTURES 

BECAUSE: 

A) PROPHET SYSTEMS IS 

UKE A WOLF-

INNOVATIVE AND 

AGGRESSIVE 

B) PLEASE- DONT GET HIM 

STARTED ON WOLVES! 

C) ALL OF US THINK HE WAS 

RAISED BY WOLVES 

OFFICES: 

main 
800/6 58'4403 

vvest 
800/88 6-480 8 

East 
800/6997°39 
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Station to Station 

Market Watch Section: 

4 

8 
A balancing act: Broadcasters must appeal to both tourists 

and new residents, while dealing with the dynamics of a 

changing radio market. 

Columbus 
When business was good in the past, radio operators 

could sit back and enjoy. But times are changing. 

John David, Senior VP of Radio, NAB 

I 7 

29 

Special Feature: Event Marketing 3 I 
Promote and execute station events without dipping into 

your commercial inventory. 

Management Journal 33 

çh(-,\A/ P,-nvinvv• MAR '97 34 
So you're going to Las Vegas and you're not an engineer. 

What's at the convention for you? 

High Profile:The Dolans 36 
Ken and Dana dole out financial advice with an emotional 

touch. 

Programming Profile 39 
Smooth jazz station WSJT(FM) strikes a chord with listen-

ers in Tampa. 

Show Wrap-up: CRS-28 40 
Don't believe the hype. Country radio faces its share of 

challenges, but the biggest music format in the country is 

far from dead. 

Sales 
Is consolidation distracting your sales staff? Here are 

some ways to keep them motivated. 

48 

Facility Spotlight 54 
Hot AC station WTMX(FM) moves to the Windy City. 

Lab Vegdb. pagu 

Columbus, page 17 

The Dolans. 

page 36 

Show Wrap-up: CRS-28, page 40 

double take 
"I don't look at it as two sides (large market 

and small market). I look at it as the radio 

business." 
—John David, Senior VP of Radio, NAB, 

See  page 29. 
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Radio's Balancing I 
Show In Town 
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by Denise Cardinal 

Market Watch 

e
hen talking about 
Las Vegas. most peo-
ple use superlatives. 
It is the fastest-grow-

ing city in the country — the pop-
ulation has risen — percent in the 
last lo years — with more than 1 
million residents. It has the 
biggest casinos, the largest hotels 
and every other attraction imagin-
able. drawing 30 million visitors a 
year. 

Which makes for an interesting 
and somewhat chaotic climate for 
the radio market. the 45th largest 
(formerly the 48th largest) in the 
country. 
The city's stations are hard-

pressed by advertisers to appeal to 
tourists, while keeping residents 
loyal enough to fill out Arbitron 
diaries. It is a balancing act that 
station managers find both exhila-
rating and exasperating. 

-It's the most-exciting, fastest-
growing market there is. says 
Toni Bonnici, vice president of 
Lotus Communications and gener-
al manager of rock station 
KOMP(FM). AAA outlet KXPT 
(FNI), sports station KENO(AM) 
and big hand station KORK(AM). 
-But at the same time, you always 
have to stay on your toes. -

* 

Tunedln ApRIL1997 9 



Get lineal for the Price of Analog 
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Assignable inputs 
Built-in router 
Up to 32 stereo inputs 
Up to 32 program & mix-minus outs 
Mix analog and digital ins & outs 
Rate conversion on digital inputs 
20-bit analog I/O 
16 to 24 bit digital I/O 
Machine control interface 

32 MByte d&grb memory 

••• 

800-231-5870 - fax 
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Rackmount Audio Engine 
32-bit floating point DSPs 
Run two consoles from one engine 
Easily connect automation systems 
From $7,000 to $ 15,000 complete 

3-782-7597 - http://www.logitekaudio.com 
Circle 19 On Reader Service Card 
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To meet advertiser needs, sta-
tions invest in towers that trans-
mit signals along Interstate 15 

north to Salt Lake City and south to Los 
Angeles. That allows them to pick up 
the tourists as they drive in, something 
that appeals a lot to local advertisers. 

"The biggest difference between 
Vegas and other markets is that we are 
tourist-driven," says Fred Murr, vice 
president of Jacor Communications and 
general manager of AC station in Vegas, 
which owns AC station KSNE-FM, coun-
try KWNR(FM), country KFMS-FM and 
oldies KBGO(FM). "We are casino 
advertising-driven. And tourist ads are 
different sells." 

So there are more promo pitches, 
broadcasting live from bars and casinos, 
to attract the visiting ears. Seldom can a 
weekend listener catch a DJ working at 
the station. 

Tourists aside, attracting loyal resi-
dents is not easy in Vegas. Not only do 
5,000 to 7,000 people move into Vegas 
each month, but another 2,000 leave. 
The transient nature of the population 
has made it impossible for a single sta-
tion to remain a longstanding power-
house with any sort of confidence. 

"Since there's no market heritage, you 
can't rest on your laurels," Bonnici says. 
This means, for many stations, making 
sure talent is current. Jocks are constant-
ly reinventing themselves in Las Vegas, 
because they cannot necessarily trust 
that their listeners know who they are. 

Without a dominant player, and new 
listeners arriving daily, it's a roller coast-
er ride for all stations. KJUL(FM), the top 
station in the last few years, has hung on 
to the spot with a nostalgia format, 
appealing to the over-35 crowd. In the 
Fall 96 Arbitrons, KJUL dropped to sec-
ond place 12+, while top 40 KLUC-FM, 
which dipped to No. 5 in the Winter '96 
book, took the top spot with 9.3 of the 
market share, compared to KJUL's 7.0. 

"If you're a newcomer to the market, 
it's great," says Murr, who has only been 1 

Radio Station Data Base 
100)/0 CASS Certified! 

Addresses, Formats, Phone, FAX 

Market Size, Ratings & More! 

Also: Group mailing to 

GMs, POs, SMs & CEs. 

The Radio Mall 
1-888-97-RADIO 

toll free 
READER SERVICE 57 

am We BUILD 
ma INTERNET WEBSITES 

um tor stations 
am lust like yours. 
BUS 

1111= GET 
NOW! 

mediacasting.com 
Internet markeIng 513111033 

pob 1736 • fond du lac. wi 54936-1736 • 414 926.9620 

ONLINE 

READER SERVICE 78 

Your time is money! 
Instead of programming music, you 
could be out making more sales. 

iA Music 
Maintenance 

AC Music logs customized to your market. 

La Palma Broadcasting 
(714) 778-6382 

HOT 
NEW 

JINGLES! 
If you thought you 

couldn't afford new jingles, 

we have a surprise for you! 

Call for our new 

FREE CD demo today, 

e. 800-451-KENR 
(5367) 

Incorporated 

READER SERVICE 98 

1012 Hit Songs 
from 19E30 - 1995 

Only $599 
The most-requested Pop and AC hits! For a 
free demo and complete track listings, phone 
or FAX Ghostwriters: 

1-800-646-2911 
For sale to Radio Stations only. 

For track listings now go to 
WEB SITE: http://radio-mall.com 
Or E-mail: mediamall@aol.com 

READER SERVICE 97 

someone else's 
copy of Tuned In? 

If so, why not apply for your 
own free subscription? 

Simply complete the 
subscription card e7 return 
it to us! You'll never have 
to risk missing an issue of 

7444*e-ea:I 

ATTENTION PROVIDERS! 

Promote your services to Tuned In's 10,500+ readers. Reach group owners, 
station owners, GMs, sales managers, and program directors with your 
message. For information on affordable advertising, call Simone Mullins at 

1-800-336-3045 ext.154. 

Tuned In APRIL 1997 11 



444 ee944 

in Vegas for a year. " If you've been here 
for a while and watched your audience 
erode. it's not so good." 

Stations vie for the new residents 
with more advertising than most other 
markets. They buy mailing lists from 
real estate agents, run TV commercials 
and put up hundreds of billboards to 
get their frequency and call letters in the 
minds of the new locals. According to 
general managers, they do much more 
mass marketing in Vegas, as opposed to 
the target marketing used in other cities. 

-We want people to see a TV corn-
merci,t1 or a billboard and say. 101.3. 

let's see what that is," says Bill 
1)e\leolo, general manager of WE 

Top market feel 
ith mt many new residents coming 

in from so many different cities. Vegas 
needs wide variety in its format offer-
ings, as well as a certain degree of 
sophistication. Many listeners come 
from markets like Los Angeles or New 
York and expect that kind of perfor-
mance in Vegas. All the talent for No. 2 
station KJUL are actually based in and 
broadcast from Los Angeles. 

"Vegas really has a top 10 market 
feel to it because, well, its Vegas," says 
Dax Tobin, general manager of alterna-
tive outlet KEDG(FM). He points out 

that his station now has an afternoon-
drive jock who worked at a Los Angeles 
rock station for 10 years. "Compared to 
other mid-40 markets, the programming 
and everything has more of a top mar-
ket feel." 

The sophistication of listeners has 
resulted in a fairly soft AM market, with 
only one AM station ( talk outlet KDWN) 
breaking the top 15 at No. 14. However, 
all-news and National Public Radio fare 
well with the growing number of pro-
fessionals in Vegas. Only problem is that 
most of their listeners are professionals 
too busy to fill out a diary. 

"KNUU(AM) ( ranked No. 19 12+ 
with a 1.3 market share) has always 

EP ciD 

c, 

Talk America, Inc. 

510 Congress Street 

Portland, ME 04101 

PAY TO 
THE ORDER OF etfUet etettelie eterease 

2001-91 

14eteeiffle 1 9 97 

C, 

$ 2.5% oé e...eded 

Zatea, dediale awe( ceeieell DOLLARS 

Pet-ender eel& eae deli 7aid "letter/4e, lkte. 
EP Ei El 

"Check, please!" 
Last year Talk America's per-order 

spot ad department wrote $ 1.1 million 
worth of checks to radio stations in the 
U.S. and Canada. They're making 
serious money off unsold inventory 
by airing TA's tested, proven direct-
response radio spots. 

We'd like to start writing checks out 
to you, too. 

To get you started, we'll mail you a 
complete Revenue Sharing starter kit, 
including dozens of stations you can 
call to get a "reality check" on us. 
You'll discover that we've struck the 
right balance of successful ads, lucrative 
price points, high-tech tracking, on-time 
payment, and corporate integrity. 

We'll also send you a complete list 
of products. You won't find any $ 19 
mops or magazine subscriptions on the 
list. Just big-ticket (between $80 and 
$300), mass appeal products that have 
national multi-media exposure and rake 
in hefty P.O. revenue. Like Mega 
Reading, In Tuition, Reading Genius 
and Score! 

By the way, you can get started as 
soon as today. 

So call us right now and say, 
"Check, please!" Before you know it, 
your unsold inventory will be hauling 
in some serious bucks. 

For a FREE Talk America 

Revenue Sharing starter kit 
call David Steckler at 

1-800-576-0377, ext. 3085 

TALK AMERICA 
A World of Marketing Opportunities 

ç to Congress Street, Portland, ME apor 

0 1997 Talk America, Inc. 
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been a news/talk station, says Julie 

Neil, a media buyer in Las Vegas for 
more than 20 years. " It might not have 
good numbers, but advertisers are sell-
ing to quality people there." 

The mix of music must appeal to all 
demographics. Vegas is home to a sub-
stantial retirement population — more 
than 30 percent of Las Vegas households 
have at least one retiree. But managers 
are quick to point out that the retire-
ment population in Vegas is much dif-
ferent than that of other cities. 

"These people are very act i 
DeMeolo says. "And the advertisers love 
them because they have time to spend 
in casinos." 

In terms of ethnic diversity, more 
than 11 percent of the population is 
Hispanic, and almost 10 percent is 
African-American. And though the 
Asian-Americans make up only 3 per-
cent of the population, their numbers 
are growing. Throw in a strong L.A. 
influence, and some old west Nevada, 
and it seems as if there isn't a format 
that can't survive here. 

Even overlapping formats — at least 
three adult contemporary stations, two 
country and several varieties of rock — 

seem to go somewhat unnoticed. 

144 °head Financial Snapshot 

Market Rank: 45 
Revenue Rank: 46 
Number of FMs: 16 
Number of AMs: 12 

Revenue 1993: $29.0mil. 
Revenue 1994: $33.1 mil. 
Revenue 1995: $38.1 mil. 
Revenue 1996: $41.3 mil. 
Revenue 1997: $44.2 mil. est. 

Revenue Growth 
'89-'94: 8.5% 
'95-'99: 7.7% 

Local Revenue: 82% 
National Revenue: 18% 

1994 Population: 987,800 
Per Capita Income: $ 17,091 

Median Income: $36,177 
Average Household Income: $44,370 

SOUrce. Pu/A-'124/7as 
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-The fact is that there's room for 
duplication in Vegas," says Cindy Weiner 
Schloss, vice president of American 
Radio Systems and general manager of 
stations KLUC-FM, KMZQ-FM, 
KMXIMFM), IOCTE(FM) and KVEG(AM). 
"Ten years ago there were only two or 
three formats. Now there are several 
subformats." 

One example: KSNE-FM is soft AC. 
KMZQ is AC and KMXB is hot AC. All 
three stations rank in the top seven 12+. 

And the two country stations distinguish 
themselves as well — KFMS-FM calls its 
format classic country, while KWNR(FM) 
programs what it calls new country. 

Hitting the 1 million population 
mark, coupled with the movement of 
stations up and down the ratings. has 
caught the eyes of some national play-
ers. American Radio Systems has bought 
KLUC-FM, KMZQ-FM, KMXI3( FM), 
KVEG(AM) and KXTE(FM). Jacor 
Communications just purchased KSNE-
FM, KFMS-FM and KI3GO(FM). Lotus 
Communications owns KORK(A \I I. 

.1> 

NoRTHEAST 
BROADCAST 

Practical- sofutions for your broadcasting neecfs... 

We can design a system 
for your changing 
operation, MIA, 
Duopoly, group or 

single station, we can 
meet your 

programming and 
budgetary 

requirements 

• Complete Project 
Management Services 

• Turnkey Systems 
Installation Available 

• Digital System Training 
• On Staff Engineering 

Consultants make sure 
your system meets 
your needs, 

211E. FIRST TIME...  
With over 30 years in 

broadcasting, more 

than 200 product lines, 

and the most experi-

enced staff in the 
business, we have the 
resources to provide 
you with the most 
practical solution. 

111111.1111 

î iv 
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STUDIO SYSTEMS 

•On Air and Production Studios 

• Stereo Television Consoles 

•Multi-Track Digital Editing Suites 

*Digital and Analog Consoles for 

every application 

*Modular and custom studio 

furniture 

*Vast array of source equipment 

*Many digital audio solutions 

'Broadcast digital telephone 

systems 

'Complete line of processing 

AM/FM/TV/Studio 

New York 
(518) 793-2181 

Fax 
(518) 793-7423 

Bait. /Wash. 
(410) 348-2133 

Fax 
(410) 348-2134 

Dallas 
(214) 612-2053 

Fax 
(214) 612-2145 

Pittsburgh 
(412) 942-4054 

Fax 
(412) 942-4839 

Circle 6 On Header Service Card 

Tuned In APRIL -1997 13 



'dad, °Pee:4 

KENO(AM), KOMP(FM) and KXF'T(FM). 
But the independent stations claim 

they aren't worried. They say Vegas is a 
big enough town for everyone, and a 
small enough town to allow them to 
succeed. " It's going to make things 
more competitive," says Dax Tobin, 
general manager of KEDG, 107.5 FM, an 
independent alternative rock station 
ranked No. 6 12+. "It will make every-
one more professional." 

