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Technology & Price Breakthrough
(o

Perfect Cart machine replacement: play, stop, pause, loop, link . . .

Ferfect for Live Assist: Jingle Box, Phoner Editor, & much more . . .
Ferfect for Automation: Voice Over Recorder, Segue Editor, & more . . .

From the #1 manufacturer of Digital Workstation in Radiolll

Live On Air Live Assist $1,995
3495 =

Hard Disk Automation
$2,995

maus 8:15:49 AM

- USSP

Triple Play & —- J
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Jingle Box Control
$1,195

Optional Front $495

DL4 DIGITAL AUDIO ENGINE

$2,995 (24 hrs ~ 2,000 spots) $5,295 (105 hrs ~ 2,000 songs)

The DL4 s a technology & price breakthrough!ll More reliable and 1/4 the price of comparable
products. the DL4 is NOT a PC computer with sound card in it. The DL4 is in fact a digital
audio appliance that is controlled by Arrakis LCD control panels, jingle boxes. and Windows
95 FPC computers. If the PC fails, your audio library is still available Ill Expandable from 3
Flays & 1 Record to up to 96 Flays & 32 Records, the DL4 fits any size station s needs.
You can even use your own PC based digital editor for production with the DL4 On

Air Il Call TODAY to find out how little it will cost for you to SAVE money zand move
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The Bob GoliC Show

.Ed Berliner’s

The Fastest SLALow in Sports
Dr. TOni Grant

Sports Bl].t.z
Willie D’s Reality Che Ck

Prime Sports e
Overnights & Week\Wnds

We've got it all.

Call today and tell us your choice.
800-988-4341
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Digital Audio Delivery systems are now

recognized as a must for every broadcast
facility. But few systems provide the

features, flexibility or reliability
required to maintain profitability
in this demanding and fault
critical application, nor

the support mechanism to
maintain them.

The ENCO DADrro32
Digital Audio Delivery System

is simply the most powerful

On-Air & Production system available.
Based on the already widely accepted and
mature DADrro product, but now optimized
for the Windows NT® operating system,

DADrro32 is unique in its uncomplicated user

interfaces and adaptability to any
format, yet harnesses the power and
reliability of proven technology.

Intuitive On-Screen User Interfaces

that are immediately familiar tc
operators. Optional Touchscreen makes
Live Assist operation quick and easy.

Complete On-Air flexibility for Live
Assist, Automated, or Satellite
Programmed operations, with
transparent transitions between modes.
Seamless Segues and Voice Tracking
provide a continuously “Live” image.

Powerful Production and Call

Processing capabilities, including

Graphic Cut & Paste Assembly

Editing. Automatic Recording features are
included for catching network feeds.

Interfaces to all Music and Traffic
Scheduling and Billing systems.

¥

¢ Features full 32-Bit Processing and True

Multitasking capabilities. Many third party
. pregrams, such as

Multitrack Editors,

Wire Capture systems
and Word Processors may
be directly embedded into
DAD, or operated on the
same Workstation.

Inherent support of Giobal
Wide Area Networking, for
sharing of data between
multiple facilities. Ancillary products are
available for Store Forward operations
and remote management of unmanned
downlink sites.

¢ Operates on commonly available “off-the-
shelf’ computer hardware and network
architecture, utilizing any of a wide variety
of redundancy configurations.

¢ DAD is an outright purchase, and there
are no monthly licensing fees. Free
software upgrades are provided for the first
year. ENCO technical support is legendary
as the best in the business.

e

Call Your DAD Deater or ENCO For
Complete Information or Demo

Check Out
D ENCO
SYSTEMS, INC.

24555 Hallwood Court, Farmington Hills, Ml 48335 USA
Tel: 800-362-6797 or 248-476-5711
Fax: 248-476-5712 + www.enco.com
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Radio Style

I feel blessed. Radio is something I truly love — being able to write about it and assemble a monthly journal
devoted to it makes me feel very lucky.

I've done other things in my life to make a buck, but that's exactly the point: it’s the difference between art
and commerce, house and home. Are you simply making a buck or are you making a living? Are you living in a
house or do you call it your home?

I'm going to go out on a limb here, even though I can't see the expression on your face or discern anything
from your body language, and say that you're in lifelong career mode.

That's this month’s reason why radio is so strong these days. We've got a community of managers in it for life
because of the love of this glorious medium. Each of you live and breathe the airwaves, and you come together
to celebrate your medium’s achievements a couple of times a year — at the RAB Marketing Leadership
Conference (covered in our January issue), at the NAB spring convention (look for pre-show coverage next
month) and fall radio show and at the annual Country Radio Seminar, the 29t of which is taking place later this
month in downtown Nashville.

This issue, we've got the lowdown on the hoedown that should attract nearly 2,300 people this year, includ-
ing me for the very first time. I can’t wait — I spent three years in country radio at the former WAFL(FM) in
Milford, Del., as you know.

Now, I didn’t attend any kind of broadcast school, unless, that is, you consider three years on my college
radio station (the former WVHC(FM) at Hofstra University in Hempstead, N.Y.) and a lifetime listening to and
learning from the great DJs on WABC(AM) an education. But many people today are spending time in the hal-
lowed halls with an eye on the future. Those halls are examined in Bob Rusk’s story on education that kicks off
this month’s festivities on page 8.

Education is our main theme this month. In addition to Bob’s story, you'll find a number of other learning-
esque ditties, including a spotlight on the Miami Lakes Technical Education Center in Miami and a pair of stories
from Professor Peter Hunn about a couple of unique approaches to the golden rule: one on distance learning,
Internet-style, and another on a rather interesting Web site course for aspiring radio folks.

We've also got a report on the state of religious radio from Washington Post radio writer Marc Fisher (his Post
column, “The Listener,” is great reading). And Dallas Morning News radio and TV critic Al Brumley answers the
musical question, “Where do listeners turn when Howard Stern leaves town?” in our Market Watch corner.

There’s plenty more this month, including, as usual, our intrepid cyber-correspondent Kim Komando with a
parcel of ISP ABCs and Frank Montero with at least a handful or two of account receivables.

In fact, there is plenty in this issue that both illuminates and celebrates the reasons why you and I love radio
so much. So dig in. Love radio. And every morning, when you enter your station, remember that it is not a
house — it is your home. v

Photo by ALan R. Peterson
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FOR SATELLITE
SERVICES.

NPR Satellite Services can customize your package to include any of the following:

S Full-time Service - 24 hour
programming capability;

\Uplinking services - either portable or
fixed - can get you up and running
K Occasional Service - lease according FAST!
1o your need -- whether it's for an \‘\Top-nolch. 24 hour-a-day trouble-
hour, a day, or an event; shooting and monitoring by our
\‘\Digital equipment; System Technical Center (STC).

STOP Your Search...

Call NPR Satellite Services at (202) 414-2626 for more information on your custom-

ized satellite services package today. Link up with us for i one-stop solution 10 your
satellite services needs.

4

~— - NPR Satellite Services,
Link Up With Us

635 Massachusetts Avenue, NW, Washington. DC 20001
(202) 414-2626




GOOD MORNING!

fHow did you learn the radlo ropes? In a classroom? Listening
£0 your favorite DJ8 a8 a Kid? The next crop of broadcasters
/8 dolng all this and more to learn what it takes to make a
career [n the medium we call home,

CLASS 1S No IN SES:

What are students learning today? And where are they
learning? Does the Internet play a role In educating
Lomorrow’'s radlo vroadcasters? The answers follow In t4/s
special section,

MIND yoUR INSTRUCTOR , goB RUSK.
—

Bevyond the School of Hard Knocks.
Reading, Writing and Arithmetic-AM-FM

sk Dbroadcasters where they
learned their craft and many will
reply, “From the school of hard
knocks.” For some, the first knock came
when they were kids and tapped on the
door at the local small-town station.
Invited in for a look, they waould end up
doing everything from taking out the
trash to getting a bit of experience on
the air.
Some of these kids. and many more
after them, have bheen knocking on a

variety of doors — as many doors as it
takes in some ciases — to make a career
in radio. For many aspiring broadcast-
ers, schools such as Brown Institute in
Minneapolis, Columbia College in
Chicago and Benson High School in
Portland, Ore., constitute the most valu-
able knocks of all.

Ask some of today’s airwaves profes-
sionals how effcctive their educational
expericnces have been. Jim Schlichting,
sales manager at WILCS(FM) and WEFG-
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AM-FM in Muskegon, Mich., says his
school years were valuable.

“Back in the late 1960s and early
1970s, 1 went 1o the Career Academy
Broadcast School and the University of
Ilinois for my B.A. (in) speech and
communications,” he says.

“Both experiences gave me a solid
hase from which to work, thanks to the
‘working professionals” who were
instructing. I've spent more than a quar-
ter century in radio and allied industries.
I believe those five years of formal edu-
cation have given me the ability to
understand the dramatic evolution of
the radio business (and) prepared (me)
for the various jobs I've had.”




Bruce Murdock, one of the most pop-
ular air personalities in the Pacific
Northwest, feels similarly about Benson
High in Portland. “The school gave me
an invaluable start to my career,” says
the longtime morning-drive personality
at Sandusky-owned KLSY-FM in Seattle.

Murdock, who began working in com-
mercial radio during his sophomore
year at Benson. says the training he got
at the school gave him the incentive to
“knock on doors and shake hands” at
Portland stations. “I was out there mak-
ing sure everybody knew who I was
and what I wanted to do,” he recalls.

The future radio professional went to
work at KGW(AM) (now KEWS(AM)) in

1970, answering the request line. He
wound up doing morning drive at what
was then the most popular top-40 sta-
tion in Portland.

Motivation

But not every aspiring radio person
has been as lucky as Murdock. Kevin
Flink, director of the radio curriculum at
Benson, acknowledges that “it’s tough
to say a lot” of his students go to work
in the business. “There are some,” he
says. “It depends on a kid’s motivation.”

Flink sees the Benson
program as an introduc- 7
tion to radio and encour-
ages his students to con- L.
tinue their training in
college before entering the
job market. “Quite frankly,”
he says, “that has
become the biggest
hang-up. So many
(students) just
don’t have the
money to go
to a four-year
school.”

In addition to
introducing stu-
dents to radio,
classes at this
vocational school
also “prepare stu-
dents for communica-
tion in life,” says Flink. “No
matter what job you get into, you're
going to need to communicate with
people.”

And isn’t communication the name of
the game in radio? As their platforms for
communicating, Benson students prac-
tice their craft on two campus radio sta-
tions: KBPS(AM) and KBPS-FM, which
cover the Portland market. The AM sta-
tion was put on the air by students in
1923, making it one of the oldest radio
stations in the United States.

Broadcasting on over-the-air signals
(as opposed to the closed-circuit variety
that is more common for high school
stations) “teaches students that they
have to be very responsible right off the
bat,” Flink says. “In the Portland metro-
politan area, potentially hundreds of
thousands of people could be listening
to everything they say.”

As evidence that the Benson High
“communication for life” concept can
help to train young people for careers
outside of broadcasting if broadcasting
does not turn out to be their forte, Flink
points to former student Phil Knight.
Knight made a name for himself as a
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school sportscaster, but later became
more famous as the founder and CEO of
athletic shoemaker Nike.

Show me the money

Not all aspiring radio broadcasters, in
the end, decide to stay in the business.
At some point, they may switch gears
and career paths. Those who opt for a
career outside of radio often cite money
as the reason. It has never been a secret
that many do not get rich in this busi-
ness — even earning enough simply to
make ends meet has long been a fact of
life for some.

Vernon Stone, who
\V'\/" began working in
~ radio in the 1950s

\, and is now journal-
V “ ism professor

emeritus at the
University of Missouri,

lays it on the line. “Unless
you go into management
or get a good talent job in

a larger market,” he says,

“you’re never going to

make much in radio.”
J Among those who

found that out the hard
way were many students
who attended Columbia
College, according to

Gene Davis, program direc-
tor of the Nashville-based

Interstate Radio Network.

“When the network was Chicago-
based, we used interns from Columbia,”
he says. “That school consistently sent
me students who were so ‘into it’ that I
could teach them virtually any aspect of
the business. (They) received actual
hands-on experience ... in editing, pro-
duction, dubbing and what not ... at one
of Chicago’s finest radio facilities.”

