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JONES RADIO NETWORK 

Bring the celebrity power of 
Wink, Gary and Chuck, 

Crook & Chase or 
Jimmy Carter to your station! 

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

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



DIGILINK 

Audio 
Consoles 

Trestandout #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 S3 495 
Fifteen ch S4.995 

12000 Series Consoles from $3.995 

22000 Series Consoles from $6.995 

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 transfenng 
audio, text, & schedules between 
studios. Arrakis is the #1 choice 
of broadcasters. 

Satellite 
Automation 
frrem $7,9% 

CD 
Automation 

Use for 
Live On Air, 
Automation, 
Production, 

News & 
Scheduling 

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

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

Sony Worldwide Networks 
Manhattan, New York 

carrcakis 
S S E 8%/1 à _ 

( 3103 ) 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. 

DesleStar studio 
furniture from $995 

Modulux studio 
furniture systems 

Circle 1 On Reader Service Card 



MAJOR PLAYERS TURN TO US 
FOR GREAT SPORTS! 

WELCOMES 

KATD 990 
SAN FRANCISCO 

TO OUR TEAM 

FIND OUT YOW YOU CAN JOIN 
PRIME SPORTS' WINNING TEAM.. 

CALI 800-832-9618 TODAY! 
Circle 16 On Reader Service Card 



Station to Station 

DARS: 
Just Another 
Challenge 

"'W
hen I moved to Northern Virginia several years ago, I lived on a limit-
ed budget. I was happy just to have a television set and some basic 
channels. Cable TV was a luxury temporarily out of my reach. But I 

didn't mind being cable-free after a while. I started to like the local network affili-
ates and grew familiar with their news programs and personalities. 

Later, when I decided that I could afford to indulge in cable television, I got my 
MW, as well as my VH-1, HBO, TNT and all the numerous other acronyms cable 
offers. With all these options, I still find myself flipping back to the networks for 
must-see TV and morning or evening news — all the stuff that I don't pay for. 

Likewise, I think I would enjoy — if the price were right — a radio service that 
would allow me to punch up my favorite music, particularly during long car trips 
(although I do like to scan the dial to hear what different stations are up to). But 
after a while, I think the format would bore me. I imagine that DARS would be 
similar to those music services offered on airplane flights — a group of songs 
lumped together unimaginatively, generic voices introducing each piece. I would 
return to radio — the kind that's free of charge — for the interaction and the sense 
of connection. 

The tendency to draw a parallel between cable television and DARS is common. 
Each has been perceived as a threat to its respective medium. Both American 
Mobile Radio Corp. and Satellite CD Radio Inc. — the companies granted licenses 
for DARS — claim that a satellite-delivered radio service will do for radio what 
cable did for television: increase conumption. 

The National Association of Broadcasters would beg to differ. NAB claims DARS 
would spell a loss of listenership and a subsequent decrease in advertising rev-
enue, particularly in smaller radio markets. Of all the sources quoted in our special 
feature on page 20, NAB is DARS' staunchest and most vocal opponent. 

So far, broadcasters that I have heard comment on DARS do not seem as con-
cerned as NAB. Perhaps it is because the service is a safe two or three years from 
implementation. Maybe they have yet to realize the full impact of DARS. Or, most 
likely, they sense that the service will be utilized by cross-country drivers and out-of-
towners, and that the people who fill out Arbitron diaries want the personal feel, 
interaction and local information provided by their area radio stations. Variety and 
CD-quality sound are nice, but radio keeps people and their communities connected. 

Radio has been and will continue to be challenged by technology that threatens, 
at least initially, to gnaw at its core of listeners and render it obsolete. DARS is sim-
ply the most recent of these threats. 
The leadership that radio broadcasters require is not a defensive reaction to 

every perceived attack. Standing on the tracks with arms stubbornly crossed will 
not stop a speeding train. Instead, broadcasters need the guidance and information 
to improve their product, to brace themselves to coexist with new technology in a 
changing world. 
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Start Button 
Actual Size 

Eliminate Carts for $7,000 
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. 

On Air 

.2 

7:12:23 

Boston Market 
Q: No Coupon Required 179e9ett Studia 
Anncr: Regional Start 4/12 
L:00/0:29IC CM 1234 End 5/7 S,kot ..J 
CompUSA - Epson Co-Op Ili dill or 
Q: 1-800-CompUSA 
Anncr: P.C. Modem Start 4à 
:0111:001C CM 2222 End 6/21 

--] 
,_ Iii Dallas Morning News 

Anncr: Nick Anthony Start 
Q: Read the News, You Know II t 

:00/1:00/C CA 3333 End 9a 513' .. 

Saturday AM  May 3, 1997  

Nation's Bank 
Q: 800-234-LOAN 
Anncr: Jim Banks Start 7/1 

1:00!C CA 4444 End 7115 

In It For L 
Outta Here {Remix} 

ania Twain 
:00/4:20/C Hit 5544 

aml 

Here's a reduced size view of Scott Studios' 5"x8W 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. 

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. 

Seca .5teediod e». 
13375 Stemmons Freeway, Suite 400 

Dallas, Texas 75234 USA (800) SCOTT-77 
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Market Watch Section 

Chicago 8 
The third-largest radio market gets swept up in the 

unpredictable winds of consolidation. 

Raleigh 12 
In this fast-growing market, radio rests in the hands of a 

powerful few. 

Tuned In with... 
J.William Poole, General Manager, WFLS-AM-FM 

I 6 

Special Feature: DARS 20 
Though it won't be a reality for years, this service has 

sparked a heated debate. 

Finance 24 
Liquor ads: With intra- and inter-agency rivalries in 

Washington, it's an issue that won't go away. 

Management Journal 19 
Radio goes public. 

High Profile:Toni Grant 26 
The good radio doctor is back — and she's listening. 

Sales 29 
Setting realistic goals for new advertisers prevents disap-

pointment for both radio and clients. 

Format Focus 34 
The all-sports format scores big with broad-based appeal 

and a desirable demo. 

Facility Spotlight 38 
Caribou Communications stations KATT-FM, KYIS(FM) 

and KTNT-FM in Oklahoma City. 

Chicago, page 8 
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Raeigh, page 12 

DARS, 
page 20 

Toni Grant, page 26 

double take 
"The salvation of the stand-alone station will 

be service to the community." 

— J. William Poole, General Manager, WIIS-AM-FM 

See page 16. 



RoadRunner Breaks the Price Barrier.. 

- ,sports 

remotes 

The easiest, best sounding, 

most compatible ISDN 

codec. PERIOD! 

Mode: Mono, full duplex, bi-directional 

Algorithms: CCS MUSICAM®, 11111! 
ISO/MPEG Layer II, 
Layer Ill and G.722 

Frequency Response: 
15 kHz on one ISDN " B" channel 
20 kHz on two ISDN " B" charnels 

Mixer inputs: 2 - Mic and 1 Mic/Line 

Headphone outputs: Two independent 
headphone outputs, each with Send 
and Receive level controls 

PLACE YOUR ORDER 

iv1USCAM USA 
670 North Beers Street, Building 4, Holmde, naw Jersey 07733 USA 

Tel: 908/739--5600 ask for ext. 163 
Fax 908/739-1818 • Fax On Denord: 908/935-2777 

E. mail: sales@musicamul;o.com 
Internet: http://www.MU.5iCOMU5C.COM 

Circle 11 On Reader Service Card 

Now you can h 

a complete ISDN 

codec, mixer, 

headphone 

distribution am 

and ISDN termisi 

acaptor in a sing 

box. Introducin 

new RoadRunner 

from MUSICAM 

USA. RoadRunn 

gives you all the 

best algo,ms, 

not just one, 

compatib 

the codextt... 

already h Wi 

MUSICAM, Layer II 

Layer III and G.72 

you can have CD-

quality 2.DkHz 

over one ISDN I 

15 kHz on a singe 

ISDN " B" channe 

or the sh est d 

with any 722 

codec. 

MUSICAM USA 



Winds of Ch 
Through Cit 

From Ludwig Mies van der Rol 
It's where Mayor Richard M. 

Daley's political machine reigned 

with an iron fist for years, yet all 

hell broke loose after Martin 

Luther King, Jr. was shot in April 

1968 and again that same year 

when the Democratic National 

Convention came to town. It's a 

city with a unique, provincial tie 

of loyalty — Daley's son Richard J. 

now holds his father's former 

office. 

The Windy City's politicians are 

not the only ones who blow hard. 

Some of this era's most innovative 

broadcasters hail from the 

nation's third-largest radio mar-

ket. "Amos 'n' Andy" started on 

WGN(AM), Don Cornelius' "Soul 

Train" began in a southside base-

ment and Oprah Winfrey's career 

took off after she began hosting 

"AM Chicago." Gene Siskel and 

Roger Ebert call the City of Big 

Shoulders home, and Chicago is 

also the city where Steve Dahl and 

his former partner Garry Meier 

created a new style of shocking 

radio venté — long before 

Howard Stern became the king, let 

alone subject, of anything. 



ange Sweep 
y on the lake 

le's lean, innouatiue federal buildings to the Smashing Pumpkins' heavy brand of 

modern rock to the Chicago Bulls' empire, Chicagoans are both sports- crazy 

and appreciative of the city's daring architecture and art. It's a city of contra-

dictions, where innovation and conservatism, turbulence and order, go hand in lhand. 

But much has changed since Chicago was profiled in the 

October 1994 issue of this magazine. The Bulls have won two 

more championships, the FM talk fad has come and gone and 

the Telecom Act has changed the face of radio ownership forev-

er. Some of the biggest names in radio have vanished in its 

wake: Gannett Radio, Viacom International, Evergreen Media 

Corp., Infinity and Group W. The playing field in Chicago has 

changed dramatically — and continues to change on an almost-

daily basis. 

The companies that are left — Chancellor Media Corp. 