Tobin has experienced the station 
consolidation game firsthand. After 
American Radio Systems bought 10(TE, 
the company turned the former classic 
rock station into an alternative rock sta-
tion, going right after the KEDG audi-
ence. Ten months later, KEDG is still the 
top rock station, though Tobin admits 
they've felt the heat. 

KJUL, which is also an independent 
station, has fared well despite the fierce 
competition for adult listeners. Of the 
top-rated adult stations in the market, 
only KJUL is independently owned. 

"I'm not that worried," says DiMeolo. 
"But I do see a lot more competition." 

Neil adds that the aggressive actions 
of consolidated stations are not working 
in Vegas. Their best asset is their ability 
to become a one-stop shop for advertis-
ers. The majority of advertisers - 82 
percent - are local, with 18 percent of 
the dollars coming from national ads. 
With a mix of stations under one roof, a 
business can get its name out to all seg-
ments of the population, for a lower 
price than going to different stations. 
Problem is, that hasn't happened yet. 
"None of them have come in with a flat 
packaging system yet," she says. 

Q: What's the best 
FREQUENCY in the country? 

A: 12x in 7-4esedu 
The industry's top radio executives are dedicated 

readers of Tuned In. And not only that... 

"I enjoy the insight that your 

editors present in the various 

market overviews, and I 

appreciate the genuine 

enthusiasm your editorial 

team seems to possess..." 

Michael A. McVay 

AlcVMe MEDIA 
Pump up the VOLUME of your 

sales leads! 
Call your Tuned In sales representative or 

1-800-336-3045 foniktes and details. 

Finding a way to make consolidation 
work is something most markets, not 

just Las Vegas, are having to deal with. 
"What it's going to mean, no one 

knows for sure," says Craig Harper, an 
analyst with The Griffin Reports. "The 
industry is still trying to feel its way and 
figure out how you run not just two, but 
six stations under one roof. I'm not sure 
anyone has the formula for success." 

Future of Sin City 
As Harper points out, there are a lot of 

signals in the Las Vegas market, which 
means there probably will not be too many 
new stations popping up. And the existing 
ones have an interesting road to travel. 

First, they might start charging more 
for ads. Neil contends that since Vegas 
has hit the 1 million mark, most stations 
are more than ready to raise their prices. 
"There's a feeling that it's time that rates 
go up," she says. " It's time to really 
reflect the population base." 

Nationally, Vegas is one of the fastest-
growing markets revenue-wise for the 
last three years. 

It's No. 46, growing from an estimat-
ed 26 million in 1992 to 41.3 million in 
1996. The biggest revenue producers in 
the market are No. 5 KMZQ, with $4.5 

With so many new 

residents, Vegas needs 

wide variety in its format 

offerings, as well as a 

certain degree of 

sophistication. 

million, followed by No. 3 KSNE, with 
$4.3 million, and No. 6 KWNR with $4.2 
million. 

If the growth continues, as it is pro-
jected to do for at least the next five 
years, the majority of stations won't be 
wondering where their next paychecks 
are coming from. 

With the increased growth of the city 
comes the increased need of local busi-
nesses to get their word out. And the 
more advertising venues available, the 
better for radio. 

"It should make for pretty healthy 
radio stations," Harper says. 

Denise Cardinal is a media writer for 
the Las Vegas Business Press, and has 
written for CityLife, an alternative week-
Iv in Las Vegas, and Cityview, an alter-
native weekly in Des Moines, Iowa. 

eeecr,e 

Radio Market Overview 

1996 Est. Arbitron 12+ 
Station Freq. Format Rev. in Owner Fall '96 

$ Mil. 

KLUC-FM 98.5 CHR 3.1 American Radio Systems 9.3 

KJUL(FM) 104.3 Nostalgia 2.2 Eight Chiefs Inc. 7.0 

KSNE-FM 106.5 Soft AC 4.3 Jacor Communications Inc. 6.9 
KMZQ-FM 100.5 AC 4.5 American Radio Systems 5.6 

KWNR(FM) 95.5 Country 4.2 Jacor Communications Inc. 5.5 
KEDG(FM) 103.5 Modern Rock 2.7 George Tobin Productions 5.0 

KMXB(FM) 94.1 Hot AC 1.9 American Radio Systems 4.9 
KFMS-FM 101.9 Country 3.0 Jacor Communications 4.7 

KQOL(FM) 105.5 Oldies 2.0 American General Media 4.7 
KOMP(FM) 92.3 AOR 2.9 Lotus Communications Corp. 4.6 

KXTE(FM) 107.5 Alternative 2.2 American Radio Systems 4.4 

KKLZ(FM) 96.3 Classic Rock 2.7 Apogee Communications 4.2 
KBGO(FM) 93.1 Oldies 0.95 Jacor Communications Inc. 4.1 

KDWN(AM) 720 News/Talk 0.8 Radio Nevada 3.6 

KXPT(FM) 97.1 AAA 1.1 Lotus Communications Corp 2.3 

KLSQ(AM) 870 Spanish 0.9 Heftel Broadcasting Corp. 1.9 
KVBC(FM) 105.1 News 0.4 Compass COMM. CO. 1.8 

KVEG(AM) 840 Sports/Talk - American Radio Systems 1.6 

KNUU(AM) 970 News/Talk 0.4 Bernstein-Rein Advertising 1.3 

KDOL(AM) 1280 Spanish 0.4 S&R Broadcasting Inc. 1.1 
KORK(AM) 920 Big Band 0.5 Lotus Communications Corp 1.1 

* Formerly KRBO(FM) - Not available 

/ v - 7/\ Stations are ranked in order of Arbitron Fall 1996 12+ ratings. 
ei/BL/Ci"ÁlÓ/1/S Information provided by BIA Publications Inc. through its 
7 J/ /7 \ MasterAccess Radio Analyzer Database software. 
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TRYING TO vAKE SENSE OUT OF DIGITAL AUDIO SYSTEMS? 

There is a better way! 
It's not easy trying to understand the conflicting claims made 
by different manufacturers when you're buying a Digital Audio 

On-Air & Production System, whether a single, multipurpose 
Workstation or an integrated, multiple studio setup. At one end 
of the spectrum, you're faced with a wide variety of simple "Cart 
Machine Replacements," and on the other, products whose 
complexity confounds even the most seasoned broad-
cast engineer. 

The ENCO DADpRo• Digital Audio 
Delivery System solves the problem! DAD 
is simply the most powerful On-Air & 
Production system available, yet its uncom-
plicated approach and inherent ease of oper-

ation makes immediate sense to any user. 

• Intuitive On-Screen displays that are imme-

diately familiar to operators. Optional 

Touchscreen makes operation quick and easy. 

• Complete On-Air flexibility with various "Virtual 
Machines" for Live Assist, Automation, or 
Satellite Programmed operations. Interface to 
other equipment plus scheduling and billing pack-
ages. Seamless segue and voiceover transitions 
sound "Live" in all modes. Script capabilities can 

be included. 

• Full production capabilities, including Graphic Cut & Paste 
Assembly Editing. Includes analog and digital inputs/outputs. 
Interfaces with most multichannel editing packages. 

• Runs on DOS for proven speed, reliability, and compatibility 
with other equipment; not an operating system origi-
nally intended for multimedia applications. This is a 
professional tool meant to produce efficiency and 
profits, not entertain the staff! 

• Operates on common off the shelf computers and 
network architecture. You won't be locked into 
proprietary hardware that may not be avail-
able whenever you need service. 

• No monthly licensing fees, DAD is an 
outright purchase. Software upgrades are 

free for the first year. 

• DAD is proving itself everyday in radio 
and TV facilities worldwide. 

Call Your DAD Dealer or ENCO 
For Complete InjOrmation 

ENCO 
SYSTEMS, INC. 

24555 Hallwood Court, Farmington Hills, MI 48335 USA 
TEL: 800-362-6797 or 810-476-5711 FAX: 810-476-5712 
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Getting your network up and running with us will put you on top 

IMF 
of the world. 

When you're dealing with the rado-on/v experts, why wouldn't you be on top of 

the world? We can take the most complex ideas and make them easy. Our simple 

and affordable solutions to your satellite needs include C-band satellite space for 

your network and uplink to get you up and running. Our transportable uplink can 

even be delivered right to your location. Or, if you're in a major market, you can 

utilize one of our fixed uplinks. And that gets your network going quickly! Call 

us today for more information at (202) 414-2626. 

NPR Satellite Services® 
Link up with us 

635 Massachusetts Ave., NW, Washington, DC 20001-3753 (202) 414-2626 
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Enigmatic Market Keeps Broadcasters 
On Their Toes 

Christopher Columbus never set 
foot in the Midwest, but Ohio 

named its capital city after the explorer 
anyway. That isn't the only conundrum 
in Columbus, Ohio. 

During the 1980s, while other cities 
in the so-called Rust Belt were stagger-
ing under the massive restructuring of 
the American economy, Columbus 
enjoyed healthy growth. 

Part of the growth was due to the 
fact that the market's top employers 
include the state and federal govern-
ments, as well as that city-within-a-city, 
the massive Ohio State University. Other 
top employers are such prototypical ser-
vice-oriented businesses as Banc One 
Corp., The Limited Inc. and Nationwide 
Insurance. There's not an obsolete steel 
mill among them. 

Since 1987, the market has added 
5,000 households per year and is pro-
jected to continue to do so through the 
end of the century. With the rest of the 

state on the rebound during the '90s, 
Columbus and central Ohio have been 
spurred on to further strong economic 
growth, characterized by numerous 
high-profile building projects and very 
low unemployment. 

by Tim Fermin 

Such steady growth historically has 
allowed radio stations in the market to 
find their niches, sit back and enjoy the 
revenue. But nothing lasts forever, and 
now conundrums have arisen in radio, 
too, especially over the past year. 

The market is 85 percent white, yet 
the station with the fastest-growing 
audience is aimed at black listeners. 
One of the wildest morning shows in 
town airs on a station owned by one of 
the most buttoned-down companies. 
And local ownership has long-dominat-
ed the airwaves, but a company from 
downstate now owns the most signals. 

Test market 
From a national perspective, of 

course, few of these conditions are sur-
prising. Columbus radio has been influ-
enced by the whims of Congress and 
the Federal Communications 
Commission as much as anywhere else, 

me› 
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Columbus 
and the position of Columbus as a long-
time political bellwether and reliable 
business test market make it an even 
more likely target for the kinds of 
changes that are typical elsewhere. 

If Arbitrons No. 32-ranked market no 
longer enjoys its former stability in for-
mats and personnel, much of the credit 
(or blame) must go to Cincinnati-based 
Jacor Communications. 

Jacor entered the Columbus market 
in February 1996 with its blockbuster 
$770 million deal to acquire Citicasters. 
The previous year, Citicasters itself had 
added to its local one-two punch of 
news/talk/sports standby WTVN(AM) 
and classic rocker WLVQ(FM) by pur-
chasing three stations from 
OmniAmerica Communications - sister 
country FM stations WLLD and WHOK, 
and news/talk WL0F(AM). 

With those five stations in hand, 
Jacor wasn't finished. It opened its wal-
let again and picked up two sister 70s 
oldies stations, WAKS(FM) and 
WAHO FM ). 

Jacor knew where its bread was but-
tered. Its top two Columbus earners in 

WSNY(FM) "Sunny 95" 

Morning Team Stacy McKay 

and Dino Tripodis 

1996 were the old Citicasters duo - 
WTVN and WLVQ - at $8 million 
apiece. While that meant jacor owned 
two « ,f the top five moneymakers in 

Columbus 
Radio Market Overview 

Station Freq. Format 
1996 Est. 
Rev. in Owner 
$ Mil. 

WNCI(FM) 97.9 Hot AC 9.0 

WCOL-FM 92.3 Country 8.0 

WSNY(FM) 94.7 AC 9.1 

WTVN(AM) 610 News/Talk/ 8.0 

Sports 

WBZX(FM) 99.7 AOR 5.5 

WBNS-FM 97.1 Oldies 2.5 

WLVQ(FM) 96.3 Classic Rock 8.0 

WJZA(FM) 107.5 Urban AC 1.5 

WHOK(FM) 95.5 Country 3.0 

VVVVCD(FM) 101.1 Alternative 2.5 

WCEZ(FM) 107.9 Easy 0.55 

WBNS(AM) 1460 Sports/Talk 0.75 

WCKX(FM) 106.3 Urban 1.1 

WCLT-FM 100.3 Country 1.2 

WZAZ-FM 98.9 Modern Rock 2.0 

WAKS(FM) 105.7 Country 2.0 

WZJZ(FM) 104.3 Jazz 0.8 

WCOL(AM)1230 Talk 0.3 

WVKO(AM) 1580 Urban 0.7 

WMNI(AM) 920 Country 0.6 

WAZU(FM) 107.1 AOR 0.9 

WRFD(AM) 880 Christian Talk 0.2 

WSMZ(FM) 103.1 Urban AC 0.2 

Arbitron 12+ 
Fall '96 

Nationwide Comm. Inc. 

Nationwide Comm. Inc. 

Saga Communications LP 

„boor Communications irc. 

North American Bactg Co. 

Dispatch Broadcast Group 

Jacor Communications rric. 

Horace E. Perkins 

Jacor Communicat ons Inc. 

Ingleside Radio Inc. 

Associated Communications 

Dispatch Broadcast Group 

B.ue Chip Broadcasting Ltd. 

WCLT Radio 

Jacor Communications Inc. 

Tel Lease Inc. 

Janice M. Scantland 

Nationwide Comm. Inc. 

Saga Communications LP 

North American Bdctg Co. 

Jacor Communications Inc. 

Salem Comm. Corp. 

Stop 26-Riverbend Inc. 

9.0 

8.0 

7.9 

7.9 

5.4 

5.3 

5.2 

5.1 

3.8 

3.1 

3.0 

2.7 

2.4 

1.8 

1.8 

1.7 

1.5 

1.3 

1.3 

1.1 

1.0 

1.0 

1.0 

/--7A Stations are ranked in order of Arbitron Fall 1996 12+ ratings. 
Information provided by BIA Publications Inc. through its 

 )7_//  MasterAccess Radio Analyzer Database software. 

town, audience fractionalization trouble 
had been brewing for years. Efforts to 
shore up weaknesses began at the end 
of '96 and picked up speed early this 

Like many AM stations, WTVN had 
long been suffering demographic prob-
lems. The brutal joke was that anyone 
who picked up a newspaper could find 
out where WTVN was losing its audi-
ence - to the obituaries. Local broad-
casters privately speculated that the sta-
tion would be a target for a major 
overhaul once the ink dried on the pur-
chase contract. 

And so it happened. 
WTVN wooed Dr. Laura 

Schlessinger's syndicated, take-no-pris-
oners advice program from cross-town 
news/talk rival WCOMAM), a station 
from which it had earlier plucked Rush 
limbaugh. WTVN also added a sports 
show featuring Mark "Munch" Bishop, a 
local hero who was already contributing 
sports reports to WLVQ. 

In local talent, WTVN quietly signed 
its "morning monarch" Bob Conners, 
one of the top personalities in town for 
decades, to a five-year renewal of his 
contract. WTVN also re-emphasized its 
dominance of local news coverage by 
adding to its reporting staff ( which also 
will be used as a mini-network for 
Jacor's other Columbus stations). 

