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ROCK ALTERNATiVE 

Or ay to rock 
is format masterwork from Mike Henry, Managing 

Partner of Paragon Research and ore of the architects of "The Peak" in Denver. With Rock 

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

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

Alternative, the solid new way to rock. Call Gene Ferry, National Affiliate Sales Manager. 
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Audio 
Consoles 

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

1200 Series Consoles 

1200-5 
1200-10 
1200-15 

Five ch $1.795 
Ten ch $3.495 
Fifteen ch $4.995 

12000 Series Consoles from $3.995 

22000 Series Consoles from SO 995 

Digital 
Workstations 

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

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

CD 
Automation 

Use for 
Lite On Air, 
Automation, 
Production, 

News & 
Scheduling 

Arrakis, 
your complete solution... 

Digilink & TrakiSbr' 
Workstations 

from $7,995 

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

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

r r 
( 3 CD 3- 

Sony Worldwide Networks 
Manhattan, New York 

s _ 

In some areas (970) 224-2248 

DIGILINK 
Hard Disk Digital Audio Workstations • . • 

Studio 
Furniture 

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

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

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

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

Desk*Star studio 
furniture from $995 

Modulux studio 
furniture systems 
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CBI Has A HOT. 
New Traffic 
Billing System! 

Premier from CBSI is the industry's first new 
radio traffic and billing system in more than a 
decade. It's designed to easily handle the com-
plicated tasks of running major market stations, 
duopolies and LMAs. 

CBSI listened to what more than 2,000 radio 
stations said they needed from a system. This 
information helped inspire features that have not 
been available before CBSI's Premier Today they 
are possible, thanks to CBSI's exclusive High-
performance Object —echnology (HOT.). Our 
developers used H.O.T. to build CBSI's powerful, 

new DeltaFlex Traffic 
Engine to drive Premier 
— and give you the 

• net TCPItIIUY 

[kWh 
features you need. 

Custom Business Systems, Inc • 

Straight Talk From The Big Name In Broadcast Solutions 
P.O. Box 67 Reedsport, Oregon 97467 
Call 800-547-3930 in the USA and Canada 
Telephone 503 271-3681 • FAX 503 271-5721 
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PREMIE 
TM 

TRAFFI: RI BILLING SOFTWARE 

Call CBSI to learn more about 
Premier, Jr about CBSI's new 
versions of Classic and Elite 
traffic and billing systems. Here's 
a sampling of Premier features 
built into each system: 

• Superior Copy Rotation 
Create multiple plans and 
hundreds of levels of 
instructions; rotate by 
percentage ratio; rotate spots 
and tags. It's easy. 

• Streamlined Order Entry 
End the struggles of a complex 
contract, and keep it simple for 
your client. 

• User-Defined Confirmations 
Get aosolute clarity of the 
contract for you and your client, 
and customize it for your 
specific needs. 

• Exclusive CBSI Clipboard 
Available for DOS and Windows 
formats, now you can cut and 
paste entire contracts easily. 

• Pending Orders 
Now your sales staff can enter 
their own orders at the station 
or from the field. 

• Break Balancing 
This time-saver balances 
commercial breaks equally 
among all your stations. 

And there's more... 
For example, revenue projections 
far into the future, spot and 
program avails projections, 
powerful sales management 
reports, operator rights and 
security, CBSI interactive manuals, 
a variety of log presentations, Laz 
E-Forms' and CBSI's faster than 
ever backup utility. 
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See You 
In Vegas 

-9\""-  \B '96 should prove to be a bellwether show for radio. As an industry, we 
are squarely in the middle of a metamorphosis that is changing the wire-

_Á._ less wonder of the 1920s to radio in the age of cyber-mania. 
Rad o in the car and radio at the beach — in other words, the portable, best-

friend radio — will remain unchanged for now. But real change is evolutionary 
and the change has started. NAB '96 exhibits, including the internet.96@nab 
underscore that the lines between once divergent media are now drawn by the 
cables networking digital audio editor to automation system to digital console to 
digital RF equipment. Looming on the horizon is the image of is and Os emanat-
ing from the transmitter to complete the digital chain. 
The evolution is timely if radio as an industry is to attract the coming genera-

tions of radio consumers. Suckled on the PC, these generations will demand an 
interactive radio — control of which will be at their fingertips, in their PC key-
boards, vi an international information superhighway. 

It is the same technology that is revolutionizing the way you do business and 
create radio that will allow the new breed of radio user to find the medium and 
exploit it at will — just in a radically different way. 
I know that much has been written and speculated about the ties between radio 

and the on-line services, and many are still not convinced of the benefits one can 
provide for the other. But the rush of tools and technology building this radio of 
the future will be on display on the NAB floor. Come on out and see it. 
And while you are there, stop by and see us at booth No. 900 in the audio 

exhibit hall. We'll also see you around as we report for the NAB Daily News. 
That is it for now ... see you in Las Vegas. 
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Compatibility, Confidence, 
and Cost 

• The ideal solution for 

remote broadcasts, ad 

hoc networks, voiceovers, 

distribution of commer-

cials, backup to satellite 

and microwave links, and 

many other applications. 

• Designed by lelos 

specifically for radio 

applications over ISDN 

and Switched 56. 

• Clean, uncluttered 

front panel for simple 

operation. Full metering, 

call duration timer, 

headphone jack, and 

mic/line inputs. 

• Built-in input protection 

limiter. When your talent 

screams, your audio does 

not distort. 

• Zephyr has an ISDN inte-

grated terminal adapter 

designed for the non-tech-

nical operator. You can 

even place a standard 

voice-grade call to a Plain 

Old Telephone Service 

(POTS) telephone. 

No product 
lets you 

connect so 

easily to more sites 

via digital phone 

lines than Zephyr.' 

Zephyr has Layer Ill 

which delivers 15kHz 

mono audio on just 

one of the two digital 

channels of an ISDN 

circuit. You save 

just one ISDN circuit 

and one Zephyr. In 

stereo mode, Layer Ill 

and Zephyr preserve 

critical stereo infor-

mation for superior 

Zephyr will communicate with 
these codecs and more! 

CD01000 

CDQ2000 

CDQPrima 

Comrex DXP 

Comrex DXR 

Comrex DX200 

Micro 56 

Micro 66 

RE 660/661 
Contort n fo omplete compatibility deeds. So net coder modes of some codes models may not be presendy supported. 

Need to call a site 

that only has Loyer Il 

or G.722? No prob-

lem. Zephyr is back-

wards compatible 

with all Layer II 

implementations, 

such as MUSICAM. 

Connecting to 

another Zephyr site? 

Now you really have 

options! 

because the transmis-

sion cost is half that 

of other schemes 

which require both 

channels for broad-

cast quality. 

A split channel mode 

allows you to transmit 

two different mono 

programs to two sep-

arate locations using 

musical events. And 

in all modes, Zephyr 

is full duplex for two-

way transmissions. 

lelos quality and 

value result from 

more than a decade 

of exclusive dedica-

tion to products for 

the broadcast-to-

telephone interface. 

Why buy an ordinary 

codec, when for 

about the same price 

you can have a 

Zephyr? 

.41i1 11 
-.gentian 

2101 Superior Avenue 
Cleveland, Ohio 44114 

+1.216.241.7225 
FAX: + 1.216.241.4103 
email: info@zephyr.com 

The Best i to Hear • There 

Trios Systems, the Telos logo, Zephyr, and The Best Way To Hear From There ore trademarks of 11.5 Corporation. All other trademarks ore property of their respective holders. 

Find us on the Woad Wide Web at Istast//wwer.uphyr.com 
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DeReg is a 
high-stakes 
gamble. 

DCI loads the dice in your favor. 
You want a sure thing in Las Vegas this 
year? Try this: Deregulation is going to set 
the radio industry on its ear. Chains are 
about to explode like popcorn. And when 

they do, your stations are going to have to 

communicate with head office—and each 
other—like never before. Digital 
courier is the only way. 
We don't just provide free digital 

delivery of CD-quality spots from 
major advertisers. DCI also offers 

you the confidential 2-way, point-to-point 

and multi-point communication that you'll 
need to make dereg work for you. You can 
centralize your Production, Programming 

and Traffic, take control of your information 
flow and save money at the same time. 

Stop by the DCI booth (# 1926) at 
NAB in Las Vegas and pick yourself 

(r a winner. 
II Ile 8 4 1 

For further information call DCI 
TM Toll-Free at 1-800-488-2021.  

Di:ital Courier 
INTERNATIONAL 
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THE ONLY TALK SHOW DELAY THAT 
CAN MAKE THESE STATEMENTS. 

Bad words, # @ e6r * %! like bad news, often come in threes. The new Eventide 

BD500 is the only obscenity delay in the world that can eliminate them. Now, when you hit the 

Dump button, you don't lose the whole delay and the obscenity 

protection that goes with it. You can divide the total available delay time into not one, or even two, 

but several discrete segments. You still have protection even after dumping two consecutive 

no-no's. 

%#"!@*$! 

You also get the cleanest, quickest delay catch-up you can buy. Because there's only one way to 

maximize audio quality and still catch-up rapidly after a delay dump... and Eventide owns the patent. 

Over the years, several other brands of delay have come and gone. But the simple fact is that 

the catch-up methods others use must be painfully S-L-0-W to avoid serious audio problems. 

DELAY AMOUNT 

[DUMP 

• HIGH GUALITv 

PATENTED 

CATCH UP 

• MULTIPLE 

DELAY DUMP 

CAPABILITY 

tal-ready with optional AES/EBU digital audio inputs 

fib And, because you 

may not be using 

that analog con-

sole forever, the 

BD500 is also the 

only broadcast 

delay that's digi-

and outputs. It's stereo, of course. A 

convenient new "sneeze" button allows the talent to sneeze, cough, etc. without being heard on air, 

and without dead air. All front panel switches (except configure) and all status indicators can be 

remoted (both RS-232 and dry contacts are provided.) Plus, only the BD500 gives talent both a 

digital readout of delay time and a "quick read" LED bar graph that shows "you're safe" at a glance. 

For all these features and quality, you'd expect top-of-the-line pricing. But surprise! The BD500 

costs thousands less. It's the best value ever in a broadcast talk show delay. Exactly what 

you'd expect from the people who invented digital broadcast delays in the first place. 

Call your distributor, Eventide direct, or check it out on the Web at http://www.eventide.com 

BD500 

Eventide 
the next step 

Eventide Inc. 1 Alsan Way, Little Ferry, NJ 07643 • Tel ( 201) 641-1200 • Fax (201) 641-1640 • http://www.eventide.com 
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The Bottom Line 
In response to your recent editorial 

("Our Founding Fathers Said So,. 
February), I couldn't disagree with you 
more concerning the V-Chip. 
I realize that parents are ultimatel 

responsible for our children. As a par-
ent, can I say we could use a break 
here! It is difficult for parents today. A,' 
a Christian parent, I do my best to raise 
my son in the way I feel is best. That 
job becomes much harder when outside 
influences work against you. I prefer 
not to throw my TV or radio out the 
window, but the industry seems bent 
on pressing us to the limit. 
I know what you're going to say. 

change the channel. That's just another 
tired old excuse used by those who are 
unwilling to make changes where the 
need to be made. Big Brother watching 
us? Come on. Let old clichés lie. The 
industry is not concerned about Big 
Brother. It doesn't want the V-Chip 
because 1) it doesn't like to be told 
what to do and 2) it simply doesn•t 
want to spend the money to implement 
it. Let's face it, money is the bottom 
line, not Big Brother, and certainly not 
our children. Otherwise, we wouldn't 
need a V-Chip, and I wouldn't be writ-
ing this letter. 

Bryan Wolfe 
Music Director 

WCHO-FM/WOFR(AM) 
Washington Court House, Ohio 

Al! letters received become the property 
of Tuned In, to be used at our discretion 
and as space permits. Correspondence 
may be edited for clarity. We want to 
hear from you! Address letters to 
Whitney Pinion, Managing Editor, 
Tuned In, P.O. Box 1214 Falls Church, 
Va. 22041; fax: 703-998-2966; or e-
mail: 74103.2435@compuserve.com 
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;Sound Great Rod Look Great On 
The Bottom Line, 

Win JSNI 
Jones Satellite Networks 

STACKS UP! 
The best selection of 

successful, proven formats. 

Major Market Sound 

A Continuously Researched Music Mix 

Dependable, Consistent On-Air Talent 
with Experience in Markets of All Sizes 

Ample Opportunities for Localization 

You Control Your Local Market 
Presence, Sound & Impact 

The Market's Most Reliable, 
Affordable Delivery System 

1 As a JSN affiliate, you have more time to focus on 

sales, promotions and community visibility. 

There's a JSN format to match your individual 

market needs. Call us. Discover how JSN 

advantages stack up in your favor. 

NM avaid 

f** 
r 

Good Tine Mes. 

now *IL 
are . Z.. 

JONES SATELLITE METHS'S' 

Call Gene Ferry, National Affiliate Sales Manager at 303-784-8700 

--ines Satellite Networks r a subsidiary of Jones Intercable, Inc 
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n Hispanic radio they joke, 
"More people show up for 
a remote than you find on 
the station's Arbitrons." 
Spanish radio listeners love 

festivals, parades and food. They cel-
ebrate Chilean independence day, 
the birthday of Venezuela, Bride-to-
Be day, the rodeo and zillions of 
holidays. 

Chicago's Cinco de Mayo, spon-
sored by WIND(AM), drew 200,000 
people to McCormick Park. In 
Miami, the annual Calle Ocho carni-
val, with strong participation from 
Heftel Broadcasting stations, packs a 
million people into 23 city blocks. 
Twelve stages play local tropical, 

salsa and international 
music. Families 
stay all 

day, listen to their favorite music and 
mingle with other members of the 
Latin community. 

