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CHRISTIAN 

Time for a pre -book check -up 

Preparing For The Fall 

Kevin Peterson 
KPeterson@RadioandRecords.com 

he fall book may still be two months away, but some stations 
40 have already begun preparing for seasonal promotion and j/ marketing. There are a few basic principles to getting started, 

beginning with the three M's: mornings, music and market- 
ing. A good morning show opens the door for the rest of 
your station. Make sure all the players understand their roles j and how their program should Iead the way for the station's overall vision. If 

you've done a recent perceptual study or focus group, share any results with the 
morning show staff that will give it a better understanding of who the listen- 
ers are and how, when, where and for how long they use the station.That infor- 
mation will help staffers shape their content to target the people who have the 
potential to listen the most. 

Freshen up your library to make sure you're 
playing the best music in every category. If you've 
let some songs that were marginal currents sneak 

into your recurrent categories, now is a good time 
to clean them out. Sit down with your MD and 

discuss the balance, tempo and flow you're look- 
ing for when they schedule the music. Each quar- 
ter -hour should be a good representation of the 

station. If you're going to play all Christmas music 

at some point during the fall book, decide when 
you'll start, prepare your clocks and build cate- 
gories now. 

Zapoleon Media Strategies founder /president 
Guy Zapoleon says, "Make sure all of your mar- 
keting and promotional strategies contribute to 

your brand" He also recommends that you don't 
have too many messages on the station at once. It's 

never too early to make marketing and promotion- 
al plans, since many clients that you may want to 

partner with are probably also making plans, espe- 

cially for the holidays. Be creative and be differ- 

ent. What will make your radio station stand out 
this fall amid a sea of stations that are all doing hol- 
iday promotions? 

WAY -FM Media Group's WAYM /Nashville 
PD Jeff Brown says that viral marketing is a focal 

point of his station's strategy this fall. "We're 
reigniting a spring /sunnier promotion we did 

called the WAY -FM 2- Minute Challenge. We 

printed 50,00(1 business cards that, on one side, 

Brown 

Bumstead 

Zapoleon 

invited potential listeners to wayfm.com for free 

music downloads.We passed them out at the Luis 

Palau Nashville CityFest, area Chick- Fil -A's, 

churches, LifeWay Stores -anywhere you're like- 
ly to find people who may be willing to try a 

Christian station, but are just not aware you exist, 

for whatever reason" 
He adds that listeners are encouraged to share the 

link with friends in exchange for more downloads. 

In addition, WAY -FM promotes it on the air, but 
with a different approach: "Many of our listeners 

are looking for opportunities to share their faith 

with their friends but struggle with doing so," 

Brown says. "By giving them the opportunity to be 

the one to tell friends about free music downloads, 

they're able to share their favorite station in a non- 
threatening way." 

Another area to examine is how your station is 

marketed on the air. If it's been a while since you 

freshened up promos and sweepers, instead of sit- 

ting down yourself to write copy, get together with 

other creative people in your building. Write like 

your listener talks rather than using radio phrases. 

You can find some great examples of this in listen- 

er verbatims from your own research. And some- 
times live responses from listeners sound better in 

promos or sweepers than something read by your 
station imaging voice.Take a high -quality portable 

recorder to station appearances or even invite lis- 

teners into the production studio when they stop 

by to pick up prizes.Ask them what they like about 
the station, and you might be amazed at the audio 

they'll give you. 

Zapoleon says it's also essential to make sure the 

whole staff is the best they can be. "Make sure each 

player clearly understands the station mission, their 

role and how they contribute. Assign all players a 

second job, making then a greater part of the sta- 

tion's success." 

He suggests having a backup for each key mem- 
ber of your staff with frequent get -togethers away 

from the station so the team can bond. 

Family Life Radio director of programming 
Dawn Bumstead takes a different approach, suggest- 

ing that the best way to prepare for the fall book 
is actually to forget about it. "Make sure your on- 
air product is superior, compelling and aligned with 

your ministry's mission 365 days of the year, even - 
gasp -when you're not in the midst of a ratings 

period," she says. "When you do this, each hook 
becomes a confirmation of what you already know: 

You're hitting the mark with your listeners and 

your donors." Red! 

StevenCurtisChapman 
"Miracle Of The Moment" 
26 stations on I * week! 