Also significant to listeners was the 
firing of longtime on-air host John Lane 
and his co-host of 10 months, Jane 
London, who had become familiar local-
ly by co-hosting a morning show at the 
city's leading AC station. WTVN 
replaced both talents with Gary 
Burbank. Although Burbank could 
already be easily heard in Columbus via 
the big stick of Cincinnati's WLW(AM), 
the addition of his show immediately 
stirred up publicity and generated talk 
among young professionals. More 
importantly for Burbank ( and Jacor ad 
reps), he could now boast to national 
advertisers of another top 50 market in 
his syndicate. 

But the most flamboyant indicator of 
where WTVN is heading was provided 
by an ad that the station published in 
the jan. 3 edition of a trade publication: 
"We're looking for a talk personality! 
Our slogan is Politics suck!' Are you 
entertaining? Are you provocative? 
Would you like to interview lesbians? 
We'll let you do that. Really." 

As intended, all this left the 55-and-
older crowd fuming. Whether WTVN's 
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tkan ever! 

America's original radio psycholo-
gist, Dr. Toni Grant achieved 
national notoriety and phenomenal 
ratings with her syndicated program 
on over 180 radio stations across the 
U.S. before going on creative hiatus 
in 1990. Now she's back by popular 
demand and ready to sweep the 
nation once again. 

Although others have tried, no one 
has come close to capturing Dr. 
Grant's unique delivery style and 
special bond with listeners. She is a 
practicing licensed psychologist, 
but don't be afraid of her Ph.D. — she 
provides both clinical and common-
sense solutions with candor and 
compassion, while never losing sight 
of the entertainment value of radio. 

You have a choice when program-
ming talk radio, and this is the eas-
iest choice you'll ever make. To lock 
Dr. Grant in your market, call Radio 
Shows, Ltd. at 800-988-4341 today, 
and start enjoying success with the 
ne and only, the true original, the 
lliant Dr. Toni Grant. 

RADIO 

SHOWSH 

800-988-4341 



Columbus 

mo‘es ‘‘ ill be enough to attract Baby 

Boomers and Gen Xers is anyone's 
guess right now. The first full Arbitron 
ratings period covering those changes 
was not completed until near the end of 
March. 
A fly in the ointment over the long 

term: WTVN's efforts to woo the popu-
lar Ohio State University football broad-
casts face a brick wall in the tightly 
worded contract the university has with 
current Buckeyes flagship. WBNS-AM-
FM. Those stations, owned by the same 
local group that owns the daily newspa-
per and the CBS television affiliate, will 
remain a major impediment to any other 
stations' pursuit of the college contract. 

Rock throwing 
\t WTVN sister station WLVQ(FM), 

the problem isn't the audience, which 
remains the right age, but the competi-
tion, which has become more intense. 
WLVQ — "Q-FM, the Total Rock 'n' Roll 
Experience" — celebrated its 20th 
anniversary as an AOR/classic rock sta-
tion in February. 

Q-FM's morning duo, Wags and 
Elliott, has been among the top five 
morning shows in town for half a dozen 
years, and is especially popular among 
men 25-49. 

But the morning team hasn't been 
enough to withstand the onslaught of 
two locally owned rivals — WWCD(FM) 
("CD101") and WBZX(FM) ("The Blitz") 
— which had portrayed themselves as 
purveyors of new rock and alternative 
rock while painting Q-FM as a dinosaur. 

Unlike WTVN, Q-FM's efforts to plug 
the gaps have occurred by proxy as 
Jacor Columbus Market Manager Tom 

Ilion and Program Director Greg 
Ausham changed formats on two of Q-
FM's new sister stations. To siphon 
away a market share or so from The 
Blitz, the new WAZU(FM) ("The Big 
Wazoo") went to hard rock. To make a 
similar impact on CD101, the new 
WZAZ-FM ("Channel Z") became "main-
stream alternative," an oxymoron that 
Thon laughingly says " is right next to 
'jumbo shrimp.-

Jacor's "rock triopoly" is a conscious 
effort to serve a large segment of the lis-
tening audience. 

"With a little bit of luck, the Z's will 
have some impact," Thon says. "We're 
in the marketing business, ultimately, 
with two customer bases. We market to 
the listeners and we market to the ( ad) 
clients. 

"We — and by 'we' I mean the 
medium of radio — have to continue 
programming as a medium in Columbus 
that offers good, competitive products." 

Thon does not see Columbus as 
"under-radioed," at least on the pro-
gramming side. -From a competitive 
standpoint, most of the plates are plenty 
full," he says. 

Most at risk from the Jacor moves is 
CD101. Although popular with the Gen 
X crowd, the station has been ham-
strung from the beginning by its rela-
tively weak signal. Although Channel Z 
broadcasts with the same wattage, its 
centrally located tower reaches listeners 
with ease, something that CD101 cannot 
say. 

With such a handicap, CD101's local 
owner Roger Vaughan might be forgiven 
if he tossed in the towel and sold to one 

GREAT DATES 
IN HISTORY 

111110 

4000 B.C. 
Adam and Eve 

leave fertile date orchard 

for cold and cruel world 

537 A.D. 
King Arthur and Lancelot 

fight over date, 

and it's not the Queen 

1492 A.D. 
Columbus leaves known world 

looking for a date 

11111 
1980 A.D. 

Princess Di misunderstands 

when Charles asks for a date 

1997 
TOTALLY IGNORING THE 
LUCRATIVE DATE MARKET, 
GENTNER ANNOUNCES 
A NEW GENERATION OF 

TELEPHONE DIGITAL HYBRIDS 
AND ADVANCES IN 

REMOTE SITE CONTROL 

See us at NAB 
Booth 2117 / Radio Hall 

Gentner 
WE PUT THE WORLD ON SPEAKING TERMS' 

1 800.945.7730 / 1.801.975.7200 • http://www.gentner.com 

FAX on demand 1.800.695.8110 

Try Our Conference Call Service 

1.800.LETS MEET 
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STATION MANAGEMEFUT SOFTWARE 

lb lost Usti Wu ilLàpliL 
Whether you run a single station 
or manage a multi-station opera-
tion, CBSI's Classic system is the 
solution. It provides you with the 
critical traffic, sales and business 
management information you 
need, plus easy expansion to fea-
tures that make cross-company 
conso:idation a breeze. 

Classic offers management solu-
tions through better sales reporting 
and improved productivity. CBS 's 

exclusive Dynamic Traffic feature 
gives you complete strategic 
control over your inventory and 
scheduling, ensuring your pre-
mium avails are profitably filled. 

Total user control and flexibi,ity 
are the hallmarks of the Classic 
system. Ease of use is bulit into 
every feature. And Classic is 
filled with functions desigred to 
increase productivity and save 
you money. 

Call CBSI today and discover why 
more stations rely on Classic traffic, 
billing and sales management soft-
ware than any other. 

Custom Business Systems, Inc. 

Dynamic Business Solutions for Broadcasters 
P.O. Box 67 • Reedsport, Oregon 97467 
Call 800 547-3930 in the USA and Canada 
Telephone 541 271-3681 • FAX 541 271-5721 
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Columbus 
Columbus Financial Snapshot 

WNCI(FM) Morning Zoo (I- r): 
Kim Zandy, Matt Harris, Jimmy "Jam" Shaheen 

of many suitors. But Vaughan, a man 
with a dream, has repeatedly turned 
them down. 
"People call and say, 'Give us a price," 

Vaughan says. "I don't know what a 
price would be .... We still have work to 
do on our audience, revenue and signal 
before we're done. It's hard to approxi-
mate what we could do if we reach our 
potential." 

A Stern Blitz 
The Blitz, also locally owned, seems 

just as unlikely to fold its tents. Owner 
Matt Mnich faced the Jacor challenge 
head-on by signing up for Howard 
Stern's morning show, beginning right 
as the Winter '97 Arbitron survey period 
began. 

"It was the best move any rock sta-
tion in this market could have made to 
counteract Jacor," says Chris Vlahos, 
director of media services at ad agency 
Lord, Sullivan & Yoder. 

"Consider this." Vlahos says. "Among 
the 18- to 54-year-old audience, 80 per-
cent of the Blitz's listeners are currently 
in the 18-34 bracket. That's very 
young." In New York, listeners 35-49 
make up 36 percent of Stern's audience 
— double the percentage that the Blitz 
previously drew. 

The move came at a cost. Stern's 
show will cost the Blitz upward of 
$400,000, quite a sizable chunk of 
change for the station, which had esti-
mated revenues of $5.5 million in 1996. 

With a media barrage on for Stern's 

Market Rank: 32 
Revenue Rank: 29 
Number of FMs: 20 
Number of AMs: 12 

Revenue 1993: $53.0 mil. 
Revenue 1994: $58.4 mil. 
Revenue 1995: $62.5 mil. 
Revenue 1996: $66.6 mil. 
Revenue 1997: $70.7 mil. est. 

Revenue Growth 
'89-'94: 5.5% 
'95-'99: 6.5% 

Local Revenue: 82% 
National Revenue: 18% 
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Median Income: $39,408 
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movie, "Private Parts," the Blitz is keep-
ing its fingers crossed that its first 
Arbitron period with "the King of All 
Media" will yield a lion's share of the 
market and not be a royal pain. 
Ironically, the biggest benefactors of all 
these changes may be a few stations 
that have stood pat. 

Repositioning 
The market's top earner, adult con-

tempory WSNY(FM) ("Sunny 95") left the 
rock wars to the boys and rededicated 

gb• 
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Columbus 
itself to serving its heavily female audi-
ence. The Saga Communications station 
quietly settled a sexual harassment suit 
that threatened its public image and 
staved off a challenge by Nationwide's 
big-signal hot AC station, WNCI(FM). 

Sunny 95's sister station, 
WVKO(AM), a local pioneer in the 
urban format, repositioned itself in 
February to become the first 24-hour all-
gospel music station in Columbus. 

The move was made necessary 
when a former WVKO employee, 
Horace Perkins, signed on in '95 with a 
new urban station, WJZA(FM). Perkins's 
new station immediately began to domi-
nate the black audience and drained 
market share from WVKO and 
WCKX(FM) ("Power 106"). 

The latter station took on a 
Cincinnati flavor when that city's minori-
ty-owned Blue Chip Broadcasting 
bought it last year. Blue Chip intends to 
bolster Power 106 with other acquisi-
tions in Columbus this year. 

Country king WCOL-FM, owned by 
Nationwide Communications, also will 
be quietly tending to business while the 
rockers roll around in the mud. When 

Columbus-based Nationwide bought the 
station four years ago, it immediately 
changed its format to country. Thanks to 
a clear signal that easily surpassed its 
closest competition, WCOL-FM immedi-

ately became the leading station in its 
format, surpassing Jacor stations 
WHOK(FM) and WHQK(FM). The for-
mer is based south of town in Lancaster, 
Ohio, while the latter is north of town 
in Marysville. It's little wonder, then, 
that WCOL(FM) earned $8 million last 
year, just behind sister station WNCI's $9 
million. 

Like its sister station, WNCI will rely 
on its flame-thrower signal booming out 
its Morning Zoo (consistently ranked in 
the top two in market share) and hot 
AC format. 

`Underradioed market' 
"It's a great market, an underradioed 

market," says Dave Robbins, WNCI gen-
eral manager. "It has fewer signals than 
comparable cities. In that regard, its a 
lot like Atlanta. And Columbus has good 
revenue. 

"If it goes the way most other mar-
kets are going, there will probably con-
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tinue to be turnover," Robbins says. 
"From the way we've positioned our sta-
tions, we're insulated from that change. 

"When all is said ancl done we will 
own 17 radio stations in eight markets," 
Robbins says. 

"Columbus is one of our targeted 
markets. We own three stations now in 
Columbus — that's as many as in any of 
our other markets. Nationwide wants to 
maximize its revenue any way it can, 
and if we can do that by buying another 
station, we will." 

Also hoping to quietly clean up is 
WBNS-FM ("Oldies B97"). When Jacor 
converted the former '70s oldies stations 
to other purposes, B97 was all alone in 
the oldies format. In addition to sister 
station all-sports WBNS(AM), the locally 
owned WBNS companies also include a 
satellite carrier and Ohio News 
Network. 

After the disruption of the past few 
months, will there be more buyouts in 
Columbus? 

"The only thing you can guarantee is 
that things will continue to change," 
says Jacor's Thon. "It is a crazy time. 
Nothing is etched in stone. How it ulti-
mately will pan out, time will tell." 

Refreshing change 
CD 101's Vaughan predicts a few 

more buyouts in Columbus. 
With the Blitz's Mnich, the Wolfes 

(owners of WBNS radio, TV and the dai-
ly newspaper) and Nationwide all based 
in and owning stations in Columbus, "I'd 
say that makes Columbus more resistant 
to further change," Vaughan says. 

"I think the best part of this — and 
Columbus is even weirder than most 
places in this regard — is that manage-
ment and ownership never talked, sta-
tion to station, here. The idea was 
always, 'You're the competition.' 

"Where other cities had monthly get-
togethers of station management, we 
never did," he adds. 

"Now, all of a sudden, we're all talk-
ing, trying to figure out what's going on. 
I find that refreshing." 
One thing is certain: The Winter '97 

Arbitrons will be the most closely 
watched ratings in years. 

"And the end result is probably noth-
ing is going to change," Robbins says 
with a laugh. 

Tim Feral, corers radio arid other arts 
and entertainment issues for The 
Columbus Dispatch. the city's daily 
)letespaper. 

24 APRIL 1997 Tuned In 



• 

ferileA 

RoDUCTION 

Special production for your special clients 

• Radio commercials that grab attention 

• Professional jingles custom made 
for the client 

Various services for your station 

• Radio liners and jingles custom made 
for your station 

• CD services to archive valuable material 

We harness the power of advanced digital tech-

nology and a very deep talent pool to get you the 
exact sound and professional quality you've been 

looking for. 

http://members.aol.com/empire01 

phone: 501-582-0767 

Empire Sound Productions 

2863 Old Missouri Rd, Suite 1028. Fayetteville, AR 72701 

READER SERVICE 60 

Pf1D10 
COMPTS DOW Me Miley! 
We not only produce the hottest jingles in America, we sell 
millions of dollars in radio schedules. Here are just a few 
recent examples of how we SHOW YOU THE MONEY! 

WFMZ/Allentown, PA — $120,000 in 3 days 

WEJT/Decatur, IL — $115,000 in 4 days 
KHUT/Hutchinson, KS — $65,000 in 2 days 

KSYZ/Grand Island, NE — $108,000 in 2 days 

Call 1-800-950-5787 for a CD demo and 
Sales Kit, then let us SHOW YOU THE MONEY! 

READER SERVICE 100 



Leasing Your Tower Site 
Don't Let the Landlord Take You Hostage 

Tt you ask station owners, or would- I )(. 
'station owners, to identify the most 

important radio station asset, it should 
come as no surprise that the FCC license 
tops the list. But when you ask them to 
identify the second most important 
asset, the answer most heard is the sta-
tion tower lease. 
The importance of a good tower site 

has become increasingly evident with 
the flood of acquisitions and financings 
in the wake of the Telecom Act. Aside 
from ownership deregulation, the 
Telecom Act also placed a February 8 
deadline by which stations that liad 
been off the air for more than a year 
had to return to broadcast operations or 
automatically lose their license. For 
those stations that needed a tower site 
to get back on the air, January saw a 
mad rush to sign up leases before the 
February deadline. 
Because a station owner would have 

to modify his or her FCC license to relo-
cate to another site (which would take 
too much time), he or she is effectively 
at the mercy of the site owner to pay 
whatever is demanded in rent or risk 
losing the station's FCC license. 