"It's only in the last five years that 
Arbitron picked up the power or 
presence of listeners to Spanish sta-
tions," says Kathleen Bohan, director 
of research and marketing for Katz 
Hispanic Media. "Two thirds of the 
Hispanic population is concentrated 
in the top 10 markets, and many of 
the stations were AM." 
Now, with the increase in the 

Hispanic population and more 
Spanish-speaking FM stations, the 
stations do better in the Arbitron rat-
ings. And, says Bohan, "the music 
sounds better on FM." 

Savvier approach 
Spanish-language stations are becoming more 

savvy in their programming, business and 
research, and the numbers are evidence of these 
changes. In the Fall '95 Arbitron survey, Hispanic 
stations rated high in many markets, including: 
No. 1 in Los Angeles (KLVE-FM), No. 2 in New 
York (WSKQ-FM), No. 1 in Miami (WAMR-FM), 
No. 12 in Chicago (WOJO- FM) and No. 1 in San 
Antonio (1(XTN-AM-FM). 

by Kathy Gronau 



2 Rail Curtains 

(RADIO SPECIALS) 

Introducing: 
Package Deal for Only 

1KD Majestic 100   $575 

1 Side Panel   $ 90 

$180 

Graphics Available 
Example: 

1- Color Logo printed on all 4 sides of top = $ 307 

2- Color Logo printed on all 4 sides of top = $ 434 

3- Color Logo printed on all 4 sides of top = $ 601 

Regular Price  $845 Kanopies & Accessories 10% OFF 

1(0 MAJEST1CS 
A Aluminum Frame 

A Custom Silk Screened Graphics 

A Variety of Colors & Accessories 

A Water Resistant & Fire Retardant Fabric 

A FREE Heavy Duty Carry Bag & Stakes 

A Rust Proof 

A Durable 

A Sets Up in 30 Seconds 

A No Loose Parts or Ropes 

A 8'x8', 10'x 10' & 10x20' 

COLORS: 
White Blue 
Cream Red 
Yellow Fuchsia 
Green Teal 
Black Purple 

(r Orders & Graphic Quotes: / KO Kanopy® \ ) 

800-432-4435 3755 W. 69th Place Westminster, CO 80030 



DIRECT PRICE LIST 

KD ORIGINAL 

With one piece steel frame, top, 

spikes and carry bag 

10' x 10' $439.00 

Combination Color Top: 
Add $25.00 

KD MAJESTIC 

With one piece aluminum frame, 

fiber-reinforced DYNIDIOM'y fittings, 

top, spikes and carry bag 

64 8' x 8' S530.00 

100 10' x 10' 575.00 

200 10' x 20' 940.00 

Combination Color Top 
Add 525.00 on all sizes 

KD BANNERPOLES 

OUTDOOR BANNERPOLE 

18' Bannerpole vv/Flag SI 75 00 

FREE 
FlArd Case 

INDOOR BANNERPOLE 

12' Bannerpole vv/Flag S1 20 00 

Graphics available 

Effective 1/1/96 

Prices subject to change 

KD GRAPHICS 

CUSTOM: Fax logo for 

quote 

STANDARD: Simple block 

letters 

Colors— White or black 

One row imprint 

GRAPHICS TERMS: 

50% with order Balance prior 

to shipment 

KD STARSHADE 

S 69.00 

Star-shaped tensioned fabric structures 

with top, center pole, stakes and 

carry bags 

800 sq. ft. 

400 sq ft. 

$3650.00 

1825.00 
Combination Color Top: 
Add $150 per additional 
color 

KD STARSTAGE 

550 sq. ft. $3450.00 

Combination Color Top: 
Add 5150 per additional 
color 

KD Kanopy. 

71e Best Heeler the SUN® 
3755 W. 69th Place 

Westminster, CO 80030 

Phone 303-650-1310 

Fax 303-650-5093 

Call 1-800-432-4435 

Terms: Net prior to shipment 
For shipping & handling, 
add 7% of total invoice or 
minimum of $10.00 
F. O. B. Westminster, CO 
C. 0.0. Accepted 

ACCESSORIES 

SIDE PANEL (Zipper) 

KD Kanopy colors or netting 

10' S 99.00 

8' 89.00 

(Net) 

SIDE PANEL (Hook & Loop) 

KD Karlopy colors or r letting 

8' S 80.00 

10' 90.00 

(Net) 

SIDE PANEL 

Half solid/half net with 24" "service 

window" 

8' $136.00 

10' 146.00 

RAIL CURTAIN KIT Includes 

38" high curtain and hardware 

8' S 85.00 

10' 90.00 

GRAPHICBANNER 

I 0 65.00 

S 60.00 

GRAPHICSKIRT Change logo 

or add color to top 

8' x 8' 

10' x 10' 

10' x 20' 

140.00 

175.00 

260.00 

RAIN GUTTER (White only) 

Join two or more KD's together; 

expand ;ndefinitely 

8' & 10' S 49.00 

20' 69.00 

SAND BAGS Each holds 35 lbs. 

of sand Attach one to each leg 

SPECIAL 
Set of 4 44&-fer $ 30.00 

Set of 6 C)41-817 $ 40.00 
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In 1995, advertisers directed $321.17 million 
nationally on Spanish radio, an 11-percent 
increase over the previous year. The spendable 
income of Hispanics has made them a potent 
consumer force. Their purchasing power dou-
bled in 10 years from $92 billion in 1982 to 
$185 billion in 1992, according to Arbitron. 
h Major corporations have targeted millions of 
dollars in advertising to reach this increasingly 
affluent group. Some include Proctor & 
Gamble, General Foods, McDonald's, Kraft, 
Coca-Cola and Anheuser-Busch. Some advertis-
ers even have a special budget for Hispanic 
radio. To meet these needs and sell to the 

rkgrowing Hispanic population, ad agencies are 
setting up Spanish divisions. Stations may have 

ele full-time copywriters to rewrite ads using the 
local dialect, to make them more effective. 

But, says Bill Tanner, vice president of pro-
gramming for Heftel Broadcasting Corp., adver-
tising rates on Spanish stations across the coun-
try (except in Miami) have a long way to go to 

* catch up with mainstream radio advertising 
rates. 
The number of Spanish-language stations has 

grown from 67 in 1976 ( Arbitron) to 421 in 
1995 (M Street), rocketing 11 percent over the 

▪ last year alone. Yet the success of Hispanic 
• eradio has caused an uproar among the non-
• 1Hispanic radio executives in Los Angeles (see 

• "Habla Español?" Tuned In, March). 
• Currently, Hispanics represent 10 percent of 
• the U.S. population and are increasing by leaps 
• and bounds, numbering 22.6 million in 1990 

and expected to reach 40.5 million by 201 • 

making them the hugest ethnic group by the 
21st century, according to Simmons 1995. 
With this enormous growth and the small 

number of Spanish-language radio stations in 
some markets, it is not surprising that Spanish 
stations are taking market share from English-
language stations. It is the law of supply and 
demand. 

Sticker shock 
Yet, there was some sticker shock with the 

sale of New York's WPAT-FM for $80 million to 
Spanish Broadcasting Systems and the AM for 
$12 million to Heftel Broadcasting. Bohan says 
that the sale is one of the largest on record for 
a single station, and industry watchers will be 
gauging its success as a Spanish-language sta-
tion closely. 
"The Hispanic radio revenue in the New York 

market is now $25 million and is expected to 
go up to $50 million in less than five years," 
says Bol) Gould. Gould is director of sales at 
Media Monitors, the leading U.S. advertising 
tracking company, monitoring 16 markets, four 
of them Hispanic. 

Preferred medium 
Virtually all Hispanics listen to the radio, 

according to Arbitron. The Radio Advertising 
Bureau Fact Book says that 96 percent of 
Hispanics listen to the radio each week. And 
they listen for a long time, tuning in 25 hours 
and 18 minutes a week, according to the Spring 
1994 Arbitron National Database. 
Many stations say their time spent listenin 

mr› 



• • • • • • • • • • • • • • • • • • • • • • 

(TSL) is 10 to 11 hours per week, which 
is due, in part, to the few Spanish-lan-
guage choices. "The longer TSL kicks up 
the AQH (average quarter hour)," says 
Jim Gabbert, general manager and own-
er of three Northern California radio sta-
tions, two of which — KOFY(AM) and 
KAZA(AM) — are Spanish-language. 
The audience for Spanish-language 

programming is extremely loyal 
throughout the day, with weekend lis-
tening especially strong. "Because of 
their tremendous passion for music," 
says Luis Albertini, general manager of 
four Miami stations (WAMR-FM, WRTO-
FM, WQBA(AM) and WAQI(AM)), "they 
listen longer than their non-Hispanic 
counterparts." 

In addition, "Hispanics respond to 
contests and all the gimmicks that can 
be used to develop ratings," says 
McHenry (Mac) Tichenor, Jr., president 
of the 47- year-old Tichenor Media 
System in Dallas. "If you're not doing a 
good job, someone can steal your audi-
ence overnight." 

Country of origin 
"Radio is so important, (because) it 

reflects the local community," says 
Katz's Bohan. "Hispanics listen by coun-
try of origin and level of acculturation," 
she says, "not according to age and sex, 
like general market stations." For 
instance, people who have lived in the 
United States for several generations 
want a different style of radio than 
recent immigrants. "Assimilated" 
Hispanic listeners can be reached 
through general market media. Those 
who are "unassimilated" do not speak 
English and are immersed in Hispanic 
culture. Music, news, stories from the 
community and jokes told in familiar 
dialect give them a connection with 
their native culture. 

Selling to this Spanish-speaking audi-
ence is a delicate matter, requiring 
experts. "Research shows that Spanish-
speaking people like to be approached 
in Spanish," says Los Angeles' 
KKHJ(AM) Local Sales Manager Marco 
Gonzalez. "When you invite them in to 
your store, it is a way of being courte-
ous to the Hispanic community." 

In Miami, the Cuban and Colombian 
populations want to hear ads in their 
native dialects that differ from the 
Puerto Rican delivery that a New York 
station might need. In Texas, where 
Hispanics have lived for several genera-
tions, on-air talent use a mixture of lan-
guage, switching between Spanish and 
English in the same sentence. "You'll 
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almost never hear a Spanish ad on 
a general market station," says 
Media Monitors' Gould. 

Latin American consumers 
The Hispanic population in the 

United States is young. More than 
half are ages 18 to 34, according to 
Simmons' Hispanic Study & SMM 
(Study of Media and Markets), 1995. 
Their families are often large, some-
times headed by a single mother. 
Overall, their household incomes 
have lagged behind those of the gen-
eral population, but their cash flow is 
increasing. 
What do they buy? Not surprisingly, 

groceries are big items for the large fam-
ilies. They also buy more carbonated 
drinks, over-the-counter drugs and hair 
creams than the general population. 
"Hispanics buy American cars. They are 
really big on Fords, Chevys and trucks," 
says Gabbert. Other advertisers include 
"long-distance services, lawyers, money-
grams — to transfer money because 
they are sending money home — and 
travel agencies. (The copy might read) 
'Fly back home and see your family.-
They have a cultural bias toward using 

cash over credit cards. Males dominate 
in their social relationships, although 
sometimes women manage the finances. 
They use broadcast media more than 
print. For that reason, many stations do 
not cross-promote with newspapers. 
"Few companies send out direct mail in 
Spanish," says Bohan. "You would need 
a targeted database, and they don't per-
meate into the Hispanic market." Radio 
stations cross-promote with TV rather 
than print because even though second-
or third-generation Hispanics may speak 
Spanish, they may not read it. Also, 
some sophisticated broadcasters may 
use billboards. "Outdoor (adver-
tising) has always been 
big," Bohan says. 

Programming 
Radio presen ( 

the culture for a 
Latin listener; it 
brings him or her 
music, sound and 
attitude from the 
native home. The 
business and 
programming of 
Hispanic radio 
have changed 
in the last 10 
years, now 
creating stiff 

A 
KVVA -AM-FM 

competition in the 
radio industry. "Before, ratings weren't 
that critical; it was just money. It was a 
hodgepodge," says Albertini. Then, out-
lets served many different audiences on 
the same station with a variety format. 
"We would run 24 to 28 minutes an 
hour of commercials." 
In this new marketplace, stations have 

streamlined their on-air sound to devel-
op a niche in the market and appeal to 
more listeners. As competing stations 
entered the market, they specialized in a 
variety of formats, inlcuding Tejano, 
banda or salsa music to reach the 
Mexican,Caribbean or Central Americans 
in their audience. They also can charge 
two to three times more for ads. "Our 
FMs run 10 units an hour and we are 
very highly priced," Albertini says. 

Differences among Hispanics 
The Spanish-speaking community is 

united in many ways; they love festivals, 
music and family. However, a recent 

immigrant from Puerto Rico 
speaks a language, holds 

political views and likes 
music different 

Listeners show their support at 

WOJO/WIND festivities. 
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from a sixth-generation Texan from 
Mexico. When Hispanics listen to the 
radio news of the day, actualities or 
music, they desire a linguistic affinity 
with their culture. 