(which recently merged with Evergreen Media Corp.) and CBS 

Corp. (which encompasses much of the former Infinity and 

Westinghouse) have snapped up 80 percent of the market's 

major properties. Indeed, the number of radio stations in 

Chicago that have not changed hands in the past few years is 

nominal. 

At press time, CBS owned (or ownership was pending) 

news WBBM(AM), news/sports WMAQ(AM), dominant coun-

try music WCSN(FM), top-rated CHR WBBM-FM, Triple A 

WXRT(FM) and classic rock WCKG(FM). CBS recently moved 

weak, part-time sports talker WSCR(AM) to a powerful, full-

time slot and spun its daytime-only frequency off to Palo Alto, 

Calif.-based Douglas Broadcasting. (The format is now 

Personal Achievement Radio.) 

While CBS was busy tying up the white male demo in the 

market, Chancellor Media put together a portfolio that 

includes urban AC WVAZ(FM) and smooth jazz WNUACFM). 

By the end of the year, the company will have picked up 

Gannett urban outlet WGCI-FM and dusties WGCI(AM). If the 

deal goes through, Chancellor will be in a position to com-

mand nearly all the urban ears in the Chicago market — no 

small goal in a city that is 20 percent African-American. 

by Cara Jepseri 
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Chicago 
Radio MarKet Overview 

Chicago 

1996 Est. Arbitron 1 2. 
Station Freq Format Rev. in Owne - Winter '97 

$. Mil. 

WGN(AM) 720 Variety/Talk 37.9 Tribune Broadcasting Co. 6.2 
WGCI-FM 107.5 Urban 15.7 Chancellor Media Corp. 5.5 

WLIT-FM 93.9 AC 17.2 Chancellor Media Corp. 5.1 
WBBM-FM 96.3 CHR/Dance 12.2 CBS Corp. 4.8 

WVAZ(FMI) 102.7 Urban AC 15.0 Chancellor Media Corp. 4.5 

WBBM(AM) 780 News 16.6 CBS Corp. 4.1 

WLS(AM). 890 News/Talk 6.0 ABC Radio Inc. 4.0 

WUSN(FM) 99.5 Country 20.0 CBS Corp. 3.7 

WNUA(FM) 95.5 NAC. 14.5 Chancellor Media Corp. 3.5 
WJMK-FM 104.3 Oldies 17.0 CBS Corp. 3.3 

WRCX(FM) 103.5 Rock 13.0 Chancellor Media Corp. 3.3 

WSCR(AM) 1160 Sports/Talk 2.1 CBS Corp. 2.9 
VVXRT(FM) 93.1 Progressive 14.1 CBS Corp. 2.9 

WKQX(Fh.1) 101.1 Alternative 12.0 Emmis Broadcasting Corp. 2.8 

WOJO(FM) 105.1 Spanish 10.4 Heftel Broadcasting Corp 2.7 

WAIT(AM) 850 Nostalgia - Pricia Communications LLC 2.6 

WCKG(FM) 105.9 Classic Rock 11.0 CBS Corp. 2.6 
WMAQ(AM) 670 News/Sports 17.5 CBS Corp. 2.2 

WTMX(FiV,) 101.9 AC 10.9 Bonneville . nternational Corp. 2.2 

WLUP-FM 97.9 Hot AC 16.8 Bonneville international Corp. 2.1 

'WEJM-FM 106.3 Urban 3.4 Crawbrd Broadcasting Co. 2.0 

WPNT-FM 100.3 AC 8.5 Bonneville international Corp. 2.0 

VVYSY-FM 107.9 '70s Oldies 4.5 Spanish El-o-adcasting System ".9 
WNIB(FM) 97.1 Classical 3.4 North Illinois Broadcasting Co. " .6 

WGCRAM: 1390 Oldies 4.0 Chancellor Media Corp. " .2 

WKXK(FM) 94.7 Country 2.7 ABC Radio-Inc. ' .2 

WMVP(AM) 1000 Talk/Sports 10.0 Chancellor Media Corp. - . 1 

- Not avail able 

MMA 
BIA RESEARCH 

Stations are rarked n order of Arbitron Winter '97 12+ ratings. 
Intormation provided by BIA Research through] its MasterAccess 
Radio Analyzer Database software. 

"The strategy that a lot of radio groups 
are taking is to own a franchise," says 
Dennis Constantine of Constantine 
Consulting in Boulder, Colo. "In this 
case, they looked at it strategically and 
said, 'If we own all the urban listeners in 
this market, we will make x amount of 
money.' They know there's a certain 
amount of advertising spent on urban 
stations in the market, and they know if 
they own that market they can guarantee 
that amount or project it to the bank and 
say, 'We're going to make this much 
money without a doubt.' 

"A lot of stations are leveraged to the 
point that the banks want to know how 
they can repay their loans. If they can give 
details as to how the loan will be paid, the 
banks in turn will have more confidence 
in loaning them more money so they can 
buy more stations in other cities." 
By the end of the year Chancellor 

will have sold hip-hop WEJM(AM) to 
Douglas Broadcasting (format: ethnic 
and foreign language) for $7.5 million 
and WEJM-FM to Donald Crawford's 
Blue Bell, Pa.-based Crawford 
Broadcasting Co. (format: gospel) for 
$14.8 million. 

Chancellor also owns WRCX(FM), a 
former Aerosmith-n-Zeppelin hard rock-
er that has evolved into an award-win-
ning active rock station. It is anchored 
by popular potty-mouthed bad boy 
Mancow Muller. The fate of Chancellor-
owned sports/talker WMVP(AM), which 
carries the Chicago Bulls, Blackhawks 
and White Sox, remains to be seen. 

In a surprise move, Evergreen flag-
ship station WLUP-FM dumped its talk 
format last year, kept Jonathan 
Brandmeier in morning drive and 
switched to a hat AC format, calling 
itself "The Best Music on the Planet." 
Then Evergreen/Chancellor turned 

10 JUNE 1997 Tuned In 



around and sold the station to Mormon 
Church-owned Bonneville International, 
which also owns adult contemporary 
WTMX(FM). Bonneville also picked up 
AC WPNT-FM in the deal, which means 
that when the sale is final, Bonneville 
will own three of the city's four AC sta-
tions. (Chancellor is holding onto No. 3-
rated WLIT-FM, which it recently 
acquired from Viacom. Jonathan 
Brandmeier's fate remains up in the air.) 

In the interim, WTMX GM Dew 
Horowitz says he plans to maintain the 
status quo at WTMX, which ranks just 
above WLUP and WPNT. 

"They are still my competition," he 
says. "They are owned by two separate 
companies, so it's business as usual for 
the immediate future. 

"It's probably premature at this point 
to say what the future looks like. My 
guess is we're so closely aligned right 
now, it's unlikely it would be beneficial 
for us to continue to be that way in the 
future. When the time comes, we'll see 
where the opportunities are and shift 
accordingly. What those (opportunities) 
might be, I don't know." 
One thing is certain: There won't be 

any riverboat gambling or lottery com-
mercials played on the Mormon Church-
owned properties. The church also has 
a ban on beer commercials — a big 
source of ad revenue for WLUP. 

With more than 1.1 million Hispanics 
in the Chicago area, it was only a matter 
of time before the Spanish format began 
to splinter. For years, one-size-fits-all 
Heftel/Tichenor-owned WIND(AM) and 
WOJOCFM) dominated the Spanish mar-
ket — WIND as a 25-49 talk/hits station 
that carries Bulls and White Sox play-
by-play in Spanish, and 18-49 WOJO 
with its contemporary hits format. Both 
are aimed at Mexican-Americans, which 

make up 70 percent of the city's 
Hispanic population. 

Last fall, the company (at the time it 
was Tichenor; "the New Heftel Corp." 
was debating a name change at press 
time) decided to go after non-Mexican 
Hispanics — 20 percent of the Hispanic 
market is Puerto Rican — with 
tropical/salsa WIJOC(AM). 

"If you grew up in Puerto Rico or 
South or Central America or Cuba, that 
was the kind of music you grew up lis-
tening to," says Jim Pagliai, VP and GM 
of all three stations. "A lot of Mexicans 
like that music too, and it was another 
format that had not been addressed in 
the past. So we decided to address 30 
percent of the market with the music 
and culture they grew up with." 
The newest development on the 

Hispanic front is the recent entry of 
Spanish Broadcasting System into the 
market with its purchase of WYSY-FM, 
a 24-hour station with a strong signal. 

"It's competition," says Pagliai. "We 
already have competition in the city of 
Chicago. The Z Network has two FM facil-
ities here in Chicago, and there is also lots 
of competition with WTAQ(AM)." 

But WOJO has been the eyes and 
ears of the Hispanic community for 18 
years, and that counts in a city where 
listeners are intensely loyal. 

"Chicago will have more stations come 
into the Spanish format and that's the 
way the business is headed," says Pagliai. 

Top-billing, top-rated variety/talk 
WGN(AM), owned by Tribune 
Broadcasting Co., has annual sales of 
$37.9 million, according to BIA 
Research, making it first in the market 
and one of the biggest billers in the 
nation, second only to WFAN(AM) in 
New York. And despite a drop in the 
Winter '97 Arbitrons, the station is still 
No. 1 (12+) in the market. But the leg-
endary WGN is an anomaly, a stand-
alone in a marketplace where multi-
ownership is the norm. 

In Chicago, Tribune Broadcasting Co. 
also owns WGN-TV, 24-hour local cable 
news outlet CLTV and the Chicago 
Cubs, as well as the Chicago Tribune 
(WGN stands for World's Greatest 
Newspaper, by the way). 

That means the company's hands are 
tied — for the time being, at least — 
because of newspaper/radio cross-own-
ership laws. In other words, Tribune 
Broadcasting cannot purchase any other 
radio properties in the Chicago area. 