The basics 
While station owners who are lucky 

enough to own their tower site do not 
have to worry about such things, for 
those who rent their site, a solid tower 
lease is critical. Basically, there are two 
types of tower leasing arrangements. 
You can either lease space on someone 
else's tower ( commonly referred to as a 
"tower lease"), or lease a piece of real 
estate and build your own tower on the 
land ( referred to as a "tower site lease"). 
The importance of such a lease is 

clear. Despite your FCC license, if you 
don't have a site from which to transmit, 
you basically don't have a radio station. 
Also, because the FCC license is very 
specific as to where your tower must be 
located, a station owner cannot just 
pack up his station and move to another 
site if he loses his lease. 
The process of moving your site can 

be very costly and time-consuming. First 
you have to locate a viable alternate site 
— one from which you can transmit 
without interfering with other assigned 

by Frank Montero 

frequencies. Then you have to apply to 
the FCC to modify your license to trans-
mit from the alternate site. All of this 
involves legal and engineering fees, and 
may take months for the FCC to ulti-
mately process and grant. 
You may also need FAA approval if 

your new site is near an airport or flight 
path. Finally, you may have to build 
new towers or move your existing tow-
ers, which can be very costly. Moreover, 
if the old landlord has given you a dead-
line by which to vacate, you may find 
yourself off the air until you can move. 

For the educated tower site owner, 
these restrictions are occasionally inter-
preted as a license to print money at the 
station owner's expense. Many landlords 
know the cost, risk and expense associ-
ated with moving a station's tower site. 
Therefore, they are frequently tempted 
to use this leverage to charge high 
rental rates in areas where there are few 
alternate sites available and ask for 
additional concessions whenever the 
station needs the landlord's cooperation. 
I have seen an amazing number of 

radio station transactions held up by 
uncooperative tower site landlords — 
most often when a station is being 
bought or when a station owner, or 
would-be station owner, is trying to 
obtain financing to buy a station. 
When a station that transmits from a 

leased tower site is sold, the buyer natu-
rally wants to assume the tower lease 
along with the other assets. The difficul-
ty arises when the lease cannot be 
assigned to a buyer of the station with-
out the consent of the landlord. Such a 
provision in the lease puts the landlord 
in a position of leverage because it 
forces the owner of the station to obtain 
the written consent from the landlord 
before being able to sell the station. 

In some instances, the buyer may also 
require from the seller a signed "estop-
pel certificate" from the landlord that 
essentially states that the lease is in full 
force and effect and that the seller is not 
at risk of losing the lease as a result of 
any breach. 
While most landlords cooperate in 

signing these consents and certificates, 

the fact is that the landlord is frequently 
under no obligation to do so. As a 
result, the landlord may be slow to 
return the signed consent, or, in 
extreme cases, may purposefully with-
hold the consent until certain conces-
sions have been made or unless the 
lease is re-negotiated. 
Because the station sale will not occur 

unless the buyer is confident that the 
lease will be assigned, the landlord can 
effectively hold up the entire transaction. 

In one case I know of, a station owner 
had contracted to sell his station but had 
taken his time in obtaining his landlord's 
written approval to assign the tower 
lease to the prospective buyer. The own-
er felt that he had a good relationship 
with the owner and that obtaining the 
consent would be of little difficulty. 
What was not anticipated was that, 

just a few days before the scheduled 
sale of the station, the owner of the 
property died. As a result, the real estate 
passed on to his estate and no consent 
could be given until the executor dis-
tributed the land to the landlord's heirs. 
Because the land was inherited equally 
by the landlord's several children, the 
seller had to track down all the heirs to 
obtain the consents. This effectively 
delayed the sale of the station for a con-
siderable amount of time. 

Financing risks 
The second instance in which an inat-

tentive or uncooperative landlord can 
create problems is in the context of a 
financing. As any station owner who has 
borrowed money knows, the bank takes 
a security interest in everything, includ-
ing the tower site. If you rent your site. 
that means that the bank will want 
either a leasehold mortgage on the site 
or a collateral assignment of the lease. 
While this, in and of itself, is not a 

problem, most banks will want the land-
lord to sign a "consent and waiver," 
which is essentially the landlord's written 
consent to the bank's security interest in 
both the lease and the station owner's 
equipment on the leased property. Once 
again, the landlord is in a position of 
great leverage to hold up the financing if 
he refuses to sign the bank's documents. 
On some occasions, the financing is 

part of a multistation acquisition. 
However, the bank will not loan the 
money until all the documentation for 
the various stations is in order. In one 
instance, a landlord had a dispute over 
the electric bill to be paid by the tenant 
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and refused to sign the bank's consent 
unless the dispute was resolved to his 
satisfaction. Because the buyer's entire 
financing depended on obtaining the 
necessary documents for all the stations 
being purchased, one landlord was able 
to hold up a financing and acquisition 
involving several stations and worth 
many millions of dollars. 

A few pointers 
So how do you handle this situation? 

There are various steps that you can 
take. First and foremost, if you are buy-
ing a station, find out if the seller owns 
or leases its tower site. If the site is 
leased, ask to see a copy of the lease 
before you sign anything. Often, a buy-
er only checks to see what the rental 
payment is, and whether it increases 
over time. 

But this is just the beginning. Once 
you have the lease, check to see the 
term of the lease. A preferable lease is 
one that still has a long life to it. This 
will also be important when, and if, you 
decide to sell the station because most 
buyers are frightened by a tower lease 
that only has a few years left. 
The next thing to check is the assign-

ability of the lease. Some are assignable 

by the tenant without the landlord's 
consent. This is ideal. Others allow the 
lease to be assigned to any buyer of the 
station without the landlord's consent. 
This will also work. 

Otherwise, look to see if there are any 
restrictions on the landlord's ability to 
withhold his consent, such as language 
that provides that the landlord's consent 
"will not be unreasonably withheld." 
This is not ideal, but it helps. 
Other important provisions are the 

renewability of the lease and whether 
the lease gives the tenant an option to 
buy the land. For AM stations, make 
sure that your ground system is covered 
and check to see whether it allows you 
to build additional towers if needed. 

If you find yourself in the position of 
negotiating a new lease with a landlord, 
try to make the lease term as long as 
possible to safeguard your site, but 
leave yourself an out if you elect to 
move. 

Also, if you think you will need 
financing, throw in a requirement that 
the landlord cooperate in signing any 
documentation that may be required by 
your lender. If you are in the process of 
getting the financing, ask your lender 
for copies of any documents that the 

landlord may have to sign and attach 
them as exhibits to the lease so that 
there is no misunderstanding of what 
you will need. 

In any event, enlist the help of an 
attorney. The lease will set the ground 
rules for the relationship you have with 
your landlord for many years to come, 
and it is well worth the expense of qual-
ified legal counsel. 
These are just a few basic points to 

look out for when assuming a tower 
lease. In essence, a tower site lease, for 
those who do not own their own site, is 
a necessary evil. 
The most important rule is not to wait 

until the last minute. Give yourself plen-
ty of time before the acquisition or the 
financing to gain the landlord's confi-
dence and cooperation. This reduces 
the landlord's leverage and avoids any 
unnecessary holdups and hardships 
down the road. 

Frank Montero is a commu-
nications attorney and part-
ner with the Washington law 
firm Fisher Wayland Cooper 
Leader and Zaragoza, L.L.P. 

Ciimact him at 202-775-5662; fax: 202-296-
6518, or via e-mail fmontero@fwclz.com 
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Tuned In with... 

by Lucia Cabo 

con't let John David hear you say that there's nothing for 
radio at the spring NAB convention. He is tired of hear-
ing it. So tired, in fact, he put together a terrific six-page 

brochure that details all the events, sessions, exhibits and 
keynotes geared toward radio. 
"NAB '97 has plenty for radio. We have Michael Jordan, 

Dick Orkin and Wally Philips. The Radio Crystal Awards. Look 
at all that is going on. If you don't go, you won't know what 
is happening in the business." 

If that sounds like a passionate response, you read it right. 
His radio roots run deep. 
John David was named senior vice president/radio of the 

National Association of Broadcasters in June 1992. He was the 
NAB vice president of broadcaster/congressional relations 
from 1989 to 1992. Prior to joining the NAB, David was a 
member of the NAB board of directors from 1984 to 1988. 
From 1971 to 1988, David was owner and executive vice pres-
ident of J.R. Broadcasting Co., based in Missouri. 
He really got his start in radio at age 13. "I 

never wanted to do anything else," he says. 
As he tells it, as a kid he was discovered on the 

public address system in grade school. He was cov-
ering a football game, recounts David, and the man-
ager of the local radio station heard him. 
"The manager of the station heard me and sent 

me to cover a game for him," says David. "We 
recorded the games on Friday and played it back 
on Saturday morning." 

That launched John David down the radio path. A 
culminating moment came early on, when President 
John F. Kennedy visited his small Oklahoma home-
town. He covered the visit for the station as part of 
the "press corps" for the president. 
David went on to earn a degree in radio and televi-

sion communications at Oklahoma State University. 
"I worked my way through college at a station in town." He 

was a rock 'n' roll DJ at KOMA and hooked up with a partner 
to purchase his first radio station. There first AM station led to 
an entire radio group, built over a period of 17 years. 

"As an owner, I carried an account list, assisted with the 
engineering and was involved in the community work," he 
says. 

David believes it is still possible to do build a radio group 
as he did. Just not necessarily in the larger markets. 

"The large markets are too specialized and the prices are 
too high," he says. "But in the small markets, people are still 
doing that and they still are enjoying the business." 
The large-market/small-market dichotomy is a sensitive one 

at the NAB. But David believes the association is careful to 
weigh the issues that matter to the industry as a whole. 

"With 36 members on the radio board, we have very diver-
sified input from all size markets and operators," he says. 
"And to the question of how do we serve both sides I say, 'I 

don't look at it as two sides. I look At it 
as the radio business.'" 
And the NAB approaches it that way 

too, says David. 
"We don't go and get something from 
Capitol Hill by saying, 'Hey, we'd like 
this for the larger markets and we'd like 
this for the smaller markets.' We get it 
for the industry. And that is the way it 
is perceived within this building." 

David's interest in radio extends to everyday issues as 
well as future ones. 

"I am most concerned about the radio people who are not 
aware of what is going on," he says. "Those are the broadcast-
ers who tend to get in trouble. 
"We just completed three years of license renewal seminars. 

We had good attendance, but we should have had almost 
every licensee there. License renewal only comes around once 
every eight years. I think I would get that one part right." 

Five years ago, when John David first signed on as senior 
vice president/radio, he told this reporter that there were two 
things radio needed to do to stay ahead of the coming changes. 
"We need to hold fast to our commitment to localism," he said, 
and: "We need to use technology to our advantage." 
David continues to push those concepts forward. The NAB 

is fiercely protective of radio's undisputed lock on localism. 
And the NAB has set itself up to shepherd the move to digital 
technology for radio. 
According to David, if you stay abreast of what's going on 

and you remember the basics of good radio, radio will thrive. 
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0
 ne of the most time-honored 
ways a radio station creates its 
image and stationality has been 

through involvement in promotional 
events. From the swim-up request win-
dows of WAPE/Jacksonville in the 1960s 
to the modern day "Weenie Roasts" of 
KROQ(FM) in Los Angeles, stations have 
used promotional events as a means of 
attracting crowds and creating a buzz on 
the streets. Recently, station managers 
are finding that these events, which 
range from concerts to art fairs to fish-
ing contests and even auctions, allow a 
sizable opportunity to add to a station's 
bottom line through nontraditional rev-
enue opportunities. 
While the cost of planning, organiz-

ing, executing and marketing a major 
promotion is cumbersome, these costs 
can be offset by the creation of non-tra-
ditional revenue streams. Nontraditional 
business opportunities can include sig-
nage and vendor space at concert 
events, remotes from a particular busi-
ness and other forms of promotional 
advertising leading up to the event, all 
without using one avail from a station's 
commercial inventory. 

"The landscape of radio is changing," 
says Jim Richards, vice president and 
general manager of Dalton's WGRR(FM) 
in Cincinnati. "In order to make our bud-
gets, cost-per-point is driving most of our 
revenue. But CPP can only take you so 
far. We find ways to sell without taking 
up inventory, and we do it constantly." 

Three factors 
Richards mentions that he considers 

three factors in determining whether a 
promotional idea for WGRR can be 
developed into a promotional event. 
"The promotion has to be right for the 
listener, right for the station, and right 
for the client. If one of those elements is 
not there, we don't do it." 

Mark Renier, VP/general manager of 
Susquehanna's WNNX(FM) in Atlanta, 
reiterates the importance of compatibili-
ty with a station's target audience when 
planning a promotional event. "We don't 
get involved in things that don't work 
for our target. We will get involved 
when we are sure it makes sense for 
our radio station. We ask, 'why would it 
be special to our listeners?" Renier says. 
Richards says that determining the 

viablility of a particular promotion 
comes in part from an understanding of 
the needs of a station's target audience. 
"Our listeners are between their early 
40s and mid 50s, and we understand 
their needs and desires," Richards says, 
referring to the listeners of WGRR's 
oldies format. "We do perceptual studies 
every year and we have a database of 
more than 20,000 WGRR card holders. 
We jump on things that we feel are 
home runs for the radio station." 

For music-based radio stations, events 
that directly connect with a station's 
musical bill of fare work particularly 
well, according to Amy Van Hook, pro-
motions director of WNNX. "Anything 
that involves music or ties into the music 
is a big plus," Van Hook says. In addi-
tion to musically related themes, events 
that are related in nature to entertain-
ment, technology and "extreme" sports 
also work well, she says. 

In its efforts to generate nontraditional 
revenue as well as a connection with its 
listeners, WGRR created the 
"OldiesFest," an all-day outdoor event 
featuring live performances by well-
known oldies artists held at a local park. 
"We use OldiesFest to kick off summer 
as a listener appreciation event," 
Richards says. 
According to Richards, 

planning for the 
annual 

WGRR OldiesFest begins immediately 
after the last OldiesFest has been suc-
cessfully executed. "We have a planning 
session right after the event. We discuss 
what was good and what was not good. 
Then we try to lock up as many people 
as possible for next year," he says. 

After the staff at WGRR works out the 
details for the execution of the event, 
the station begins the undertaking of 
pitching the sponsorship packages to 
area businesses. "We have 40 different 
packages that target different types of 
sponsors," Richards says. 
Sponsorship packages for WGRR's 

OldiesFest can include signage at the 
venue, advertising space in a four-color, 
high-gloss program for the event, and 
advertising space on the back of 
120,000 free tickets used for admission 
to the event. WGRR staffers give these 
tickets away to listeners during a sched-
uled series of "Ticket Stops" held at a 
particular sponsor's location. Here, the 
station receives promotional visibility 
and the retailer benefits from the 
increased store traffic. 

Co-promotions 
"We drive our listeners to those loca-

tions to pick up those tickets. 
They are very hot promotional items, 

as the customers wait in line and the 
retailers see the response," Richards 
says. 
Although it is important for a radio 

station to generate financial support 
for the logistics of a promotional 
event, Renier stresses that it is 
important that the sponsors do 
not dominate the event. 
"We're reluctant to do co-
promotions. We look for 
spontaneous, unique 
things that are not 
overshadowed by 
sponsors," Renier 
says. 