But when it came to finding a paying
job, the students “soon found out that
the (radio) business is ‘the pits,”” he
notes. “Almost all of those who went on
to work in radio after graduation got
smart and left the business before too
long.”

Davis remembers one student who
earned minimum wage working
overnights for more than three years at
a top-100 market station. “He got smart
and began selling houses instead,” he
remembers. “I would hate to be a col-
lege kid with an interest in radio. Unless
you’re in sales or the morning guy,
chances are slim of ever getting more
than a paycheck — and a meager one
at that — out of the business.”

-



Those words are echoed by Jay Rose,
an Emmy and Clio Award-winning
sound designer whose client list
includes the A&E Network, CBS and
IBM. “I went to Emerson College (in
Boston) 30 years ago,” he says. “At the
time they required serious study of
voice and articulation, phonetic tran-
scription, rhetoric, oral interpretation
and communication psychology — and
I just wanted to play radio.”

After Rose graduated, he made his
home in the medium for a couple of
years. He then moved to the worlds of
film and high-end audio production for
ad agencies; this work, he says, has
been “much more creatively satisfying
and financially rewarding” than radio.

Perhaps broadcasting schools should
give students a better “real-world” picture
of what they can expect to earn in radio.
That is the opinion of Mark Bass, vice
president and general manager of six
Southern Star-owned stations in
Tuscaloosa and Gadsden, Ala. “(Students)
get out of college,” he says, “and expect
to make ‘x’ number of dollars and realize
that most small- and medium-market
entry-level positions are very low-paying.
(They also realize) that it’s difficult to
break into higher-paying jobs.”

This is true, if the national surveys of
radio and television news directors that
Stone has conducted since 1972 are any
indication. And what is the upshot of all
of this? Stone says that the University of
Missouri is now putting less emphasis
on radio.

“Radio used to be very strong here
and emphasized well,” he says.
“KBIA(FM), the university station, used
to have a stand-alone news department
that all (radio) students worked in. It
was really first rate. Now it’s just an
adjunct to the TV operation. When you
see what the salaries are in small and
medium markets, you see why students
don’t aspire (to) careers in radio.”

Stone’s latest survey, done in 1994,
showed that the median annual salary
for a radio news director was about
$20,000. News reporters were averaging
about $15,000 a year. Stone pointed out
in his report, available on-line at
bttp//www.missouri.edu/~jourvs/grasal.
btml, that “radio news salaries are in at
least their third decade of erosion.”

Most disturbing to college students or
anyone hoping to pursue a career in
radio news is Stone’s finding that the
lowest salaries “were essentially mini-
mum wage — roughly $8,840 per year.”
On the high side of the income scale, the
survey found that a major market radio
news director was earning about $32,000

a year compared to nearly $100,000 for a
major market TV news director. Major
market radio news anchors were averag-
ing $30,500 annually, while major market
TV news anchors cracked the six-figure
mark at $113,500 a year.

Yet, despite the prospects for low
salaries, people do continue to aspire to
make a career out of radio. Many future
broadcasters seem confident that, despite
the odds, they can make it to the top —
or at least as close to the top as possible.

Astrological sign

Rob Scorpio is one who has made it
through the school of hard knocks. He
gives much of the credit to the
Columbia School of Broadcasting in
suburban Washington, D.C.

Scorpio graduated from the local
George Mason University with a degree
in speech communications and then
went on to Columbia. “(The school)

gave me things I couldn’t get in college
— the chance to record, to do commer-
cials and get the feel of a radio station,”
he says. “The best part of it was they
were able to place me in a job. They
have tip sheets and a bulletin board full
of job (openings).”

Within the pages of the school’s
January 1998 catalog is a promise to
assist graduates in their search for a
position in the broadcasting industry for
a period of five years after completion
of the school program. Graduates are
given the phone number of the school’s
24-hour job hotline, which is updated as
job leads become available.

After graduation, and in only three
years, Scorpio went from his first job at
WINX(AM) in Rockville, Md., to WPGC-
FM in Washington. For the past seven
years he has been at top-rated Clear
Channel-owned KBXX(FM) in San
Antonio, Texas, where he is program
director and morning-drive personality.

As evidence that Columbia School of
Broadcasting graduates go to work in
radio, the school publishes a hall of fame
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list that contains hundreds of names of
former students who have found jobs.
Columbia graduates have been hired in
major markets such as Los Angeles and
San Diego, and in small markets like
Cartersville, Ga., and Franklin, Pa.

Past the successes of students who go
on to make a life in radio, how do sta-
tion managers look at the school experi-
ence? “I don’t have a firm feel for what
they do,” admits Lou Murray, vice presi-
dent and general manager of KEAN-AM-
FM and KROW(FM) in Abilene, Texas.
“I'm sure that some of my air staff
(have) gone through broadcast schools,
(but) I don’t know. I've never asked.”

Nevertheless, Murray says he doesn’t
judge his personnel “based on whether or
not they've gone through a school. I
guess that the schools serve a purpose for
someone who wants to learn the rules of
the road and break into the business.”

Mark Steinmetz has a high opinion of
the school experience. One of two
group presidents at ABC Radio and a
graduate of Brown Institute in
Minneapolis, he has hired “a number of
people” who attended Brown. “We've
had an internship program with Brown
for a number of years in which we work
with their more promising students in a
commercial radio environment,” he says.

Steinmetz, who is based in
Minneapolis and oversees the ABC sta-
tions there and in Chicago, Atlanta and
San Francisco, says that when Brown
students “finish school, we try to find
them jobs. We have relationships with a
number of out-of-state radio stations.”

The ABC executive has hired some
Brown graduates after they have paid
their dues in smaller markets. He says
that “15 or 20" employees at ABC-
owned KQRS-FM in Minneapolis are
now working in the programming, sales
and management departments. All told,
he estimates that “about 40 percent” of
the work force at the four ABC stations
in Minneapolis — KQRS, KEGE-FM,
KXXP(FM) and KDIZ(AM) — went
through Brown.

Steinmetz is a strong believer in the
“important role” schools play in training
people for careers in radio, particularly
as the business becomes increasingly
competitive and more stations vie for lis-
teners and advertisers. “You won't be left
in the dark if you get a well-rounded
education,” he says. “It will help you
understand the big pic-
ture of how radio works
today.” v

Bob Rusk is a regular
contributor to Tuned In.




If you haven't already
taken these out fora test drlve,
here’s your chance.

Short/cut is your next tape recorder,
edit k ioi ; )
Short/cut Editor v i

The perfect replacement for generations of
recl-to-reel tape recorders. Short/cut delivers
hard-disk storage, plus fast cut and paste waveform
editing. Add an optional Zip"drive and get low-cost
copies. This editor is fast enough for on-air use, and
tough enough for the road. So take Short/cut out
for a test drive and watch it perform.

Instant Replay. Instant sound

effects. Instant music. Instant fun.

Take it out for a joy ride. Instant Replay

Instant Replay puts a thousand audio clips righr at
your fingertips. Sound eftects, music, station 1D’s -up

to 24 hours of your greatest material. And with
50 Hot-Keys, you can make your shows as spontaneous

l;‘-

‘ BOLBLCE as you'd like. With everything titled, timed and ready
‘ e le bl Ll EEE TG - T )
LLLLLL"L"L'ULJ l-l‘J ECk o - to play, you'll tind Instant Replay fast, fun and easy

Rl LA . to use. So take us up on our offer to go for a test drive.
W ‘
LG LLLE L - = Ie’s on us.

= o
ﬂ Test drive theirs then test drive

our DigiCart/II Plus. We’ve got

Digical't®/ II Plus more under the hood.

The new DigiCart/Il Plus puts up to 50 hours of audio SN
on hard disk, and now includes the popular Zip"“drive for DlJlC(“ I —
low-cost storage. As always, it’s your choice of lincar or e
Dolby”AC-2 recording, plus precise editing and powertul
playlisting capabilities. The new “Plus” model delivers all
the reliability that has made DigiCart a hroadcast standard,
and it's now available at a great new price. Ask for a
test drive, and put it through the paces at your station.

| Attention call letter stations*

/ You're only a phone call away

from a free 10-day Test Drive.
So try it out

We'll understand if you don't

) give it back

(818) 991-0360 PROFESSIONAL DIGITAL AUDIO

For more information call (818) 991- 0360 / Fax (818) 991-1360 / e-mail: info@ 360systems.com / Website: www.360systems.com

-Offer good in U.S. and Canada only.
© 1997-360 Systems



Some future radlo broad-
CASEers may opt to navigare
Ehelr career paths [rom ont-

glde of the classroom,
Enter the Internet and the
concept of distance learning.

Whesn Distance Counta:
Leanming om e liidemnel
Your inalrunclon: Peler Husn

tuck somewhere in Albany traffic, there's a frazzled mall
employee wondering what her life would be like if she
were on the radio More than one of her customers has
mentioned her “pleasant voice” and she has always been
interested in news. But with two kids, two jobs, a crummy car
and more than 40 birthdays behind her, jumping from retail
salescierk to news broadcaster seems pretty far-fetched.

About an hour from the state capital, there is a radio station
manager hoping his Help Wanted ad will attract someone
whom will be thrilled to do local news. More than one listener
survey has stressed the value of covering hometown happen-
ings. But with his modest budget and most new communica-
tions-degree graduates primarily interested in television, the
chances of finding a dependable, eager individual capable of
writing catchy radio news copy seems like a long shot.

And that's the closest these parallel lives might have come to
each other had #t not been for a borrowed computer, $19.95
World Wide Web access and a new style of college course
offerings offered by the State University of New York (SUNY).
By October of last year, our mall salesclerk was happily devot-
ing late nights to learning about newsgathering, writing strong

present-tense leads, crafting interesting interviews, putting life
into local obits and finding an entry-level radio news position
... all from her home over the Internet.

The SUNY System is the collective identity of the various
two- and four-year public colleges and universities in New
York situated from Long Island to Buffalo. The SUNY mission
is to provide educational opportunities for all qualified Empire
State residents. Typically, that has meant updating and enlarg-
ing existing campuses and establishing “satellite” lecture halls
to accommodate the growing number of non-traditional or
part-time students.

The expense required to equip
and staff these locales necessitat-
ed finding a way to offer
educational reach that isn't
real estate-intensive. The
SUNY Web-based Learning
Network was begun in 1996
to cost-effectively bring class-
room and instructor/student
interaction to even the most
remote spots of New York. And, of course, a person in, say,
Singapore, can participate in such a program just as easily as a
guy in an Adirondack cabin.

America’s first “distance learning” courses go back more than
a hundred years and were limited by delivery patterns of the
postal system. During the early 1920s, radio earned points with
educators wanting to reach people far from campus. Post World
War II television added a visual element to the academic
process, but like radio was “synchronous,” requiring students to
be present at a specific time.

Many people considered these “correspondence courses” to
be second rate compared to the traditional classroom setting
because vital interaction between instructor and student was
obviously missing. Now there’s the Internet. E-mail immediacy
solves most of the great challenges that distance learning pre-
sents. Additionally, the 'net offers the chance to gain new skills
directly to people who otherwise might not have the time, geo-
graphic convenience or needed transportation to attend stan-
dard college classes.

The ubiquity of the Web gives broadcast educators a reach
never before universally practical. I have just completed hosting
the premier semester of Broadcast Newswriting on the SUNY
Learning Network (the course was also given in a traditional

“

From the Department of Believe It or

2 &2, o Not, It’s Only
D $34.95: Another
‘net offering of
the educational
variety.

* ou can be a
professional
radio air

personality! You don’t need to spend
thousands of dollars going to broadcast
school ... Now broadcast school can
come to YOU!”

This bold proclamation can be found
on the World Wide Web at
bttp:/rwwnw .broadcastschool.com, the site
that trumpets the availability of
Broadcast School in a Box, a 90-minute

videotape that teaches the art of becom-
ing a DJ and sportscaster. The price?
Only $34.95.

No, believe it or not, that's not a mis-
print. The tape “wreaks of scam,” says
producer Marc Elliot, jokingly. But this is
serious business.