"It's in the FCC process right now, 
says WGN VP and GM Wayne Vriesman. 

continued on page 33 e 

GREAT DATES 
IN HISTORY 

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 

1980 A.D. 
Princess Di misunderstands 

when Charles asks for a date 
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Market Watch 

auded as "The Best Place to Live in America" by Money 
magazine in 1994 and as "The Best City for Business" 
by Fortune in 1993, Raleigh-Durham-Chapel Hill, N.C., 

the nation's 48th-largest radio market, provides its people and 
enterprises with a world-class combination of economic vitality, 
educational opportunity, environmental quality and community 
quality of life. 
Most recently, BIA Research named the Raleigh-Durham-

Chapel Hill market the biggest-gaining radio market in 1996. 
With a growth rate of 18 percent, the market enjoyed the largest 
percentage of estimated revenue gains among all Arbitron-rated 
markets last year. 

Raleigh-Durham-Chapel Hill, centrally located between the 
Blue Ridge Mountains to the west and the Atlantic coast to the 
east, does not have a dominant central city. Unlike such metro 
areas as Austin, Texas, or Nashville, Tenn., where half or more 
of the people in the metro live in the central city, only 28 per-
cent of residents of the Raleigh-Durham-Chapel Hill area live in 
the largest city, Raleigh. Raleigh-Durham-Chapel Hill is a collec-
tion of four midsize cities, 29 smaller towns and numerous rural 
communities, each unique and distinctive. Together, they make 
up a "community of communities" that offers a small-town feel 
with big-city amenities. 

"With each major station being licensed to one of the three 
major cities, this not only creates interesting signal contours, but 
also has resulted in a very moderate number of signals," says 
SFX Broadcasting Operations Manager Brian Burns. 
The market is an excellent example of what everyone in the 

radio industry has feared would happen as a result of consolida-
tion: eight out of nine FM signals in the market are controlled by 
three major companies. 
SFX Broadcasting has the largest treasure chest, owning four 

of the market's nine 100 kilowatt stations. The most successful of 
these stations is CHR outlet WDCG(FM), dubbed "Music for All 
People — G105," which SFX took control of in July '96. 
Originally "Durham's Country Giant," WDCG flipped to CHR 
when it was still owned by the Durham Herald Newspaper in 
1981. 
G105 has consistently seen excellent rating success, ranking 

No. 1 18-34 (11.2) and No. 2 25-54 (8.8) in the Winter '97 
Arbitron ratings. The station's Bob & Madison Morning 
Showgram ranked No. 1 12+, 18-34 and 25-54. SFX has turned 
those numbers into a large chunk of revenue. 
G105 ranked second in revenue in the market last year, taking 

in nearly $6.6 million of the total $49.3 million, according to BIA 
Research. 

"G105's success is the result of several elements: great market-
ing, promotions, morning music show and overall stationality," 
Burns says. "I'd like to believe that we have a staff from top to 
bottom of major-market people who have chosen the lifestyle 
Raleigh affords them." 



by Lucia Cobo 

" The salvation of the stand-alone 
station will be community ser-

vice," says J. William Poole, general 
manager of Fredericksburg, Va., sta-
tions WFLS-AM-FM and WYSK-FM in 
neighboring Spotsylvania. 

If anyone would know, it would be 
this long-time broadcaster and NAB 
Radio Board member who helped 
launch and manage WFLS-AM-FM 
since their inception in 1960 and 1962, 
respectively. 

"My interest in electronics is what 
got me into broadcasting," says Poole. 
He became a ham radio operator while 
still in school and used to hang out with the engineer at 
the local radio station (Front Royal, Va.) who allowed him 
to pitch in every so often. 

By the time Poole reached high school, he was an old 
hand at "riding the board, monitoring the network pro-
gramming, doing the station breaks, etc. The station 
always was looking for weekend and part-timers," he says. 
"That is how I got started. And, then I sort of took over as 
engineer, started working on the air, got into sales, but still 
did the engineering." 

While attending the 1960 NAB in Chicugo. Poole was 
introduced by a mutual acquaintance to the Rowe broth-
ers, co-owners of the Fredericksburg daily newspaper, The 
Free-Lance Star. 

"I met the Rowe brothers, who had just gotten the 
license for the AM station. Joe Rowe was there to buy 
equipment for the new station, and he asked me to walk 
the floor with him and help him pick out equipment — 
which I did. 

"Little did I know that six months later, they would hire 
me." 
When Poole arrived in Fredericksburg, the station was 

not yet on the air, and the equipment was stashed in box-
es in the old newspaper building downtown. 
In 1962, they added the FM. 
When hired, Poole took on the jobs of general manager, 

chief engineer, sales executive, news director and farm 
director — a humble start that launched one of radio's 
most decorated stations ('WFLS-FM just won three more 
RTNDA awards for its news coverage). At the station stu-
dios, journalism awards fight for space on the walls with 
country music CD plaques and photos from station events. 
And it is a news operation completely independent of 

the newspaper journalism going on down the hall. 
Separate staffs of print and broadcast journalists point to 
management's commitment to a full-service operation. And 
not just in news. The radio stations have two full-time 
engineers on staff and are poised to convert to all-digital, 

state-of-the-art studios. 
"We have two good engineers now, but I still keep my 

hand in it," says Poole. "I still have an interest in technolo-
gy and I try to read about it. 

"The most important technological change of the last few 
years has been the ability to process audio — the digital revo-
lution has allowed very sophisticated automation of your sys-
tem. The audio quality has improved dramatically, allowing 
you greater versatility in the way you present your product." 
And Poole looks forward to the day when in-band, on-

channel DAB is ready to go. "It is necessary," he says. "It will 
have a dramatic effect on the future of AM radio. The biggest 
obstacle AM has today, as far as competing with FM, is the 
quality of the audio. Digital will improve that dramatically." 
The strength of the WFLS operation leads Poole to 

believe that there is room in the consolidated future of 
radio for stand-alone operations. 

"We are a single station operator in the broad sense of 
the word," says Poole. "In some ways, we may have an 
advantage over these tremendous consolidated groups. We 
still have a very strong news department, we do a lot of 
community service, our people have been here a long 
time and they tend to stay. Our morning team has been on 
the air in Fredericksburg, on our station, for 15 years. We 
are very active in the community. That is the salvation of 
the stand-alone station." 

Service to its community of license is the station charter. 
But Poole also serves the radio community. A past and 
current member of the NAB Radio board, he keeps a 
watchful eye on NAB efforts to serve an extremely diverse 
group of broadcasters. 

"NAB is facing some interesting challenges right now, 
but I think they are doing well in meeting those diverse 
needs," says Poole. "Small vs. large is an issue that both 
the staff and the board of NAB are well aware of — you 
have to serve all facets of the industry. I am pleased with 
their philosophy and genuine concern with all aspects of 
the broadcasting business." 
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fewer make goods. For a brochure, ‘.ul.1760-138-3911, visit www.pre.c(m or 1c 

The U.7) screen and Windous interface Four special-purpose buses provide 
protide access to pouerfid configuration automated mix-minus fiir telephone 
management an d session-based featutes. and remote feeds, each with I. 

An array of state-of-the-art. floating- The 10-chalucter display changes when 
point digital signal processors perform another audio source is assigned, either 
mixing. routing and other fimctions. manually or at a preassigned time. 

Circle 41 On Reader Service Card 

PACIFIC RESEARCH 8 ENGINEFRING 



Special Feature 1111111 

After six years of planning, prospects for satellite-
delivered digital audio radio service (DARS) 

became a reality in April when the FCC allocated two 
12.5 MHz S-band spectrums to launch the nationwide 
radio service. Though years away, the plan by Satellite 
CD Radio and American Mobile Radio Corp. to provide 
seamless, CD-quality listening while driving anywhere in 
the country has sparked a testy debate, engulfing radio 
broadcasters, electronics manufacturers and the music 
industry. 

"We don't see what it adds or brings to the consumer," 
says Walt Wurfel, former senior vice president for Public 
Affairs at the National Association of Broadcasters in 
Washington. "Our purpose is not to promote radio in any 
form. Our purpose is to promote free, over-the-air local 
community radio." 

"I really think this is going to enhance all listenership, 
just like cable television increased people watching TV in 
general," says Lon Levin, president of American Mobile 
Radio Corp. in Washington. "U.S. citizens love choice." 

David Margolese, CEO and chairman of Satellite CD 
Radio Inc., a subsidiary of Virginia-based CD Radio, 
echoes this notion. "The idea is to do for radio in your 
car what cable did for television in your home," he says 

A niche market 
The satellite radio services will be similar to what 

cable radio has offered for years: subscription-based 
niche programming that will be, in most cases, commer-
cial-free. The service will be transmitted nationally by 
satellite in digital, CD-quality to a new breed of car 
radios that will receive both the satellite stations and 
local broadcasts. 

"It's the mobile market that is key to us," notes 
AMRC's Levin. Access to the new stations is expected ini-
tially to cost between $5 and $10 a month on a subscrip-
tion basis and target people who spend a lot of time in 
their cars, as well as underserved rural areas where, says 
CD Radio's Margolese, "people just don't have those 
choices available to them." 

The choices CD Radio plans to offer by the second 
half of 1999 include 30 music channels and 20 news-type 
channels. The music channels will focus on niche 

Coast 
to-coast 
Radio? 

by D.A. Barber 

formats that may be too small to support a local station 
but could garner a national audience. 

"Fifteen percent of all music purchased is in a niche 
market, like classical, jazz, blues and reggae," notes 
Margolese. "But how many reggae stations are there?" 

The answer, according to Margolese, is three in the 
United States. But will listeners be willing to pay for a 
radio service that has always been free? "People used to 
have TV for free," notes Margolese, "and now they pay 
for it." 