EMI CMG Label Group for promotional information contact andrea kleid at akleid @emicmg.com or 615.371.6586 150+ tour dates at StevenCurtisChapman.com 
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SMOOTH JAZZ 

Marketers' misperceptions meld myth and myopia 

Boomer Consumers: 
Affluent, Empowered 

Carol Archer 
CArcher@RadioandRecords.com 

mooth jazz account executives would do themselves a great 
service by using persuasive data on the 43- to 61- year -old baby 
boomer segment of their audience to raise urgently needed 
awareness within the advertising community. 

The boomer age cell is as important to smooth jazz and its 

advertisers as the younger demos that both court assiduously, 
although not all concerned are aware of this fact. 

It is not only in advertisers' best interest to understand data on boomer consumers, 
it's critical that sellers do everything possible to present clients with facts to counter- 
act inaccurate stereotypes about this massive chunk of the population. 

Apparently, many clients believe that older consumers are stuck in their ways 
and have established, unshakable brand loyalty, thus they focus on building brand 
loyalty on younger demos, ostensibly before their buying habits ossify like insects 
in amber. 

Sorry, but they are dead wrong on this count. Smooth jazz sellers have an obliga- 
tion to counter this misperception with facts and shatter the myth. 

For a powerful demographic and qualitative portrait of boomers -the lifegroup 
born roughly between 1946 and 1964- essential reading can be found on the - 
boomerblog.com, including studies conducted in 2006 by Fleishman -Hilliard, a 

global PR firm dedicated to helping companies build relationships with the boomer 
generation. Information is archived on the site. 

Smooth jazz sales pioneer Beth Davis, now Clear Channel /St. Louis director of sales, 

refutes the assertion that boomers are stuck in their ways. Growing up. this genera- 
tion embraced an experimental lifestyle and remains inquisitive and open to trying 
new things, she says. "The smooth jazz demographic, qualitative and psychographic is 

similar to clews /talk, though younger. Clients need to understand that smooth jazz lis- 

teners still invest in and try new things, and are still in an acquisition mode, though 
their tastes and means have increased. Indeed, they have second homes, second and 
third cars, more expendable income for entertainment and extravagant travel, and high 
quality oflife," Davis says. 

Wise, Confident And Tasteful 
Clear Channel Bay Area director of sales Marcie Mills, who sells KKSF /San Francisco, 
among others, says, "I personally have crossed three Arbitron demo cells since my intro- 
duction to smooth jazz. As my passion for the format increased, so has my spending 
power. The more our lives, workplaces and living space evolve with age, the better 
smooth jazz fits like our perfect soundtrack. 

"AC, rock and hip -hop radio stations follow their devoted listener as they mature; 
smooth jazz is a format that one steps into, all grown up.The audience is wise, taste- 
ful, confident and has money," she says. 

Mills adds that she must get decision- makers in front of a live smooth jazz per- 
formance so they can experience the audience's enthusiasm directly. Indeed, she calls 

this tactic her most effective sales tool. 
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"R N R" TIES FOR THE 

CHART'S MOST INCREASED 
PLAYS, TAKING RICK BRAUN & 
RICHARD ELLIOT UP FIVE MORE 

SPOTS (19 -14, UP 15). 
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SMOOTH JAZZ INDICATOR 
TITLE 
ARTIST IMPRINT / PROMOTION LABEL 