• 
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Richards adds, "We are very sales-ori-
ented, but we can't prostitute the prod-
uct. Our goal is a very clean and healthy 

station," Richards says. 
Renier adds that WNNX will participate 

in a promotional event " if the market 
likes it, if it is unique or special in some 
way, or if it stands out. We provide 
exposure for sponsors who would like to 
be associated with events and cool things 
around town." 
He adds that the station's prospect list 

is the best source for promotional event 
sponsorships. " If we deem it is a good 
opportunity. we run through our 
prospect list and determine which adver-
tisers would have products that would 

benefit from this event." 
For example, WNNX recently execut-

ed a "99X Brouhaha," an outdoor con-
cert sponsored by Anheuser-Busch. "We 
sold a title sponsorship to Anheuser-
Busch, and they promoted Bud Light. 
They gave a fee for the title, and then 
they got promotional support, an ad in 
our magazine, signage and tickets for 
the event." 

For 99X's "Big Day Out" event, the 
station cites major auto franchises as 
good prospects for sponsorship. "We'll 
bring in a major auto franchise, then 
they'll get a car on site, a register to win 
entry form to get a prospect list, then 

spots and sponsorship," Renier says. 
Outside of concerts, the alternative 

formatted WNNX gets involved in events 
such as the "New Rock Auction" held at 
a local club, where listeners can bid on 
items autographed by top Modern Rock 
artists, and the Arts Fest of Atlanta, a 10-
day arts fair and festival sponsored by 
Toyota and America Online. 

Richards emphasizes that promotional 
events such as his station's OldiesFest 
are a testament to the power of radio to 
draw a crowd and create response. 
"(OldiesFest) opens at 8:30 a.m. By 7 or 
8 a.m. there are 800 to 900 people there, 
and by 8:30 there are 3,000 to 4,000 peo-
ple there. It's like a gold rush to get in, 
and the sponsors see the response." 
Van Hook adds that radio stations need 

to accentuate the abundant opportunities 
that promotional events offer in order to 
make them work. 

"A lot of stations don't maximize the 
opportunities. They show up with a ban-
ner and just sit around. When we do 
something, we do it 100 percent, and we 
tie it into our audience." 

Doug Hyde is a free-lance writer based 
in Tampa. Fla. He is a regular contribu-
tor to Tuned In. Contact him at 813-
225-0535, or via e-mail at 
radioguy22@aol.com 

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 

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

Szabo Associates, Inc. 3355 Lenox Road. \ I 91h Floor Atlanta, Georgia 30326 Phone, 404-266-2464 Fax, 404-266-2165 

A Checklist I/ 

W hile planning and executing a 
promotional event can prove to 

be beneficial to both a station's image 
and bottom line, there are a myriad of 
logistical concerns associated with 
these events. 

Craig Clayton, executive director of 
Excel Marketing, a Coral Springs, Fla.-
based promotions firms, recommends 
a step-by-step process for planning 
and executing a promotional event. 
The first step is to make sure the 

promotion appeals to your station's lis-
teners. "For a concert in particular, you 
need to target the acts that appeal to 
your Pls," Clayton says. After a pro-
motion's compatibility is established, a 
budget must be outlined. 

Next, Clayton says that sponsorship 
opportunities and packages should be 
created to target new accounts. "Sixty to 
80 percent of revenue for these events 
is new business." he says. To foster an 
ongoing relatkmship with clients for 
future events, Clayton suggests that 
incentives should be offered to atten-
dees to attract store traffic after the 
event. "You must tie in some store-level 
promotion to get your listeners back to 
the retailer," he says. He also suggests 
assigning a higher commission rate for 
nontraditional revenue packages to 
motivate salespeople. 
With regard to the logistics of plan-

ning a promotional event, Clayton 
strongly recommends that stations con-
sult a local show management firm or 
concert promoter prior to making the 
on-site arrangements. According to 
Clayton, these companies are specially 
versed and trained to handle major 
details, such as signage and vendor 
space, as well as a "myriad of smaller 
details," including but not limited to the 
burying of electric cables, and the loca-
tion of pay phones and portable toilets. 
Clayton also urges stations partici-

pating in promotional events to secure 
an extensive insurance policy in the 
event that problems arise. "There 
could be huge lawsuits and the sta-
tion's license could be in jeopardy if 
people are in harm's way," he says. 

Finally, a post-event evaluation, such 
as a wrap-up report, should be sent to 
clients after the event concludes to pro-
vide information and maintain a relation-
ship with the client. "At a lot of stations, 
there is no communication between the 
station and the client after the event. 
You need something that says, 'Here is 
what we did, and here is what you got." 
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Management Journal 

by Vincent M. Ditingo 

adio's Financial Numbers 
Point to Confident Future 

What a difference five years make! 
In that relatively short span of time, radio went from expe-

riencing stagnant economic growth in the face of increasing 
cable competition to a confident and 
poised to meet the competitive chal-
lenges of the new century. The change 
stems primarily from deregulation and, 
consequently, greater visibility on Wall 
Street for raising capital. Buoyed by a 
number of inherent fixed assets and 
relatively low labor costs compared to 
many other media and advertising-dri-
ven businesses, radio has become and 
will continue to be an attractive invest-
ment opportunity. 

After witnessing today's ever-chang-
ing radio landscape, with new power players continually 
emerging, its hard to imagine that in early 1992 the industry 
was still mired in a nearly two-year recession, replete with 
sluggish advertising sales and virtually nonexistent station 
trading. In fact, according to BIA Research Inc., a Chantilly, 
Va.-based media research and financial firm, the total dollar 
value of stations bought and sold during the past 10 years 
reached an all-time low in both 1990 and 1991 — $773 mil-
lion and $807 million, respectively. At the same time, the 
Radio Advertising Bureau (RAB) reported a downward trend 
in annual industrywide revenues for the first time in 30 years. 
As many radio executives now know, in an effort to create 

greater advertising sales leverage and, in doing so, to spur 
station trading activity, the FCC passed its then-heralded 
expanded duopoly ruling in late 1992, only to be eclipsed by 
the further deregulatory ownership provisions of the 
February 1996 Telecommunications Act. 
During this period, radio's financial outlook gradually 

pointed to the rebirth of a much stronger, revitalized busi-
ness, albeit one that has been consolidating rapidly due to 
the unprecedented merger and acquisition deals of the past 
18 months. These deals include both the 
Westinghouse/CBS/Infinity merger as well as Chancellor's 
recently announced $4 billion merger with Evergreen Media 
and $ 1.07 billion, 10-station Viacom acquisition. The 
Chancellor deal is expected to close this fall. 

profitable industry 

efficiencies, leading to stronger advertising sales and double-
digit returns for investors. 

Radio's confidence-rich future has been unfolding even 
with the Justice Department's current investigation into what 
can best be categorized as the perceived monopolistic con-
cerns of radio station ownership raised by advertising 
groups. (The likely solution for allaying these concerns, 
which has already been implored by the government in a 
couple of U.S. markets whereby one group controls more 
  than 50 percent of the radio ad revenue 

Trends in Business 

Applications, 

Marketing 

Systems and Strategic 

Planning 

Passing the profit threshold 
Fueling radio's second, and perhaps final, major consolidation 

phase in a decade has been a marked increase in public offer-
ings. That is, more and more radio groups during the 1990s 
have turned to the public market — which itself is presently 
experiencing record numbers of investment dollars because of 
higher-than-expected earnings in a number of sectors — to raise 
additional funding for the larger deals. 
Without question, radio's new ownership restructuring has 

produced a healthy economic climate for group deals, one 
which is underscored by higher station values and profit 
margins. This is a direct result of better operating 

there, is some type of property spinoff 
scenario. In the long run, such a move 
should not severely hurt the value of a 
company.) 

Sizing up the data 
Let's turn our attention to some of the 

newly released 1996 financial data. BIA 
Research's Transactional Database, one 
of the leading barometers in measuring 
station trading dollars. reveals an 

impressive $ 14.336 billion in announced station sales for last 
year. This figure, which is up significantly from the trading 
volume for announced station transactions of $5.371 billion 
in 1995, certainly would have been unthinkable five years 
earlier. Remember, most of the recent deals impact the top-
tier radio markets. 

Simply stated, in order to be a major player in the top 25 
radio markets, radio companies must take advantage of the 
new relaxed policies governing local ownership in order to 
command a sizable portion of both local and national radio 
revenue. As more of the larger radio companies merge, such 
as Chancellor, Evergreen and Viacom, a much higher percent-
age of radio listeners/consumers will be cornered, translating 
into substantially more advertising and promotion dollars. 

For instance, a closer look at the BIA statistics reveals that 
the estimated aggregate revenues dollars for the top 10 radio 
groups alone (including the Chancellor merger) now account 
for almost one-third of all industry revenues. 
However, it is important to keep in mind that deregulation 

affects markets of all sizes, as many of smaller and/or 
regional market radio owners are getting bigger and have 
more local advertising leverage against their prime competi-
tor: newspapers. 
Take, for example, Ver Standig Broadcasting and Dame 

Media, two successful (and growing) radio companies in the 
southern/mid-Atlantic region of the country, which were fea-
tured in this column in January. As of this writing, Dame 
Media is now in BIA's list of the top 50 revenue-generating 
radio groups, ranking 49th. 
Meanwhile, according to the RAB, total radio industry rev-

enues last year registered more than 8 percent growth, from 
$11.470 billion in '95 to $ 12.412 billion in '96. The RAB data 
also shows the Southeast remaining among the strongest 
regions of the country for radio advertising growth. 

Vincent M. Ditingo is a business writer media 
consultant and educator as well as president 
of Ditingo Media Entoprises, a New York City-
based creative communications company. 
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Show Preview 

by VVhitney Pinion 

T he NAB annual spring show could 
be called the monster that swal-

lowed Las Vegas. It just keeps growing, 
engulfing several buildings in it wake. 
This month, April 6-10, the various con-
ferences of the convention spill out of 
the Las Vegas Convention Center into 
the Vegas Hilton and the Sands. 
Management types will find the most 
relevant action at both the convention 
center and the Hilton. 

Traditionally, radio has been over-
shadowed by television during this gath-
ering, and management, sales and pro-
gramming take a back seat to 
technology. In other words, your chief 
engineer may feel right at home among 
the exhibits and engineering sessions, 
but what's in this convention for you? 
Westinghouse Chairman and CEO 

Michael Jordan, who has been in the 
headlines of industry trades since the 
CBS/Westinghouse/Infinity merger was 
announced last June, delivers the All-
industry Opening and Keynote Address 
on Monday morning, April 7, in the Las 
Vegas Hilton. 

Sticky issues 
Perhaps at the forefront of the minds 

of radio managers attending this year's 
NAB are the sticky regulatory issues 
associated with the changing ownership 
structures of the industry. The 
Broadcasters' Law & Regulation 
Conference, which runs Sunday, April 6 
through Wednesday, April 9, could not 
be more timely. 
On Monday morning, check out the 

session "Duopolies, LMAs and 
Ownership Changes: Acquiring Stations 
While Avoiding Regulatory Traps." 
Featuring a panel that includes FCC 
Mass Media Bureau Chief Roy Stewart 
and a handful of communications attor-
neys, the session focuses on how broad-

casters can best expand their operations 
without running afoul of any relevant 
laws or regulations. 
Closely linked to this session is the 

Tuesday afternoon "Antitrust Primer for 
Broadcasters." With the Justice 
Department looking over broadcasters' 
shoulders, it is essential that radio oper-
ators understand both federal and state 
antitrust regulation. This session offers 
practical advice on compliance and 
avoiding trouble. 
Nowadays, the big boys in radio have 

relatively easy access to capital, but 
where do you look for financing if 
you're not a major market player? The 
session " Small and Medium Market 
Station Financing," scheduled for 
Monday afternoon, should provide you 
with some answers. 

If you have questions for FCC 
Chairman Reed Hundt, you'll get the 
chance to ask them early Tuesday morn-
ing during the FCC Chairman's Breakfast. 
The other conferences at this year's 

show that pertain specifically to radio 
managers are the Radio Management 
Conference and RAB Sales & Marketing 
Conference, which run from Sunday, 
April 6 through Wednesday, April 9. If 
you were unable to make it to Atlanta in 
February for the annual RAB gathering, 
check out some of the conference's 
prime sessions, juiced up for NAB. 
You shouldn't miss "Positioning Radio 

to Newspaper Advertisers" on Wednesday 
morning. George Hyde and Mike Mahone 
of the RAB share the results of a recent 
RAB/Arbitron survey of heavy newspaper 
advertisers. Learn how to sell radio to 
clients who are comfortable with tradi-
tional print advertising and how to funnel 
more dollars into radio without bad-
mouthing the newspaper guys. 
Get up to speed on the Net during 

the Monday morning " Internet 
Workshop." This workshop offers practi-
cal tools for understanding and taking 

advantage of this medium that broad-
casters cannot afford to ignore. 
Of course, there are the perennial gath-

erings throughout the conference where 
you can network and catch up with old 
friends. The Radio Opening Reception 
kicks off the radio portion of the conven-
tion on Sunday, April 6 at 4 p.m. 

During the NAB Radio Luncheon on 
Tuesday, Wally Phillips, legendary radio 
personality at WGN(AM) in Chicago, is 
being inducted into the NAB 
Broadcasting Hall of Fame. Also, the 
NAB Crystal Radio Awards are being 
presented at the luncheon. 

Work the floor 
You may or may not take the time to 

wander through the radio/audio exhibit 
hall while you're at NAB. But there are a 
number of products on the floor this 
year that require some attention. Before 
you go, you might check out the "Sneak 
Preview of the Radio/Audio Exhibit Hall" 
on Sunday afternoon, an hour-long ses-
sion for non-technical radio people. 
According to a recent article in Radio 

World newspaper, Tuned In's sister pub-
lication, 1997 may be the year that large 
numbers of radio stations move from 
analog to digital consoles. 
New or featured digital consoles on the 

NAB floor this year include the Fidelipac 
MX/D digital broadcast mixer; the Harris 
Broadcast DRC1000; the new Logitek 
Serial Sound; the new PR&E all-digital 
Integrity broadcast console; the 
Auditronics NuStar 3000 on-air digital 
console; the new Wheatstone D-500 digi-
tal audio console and the Yamaha 03D 
digital recording mixer. 

Virtually all the digital on-air delivery 
companies are showcasing their soft-
ware updates or new products to help 
radio station groups manage and share 
their audio resources. Among the com-
panies with such systems are Broadcast 
Electronics (BE), MediaTouch, Arrakis, 
Orban and Prophet Systems. 

If you're not already using the 
Internet to promote your stations, you're 
probably thinking about it. Telos 
Systems is showing its Audioactive 
audio streaming technology. Radio peo-
ple with an interest in the Internet may 
also want to visit Progressive Networks, 
maker of the popular RealAudio stream-
ing system, to see how its new 
RealVideo will compete with, or com-
plement, its audio tools. 

Please check NAB on-site directories 
for times and locations, which are sub-
ject to change. 
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Eliminate Carts for $ 7,000 
 fl 

1110 

ReM ikee 

Scott Studios' Spot Box 
At last! A commercial player that 
works just like carts, but with digital 
audio that sounds like compact discs. 

It's Scott Studios' new Spot Box. It's 
the first hard disk "cart" replacement 
that jocks really like! 

It's easy to use: You get four Start 
buttons for four recordings, just like a 
quadruple deck "cart" player. 

The Start button clearly counts down 
the remaining time of each cut. Every 
deck shows "bar graph" VU levels. 

When a "cart" finishes, the label and 
buttons turn grey to lock out 
accidental re-play. It can air again with 
a touch of the Replay button (at the 
lower right). If there are more than 
four "carts" in the set, the "on deck" 
spot moves from the fifth line (at the 
right of the time and date) to the grey 
deck that had played. The Spot Box 
can also remote start CD players. 

The Manual-Auto button (at the right 
of each label) lets you start each spot 
manually or have the Spot Box 
smoothly start the next one itself. 