Death of local radio? 
The NAB has opposed DARS as a threat to the entire 

radio industry through the erosion of the listener base 
and the potential to adversely affect revenues at local sta-
tions. "Digital satellite radio, as we see it, would be a 
threat because it would siphon off a certain percentage 
of the national audience and make them pay for this," 
notes Wurfel. 

But Gary Shapiro, president of the Consumer 
Electronics Manufacturing Association does not agree. 
"We think digital radio would be a wonderful opportuni-
ty for broadcasters and consumers," Shapiro says. "I 
think consumers are starting to reject radio in favor of 
CDs in their cars." That, says Shapiro, is the market satel-
lite radio will really cut into. 

"As far as local ads go, I don't think that's going to be 
a problem," says AMRC's Levin. "There will always be 
local radio, and we're a national service." 

"If I'm listening to a satellite instead of a local station, 
it's going to hurt the local station's billings," argues 
Wurfel, who adds that if the station's audience gets 
smaller, it has less value to an advertiser. 

"Every time a new technology comes along, people 
say it's going to cut into the pie, and usually the pie ends 
up being expanded," says Margolese. "Any entrenched 
industry never welcomes competition." 

No great threat 
Broadcasters in small, medium and large markets do 

not seem to share the NAB's concerns about this future 
competition, whether it targets mobile listeners or under-
served rural areas. 

Marie Kordus, general manager of ICPWR(FM), the No. 
2 English-language radio station in Los Angeles, says she 
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Introducing a new development that brings the world close;; faster. 

NET 
EchoNet is a suite of broadcasting software combining the hottest developments 
of Internet push technology with the 24-hour-a-day multipoint capabilities 
of high-speed digital broadcast channels. It is the ultimate in multipoint 
unicasting to deliver multimedia broadcasting, E-Mail delivery and World 
Wide Web pages. 

EchoNet HBS Software 
The Host Broadcast Server (HBS) is a Windows® NT based 

machine with EchoNet software pre-installed and pre-configured. 

Included is a Microsoft® Access database to manage subscribers. 

World Wide Web: EchoNet HBS software schedules web site 
retrievals, retrieves pages from the Internet, monitors pages 
for changes and forwards them over the broadcast channel. 

E-Mail: The software monitors subscribers' E-Mail mailboxes 
and confirms the delivery of mail before deletion. It allows the 
pick-up and delivery of E-Mail from any POP3 mailbox worldwide. 

Audio Broadcasting: Multiple broadcast audio streams can be established to a user's 
data rate between 14.4 kb/s and 80 kb/s. Multiple users can listen to one audio program. 

EchoNet CPS Software 
The Client Proxy Server (CPS) is a software module operating 

on the client's PC and acts as a gateway between the broadcast 
system and familiar browser, news and E-Mail Internet applications. 
The software is compatible with POP3 clients such as Netscape 
Navigator® Mail and Microsoft Exchange. WWW mirrored pages are 
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Netscape Navigator is a registered trademark ot Netscape Communications Corporation. 
Internet Explorer is a registered trademark of Microsoft Corp. 

'lb learn more about International Datacasting and our wide range of products, visit our web site at http://www.inddata.ca 

INTERNATIONAL 
DATACASTING 

Corporate Headquarters. 

2680 Queensview Drive, Ottawa, Ontario, Canada K2B 8H6 ibl: (613) 596 4120 Fax: (613) 596 4863 E-Mail: intldata@magi.com 
US Saies and Marketing: 

3850 Holcomb Bridge Road, Suite 420, Norcross, Georgia, USA 30092 (770) 446 9684 Fax: (770) 448 6396 E-Mail: intldata@ix.netcom.com 

Circle 4 On Reader Service Card 



Station Services 

100% CASS Certified! 
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Market Size, Ratings & More! 
Also: Group mailing to 
GMs, POs, SMs & CEs 

The Radio Mall 
1-888-97-RADIO 

toll free 
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Why wait for tapes and resumes 
when Mediacastings' talent pool is right at your 
finger tips! Get instant audio access fast and 
easy via the internet. Hear the latest airchecks 
from potential candidates with the click of a 
mouse. Check out our Internet Web Site at: 

www.medIacastIng.com. 
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markeng senpc, 

414.926.9620 fax: 414.926.9621 

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

AC Music logs customized to your market. 

La Palma Broadcasting 
(714) 778-6382 
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Stati s around th orld say cusfomized 
re-sings make perfect oldies station ID's, 
and now original packages from the 60's 
and 70's are available to jingle collectors 

and fans! Call for free catalogue 
and demo CD. 

(800) 451-KENR (5367) 
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1012 Hit Songs 
from 19E30 - 1995 

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

1-8°0-646-2911 
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For track listings pow go to 
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re you reading 
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copy of Tuned In? 

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

Simply complete the 
subscription card '27 return it 
to us! You'll never have to 

risk missing an issue of 

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. 
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Is DARS 

A Threat? 
ontrary to NAB's argument that 

1/4 -• DARS would be detrimental to 
terrestrial broadcasters, broadcast-
ers themselves are counting on 
radio's inherent strengths to stand 
up to a competing satellite-deliv-
ered service. 

C‘I believe that radio's success — 
from the day Marconi invented it 
until today — lies in its ability to be 
local. I don't think that DARS is ever 
going to be able to do that. I think 
they have an opportunity to deliver 
music and do a fine job of it, but I 
don't think (such a service) will ever 
be able to get into the community 
and superserve the people in our 
listening area. ›, 

— Alan Fetch, General Manager 
WSNY(FM), Columbus, Ohio 

4eI think anytime that you expand 
the number of options a listener 
has, you take the risk of watering 
down the industry's ability to stand 
out. Bottom line: The radio stations 
that win in markets one to 200 are 
always the ones that are locally 
based and have real, live people 
doing what they're supposed to do,' 

— J. Michael McKay, 
General Manager 

KKDM(FM), Des Moines, Iowa 

"Not at all. What we do is unique. 
We have the luxury of having DJs 
who are the best collection from 
the '50s and '60s. I don't think that 
you can repeat that somewhere 
else. 
— Marie Mason, General Manager 

WCBS-FM, New York 

C'By and large, I think that nothing is 
going to stand in the way of 
technology as it offers 
opportunity and selec-
tion for the listener. 
But I don't think it 
matters. I don't 
think (DARS) 
will affect us 
very much. ,› 
— Don Troutt, 

General 
Manager 

KKBQ-FM, 
Houston 



a> continued from page 20 
is not concerned about 
potential harm to local 
radio. But if she were 
driving across country, 
she'd use the service 
"I want to know what 
I'm getting; I want to 
like it," Kordus says. "I 
don't want to have to 
search the dial to find 
something that I might like." 

In rural Casper, Wyo. — the 
smallest Arbitron-rated market 
KTRS(FM) Owner and General Manager 
Bill Hart says he "doesn't see it as a ter-
rible threat" to local stations. "This is for 
the guy who's driving down the road 
and listening to CDs all day anyway," 
Hart notes. "That's what it's going to 
compete against more so than the local 
stations." 

If you serve your 

community well, you'll 

hold your audience. 

— Bill Hart 

If you follow the scenario of listening 
while driving from Los Angeles to New 
York, your route will take you through 
Tucson, Ariz. Debbie Wagner, general 
manager of four of the city's SFX-owned 
stations (KRQQ(FM), KWFM-FM, 
KCEE(AM) and KNST(AM) — all in the 
top 10), says truckers and RVs going by 
are not the consumers who fill out 
Arbitron books. "The one thing that's 
going to be missing is that local flavor 
that radio has built its life on," Wagner 
says. "I really believe that local radio 
will survive because people still want to 
know about things that are affecting 
them." 

"It has always been 
my philosophy that if 

you serve your communi-
ty well with informa-
tion, entertainment 
and news and 
weather, you'll hold 
your audience," 
adds Hart. 
One problem with 
DARS in cars within 

larger cities is that the 
satellite signal drops in 
and out every time a lis-

tener encounters a build-
ing shadow. This should 
offer some comfort to 
broadcasters who fear the 

future competition. And 
CEMA's Shapiro says he cannot 

identify a radio manufacturer 
who is willing to build the radios 

at this time. Still, NAB remains 
concerned and wonders about the 

future as satellite radio technologies 
creep into reality within the next two or 
three years. 

"I don't understand how the satellite 
people think they can recoup their 
mammoth investment of $500 million," 
Wurfel says. "I think they may be seeing 
something here that they're not talking 
about." 

D.A. Barber is an award-winning 
free-lance writer and radio producer 
based in Tucson Ariz 
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HOT Alcohol Ads Still a Heated 

POTATO le Issue in Washington 
by Frank Montero 

Ever since a Corpus Christi, Texas, TV station agreed to air 
a Crown Royal Whiskey commercial last summer, a 

pitched battle over hard liquor advertising on television and 
radio stations has been raging in Washington. 