Elliot, marketing director at American
Radio System stations WEAT-FM and
WIRK-FM in West Palm Beach, Fla.,
notes that he has sold “hundreds” of
tapes in the year he has been in busi-
ness. But he insists that he is making a
legitimate offer intended as an “afford-
able alternative for beginning broadcast-
ers to learn the basics of the industry.”

Elliot says that a lot of his orders
“come from small cities that have no
access to a broadcast school. The tape
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will give anyone that watches it the nec-
essary tools to get a beginning job or
internship at a radio station.”

In the highly competitive radio busi-
ness, though, is it likely that people will
find work after watching this mail order
video? We may never know — Elliot
doesn’t ask questions after the purchase.
“I don’t want to follow up on anybody,”
he says. “I don’'t want to bother any-
body. To me, it’s like buying something
at Kmart. If I buy something there, 1
don’t want Kmart to call and ask if I
liked it.”

If people don't find radio work after
purchasing his tape, Elliot expects that they
will just chalk it up to experience. For
$34.95, he says, “it’s not that big a deal.”

- Bob Rusk



classroom setting). There were 15 students
enrolled in the on-line version, some of whom,
several hundred miles from campus, I never saw
face to face.

These students read a textbook, looked over
my computer screen “lectures,” participated (via
customized Lotus Notes software) in news sce-
nario discussions and wrote lots of copy. As
soon as they clicked their “send” icons, their sto-
ries were sent to my hard drive. More than once, these stories
were written after midnight and critiqued on my laptop the next
morning while I waited for my 13-year-old at the orthodontist.

For honesty’s sake, I should note my skepticism when I was
asked to develop a newswriting course for the Internet. Trying
to communicate on some sort of a schedule with people I
would never meet seemed dangerously far-fetched. After all, in
a traditional class, those who at least show up for a specifically
timed session tend to pick up information by osmosis.

How would a full roster of students who log on to Web-
based classes when they feel like it have the discipline to get
assignments done? Truth is, a few didn’t, but then that’s the
way wheat is separated from chaff in industry. This provided
me with an appropriate forum to relate sagas of broadcasters I
had known who couldn’t seem to get things done on time and
usually ended up getting fired.

Most of the students got the message and settled down to a
regular schedule, good days or bad, at the newswriting key-
board, just as in real life. All in all, it turned out better than I
expected with one of the hardest working students clearly
ready to be entrusted with a local station’s morning newscasts.

Might Internet-delivered, university sanctioned
distance learning be a trend in broadcast edu-
cation? SUNY is realizing healthy consumer
interest in its program that features more than
150 courses on dozens of subjects
(http//www.sin suny.edu/sln). Other institu-
tions of higher learning are engaged in or
plan similar ventures that place college
instruction within easy reach of anyone with a
computer. At present, SUNY offers some of the only broadcast-
related classes in this format. Web-based education is poised to
be embraced fast enough to make this article be as archaic in
less than five years as an article on 16-inch transcription turnta-
bles would be today.

It is my belief that this brand of education will become very
popular with students not looking to do a two- to four-year on-
campus program. There is also great potential for a radio group
owner to put together a programming, writing, understanding
ratings, etc., Internet-delivered class for his diverse staff.

As a former small-market station owner, I can think of cer-
tain employees who would have been much more productive
and developed a better attitude had they been given the
opportunity to take a broadcast-related course on-line. Who is
to say the next Paul Harvey or Robin Quivers isn’t right now
looking for a way to get out of the mall and =
into your studio? v

Peter Hunn serves as assistant professor in the
SUNY Oswego Department of Communication
Studies.

Affordable Custom
Broadcast Furniture

32 Pennsylvania Avenue, Malvern, PA 19355

Delivered and
installed by

ECHNOLOGY

TEL: 800-676-0216
FAX: 610-296-3402
email: vfiola@chesco.com
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Teaching /18 a blg deal to
veteran Chicago broad-
caster Al Parker, The

competition for jovs /s
Fough owt there, he
Bays,

ery little seems to stay the same in radio these days,

but one thing has stayed the same for the past 50 years

in Chicago: veteran broadcaster Al Parker has been
training students for careers in the business at Columbia
College, a four-year liberal arts institution that has no connec-
tion to the similarly named Columbia School of Broadcasting.

Having worked at WIND(AM), WJID(AM) and WLS-TV,
Parker's powerful voice is quite familiar to Chicago listeners.
In his half-century at Columbia, he says the emphasis has
been on the professional broadcasters who have served as
instructors.

“The textbook has been secondary,” Parker, 71, says. While
technical changes have occurred in radio over the vears, he
says that “good teaching in the area(s) of sales, management
and talent remains basically the samne.”

the school’s “management
classes have to have a dif-
ferent focus now because
radio has become a cash
cow. For that reason, stu-
dents have to have a
sense of how important
numbers are to stations. In
that sense, we've become
sophisticated.”

Parker, who counts
“Wheel of Fortune” host
Pat Sajak and CNN sports
anchor Nick Charles
among his former students,
says many people come to
Columbia “to see if they \/

N

have a flair for broadcast- f"
ing.” -

Between 30 and 40 percent Al Parker
of Columbia graduates wind up finding work in radio. That
placement rate has remained consistent through the years,
according to Parker, who says that it is not unusual for gradu-
ates to start their careers at small stations in major markets
such as Chicago, New York and Los Angeles.

“There are still a lot of smaller operations that are not
unionized and are not affiliated with AFTRA,” he says. “Of the
40-plus stations in Chicago, only about 15 are heavy hitters.
The others still depend to a great extent on (people) with lim-
ited experience. A lot of (graduates) begin for very litlle man-
ey, learn their craft and work up from there.” v

The chair of the radio department at Columbia says that

—Bob Riusk

Where does a future broadcaster go
When money I8 not In abundance? Some
Students, unable to afford attendance
ar a broadcast school, may opt for a

learning experience for whick cost /s
not a factor, Take Gary Connolly's
Online School of Radio Broadcasting,
Jor example,

rguably, half of today’s broadcasters
can close their eyes, think back 30
or 40 years and feel how very much

they ached to get into the radio business.
For some of us, a handed-down five-
tube table radio, a three-inch reel tape
recorder and maybe a 100-milliwatt Radio
Shack AM transmitter kit was as close as
we could get to being a pro. Unless we

gathered enough courage to call a local
DJ for annour.cing tips or a quick station
tour. there was little access to entry-level
radio career information.

What we wouldn’t have done for the
free opportunity air personality wannabes
now have at Gary Connolly’s Online School
of Radio Broadcasting (http://www.telus-
planet.net/public/bytemee/frame.htm).
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Connolly has been involved in the
broadcast field since the early 1980s,
when he took radio- and television-
related classes at a Phoenix area com-
munity college. Presently, he's working
on a creative writing/mass communica-
tion graduate degree through
Greenwich University in Hilo, Hawaii
and doing voice-overs for a living.

The on-line school, which he devel-
oped as part public service and part dis-
sertation project (the material is also
available in audio boak form), is present-
ed cost-free with just the right mix of
encouragement and sophistication to be
useful to anyone interested in firing up
an on-air light.

Veteran personalities with the wisdom
to review and/or renew can also benefit
from one or all of the on-line school's
mini-courses.

These courses cover announcing and
voice-overs, humor, writing cammercials,
developing characters, adding dialects
and finding a first broadcasting position.

Connolly says he created the school so
that people who were considering going
into radio wouldnt have to lay out a lot
of money just to learn the basics or sim-
ply decide whether or not broadcasting
was their appropriate career choice.




does not have a 100 percent graduation or placement rate, the
numbers aren’t bad. Quite the opposite, in fact. Of those stu-
dents graduating, 92 percent find jobs in the broadcast indus.
try or continue their education.

What makes the program work? Honesty in the recruitment
process, in part. Students must interview prior to program enroll-
ment. They are given the cold, hard facts: radio is a business, the
pay is low, the hours can be terrible and there are tew jobs
available, especially for those new to the industry.

Two aspects of the program are instrumental to its success.
The first is that it operates as if the students were in an actual
radio facility instead of a training facility. The second is that stu-
dents produce two hours of radio on a full-power FM radio sta-
tion in the No. 11 U.S. radio market — NPR affiliate WLRN-FM.

In the end, we desire to help students land a job at a radio
station. However, right from the start, we lay it on the line. We
can point students in the right direction, make sure their
airchecks and resumes are creditable and credible, prepare
them for the hoped-for interview and help them find openings
at stations, but we don't get them the job.

In the real world their abilities, demo tape and resume will
hopefully take care of that. If they have been on-air, created
commercials, presented news and asked a lot of questions,

No matter the opportunities offered by
broadcast 2chools, /n the end It /2 the
tenaclty, dedication and sheer stick-to-
/tnezz of studentrs that will get them
what they work so hard for: a career In

radlo, There must be something In the
water at the Mlam/ Lakes Techwical
Education Center /y Miaml, Fla, — the
placement rate there /12 an agtounding 92
PErcent,

School Spotiight:
Miami Lakes Technical Education Center, Miami, Fia.
fami Lakes Technical Education Center, part of the Miami-

Dade County, Fla., public school system, has been offering
adult vocational training for more than 20 years. The cen-

ter’s radio broadcasting program, the only non-college,
post-secondary, state-accredited radio broadcast training pro-
gram in the Sunshine State, has been offered for nearly 25 years.
The yearlong program, in which 20 to 22 students are
enrolled at any given time tthe current age range is between
19 and 45), employs an intensive hands-on approach to train-
ing. Students learn by working in five production studios, four
air studios, tvo news studios and other areas.
The program is divided into three trimesters. Although it

they should be good applicants and a credit 1o any station that
hires them. v

— John Lovell
MILTEC General Manager/Instructor

For more information, phone (305) 557-1100,
extension 238, or visit the MLTEC Web site at
hutp://www.webcom.com/radioweb

RealAudio 3.0 is employed to give “stu-
dents” samples of announcing/delivery
techniques promoted on the site. E-mail
capability allows for “student’headmaster”
interaction.

The school is an especially valuable
opportunity for someone wanting to sam-
ple what is needed to prosper in today’s
broadcast career marketplace.

Of course, anything this good and this
free doesn't take long to generate posi-
tive feedback — Connolly says he has
received kudos from college professors
(your author included) and small- to
large-market programmers hoping for a
greater supply of talented communica-
tors.

The on-line school’s first success story
comes from a person who, after mouse-
clicking through the course, followed the
directions for making an audition tape and
landed a board shift on a small Canadian
station

How do our industry’s seasoned DJs feel
about Connolly’s free-of-charge on-line
broadcasting school? A message left on the
site by a syndicated comedy duo shouted,
“We hate you Gary! You've made it too
easy for someone to become a competitor
of ours.” v

- Peter Hunn

RDS/RBDS
. ‘“Mini-Encoder?”

this simple,
“dirt cheap”
encoder,
your station
can begin
transmitting
the more important radio-data IDs, service flags and text messages.

Use any PC to quickly and easily enter your station’s call letters or
“street name,” format identifier, translator frequencies and scrolling
ads or promos. Menu-driven software transfers this information to the
encoder’s own non-volatile memory.

This nifty little encoder installs in minutes, locks to any stereo gen-
erator and works in to any FM transmitter.

Don'’t let your station be skipped-over by the new generation of
“smart” radios! At just $390 there’s no excuse for waiting to put RDS
to work for you right now.

MODEL 701 — $390
Inovonics, Inc.

1305 Fair Ave., Santa Cruz, CA 95060 USA
TEL: (408) 458-0552 = FAX: (408) 458-0554
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Not a super secret government project. Not a breakfast cereal
. preservative. Its country radios premier trade event, and its
s fortified with essential country vitaminsl

<1 Is Downtown Nashville Ready for the Gountry Music Seminar?

You bet. After 16 years at the
Opryland Hotel, the premier trade
event for country music radio pro-
fessionals, presented by Country
Radio Broadcasters, is putting on
a fresh coat of paint.
¢\ Later this month, the Country
/ ) ; : )
Radio Seminar is going down-
7\ town... to a revitalized downtown
Nashville, that is. The Nashville
~“] Convention Center is the home for
CRS-29 (sessions, exhibits and “the
big music venue” are all on the same
) floor, “all literally within a dozen ...
maybe 20 steps of each other,” says
+/) CRB Executive Director Paul Allen).
CRS-29 is a celebration of the excite-
ment that is country music, the number one radio format in the U.S.,
according to the fall 1997 Simmons Study of Media and Markets.
Ideas. Relationships. Country music radio power.