PLAYS 
TW 

1 11 BORN 2 GROOVE ELIGEGROOVE NARADAJAZZ/BLG 180 -3 

2 19 LETS TAKE A RIDE NORMAN BROWN PEAK /CONCORD 170 -1 

3 15 LADIES' CHOICE PAUL TAYLOR PEAK /CONCORD .140. -7 

4 8 CATNAP NILS BAJA/TSR 139 +4 

7 20 NOODLE SOUP FOUR80EAST NATIVE LANGUAGE 135 -1 

13 11 BLACK RIVER SEIKO MATSUI SHOUT! FACTORY 129 +7 

6 10 SLAMMIN JAY SOTO NUGROOVE 126 +3 

5 24 HYPNOTIC BONEY JAMES CONCORD 126 -25 

8 14 STAY WITH ME TONIGHT JACKIEM JOYNER ARTIZEN 112 -2 

12 4 FOREVER JEFF KASHIWA NATIVE LANGUAGE 110 +6 

9 8 STREET LIFE U -NAM TRIPPIN 'N' RHYTHM 106 -4 

10 18 ANTHEM FOR A NEW AMERICA JEFF LORBER BLUENOTE /BLG 105 -2 

15 6 REMEMBER ME MARION MEADOWS HEADS UP 102 +7 

19 4 R N R RICK BRAUN & RICHARD ELLIOT ARTIZEN 95 +15 

17 21 MYSTICAL CHIELI MINUCCI & SPECIAL EFX SHANACHIE 95 +1 

16 12 RAINCOAT KELLY SWEET RAZOR & TIE 93 4 

11 16 SAO PAULO RICK BRAUN ARTIZEN 92 -12 

18 10 TROUBLE SLEEPING CORINNE BAILEY RAE CAPITOL 90 +2 

21 4 PARKSIDE SHUFFLE DOWN TO THE BONE NARADAJAll/BLG 89 +8 

22 4 TERESA PIECES OF A DREAM HEADS UP 86 +15 

20 3 HI -LO SPLIT MARC ANTOINE PEAK /CONCORD 85 +4 

14 18 HELLO BETTY JEFF GOLUB NARADAJAll/BLG - 82 -19 

23 14 REUNITED DEE BROWN DELAF 76 +3 

28 3 JUST AS YOU ARE EVERETTE HARP SHANACHIE 73 -6 

LANAI HIROSHIMA HEADS UP 71 +7 

ANDRE'S THEME ANDRE WARD FEAT. YASHA HUSH /ORPHEUS 71 +3 

24 20 COME ON OVER BLAKE AARON INNERVISION 71 -1 

25 6 ERNIE ACOUSTIC ALCHEMY NARADAJAZZ/BLG 67 -3 

3 ROAD TO LOS SUENOS MARCUS JOHNSON THREE KEYS /LIGHTYEAR 66 +5 

3 EVERYTHING'S GONNA BE ALRIGHT BEN TANKARD VERITY /ZOMBA 66 + 

FOR WEEK ENDING JULY 22, 2007 

'Clients 
need to 
understand 
that smooth 

ljazz isteners still 
invest in and 
try new 
things and 
are still 
in an 
acquisition 
mode, 
though their 
tastes and 
means have 
increased.' 

-Beth Davis 

"Smooth jazz is the easiest story to tell, as it's possibly die 
most persuasive format on the radio dial. As a true smooth 
jazz fan wears passion for the format like a badge of honor, 
so our advertiser does for his buy sheet. There's pride that 
conies with hearing your message in this magical landscape," 
she says. RTR 

The Boomer Boom 

The following data, compiled from a variety of studies by 

Fleishman -Hilliard and archived on teboomerblog.com, is a 

valuable resource to direct clients, ad agencies and potential 

advertisers. 

There are approximately 78 million baby boomers, the 

largest demographic group in human history. 

Spanning 18 years, boomers are a diverse group 

representing a wide spectrum of cultural, economic, psycho - 

social and global issues. 

Boomer households spend $10,000 more annually on 

consumer goods and services than their younger 

counterparts. 

Boomers spend more than $2.1 trillion per year of their 

wealth on goods and services, including $79 billion on home 

improvements in 2005 alone. Boomer assets total $28 

trillion. They control 67% of the nation's wealth. 

Eighty percent of boomers use computers; one -third of 

them go online every day. Direct -catalog marketers estimate 

that 70% of online purchases are made by women, the 

majority in the boomer demo. 

Many boomers will be managing inheritance windfalls. 

Fifty -five percent of boomers agree that they have no 

particular brand loyalties, with 68% of women older than 35 

saying that "the older they get, the more they enjoy trying 
new things.' -CA 

24/7 NEWS ONLINE @ www.RadioandRecords.com 
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LATIN 

KSSE /Los Angeles adds English music and 

dramatically alters the Latin radio landscape 

Best Of Both Worlds 

Jackie Vadrigal 
JMadrigal@RadioandRecords.com 

hen Lntravision Radio's pop KSSE (Súper Estrella) /Los 
Angeles makes a move, it has a major impact on the Latin 

Windustry as a whole. 
At midnight July 13, KSSE segued from being the premier 

Spanish -language CHR outlet to the station that plays all the 
pop hits, regardless of language. 