Initially, there was an outcry by certain lawmakers who con-
sidered the ads to be another assault on America's youth (con-
sider, it was argued, the Budweiser Frogs, 
Spuds Mackenzie and Joe Camel). In fact, 
Congressman Joe Kennedy (D-Mass.) intro-
duced legislation to ban the advertisements 
from the airwaves, while the National 
Association of Broadcasters walked a careful 
line in the midst of the storm. 
Senate Majority Leader Trent Lott (R-Miss.) 

joined President Clinton in condemning the 
Distilled Spirits Council's November 7th vote to 
formally lift its 50-year voluntary ban on broad-
cast advertising. Lott called the council's decision a 
"big mistake" and expressed his position that " it 
would have a bad impact on our children and young 
people and society as a whole." 
Lobbyists for the distilled spirits industry cried foul, 

claiming to be at a disadvantage against beer and 
wine advertisers who freely advertise on the air-

Illustration by 
waves, while the major television networks vowed VIcky Baron 

that they would not air the spots. Beyond the television net-
works, several large radio groups, including American Radio 
Systems, Clear Channel, Jacor and SFX, adopted a wait-and-see 
approach to hard liquor ads. While they did not completely 
rule out the possibility of eventually running such advertise-
ments on their stations, many of the larger radio owners have 
turned down the business for the time being. 
Presumably, one major concern on the part of the broad-

casters is the possibility of government regulation if the large 
broadcasting chains fall off the wagon too quickly. 
Since then, the controversy seems to have merged with the 

general din of political issues debated on Capitol Hill, the FCC 
and the White House. That is, until the recent NAB conven-
tion in Las Vegas when FCC Chairman Reed Hundt used the 
opportunity to blast broadcasters for airing such ads. In fact, 
in a speech before convention attendees, Hundt called on 
broadcasters to establish a new voluntary code against airing 
such ads, presumably in light of the Distilled Spirits Council's 
vote to lift its broadcast advertising ban. In fact, Hundt, a for-
mer antitrust lawyer, was quick to point out that such a volun-
tary code by broadcasters would require an exemption from 
the antitrust laws, and he encouraged broadcasters to seek 
such an exemption from the Justice Department. 
This recommendation comes as the Distilled Spirits Council 

has requested its own version of a voluntary ad code, which 
(you guessed it) would include beer and wine advertisements. 
In the words of a representative of the Distilled Spirits 
Council, "Alcohol is alcohol." 

While this was happening, President Clinton sent a letter to 

the FCC asking the Commission to look into regulatory 
solutions to protect children from hard liquor advertising. The NAB 
responded by noting that the major broadcast networks and virtual-
ly all group owners of radio and TV stations have refused to mn 
the ads, and declared that "FCC intervention in the area of hard 
liquor advertising on local radio and television stations would rep-

resent a solution to a problem that does not exist." 
Complicating the debate are intra-FCC feud-

ing and partisan politics, including Hundt's 
proposal to issue a Notice of Inquiry on the 

effects of alcohol advertising in order to force 
fellow commissioners to go on record with their 

vote — a tactic aimed at Commissioners Chong 
and Quello, who have questioned the propriety of 
the FCC's role in regulating such ads. 

If all this weren't enough to make your head spin, 
let's add a little interagency rivalry. With deregula-
tion, FCC jurisdiction is up for grabs all over 

Washington. The Justice Department has appointed 
itself the guardian of multiple ownership abuses, the 
EEOC may end up inheriting EEO compliance and now 
the Federal Trade Commission has claimed the responsi-

bility for policing advertising content, including alcohol 
advertising. In fact, FCC Commissioner Chong's office 

has criticized Chairman Hundt's call for a Notice of 
Inquiry on the grounds that "the FCC is not the appropriate 

body to put limits on legal advertising." 
Most recently, Senate Commerce Committee Chairman 

Conrad Bums (R-Mont.) has written a letter to the FCC criticiz-
ing Chairman Hundt for his call to investigate hard liquor 
advertising on the airwaves. 

In his letter, Burns states that Chairman Hundt's "repeated 
attempts to assert FCC jurisdiction over the advertisement of 
various legal products continues to be of great concern to me 
... jurisdiction over such broadcast issues clearly lies with the 
Federal Trade Commission." 

In the interim, the FTC is expected to look into the issue. 
However, there is no certainty as to where these investigations 
will lead. There have been rumors that the FTC is expanding 
its investigation to look into whether alcohol advertisements, 
including beer and wine ads, target minors who are too 
young to legally purchase alcohol. 

In light of the recent proposed settlement on tobacco adver-
tisements aimed at minors, there is a possibility that some 
accommodation will be reached that limits both hard liquor 
ads and beer and wine ads. One thing is certain: With millions 
of dollars at stake and the politically volatile nature of the 
issue, it is not expected to go away quietly. 

Frank Montero is a communications attorney 
and partner with the Washington law firm Fisher 
Wayland Cooper Leader and Zaragoza, L.L.P. 
Contact him at (202) 775-5662; fax: (202) 296-
6518, or via e-mail: fmontero@fwclz.com 
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Your Coverage 

Better thin Anyone Else. 
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• Full-Service Provider 
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• FM & UHF Antennas 
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Shively Labsi 
because ... 
... it pays to be heard! 
P.O. Box 389, Bridgton, ME 04009 USA 
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NEW! 
A listener Information System 
that's designed for broadcasters! 
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School closings... Traffic updates... 
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ENGINEERING 
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High Profile 

"little seeds to get people thinking in a more positive direc-
tion." 

gg t occurred to me shortly after I started working in 
radio that this was really nothing more than teaching 
while entertaining," says Dr. Toni Grant, clinical and 

media psychologist. "And, you know, every good teacher is 
entertaining." 

During her weekday afternoon satellite-delivered pro-
gram, distributed by Radio Shows Ltd., listeners converge in 
Dr. Grant's airwaves-defined "waiting room" to benefit from 
the veteran broadcaster's insight. 

Dr. Grant, who began her radio career in 1972 as a 
weekly guest psychologist and co-host on Bill Ballance's 
KABC(AM) show in Los Angeles, now broadcasts from 
Dallas to 18 markets, including Los Angeles, Seattle-Tacoma 
and Minneapolis. 

The "waiting room," she says, "is far more important 
than the patient." The focus of The Dr. Toni Grant Program, 
she notes, "is not so much on the caller — it's the listener. 
We want to help the caller. We want to give the caller 
usable information. But, more importantly, we want to give 
the listener that information." 

Every day on the air, it's the same act of kindness and 
concern. "I try every day to plant a seed," says Dr. Grant, 

Think positive 
Dr. Grant has been helping listeners think in a more pos-

itive direction for the past 25 years. She says she "fell in 
love with radio from day one." 

After her stint as part of Ballance's show, Dr. Grant 
moved into her own slot on KABC, where she stayed from 
1975 to 1981. Following a five-year nationally syndicated 
berth with the ABC Radio Network (during which she con-
tinued broadcasting from Los Angeles), she moved to 
Westwood One/Mutual Broadcasting syndication in 1986, 
eventually reaching more than 180 markets. 
And then, in 1990, at the height of her airwaves success, 

she took a seven-year, self-imposed creative sabbatical. 
"Lots of creative people take breaks," she says. "Creative 
people do need some breaks to recharge themselves." 

So Dr. Grant and her husband, whom she married in 1988 
— the same year her best-selling book "Being a Woman" 
was published by Random House — traveled for a couple 
years and then relocated to Dallas. "We had an opportunity 
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Room 
by 

Alan 

Haber 

in our lives to kind of begin again," she points out. "To just sort 
of run off and enjoy life, and that's what we did." 
Among other things she accomplished during her break 

was learning how to slow down. "It gave me a different per-
spective on life," she muses. "I did do all the things that I 
wrote about in my book. I focused on my home, my husband 
and just a little bit more on my inner life. I think I could say 
that I'm a far more peaceful person today than I was seven 
years ago." 

What's her secret? "I think that love does do that for you," 
she says. "I think it helps us find inner peace." Her time off 
helped her see how important broadcasting had been to her. 
"Sometimes when we're doing a thing, it's hard for us to 
appreciate its value," she notes. "It was very interesting for me 
to do other things." 

Back home to family 
The '90s version of The Dr. Toni Grant Program, which 

kicked off on March 24th with a week of broadcasts from flag-
ship station KTZN(AM) in Los Angeles, was warmly received 
by listeners right from the start. "The reception was so over-

whelmingly positive and warm that it was like going back 
home to family," she says. 

The listeners were "validating what I had sought to accom-
plish," she offers. "It was just overwhelming to have people 
not only call and say 'Welcome back,' but to call and tell me 
what specifically I had said that had impacted their lives." 

"We're getting fabulous reaction to Toni from listeners," 
says Dave Cooke, operations manager/program director at 
KTZN, the former KMPC(AM) (the switch took place in late 
February). Cooke hopes KTZN will garner a 60/40 female-to-
male audience; the station's slogan is "Talk Radio Is Not Just a 
Guy Thing." 

"Toni was a number one personality in this market for 
many, many years," Cooke points out. "There are a lot of peo-
ple in Los Angeles who absolutely love her." 

Advertisers, he notes, "are thrilled because they know the 
performance that (Dr. Grant) had in Los Angeles in years past." 

Dr. Grant continues to affect the lives of her listeners. In all 
the time she's been on the air, her "style of relating to people 
hasn't changed markedly," she observes. 

Life, as she tells her listeners, is not a dress rehearsal. "It's 
the only life we have," she says, "and so my hope is that peo-
ple who listen to this show find ways to enrich their already 
good lives." 

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

No salary, no benefits, no ego. 

Isn't it everything you've always wanted 

in a medical reporter? 

The Johns Hopkins Health NewsFeed 

is a daily sixty second radio program that 

lets you bring your listeners the very latest 

medical news from the world's finest 

health care institutions. What's more, this 

first-rate programming featuring world-

renowned doctors, scientists and healthcare 

experts from the Johns Hopkins Medical 

Institutions is available every weekday 

FREE OF CHARGE. For more information, 

contact Jack Sheehan at 410-955-2877 or 

1-800-MED-RADIO. 

,HEALTH NEWSFEED 
A SERVICE OF THE JOHNS HOPKINS MEDICAL INSTITUTIONS 

Available on The USA Radio Network 

Circle 6 On Reader Service Card 
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This is definitely the easiest-to-use ISDN 

box around! Use the Nexus ISDN codec 

for remote talk hosts, daily features or 

sports feeds. The Nexus delivers 15 kHz 

two-way, low delay audio and contains all 

you need for direct ISDN line connections. 

COVeiltEX" Comrex Corp, USA 
Tel: 508-263-1800 Fax: 508-635-0401 

Fax-on-Demand: 508-264-9973 (Doc #114) 
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Call Christopher Rums 
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Sales 

Great Expectations 
Help New Radio Clients Set 

Realistic Advertising Goals 

m y commercial has been running 
for two whole days and I haven't 

received a single call!" 
This exclamation is heard frequently 

from clients who are investing in radio 
for the first time. That's why it is crucial 
to explain to clients new to radio how 
the medium works and, realistically, 
what results they can expect. 