Heftel's Tanner has brought great suc-
cess to KLVE-FM, now number one 
(12+) in the Fall '95 book. He's from the 
mainstream, top 40 world that depends 
very heavily on call-out research. He 
uses his experience to help Heftel's sta-
tions know which songs to play and 
which to burn. 
The country of origin is important in 

Tanner's research: he says he feels that 
a Cuban should interview a Cuban 
household. " If you are going to put a 
person in charge of research in Jackson, 
Miss., would you hire an interviewer 

-5 

from the Bronx?" he asks. "There is 
a difference of style and taste." 
Country of origin also affects 

Tanner's concept of programming. 
KLVE-FM plays "romantic hits" by 
big names, such as Julio Iglesias 
and Luis Miguel, to appeal to all the 
Hispanics in the market, yet he works to 
give each station a local market flavor. 
"L.A. (Hispanic market) is 80 percent 
Mexican. We felt we needed to be 
moved into the center to appeal to all of 
L.A.'s Hispanics," he says. 
"(Hispanics) listen to radio for enter-

tainment," says Kevin Jenkins, director 
of sales for Caballero and writer/pub-
lisher of Hispanic Media Update, refer-
ring to the music, comedy and sports 
that make up most of the programming. 

át 

eiNe 
Now in the 
Majors 

by Frank Montero 

H
ispanic radio is hot, or I should say caliente. Across the 
country in major markets, and increasingly in medium- and 
small-sized markets, we are seeing Spanish-language stations 

attracting the attention of listeners, advertisers and investors alike. 
Once the province of small, largely Hispanic, family operators, 

the growth of the Spanish-speaking population in the United 
States, and the rise in popularity of crossover Latin artists like Gloria 
Estefan and the late Selena, brought Spanish programming out of 
the late-night AM slots into the prominence of powerful major mar-
ket FMs with 24-hour programming and major advertisers. 

Major market dominance 
Several years ago \\ hen Spanish 

Broadcasting System's KLAX(FM) 
went to number one ( 12+) in Los 
Angeles — that is number one over-
all in the market, not just among 
Spanish stations — everyone, includ-
ing Howard Stern, thought it was a 
fluke, or better yet, an Arbitron error. 
However, it stayed at number one 
until it was finally dethroned last year 
by Heftel Broadcasting's KLVE-FM, 
which is (yes, you guessed it) 

continued on page17 w> 

KyTN-AINKIVI 
Son Antonio 

os P•nger 

Q.o 

Spanish-
language 
radio caters to 
the local com-
munity and has 
to have local 
market appeal. As 
in the general mar-
ket, morning shows 
are the most outra-
geous. Many morning 
jocks sound like early Rick 
Dees, playing many funny characters on 
the air. "There is the old man, the old 
lady Kika, children," says Guillermo 
Nava, morning personality on 
KLOK(AM)-KRBG-FM in San Jose, 
Calif. "We talk about sex, sports and 
problems of the Mexican people." 
Liberman-owned KKHJ leads all 

Hispanic AM stations in the Los 
Angeles market. It plays banda, a tra-
ditional form of Mexican music made 

1 hotter with synthesizers and elements 
of rock, and norteña, polka-style 
music from northern Mexico. Its 
biggest audience is during morning 
drive because of its comedy team of \five (not including sports, news and 
traffic). "They make jokes about stub-
bing your toe or driving a truck," says 

., sales manager Gonzalez. "People call 
in for different reasons, and the 

' comedians play off the audience." 

DA 
WAMR -FM 

WAQI (AM) 

Spanish talk 
Although there 

talk stations, they 
or prevalent as 

;01o_ 
e30o 

wise, 

FFf 
New York 

are a few Spanish 
are not as popular 
entertainment sta-
tions. "Most 

Hispanics listen 
to the radio for 
music," says 
Caballero's 
Jenkins. Once 
again, the 
exception is 
Miami, which 
cultivates six 
news/talk sta-
tions. The most 
popular is 
Heftel-owned 
WAQI(AM), 
which is ranked 

continued on page 50e 
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programmed in Spanish 
The two popular Spanish FMs still domi-

nate the market. So dramatic is the 
growth that early this year the worried 
GMs of 13 English-language L.A. stations 
called on Arbitron to revise its procedures 
for surveying the Hispanic market. 
Although these events caught the atten-
tion of many outside of Los Angeles, it 
was still dismissed as a uniquely L.A. phe-
nomenon, with its high percentage of 
Hispanics in the population. 
However, no one could miss the fact 

that when Park Communications put its 
New York AM/FM combo, WPAT-AM-FM, 
up for sale, the winning bidders were 
these same two companies, which intend 
to switch the stations from their English 
easy listening format to Spanish. Heftel 
paid $ 19 million for the AM, and SBS 
paid a whopping $83.5 million for the 
FM. For Heftel this will make its second 
AM station in the New York metropolitan 
area (joining its popular WADO(AM)) and 
SBS will have its third station, including 
an FM duopoly with WSKQ-FM, which 
has now risen to the second-most-lis-
tened-to station (12+) in the New York 
market. Meanwhile, other markets contin-
ue to welcome Spanish programming, 
including San Antonio, where Tichenor 
Media System's IOCTN-AM-FM combo has 
been number one, and Miami where, 
once again, Heftel and SBS go head to 
head with regional competitors to control 
that lucrative Hispanic market. Beyond 
these examples, Spanish-language sta-
tions have risen in popularity in markets 
such as Chicago, San Francisco, Houston 
and Dallas, to name a few. 

Big players 
As little as five years ago, Spanish 

radio essentially had only one large 
group owner, Tichenor Media System of 
Dallas. Tichenor was largely a Texas 
chain with the exception of its successful 
WIND(AM)-WOJO(FM) combo in 
Chicago and a failed attempt to penetrate 
the highly competitive Miami market. The 
rest was a collection of family-owned, 
standalone AMs or small clusters of two 
or three stations in markets in the 
Southwest or Florida. 

That all began to change with the 
1990 census, which showed the 

Hispanic population in the United States 
as being one of the fastest-growing 
demographic segments in the country. 
At the time, estimates were that 
Hispanics would overtake African-
Americans as the largest ethnic minority 
in the country by the year 2000. Spanish 

media generally, and radio specifically, 
was seen as a major growth market 
attracting the attention of large players. 
Hollywood mogul Jerry Perenchio pur-

chased the Spanish Univision television 
network from Hallmark. CBS expanded 
its Hispanic Radio Network and improved 
its coverage of major sporting and news 
events under the new name CBS 
Americas. CNN launched a joint venture 
to market its CNN Radio Noticias news 
network. CBS and CNN both competed 
with the dominant Cadena Radio Centro 

radio network. Roughly around this time, 
Raul Alarcon's SBS, which was struggling 
financially and near bankruptcy, took a 
relatively unnoticed FM station in Los 
Angeles, changed its call letters to KLAX, 
and made it into La X, the number one 
station in the market. 
Former Congressman Cecil Heftel, with 

the assistance of his president and CEO, 
Carl Farmer, followed by charting new 
ground when Heftel Broadcasting 
became the first publicly traded Spanish 
radio group owner in the country. 
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station against on-air profanities. The new 

•
 Symetrix 610 Broadcast Delay allows talk 

show hosts to "dump" 

obnoxious callers and 

automatically build 

back 7.5 seconds of 
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It purchased stations in Miami, New 
York and Dallas, to join its AM/FM com-
bo in L.A. It also acquired Cadena Radio 
Centro and assumed the position as 
joint venturer on CNN Radio Noticias. It 
has since acquired additional stations in 
Dallas, Las Vegas, Chicago and most 
recently WPAT(AM) in New York. 
While Tichenor, Heftel and SBS remain 

the established players, a new highly 
competitive group of owners with nation-
al scopes have entered the arena. 
Tom Castro's El Dorado Communications 
has properties in California and Texas, 
including the very popular KQQK(FM) in 
Houston, which competes against 
Tichenor's dominant KLTN(FM). Peter 
Davidson's Latin Communications, 
backed by large investors such as Time 
Warner, started with the Spanish newspa-
per El Diario in New York (which 
Davidson purchased from Gannett), and 
has, in the past year, aggressively 
acquired Spanish radio and television sta-
tions in Florida, Washington and northern 
California, including buying out the 
Walgreen family's stake in Excl 
Communications. Most recently, Latin 
Communications announced the acquisi-
tion of a new AM/FM in Denver. 
Amador Bustos's Z Spanish Network 

started with a string of owned stations 
and a regional network in northern 
California but has now expanded to 
southern California and Arizona. 
Growth seems irreversible for the 

Spanish radio market. Heftel values con-
tinue to do well and can be expected to 
grow. It has attracted the attention of 
major market players such as Lowry 
Mays' Clear Channel Communications, 
which purchased 20 percent of Heftel 
and watched the stock's value and the 
investment double within a few months. 
Following suit, SBS announced its own 

public offering of stock for this year. 

Meanwhile,Tichenor,Latin 
Communications and El Dorado continue 
to search for properties to beef up their 
inventories, perhaps with their own pub-
lic stock offerings in mind. 
This trend was noted in a speech by 

FCC Commissioner Andrew Barrett before 
an audience of Spanish radio broadcast-
ers at the annual Radio y Musica conven-
tion in Los Angeles in February. Barrett 
described the dramatic rise in the Spanish 
radio market and predicted continued 
growth with the passage of the new 
telecommunications legislation. While 
none of the Spanish broadcasters are yet 
in a position of taking advantage of the 
heightened ownership caps introduced 
by the new telecommunications act, one 
trend is clear: multimedia diversification. 
Companies such as Heftel that are both 
owners and network operators or Latin 
Communications, which has properties in 
radio, as well as TV and print media, are 
setting the pace. Similar diversification 
can be seen in the future for Tichenor, El 
Dorado, SBS and others. 

Also, we can expect other players to 
enter the fray, backed by large capital 
investors. The fact that Latin 
Communications was virtually unheard of 
a year ago but has already pushed itself 
to the top, largely through the acquisition 
of Excl, an existing group owner, may 
signal the beginning of large-scale merg-
ers. One thing is certain: With dominance 
in major markets such as New York and 
Los Angeles, Spanish radio is no longer 
the province of mom and pop shops. It 
has now entered the big leagues. 

Frank Montero is a communications 
attorney and partner with the Washington 
law firm Fisher Wayland Cooper Leader 
and Zaragoza, L.L.P. Contact the firm at 
202-775-5662; fax: 202-296-6518; or e-
mail: fmonterot@li z.com 

Media Properties Partnership, 
an Alabama partnership 

has agreed to sell the assets of 

KACY-AM / KSNIB-FM 
Lafayette, LA 
 to  

Powell Broadcasting Company, Inc. 
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WE JUST HAD À 
GREAT FIRST QUARTER. 
L

ast fall we announced we would offer our expert 
music programming services in return for barter 

spots. On January 1st, we launched our barter 
operation with a national audience share equal to 
many mature satellite-delivered music networks. 

We're still signing new clients—we call them 
clients, not affiliates, because our relationship is 
anything but passive. Rather than distributing 
one-size-fits-all formats, we serve them one at a 
time—single stations, duopolies and groups—with 

guidance from our expert Programmer-Consultants, 
researched music formats, format libraries, weekly 
playlists and up-to-the-minute programming tools. 

We're in business to build stronger local radio 

stations. And because we respect each client's needs, 
our barter plan is only an option. Many stations choose 

to pay for our services with cash. 

When good local broadcasters add our services 
and execute well, the result is always audience and 
bottom line improvement. And now, we have a new 
kind of happy client. Already, the Broadcast 
Programming Local Radio Network has earned praise 
from advertisers for high quality, smooth operations, 
and measurable listener response. 

Thanks to all our clients—stations and advertisers 
alike—our national representative, MediaAmerica, 
and our terrific staff. You've helped us create a rare 

phenomenon: a win-win-win situation. 

(800) 426-9082. 

LOCH RADIO'S EXPORT PROGRAMMING RESOURCE 

The Programmer-Consultants 
of Broadcast Programming 

Waiter Powers 
Easy Listening 

L.J. Smith 
Country 

J.J. Cook 
CHR/Hot AC 

Mike Bettelli 
AC 

Ken Moultrie 
Country/Classic Rock 
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inductee into the National Association of 
Broadcasters Broadcasting Hall of Fame 
at the 1996 NAB convention — hit 
WNBC and the Big Apple on December 
2, 1971, after being employed at four 
radio stations in California and Ohio in 
the space of about three years. 

That's a fairly quick jump to the big 
leagues, considering that radio counts a 
whole lot of nomads as willing partici-
pants and especially for a guy who nev-
er really wanted to go into radio in the 
first place. 
Funny thing is, Imus's rise to power in 

radio might never have transpired had 
an event that took place on December 
3, 1971, taken its toll. On his second 
day on the air at WNBC, the enfant ter-
rible of New York morning radio — the 
man who makes a living out of making 
people laugh — did something that the 
WNBC brass didn't think was very fun-
ny: He didn't show up for work. "I over-
slept, you know," Imus says. The next 
clay, he was back in the saddle, bellow-
ing into his microphone and tickling the 

funny bones of listeners. 
These days, Charles McCord, his ever-

present sidekick, confidant, newsman 
and writer, is still at his side, and so are 
a host of funny folks who help to make 
"Imus in the Morning" a welcome stop 
on the dial every weekday. These funny 
folks include Imus's brother, Fred, and 
comedian Rob Bartlett, with whom this 
writer had the pleasure — really, Rob — 
of attending high school way back in 
the good old days. 

There are more: Larry Kenney, a voice 
man who goes back with Imus more 
than 20 years; production man Joey 
DiFazio; and producer Bernard 
McGuirk. All lend their comedic and 
radio expertise to the I-Man. 

Politicians and nonpolitical types also 
lend their expertise to Imus. Even 
President Clinton spent time mixing it 
up with him. So have Dan Rather and a 
host of other visible figures. 
Imus. The guy who still punctuates the 

mention of his name with a "quack 
quack" sound effect has, in the past, 
devoured schools under the guise of 
"Moby Worm" and preached from a 
comedic pulpit as "The Right Reverend 
Dr. Billy Sol Hargus." But with politics, 
one of the primary topics of Imus's 
game these days, he's on fire with a 
whole lot to talk about. 