"La Nueva Super Estrella" is programming three to four English -language hits per 
hour, a 70% Spanish -30% English ratio. 

What brought on the change? KSSE is competing in the largest Hispanic market 
in the country, where the coveted 18 -34 Hispanic female audience is divided not only 
among the other Spanish -language stations, but also among general -market signals. 

Entravision Radio VP of programming Néstor Rocha says that the company had 
been researching the idea of adding English music for a while, and it noticed that 
Latinos enjoy Justin Timberlake as much as Maná -and that's the case whether they 
are primarily Spanish- speaking or bilingual. 

Although this music mix is new to Los Angeles and the U.S. Hispanic market, it 
is not unprecedented in Puerto Rico, where such pop stations as Univision Radio's 
WKAQ (KQ -1115) and RAAD Broadcasting's WXYX (La X) play English music. 
According to Nielsen BDS data, 21.29% of the music KQ -105 played during the last 

month was English -language. For La X the percentage was even higher: 24.04 %. 

Stations in Mexico are also known for meshing Spanish and English pop. 
And with "reggaetón dying," Rocha says, "there isn't a station in Los Angeles that 

caters to 18 -34 Latinos. Now we're that station." 
The way Entravision/Los AngelesVP/GM Karl Meyer sees it, "Good pop is good 

pop," and the songs Súper Estrella plays perform well with its P1 s as well as those of 
its competitors. 

With a wealth of Spanish pop music available, and Súper Estrella having, until now, 
a reputation for breaking new music in that genre, the move is likely to have an impact 
on record labels. 

Acknowledging that it's going to be tough on them,Warner Latina marketing direc- 
tor Albert Ramirez says he hopes Súper Estrella's move presents an opportunity for 
Latin artists releasing bilingual collaborations with American artists. 

Ramírez's hope will have to wait, because, according to Rocha, Súper Estrella will 
only play proven hits, and is no longer in the business of breaking new music. He has 

even informed Latin labels that for their music to get a shot on Súper Estrella, it first 

needs to be a hit in Mexico. English- language songs will get airplay only if they are 
hits on stations like Clear Channel's CHR /top 40 KIiS /Los Angeles. 

Realizing what lies ahead, labels are obviously feeling pressure. Sony BMG Norte 
VP of marketing /A &R Nir Seroussi says he understands the station has to consider 
its ratings and make a breakthrough in the market, but with 30% fewer spots avail- 
able for Spanish music, "it's going to be a challenge for us." 

Universal Latino seniorVP ofmarketing /A &R Walter Kolm also views the change 
as a tough blow to the labels. "We had a strategic partner to develop new talent," he 
says. "As the industry changes, labels have to be more creative and look for new 
avenues to market new talent." 

Rocha says he knows Latin labels are not exactly pleased with the move but says it 

JULY 27, 2007 

MANA DEBUTS AT 
NO. 17 ON THE LATIN 
ROCK CHART WITH 
"O_ALA PUDIERA 
BORRARTE." 

9 

2 6 

7 

18 
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® ` ,e 

(D 
.. 