Some clients who are new to radio 
expect a deluge of calls or store traffic 
the first day the ad airs. That's not the 
way radio usually works. "Radio is a fre-
quency medium," says Pat Reedy, VP 
and general manager of Trumper 
Communications Inc. in Salt Lake City. 
"If you're going into it for a one- or 
two-week trial, save your money." 

Reedy says that to utilize radio effec-
tively, an advertiser needs to run at least 
13 weeks on stations that reach the 
advertiser's target audience. Most mar-
keters agree that advertising influences 
purchasing decisions only after the con-
sumer develops "cumulative awareness" 
of the product or business. 

Chris Stonick, a radio recruitment 
consultant based in Ft. Lauderdale, Fla., 
says that clients usually mention early in 
the game what they expect from radio. 
"The client may say, 'Well, the newspa-
per brought me five sales. I think radio 
should bring about 30.- Stonick warns 
that if the client's expectations are unre-
alistic, it is up to the salesperson to clar-
ify how the medium works. 

In many cases, radio does not even 
get the credit it deserves. Some clients 
report, "We're getting a lot of people 
who say they saw our ad in the phone 
book." The fact is, it is difficult for the 
average consumer to remember exactly 
where he or she first heard — or saw - 
the ad. Because the phone book is often 
used as a reference, it is many times cit-
ed as the advertising source. 

There are usually serious flaws in the 
client's response tracking system. 
Stonick claims that some clients still 
report no business from radio even after 
Stonick Recruitment "ringers" call a busi-
ness and clearly state they heard the ad 
on radio. Many marketers agree that the 

by 

Doug Burton 

only way for a client to get an accurate 
assessment of radio is to run a schedule 
on radio exclusively for several months, 
then look at the overall increase in 
sales. 

Seven solid tips 
There are several things that a savvy 

sales rep can do to boost results and 
make sure the radio station gets proper 
credit. First, identify the many factors 
inherent in the client's business that 
could derail a sale. Here are seven 
things that could make a difference: 

V Does the client have a tricky location? 
If the client has an unusual or hard-to-
find location or a phone number that's 
difficult to remember, it may require 
special attention in the ad. 

✓ Is the client's business customer-
friendly? If consumers are asked to call 
a phone number, is the phone call 
answered quickly? Also, does the person 
answering the phone have good people 
skills? 

✓ What is the marketplace like for the 
client's product or service? Is there low 
consumer interest for the product? Some 
products are in high demand; others 
require a longer selling period. 

✓ Who are the client's competitors? 
Determine how long the competitors 
have been advertising, what media they 
use and approximately how much mon-
ey has been invested. 

✓ Has the client recently invested a 
substantial amount of money in adver-
tising? If the client has never advertised 

C. 

It has really paid off for our station! They have great service, quality 
control and payouts." 
Randy Bush 
General Manager 
KU RB 
Little Rack - Arkansas 

RaodioDate is a completely turn-key 
peration and totally maintenance free. 

It's so user-friendly, RadioDate has the 
lowest service call record in the industry. 

RadioDate will give you an incredible ability 
to produce exciting listener promotions, allow 
you to offer your advertisers new value-added 
opportunities, and cash in on the huge singles' 
market. The best part is RadioDate has the 
highest payouts in the radio personals business... 
payouts that go directly to your bottom-line! 

Call today for a demo tape and more information and a 
fact filled kit with case histories of stations just like yours! 

1-800-320-7870 

"It Makes Dollars & Sense: 
pi» 

RadioDate Ottkes in New York, Rhode Island, Dallas, Los Angeles, Seattle & Longview, Washington 
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and is attempting to compete head-on with a competitor who 
has, then success depends greatly on strategy and making a 
substantial commitment to catch up. 

V How does the client expect listeners to respond to the ad? 
If the client expects to see an increase in store traffic but 
only gets phone calls, he or she may feel the ad was ineffec 
tive. Design a commercial and a schedule to satisfy thc 
client's goals to the letter. 

V Does the product fit the lifestyle of the station's averagc 
listener? The closer the match between product and con-
sumer, the more you can expect from the investment. 

Nurture commitment 
Let's say your client's commercial has been airing for a 

week, and he's getting nervous because there is still not a 
significant increase in business. Don't panic. Reassure your 
client that it takes time to build name awareness. Don't make 
wholesale changes to the concept of the commercial at this 
point. Bailing early destroys any cumulative awareness that 
may have been gained. 

Once you have a story to tell with a new radio client, get a 
success letter. The letter should give details of the campaign, 
concerns along the way and the ultimate payoff. These case 
studies can be extremely helpful in reassuring a client who 
gets antsy a week or two into a schedule. 

Fax the success letters to anxious clients to demonstrate that 
it is perfectly natural to be nervous about a slow start and that 
with many past clients, the advertising paid off in the end. 

Ah! The ultimate compliment: Your 
client calls and asks you to pull the spots 
for a while because the ads "worked too 
well." Your response: "Nonsense. Radio 
can never work too well." 
We recently got a call from a very 

happy client at one of our Salt Lake City 
radio stations. It was a local employer 
who was running ads to recruit supervi-
sors for a huge customer service facility. 
The company had filled all its available 
positions and wanted to cut back on the 
schedule. Quick with his quotations, 
our sales rep relayed the old adage, 
"When business is bad, advertise. When 
business is good, advertise." 
We redesigned the client's ads to 

focus on employee recognition and 
turned it into an image campaign. It 
was a great public relations move for 
the company and a way to continue to 
build brand equity. 

By carefully assessing the client's 
marketing position and investment, the 
sales rep can help new radio clients set 
realistic expectations and develop a 
timeline of success. Clients should be 
reminded that radio can bring phone 
calls or store traffic, and also do some 
pre-selling of the product or service. 
Ultimately, however, it is up to the 
counter help or person who answers 
the phone to sell the product. Agree on 
how the response will be judged. Ask 

1 — vase mar ---

Bright idea: Clients who use print media 
love to display their print ads for all to see. 
Why not give your clients a framed copy of 
the script used for their radio commercial? 
It's a great opportunity to get the station's 
logo in front of clients and keep them 
excited about the schedule. Seeing the 
script may also remind customers precisely 
what prompted them to visit the business 
in the first place: radio. 

- Doug Burton 

iii 
the client how many calls he needs to feel this was a success-
ful campaign. If the client's expectations are too high, tell him 
so. Be honest. Set expectations early and remind the client 
that with solid marketing, a commitment to the right stations 

and a little patience, the sky is the limit. 

Doug Burton is creative services director for 
Trumper Communications stations KISN-AM-FM 
and KUMT(FM). He welcomes your comments at 
(801) 269-7135. 

RadioDate real y works. 

Two couples have already set the date! 
RadioDate has created top of mind 

awareness for our station... 

It's great to make money on something 
that doesn't cost us anything." 
Steve Lewis 
Program Director 
WKSF 
Asheville - A'orth Carolina 

RadioDate is the most sophisticated 
interactive radio personals service available 

for radio today! Your listeners will love it. 

You'll love the substantial revenues it drops 
directly to your bottom-line! 

RadioDate is the only service your station will 
ever find that costs absolutely nothing, but 
generates big dollars and listener loyalty every 
month. 
Can you think of a better promotion 
opportunity for your station than love? 

Call today for a demo tape and more information and a 
fact filled kit with case histories ofstations just like yours! 
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WS 100% RADIO 

September 17-20, 1997 
New Orleans, Louisiana 

At The NAB Radio Show you can take charge of the new 
era in radio. Help control the destiny of your business 
and your career , This is radio's most exclusive event, 
focused on one thing only—your business, the business 
of radio! Plan now to attend The NAB Radio Show and... 

• Weigh in on the critical issues for 
marketing, management, program-
ming, production and promotions. 
• Supercharge your engineering skills 

in cutting-edge certification programs. 
• Interact with the industry gurus on 
the issues and opportunities facing 
your station. 
Capitalize on special small/rural 
market sessions. 

• Network with radio's movers and 
shakers. 
• Make the business deals that will 
take you into the next century. 
• Experience ground-breaking tech-

nologies first-hand. 
• Meet face-to-face with the suppliers 
that are shaping the new era of 
radio! 

PLUS, you won't want to miss these exciting events: 
Radio's Opening Reception 
The NAB Marconi Radio Awards Dinner and Show 
• The NAB Radio Luncheon and National Radio Award Presentation 
• The NAB Career Fair 
• And so much more! 

The excitement is building— Register Today! 

For more informati3n: 
• WEB: Point your web browser to www.nab.org/canverlions/ to register 

on-line or to receive up-to-the-minute conference, hotel and travel information. 
• FAX-ON-DEMAND: Dial 301-216-1847 from the touch-tone handset of 

your fax machine and follow the voice instructions. 
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e continued from page 1 i 

"They indicated late last year that as part 
of the Telecom Act, they would take a 
look at it and see if it should be in 
effect these days. In our opinion, it's 
outdated." Vriesman says he expects a 
resolution by the end of the year. 

"Isn't a company that owns a major 
TV station, radio station and newspaper 
more influential than a company that 
owns eight radio stations?" asks 
Constantine. "I think the Tribune will 
hold on to the radio and TV stations 
because they're in three media, as 
opposed to having eight properties in 
one medium. They consider themselves 
a multimedia conglomerate." 

Constantine cites a trend that has com-
panies buying outdoor advertising com-
panies to complement their TV and radio 
stations. 

Indeed, Tribune takes full advantage of 
the vertical cross-promotional opportuni-
ties its diverse holdings allow. 