/

’/

Photo by Wendy MacRaild
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“It’s a great place to learn about country radio ... ;
(and) probably radio in general,” says CRB
’
president Ed Salamon. 4
g
alamon is looking forward to CRS-29. “This year,” he says, “we’re really taking
advantage of the renaissance of downtown Nashville.” To wit: attendees have >
more choices as far as accommodations and dining are concerned.

CRS is the place to be for today's country radio profes- P
sionals. Salamon appreciates the support. “In today’s radio ’
busi T s g . "
business climate, it’s .,hud for raglo professionals to find Ed Salamon 4
time away from work,” he says. “We want to make sure that /
when they come to the Country Radio Seminar that they feel that this is time that is
extremely well spent.” /

A lot of peoplc, he says, “can only attend one convention a year and they make it the /
Country Radio Seminar. Not only do we at the Country Radio Broadcasters take that as a
compliment, but we consider it something to live /
up to every year.” The idea is “to create a show and “Mv. CRS. h ’ \”

W you ve grown:
a value (about which) people say, ‘Well, if we're Y RS, how y 9
going to one, this is the one we want to go t0.™ (RS-1 drew a grand total of 47 attendees in 4

Westwood One’s president of programming remem- 1970, Last year, (RS-28 drew nearly 2,300
bers his first CRS back in 1973: There were about 200 gttendees from 47 states (in(luding all of the /
attendees, he says, “and there was a sense of frater-  tap 50 U.S. radio markets) and such foreign
nity.” countries as Germany, Great Britain and Spain.

“What's really marvelous,” he suggests, “is that we've /
Deana Carter been able to maintain so much of that sense of fraternity and focus ... I think that a lot of
strums at CRS-28 that is due to the passion that those of us (who) work in country radio have for the for- /7

mat.” Today’s CRS attendees “are still fired and passionate about country radio and making it as good as it can be.”

In fact, says Salamon. “I think those of use (who) are involved (with) the Country Radio Broadcasters on its volun-
teer board and volunteer agenda committee are people who feel that (they have) received considerable rewards from ,’
country radio and use this as an opportunity to give it back.” v

4
“I would hope that they would leave, , .. .. ;
certainly, with an energized confidence e
» According ta the todl 1997 Simmens
in the format. Study of Media and Markets, coun- % ’
try is the number one radio format 5
in the U.S. (43,339,000 adults 18+ 7 | ,
CRB Executive Director Paul Allen hopes that CRS-29 attendees  weekly cume), besting secand place 5
will leave “with ways to add value” to their companies, format News/Talk/Business News. §
whether they work at record companies, radio stations or  (Seyres: Simmons/Inferep) % /
radio networks. “Then I really will have done my job,” he says. =
Allen, who is beginning his third year as CRB president, spent 20 o
L d

vears in Tennessee politics before he came to country music. While in a political frame of mind,

he managed political campaigns und marketed political candidates, among other things. But

he was in radio before that as a )], programmer and station owner. o
Allen has country radio in his blood. And, as would be expected, he has keen insight

into the CRS mission. The “Country Radio Seminar began as a way to teach country N D \

radio how to be more successful with country music as a format,” he says. - ~

Paul Allen

~ . \\ \ <
¥ N \\ AN

\
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It was designed as an c¢ducational
” farum primarily for country radio focus- )
ing perhaps on programming but also having a bit to do with management and sales, too.” /
4 This is how CRS began in the early 1970s, Allen points out. Things have changed over the years, relating
both to country radio and radio as a whole. This vear, the annual get-together will focus on a vari-
'/ ety of issucs,‘including' the etfects of consolidation. ' ' Two Out of Three
Somewhere in the neighborhood of half of CRS attendees are from radio: programmers, music Ain’t Bad!
/ directors, general managers and sales managers. The rest come from /
[ the record industry: heads of national promotion. CEOs and regional — Two of every three country
/ promotion people. All attendees come to immerse themselves in the  radio listeners are part of
4 magic that is country radio. the 25-54 demo (Fall 1997 {7
“One in four radio stations is country, nationally.” Allen points out. Simmons Study of Media and
/ “The format and the music (have) got hugely broad appeal.” Country, — Markets, adults 18+ weekly {,
/ he says, will be “a dominant format for a long time to come.” cume). {Sources:
/ Why? Perhaps because the country format. as Allen says, is “pretty  Simmons/Interep) /
v true to itself.” But that doesn't mean it doesn't go through variations.

“Itll go through a cycle where it's more pop oriented, then it will
go oriented some other way. Even through the cvcles, still the
music is true to itself, and it's clear what country is.”

Among country fans, says Allen, “there’s a real sense ... that the
artists are real, they're approachable. People can relate to them
because country acts allow themselves to be related to, as
opposed to other formats where acts do unusual things to stand
out ... There’s a closeness there that you just dont find with oth-
er forms of music.”

And this year, this closeness will be in the spotlight in downtown
Nashville. The move to downtown was a wav of taking “a fresh
look™ at “a 29 year old” convention, according to Allen. The overall
CRS-29 experience will include the Nashville Convention Center, in
which all sessions will be taking place, and five hotels located close

together, including the connected-to-the-convention-center Renaissance (live, after hours radio
/ broadcasts will be taking place here. Allen says there is “a real strict policy that doesn't permit
conflicts with our published agenda.”). The other hotels: ClubHouse Inn, Crowne Plaza, Dayvs
Inn and DoubleTree, all located within a few blocks of the convention center.
Allen is ready for the move to downtown. “There’ll be some things that we’re going to learn
about this year,” he says. “It's the first time we've (held CRS downtown). and there mav be
some things that we'll have to address to provide more services or more of this or less of that.  Patty Loveless
At this poini. I think we have it adequately covered, but it we don't, we'll learn tfrom it.” v wowed ’em at f 1
/

/ CRs-28
“The overall aim is to provide an educational experi- i
/| ence for people in the country radio and entertainment ’

Mark Chesnutt
VI made music at
CRS-28

”
business.
/
/
/ ary Krantz, CRS agenda chairman and vice president and general manager of M]JI
y Broadcasting, puts it succinctly: The primary focus at CRS-29 is on radio. The conven- !

tion’s sessions “ure planned to benefit programmers, program directors. sales managers,
V, general managers and air talent with the latest cutting-edge ideas and tools to compete effectively
to create ratings and revenue in their markets.”

Krantz points out that “it’s important to remember” that
CRS is “not just about country radio. It's about radio in
general.” Many of the sessions and panels, he says,
“focus on competing effectively from a radio standpoint Gary Krantz
and scecondarily from a country radio standpoint.”

CRS is “probably the most extensively planned meeting that [ know
of,” says Krantz. A lot of work goes into putting together the

extensive slate of convention sessions. = \

And the winner is...

y Radio Humanitarian Awards are given to a country
artist and country stations in small, medium and large
markets, in recognition of community service. Last
year, singer Joe Diffie copped the artist award for his
work in Nashville {this year, the artist winner will be
annourked on Thursday, February 26).

v
\ \
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The agenda commit-
tee, which is comprised of a wide

-
- variety of job orientations within the radio and
P record industries, is put together by the agenda chairperson; the
committee meets in June prior to the following CRS.
” A three-day planning session commences at that time, during which “the committee basi-

cally does an assessment of where the (country) format is (and) tries to identify the key

4 objectives and issues that need to be addressed.” At the end of the session, “there’s a pretty
good idea of what (sessions) are going to be scheduled for the seminar.”

/ Ideas are important to Krantz, no matter the source. It is important that all ideas get

heard, he says, “whether they've come from the agenda committee or the board or not.

If anybody from anywhere has an idea for a

” panel, we make sure that gets discussed” at the
planning session.
/’ At press time, around 30 sessions in six tracks
— management, programming, sales, murket-
/ ing, record industry and gencral interest —
4 . = were scheduled (check on-site in Nashville to
, A panel at CRS-28 confirm all sc:%sion§ t;{king pluce.). o
’ Krantz says he is "extremely excited” about

the move to downtown Nashville. “I think it's the most aggressive agenda that we've
7 ever had,” he offers.

\
\
N
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Don’t Miss:

The Eagle Research Project Findings

A study, research for which was conducted at
country stations in the nation’s top 50 markets
that have more than one competitive country sta-
tion, was commissioned by the (RB Board of
Directors and undertaken by Eagle Research. It
will be delivered twice during (RS-29 — on
Thursday, February 26 during the afternoon
“Sales University” program, and again during a
morning session on Saturday, February 28.

The study, says (RS Agenda Chairman Gary
Krantz, “was commissioned specifically to benefit
sales managers and account executives at radio
stations (with information) about the perception of
country at the agency level and the client level.”

the geographical heart of

5 CRS is a one-of-a-kind experience. "By definition,” he says, “the seminar is the single largest single-format convention
there is, period. Nothing even comes close. And it’s probably the only convention that occurs in
s/ where most of the music gets played.”

In downtown Nashville, CRS-29 attendees will be in the thick of the action. ¥
/
/ The Selling Guy

ydd Cassetty, CRB manager of marketing and

promotion, handles all of the sales aspects of

CRS, including sponsorships, promotions and

the exhibit hall. “Everything that needs to be sold.”
says Cassetty.

The nearly 39,000 square foot exhibit hall is doing

double duty at CRS-29 — it is also the location for the

s : o Saturday continental breakfast und morning sessions.

/ G At press time, 37 individual exhibitors were confirmed,

y Todd Cassetty Cusselty says he expects the final tally for this year to be

/ Cassetty is a4 CRS fan. “Country music by its very nature is ...

4 | every year have been coming for 10 or 12 years and it’s just part of their annual life.”
At CRS, attendees get the personal touch in the exhibit hall. “There’s a lot

+7) more opportunity for exhibitors to provide personal attention,” says
Cassetty. Indeed, he adds that “Those people getting around to the different

7 booths have more of a chance 1o talk and spend some time and get to

- know more about the products. That's the perk right there — aisles and
y aisles and aisles of booths to sec. It's more personal attention.”

4 At the end of any CRS day. when attendees’ feet are aching and backs are

breaking, a trip 10 the doctor may just be able to cure their ills. A trip to the

/ doctor? Well, a trip to the chiropractor booth, maybe, located in the exhibit

hall. “We've got a chiropractor who wants 1o have a booth at CRS.” alerts
Cassetty. “He wants to give spinal exams and that kind of thing to people
/ coming through there.”

more of a close knit family environment.
attends CRS — it seems like they've known each other, they've been knowing cach other, they've been around the block
together, and so it’s a lot more intimate, a lot more fun. That translates into the hall. A lot of the exhibitors that we have

The CRS-28 exhibit hall

around last year's (66 exhibitors represented by 97 booth spaces).

Everybody (who)

Check Your Watches! CRS-29 Exhibit Hall Howrs

Thursday, February 26: 10:30 a.m. — 12 p.m. ond 2 p.m. — 6 p.m.
Friday, February 27: 10:30 a.m. — 12 p.m. ond 2 p.m. — 6 p.m.
Saturday, February 28: 8 a.m. — 12 p.m.

The QRS exhibit hall is dosed for lunch for the first time, so no excus-
os about not eatingl “I did some research with all of my exhibitors
from last yeor,” says (RS Manager of Marketing and Promotion Todd
Cassetty. His findings? “They'd like fo attend the luncehons and have
a little break in the middle of the day.”

Because the various CRS-29 components are located close together, however, tired feet may not be much of an issue. But
/ have you ever had your bones relaxed at a trade convention? “It think it’s kind of maybe symbolic of the pace,” says Cassetty.