17 

18 - 

RE-ENTRY 

TITLE 
ROCK /ALTERNATIVE 

A MARTE PASTILLA 

RAININ IN PARADIZE MANU CHAO 

ENTRE LA GUERRA Y EL AMOR DELUX 

ENAMORADO GUSTAVO LAUREANO 

NANAI MALA RODRIGUEZ 

BESAME EL TRI 

INTOCABLE ALEKS SYNTEK 

NARCISISTA POR EXCELENCIA PANDA 

PRISIONERO MIRANDA 

LA VIDA RABANES 

DIOSA RULETA STnlr FIIAMF 

LOS MALAVENTURADOS NO LLORAN PANDA 

BIENVENI00 SHOW DELIRIO 

ME GUSTAS COMO QUIERAS MIL _O TORRES Y EL TERCER PLANETA 

YEGUA LOS BABASONICOS 

ANGEL DELIRIO 

IMPRINT / PROMOTION LABEL 

SONY BMG NORTE 

NACIONAUBECAUSE 

SONY BMG NORTE 

UNIVERSAL LATINO 

MACHETE 

FONOVISA 

EMI TELEVISA 

WARNER LATINA 

EMI TELEVISA 

UNIVERSAL LATINO 

EL COMANDANTEN&J 

WARNER LATINA 

OJALÁ PUDIERA BORRARTE MANA 

BLACK SHEETS BIRDS OF TOKYO 

ELLA SE MUEVE CRUEL RABANES 

SOGNARE DIVISION MINUSCULA 

GOLD FLAMEN &J 

TRIBAL VIBES 

UNIVERSAL LATINO 

GOLD FLAME 

WARNER LATINA 

MGM 

UNIVERSAL LATINO 

UNIVERSAL LATINO 

á 
Z TITLE 

3o ARTIST 

RECORD POOL 

15 NADA PUEDE CAMBIARME PAULINA RUBIO 

8 LA FOTO SE ME BORRO ELVIS CRESPO 

EMPECE A LLORAR ANTHONY CRUZ 

ADONDE SE FUE xTREME 

12 DALE PA TRA (BACK IT UP) NOTCH 

DALE AZOTA TONY TOUCH FEAT. IVY QUEEN 

NO ME LA PONGAS DURA PEDRO -ONGA 

MI GENTE MARC ANTHONY 

19 

8 

4 

10 

3 

13 

5 

6 

6 

17 

2 

2 

5 

3 

IMPRINT / PROMOTION LABEL 

UNIVERSAL LATINO 

MACHETE 

M.P. 

LACALLE/UNIVISION 

CINCO POR CINCO /MACHETE 

EMI TELEVISA 

M.P. 

TE QUIERO ASI BETZAIDA 

CONECTATE OPTIMO 

TUYA JENNIFER PENA 

CORTAME LAS VENAS TONO ROSARIO 

CHIQUILLA CHIQUITA JOE VERAS 

LA MANERA ADASSA 

LA MUJER QUE MAS TE DUELE ISSAC DELGADO FEAT. VICTOR MANUELLE 

SI LA VES POR AHI EL GRAN COMBC DE PUERTO RICO 

TORRE DE BABEL DAVID BISBAL FEAT. WISIN & YANDEL 

THE WAY SHE MOVES ZION FEAT. ANON 

WHINE UP KAT DELUNA FEAT. ELEPHANT MAN 

ME SIENTO VIVO MICHAEL STUART 

SONY BMG NORTE 

MELODY /FONOVISA 

SONY BMG NORTE 

UNIVISION 

UNIVERSAL LATINO 

JVN 

UNIVERSAL LATINO 

LA CALLE /UNIVISION 

DISCOS 605 /SONY BMG NORTE 

UNIVERSAL LATINO 

BABY /CMG/SRC /UNIVERSAL MOTOWN 

EPIC 

MACHETE 

61 

'We lad a 
strategic 
partner to 
develop new 
talent. As 
the iidustry 
changes, 
labels have 
to be more 
treat ive 
and look for 
new avenues 
to market 
talent.' 

-Walter Kolm 

will help KSSE grow, "and the listeners will enjoy the station more" 
To further affect the territory, th. Súper Estrella Network - 

heard in 11 markets, including Phoe iix (KVVA /KDVA), Denver 
(KJMN) and Las Vegas (KRRN) -has followed in KSSE's foot- 
steps. And in many of those markets, the Súper Estrella station is 

the only Spanish pop outlet, essentially leaving Latin labels with- 
out a vehicle to promote their unproven artists. 

How tar will Súper Estrella go with its bilingual initiative? Only 
time will tell, Rocha says. "We don't want to lose the Spanish - 
speaking audience, who gives us huge TSL, but as we do more 
research we'll determine if we go more bilingual or stay where 
we are," he says. 

Just to be clear, Meyer stresses that Súper Estrella remains a 

Spanish station, and is not trying to position itself as a general - 
market outlet.The station's jocks wii still speak Spanish, and the 
majority of its spots will also remain_ so. 

In Los Angeles, where 41% of the radio market is Hispanic, 
according to Arbitron, Rocha says it's all one pie and everyone 
wants a bigger piece of it. Súper Estrella was a very pop sta- 
tion that needed to take advantage of other music to appeal to 
a larger audience. Rath! 
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