Constantine adds that he does not see 
the cross-ownership rules changing any-
time soon. Nor does he see WGN 
changing hands in the near future. "I 
don't think Tribune will give up WGN 
unless someone comes along and offers 
an enormous amount of money for it." 

The same could be said for the other 
standalones in the market: Emmis-owned 
modern rocker WKQX(FM) and ABC 
Radio talker WLS(AM). ABC also owns 
WIOCK(FM) (formerly WLS-FM), which 
launched a Kicks-country format in late 
1995, placing it in direct competition with 
country stalwart WUSN(FM). While 
WICXK ties for 26th place in the ratings, 
WUSN's ratings have jumped from a 3.0 
to a 3.7 since the change. 

In early May, after experimenting 
with the country format for 18 months, 
WIOCK dropped the ailing format in 
favor of classic rock. That puts the sta-
tion in direct competition with CBS-
owned WCKG, home of Steve Dahl and 
Howard Stem. Overseeing the change is 
modern rock guru Bill Gamble, who 
spent the past several years transform-
ing WKQX into one of the nation's most 
influential new music outlets before 
moving to ABC. 

After this investment in reprogram-
ming, don't look for ABC to dump the 
station just yet. 

"My research has shown that the major 
networks want to be involved in the large 

Chicago 
cities," Constantine says. "ABC has been 
aggressive in building its group, and they 
are going to want to expand." 
And what about Emmis outlet wicQx7 

The modem rocker ranks 14th 12+ with 
a 2.8 share in the Winter '97 Arbitrons. 

"At some point someone is going to 
come along and really want it and will 
find the price break, where they can make 
as much money as the station did from the 
interest they'd get from putting it into the 
bank," says Constantine. "Everything is for 
sale if there's the right price point." 

As one Chicago media watcher puts 
it, "This is not the end. It won't be fin-
ished until all the available properties 
have been snapped up by someone." 

Cara Jepsen is media editor of the 
Illinois Entertainer and a contributor to 
the Chicago Reader and Cram 's Small 
Business in Chicago. She last wrote a 
Format Focus on urban radio for Tuned 
In. 

Chicago Financial Snapshot 

Market Rank 3 
Reven..ie Rank 3 
\ILmber of FIVls 4-
Number of Ws 37 

Revenue 1993 
Reverue 1994 
Reverue 1995 
Rever ue 1995 
Revenue 11997 

$281.1 mil. 
$511.1 mil. 
$330.0 mil. 
$343.0 mil. 
$358.4 mil. est 

Revenue Growth 
'90-'95: 6.0% 
'96-'00: 6.53/I) 

Local Revenue 75% 
National Revenue: 25% 

1995 Pcpu atiort 8.t38,1C 
Per Capita Income. $17,491 

Median Income $40,114 
Average Household 

Income: $48,841 

Source: 

er an yzing a t e aval a e 
radio personals services in the 
market we went with RadioDate.-

ur users can pick their OWN dates, all of the 
other radio personals services don't offer this - 

this is a big RadioDate plus. 

The service, the creative, the promotional support 
and the bottom-line dollars have been incredible.'' 

Rick Betzen 
General Manager 

, KYQQ\ KLLS 
Wichita - Kansas e
R adioDate is completely customi your format and your station's sound. 

e
a will give you the opportunity to cash in on 
e 45% of your audience that is single. 

dioDate gives you the opportunity to plan 
' market promotions around- dating, love and 
marriage...Imagine the promotion potential 

e' fa wedding on air, or a singles concert or.... et your imagination go to work! 
The best part is RadioDate is totally exclusive 

your format in your market, so there's no 
competition! 

Call today for a demo tape and more information and a 
fact filled kit with case histories of stations just like yours! 

1-800-320-7870 

"It Makes 
ollars & Sense." 

'ern e e 

RadioDate Offices in New York, Rhode Island, Dallas, Los Angeles, Seattle & Longview, Washington 
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Format Focus 

All-sports Hits the Bull's Eye 
T

en years ago it was considered dar-
ing, even foolish, to derive a new 
radio format catering to an audience 

that was already well-served by cable 
television — sports fans. Yet 
WFAN(AM) in New York signed 
on as the first radio station with 
sports updates and talk pro-
gramming geared toward 
devotees of football, base-
ball, basketball, hockey and 
every other sport imagin-
able. Nine years later, WFAN 
was the top-billing radio sta-
tion in the country, with 
1996 revenues of more than 
$42 million — proof that 
sports radio has grown to be a 

/.,/ 
viable and profitable radio for- 
mat that is increasingly attracting 
new cume while still serving the 
hard-core sports fan. 

While we still have the veteran all-
sports stations such as WFAN, WIP(AM) 
in Philadelphia and XTRA(AM) in San 
Diego, AM radio stations have embraced 
sports radio as an exciting and prof-
itable format that appeals to a large 
audience. Today, virtually every major 
market in the country supports at least 
one sports talk radio station. According 
to a study published by Interep, 156 
radio stations in 92 continuously mea-
sured Arbitron markets now feature an 
all-sports format, with 60 new all-sports 
stations signing on in the past two 
years. Additionally, stations in smaller 
markets are airing the format with the 
help of national sports program suppli-
ers such as ESPN Radio, Prime Sports 
Radio and One-On-One Sports Radio 
Network. 

Sports appeal 
Jeff Dort, general manager of Prime 

Sports Radio, points to a general interest 
in sports issues as a reason for the pro-
liferation of the format. "Sports is much 
more universal today," Dorf says. "Five 
years ago, you had Cher and Michael 
Jackson doing endorsements on TV 
commercials. Now you have sports fig-
ures like Michael Jordan. The appeal of 
sports is growing." 

Chris Brennan, chairman, president 
and CEO of One-On-One Sports Radio 

o 

focused on general issues in the world 
of sports. " Being totally statistically 
focused will result in a small, loyal 
cume, but it will not deliver the occa-
sional sports fan," Dorf says. 

Rick Scott, an all-sports radio consul-
tant and president/CEO of Rick Scott 
and Associates, a Seattle-based consult-
ing firm, echoes the sentiment that \N •ith Few er sports talk should be based on the sto-

ries behind the games, rather than the 
numbers. "Nobody cares about the 

statistics," Scott says. "Guys read-
ing box scores is the last thing 
you want. The focus should 
not be just on who won the 
games, but why they won," 
he says. 
Dan Bennett, vice presi-
dent/general manager of 
Susquehanna- owned 
KTCK(AM) — "Ticket" — in 
Dallas, echoes the impor-
tance of an effective commu-
nicator as a host. "If all you 

have is a guy who knows who 

q. was at fullback for the '64 SMU 

.‘) Mustangs, that's not very interest-

Network, adds that a national sports talk 
format provides an alternative to heavily 
localized sports programming. "National 
sports is top-of-mind information that 
people need," he says. "With free 
agency, pro sports teams moving, Tiger 
Woods at the Masters and alumni associ-
ations of universities getting larger, peo-
ple have a very strong desire to know 
about their favorite team, which might 
not be the local team." 

As the appeal of professional and col-
lege sports changes, sports radio has 
adapted to satisfy the public's growing 
affinity for sports. In the early years of 
sports radio, the on-air content was 
based on RBIs, save percentages, accu-
racy ratings and other statistics. 
"When WFAN went on the air in 

1986, the perception was that the audi-
ence was 18- to 24-year-old, beer-drink-
ing men in black T-shirts," notes Chuck 
Duncan, vice president/Affiliate 
Relations for One-On-One. "Now, sports 
(talk) is attracting 25- to 54-year-old, 
well-educated professional men. It is a 
desirable demo." 

Today, talk programming on sports 
radio stations is increasingly more 

by Doug Hyde 

ing. If you hire real stiff sports guys, 
the format won't grow." Bennett adds 
that each show on KTCK is the result of 
careful planning and execution. "We do 
a lot more than discussing last night's 
game. We work on sound effects and 
music; there is a lot of production value 
for each show. This is not a format 
where you can just 'wing it 

Entertainment value 
Mike Glickenhaus, vice president and 

general manager for Jacor/San Diego, 
owner of all-sports XTRA(AM), stresses 
the need for an entertaining on-air prod-
uct. "As a host, you have to know the 
basics of sports, but the ability to be 
entertaining is even more important," 
Glickenhaus says. 

According to Scott, compelling and 
entertaining personalities are a necessity 
for creating a successful sports talk pro-
gram. "You want a talent who can talk 
about the Fuzzy Zoeller situation in a 
compelling manner," Scott says. Dorf 
adds that sports talk personalities are 
also charged with keeping the on-air 
product fresh by including a variety of 
topics in the programming. 

While sports stations are known for 
discussions on the four major sports, Dorf 
allows personalities at Prime Sports the 
flexibility to discuss other topics related 
to sports. "We try to mix sports news with 
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Broadcasting sports/talk is not for 

the timid...it gets rough and 

tough out there.The right equip-

ment is crucial to your success, 

so why gamble on a second string 

supplier. For more than 24 years, 

BSW has led the industry in sup-

plying sports/talk equipment. 

Our incredible product selec-

tion from over 200 manufactures 

and extensive inventory assures 

you of top quality, selection, and 

low price. BSW sells all 

the equipment you 
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entertaining sports issues," he says. "We will talk about lifestyle 
issues, like the latest movie that featured an athlete, or we will 
reminisce about a great athlete." 

Bennett adds, "Our guys will talk about everything from the 
game last night to how long it takes to shave. With the Tiger 
Woods phenomenon, instead of analyzing every shot, our 
guys talked about ('Woods') relationship with his father, and 
we got calls from more of the casual sports fans." 

Glickenhaus refers to the XTRA morning show 
lite," as the entertainment-based show 
presents topics that relate to the male 
lifestyle, including movies and television 
shows in addition to sports topics. 