“It’s just a litle more laid back. You maybe get a back rub while you're there.” v
“ \ \
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A Gallery of
CRS-29 Events

Don’t Forget:

The (RS Artist Taping Sessions

Woednesday, February 25

Country music’s biggest names will be recording custom
finers for attendee radio stations from 10:30 a.m. to 5
p.m. on Wednesday, February 26. Bring your tape
recorders: this is an “immensely popular” (RS event,
occording to (RB Executive Director Paul Allen. “Last
yoar, we had nearly 700 radio stations” in the room in

Garth Brooks at a
CRS artist taping

s Ecesign

Put On a Happy Facel current superstar LeAnn Rimes and “some huge
The 1998 New Faces of Commtry Music  adts that, by the fime they got to the New Faces
Your Host: Comedion Jeff Foxworthy show, about half of them hod top 10 records,”
Satwerday, February 28 according to Allen, is this year's extravaganza

(RB Executive Director Paul Allen calls this the
“biggest event at the Country Rodio Seminar.”
Following up on last year's show, which induded

with 10 new artists, including The Lynns, Sons of
the Desert, Matt King, Lila McCann and Big
House.

Don’t Miss: WCRS Livel Saturday, February 28

Songwriters tuke the spotlight in this Saturday, February 28 session, falking about their songs in what
(RB calls “on intimate acoustic setting.” ASCAP award-winner Mark D. Sanders is ona of this year's par-

ficipants.

Session-go-round

Herewith, your guide fo some of
the hot sessions at CRS-29 (check
onsite for dates, times and loca-
tions):

Work and Family. This session “is
meant fo recognize and understand
that with the increased pressures on
the executives ot radio stations, it's

important now ta balance wark and An informative CRS 28 session

family,” says (RS Agenda Chairman

Gary Krantz. “It's a huge business issue right
now.”

Town Moeting. This session functions as “an
opan session where most of the majer issues foc-
ing the (country) format will be discussad,” says
Kranfz.

The Artist Porspective/All Access. (ome to
this session fo hear radio and record company
oxecutives “discuss the accessibility of country
orfists,” says Krantz.

Mesk Row Field Trip. How is country music
made In Music Gty? This see-t-up-dose-and-per-
sonal oppertunity will show and tell all. “One of
the things that we’ve done in the past,” says
Krantz, *(is) a session on how to produce a

record where we've amost recreated a recording
~, \

SR \\ ]

N \

studio within o panel at the Opryland Hotel. This
year ... people will actually be going info down-
town Nashville, visiting several spots within Music
Row.”

*Actually getting to where the music is mode is
something that a lot of programmers, a lot of
managers and sales people just have never
done,” Allen points out.

The Negotiation Commection. “Whatever busi-
ness you're in, everybody who has a fomily has
got o have negotiating skills,” says Allen.

“What we are trying to do,” he says, “is make
sure that we offer the things that our attendees

are going to need in the workpces.”
N S
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The agenda commit-
tee, which is comprised of a wide

variety of job orientations within the radio and
record industries, is put together by the agenda chairperson; the

comniittee meets in June prior to the following CRS.
A three-day planning session commences at that time, during which “the committee basi-  The Eug|e Research Proied Findings

cally does an assessment of where the (country) format is (and) tries to identify the key
objectives and issues that need to be addressed.” At the end of the session, “there's a pretty

good idea of what (sessions) are going to be scheduled for the seminar.”

Ideas are important to Krantz, no matter the source. It is important that all ideas get
heard, he says, “whether they’ve come from the agenda committee or the board or not.
i If anybody from anywhere has an idea for a
panel, we make sure that gets discussed” at the
planning session.
At press time, around 30 sessions in six tracks
— management, programming, sales, market-
ing, record industry and general interest —
were scheduled (check on-site in Nashville to
confirm all sessions taking place).
Krantz says he is “extremely excited” about
the move to downtown Nashville. “I think it's the most aggressive agenda that we've

A panel at CRS-28

cever had,” he ofters.
CRS is a one-of-u-kind expericnce. “By definition,” he says, “the seminar is the single largest single-format convention
there is, period. Nothing even comes close. And it's probably the only convention that occurs in the geographical heart of
where most of the music gets played.”
In downtown Nashville, CRS-29 attendees will be in the thick of the action. v

Todd Cassetty

Cassetty is a CRS fan. “Country music by its very nature is ...

says Cassetty.

The Selling Guy

odd Cassetty, CRB manager of marketing and
promotion, handles all of the sales aspects of
CRS, including sponsorships, promotions and
the exhibit hall. “Everything that necds to be sold,”

The ncarly 39,000 square foot exhibit hall is doing
double duty at CRS-29 — it is also the location for the
Saturday continental breakfast and morning sessions.
At press time, 37 individual ¢xhibitors were confirmed;
Cassetty says he expects the final tally for this year 1o be

\
\
\ \
\
| 1
\ \\ R e l\
\
Don’t Miss:

A study, research for which was conducted at
country stations in the nation’s top 50 markets
that have more than one competifive country sta-
tion, was commissioned by the CRB Board of
Directors and undertaken by Eagle Research. It
will be delivered twice during (RS-29 — on
Thursday, February 26 during the afternoon
“Sales University” program, and again during a
morning session on Saturday, February 28.

The study, says (RS Agenda Chairman Gary
Krantz, “was commissioned specifically to benefit
sales managers and account executives at radio
stations {with information) about the perception of
country at the agency level and the client level.”

The CRS-28 exhibit hall

around last year's (66 exhibitors represented by 97 booth spaces).

more of a close knit fumily environment.  Everybody (who)

attends CRS — it seems like they've known each other, they've been knowing each other, they've been around the block
together, and so it's a lot more intimate, a lot more fun. That translates into the hall. A lot of the exhibitors that we have
every year have been coming for 10 or 12 years and it's just part of their annual life.”

At CRS, attendees get the personal touch in the exhibit hall. “There’s a lot
more opportunity for exhibitors to provide personal attention,” says
Cassetty. Indeed, he adds that “Those people getting around to the different
booths have more of a chance to talk and spend some time and get to
know more about the products. That's the perk right there — aisles and
aisles and aisles of booths to see. It's more personal attention.”

At the end of any CRS day, when attendecs’ feet are aching and backs are
breaking, a trip to the doctor may just be able to cure their ills. A trip to the
doctor? Well, a trip to the chiropractor booth, maybe, located in the exhibit
hall. “We've got a chiropractor who wants to have a booth at CRS.” ulerts
Cassetty. “He wants to give spinal exams and that kind of thing to people

coming through there.”

Because the various CRS-29 componenis are located close together, however, tired feet may not be much of an issue. But

have you ever had your bones relaxed at a trade convention? “It think it's kind of maybe symbolic of the pace,” says Cassetty.
“It’s just a little more laid back. You maybe get a back rub while you're there.” v

\
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Chock Your Watdhes! CRS-29 Exhibit Hall Hours

Thursday, February 26: 10:30 o.m.— 12 p.m. and 2 p.m. — 6 p.m.
Friday, February 27: 10:30 a.m. ~ 12 p.m. and 2 p.m. — 6 p.m.
Saturday, February 28: 8 a.m. — 12 p.m.

The CRS exhibit hall is dosed for lunch for the first time, so no excus-
os about not eating! “1 did some research with all of my exhibitors
from last yeor,” says (RS Manager of Marketing and Promotion Todd
Cassetty. His findings? “They'd ke fo attend the luncehons and have
a little break in the middle of the day.”
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Marc Fisher has the answers

B LTY(FM) in Dallas is right down there in the

ud with the big boys in town, scrambling for
every ratings point, filling the air with the latest in
promotions, attractive contests, tight and heavily
researched music lists and good, experienced talent.

But KLTY is a religious broadcaster, pumping out
Contemporary Christian music with a primary goal not of
maximizing profits, but of winning souls.

In the burgeoning business of religious radio, the relative
success of KLTY is often cited as an example of what could
be. But whereas KLTY can boast of a slam-bang Web site and
respectable, midrange Arbitron numbers, the vast majority of
the nation’s 1,700 religious outlets remain small stations with
low-power, microscopic ratings and struggling finances.

Contemporary Christian music recordings have grown sub-
stantially as a portion of overall national record sales, but the
Contemporary Christian format has had a much tougher time
of it on the air. Christian radio, despite its numbers, remains a
place most advertisers simply ignore.

Tough going

“It has been tough for Christian for-
mats to convince the national ad agencies
that they are a viable place for them to
buy spots,” says E. Brandt Gustavson,
president of the industry group National
Religious Broadcasters (NRB).

This is true even though, for example,
religious radio boasts an attractive-to-
advertisers 60 percent female audience,
according to a Simmons report.

In part, ad agency reluctance stems
from advertisers’ sense that the religious
audience is less educated and affluent
than its secular counterpart. Religious
broadcasters have not studied their audi-
ence demographics to nearly the same
extent as secular broadcasters have, but
existing studies indicate the audience for
Christian radio is similar to the audience
for secular radio — a fact that religious
broadcasters say they are laboring to
communicate to skeptical advertisers.

The reluctance also comes, in part, from the limits Christian
broadcasters set themselves. For example, at Salem
Communications, the nation’s largest religious radio company,

E. Brandt Gustavson

no spots are accepted for tobacco products, R-rated movies,
risqué books, alcoholic beverages, lotteries or gambling busi-
nesses.

Despite all of this, or more to the point because of all of
this, about 20 million people a week listen to religious radio,
according to the NRB.

“People say to us, ‘Oh, you're preaching
to the converted,” Gustavson says with a
chuckle. “And let’s face it, there are plenty
of people who would never listen. But it’s
not just Baptists or Pentecostalists or peo-
ple who would say they are born again.
There are a tremendous number of God-
fearing people in the United States and for
one reason or another, they want spiritual
feeding during the week.”

But in an era of big-ticket consolidation,
religious radio remains a business of mod-
est financial proportions. Even as the num-
ber of religious stations has doubled in the
past 15 years, the financial model that
rules in religious broadcasting still relies
heavily on selling time to local churches
and national preachers.

At most religious stations, about half the
income stream pours in from the big
nationally syndicated programs like “Focus
on the Family,” “Insight for Living” and “In
Touch.” The rest of the money usually
comes from local ministries and a limited number of spots.
Without a steady, strong supply of spots, music programming
becomes hard to justify, says Gustavson. But advocates of

-
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Contemporary Christian music radio say
that's shortsighted.

“A large number of stations still see music
as filler for the unsold talk time,” says John
Styll, president of CCM Communications,
publisher of Contemporary Christian Music
magazine and producer of a contemporary
Christian music countdown show that airs
on 200 stations. “That’s what’s holding
Christian radio back. They have 10 percent
of the stations and they get 2 percent of the
audience.

“Unfortunately, the KLTY experience is
being replicated in frustratingly few markets.
The Christian music industry is in a perpetu-
al state of frustration with Christian radio. It
just doesn’t have the power to move music
the way it needs to.”

That point was driven home last year
when Bob Carlisle’s “Butterfly Kisses”
became a huge hit at AC and top-40 radio, fully
a year after it had climbed the Christian charts.
That first wave of success created a 75,000-unit
bump in record sales, but when the song hit secular radio, the
numbers went through the roof — the record sold 2 million
units in one month, proving that religious radio remains a
niche format.

Religious broadcasting is also largely a Protestant affair.
While there are Catholic, Jewish and Muslim programs tucked
into early morning and weekend time slots on secular stations
around the nation, broadcasters say they know of no fuli-time
religious outlets devoted entirely to other faiths.

John Styll

Information source

To be sure, religious broadcasting
has definite political impact, mostly
through conservative talk shows like
“Janet Parshall’s America,” Marlin
Maddoux’s “Point of View” and “The
Oliver North Show,” which is owned
by Salem but airs primarily on secu-
lar stations.

Indeed, the fastest-growing
Christian format, now heard on 11
percent of religious stations, is
news/talk, which is often hard to dis-
tinguish from the conservative talk
heard on many secular stations.

“It’s going to continue to grow,” says
Maddoux, whose show airs on 360
stations. “We are becoming the infor-
mation source for Christians looking
#® for alternative media. But Christian

radio is and will always be different from

regular radio because Christian radio
depends on ministries to buy time.”

And in an era where radio stations are selling for hundreds
of millions of dollars, an institution in which a half-hour of
airtime still sells for $50, $150 or at best $500 simply cannot
compete in the ever-tightening market for outlets.

“The new economics in radio is pricing FM stations and
now even many AM stations out of the market for
Christian broadcasters,” says Maddoux, who is also presi-
dent of USA Radio Network, which provides newscasts
and other programming — both religious and secular —
-
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to 1,300 affiliate stations.