7:12:23 
Saturday AM May 3, 1997  

Boston Market 
Q: No Coupon Required 
Anncr: Regional Start 4112 
:00/0:29/C CM 1234 End 517 

CompUSA - Epson Co-Op 
Q: 1-800-CompUSA 
Anncr: P.C. Modem Start 4/20 
:01/1:00/C CM 2222 End 6/21 

1Dallas Morning News 
Read the News, You Know 

¡Anna: Nick Anthony Start 5/3 
I:00/1:00/C CA 3333 End 9a 5/3 I 

Nation's Bank 
Q: 800-234-LOAN 
1Anncr: Jim Banks Start 7/1 
AO/1:00IC CA 4444 End 7/15 

I : 

tgun Jai 
0-102 

s & Call Letters 
  05/C Jin 2763 End Tffl 

ItYou're Not In It For Love): 
I'm Outta Here {Remix} drivita Twain IC 00544 Ali 

Mud 

Ilia 

IMP 

OBI 

11 
Here's a reduced size view of Scott Studios' 5"x8%." Spot Box. You get easy 
access to hundreds of commercials, jingles, sounders, comedy and other 
recordings. All audio is CD quality digital from hard drives. 

Automatic sequencing can also be turned on or off 
globally, by categories or shifts. 

Pause buttons can stop (and resume) playback of any cut. 
During a Pause, the Start button can replay that recording 
from the beginning. 

Each deck has a Fade button. It helps if you need to fade 
something out gracefully with one touch. 

On Airll 

:59, 
Start Button 
Actual Size 

The Spots and Jingles buttons at the 
lower left take you to a "Wall of Carts" 
screen that shows all of your hundreds of 
recordings. You can jump immediately 
to whatever you want by touching the 
first letter of its name on the large 
alphabet at the top of that screen. Pick 
and play it quickly in any "cart" deck. 

As an option, we can automatically bring 
logs into the Spot Box from your traffic computer. Then, 
after the spot set has finished, the Load button at the lower 
right automatically brings in the next break. 

You can quickly rearrange the order of any recordings 
with the Up and Down Arrows. 

Scott Studios' Spot Box not only sounds better than any 
"carts" you've ever heard, its labels look better and are 
easier to read than any "carts" you've ever seen! 

You get four legible lines of useful label information: 
Names, numbers, out-cues, announcers, intros, lengths, 

(972) 620-2211 FAX: (972) 620-8811 
8 0 0 7 2 6 8 8 7 7 

endings, copy info, start and end dates and times, schedule 
times, and anything else you want. Labels are even color 
coded. When you have several cuts rotating as one number, 
you see exact lengths. Both the name and out cue match the 
exact cut that plays. The Spot Box even rotates recorded tags. 

If you have several stations in one building, record each spot 
only once. It's instantly playable in every desired studios' 
Spot Box, without re-dubbing or retyping labels. Cuts can be 
locked so they only play on designated stations or shifts. 

You also get printouts showing exactly when each spot plays! 

Best of all, Scott Studios' digital audio is affordable. A "four-
deck" Spot Box player storing 600 minutes in stereo starts at 
$6,000. You can record and edit spots or phone calls in the air 
studio during songs for only $1,000 more. A production 
studio recorder-editor is $5,000, and it can even go on-the-air 
if needed. 600 additional minutes of stereo storage is only 
$250. Larger screens and a variety of backup options are 
available. At Scott's low prices, you can afford as much 
storage and redundancy as you want. 

Also check out Scott Studios' Hot Box. It plays any of 62 "Hot 
Keys" instantly at the touch of a finger. You get 52 sets of 62 
clearly labeled Hot Keys: 3,224 digital cuts for only $5,000. 

Scott Studios also offers other digital systems for satellite 
formats, music on hard drive and voice track automation. 
Call 800-SCOTT-77 for details, or a no-obligation trial in your 
station. 

&Oa Seed  e.0 
13375 Stemmo is Freeway, Suite 400 

Dallas, Texas 75234 USA (800) SCOTT-77 
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High Profile csER‘ E 

Daria Dolan, former thespian, ex-
Wall Street executive and one-

half of America's premier financial 
advice-giving married couple, feels the 
need to decompress on weekends. After 
five days of immersing herself in all 
things money, she cooks, reads and 
whips up needlepoint masterpieces. 
Come Saturday and Sunday, she says 

she wouldn't care "if the stock exchange 
were to blow up." In fact, she notes, ask-
ing the reporter to keep what she's about 
to say from feminists, 'I get great joy out 
of doing the laundry on a Saturday." 
Monday to Friday, Dada and her hus-

band Ken do a different sort of laundry, 
sorting through the financial problems 
of Americans on "The Dolans." The pro-
gram originates at home base WOR(AM) 
in New York City and is heard on 176 

stations across the country. 
The path that has led the Dolans to their 

present role of one-of-a-kind money the-
ologians of the air begins on Wall Street 
and ends at WOR's 1440 Broadway head-
quarters in the Big Apple. 

In late 1984, Ken informed his wife that 
he was ditching the world of finance to 
become a broadcaster, taking a 70 per-
cent pay cut in the process. He had put 
his toes into the airwaves at WAMR(AM) 
in Venice, Fla., where he hosted a half-
hour talk show sponsored by Wood 
Gundy, an investment banking firm he 
had worked for in the Sunshine State. 
Nate Horrow, an agent from New 

York living in Florida, heard Ken war-
bling on WAMR and asked if he could 

by Alan Haber 

put together a tape for him and send it 
up to New York. In late 1984, Ken found 
himself subbing for Bernard Meltzer and 
Bruce Williams on NBC Radio's Talknet. 
Bob Bruno, then WOR program director 
and now general manager, approached 
Ken about taking up a career in radio. 
Ken entered the radio arena, and a 
financial radio star was born. 
The financial star burned less brightly 

for Ken once he found himself commut-
ing between Florida and New York dur-
ing his first year on WOR. He missed 
Dada and daughter Meredith and want-
ed to be with them on something 
approaching a normal basis. 

Before vacating his WOR spot, how-
ever, Dada joined him on the air by 
telephone to offer a woman's 

DOLANS continued on page 46 e 
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Introducing two new developments that bring the world closer, faster. 

EchoNet Internet Connectivity Software 
With International Datacasting's EchoNet software, broad-
casters can take advantage of their existing distribution 
systems to facilitate the delivery of many common 

Internet services. Users can take advantage of conventional 
Internet tools such as Netscapes Navigator, Microsoft' 
Internet Explorer and Real Audio* players to access web 
pages, E-Mail, newsgroups and multiple streams of 

RealAudio. These are constantly updated and pushed 
from the servers to the users' PC's. 

NET 

Cable PC Receiver Card 
The PC Receiver Card plugs into a standard ISA slot to 

turn your PC into a cable-ready data link for dedicated use 
with International Datacasting's satellite data broadcasting 
systems. It's the ideal last-mile solution for those locations 
where a 
satellite dish 
cannot be 
located right 
at the site. 

Netscape Navigator is a regisici k i Netscape Communications 
Corporation. Interret Explorer is a registered trademark of Microsoft Corp. Real Audio is a 
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Programming Profile MUM 
Smooth Jazz 
Hits the Right 
Note in Tampa 

by Doug Hyde 

AI,. Tampa Bay — a metropolitan area known for its 
tourist traps, lackluster professional sports teams and 

last but not least, some of the most raucous radio in the 
nation. After all, the Tampa Bay market has served as the 
breeding ground for nationally renowned and politically 
incorrect morning personalities Ron and Ron and 13ublia 
the Love Sponge. 

At first glance, this would be the last place in the world 
where one would expect a jazz/NAC format to prosper. 
However, the folks at Paxson Communications' "Smooth 
Jazz" WSJT(FM) 94.1 are proving the skeptics wrong. 

Ironically, it was Paxson that took the market's first version of 
NAC out of the market in 1992, with the acquisition of 
WHVE(FM), "The Wave." Soon after, WHVE changed its call let-
ters to WHPT(FM) and became part of the Rock AC revolution 
as " 102.5 The Point," which still exists today in a AAA format. 
When Paxson bought its second FM in the market — 

Lakeland-licensed easy listening station WEZY(FM) — the 
company examined a number of format options. According 
to Drew Rashbaum, vice president/general manager for 
Paxson Communications of Tampa. Paxson decided that 
NAC was the most logical format choice for the newest 
member of its family. 
"The format existed in the market for 10 years as The 

Wave," Rashbaum says. "We found that people were still 
longing to hear that kind of music, and that it wouldn't can-
nibalize our other FM (WHPT) and two AMs ( sports 
WZTM(AM) and news/talk WHNZ(AM))." 

Additionally, Rashbaum's experience in the format as 
sales manager of WHVE was a major factor in the decision 
to go with an NAC format, as he was able to employ his 
sales and marketing know-how for a second time. 
WSJT is the "standard smooth jazz format, typical of 

what's going on around the country," according to WSJT 
Program Director Ross Block. 
Block programs the station to a wide cross section of lis-

teners, including those who may only have a passing famil-
iarity with the music. "We serve the core jazz 
audience, but we also reach out to 
disaffected AC listeners," he says. 
"We reach out to people who 
might not know who The 
Rippingtons or Earl Klugh are but 
like the music." 
According to Block, the sta-

tion's core artists include Kenny 
G, George Benson, David 
Sanborn, Anita Baker, Sade and 

The WSJT Crew 

Richard Elliott. With a 
stylistic mix of 65 per-
cent instrumentals and 
35 percent vocals, 
WSJT primarily fea-
tures cuts that are 
melody-driven. " It i-
very melodic. Where 
there are no vocals, 
the melody is provid-
ed by a saxaphone, a 
piano or a guitar," 
Block says. 
Rashbaum adds 

that WSJT is not sim-
ply a second version 
of WHVE's old NAC format. "Musically, we are 
more focused than The Wave. In The Wave's days, they 
played more rock and folk. They also played a lot of New 
Age. It was not for mass consumption," Rashbaum says. 
Consequently, Block musically steered the station to 

appeal to a mass audience by frequently rotating cuts that 
test well. "We appeal to the non-jazz fan. Our library is sub-
stantially smaller than jazz libraries of the past four or five 
years. We take music that isn't familiar and make it more 
familiar," Block says. 
Between the saxaphones, keyboards and pianos, WSJT 

features a lineup of seasoned, knowledgeable air personali-
ties. "We have an experienced airstaff who have roots here 
and who have a connection to the music," 13lock says. 
The lineup starts in morning drive with former WHVE tal-

ent Mark Krueger, who liad been doing afternoons on 
WHIT, and news anchor Maria Jannello, who came to 
WSJT from oldies station WYUU(FM). The WSJT morning 
show is " music-intensive, with fun and full-service features," 
Rashbaum says. 
Middays are handled by "Mr. Jazz" Al Santana, another for-

mer WHVE personality who most recently hosted a Sunday 
morning jazz show on CUR station WFLZ(FM). "AI has been 
associated with jazz in Tampa for 10 years. He is among the 
local partisans and is very well known," Block says. 
Santana hosts the daily "Smooth Jazz Cafe" at noon, 

which features five songs in a row by a selected artist. 
Alicia Kaye, who previously worked at CUR outlet WRBQ-

FM ("Q105") takes the station through afternoon drive. Block 
says that Kaye employs a fun, irreverent style, different from 
NAC personalities in other cities. "Most jazz stations are seri-
ous and background, almost like NPR. I don't believe in that. 
Alicia is fun, funny and irreverent, which is very rare in our 
format and very popular," Block says. Kaye also hosts the 

"Fresh Tracks" specialty segment, 
which features four newly released 
cuts each dray at 5 p.m. 
Tom Sanchez, another WHVE vet, 
handles "Smooth Jazz after Dark" 
during the evenings on WSJT. 

Rashbaum mentions that Sanchez 
is the idear complement to "Smooth 
Jazz after Dark." "Tom is relaxing, 
intelligent, knowledgeable and sen-
sual. He has the perfect voice for 

WSJT continued on page 43 a> 



Show Wrap-up 

'The 900-pound Gorilla': 
If you were the type to be easily persuaded by what you read, you 

could be convinced by the naysayers 
and Chicken Littles that country radio 
has one foot in the grave. 

It appears that the format, which hit 
an unprecedented peak in '93 and '94, 
is suffering from an eroding cume, with 
crossover fans straying back to other 
formats, and a leveling off that some 
find unsettling. 

Last month at the 28th annual Country 
Radio Seminar in Nashville, many of the 
2,200-plus attendees were trying to 
make some sense of recent research and 
negative press. 
One of the most significant sessions 

of the seminar was "The State of 
Country: A Trend Report." At CRS-27, 
researchers Roger Wimmer and Matt 
Hudson of The Eagle Group presented 
the results of a detailed survey of coun-
try radio listeners' lifestyles and media 
usage habits. This year, Wimmer and 
Hudson followed up with an updated 
trend report of their 1996 National 
Country Radio Audience research study. 
Wimmer and I ludson acknowledged 

that people are saying that country radio 
is dying, and their goal was to find out 
what's really happening. One of the key 
findings of the study is that time spent 
listening ( TSL) is up, while cume 
appears to have stabilized. The number 
of respondents who reported listening 
"often" to country radio jumped from 
last year's figure of 55 percent to 66 per-
cent — a leap that was beyond the sur-
vey's margin of error. Those who report-
ed listening "sometimes" dropped from 
45 percent to 34 percent. 

In other words, two-thirds of the 
country radio audience are fans of the 
format, or, in programming lingo, Pls. 
And the fringe listeners who migrated to 
country radio a few years ago during its 
last peak, are returning to other formats, 
including rock, oldies and alternative. 

Unfair comparison 
Bob Moody, a session panelist and a 

consultant for McVay Media, suggested 
that all the negativity is emanating from 
the country radio industry itself. He 
admitted that "country music is down 
over the last few years," but that the 
industry is at fault for making unfair com-
parisons. "One of our problems is that 

Don't Be 
Hasty to 
Count 
Country 
Out 
we keep using '93 
and '94 as a bench-
mark," Moody said. 
-As long as we 
insist on comparing 
every year to the 
year when Garth 
(Brooks) was at the 
peak of his popu-
larity... and Forbes 
magazine was writ-
ing stories on 
country music, we 
shouldn't be surprised 
down a little bit." 
There are two schools of thought 

on country radio: those who 
believe that the format has a cycli-
cal nature, and those who do not. 
Moody said he belongs to the lat-
ter. "I don'i think that we have 
enough data yet oser the last 50 
years or less of format-specific 
radio... to make any great general-
izations about the trends and cycles 
(of country)," he said. "Now I will 
admit that there tends to be a cycli-
cal nature of media attention, as 
they go from one flavor-of-the-
month to another." 
Moody added that he hoped 

"we're not going down the road of 
inevitably believing that things 
have to turn had, I think we're going to 
plateau at a pretty healthy level." 
Jaye Albright, another member of the 

panel and a consultant with Radio IQ, 
agreed with Moody. "Just because a 

seven-year pattern that seems to have 
repeated itself four or five times in the last 
40 or 50 years has happened before does-
n't mean it will happen again," she said. 

Can they help 

restore the 

balance to 

country radio? 