Dorf says that the success of a sports talk 
program depends in large part on phones, 
with listener participation facilitated by an 
able call screener. "You are only as good as 
your call screener or producer," he says. 
Dorf also suggests that the talent should 
present a topic for listeners to call in and comment on, rather 
than having the listeners direct the topic. 
One way that XTRA encourages listener participation is 

through call-in shows with local sports celebrities, including 
players, coaches and owners of sports franchises. "Our listen-
ers are not looking to have the sports page rehashed," 
Glickenhaus says. "We provide a forum for fans to vent, and 
we give our listeners a different perspective that they can't get 
anywhere else." 

Kraig Kitchin, executive vice president of Premiere Radio 

as "sports 

Our listeners are not 

a bunch of nerdy sports 

guys. We have a high 

qualitative profile. 

— Dan Bennett 

Networks, syndicator of national sports talk host Jim Rome, 
says that listener participation from astute callers is essential. 
"Jim presents a challenge to his callers," Kitchin says. "He tells 
them, 'Have a take. Don't suck.' His callers have a defined, 
thought-out comment, and it makes for more riveting radio." 

Dorf suggests that thorough coverage of the four major 
sports (baseball, football, basketball and hockey) is vital to the 
success of a sports format. "It's important to be well-rounded, 
but what's really driving your cume and TSL are the four 

major sports," Dorf says. 
While there is no national play-by-play on 
Prime Sports Radio, Dorf suggests that play-
by-play on a local level will result in addi-
tional cume, as well as sales and marketing 
opportunities. Scott adds that baseball cov-
erage is particularly effective in attracting 
new cume. "People come to baseball from 
all different formats," Scott says. He adds 
that football is effective in attracting 18-34 

audiences, while basketball and hockey can be effective 
depending on the market, and he adds that "if a team starts 
winning, people will follow it." 

"We look at ourselves as a 'guy talk' station," Bennett 
says of KTCK. "We use sports as a base, and we talk about 
stuff that guys can relate to. We don't pretend that we have 
a lot of women listening," 

The male-dominated appeal of all-sports radio is evident in 
Dallas as well across the United States. Katz Radio Group's 
Fall 1996 Focus on Radio reports that 87 percent of listeners 
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to all-sports radio are male. 
However, while men do dominate the all-sports landscape, 

the format is receiving more attention from women. "Our 
audience is 75 percent male and 25 percent female — a high-
er female skew than AOR or news/talk," Brennan says. "I 
have three daughters who are very sports-oriented. It is an 
area of growth." 

Also, according to the KRG study, the median age of the 
all-sports listener has stayed constant at 40 years of age, 
while TSL to all-sports radio has risen in recent years 
to 8 hours and 9 minutes a week. 

Also, the all-sports audience is qualitatively 
sound, as Simmons Research shows that listeners 
to all-sports radio are twice as likely as the gen-
eral population to have graduated college, twice 
as likely to have an annual household income of 
more than $100,000 and 38 percent more likely 
to have purchased a new car in the past two 
years. 

Also, according to the Interep study, all-sports radio 
listeners score high on the index for professional/manager-
ial occupations, as well as financial, travel, high tech and 
automotive categories. "We have to get clients to understand 
that our listeners are not just a bunch of nerdy sports guys. 
We have an extremely high qualitative profile," Bennett says. 

Such impressive qualitative stats as these open new doors 
for sales opportunities for all-sports formats. Bennett notes that 
successful categories for KTCK include personal communica-
tions companies such as PrimeCo, computer manufacturers, 
automobile manufacturers such as General Motors, computer 
retailers, hardware manufacturers and automotive products. 

Bennett states that in terms of advertising, "You'll hear 
everything on the station. Gone are the days where you can 
survive on sports bars. The format is much more mass 
appeal," Bennett says. 
The all-sports format also has proved to be successful 

nationally as well. "We have a very high conversion from 
audience share to revenue," Brennan says. Strong categories 
for One-On-One include national phone companies, beer, 

pharmaceutical companies and credit cards. 
KTCK also drives nontraditional revenue through 
events such as "Ticketstock," a three-day sports 
event at a local convention center that attracts 
25,000 people, where KTCK sells signage and 
vendor space. "We really rely on the nontradi-
tional client." 
Bennett mentions the importance of sponsor-
ships in establishing a revenue base. "Every 

feature is sponsorable," he says. "We sell every-
thing, including traffic and character voices on the 

morning show." 
As audience shares, revenues and the number of stations 

are increasing in all-sports radio, the future of the format 
appears to be positive. 

"It will continue to grow as a successful and profitable for-
mat." Bennett adds, "It's one of the most fun formats to do. 
The people who work in music radio don't know the fun that 
they're missing." 

Doug Hyde, a free-lance writer based in Tampa, Fla., is a 
regular contributor to Tuned In. He can be reached at (813) 
225-0535, or via e-mail at radioguy22@aol.com 
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Setting the pace again, UPI's Morning 
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Facility Spotlight 

Caribou Communications, 
Oklahoma City 

Owner: Caribou Communications Co. 
General Manager: Larry Bastida 
Director of Engineering: Mike Fields 
Chief Engineer: Chuck Depaepe 
Formats: KATT-FM — AOR; KYIS(FM) — 
Adult Alternative; KTNT-FM — Jazz 

The newly renovated facilities of the 
Caribou radio station group in 
Oklahoma City are characteristic of 

the continuing consolidation of the radio 
industry. 

Recently, after acquiring KTNT-FM, 
Caribou combined the new outlet with its 
properties KATT-FM and KYIS(FM) into a 
single, modernized 13,500-square-foot facil-
ity. 
The same office building that housed the 

old KATI studio is now home to all three 
stations. Designed by Rees and Associates, 
the upgraded facility boasts three on-air stu-
dios, four production rooms and a multi-
track studio. The stations are now able to 
conduct two morning shows simultaneous-
ly. The multitrack studio can host artists' 
live performances and provides seating for an audience of 30. 
The design scheme utilizes open-office planning, with 

offices around the perimeter of the studios and glass walls 
allowing light to filter inside. The on-air studios feature 
Auditronics 2500 series consoles and three identical produc-
tion rooms with PR&E BMX consoles. A fourth production 
room contains a larger PR&E BMX2 board. Digital Courier and 
Digital Generation Systems provide the two computer com-
mercial delivery systems. The entire production complex is 

networked, and each production room has its own Fast Eddie 
or SAW computer editor linked via the CAT5, a Novell net-

working system. Routing is accom-
plished with 360 Systems AM16/B 
routers. 
The showplace multitrack studio and 
control room feature a 48-channel 
Mackie in-line desk with Aphex 9611 
Expander Gape and Aphex 9651 
Compressor processing and Otani 
50/50 MKIII-8 reel equipment. Located 
between the KATT and KYIS control 
rooms is a producer's studio with call-
screening capability, satellite switch-
ing, computer editing and production 
archiving. 
"The terminal room was designed with 
digital storage in mind so there is plen-
ty of rack-space for the computer 
equipment," says Director of 
Engineering Mike Fields. All control 
rooms and studios terminate on the 
wall behind the terminal racks and 
wiring is fed overhead via wire ladders. 
"An extensive use of punch blocks has 

made changing wiring assignments a breeze. We use the Telos 
One-x-One for our on-air phones and all Telos Zephyr ISDN 
terminal equipment," adds Fields. 
The furniture was designed in-house by Chief Engineer 

Chuck Depaepe and built by Everett Crosley of Oklahoma City. 

Facility Spotlight offers a look at innovative radio facilities. 
Share your cutting edge with us. Contact Linda Sultan at 
(703) 998-7600, x141. 
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The 
Two Wa 
You 

The Handcuff 
Approach 

Small and medium market operators literally 
handcuff themselves to their stations. We kno 
we've all been there. Get up at 4 am, sign on 
the air at 5 and the cuffs snap shut, chaining 
you to the operation for yet another day. 
You can't afford to hire another air personali 
to get you off the board, and that means you 
can't spend enough time on the street selling. 
You work hard to serve your community, but 
there's a real limit imposed by financial consid-
erations. You'll work all day on air, selling, 
managing, and trying to pay the bills, then go 
broadcast a ballgame that night. You sign off 
knowing that a good chunk of your nighttime 
audience just tuned away to a competing sta-
tion, and you'll have to fight to get them back 
the next morning. Then you do it all over again 
the next day. 

You and your spouse haven't had a weekend 
off, let alone a vacation in the last 5 years. 
You feel lucky you have a dedicated staff, but 
it takes so many people to run the station that 
you simply can't afford to pay them what the 
are worth. You end up losing them as they 
move on. Your love of radio is frayed now 
by the financial realities of the business. You 
need to find a way to break out of the cycle 
and make station ownership what you 
always dreamed it could be. 

e Are 
to Run 
//S n! 

The SMART 
pproac 

You wake up at a reasonable hour in the 
morning. Your station has been on the air all 
night, and sounds great, using a SMARTCASTER 
Digital automation system. You make news 
calls and would normally drive in to the 
station to do the morning news report. But 
not today. You're going to take a well 
deserved day off and go fishing! The news 
still gets on the air because you use a smAirr 
Touch digital remote control system for the 
SMARTCASTER, and can do it from a cellular 
phone. No one needs to be back at the 
station. 
Touch to d 
when you ge 
You have a small, 

You'll use the SMART 
night's game 

home. 
ell paid 

staff that is loyal and ha seen with you 
a long time. The community loves you and 
the station because that staff isn't chained to 
a control board, but is able to be out and 
about in the town, keeping your station 
involved with your listeners and your adver-
tisers every day. You're making money, and 
you love being a part of the broadcast 
industry. 

Like this picture? 
We have the answers! 

Contact us now! 
Phone: 800 747-6278 2102 Main Street sinni47- Fax : 800 398-8149 

P.O. Box 284  • Email- smarts@ncn.net 
Broadcast Systems Emmetsburg, IA 50536 

http://www.nen.netismarts 
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