In fact, suggests Styll, some
Christian station owners may be
tempted to sell to secular broadcast-
ers. “Some nice Christian who has a
station he bought for $200,000 now
gets a chance to sell it for $20 mil-
lion,” he says. “Not everyone can
resist that.”

Among Christian radio companies
only Salem, with 45 stations reaching an
estimated audience of 5.5 million peo-
ple, has the stature to play against the
big boys. In 1992, Salem spent $20 mil-
lion to buy former top-40 station
WAVA(FM) in Washington. But that’s not
even in the ballpark these days, so
Salem and other religious broadcasters
are turning their attention to the non-
commercial end of the FM dial, home to
about half the nation’s religious stations.

Last year, Salem set up a nonprofit
company that bid $13 million to buy
the license of Washington jazz station
WDCU(FM), owned by the financial-
ly-troubled University of the District
of Columbia. Salem’s bid easily
topped all others, but the company
eventually had to bail out of the deal
under intense pressure from news
coverage and threatened legal action
by National Public Radio and other
public broadcasting organizations.

The station eventuaily was sold to

[n Today’s
Media Jungle,
You Can't Afford /4
Not To Change. 7

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

You ought to expect the same from vour
collection service.

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

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

W R
U.S. Religious Radio Station Formats,

1997

C-SPAN for $10 million, but public
radio officials expect that religious
radio companies will continue
efforts to snap up non-commercial
stations. And given the precarious
financial status of many colleges
and local governments that own
stations, there may be fertile
ground for such takeovers.

“Salem created a shell nonprofit
corporation to acquire the
license,” says Kim Hodgson, NPR
chairman and general manager at
WAMU(FM) in Washington. “It

4

Teaching and preaching 24%
Contemporary Christian music 19%
Southem Gospel 17%
News/talk 11%
Sacred music 8%
‘ Black/Urban Gospel 6%
N Praise and worship (song, services) 6%
4%
Christian country 3%
Hispanic 2%
Source: National Religious Broadcasters
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¢ Top 5 Syndicated Radio Features,

with number of stations

‘ 1. Freedom Under Fire, 1042
2. James Dobson Family Commentary,
R Focus on the Family, 751
3. Promise Keepers Radio Highights, 686
{4, How to Manage Your Money, 659
5. Money Minute,
Christian Financial Concepts, 653
Source: National Religious Broadcasters
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of media information. proprietary management
reports, international collection services, and
much more.

since 1971, Szabo has helped more than
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more information. Because in z
a business as tough as vours, Szabo
you need a different breed of
collection service.

Szabo Associates, Inc, 3355 Lenox Road, N.E. 9th Floor  Atlanta, Georgia 30326 Phone: 404-200-2404  Fax: 404-260-2165

FEBRUARY_ 1998 @TM I'n

.‘.

may be perfectly legal, but it’s a
shame.” (Salem executives did
not return repeated phone calls.)

Future for growth

Gustavson says non-commercial
stations are the future for growth
of Christian radio, but he doesn't
expect the nation’s non-commer-
cial stations to fall over easily.
“The pressure on the colleges to
- keep the public radio format is
;‘ strong, so religious broadcasters
' won't make major inroads,” he

‘ says. “Our expansion will contin-
. ue, but not as quickly as it has.”
‘ The finances of religious non-
' commercial stations are almost
identical to those of their commer-
cial counterparts — only the ter-
minology differs. Spots are called underwrit-
ing announcements, and instead of buying
time as they would on a commercial station,
ministries provide programs and then make
a donation to the station.

The bottom line in religious radio is that
many station owners are happy with profits
that would get a secular broadcaster fired.

“All my time is sold out and I have a
waiting list of churches that want to get on
the air,” says Bishop George Copeland,
president of WDIH(FM), a black gospel sta-
tion in Salisbury, Md. Copeland, who runs
the Black National Religious Broadcasters
organization, says religious radio remains
as segregated as Sunday morning in
America.

In some cities, there are now so many
religious stations that each can specialize
and offer different formats to differing
tastes. Cincinnati has eight religious sta-
tions, for example; Washington has 10.

“I don't know how they can all make it,
Gustavson wonders. “But
people want an anchor for
their lives. We live in a
tough time.” v

»

Marc Fisher writes the
Washington Post radio col-
umn, “The Listener.”
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Kickin’ It Up in Dallas-Ft.W

Changes, changes and more changes abound.

But where is the King of All Media? Al Brumley explains

Dallas-Fort Worth since Gordon

McLendon retired and started
collecting coins: Howard Stern was off
the air.

The infamous morning man was
dropped in July 1997, seven months
after Nationwide Communications
bought his Dallas outlet, KEGL(FM).
Nationwide said Stern was too hard to
sell; Stern said Nationwide didn’t want
to deal with his show and the contro-
versy it can generate.

Stern’s firing resulted in the forma-
tion of the S.0.S. (Save Our Stern)
club, several unsuccessful rallies to
bring him back, plenty of crowing
from those who hate him and thou-
sands of frustrated fans. And still the
question hangs over Dallas like a
Goodyear blimp at Texas Stadium that
has gotten stuck in that famous, point-
less hole in the roof: When is Howard
coming back? The frustrating answer
has been that no one knows. Or, any-
one who does know isn't talking.

So thousands of people have been
forced to look elsewhere for their
radio entertainment. Many complain
bitterly that there is nothing to listen
to anymore but others have come to
realize that Dallas-Fort Worth is a rich,
diverse radio market. Even in the
wake of the Telecom Act, Dallas-Fort
Worth is the home of some of the
most colorful characters and stations.

It was the biggest radio news in

Above average

Dallas-Fort Worth has been one of
the most turbulent markets in the
country, says Peter Handy, managing
director of Star Media, brokerage and
financial specialists for the media and
communications industry.

“It has been above average in terms
of change, be it ownership change or
operational change,” he says. “It's a
great radio market — high growth,
good operators and profitability runs
deep here.”

Ownership has been greatly affect-
ed by change. In 1992, 19 owners had
a stake in the market; that number has
dwindled to 11. The largest owner is
CBS, the only group in the market to
have collected a full share of stations
allowed under FCC guidelines.

It has been exciting, confusing and,
at times, maddening as local general
managers come and go, program
directors are replaced and formats are
tweaked or shattered. For listeners,

the shake-ups caused by the Telecom
Act have so far meant two major on-
air changes: Stern’s dismissal and the
firing of Bo Roberts and Jim White
from rock station KTXQ(FM).

For 15 years, Roberts and White
were the longest-running local rock ‘n
roll morning team in town.
Replacements Lex and Terry from
Jacksonville, Fla., withstood gale-force
attacks from fans of the old team, but
their chances of catching contempo-
rary hits station KHKS(FM) morning
man Kidd Kraddick seem about as
good as the Dallas Mavericks’ chances
of making the playoffs.

KTXQ program director Andy
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Lockridge has been in the market 16
years and says the movement over the
past two is unprecedented. “I used to
say that there were more changes
here than any [ was aware of in the
country,” he says. “And that was when
it seemed like every six months some-
thing major would happen. Seems like
now, something happens every month
— something major.”

Tyler Cox, operations manager at
news/talk station WBAP(AM): “The first
one who says things are at the point
where they're going to be for a while
is the first one who’s going to be
embarrassed by seeing his words in
print when the next change comes,”
he says. “It seems like we're in a stable
climate right now, but that could
change by 5 o'clock this afternoon.”

Not that any of this unpredictability
is hurting business — quite the oppo-
site, in fact. BIA Research was pre-
dicting that Dallas-Fort Worth would
be a $230 million market at the end
of 1997. The local financial status
makes sense given that Dallas-Fort
Worth is the number-seven market in
the country, the fifth-largest market in
revenue, according to BIA, and “the
number-six market in the country in
population,” according to KVIL-FM
Program Director Bill Curtis.

Collage by Heather k Nicholson

Unconventional

Among the lacal population are
two brothers who reach out to the
public in decidedly unconventional
ways. Tony and Marcos Rodriguez,
the sons of the late Marcos Rodriguez
Sr., a Cuban refugee who made a for-
tune in the 1970s and 1980s by realiz-
ing that Hispanics in the Dallas-Fort
Worth area might actually like to listen
to Hispanic music, could fill a maga-
zine or two with their exploits.

In August 1996, Tony decided to
take a frequency he had acquired —
and had no idea what to do with —
and create KTCY(FM), better known



as the 24-hour, commercial-free all-
Beatles station FAB 105, which he ran
from a computer in his huge home in
Las Colinas.

The station played Beatles originals,
music from the band members’ solo
careers and some wild ‘n’ wacky cov-
ers (“Lucy in the Sky with Diamonds”
by William Shatner, for instance). After
six months of financial drain, howev-
er, Tony sold the station to his brother
Marcos, who turned it into a contem-
porary gospel outlet.

Tony described the all-Beatles sta-
tion as his “artistic statement to the
world.” Not surprisingly, he has little
patience with conventional radio pro-
gramming. “In general, radio sucks in
my opinion,” he said once in an inter-
view with The Dallas Morning News.
“It sucks in terms of being creative.
I'm saying that there’s more than one
way to do it. Radio owners are like art
brokers who never bother to look at
the painting. It should be respected,
in my opinion, a little more than it is.”

Brother Marcos, meanwhile, had
been busy trying to figure out what to
do with KDMM(AM), a big-band sta-
tion he bought in October 1996 from
Infinity Broadcasting, which had
stormed the market and was dumping
stations to meet FCC guidelines.

Marcos’ solution: Turn KDMM into
an all-traffic station and toss in some
CNN news now and then. Eight months
later, Marcos turned KDMM into the
Dallas area’s first multi-ethnic station
with Indian, Vietnamese and Chinese
programming. The station’s first major
hire was morning man Sayed Talib.

The Dallas-Fort Worth market is full
of unusual characters — and unusual
stations. Take KEOM(FM), for exam-
ple. Fans of 1970s pop are tuning in
to the outlet, which is owned by the
Mesquite Independent School District
and manned throughout the day by
students. The nonprofit station plays
everything from the Partridge Family
to Blue Swede.

Administrators say the thinking

Dallas-Fort Worth

Radio Market Overview

behind the format is to expose stu-
dents to the real world of radio — to
get them accustomed to the idea that,
if they want to be disc jockeys,
chances are they’ll have to play music
they don’t like somewhere along the
way. It's a way of weeding out the
students with serious radio aspirations
from those who just want to screw
around and miss algebra.

“The Conservative Freight Train”

Dallas-Fort Worth'’s talk-radio practi-
tioners are always good for a quote or
two. And recently, the volatile Dallas-
Fort Worth talk scene has undergone
enough changes to be worth, well,
talking about.

At the top of the list is David Gold,
for nearly 12 years “The Conservative
Freight Train” on KLIF(AM). Gold left
after a disastrous Spring '97 book that
found the station in 24th place 12-
plus. The Summer 1997 numbers
weren't much better — the station
landed in 22nd place.

New program director Tommy
Kramer angled the troubled station to a
talk/entertainment format in September
1997 and either fired Gold or gave him
the choice to stay or go, depending on
whose camp has your ear.