(Clockwise from 

top) LeAnn Rimes, 

James Bonamy 

and Patty Loveless 

if things are 

by Whitney Pinion 

"This (study) certainly indicates that 
we're building on bedrock," Albright 
continued. "I mean, we're the 900-pound 
gorilla among music formats — we're 
the one that still hasn't fragmented. This 
study really says that there is tremen-

s> 

40 APRIL 1997 Tuned In 



dous cohesiveness among our core 
about what country music is and what 
listeners like about it." 
The hopeful signs, according to 

Albright, are that the country radio busi-
ness " is killer right now," with high 
profits and great power ratios, even 
though the shares are down. 
The worst thing to do at this point is 

to stop marketing, Albright said. "We 
have situations where someone says, 
'Now I own both country stations in the 
market, so we'll just fortress this and we 
can stop marketing,- she said. "The 
problem with that is, in a capitalist sys-
tem, when someone gets fat and lazy 
and stops marketing, someone's going 

to attack. Radio is still a dynamic and 
competitive enough business that if you 
stop marketing, someone will beat you." 
Dene Hallam, a panelist and VP of 

programming for KKBQ-AM-FM in 
Houston, cautioned the audience not to 
be so easily swayed by research like this 
Eagle Group study. Aside from the qual-
itative data about TSL, Hallam said, a lot 
of the information presented was com-
mon sense and not as much of a "bul-
letin" as the researchers would have 
people believe. He pointed to a com-
ment of one of the survey respondents: 
"Treat us with respect; we're not 
yokels." "I think sometimes the folks in 
this room inadvertently don't (treat lis-
teners with respect)," Hallam said. 

"Country is a mass-appeal format in 
most of the United States.... It's not so 
specialized.... So let's get the chip off 
our shoulder about what the format is," 

he said. Independent Programming 
Consultant Rusty Walker asked country 
radio folks to step outside their bubble 
of day-to-day operations for better per-
spective. "I think there is information 
here and elsewhere that shows that the 
scary thing is, right now, people who 
consume our product have a higher 
opinion of it than those of us who cre-
ate it," he said. "We've got to be very, 
very careful." 

All shook up 
One of the undeniable factors affect-

ing country radio right now is consolida-
tion. Albright suggested that the reason 
the recent ebb in country radio is even 
scarier now than at other points in the 
format's history is that it never happened 
when the radio industry was simultane-
ously being shaken up by consolidation. 
Of course, consolidation is an issue for 

all radio stations, regardless of format. 
But one of the CRS-28 sessions dealt 
specifically with the effect of the 1996 
Telecom Act on country radio. During 
"The New Telecom World: How to 
Survive and Prosper," managers offered 
suggestions for handling change and 
provided insight on how consolidation is 
uniquely affecting country radio stations. 
Tim Closson, VP of Country 

Programming for Chancellor Broadcas-
ting, said that the effects of the changes 
"may actually be positive for country 
radio." He explained that in 
Minneapolis, country shares went down 
when competing country stations "used 
to beat each other up." Now the PDs of 
these two stations are working together 
as a result of a merger and that country 
radio in Minneapolis is improving. 

In Cincinnati, Closson said that 
Chancellor has increased the country 
lifegroup from 10 to 15 shares with a 
combination of a new, young country 
station and the top 25-54 and 12+ coun-
try station. 

"But you can't do that when you're 
beating each other over the head," he 
added. "We hurt country radio if we 
don't begin to market it as we consoli-
date and grow together." 

So what's in store for the format? 
That was the topic at the session "The 
Future of Country Music." Again, per-
spective is important when considering 
country's future. It is still the most pop-
ular format in the United States, as 
Jordan Berliant of Left Bank 
Management pointed out. And the 
country music recording industry is a $2 
billion business. But country does face 
its share of challenges. 

According to John Madison, executive 
VP of distribution for Polygram, overall 
album sales the past three years have 
been flat, while sales of country albums 
declined 12 percent during the same 
period. 
The dramatic drop is due in part to 

the enormous boom in country sales 
between 1988 and 1994 — what goes 
up, unfortunately, must come down. 
Madison attributed the decrease in 

sales to the lack of new hits that make it 
into the top 10, and a disproportionate 
share of overall business being done by 
the top 10 records. "Long term, this dis-
proportion is a scary proposition, and 
points to the fact that we really need to 
(more fully) develop (country) artists," 
Madison said 

One-hit wonders 
Another problem country faces is a 

decline in audience loyalty, which corre-
lates to a shift in the format from being 
artist-oriented to being song-oriented. 
One-hit wonders are killing country 
music, Madison said. "If we don't main-
tain artist loyalty," he said, "we've got a 
major problem on our hands." 

Artist manager Larry Fitzgerald of the 
Fitzgerald Hartley Co. said the message 
he gets is that country music has become 
boring and formulaic. 

"There's a sameness to what's been 
coming out of this town," he said, refer-
ring to Nashville. "I really applaud the 
record companies and the A&R people 
who are taking chances and the artists 
who are different." 
John Sebastian, PI) of KZLA-FM in Los 

Angeles, is a member of the school that 
believes there is a cycle to country 
music. In the ebb and flow of the five- to 
seven-year cycle, he said, "every time 
we've gotten conservative and narrow, 
country stations have lost share." And, 
conversely, he said, "every time we've 
opened our minds, we've gotten 
stronger. 

"It comes down to being inclusive 
instead of exclusive, to playing music 
that may not have tested well," 
Sebastian said. 

Singer, songwriter and producer Mary 
Chapin Carpenter compares the cycle of 
country music to a swinging pendulum: 
Once the pendulum has swung too far to 
the left or right, it finds its center again. 
"Every once in a while, the balance 
reasserts itself," she said. 
"Sometimes a seminal artist (such as 

Garth Brooks or Shania Twain) can bring 
it back to the center." And, she added, "I 
think were in for a spell of balance." 
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a> WSJT, continued from page 39 

smooth jazz," Rashbaum says. 
While there is no direct jazz or NAC 

competitor in the Tampa Bay market, 
WSJT mainly shares its audience with 
several established local stations, includ-
ing longtime soft AC WWRM(FM). "We 
share some common vocals with Warm 
and the two AM urban stations in the 
market (WTMP and WRBQ). We are 
more foreground, but Warm has a 
broader appeal," Block says. Block adds 
that WSJT also duplicates significantly 
with CHR outlet WFLZ. "Some folks use 
WFLZ to get energized, and then use us 
to de-stress and relax," Block says. 

In addition, Block mentions that WSJT 
has a strong cume duplication with its 
FM sister "The Point," AAA WHPT. 

Block's mass-appeal design for WSJT 
has certainly produced favorable results 
in the ratings. The station ranked fifth 
with a 6.3 share in the 25-54 demo in 
the Summer '96 Arbitrons, up from a 5.1 
share in the Spring '96 book. Within this 
demographic, WSJT superserves the 
35-44 age cell, as its 35-44 share sky-
rocketed from a 4.3 in the spring to a 
9.1 in the summer — good enough for 
the No. 1 position with Tampa Bay's 
baby boomer audience. The WSJT audi-

ence is not only substantial but also 
exceptionally loyal, with a 25-54 TSL of 
more than 11 1/2 hours per week. 
Rashbaum says that the strength of 

WSJT in adult demographics, combined 
with its high qualitative profile, has 
opened new sales opportunities. 
Successful business categories for WSJT 
include jewelers; real estate developments; 
French, continental and Northern Italian 
restaurants; health care; high-end furniture 
retailers; and high-end automotive dealers 
such as Lexus, Mercedes Benz and BMW. 
"We have a lot of mass appeal busi-

ness as well as the niche, boutique 
types," Rashbaum says. 

In the promotional arena, WSJT has 
utilized several tactics to ensure visibility 
in the Tampa Bay market. In addition to 
outdoor and print advertising, WSJT 
publishes a quarterly "Smooth Times" 
newsletter containing event information, 
profiles of WSJT air personalities, CD 
reviews and artist profiles. 
The station also utilizes an Internet 

newsletter and a World Wide Web site 
(www. wsjt. co m). 
Block credits Rashbaum and Paxson 

management for giving him the 
resources to ensure WSJT's strong per-
formance. " Drew and Paxson took 

WSJT(FM) Sample Hour 

Play//st 

Bob James 
ez David Sanborn 

"It's You" 

Anita Baker 
"Same Ole Love" 

Dave Koz 
"Wait a Little While" 

Ronny Jordan 
"Closer Than Close" 

Bill Evans 
"The Sunday After" 

George Benson 
"Give Me the Night" 

Earl Klugh 
"Moonlight Dancing" 

Vanessa Daou 
"Two to Tango" 

The Rippingtons 
"The Princess" 

Al Jarreau 
"Breakin' Away" 

Slash 
"Obsession Confession" 

something of a risk. I give them credit 
for having guts and a certain amount of 
backbone," Block says. 

Doug Hyde is a free-lance writer living 
in Tampa, Fla. He writes frequently on 
radio- related issues and is a regular 
contributor to Tuned In. He can he 
reached at 813-225-0535 or via e-mail 
at relioguy22@aol.com 
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We don't fight for mic time 

... Our careers are meshed, 

and the show is a two-per-

son show. 

DOLANS, continued from page 36 

perspective on investing. "Then we 
decided, 'Hey, wait a minute — maybe 
there's a husband-and-wife thing to do 
here," Ken says. 
The Dolans were born in 1986 when 

the couple sat together behind the 
microphones at WMCA(AM) in New 
York City. After a year on the air, the 
team took a hiatus to write a book. A 
return to the airwaves was just around 
the corner. 

In summer 1988, the pair did two 
weeks' vacation duty on New York sta-
tion WABC(AM), filling in for Bill 
Bresnan. 

Listening once again was someone at 
WOR, this time Program Director Ed 
Walsh. In October 1988, the Dolans 
began holding court on WOR and have 
been there ever since, taking calls from 
the financially savvy and the financially 
savvy wannabes. 
The Dolans' youngest caller so far has 

been an eight-year-old girl from Ohio 
who makes potholders. She "wanted to 
know if she should continue making 
them — was there enough of a profit 
margin?" remembers Dada. "Every once 
in a while, I will get a letter from some-
body saying, 'Where can I send my dol-
lar to get a potholder from this girl?" 
By talking to the eight-year-old 

potholder makers and other money wiz-
ards on the air, the Dolans say they can 
put their fingers on the financial pulse 
of the nation. Dada says she finds that 
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the topics people call in with are dictat-
ed by current events. 
"We have a unique sort of two-hour 

national marketing survey in our ear 
every day," Ken says, "so we sort of 
have a real touch with America." 
Having that touch requires plenty of 

preparation, to the tune of around 700 
publications a month, through which 
the Dolans sift to keep themselves on 
top of their financial game. 

Emotional touch 
Preparation for their show is ongoing. 

"It never stops," says Ken, "because we 
don't know the questions. We hear them 
as the audience hears them." 
According to Ken, it all comes down 

to "an emotional touch with the audi-
ence. We know who they are, we know 
what concerns them." 
Going through all the information 

they encounter, says Dada, "allows us to 
distill it down to what still remains the 
smartest move on the part of people 
who are worried 
about how to 
invest, and that is 
'Keep it simple, 
stupid.-
The Dolans' expe-

rience and bond with 
their audience work 
because all parties con-
cerned understand 
each other. 

For the Dolans, it's a 
sharing of life experi-
ence. "The experience 
without the information 
and the information 
without the experi-
ence," says Ken, "sim-
ply would not work." 
The show itself 

would not work if it 

weren't for the bond the Dolans share. 
"We don't fight for mic time, we don't 
fight for promo time, we don't fight for 
any time," Ken says. "Our careers are 
meshed, and the show is a two-person 
show. We'll stay a two-person show as 
long as we do radio." 

Callers are gold for the Dolans. "The 
only reason our radio show is successful 
is because we are successful in getting 
great callers...The callers are what 
makes our show go 'round." Dada says. 
"They're the reason that people come 
back, in my opinion, day after clay." 
Down to earth and as real as any two 

people can be, the Dolans keep their 
feet on the ground. 
At some point in the week, whether 

you're working in a fast food joint or 
putting out a monthly personal finance 
newsletter that has around 200,000 sub-
scribers and appearing on the televised 
"CBS This Morning" show, you have to 
do the laundry. 

In other words, everyone needs a 
dose of real life every once in a while 
— the life away from the radio micro-
phone. "I remind myself of that when 
I'm there with the Lysol and the toilet 
brush," says Dania. 
"Anytime I want to think that maybe 

I'm somebody more than what I really 
am," she laughs, "all I have to do is 
watch myself on a Saturday on my 
hands and knees on the tile floor." 

Alan Haber is a free-lance writer who 
specializes in radio and a variety of pop-
ular culture topics. He writes on the 
Internet and radio personalities for 
Tuned In. He may be reached via e-mail 
at zoogang@earthlink.net 
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Sales Management 
Challenge of '97 

Keep Your Staff Motivated in the Face of Consolidation 

by Harold 

onsolidation affects every aspect of 
%.• a radio station or station group, 
from the numbers and figures of the 
financial side of the transaction, to the 
more sensitive area of personnel. 

Motivation problems among members 
of a sales staff in particular are unique. 
These problems will differ depending on 
whether the staff are part of a station or 
stations that are being acquired, or if the 
staff are part of a group that is in the 
position of acquisition. While uncertainty 
is part of every station's dilemma in 
these situations, the problems facing the 
acquiring group and the to-be-acquired 
group differ. And, because listeners and 
ratings books don't wait for stations and 
their staff to adapt to the changes they 
are undergoing, performance is critical 
during the acquisition period. 

It is a tricky proposition for a radio 
sales manager, who must act quickly 
and efficiently to identify the specific 
problems within his or her department. 
The easiest way to identify possible 

problem areas is to schedule an open 
forum meeting with your staff to get a 
complete picture of what's going on and to 
hear your staffs concerns about the even-
tual outcome of the merger or acquisition. 

Do your homework 
Don't play this off-the-cuff. This meet-

ing is important and the outcome can 
spell success or disaster for you and your 
disaffected staff. Plan your meeting care-
fully and keep it focused. You need an 
agenda and, more importantly, to control 
the flow and tone of the meeting. Get 
everyone's feelings and opinions without 
letting the talk get too negative. 
Announce the meeting in advance 

and be direct about its purpose. Assign 
some homework beforehand. Ask your 
salespeople to compile a list of at least 
three pros and three cons of the upcom-
ing merger, as well as any other issues 
that might concern them. Encourage 
openness. And, although Fridays are 
typically busy days, Friday afternoon is 
the optimum time for this meeting 
because it will give you time to absorb 

Bauserner 

information before you need to 
respond. 
Take notes and get each individual's 

opinion during the meeting. Start with 
the less talkative salespeople (if there is 
such a thing), and then move onto the 
more outspoken staff members. Treat 
everyone's concerns and ideas with 
respect. Do not offer instant solutions. 
While there are no identical situations 

and therefore no identical solutions, it is 
easy to predict the majority of real con-
cerns your meeting will dredge up. If 
your station is in the position of being 
acquired, then it is likely that some staff 
will be displaced, so job security is a 
major concern. On the other hand, 
members of the station (or stations) that 
are on the acquiring side are more likely 
to become apathetic because they are 
uncertain of the ways in which the 
acquisition will affect them. 
Now you have conducted a construc-

tive/productive meeting and members 
of your staff feel good about having 
voiced their concerns. Let's take a look 
at these challenges separately and see if 
we can find an effective manner for 
meeting them head-on. 
The major concern of the staff of the 

to-be-acquired station is job security. If 
you have a staff with typical lifestyles 
and obligations, they need a paycheck, 
and any income disruption is likely to 
wreak havoc in their lives. Until today, 
they knew where they stood. 
Tomorrow, that may change. But it is 
less likely to change if you can make 
the income-performance-security con-
nection. Everyone understands this con-
nection on an intellectual level but not 
on an emotional level, especially in the 
aftershock of yesterday's news. 
The challenge with the staff of the 

acquiring station or stations is keeping 
them focused. Salespeople are easily 
distracted and usually plugged into the 
grapevine that turns fiction into fact 
and, more importantly, drains time and 
effort from the main task: keeping the 
sales' fires burning. 
Your plan must involve creating the 

antithetical environment of the problems 
you have identified. In other words, if 
the problem is uncertainty, you must 
create certainty. If the problem is apa-
thy, you must generate enthusiasm. 