A huge cork 
¡mus is particularly animated when 

asked to talk about one of the folks 
who makes the show what it is — his 

pal McCord, with whom 
he first hooked up at !WNBC in 1971. Their 
relationship, says the I-
Man, "evolved." There 
were several guys who 
were assigned to the show 
to do news, and he was 
one of them. The two 
developed a friendship. 

Soon, McCord, who had 
never written any comedy 
material, began to do just 
that. He would walk up to 
Imus and hand him bogus 
traffic reports and other off-
the-wall material. " He 
brought a report in one 
morning, and I'd just read 
'em, you know — I didn't 
understand what was going 
on. They were very sub-
tle," Imus says. 

One such report 
involved people jamming 

  huge corks into the 
Manhattan ends of the Lincoln and 
Holland tunnels, which, even under the 
best of circumstances, would cause a 
harrowing traffic snarl, particularly if 
your imagination could accept such a 
scenario. 
Imus began a two-year exile from 

WNBC in 1977 when he was fired from 
the station, which had changed formats. 
And, Imus admits, he had a pretty seri-
ous drinking and drug problem. "I 
didn't show up a lot." He returned to 

WNBC in 1979. McCord was integral to 
his new deal — not only was he going 
to do news for Imus, but he would be 
writing for him as well. 
Imus agrees that his WNBC days are a 

world away from today's edition of the 
I-Man. He ponders the question of what 
he's trying to do on the air every day. "I 
don't know," he says, reflectively. 
"That's a good question. 1 mean, you 
know, it really reflects — I mean, I'm a 
current events junkie, you know. So is 
Charles. I guess we all are. We've devel-
oped interests in politics and politicians, 
journalists and pundits, Sc) I guess its to 
amuse ourselves." 
The I-Man says he's just curious. "I'm 

not sitting there thinking, 'Gee, I wonder 
if somebody in Tucson or L.A. or wher-
ever we're on, you know, in Boston or 
Washington, thinks this is going to be 
interesting. I don't give a s- - -, you 
know. I think its interesting. I'm curi-
ous." 
Imus possesses an innate talent for 

saying what's on his mind. For example, 
when asked what should be done about 
censorship on the radio, he says, matter-
of-factly, " F- - - 'em." 
As to whether anything should be off 

limits on the radio, he says that nobody 
should decide that. He says he thinks 
the FCC should " make sure stations 
don't overmodulate" and keep station 
call letters straight. "Other than that," he 
says, "just butt out." 
Imus says he thinks this kind of a 

thing should be decided on a personal, 
case-by-case basis. "I don't have any 
blanket list of topics that are taboo, but, 
I mean, you could probably come up 
with some," he says. One suggestion for 
a taboo topic he makes is frankly as 
unprintable a string of words as you 
could ever imagine. 
But he does give an example of some-

thing somebody else has said on the air 
that some people may have found 
objectionable or leaning toward taboo. 
"When I was in the hospital (with a col-
lapsed lung)," Imus remembers, 
"(Howard) Stern was on the air praying 
that I would die, hoping that I would 
get cancer, and I mean, I hate to admit 
this, it actually made me laugh. So what 
are you going to do?" 

The holy grail 
Inius has no classification for the type 

of radio he practices. He doesn't listen 
to the radio, he says, because it makes 
him nervous. On the occasions he has 
listened, though, he says he's heard 
things that are either lame or have weak 
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production values. 
Neither criticism could be leveled on 

the air personality who made it to the 
Big Time in so little time. Offered the 
chance to move to a couple of jobs 
when he was at WGAR(AM) in 
Cleveland in 1970, he took the one at 
the radio station with the famous call 
letters — the one in the city that 
remains the holy grail of broadcasting 
cities for people inclined to spend their 
lives as broadcasters. 
Only Imus wasn't necessarily thinking 

about New York as the holy grail. "They 
offered me 80 grand. I didn't think that 
was enough," he says. "I was making 16 
at the time in Cleveland. I thought a 
hundred sounded more like what I 
would be willing to come for." 
The idea of coming to New York did-

n't wow Imus. Instead, he thought that 
he might simply be onto something or 
other and make a go out of this radio 
thing. 
By the time he arrived at WNBC, Imus 

already had been doing a lot of the 
characters he's famous for, including 
Billy Sol Hargus and a version of "Imus 
in Washington." The ¡-Man was like a 
breath of fresh air in New York, seem-
ingly unafraid of uttering anything on 
the air to stimulate his audience. 
But the air was a bit different in the big 

city with the tall skyscrapers, lightning-
fast cab drivers and hot dog stands. Imus 
didn't think the New York listeners were 
any more sophisticated than the ones in 
Cleveland, or in Tucson, and he still 
thinks that. But the heads at NBC were 
different. "Then you were dealing with 
teams of lawyers and all that s- - - ," he 
says. 
He didn't feel he needed to censor 

himself. He just did what he had always 
done on the air. Only the location was 
different. The song remained the same 
— get into some hot water over some 
Hargus bits, take some heat for some-
thing he might have said during a com-
mercial. And make people laugh — 
always make people laugh. 

Business as usual for " Imus in the 
Morning." 

Boom! 
Then, boom, in 1977, Imus began the 

"I don't aspire to appeal 

to everybody 12 plus," 

I mus Says. 

two-year exile in Cleveland. While 
there, he worked for a year at country 
station WHK(AM) after spending a year 
out of radio. During this time he did a 
Metromedia-syndicated television talk 
show with McCord "that was just 
hideous," he says. The offer to work at 
WHK came, and lint's took it. "I didn't 
want to go back to Cleveland," he says, 
"but what was I going to do, you know. 
I had to work." 

Salvation came when WNBC called 
Imus, asking him to come back, which 
he did in September 1979. He had other 
offers from New York stations, such as 
WNEW(AM) and WABC(AM), but it was-

n't the station format that mattered to 
Imus. He just wanted a place where he 
could do his thing. 

Performance-wise, there was nothing 
really different about Imus's show dur-
ing his second stint at WNBC. And the 
switch to a sports station, when WFAN 
took over WNBC's frequency, didn't 
faze him one bit. 

"It doesn't have any effect on us," he 
says. He didn't find the sports audience 
to be a whole lot different from the 
audiences that had listened to him in 
the past. Basically, it was business as 
usual for the I-Man. Except for one 
thing: With no records to play to break 
the flow of the show, ¡mus had more 
room to stretch out and riff if he so 
desired. 
And he started to welcome guests to 

his microphones. He had occasionally 
had guests on in years past, but during 
the Gulf War, he started to develop an 
interest in having politicians on. We 
began to have enough of an impact that 
they got significant feedback when they 
did come on, and so one thing led to 
another and it just sort of evolved," 
Imus says. 
The switch to syndication was a good 

one for Imus and his crew. Not only did 
the move enable him to reach more lis-
teners and cities, it forced a better struc-
ture on his show. 

"I had to devise a format so that local 
stations could do the stuff that they had 
to do," he says. "It forced us to do the 
news at a specific time and all that kind 
of stuff, which made the show better. 
The better structure just made it for me, 
just made a better program. And, of 
course, we were able to get almost any-
body we wanted, from the fathead in 

FRU 
that your format 
is not brealkiag 
throalla? 

Give SolidGo spel a listen if you want: 
:• America's most loyal listener base 
A sound quality second to none. 
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the White House — anybody we want-

ed to get on, we could get on." 
Speaking of the nation's capital, Imus 

says his show's influence there is "stag-
gering." " Imus in the Morning," the 
Show, has "just tremendous political 

influence," according to the I-Man, "with 
everybody on Capitol Hill and with the 
media." By influence, Imus means "in 
terms of recognition and folks who lis-
ten." 

Politicians don't get a sense of what 
"the people" are thinking by listening to 
"Imus in the Morning." "But they hear 
each other," Imus says. " It's the same 
attraction that "Nightline" has or that, in 
a certain way, Larry King has." "Imus in 
the Morning" is "an important place for 
those people to appear," the I-man says, 
"because it's as important to them and 
sometimes more so than it is Meet the 
Press' or 'This Week with David 
Brinkley' and Nightline." 
Imus firms up and says, "I mean, 

they'll all tell you that. They tell us that." 

The point 
Imus says he'd like his show to be 

number one but being number one is 
not the point. What is the point, he 

offers, is "how much you get for the 
spots and how many of them you have. 

"I don't want to be held to a standard 

we don't aspire to, and I don't aspire to 
appeal to people, everybody 12 plus, 
you know," says Imus. He is on a roll. "I 
don't expect young people who are into 
Smashing Pumpkins to listen. I don't 
expect older people who are into what-
ever they're into to listen. And I don't 
expect the same people who listen ti 
Howard Stern to listen to me becausi 
it's a different show. You have to have a 
fairly good knowledge of what's going 
on, particularly in politics and the world 
and literature and the arts to even 
understand what the f- - - we're talking 
about." 
"Imus in the Morning" doesn't interest 

everybody, he admits. "I mean, it's the 
reason that more people watch 'Hard 
Copy' than watch any of these evening 
news programs," he says. And, he adds, 
"Many more people watch, you know, 
'A Current Affair' than 'The McNeil-
Lehrer Report,' or whatever." 
Who are the people who listen to Imus? 

"They skew higher in education levels 
and income levels than any other pro-
gram in the country," he says. -It's pri-

In Today's 
Media Jungle, 

You Can't Afford 
Not To Change. 

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

You ought to expect the same from your 
collection service. 

At Szabo Associates, we're improving as you 
improve. As the first and largest media collection 
firm, we're providing more specialized service 
than ever. We've created separate divisions 
dedicated to each individual medium. No one 
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reports, international collection services, and 
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madly 25 to 54, trom about a 60-40 split, 
men and women — 60 being men." 
Who do these people want to hear 

Imus talking to? Perhaps the question is 
better put thusly: Who does "Imus in the 
Morning" want to be talking to? " I'm 
going to spend 12 minutes talking to 
(journalist) Tim Russed as opposed to 
Joey Buttafuco. That's not to disparage 
people who want to hear Joey Buttafuco. 
It's just I'm not interested in him and so I 
don't talk to him, but there are people 
who want to hear him, and those are not 
the people who listen to us." 

A great time 
Through it all — through all the glo-

ry years spent in New York, through 
the personal health crises, through the 
current syndication years — Don Imus 
is having a great time in the radio 
business. 
What's left to do for the I-Man? Get 

into more markets like Los Angeles and 
Chicago, Dallas and Houston. 

For the time being, radio is fun for 
John Donald Imus. He intends to do 
"this" — what he sends out over the air-
waves every weekday morning — for 
"at least another five, six years." 
But if the bottom dropped out tomor-

row, if the ratings fell like sands from an 
hourglass, leaving nothingness in their 
wake, and radio were no longer an 
option, what would the I-Man do with 
his time? "Well," he says, "I'd exercise 
these stock options." 

Alan Haber is a free-lana, writer who 
specializes in radio and a variety ofpopu-
lar culture topics. He writes on radio per-
sonalities and the Internet for Tuned In. 
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by Vincent M. Ditingo 

Trends in Business Applications, Information Systems and Strategic Planning 

apping the New Brand Imaging 
Landscape of 1996 
If recent advertising trends and a new deregula-
tory environment for telecommunications are 

any indication, radio could reap the rewards of a potential-
ly expanding advertising arena that will rely heavily on tar-
get marketing and brand imaging. 
As of this writing, the advertising industry is coming off a rela-
tively strong revenue-producing year with preliminary (final) 
estimates of $ 161.5 billion, according to Bob Coen, senior vice 
president and forecasting director for McCann-Erickson. That is 
up 7.7 percent from 1994's total advertising expenditures of $ 150 
billion, which outpaces the growth of the economy. Meanwhile, 
many of the publicly held advertising agency holding compa-
nies, including the Omnicom Group, Interpublic and WPP, have 
already posted significant increases in earnings for 1995. 
On the radio side, the Radio Advertising Bureau (RAB) 

places total radio advertising revenue in 1995 at $ 11.47 bil-
lion, putting it 8 percent ahead of 1994, although national 
spot buys were sluggish during the fourth quarter. (See chart 
for revenue breakdown over five-year period.) 

Overall, there has been a rise in spending from the auto-
motive industries as well as from telephone companies for 
new cellular services and computer/printer firms, which has 
carried over into 1996. Apple, for example, was running a 
major radio campaign during the first quarter promoting 
rebates for its new line of Macintosh personal computers. 

New products and services 
Now comes the new telecommunications bill, signed into 

law by President Clinton in February, that rewrites virtually 
all the provisions from the old Communications Act of 1934, 
including substantially expanding local radio station owner-
ship limits while eliminating the national limits. 
The real crux of this new bill, however, allows the tele-

phone companies to get involved with cable program deliv-
ery and allows cable companies entry into the lucrative 
regional telephone carriage business. 
From a pure advertising perspective, these moves will be 

the catalyst for launching new products and services that will 
require brand imaging. Here exists a potential new business 
bonanza for radio, the perennial target audience medium on 
both the local and national level. 
A primary goal for all radio sales leaders in 1996 should be 

to identify and/or anticipate the kinds of new telecommuni-
cations product brands and services that are being planned 
by the key players. Strategic alliances and mergers among 
many telephone and cable companies will he the order of 
the day, that will essentially restructure a large segment of 
today's communications industry. 
What is evident by the above factors is that the buyers and 

sellers of media time, in particular, the agency buyers and 
radio sellers (stations, networks and rep companies), are 
well-positioned for new successes, which is a long way from 
the advertising doldrums of the early 1990s. 