1996 Est. Arbitron 12+ But anyone who heard Gold in his
Station Freq. Format R$e§ .iln Owner Summer '97 virulent prime knew he couldn’t work
. in a talk-lite milieu. After all, this is
KHKS(FM) 106.1 CHR 124 Chancellor Media 7.3 GeL s ey e e D
KKDA-FM 104.5 Urban 7.7 Service Broadcasting 6.8 a railroad boxcar “got what they
KSCS(FM) 96.3 Country 16.0 ABC Radio 5./ deserved.” “I have no sympathy for
KVIL-FM  103.7 AC 30.0 CBS 5.2 people trying to get into the country
KDMX(FM) 1029 Mix AC 7.0 Nationwide Comm. 4.4 illegally,” he said.
WBAP(AM) 820 News/ 16.0 ABC Radio 4.1 A 1994 conversion from Judaism to
Talk/Sports Christianity softened his approach a
KRLD(AM) 1080 News/Talk 11.7 CBS 4.0 little, but he could still knock a caller
KLUV(FM) 98.7 Oldies 11.5 CBS 3.9 ip th:: gut. His “Hit Me With Your Best
KYNG(FM) 1053 Country 135 CBS 38 phat” hour on Thutsdays was general
KPLX(FM) 995 Country 9.4 SusquehannaRadic 3.4 v’; [;eb:ﬁrc‘h Z?E’i;ii:gazngf Hogan
KEGL(FM) 97.1 AOR 8.8 Nationwide Comm. 33 Gold was not the only éz;sualty in
KZPS(FM) 925 Classic Rock 56 Chancellor Media 3.1 the newly minted Kramer regime. The
KLTY(FM) 941 CC 4.0 Metroplex Broadcasting 3.0 program director went on to dump G.
KDGE(FM) 94.5 Alternative 6.85 Chancellor Media 3.0 Gordon Liddy, whom he described as
KOAI(FM) 107.5 Smooth Jazz 9.5 CBS 29 a “bald-headed, Nazi jailbird” and
KRBV(FM) 100.3 R&B Oldies 7.0 CBS 2.7 began airing all five hours of Art Bell.
WRR(FM) 101.1 Classical 2.5 City of Dallas 2.7 Meanwhile, on Dec. 15 1997, Gold
KBFB(FM) 97.9 Soft Rock 45 Capstar 24 debuted on Christian talker K\WRD—FM.
KTXQ(FM) 102.1 AOR 80 Capstar 23 So far, it's been a muc.h Slif.ferent Dav@
KTCK(AM) 1310 Sports 30 SusquehannaRadio 2.1 Gold. After weeks of insisting that reli-

gion wouldnt dominate his show, he is
now tackling topics such as, “If a
Christian were to win the lottery, should

the church accept any of that money?”
Elsewhere, CBS-owned KOOO(AM)
has taken the carpet-bomb approach by
-»

Stations are ranked in order of Arbitron Summer '97 12+ ratings.
Copyright 1998 The Arbitron Company. May not be quoted or
reproduced without the prior written permission of Arbitron. Other
information provided by BIA Research through its MasterAccess
Radio Analyzer Database software.
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putting Don Imus on in the morning and
Tom Leykis on in the evening, sandwich-
ing between them a host of other shows,
including Dr. Laura, that run only in
hourlong snippets through the day.
KOOO would have to improve dra-
matically to reach blip status, but
operations manager Michael Spears,
who also runs powerhouse news/talk
station KRLD(AM) and is a protégé of
McLendon, is still tinkering with the
format. Few doubt that, given time,
he'll come up with a winning mix.

Subtle shift

Still, news/talk retains a powerful
share of the Dallas-Fort Worth audi-
ence, with both WBAP(AM) and KRLD
pulling in top-10 numbers during
morning drive and overall 12-plus.
WBAP and KRLD are joined by a mix
of stations that on the surface looks
normal for Dallas — three country sta-
tions in the top-10 12-plus, for example
— but actually represents a subtle shift
in listening habits over the past decade.

In 1990, the only question when
the ratings were released was whether
the number-one morning man 12-plus
would be Ron Chapman at power-
house AC station KVIL or Terry
Dorsey at country leader KSCS(FM).

These days, the question is whether
cither will be in the top five, and nei-
ther has been number one for

months. Dorsey remains the most

S1alion Servicen

re you reading
someone else’s
copy of Tuned In?

1012 kit songs frow 1980-199%
1229 hit songs from 1994-1969
247 hit songs frow The 70°s
819 Kickin' Country Hits
on CD for Only $499 each
(per set plus shipping)

For complete track listings NOW
go to web site: http://radio-mall.com
or Email: mediamall@aol.com or
Phone or FAX Ghostwriters at 612-559-6524

For RAdiO
BroadcasT
Only!

Or write Ghostwriters
2412 Unity Ave N., Dept TI
Minneapolis, MN 55422-3450

popular country jock but can’t rise
above third 12-plus among all formats.
Chapman actually found himself out
of the top five a year ago an
unheard of place for him. He has
since bounced back into the top five.

Country retains the largest share of
the market, but the format doesn’t
have the buzz it had 10 years ago and
its market share reflects that.

“We're fortunate that in Dallas-Fort
Worth, country’s always going to be
the strongest format,” says Scott
Savage, vice president and general
manager of KYNG(FM). “Still is today.”
But he acknowledges that the format’s
total share has fallen from roughly 18
percent to 13 or 14 percent over the
past few years, and he places the
blame for that on Nashville’s shoulders.

In Nashville, he says, “they’re looking
at the kind of airplay radio’s giving new
music, and they'’re turning out music
that's very similar all the time — new
country music that becomes homoge-
nized, and no one’s taking chances.”

Taking up a good chunk of coun-
try’s slack in this market is contempo-
rary hits station KHKS(FM), which
rang the bell at number one in every
major demographic in the summer
Arbitrons. The station's star is
Kraddick, who knocked Stern off his
throne in summer 1996 and, after a
few skirmishes with Skip Murphy on
urban KKDA-FM, is now the uncon-

If so, why not apply for
your own free subscription?
Simply complete the
subscription card @7 return it
to us! You'll never have to
risk missing an issue of

ATTENTION PROVIDERS!

Promote your services to Tuned Ins 9,500+ 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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tested morning leader.

“I think that Kidd Kraddick is doing
an incredible job reaching the masses,”
says KVIL program director Curtis. “And
by that I mean he’s very entertaining,
very appealing for the large mass
demographics in the population. He’s
reaching adults between 20 and 40, and
that’s the big bulge in the population.”

On the heels of his comments
about the competition, though, Curtis
is quick to note that his morning man
Chapman is far from being counted
out. “I think Ron is doing a great job
reaching people over 40,” he says.
“And that doesn’t mean not reaching
people under 40. Clearly we are. But
it's almost like it’s split in two — Kidd
Kraddick wins the bottom half and we
win the upper half, and the bottom
half has more bodies right now in
population percentages.”

KVIL is a cash machine, consistent-
ly ranking number one in its target
female and adult audiences and set-
ting local billing records. KVIL was
named both adult contemporary sta-
tion of the year and legendary station
of the year in September 1997 at the
National Association of Broadcasters
Radio Show in New Orleans.

If only Howard Stern had been in
Dallas to join in the celebration. v

Al Brumley is a radio and television
critic for The Dallas Morning News.

Dallas-Fort Worth
Financial Snapshot

Market Rank: 7
Revenue Rank: 5
Number of FMs: 27
Number of AMs: 23

Revenue 1993: $168 mil.
Revenue 1994: $187 mil.
Revenue 1995: $203.9 mil.
Revenue 1996: $219.6 mil.
Revenue 1997: $230.5 mil. est.

Revenue Growth

'90-'95: 7.7%
'96-'00: 6.0%
Local Revenue: 80%
National Revenue: 20%
1995 Population: 4,432,000
Per Capita Income: $17,318
Median Income:  $37,463
Avg. Household Income:  $46,755

s
s a7



Pome s e e

RADIODATE
HAas PEOPLE
TALKING...

It makes complete

W “‘Dollars And Sense”
4 10 go with the Leader
in Radio Voice Personals!

ith RADIODATE. you'll never get confusing “splits” or vague
“percentage deals.” We make it simple by offering you specific
payouts that are backed with our guarantee. Our revenue payouts

are the highest in the industry. In fact. they are virtually 100% greater than
the revenues that our nearest competitor can otfer you.

HOW DO WE DO IT?

imply put. we are the biggest. RADIODATE’s Telecom Center processes
S more MCI 900 revenue than any company in the world. allowing us to
offer your station the highest payouts. This also guarantees INXsys the lowest
800 rates in the entire industry so we can completely absorb all 800 charges and
pass on the savings to you. No other voice personals service can make that
claim!

|
|
|
I
!
|
I
]
I
]
|
i
i
|
|
t

ADIODATE really works!
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tually all Internet service providers

have at least one thing in com-
mon: They will assure you without qual-
ification that they have exactly what you
need to get your radio station on the
Internet. I suppose that is true to some
extent — they can all connect you to the
'net. But can they all do a good job of it?

What should you look out for? Beware
of any company that wants to lock you
into a long-term contract. Month to
month is your best bet because if things
go south, you will want to be able to
switch to another ISP as quickly and
easily as possible.

Keep an eye on your domain name
registration. Your domain name is the
yourstation.com part of your URL, and
you should be able to take it with you no
matter how many times you switch ISPs.

There are three things to watch out
for in this area. First, it only costs $100
to register a domain name with
InterNIC, the organization that handles
domain name registration in the United
States. The entire process, which
involves sending an e-mail to InterNIC,
can probably be completed in abous 10
minutes. If your ISP is going to handle
this for you, it is not unreasonable for a
fee to be collected. Be careful — I have
heard of ISPs charging hundreds of dol-
lars for this service. I would question a
charge of more than $150, including the
InterNIC registration.

I have heard of ISPs that charge high
monthly fees to “service” your domain
name. This means nothing more than
getting everything set up correctly so
that when a person enters your station
URL into his Web browsing software he
sees your Web site, even though it may
reside on your ISP computer system.
This may sound like a complicated
operation, but it's not. Once your site is
set up, your ISP normally doesn’t have
to do anything else.

While I'm on the subject of domain
names, let’s talk about ownership. If

Il has been my experience that vir-

you are paying for a domain name,
make sure that InterNIC has you record-
ed as the official owner. Some less-than-
honest ISPs might offer to register your
domain name for you, but then register
it in their name. If you decide later to
switch ISPs, you may discover that
you're not entitled to take your domain
name with you.

Before you go out shopping for an
ISP, you have to figure exactly how
involved you want your station to be
with the Internet. I see three possible
levels of participation for any radic sta-
tion. Of course, you can have a Web site
that offers only basic information or one
that offers basic information and pre-
recorded soundbites from your pro-
gramming. You can allow visitors to
purchase your station clothing and
knickknacks and even sponsor goods.

You can also offer, as you know, live,
continuous Webcasts of your station sig-
nal. If you're going to go this route,
remember that there needs to be a high-
speed dedicated phone line connecting
your station with your ISP. A dedicated
line is expensive to install and, depend-
ing on the type of line you use (ISDN,
T1, etc.), it could cost hundreds or even
thousands of dollars per month.
Because you pay for a dedicated line
according to the distance from one end
of the connection ta the other, you mav
want to give special consideration to
ISPs that are geographically close to
you.

Higher demands

Webcasting places higher-than-usual
demands on an ISP. Chances are that
your audio will be delivered to listeners
in the RealAudio format. This means
that your ISP needs a fully operational
RealAudio server in place. I would shy
away from any ISP that wants to make
you its RealAudio guinea pig.

Remember that there is a potential for
your station to attract a large number of
listeners to your Webcasts, making
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bandwidth — the amount of data an ISP
can actually pump out over its lines —
more critical.

Does this mean that you should go
with the ISP that claims to have the
most T3 lines in town? Not necessarily.
Your concern shouldn’t be with overall
bandwidth, but available bandwidth. If
your ISP is very popular, those multiple
T3 lines may already be quite full, there-
by limiting the availability of bandwidth
for your Webcasts.

You may want to consider hooking
up with an ISP that uses a technique
called multicasting over one that uses
unicasting. In a unicasting environment,
each listener has to connect to a
RealAudio server to tap in to a Webcast,
which puts more of a load on the server
and can degrade performance. With
multicasting, listeners can pick up a
Webcast from the ISP router (the device
that serves as the bridge between the
server and the phone lines), thereby
decreasing the load on the server.

Even if you're extremely technologi-
cally savvy, you may ask all the right
questions and still not be sure that
you've been given straight answers. My
advice is to break the project down into
two components: the Web site and
Internet access.

Instead of looking for an ISP that can
both develop and host your station site,
find an independent Web development
company that isn't tied to any single ISP.
Assuming you find one with the proper
credentials, you’ll then have an expert
in your corner to make sure your site is
hosted by the most capable and appro-
priate ISP. v

Copyrigbt 1998, The Komando Corp.
All rights reserved. Kim Komando is a
talk radioc bost (ber show is syndicated
by WestStar TalkRadio Network to more
than 170 stations), TV bost, Los Angeles
Times syndicated columnist and best-
selling author. Her Web site can be
Sound at bitp://www.komando.com
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Tle Bollon Line

ACCOUNTING for Receivables

et’s say you have just signed,
Lsealed and delivered a fat little
spot sales contract with an adver-
tiser you have been pursuing for the past
few months. You pat yourself on the
back and the spots run as scheduled —
no glitches. Now comes the fun part. You
send out the bill and wait for payment.