It has been said that speech is the 
foundation of all leadership and the 
greatest motivator. Managers give 10 to 
15 speeches a day. You must draw 
heavily on that skill in these situations. 

Let's assume that job security is the 
number one concern you have identi-
fied. How do you create the opposite? 
With salespeople, this could be a bless-
ing in disguise and a situation in which 
you can elevate them to higher levels. I 
have never — repeat, never — seen a 
top salesperson fired. I have to admit, I 
have seen sales managers try to fire top 
salespeople, only to be thwarted each 
time by a more sensible general manag-
er. Well-performing salespeople are an 
asset and are not easily replaced. You 
need to preach the performance-equals-
security gospel every chance you get. 
Only a fool would disrupt a top-per-
forming staff. 

Create enthusiasm 
Let's assume that distraction or apathy is 

the problem you have uncovered. How 
do you create enthusiasm? Good salespeo-
ple do not want to be average, but their 
drive will wane when they are distraded. 
When you need to get them to focus, 

tighten up the ship for a while. Tell 
them the whats and whys, but tighten 
up — return some activity accountabili-
ty, schedule more frequent sales meet-
ings, add new training. 
Don't tolerate the indicators of a 

dispirited staff. And add some urgency; 
urgency always motivates. Conduct an 
incentive contest with worthwhile prizes. 
A busy staff, whose effort and perfor-

mance levels are mandated and who are 
focused on a worthwhile prize, have lit-
tle time to be apathetic. They will quick-
ly return to being the winners you 
always knew they were. 
The good news is that salespeople are 

generally optimists, even in the face of 
consolidation. As a result, motivation 
and morale problems are easy to fix — 
if they are faced head-on. 

Harold Bausemer is president of the 
Radio Management 
Group in Cambridge. 
Mass. 

You can contact him 
at 617-491-8262, or 
fax: 617-267-3905. 
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broadcasters the world over 

with sensible, top-quality 
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at down-to-earth prices. 
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A broad range of great-sounding processors for every 
AM, FM, TV and Short-wave need. From our time-

honored, programmable 5-band to a very basic multi-
purpose unit, feedforward-PWM technology yields a 
strong, clean sound that won't wear-out your listeners. 

The legendary "DAVID-II" FM Processor/Generator 
persists in surprising users with its major-market 
performance at a budget price. Both the "DAVID-II" 
and our basic FM Stereo-Gen-only utilize digital 
synthesis for unassailable specs. 

Inovonics' full-featured, off air FM Mod-Monitor gives 
accurate total-mod, pilot and program audio readings; a 

companion unit measures SCA and high-speed data 
subcarriers. 

And our FM "Relay Receiver" is sensitive, selective and, 
most of all, professional. It's ideal for FM translator and 

other demanding off-air pickup applications. 

A selection of RDS/RBDS products includes an easy-
to-use PROM-based Encoder, and a "dirt cheap" Mini-
Encoder that fits any station's budget. A professional 
Decoder-Reader works with any mod-monitor to 
qualify and display all data groups. 

1305 Fair Avenue • Santa Cruz, CA 95060 
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TUNE- IN TO NAB ...YOUR RADIO CONNECTION. 
With all the changes the radio industry 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. 

tug 
Conferences: April 5 & 6-10, 1997 
Exhibits: April 7-10, 1997 
Las Vegas, Nevada USA 

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. 

V 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 

convergence. 

RADIO 
—THE NAB— 

SHOW 
September 17-20, 1997 
Morial Convention 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: 

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

idea generating sessions. 

✓ Sharpen your edge in sessions on management, programming 

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

& Marketing program. 

✓ Hone your sldlls 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. 

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

The MB 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 website for details. 

Register on the Web! Check our website at %%Jut b.org/conventions/ 

for all the latest information on NAB'97 and The 1997 NAB Radio Show conferences, exhibitors, registration and housing. 

For more information, complete this form and fax to: (202)429-5343 
Please send me information on NAB'97 U Attending 0 Exhibiting 

Areas of Interest (cheek all that apply): 0 Radio/Audio 0 Television/Video/Film 0 Multimedia 0 Internet/Intranet U Telecommunications U Satellite 

Name  Tide  

Company   Call Letters 11111 U AM 0 FM 0 TV 

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-EXPO or (202)775-4988. 

TI 

E-Mail Address  



Creating 
On Iine 
oncle 

with 
Listeners 
Le 

otty training a toddler. Getting your 
spouse to change the empty roll of 

toilet paper. Balancing your checkbook. 
Having a great blind date. These are a 
few examples of life's major accom-
plishments. 
On the flip side, getting someone to 

visit your station's Internet home page is 
no big challenge. Give the address out 
on the air a few times and users will 
come. Trust me. The trick is getting the 
same listeners to return again and again. 
To do so, you must keep your station 
home page fresh and maintain an open 
and continuous line of communication 
with your listeners. This principle is 
nothing new. In our personal lives, stale 
stories and poor communication have 
destroyed many a relationship. 
Few listeners actually expect a per-

sonal reply from a letter they send to a 
radio station via the U.S. Postal Service. 
A funny thing happens when people get 
on-line though. They expect a reply, 
any reply, when they send a piece of e-
mail. Your paper-based public file may 
fill two filing cabinets now, but just wait 
until you open the e-mail gates. 

To respond or not to respond 
The question is, do you answer the e-

mail or not? At the Komando Komputer 
Klinic, we receive more than 400 listen-
er e-mails a day. Every piece of mail 
that comes in is automatically acknowl-
edged with a letter of thanks. The mail 
is sorted by using search phrases, such 
as host name or topic. Junk e-mail that 

contains the operative words "free" or 
"opportunity" is dumped directly into 
the delete bin. 

Sorting and responding to e-mail can 
consume considerable time with little 
direct returns. That's why all our e-mail 
is untouched by human hands. By using 
a simple mail responder program and e-
mail filtering program, the computer 
does the entire job. Well, almost. 
You still need at least one person to 

take a look at the good mail and identi-
fy messages that require an immediate 
response. For that job, we hire universi-
ty students who also help design, build 

page fresh. In some ways, publishing on 
the Web is similar to producing printed 
literature. In other ways, however, it can 
be very different. The process of pro-
ducing a station advertising brochure, 
for example, has a beginning, a middle 
and an end. After your printing house 
delivers your brochures, it's all over. 
Web publishing, on the other hand, has 
a beginning — and then it just goes on 
forever. Your Web site is a living, 
breathing thing — virtually speaking, 
anyway. You must keep it updated with 
current information, new services and 
site enhancements. 

Your Web site is a living, breathing thing   virtually 

speaking, anyway. You must keep it updated with 

current information, new services and site enhance-

ments. Have the lineups changed? Do you have a new 

toll-free number? Where's the next remote? 

and maintain our Internet Web 
Students will work for you for peanuts, 
or even for nothing, because you can 
help them get college credits for on-the-
job training. Contact your local universi-
ty and tell the folks there that you have 
an opportunity for computer science 
majors to get real-life skills. You will be 
surprised by the number of qualified 
interns who walk through your door. 

Interns also can help keep your Web 

First and foremost, you need to keep 
all the information about your station 
current. Have the lineups changed? Do 
you have a new toll-free number? Is 
there a new contest underway? Where's 
the next remote? Are you selling station 
mugs and T-shirts on-line? Any informa-
tion that affects your listeners should be 
current at all times. This step should not 
take a great deal of effort. 

11=11_ APRIL 1 997 51 



Less is 
More! 

Digicord is un 
Less noise means more audio quality! Digicord 
is even better for utility audio storage. It's all 
digital, with no moving parts! 
Perfect for: 
• Network news delay 
• Translator ID 
and spot playback 

• SCA or SAP 
channel identifier 

16 messages 
8kHz 5kHz bandwidth 
up to 5:25 record time 

HENRY 
ENGINEERING 

cax,o n.denland: 
818.355.4210 

Doc #109 

We Build Solutions. 
503 Key Vista Drive, Sierra Madre, CA 91024 USA 
TEL (818) 355-3656 FAX (818) 355-0077 
http://www.henryeng.com 

SEE US 
AT NAB 
BOOTH 
#4012 

Really Great Sounding 
Telephone Audio! 

The new HotLine POTS codec sends up 

to 10 kHz two-way audio on a single, stan-

dard dial telephone line. It's ideal for drop-

in remotes or breaking news. The HotLine 

is compact, lightweight and easy-to-use. 

Call today for more information! 

fewent Comrex Corp., USA 
Tel: 508-263-1800 Fax: 508-635-0401 

Fax-on-Demand: 508-264-9973 (Doc # 116) 
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Radio s Hottest Production Libraries! 

extreme 

• cuts 
"I especially like the aggressive 'in-ver-face' 
cuts for promos and sweepers. They really 

capture the essence of the Z100 image!" 
- Dave Fou, ZI00, NY 

-PEES-
"It's like Christmas every month! You've made 
me a hero with the boss!" 

- Ron Shapiro, KIIS-FM, LA 

All Barter, No Cash 

Market Exclusive 
Call 1-800-280-1994 
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an 

"It kicks, it's contemporary, it's now... I'd 

recommend it to anybody!" 
- Mike Roberts,WMMJ-FM, Washington 

"Finally, a production libia i‘ that brings my 
promos into the 2/st century! Every other library 

sounds like Grandpa Jones and the kid from 

Deliverence playing 'Dueling Banjos! -

- Brian Landrum, WOKI-FM, Knoxville 
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You should also be on the lookout for 
any new services you can offer to your 
customers. These services can be as 
complicated as an MPEG video that 
shows your hosts in action, or as simple 
as a new hyperlink to some interesting 
Web site you have discovered. Surveys 
show that Net surfers quickly become 
bored with stale sites and move on. In 
other words, Net surfers are similar to 
on-air listeners: bored listeners are the 
same as no listeners, and bored surfers 
are the same as no surfers. 

Electronic newsletter 
One of the fastest, easiest and poten-

tially most effective ways to stay in 
touch with your listeners is to publish a 
periodic electronic newsletter. I realize 
that you already have a great deal to do, 
and an electronic newsletter will con-
sume some valuable time. 
How much of your time it takes, how-

ever, depends on how frequently you 
publish the newsletter — weekly, 
monthly or quarterly. If you start from 
scratch every week, drafting and send-
ing a weekly newsletter, for example, 
you're probably spending too much 
time on your newsletter and not enough 
on your business. 

Here's the inside scoop on the weekly 
electronic newsletter the Komputer 
Klinic sends out to almost 100,000 e-
mail addresses: The newsletter contains 

One of the fastest, easiest and potentially most effective 

ways to stay in touch with your listeners is to publish a 

periodic electronic newsletter. How much of your time it 

takes, however, depends on how frequently you publish 

the newsletter — weekly, monthly or quarterly. 

a new column I write not only for the 
newsletter but also for the newspaper 
syndicates that distribute my column. I 
write the column and get paid for it by 
the newspapers that print it. 
The only real expense 1 incur is the 

hour or so it takes for an intern to for-
mat the newsletter and send out a mass 
e-mailing. In hard dollars, it costs about 
$10 to distribute the electronic newslet-
ter. Not bad for a direct-mail piece, eh? 
You would spend at least $30,000 in 

postage alone to send a traditional mailer 
to 100,000 listeners. Look around your 
station and I bet you'll find someone who 
can write or already does so regularly. 

A beautiful thing 
The beautiful thing about having an 

Internet home page is that it allows lis-
teners to create a bond with the station 
and the hosts. Listeners start to feel that 
your station is part of their lives whether 

they are driving around town or surfing 
the Net at home. And best of all, by 
using in-your-face on-line marketing tac-
tics, listeners will remember your call 
letters more readily when the next diary 
arrives from Arbitron. 

Kim Komando is a Fox TV host, talk 
radio host, Los Angeles Times columnist, 
founder of the Komputer Klinic on 
America Online (keyword KOMANDO or 
http://www.komando.com). 
Kim Komando hosts a popular com-

puter talk radio show syndicated by 
WestStar TalkRadio Network carried by 
KIRO(AM) in Seattle, WIBC(AM) in 

Indianapolis and more 
than 133 other talk 
radio stations. For more 
information, call 602-
381-8200 or send e-
mail to kimk@koman-
do.com 
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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 

Dim- ROM 
1 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 

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 For more 
details call Diamond Productions Studios 

toll free at 888-200-9351 

FINANCIAL SERVICES 

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

payment plans available, and no dowi payment! 

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

PROFESSIONAL CARDS 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

RADIO AND TELEVISION 

Box 280068 
San Francisco, CA 94128 
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Owner: Bonneville International 
General Manager: Drew Horowitz 
Chief Engineer: Ron Turner 
Engineer: Keith Warner 
Format: Hot AC 

An array of seven satellite dishes on the roof of the down-
town Chicago l'rudential Building is one indication that 
WTMX(FM) has left the suburb of Skokie, Ill., for the windy 
city. 
WTMX moved to its new location in an effort to combine 

the station's sales office as well as studio and operations 
offices into a modern, easy-to-use digital facility. 

Pacific Research and Engineering worked closely with 
WTMX to design the new facility. The new studios were built 
using floating room-within-a-room construction, and Industrial 
Acoustics Co. studio doors and windows for sound control. A 
completely digital on-air delivery system was purchased for 
the new facility. 

"After the walls went up, we realized 
noise was coming from existing heating 
pipes that couldn't be relocated," 
recounts engineer Keith Warner. 
"The solution was to enclose the 

pipes in drywall above the studio ceil-
ing." 
The Master Control on-air delivery 

system from Radio Computing Services 
(RCS) integrates music scheduling and 
traffic into one log that appears on-
screen in the on-air studio. One of the 
production rooms is equipped with an 

Chicago 
RCS on-air system for 
redundancy. 
The commercials 

are stored on two 
hard drives on the 
server and also on 
hard drives in the air 
studio and backup 
air studio, so spots 
can air even if the 
server goes down. 
"The designers 

turned out a work-
of-art furniture system 
for our ( PR&E) 
RadioMixer con-
sole, with curved, 
multi- level, Cohan 
countertops," adds 
Warner. 
Audio inputs and 

outputs from all five 
studios and all feeds 
are routed with an 
ITC Audio Switcher. 

The entire facility uses 
only tape for compatibility. 
Phone calls are recorded and 
edited using an Audion Vox Pro 
system, and two Digidesign Pro 
Tools systems feeding PR&E 
Production Mixers are used for 
production. 

Iacilily Spotlight offers a look at inno-
(alive radio facilities. Share your cut-
ting edge with us. Contact Linda 
Sultan at 703-998-7600, x141. 

advertiser index 
This listing is provided for the convenience of our readers. Tuned In assumes no liability for inaccuracy. 
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23  Broadcast Programming  16 
52  Broadcast Results Group  119 
22 CBSI 36 
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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 %Vide 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 SMARTCASTER 

Digital Audio! 

We're Changing the World of Broadcasting 
Via the Internet 

/21 smner9-
Broadcast- lays terns. 

P.O. Box 284 Emmelsburg, IA 50536 littp://www.nen.nethmarts 

800 747-6278 Fax 800 498 0618 Email smarts@nen.net 
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