There is no denying that during the last economic recession 
that began in 1990, the media sector was among the hardest 
hit, with agencies substantially downsizing staff and selling 
off select divisions such as public relations and creative units 
coupled with a number of account switching. This caused a 
ripple effect throughout radio as well as with television and 
newspaper companies, all of which saw ad revenue declines. 
While the economy was recovering in late 1992, radio owners 

gradually began to win back control of their destiny by taking 
advantage of a new FCC blueprint for expanding duopoly sta-
tion ownership. The move helped propel the medium into its 
current upward mode. Along with an increase in airing popular 
syndicated programming, the FCC action provided broadcasters 
with more local marketing leverage against all other media. 
And as previously mentioned, the ad industry is spurred by 

increased spending through existing and new product categories. 
Highlighted here is the performance of total radio dollars 

by individual sales sector over the past five years — from 
near unprofitability in 1991 to steady, across-the-board 
increases since 1993, shortly after the first wave of FCC 
expanding duopoly took effect. 

FIVE-YEAR RADIO ADVERTISING TOTALS 
(in millions) 

Year Network Nat'l Spot Local/Retail Total 

1995 $426.3 $1,920.0 $9,124.0 $ 11,470.0 
1994 $411.0 $1,867.0 $8,374.0 $ 10.652.0 
1993 $407.0 $1,629.0 $7,532.0 $ 9,568.0 
1992 $377.0 $1,479.0 $6,899.0 $ 8,755.0 
1991 $440.0 $1,575.0 $6,578.0 $ 8,591.0 
1990 $433.0 $1,626.0 $6,780.0 $ 8,839.0 

(Note: RAB analysis includes financial data from Ernst & 
Young, Radio Expenditure Reports, Miller, Kaplan & 
Arase Co., and Hungerford, Aldrin, Nichols & Carter.) 

The mega group strategies 
When looking at radio's relationship to overall media 

advertising, another key factor to watch in the late 1990s is 
the emergence of the industry's new, redefined "super 
groups." By building upon the FCC's 1992 duopoly owner-
ship action, the new telecommunications bill allows today's 
radio owners in all markets to greatly extend station portfo-
lios through major acquisitions and mergers. 
The long-range strategy here is twofold. First, to capture even 

more of the available local and national advertising dollars 
through demographic dominance. Second, to broaden existing 
broadcast cash flow for effectively servicing newly acquired 
debt as well as for attracting equity investors for future growth. 

Vincent M. Ditingo is a business writer; media consultant 
and educator. He is also president of Ditingo Media 
Enterprises, a New York City-based cmporate communica-
tions and strategic marketing company. 
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show 
preview 

The days when the spring NAB 
show could be considered for 
techies only are long gone. 

It you run, own or have anything to 
do with the management, sales and 
promotion side of radio, the 1996 
National Association of Broadcasters 
(NAB) convention will address issues 
you face daily. 

What's the Internet all about? Should 
the station have a Web site? 
With the new relaxed ownership rules, 

should I expand my operations? 
Digital this and digital that — what 

does it all mean in layman's terms? 
Yes, it's an election year. Are there 

changes in the FCC political rules I need 
to know about? 

Expanded to Sands 
NAB '96 is scheduled April 14-18 in 

Las Vegas at the Las Vegas Convention 
Center, the Las Vegas Hilton, and this 
year expanded to the Sands Expo 
Convention Center. All registration is at 
the Sands, but convenient shuttle-bus 
service will be provided. 

The NAB Radio Management 
Conference runs throughout the show, 
with programs targeted to group eNeCtl-
tives, general managers, program direc-
tors, sales and marketing managers and 
advertising executives. 
The Radio Advertising Bureau (RAW 

Sales 8i Marketing Conference is April 
16 and 17. during which RAB President 
Gary Fries will give his annual State of 
the Industry Sales address. 
The Broadcasters' Law 8c Regulation 

Conference, April 15-17, is an opportu-
nity to lOcus on legal issues on various 
fronts. 
While a few sessions are on April 14, 

radio broadcasters can relax at Radio's 
Opening Reception from 4-5:30 p.m. at 
the convention center, before getting 
down to too much business. 

Tomorrow's Issues 
Examined Today 

The show gets rolling April 15 with the 
All-Industry Opening 8: Keynote 
Address, followed by a conference pro-
gram tailored to meet the demands of 
all facets of the radio industry. 
There are at least three sessions on the 

Internet: Radio & the Internet: Into the 
Future, 11 a.m.-12:15 p.m., April 15; 
Broadcasters in Cyberspace — 
Untangling the Web, 10:30 a.m.-1 p.m., 
and Computer, RadioLink, the Internet 
and You, 1-2:15 p.m., both April 17. 

In addition, the MultiMedia World 
Conference will have an extensive pro-
gram and exhibit addressing new 
opportunities for radio broadcasters. 
There's the interneteNAB.96 exhibits 

and the What's New! What's Cool! 
Internet Education and Demonstration 
Theater. Among the opportunities avail-
able are free hourly sessions on Internet 
basics, getting a station on-line and bring-
ing the power of the Internet to ad sales. 
A special executive seminar, Digital 

Data Broadcasting Business, is 9 a.m. - 
noon, April 16. It will explore this new 
aspect for broadcasters with presenta-
tions by Tom Schaffnit of Nordicity 
Group Ltd. and former NAB executives 
John Abel and Michael Rau. 

For those wanting to know more 
about the new telecommunications act 
that Congress recently passed and 
President Clinton signed into law, 
Broadcast Ownership — New Rules, 
New Opportunities is 9-10:30 a.m., 
April 15. 
Other legal/FCC-type sessions include: 

FCC Enforcement. 10:30 a.m.- noon, and 
EEO, 2-4 p.m., both on April 15; 
Policymakers' Breakfast with members 
of the FCC, 7:30-8:45 a.m., and Tax 

by Alan Carter 

Reform School, 10:30-11:45 a.m., both 
on April 16; and an extensive program 
on radio license renewal, 9 a.m.-4 p.m., 
April 18. 

Before you take a tour of the 
exhibits, sit in on the program New 
Technologies in Plain English, 12:30-
1:45 p.m., April 15. The discussion 
will help you see that all the talk 
about digital is more than talk, these 
days, and is — or should be — play-
ing a major role in reshaping your sta-
tion for the future. 

Exhibit floor 
The exhibit floor at the Las Vegas 

Convention Center is open 9 a.m.-6 
p.m., April 15-17. and 9 a.m.-2 p.m., 
April 18. Exhibits at the Sands open at 
8 a.m., and outdoor exhibits open at 
8:30 a.m. 

Politics and radio is on the agenda 10-
11:45 a.m., April 16. in Political 
Broadcasting — a Radio I•pdate. The 
session will help you know what to 
keep aware of as the primaries slow 
down and the real campaign begins for 
the fall elections. 
Among the sessions are other events 

of importance to radio. 
Fries will give his annual State of the 

Industry Sales report 9:30-10:30 a.m., 
April 16. Later in the day at the Radio 
Luncheon, noon- 1:30 p.m., the NAB 
Crystal Radio Awards will be announced, 
and Don Imus will be inducted into the 
NAB Broadcasting Hall of Fame. (See 
related article on page 20.) CBS Radio 
personality Charles Osgood is the 
keynote speaker. 

For registration information on NAB 
'96, contact the National Association of 
Broadcasters at telephone: 800-342-
2460 or 202-775-4970. Also, visit the 
NAB home page on the Internet at 
http://u,ww.nah.org 
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e www.abg.coml 

CUTTING Edge ... not BLEEDING Edge. 

Broadcast/Audio Equipment 
From traditional analog to the latest digital 
gear, stations continue to depend on ABG. A 
lot has changed in our industry since 1960, 
but for all of that time ABG has been serving 
radio and television broadcasters with 
dependable, reliable technology. Today it's 
more important than ever to be on the cutting 
edge of technology without straying into the 
unproven and unreliable — that's the bleeding 
edge, and our promise to you is to keep your 
station off it. As you go more and more digital, 
go with confidence — go with ABG. 

Studio Furniture Systems 
ABG custom studio furniture systems are of high 
enough quality to be in America's largest 
markets, yet affordable enough to be in some 
of America's smallest markets. Decades of 
broadcast expertise combine with over a 
century of fine Grand Rapids furniture-making 
tradition to give you the best of both worlds. 
World class studio furniture, custom designed 
for your facility at 'off the shelf' prices. Radio, 
television and recording studios all over North 
America already know that ABG Studio 
Furniture is Quality. 

RF Systems and Related Products 
ABG is proud to be the exclusive Great Lakes area representative for Broadcast Electronics 
transmitters and exciters. We also feature quality products from QEI, Crown and Jampro to name 
just a few of the fine manufacturers we work with every day with one goal in mind — getting your 
signal to your audience. 

For additional information on how we can serve you, please call today. 

ABG...YOUR SINGLE SOURCE SOLUTION. 

SOUTHEASTERN SALES OFFICE 
P.O. Box 2619 
Smithfield, North Carolina 27577 
Phone: 800-369-7623 
Fax: 919-934-8120 

MAIN SALES OFFICE 
2342 S. Division Avenue 
Grand Rapids, Michigan 49507 
Phone: 800-999-9281 
Fax: 616-452-1652 

YOU MAY ALSO REACH US ANYTIME VIA ELECTRONIC MAIL 
cServe: 75371,144 
internet: support@abg.com 
web site: www.abg.com 

WESTERN SALES OFFICE 
P O. Box 1638 
Palmdale, California 93550 
Phone: 800-858-9008 
Fax: 805-273-3321 

C 
For 36 years 

ABG 
Audio Broadcast Group Inc. 
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Make Yourself ... Uncomfortable 
isa Schackmann of Radio Revenue Inc. struck a 
chord early in RAB Marketing & Leadership 
Conference '96 that resounded throughout the 
four-day program. 
In her session, "Small Market Radio: Ca$hing In," 

Schackmann prefaced her work-
shop with the notion that to improve as 
radio salespeople you must push yourself 
out of the mundane, into what she called 
"the discomfort zone." Only by experiment-
ing with new techniques and looking 
beyond the boundaries can radio achieve 
greatness in sales. 
Although Schackmann was referring specif-

ically to trying unusual methods to cultivate 
new dollars in small markets, her message was reiterated in 
various ways by other speakers. 

Wayne 

and Denu 

Hall & As 

ML 

RAB 

Rickie 

ank an 

e. 

both personally and professionally. 
After the RAB announced that Jack Trout, the scheduled 

keynoter, was snowed in on the East Coast, Berkson stepped 
up to the microphone in front of several hundred disappoint-
ed early-risers. 

THE POWER TO LEAD 

Other 90 percent 
During his State of the Industry address, RAB President Gary 

Fries said radio revenue increased 8 percent in 1995 and that 
the industry can expect the same amount of growth in 1996. 
Fries also noted said that, from what he hears, radio salespeo-
ple are happy with this number; they are comfortable. 
What this number means, though, Fries deduced, is that 90 

percent of the dollars that could belong to radio are "left on 
the table because we're leaving them there." 
And how did Fries propose that radio get some of that 90 

percent? "We're going to have to earn it," he said. 
Time to step out of that comfort zone. 
Denis Berkson of Rickie Hall & 

Associates suggested how important it is 
to step out of the business-suit mentality 
of the day to day to improve yourself. 

by WhItn ey Pinion 

By the end of the breakfast gathering, 
Berkson had led the audience through 
paper ball pitching, a few rounds of 
"Follow the Leader" and a dance routine 
to "YMCA." 
His point? To demonstrate how easy it is 

to let the creative side of the brain be 
overruled by the straight-laced, analytical 
side. 
Without both sides working in corrobora-

tion, how can salespeople he more creative? How can they 
generate new ideas, solutions, etc., unless they shake them-
selves up once in a while? 
Another recurring theme, along the lines of stepping out of 

the mundane, was rethinking old paradigms in order to revive 
radio. 
In the session "The Stresses of Duopoly," Norm Goldsmith 

of Radio Marketing Concepts stressed the importance of get-
ting out of that management mentality that says, "We've been 
successful by operating this way, and there's no need to 
change." 
Change is inevitable, especially in today's radio market-

place, and the best managers are those who are good at 
managing "transitional" stability. 

The winners, said Goldsmith, are man-
agers who "anticipate change," not those 
who just react to it. 
"Radio is not a business of permanence," 

said Ken Greenwood of Greenwood 
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"I Can't Believe Bob Finally Did It!" 

Karen SaveIly 
Mid-Day Air Personality 

WCSX Greater Media 
Detroit, MI 

Bob Deitsch, Chief Engineer 

for Greater Media's Detroit sta-

tions WCSX/WRIF and WHND, has 

been in radio for 35 years and 

until he saw the DDS Digital 

Delivery System, he didn't believe 

anyone could come up with a 

digital alternative that answered 

the stations' needs. 

Studio talent wanted the 

familiar, easy feel of a cart ma-

chine. Engineering needed ultra 

dependability and redundancy. 

DDS by Radio Systems 

answers everyone's 

needs. 

The cart 

machine emulator 

interface is a 

breeze to learn 

and use. 

Jocks air spots while the dual 

CPUs record and store all of the 

commercials, jingles and liner 

audio. 

DDS has been on the air at 

WCSX for over three months and 

not one spot unit has been missed! 

For WCSX-FM, Bob placed four 

DDS cart machines in the main air 

atOMMOIM 

studio, a single unit in the news 

area, and a CRT termi-

nal in each of the two 

production facilities. 