Hopefully you won’t have to wait too
long to translate your account receivable
into solid cash. Every sales manager can
walk you through the trials and tribula-
tions of this merry-go-round. Accounts
receivable are the big question marks
on a station balance sheet. They are the
portions of billings that have been
earned but not received.

Receivables, as they are called, can
come in different forms. You can have
cash receivables; you may also have trade
receivables. Let's say you swap some
commercial spots with the local T-shirt
shop in exchange for 200 really cool-
looking T-shirts printed with your station
logo. Perhaps you're swapping spots with
the local gourmet restaurant in exchange
for dinner-for-two coupons that you can
give away on the air. Until you get the
shirts or until the restaurant honors those
coupons, you have trade receivables.

This may sound relatively simple, but
once you get past T-shirts and coupons
and get into the position of buying or
selling a station, juggling receivables can
get tricky. Since the passage of the
Telecommunications Act, there has been
an explosion in the number of stations
changing hands all across the country.
With this rash of deals, potential buyers
and sellers have had to work with sta-
tion receivables that may exist when a
station is sold. In some cases involving
multistation deals, the amount of uncol-
lected receivables can equal hundreds
of thousands of dollars.

Buying and collecting receivables

In some instances, the outstanding
receivables may be sold outright to the
new owner, but not always at full value.
Receivables are usually sold at a discount.
If receivables are not too old, there is a
good chance that they can be collected.
The probability of collection determines

the ultimate value of receivables.
Depending upon their age, they may be
bought for some fraction on the dollar.

Brooks Gracie, a tax attorney who
works extensively counseling broadcast
clients at my firm, Fisher Wayland, advis-
es that there are tax considerations asso-
ciated with the purchase of receivables.

“If a buyer purchases the accounts
receivable of a radio station along with
the assets of the station,” Gracie says,
“that portion of the station’s purchase
price that is allocated to the receivables
will be taxed to the seller as ordinary
income rather than capital gains.”

In contrast, the buyer of the receivables
will not pay any taxes at all on them if
they are collected. In a stock transaction
in which the stock of the company hold-
ing the station is sold, Gracie says that the
tax treatment is just the opposite.

“In that case,” he cautions, “since the
company will remain responsible for
paying income tax on the collected
receivables, the tax cost is effectively
assumed by the buyer of the company
stock. In contrast, the seller will escape
tax liability on those collected receiv-
ables, even if they were generated while
the seller owned the company.”

Buying trade receivables poses
unique problems, because trades are not
always transferable. Buyers frequently
will change a station format, call letters
and logo, which can diminish the value
of many trade goods. I recall a deal in
which my client, a religious broadcaster,
was buying a station that had a rock ‘n’
roll format under the old owner. For
some reason, the seller could not under-
stand why my client would not be inter-
ested in his valuable stash of Megadeath
concert tickets that he had received
through a barter arrangement.

Time brokerage agreements
Usually, the issue of how to transfer
ownership or collection of accounts
receivable comes up when a station is
sold. These days, we are more frequently
seeing arrangements in which a buyer
will program a station under an LMA or a
time brokerage agreement before the sta-
tion is actually sold. In an LMA, the bro-

FEBRUARY 1998 QTM Ln

Frank Montero

ker begins to program the station and
sell commercial time to advertisers before
actually buying the station. However,
some arrangement is necessary for the
collection of receivables that were gener-
ated before the LMA went into effect.

Payables may have to be dealt with.
Payables are the opposite of receivables.
When an LMA starts, or when a station is
sold, the original owner may have com-
mitments to air commercial spots after the
effective date of the LMA or after the sale
of the station. The new owner can honor
these commitments, in which case he is
entitled to a portion of the up-front pay-
ment, or he may decide against assuming
them, in which case advertisers will have
to be notified and their money refunded.

Complications set in if a station has
prepaid barter arrangements. Let’s say
commercial spots are traded to a local
printer for 5,000 bumper stickers embla-
zoned with the station logo. Once the
bumper stickers are printed up and
delivered, the advertiser expects to
receive his spots. But if an LMA is
entered into with a programmer who
plans to change the station farmat and
use a new logo, these bumper stickers
are absolutely worthless.

Because the cost of the printed stick-
ers cannot be refunded, there is a
potential mess on the burner. In
essence, the cost of the stickers may
have to be swallowed, either by giving
the printer a cash refund or by giving
the programmer a credit on his monthly
LMA payment if he runs the spats. It is a
commonly faced problem and one to
look out for.

With stations being sold at an ever-
increasing pace in the past two years,
owners and prospective buyers have
had to make great efforts to ensure a
smooth transition of the radio business
as a going concern. You never want to
scare away good advertisers and you
don’t want to let them down when a
station changes hands.

Forethought is always a good first
component of any offense. Collection of
receivables and station performance of
payables during the transition period is
critical to maintaining good will. v



Take A Gloser Look...

And discover all that NAB98 has
to offer Radio!

This is your opportunity to test drive new products and
uncover new revenue streams at the most comprehen-
sive broadcasting convention in the world -NAB98
We're unmasking a new digital era and giving you hot
tips to help you make the right choices as you com-
parison shop the most exciting advancements in radio
and audio technologies. So register today for this in-

dustry-shaping event.

Don’t turn this page until you've
contacted us for more information!

» Visit www.nab.org/conventions/
» Call Fax-on-Demand at 732.544.2888
» Call 800.392.2460 or 202.775.4970

D Explore more than 200 Radio and Audio
exhibits and uncover hundreds of new products

that will advance your business

D Examine the issues critical to your success in over

40 sessions across eleven conferences

D The perfect opportunity to network and see how ali

the convergence markets relate to you

[

EXHIBITS :)@CONFERENTCE:

April 6-9, 1998 April 4-9, 1998

MARKETPLACE

.....::. Las Vegas' -::.....
Nevada USA *
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REMOTE JACKPOT

with a COMREX HOTLINE

Uses one plain old telephone line — no antennas
to set up and no digital lines to install.

Save on staff — even a weekend board-op
can use 3 Hotline. It’s that easy!

Sounds amazing, like it was produced in
=== the studio — but don’t believe us, try it
for yourself! Call for a free demo loaner.

SFALNIDENY
\VH“I‘EA

We make greatl connections

800-237-1776

http://www.comrex.com
= \ : - > 4 TN, Nl

COMREX Corporation 65 Nonset Pat  Acton, MA 01720 USA Toll-free: 800-237-1776 in North America email: info@comrex.com Fax-on-Demand: 978—2649973'
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Withers Broadcasting

Introducing o new format: "UPCOUNTRY"

This unique position competes with mainstream
Country. Top testing Uptempo 90's hits.
Na ballads. It rocks, but it's 100% Countryl

UPCOUNTRY comes with:  Complete Formatics.

Strategic Marketing & Promotion.
Ge UP| Cell Lapidus Media fer  Talent Search. Focus Groups.
dems & detail:. 703 383-1805.

lopidus@erels.com

BROADCAST OPPORTUNITY COMPACT DISCS EMPLOYMENT OPPORTUNITY

SYNDICATE YOUR OWN
RADIO SHOW!

Program distribution made easy. Satellite
and studio time from only $50 available by the
hour, day or week. Mr. Ferguson, IBN Radio
954-735-4070 or email: vann@ibnradio.com

Acizriion
Aczlvzriiszrsl
To place your advertisement in
Tunze 171°s Products & Services
Marketplace, cail Simone Mullins at

w 70%=992-7600 bBxt. 154

But 1 Don’t Need 500 Discs!

If you're a syndicator and require
your radio shows on Compact Discs

and out there FAST call

PIVARTAV

1 to 300 discs duplicated OVERNIGHT
We'll even print a label right on the disc!

(800) 815-3444

NYC (212) 730-2111 » www.digirom.com
130 West 42nd Street * New York, NY 10036
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» GENERAL SALES MANAGER «

Withers Broadcasting is seeking a General Ssles Manager
for oroperties in the Cape Girardeau MC/Paducah KY DMA.
The qualifiec applicants will have a minimum of four years
Radio Sales experience. Salary, commission, benefts.
® Mail resumes to: Rick Lambert, Market Manager,
901 S Kingshighway, Cape Girardeau MO 53702
Fax 573-651-4100. An Equal Opportunity Employer.

NETWORK PROGRAMMING

Fill Your Saturday Nites!

“Caribbean Dance Party”, A super mix of
hit island music, 800 request lines, celebrity
interviews, throbbing party sound! Market
exciusive, Barter only. Call Vann,
954-735-4070 or email vann@ibnra:tio.com
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2. LISTENING WITH THE “THIRD EAR?”
S
= BY DR. TaoNI GRANT
e o
_ ;‘_ well-trained psychologist is taught to listen not with two cars but with three. The “third ear” refers to i:i’_

” that magical blend of heart and intuition that senses the meaning bencath the words that a patient
=2 speaks. Psychologists working in today’s fast-paced radio marketplace have only a few minutes to
= connect with callers and enguage the interests of their audience. Listening with the “third ear™ can help.
=l As a radio psychologist, I know how important it is to have that third ear close at hand. For all radio psycholo-
ot gists and all talk personalities, for that matter. this means connecting with z listener's feelings — discerring whether
he or she is mad, sad, glad or afraid. If a caller touches a host's hean, makes him laugh or gives him hope, he
should say so on the air. Sharing feelings with a caller and the audience shows that the host is really listening.
Hosts should be sensitive to the intention bchind a caller's words, Sometimes, even an inarticulate caller
can inspire and move us emotionaltly. Hosts should listen closely and paraphrase what the caller is trying to
say — paraphrasing clarifies fuzzy thinking and speech. This is an act of kindness and helps hosts connect 1o
the audience.
Hosts should listen for “affect” or emotional voice tone and comment on it (“You sound angry,” “You
sound upset,” or “You sound sexy,” for example.) This reflection of teeling makes a caller feel hecrd. It takes
very little time and gives listeners the sense that the host is really tuned in to the caller. (This is also a great

|
fl)

8

technique to use at home with a husband, wife or children.) ,:2-;
Ditferentiating between the needs of callers and listeners is important, just as it is important to remember that e
the listener is more important than the caller. As a media psychologist, I am grateful for my callers and appreciate ==
them. Nonetheless, a radio show is not a clinic. I am on the air to inspire, inform and entertain my listeners. The :Z-_;
caller is a vehicle toward that end. It is critical for hosts to keep their callers ~ =

Xl

') &
i

focused and on track, because, in my opinion, the average listener
cannot focus on more than two main points at one time more
than this is a tunc-out.

Hosts should listen with compassion and humor. No muatter
our role behind the microphone — radio shrink, rock jock,
newscaster or sports announcer — we are all broadcasters,
part of a proud radio tradition. Through our words, we intlu-
ence how people perceive the world and each other. We

teach people not anly how to listen, but how to respond.

Calling people names only demonstrates a constrict-
ed vocabulary. All broadcasters should remember that
the public is listening and many of them are, like their
favorite radio hoses, utilizing that “third ear.” They,

too, are hearing that a caller may be limited in his or ==

her thinking or morality, and they are waiting for the =

g host’s response. The grace, the class, the eloquence i

with which hosts state the obvious without succumbing =

: to inarticulate name-calling is what defines the great =
- broadcaster — and the great listener. v

Dr. Toni Grant has listened to the problems of more than
60,000 people since she first sat in front of a racdio micro-
phone in 1975. Her show, syndicated by Radio Shows in Dallas
is heard in 85 markets.
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Sales: (800; 658-4403

Support: (308) 284-8450

Sales & Support Fax: (308] 284-4 181
AudioWizard ™ for Windows E-mail: sales@prophetsys.com




IDIGGITI'T AL
is HERE"

48 kHz ANALOG

ANALOG 48 kHz
IN 4 'ﬁﬁi} >k {ii‘il"{'fz OUT

> The D-500 Digital Audio Console.
Ready Now... PLUG IT IN!
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