Contact Harris 

to find out why 

DDS by Radio Systems 

is making believers out of the radio 

industry's toughest customers. 

1-800-622-0022 
FAX 317-966-0623 

world wide web site: 
http://www.broadcast.harris.com 

HAFuzas 
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On Air 
Switch between live assist and automation with 

the touch of a button! For news, link text and 

audio so your reader will always play the right 

actuality after reading a script. To make your 

overnights sound live, create segues and drop 

voice tracks on the fly. You've never had this 

much control over your program! 
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Cart Replacement 
Simply drag and drop audio into any one of the 

up to 48 hotkey buttons, and fire off a cut from 

Dalets custom control panel, your console, or 

the mouse. If you want to daisy chain spots, 

just click several buttons in a row. You car 

modify the layout of the cart wall to suit your 

work habits 

T, 

With the help of a tew friends, Eric 
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Editing 
Dalets non-destructive editors — up to 8 stereo 

tracks — are fast, intuitve and networkable. 

Drag and drop the audio to be edited, then 

scrub, cut, paste, set levels, fades, and save. 

Made a mistake? Simply undo! Your production 

audio is immediately available to everybody else 

on the network for simultaneous access. 

FURTHER SYSTEM FEATURES 
• NEWS EDITING AND BROADCASTING CUSTOMIZABLE CONTROL PANELS • ISDN TRANSFER TO SEND FILES BETWEEN REMOTE LOCATIONS 

CALL & RECORD APPLICATION FOR JOURNALISTS IN THE FIELD • MASS ARCHIVING CD COPY: RECORD AUDIO VIA CD ROM DRIVE - 



Ígé. 

SOLUIION 
Standard Equipment 
V Protect your investment: with standard PC hardware and networks, you're not 

buying into a proprietary black box... 
V Grow with new technologies: Dalet's use of open platforms means you'll always 

be connected to the outside world and future developments. 
V Windows' familiar work environment has been enhanced by Dalet's unique 

pre-emptive multitasking mechanism: this means audio playback always has 
priority over other activities on the workstation 

Security 
Choose from a wide range of fault tolerance solutions, ranging from tape backup 
to RAID array and mirrored servers: we're not taking any risks with your operation. 

Adapt Dalet to Each User 
V With modular software and modular control panels, you can design each user's 

work space to suit his or her work habits. 
V Protect your data with multiple levels of access rights 

Experienced Support Team 
Our support team includes Certified Novell Engineers who can provide: 
V remote diagnostics 
V download software enhancements via Internet 
V on-site support 

Over 1000 Users World-Wide 
Find out why broadcasters all over the world rely on Dalet, from stand-alones 
to 100-workstation networks: the Dalet system was designed from day one as 
a network, not as a stand-alone made to run on one. 

This makes all the difference in the world in terms of reliability. 
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STATION- WIDE NETWORK 

4,0,1,Am DIRECT°, SIRS CENTRAL 

STORAGE OF AUDIO 

Dalet 

Digital 

Media 

Systems 

KLZ, Denver • Crawford Broadcasting 

st. 

wPPA, Pennsylvania - Pottsville Broadcasting Co 

KKND, Tucson - Journal Communications 

Kerry Fink • music of Your Life Radio Network 

Steve Kelley 
285 West Broadway, Suite 605 
New York, NY 10013, USA 

+1 212 226 2424 
Fax +1 212 226 1673 

Astrid Carver 
251 rue du Faubourg Saint 
Martin,75010 Pans, France 
Z' +33 1 40 38 01 39 
Fax. +33 1 42 05 18 66 

Phillippa Jeanes 
FBC , S Pte Ltd, 89 Neil Road 
Singapore 088849 
Z' +65 252 5627 
Fax +65 251 8174 

Compuserve: 100437, 1536 



Networking late into the night ( left); the National 

Advertiser Symposium Luncheon 

Performance Systems. He asked if radio 
salespeople will continue to "cannibal-
ize" each other, going after other radio 
stations' ad dollars. "Or," he continued, 
"are we gonna have to get out of intra-
mural sports and into major league 
sports?" 
In other words, when will radio sales-

people step out of the familiar method 
of fighting 
among them-
selves? When 
will they combat, 
and take ad dol-
lars away from, 
TV, cable and 
print? 
"Radio can 

revive itself if it 
starts asking the 
right questions," Greenwood said. 
Radio is still in the dark ages, accord-

ing to Chuck Mefford of MidWest Family 
Stations, who headed the session 
"Applying 4 x 4 Management." Radio 
sales departments are still operating 
under old paradigms, Mefford said. 
Do you have a professional sales man-

agement system? Where do you look for 
sales "eagles?" Do you have a systematic 
hiring plan? 
These were some of the questions 

Mefford addressed as he tore down anti-
quated visions of radio sales. He sug-
gested looking in areas outside of radio 
for your next sales star; interviewing for 

a sales position even w lien your station 
doesn't have an opening; and making 
time for " in-field" days spent making 
calls with salespeople. 

Inferiority complex 
Another interesting take on the radio 

business came from major national 
advertisers seated on-stage during the 

National Advertiser 
Symposium Honors 
Lunch. 
Radio, it seems, has an 

inferiority complex. 
As a result, said Arthur 

Mitchell, vice president 
of creative for 
Campbell-Ewald (which 
manages Chevrolet's ad 
account), radio sells 

itself too cheaply. Mitchell's speech was 
a virtual cry for a potent shot of esteem 
in radio's arm. 
Other representatives of national 

advertisers honored for their commit-
ment to radio were: 
David Ball, director of advertising for 

Coca-Cola Enterprises; Marva Cathey, 
advertising manager for 7-11 Stores; and 
Barbara Chambers, broadcast supervi-
sor for the Richardson Group. 
Eliabeth Lazar, director of media 

operations for General Motors; Peter 
Levin, advertising manager, Cadillac; 
and Leana Lupo, advertising/broadcast 
manager for Eckerd Drug Co. 

Other highlights, facts, notes, etc. on RAB's MLC '96: 

• Attendance at this year's show was an all-time high of 2,228. 

• The conference hosted more than 200 international guests, including 29 
members of the GWR Group of England. RAB hosted a special reception. 

• More than 40 exhibitors filled the Wyndham Anatole's Grand Ballroom, with 
a smashing cocktail reception on the opening night of the conference. 

• All those who attended the final evening's High-tech Hoedown were treated 
to live music, Texas two-step lessons and make-your-eyes-water chili. 

A band supplied the tunes 

(above) for some line 

dancing and Texas 

two-step lessons. 

Is that chili hot enough for 

ya? (below) 

The RAB's George Hyde and 
lnterep President Les 

Goldberg 
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[solutions] 
.an your coder do this? 

"cper• ima can!" 
Beatles in 1968: From a studio in Liverpool, John, Paul, George and Ringo could have 
cut all the music for the feature film Yellow Submarine while it was being edited in Los 
Angeles at the same time! They could have sent SMPTE time code, text and CD-quality 
audio over a single ISDN line to Producer Al Brodat! 

• Elvis In 1959: From West Germany, Sgt. E. Presley could have remotely cut a hit with-
out leaving the base and sent it to an empty studio in Nashville. At 0900 hours in West 
Germany, Elvis could have automatically started a tape recorder at the closed RCA 
Victor Studio B and had it ready for final mixing the next morning. 

Walt Disney in 1937: From three different remote locations, Snow White's Director 
David Hand could have received voice-overs in stereo from Roy Atwell, Adriana 
Caselotti and Lucille LaVernes using a cnerime. David Hand's Prima would have 
received each talent's voice-over, even though each incoming call came from a codec 
of a different configuration. 

Your Station Can Send & Receive CD-quality Sound Over [ 1] ISDN Line! 
• Rest CD-quality stereo sound for radio broadcasters, recording studios, lihn, voice-overs & satellite ()Kr:In/FS 

• 20 kHz CD-quality stereo sound with better than 89 dB dynamic range and .01% total harmonic distortion 

• Exclusive MUSICAM' e enhanced encoder algorithm is compatible with all standard ISO/MPEG Layer II decoders 

• Psychoacoustic tuning with results in real time 

• CD-quality sound over 2 ISDN B channels 

• Cascade-proof mastering quality with up to 6 ISDN B channels at 384 kb/s 

• AND MUCH MORE! 

CD(52311111ei TM 

For information and your nearest dealer call: 
Tel: 908-739-5600 Fax: 908-739-1818 Fax On Demand: 908-935-2777 

Internet: http://www.musicamwest.com 
MUSICAM USA- 670 N. Beers St., Building 4, Holmdel, NJ 07733 USA 

Circle 16 On Reader Service Card 
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Andrew P. McClure 
President 

events 
calendar 

A Comprehensive Listing 
of National & 

International Events 

Golden M wards, New York's Plaza 
Hotel. The Board of Directors of the 
Broadcasters Foundation will present a 
Golden Mike to Norman Knight, and the 
Knight Quality Stations, of Boston and New 
England. For more information, contact the 

THE EXLINE COMPANY 
MEDIA BROKERS 
CONSULTANTS 

Meet The Exline Team 
at the NAB 

Las Vegas Hilton, Suite #1865 

W. Dean LeGras Ronald D. Dagenais 
Vice President Associate 

Call for an Appointment 

The Exline Company East 
19 Sack Boulevard 

Leominster MA 01453 
TEL (508) 537-1202 
FAX (508) 534-6806 

e-mail: pacerho@aol.com 

The Exline Company West 
4340 Redwood Hwy Ste F-230 

San Rafael CA 94903 
TEL (415) 479-3484 
FAX (415) 479-1574 

e-mail: exline@nbn.com 

or at the NAB — Call the Hilton 
(702) 732-5111 

Broadcasters Foundation at 203-862-8577. 

15-18 
NAB '96, Las Vegas Convention Center, 
Las Vegas. The world's largest broadcast 
convention drew 83,408 last year. This 
year, the madness expands into the Sands 
Expo & Convention Center. Speakers, 
awards, sessions, exhibits—it's all here. 
Contact the NAB in Washington, at 202-
429-5409; fax: 202-429-5343. 

19-21 
1996 CES Mobile Electronics Show, 
Orlando, Fla. For information, call CES 
in Washington at 202-457-8700. 

RAB's spring Board of Ers meeting 
in Boston. Call 212-387-2100 for more 
information. 

11-14 
100th AES Convention, Bella Center, 
Copenhagen, Denmark. The spring 
Audio Engineering Society Convention 
celebrates its 100th convocation. Contact 
AES at Zevenbunderslaan 142/9, B-1190 
Brussels, Belgium; telephone: +32-2-345-
7971; fax: +32-2-345-3419. 

15-19 
Annual Public Radio Conference in 
Washington. Call 202-414-2000. 

21-26 
National Religious Broadcasters makes a 
pilgrimage to Jerusalem for its 
International Conference. Contact NRB 
in Manassas, Va., at 703-330-7000. 

ne 
prom Leipzig '96, Leipzig 

Fairgrounds, Germany. The European 
Program and Media Exchange 
(Europrom) will bring together program 
makers and program ideas from both 
Eastern and Western Europe. Contact 
Leipzier Messe in Germany: +49-341-
223-0; fax: +49-341-223-20-41. 

We want to know! Please fax event 
announcements to 
703-998-2966; e-mail to 
74103.2435@compuserve.com; or 

send to Tuned In, P.O. Box 1214, 

Falls Church, VA 22041. 
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Wesley A. Spencer was named vice 
president/controller, CBS Radio. 
Spencer has been vice president/con-
troller, Group W Radio, since 1986. In 
his new post, Spencer will be responsi-
ble for all financial operations and 
strategic planning for the CBS Radio 
Division and its 18 AM and 21 FM sta-
tions, six networks and national sales 
organization. 

Tom Couglin was named general man-
ager for KJJQ(AM)/KKQQ(FM), 
Brookings, S. D. Couglin joins the 
Brookings stations from WCCO(AM), 
Minneapolis. Previously, Couglin was 
general manager of KBRK-AM -FM, 
Brookings. 
Sorenson Broadcasting owns and 

operates nine other South Dakota sta-
tions, as well as stations 
KWNG(FM)/KCUE(AM) in Red Wing, 
Minn., and KVFD(AM)/ 
KUEL(FM) in Fort Dogge, Iowa. 

Roger Nadel was named vice presi-
dent/general manager of all-news 
KFWB(AM) and new adult contempo-
rary station KTWV(FM), Los Angeles. 
Nadel has been vice president/general 
manager of WWJ(AM) and WYST(FM) 
(then WJOI-FM) Detroit since April 
1992. He had been news and program 
director of the stations since CBS 
acquired them in 1989. 

Tim Patterson was appointed station 
manager of KTCK(AM) ("The Ticket"). 
Patterson has spent the last 15 years in 
broadcasting, most recently as KRLD 
NewsRadio's sports marketing director, 
where he was responsible for advertising 
sales on Texas Rangers radio broadcasts. 
KTCK, serving Dallas/Ft. Worth, is 

owned by SFX Broadcasting Inc., which 
also owns and/or operates 50 other sta-
tions in 16 markets. 

Brian Whittemore was named vice 
president/general manager of radio sta-
tion KDKA(AM) in Pittsburgh. 
Whittemore has been news and pro-
gram director of WBZ NewsRadio 
Boston since 1990 and has played an 
instrumental role in the emergence of 
the station as New England's number 
one news station. 

CBS Radio named Rich Homberg vice 
president/general manager of 
WWJ(AM)/WYST(FM) in Detroit. 
Homburg has buun prusiclent /general 

manger of Shadow Broadcasting 
Services since 1992. He was president of 
Burbach Broadcasting Co., based in 
Pittsburgh, from 1989 to 1992. 

Kathy Lawrence is the new sales 
manager at WBGG-FM. Lawrence comes 
to the South Florida station with a vast 
amount of experience beginning in 
Cleveland, and most recently as general 
manager at KEDJ(FM), KGME(AM) and 
KHOT(AM) in Phoenix. WBGG-FM (BIG 
106) is the home of Howard Stern and 
classic hits. 

NORTHEAST 
BROADCAST 

Practical- so futions for your broadcasting needs... 

Digital Audio 

Consoles 

•On Air or 
Production 

*Complete Digital 
Mixing 

*Digital Inputs and 
Outputs To Take 
Advantage Of 
Your Other Digital 
Gear 

*Multiple Sample 
Rates 

• Built In Effects 
Processors 

•Automated Faders 
•RS232 Control 
• Familiar "Console" 
Worksurface 

We can design a system for your changing 
operation, LMA, Duopoly, group or single 
station, we can meet your programming 

and budgetary requirements. 

• Complete Project Management Services 
• Turnkey Systems Installation Available 
• Digital System Training -On Staff 
• On Staff Engineering Consultants make 

sure your system meets your needs, 
THE FIRST TIME... 

With over 30 years in broadcasting, 
more than 200 product lines, and the 
most experienced staff in the business, 
we have the resources to provide you 
with the most practical solution. 

Digital Code« 

• Multi-track Capability 
•Fast, Improved Efficiency 
•Improved Creativity 

Digital Audio 

Storage 

•Cart Machine 
Replacement 

*Music on 
Hard Drive 

*Satellite 
Automation 

•Live Assist 
•Automation 
*Unattended 

Operation 
• Multiple Station 

Operation 

*Save Money Using High Quality Audio Over Digital Phone Lines 
Around The World 

*Fraction Of the Cost Of Satellite For Remotes • Local/National 
Networks 

*Small & Portable 
*Share Programming/Production In Doupoly/Group Stations 
*Full Bi-Directional Audio •Backup STL Systems 
*Works On A Dial-Up Basis. 

You Pay Only For What You Use 

•Non Destructive Editing 
•CD Quality Audio Based Systems 
*Affordably Priced 

Digital Editing 

New York 
(518) 793-2181 

Fax 
(518) 793-7423 

Phili./Balt./Wash. 
(410) 796-6710 

Fax 
(410) 796-6711 

Dallas 
(214) 612-2053 

Fax 
(214) 612-2145 

Pittsburgh 
(412) 942-4054 

Fax 

(412) 942-4839 
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products and services 

WHERE ALL THE GOOD STATIONS "FOR SALE" HAVE GONE... 

NAB-96 address - MGM Grand Hotel, Las Vegas 

Ph: 702-891-1111 by appointment only 

Sunday, April 14th through Thursday, April 18th 

Chester P. Coleman 

American Radio Brokers Inc/SFO 
1255 Post Street, Suite 625, San Francisco, CA 94109 Phone NOW 415-441 -3377 

+ Suburban Phoenix AM+FM "Combo" 
retirement sale - $950,000 CASH, nice area, excellent equipment, profitable. 

"The Most Trusted Name in Media Brokerage" 

READER SERVICE 104 

Act Now to 
Heat Up Ratings with 

Exciting Promotions from 

CSI- Card Systems Inc. 
The Plastic Card Manufacturer 
and Fulfillment Company. 

The Exciting 
CSI Plastic Card 

Promotion 

The Powerful 
CSI Plastic "Key T" 

Promotion ag 

CSI 
Card Systems Inc. 

For more information about Plastic Card or Key Tag Promotions 
contact Roger Ferworn, National Sales Manager, at: 

1-800-968-5010 or fax (810) 254-1765. 
See us at NAB 96 - Booth # 1817 (Audi Cord Corp.) 

READER SERVICE 47 
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ry Hard at Work 
(and Play) in Nashville 

hat country music radio is 
the No. I format in the 
t ' rifted States is no surprise 
to county,/ broadcasters and 
inusiciahs — they work 
hard at nurturing their busi-

ness and taking care of each other. 
Nowhere is this more apparent than at 

the 27th annual Country Radio Seminar, 
put together by and for radio and coun-
try music for the sole purpose of check-
ing in with each other and evaluating 
the state of their business. 
Such an intimate working relationship 

between music and radio is a natural, 
but no other format can boast the cama-
raderie, shared goals and common pas-
sion for radio that this group enjoys. 

For a girl who was raised in a town 
below the Mason-Dixon Line but is 
admittedly not a diehard country music 
fan, the Country Radio Seminar in 
Nashville opened my eyes — and ears 
— to the format. 
What other show treats you to a full-

blown concert before the opening 
keynote address? Tim McGraw's high-
energy performance had the audience on 
its feet and riled up for NFL Hall of Famer 
and keynote speaker Terry Bradshaw. 
Bradshaw's message echoed in my mind 

throughout the show: You must have a 
passion for what you do. 
Discussion of country radio as it stands 

today, as well as its future, was passion-
ate during the "Town Meeting." Group 
owners, programmers, record company 
execs and press fielded questions rang-
ing from the effects of consolidation to 
the forces driving country music today. 
When it was suggested that consolidation 

of radio stations would result in a flurry of 
pink slips, Alan Box, president and CEO of 
EZ Communications, responded that con-
solidation means that jobs will disappear, 
but new jobs will be created. "Good peo-
ple stay," Box said, suggesting that person-
nel who are flexible may move into other 
jobs at their station if need be. 
Dene Hallam, PD of KKBQ-AM-FM in 

Houston, cited Darwinian theory when 
predicting how consolidation would 
shake down in a station. 
"Survival of the fittest," he said. Those 

confident in their jobs are not con-
cerned when there are rumors that their 
station is up for sale. 

Tim Menowsky, a broker for Media 
Mergers & Acquisitions, suggested the 
coming of a "marauding" mentality as 
broadcasters move to own as many sta-
tions as they can. What you can expect 
to hear in the near future, he said, is 
"l'in the new owner. Are you revenue or 
overhead?" 
The discussion later turned to the 

forces shaping country music. Tony 
Brown, president of MCA Nashville, 
argued that, today, country is a hit-dri-
ven business, which explains the explo-
sion of new artists and labels. It's not 
about artistry anymore, he said. 
But country's hometown values mean 

that country radio stations are "your 
hometown" station. And as such, Hallam 
recommended that stations stick with a 
song that is right for a particular market, 
regardless of where it stands on the 
charts. Conversely, stations should not 
play a hit song if a they feels it isn't 
right for their listeners. 
Non-country enthusiasts would have 

been surprised to learn the statistical 
punch that country demographics pack. 
"The State of Country Radio 1996: A 
Research Report" delved into the specifics 
of a very desirable audience that is loyal 
and loaded with disposable income. 

Dr. Roger Wimmer and Matt Hudson 
of the Denver-based Eagle Group pre-
sented the results of their lifestyle study 
of country radio listeners. 
Of the 500 listeners surveyed, 69 per-

cent have listened to country music for 
six years or more. So the notion that a 
large share of listeners are recent con-
verts to the format just doesn't ring true. 
The results of the study also chal-

lenged the stereotypes of your average 
country music listener. The number of 
respondents holding graduate degrees 
(6 percent) equaled the number of 
respondents who had not completed 
high school. Another 23 percent of the 
respondents were college graduates. 

by Whitney Pinion 

Also surprising was that, when asked 
what other types of music the respon-
dents preferred, 31 percent chose rock. 
Along the same lines, when asked for 
the reason behind the surge in populari-
ty of country music, 74 percent of the 
respondents mentioned a noticeable 
change in the tempo of the music — it's 
becoming more upbeat, like rock. 

Country radio broadcasters and music 
business executives may have sojourned 
to Nashville to work, but when your 
work involves fun-loving broadcasters 
and energetic musicians, work is gener-
ously mixed with play. 
There were several star sightings, believe 

it or not, on the exhibit floor. Jones 
Satellite Networks hosted a daily interview 
show, featuring the likes of Ty Herndon, 
Lorrie Morgan and Emilio. Wynonna was 
also spotted on the exhibit fl(x)r. 

Shania 'Wain 

Each evening, I could look forward to 
the new-talent showcases, as well as 
intimate performances in the maze of 
hotel suites. 

If you could stand the heat of the 
crowd in the suites, you were treated to 
the music of Bryan White, Billy Dean, 
Paul Jefferson, Lisa Brokop and others. 
The Entertainment Radio Network broad-

cast live from the Opryland Hotel an inter-
view with recent Grammy-winner Shania 
Twain. Questions from network President 
Dana Miller were interspersed with ques-
tions from the select group of spectators. 
The New Faces Show placed a satisfying 

cap on the seminar. Russ Taff was espe-
cially funny in his musical plea for country 
stardom, for the sake of his mother's 
health: "Do it for mama, not me," he sang. 
Whomever country may be doing it 

for, the end result has been the same for 
years: the nation's top format and some 
of the sharpest broadcasters in the busi-
ness. Don't let the cowboy boots and 
twangy drawls fool you; country radio is 
radio and music at their hometown best. 
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The Promax Promotions Profile offer a 
look at the experiences and points of view of 
the nationS top radio promotion profession-
ak. 7his month: Brent Clanton, Promotion 
Director KODNFM in Houston. 

What kind of brand is "SUNNY" 
99.1? 

Were a soft AC radio station, dominating 
the 25-54 for the last nine or 10 consecu-
tive books. We call the station "SUNNY" 
instead of using our call-letters because for 
30 years in the market KODA was synony-
mous with elevator music. We blew up 
that format five years ago, and when the 
product changed, so did the label. "SUN-
NY" is very familiar, friendly and warm-
sounding, which fits this market perfectly. 

What does Houston offer as a 
market? 

We only have about two months of 
trashy weather. The rest of the time, if 
you can dodge the thunderstorms, it's 
pretty livable. One of the positive things 
about this market is that it is made up of 
so many different kinds of people. 
Because of that, you're able to strike a 
lot of different nerves. For instance, 
we're in the midst of planning a' rodeo 
— not many ACs get into that. 

Do you really find that your 
core audience of women get 
into events like rodeos? 

This town goes crazy for about two 
weeks when the trail riders from all 
points of the compass come into town. 
The Houston Livestock Show and 
Rodeo is the largest in the country — 
we're talking major-league entertain-
ment. A lot of artists come into town 
and it's a huge party. You're foolish if 
you're not part of it. 

'There Are No Bad 
Ideas' 

What are some of the things 
you're doing with it? 

We sold participation in our rodeo 
cook-off booth to several national adver-
tisers, and it paid for itself...nearly. We 
were a noncountry station waist-deep in 
kicker-ville, and pulled in the Houston 
Art Institute's School of Culinary Arts to 
cook and serve barbecued brisket, 
chicken, sausage and all the fixin's! We 
also served boiled crawfish, Cajun-style. 
Our booth was the talk of the cook-off 
because it was so different. The beauty 
was, it was completely self-liquidating. 

How much does format come 
into play in terms of how easy 
or difficult it is to come up with 
promotions? 

Format plays an integral 
part when you're doing 
the planning. We don't 
do tractor pulls or wet T-
shirt contests. We're 
addressing who we con-
sider to he the core of 
the community — 
women who have 3.5 
kids, who do the shop-
ping and raise families, 
many times in addition to 
holding down a job out-
side the home. We really 
focus on their needs 
when deciding what kind 
of promotion we're going 
to create. 

Brent Clanton 

How do you get inspiration? 

I've been accused of being the world's 
worst punster. I key in on word associa-
tions —that's where I get a lot of my 
ideas. I always say, "Tell me as much 
about this as you can." And somewhere 

in the presentation or in the material 
that they send along will be a little 
nugget of an idea that we can take, run 
with, expand and turn into something 
neat. Some of the stuff is just staring you 
in the face and defying you not to use it. 
Then there are others that are so mun-
dane you groan and ask if you have to 
do that again. There really are no bad 
ideas; some are just better than others 
and the best is the one the client buys. 

What kind of advertising do 
you do outside the station? 

We rely heavily on television to get the 
station's message across to potential lis-
teners. Our ads are is placed strategically 
in phases within a rating period, often 
so that we're not lost in the clutter of 
other stations spots. We do not use bill-

boards; they're a dimin-
ishing commodity in 
Texas, thanks to Lady 
Bird Johnson's beautifi-
cation initiatives nearly 
20 years ago. When a 
signboard falls down in 
Texas, it's not replaced. 
We've learned, too, that 

we reach the majority of 
our audience through 
lifestyle-oriented adver-
tising: catch them in the 
kitchen in the morning 
before work, or snag 
them in the easy chair 
that night. In both cases, 

we reach them through the only other 
electronic medium in use: television. 
One success story has been our use of 

cold-air inflatable "SUNNYs" that we dis-
play around town. We'll place them on 
major routes during morning and after-
noon rush periods. Their appearance is 
so popular, we created a special sales 

continued on page 57 e-
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250 Programmable 5-band Processor 

Gated AGC, 5-band Compression and EQ. split-spectrum Limiting— 
all with colorless gain control. Manually pre-program 4 processing 
presets or place entirely under RS-232 remote control. 

255 "Spectral Loading" Processor 
Triband-PWM Stereo Processor for contemporary music formats. 
Includes gated AGC and 3 -band Compressor/Limiter. Our unique 
"Spectral Loading" feature gives a very aggressive sound. 

260 Multifunction "Utility" Processor 
This simple stereo AGC/Compressor/ Limiter is ideal for budget-FMs, 
uplinks, TV-aural and many other station chores. Split-spectrum 
processing utilizes PVtiM dynamic control. 

BOOth 13°° NAB i Hall 
Radio/Awl o 

Call today for complete technical information on these items, plus our line of 
AM, Radio-Data and Measurement products. 

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

716 "DAVID-II" FM Processor! Stereo-Gen 
A gated-AGC/Compressor/ Limiter, plus clean digital synthesis of the 
multiplex baseband signal. This second-generation design features PWM 
gain control, an adjustable Composite Processor and RDS/SCA combining. 
A fantastic performer! 

630 FM "Relay" Receiver 
A tunable, single-channel re-broadcast receiver for FM translator service 

and similar, critical off-air pickups. Features both composite multiplex 
and left/right audio outputs. IF bandwidth, auto-mute and auto-blend 
functions may be remotely selected; alarm outputs for loss of carrier and 
loss of program audio. 

Inovonics, Inc_ 1 
1305 Fair Avenue TEL (408) 458-0552 FAX (408) 458-0554 
Santa Cruz, CA 95060 U.S.A. E-mail inovonics@aol.com 

Circle40 On Reader Service Card See Us at NAB Booth 1300 



Mark Halverson 

VP/General Manager 

WHO(AM)/KLYF(FM) 

Des Moines, Iowa 1 

F
irst the Olympics. We will primarily 
provide what the networks that 
serve us offer. We don't anticipate 

any extra, special things. Our listeners 
don't seem to demand anything other 
than what the networks offer, so we 
devote a reasonable amount of time and 
that seems to be good enough. 
Politics is a different story. For the last 

couple months we have been used heavi-
ly by several of the candidates running for president, with 
regard to advertising and interview opportunities. Our local 
talk show host Jan Mickelson has had all of the candidates on 
his show at least once, and some more than that. We've had 
every candidate in the station, and we've met them all. We 
have the unique opportunity to experience both their on-air 
presence and their off-air demeanor. 
I think it would be fair to say that our station plays a princi-

pal role in the state for giving the public an opportunity to get 
to know these candidates, and with the Iowa Caucuses com-
ing up in February, we anticipate the political advertising to 
continue strong up to that point. I think the candidates con-
sider WHO a must-stop on their campaigns. We also see a fair 
amount of political advertising on our sister FM station, KLYF. 
In addition, we do a lot of political reporting because we are 

the Caucus state and we start it all off. Obviously, during elec-
tion time our newsroom exerts a tremendous effort. Our 
reporters cover what's happening with both parties, the over-
all election and any local influence on the election, such as 
the governor's support of one candidate or another. Whatever 
local angle there is, we're going to cover it. We certainly antic-
ipate a very busy political year. 

This year is both a 

Puidential 

elecT7on altita an 

Olympic year. 

What role are 

these events 

playiug in your 

plans for '96? 

Bob Houghton 

VP/General Manager 

WGST-AM-FM & Georgia 

News Network, Atlanta 

T
he Georgia Primary definitely had an 
impact on our stations programming, 
even though the amount of advertis-

ing has been surprisingly low. We were 
sandwiched between two important races — 
South Carolina and New York — which 
adversely affected the dollars we generated. 
On the other hand, programming excitement 
has exceeded our expectations. 
As a news/talk station, we have a rich 

history of presidential interviews and political coverage. Alan 
Keyes, who was banned from participating in the debate here, 
was a major highlight that day. 
I probably won't live this down, but since I went to high 

school with Hillary ( Rodham Clinton), we'll interview her and 
the President later in the year, as well as the other candidates. 
We have already had each candidate in our studio at least once. 
To be honest, the seat vacancy created from Sam Nunn's 

retirement will probably generate even more interest than the 
presidential election, in programming and revenue, primarily 
due to timing. 
As for the Olympics, we have paid the rights fee to the 

Atlanta Committee for the Olympic Games (ACOG) to be the 
official Olympic radio station. The rights fee allows us use of 
the logo, exclusive partnerships with fellow Olympic sponsors 
and access to privileged information. 
In other words, we are the official "information station," as 

opposed to the network affiliate. We will offer coverage from 
5:00 a.m. to 2:00 a.m., during all 17 days. WGST will be visi-
ble in Centennial Park, as well as remote locations, with three 
studios and C-phones around the city to announce schedule 
information, changes in events, and traffic problems. 
To prepare for the Olympics we obviously had to increase 

staff and budget for both expenses and revenues. We have 
progressively increased our programming over the last two 
years. Surprisingly, as close as the games are, it is rather calm 
around here. 
Financially, the Olympics certainly has affected the market 

here; a rising tide lifts all ships. Atlanta is stronger economi-
cally, which ultimately helps us. Next August, when all is said 
and done, we will be able to better evaluate the whole 
process. But when you have an event as large as this at your 
own back door, how can you not be a part of it? 
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tce with down-to-earth val 

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

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

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

AM, RADIO-DATA AND 
MEASUREMENT 

PRODUCTS 

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

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

NAB Booth 1300 
Radio /Audio Hall 

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

Inovonics, Inc_ 
1305 Fair Avenue TEL (408) 458-0552 FAX (408) 458-0554 
Santa Cruz, CA 95060 U.S.A. E-mail: inovonics@aol.com 
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Event Marketing Adds 
Money & Shine 

t was many years ago. I had 
just left my first meeting 
with a group of beer distrib-
utors when my first lesson 
in the value of event mar-
keting hit me. The beer guys 

were much more concerned with how 
they could tie in with our radio station 
activities than they were with their 
advertising schedules. 
The obvious question was, why? They 

knew from the volume of business they 
placed that they'd get a decent cost per 
point and good distribution on normal 
spot buys. What they didn't know was 
how much they could use their muscle 
for what they used to call added value. 
The beer industry realized the value of 

event marketing even before it was fully 
embraced by radio stations! 
Sadly, there are still many station man-

agers who think of event promotion as 
mainly an added value vehicle for 
clients. They haven't learned the trick of 
turning the tables so that all added value 
has a price tag. If all your spot avails are 
gone, and you're priced near the top of 
the pack, event marketing is a terrific 
method of generating additional profits. 
The following are a few ways in 

which event marketing can make money 
and add a fresh shine to your station's 
image in the marketplace. Let's begin by 
tempting you with the money: 

Sure, you may find money to sponsor 
event marketing at a typical ad agency. 
You'll also likely find a buyer that will 
want to argue cost per point, placement 
and your share of the business. After the 
dust clears, he or she may have 
arranged a deal that has made your event 
added value without your even knowing 
it. You may have received the business 
anyway without even approaching them 
with an event sponsorship. How do you 
get around this? 
Avoid agencies. Offer sponsorships to 

direct clients or go for marketing/pro-
motion dollars from alternate decision 
makers. For national products, your 
salespeople should be seeking brand 
managers. These managers build equity 
in the product and are very interested in 
sampling and couponing. 

A phone call to the number listed on 
the package of the product may lead you 
to a brand manager. If this manager finds 
your event too small or out of his territo-
ry, ask him to refer you to a district sales 
manager for your area. (This is right 
down your nontraditional specialist's 
alley. If you don't have one, it's time to 
move into the '90s!) The key is to make a 
lot of calls. Eventually, you'll hit pay dirt. 
The more events you do, the more 

you'll touch the public. We all know this 
is a good thing. You can either tie in to 
an existing event or build one yourself. 
There are advantages to both strategies. 
When you piggyback on an event spon-
sored by either a nonprofit group or a 
commercial enterprise, you are bur-
dened with baggage: the organization 
putting the event together will most like-
ly pick the date, location and have 
sponsorship limitations. 
On the other hand, there's little logisti-

cal work on your part and sometimes no 
cash involvement. However, because the 
return is small with this first scenario, I 
believe the way to build a better mouse-
trap is to build your own. It requires 
manpower, time and sometimes money. 
But because you invent the plan yourself, 
you own the rights to everything. 
With event marketing (like everything 

else), we learn from our mistakes. Make 
your mistakes small ones by starting 
small. Concerts that start off on fields 
can later move to stadiums. Baseball 
games that start out in town parks can 
later move into a major-league venue. 
Schedule one major event per quarter 
that would be of specific interest to your 
target demo. 
To make certain your staff is all on the 

same page, create a schedule in which 
your management team agrees to each 
deadline. It is important that every 
department buy into the timetable and 
feel that it can accomplish the goals. 
A typical plan might look like this: 

1)Book the venue by 3/1. 2) Bands 
hooked by 3/25. 2) Sponsorship package 
on street by 4/1. 3) On-air promos and 

by Mark Lapidus 

liners done by 5/1. 4) On-air promotion 
5/3. 5) Event takes place on 5/17. 
Your plan should have a lot more 

detail. The result is that everyone sees 
how long it takes to pull a major event 
together and that you're properly orga-
nized every step of the way. 
The best events you devise (like most 

promotions) will probably come out of 
brainstorming sessions and knowledge of 
what is happening in your market. Make 
certain the event will allow for enough 
product categories to make money. Here 
are a few to get you started: 
• The World's Largest Garage Sale 
Clients set up booths and sell clearance 
items; listeners set up tables and sell 
yard sale items. If you're a rock station, 
you can feature garage bands 
• Classic Football or Baseball Bring in a 
group of old-timers to play ball. Clients 
can include sporting good stores, gyms 
and health-oriented businesses and 
products. 
• Kids' Fair Bring in rides and games or 
children's entertainment. The children's 
advertising category is huge, so you can 
create a lot of booth space 
*Canine 10 k One of many foot races 
you could do annually, tying in sporting 
goods and animal product advertisers. 
• Baby Expo Feature products for infants 
and highlight anything to do 'with becom-
ing parents. Sponsor targets include hos-
pitals, pediatricians, toy manufacturers, 
video stores, clothing stores, photogra-
phers and even financial institutions. 
If the reason you're not involved in event 

marketing has to do with a lack of experi-
ence, there are many companies that will 
handle all the details for you. Some event 
specialists are radio specific, while many 
are not. I recommend my radio event 
brethren simply because most of them 
have come out of the radio promotion 
field and already understand your goals. 
Consider cutting a lower flat rate with 
a company and granting it a percentage 
of either the gate or the sales proceeds. 
This will give the company incentive to 
work harder for you. 
When events work for you, they will 

probably work for others too. I'm 
always interested in hearing about suc-
cessful radio event marketing. Please 
send me your stories to share! 

Mark Lapidus is VP/Marketing fie Liberty 
Broadcasting. Liberty owns stations in 
Washington/Baltimore; Richmond. Va.; 
Long Island and Albany, N.Y.; Hanford, 
Conn. and Providence, R.I. You may con-
tact him by fax: 301 899-3014 or by e-
mail: liberty hq@aoLcom 
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*41 111111111 UMW! MOW , A Dynamic Mix 

Of the Old ... 

p
hdadelphia's greatest commodity is history. 
Unlike many other American cities, history is not 
an abstraction here — it is real. People work and 

live in historic buildings and pass some of the nation's 
most treasured sites on a daily basis. 
But history does not limit Philadelphia; the old and 

traditional coexist alongside the new and innovative. 
For instance, a computer programmer in Center City 

Philadelphia might pass Independence Hall — site of 
the Constitutional Convention — and the liberty Bell 
on her way to lunch at the city's new state-of-the-art 
Convention Center. A business executive might pass 
the site of the Continental Army's fabled winter camp 
on the way to his office in Nralley Forge_ 

In short, the nation's first capital grows and continu-
ally reinvents itself without ever losing sight of where it 
has been 
The Philadelphia radio market in many ways reflects 

the city's odd congruence cf old and new. While long-
established stations remain strong, new formats seem 
to crop up daily, lending the fifth-largest radio market 
in the nation a dynamic, competitive edge. The ratings 
leader in Philadelphia is also the oldest station in town. 
In fact, all-news KYW(AM), started in Chicago in 1921, 
was the seventh radio station to broadcast in the 
United States. KYW moved to Cleveland in 1956, and 
then to Philadelphia in 1965, where it became the 
nation's second all-news station. The move and format 
change appears to have worked — KYVC, has held a 

*-



virtual lock cni the top spot in Philadelphia radio tbr 2U years. 
"Philadelphia is KYW," says Meg DeLone, general manager of 
adult contemporary station WBEB-FM and a longtime presence 
in Philadelphia radio. 
KYW consistently pulls 12+ ratings in the low sevens, general-

ly more than a point above its nearest competitor. The station 
rated a staggering 8.2 12+ in the Fall 1995 Arbitrons. KYW's 
share surges when the weather is bad, a testament to its role as 
essential information provider to the masses. The station drew 
a 10 share in the messy winter of 1994, and it expects to post 
equally strong numbers during the recent "Blizzard of '96." 
Roy Shapiro, KYW's vice president and general manager, says 

the biggest reason for the station's success is consistency and 
quality. "We have an exceptional product, we have exceptional 
people, we have focus on what that product is, and we exe-
cute it very well," Shapiro sa. 

Don't go changin' 
And with a tOrmat this successful, Shapiro sees no reason to 

change. "We think we have the perfect format as far as our 
future allows us to see." Shapiro says. 
However, radio market observers note that KYW's strength is 

primarily rooted in the morning drivetime slot, when people 
tune to the station for practical reasons. "I think it's habit in this 
market that people tune in fir their fix of ... news, weather, traf-
fic," says Lyn Strickler, a media buyer at Harman & Associates 
Inc. "But after morning drive, they don't do that well." 
KYW's success also draws grumblings from other GMs, many 

of whom feel the 12+ demographic unfairly inflates KYW's lis-
tener hase. "While they're number one 12+, they're not number 
one 25-54," DeLone says. "25-54, they're sixth." KYW appeals 
to an older demographic. DeLone says. 
And Dennis Begley, president of the Philadelphia Radio 
Organization and vice president and general manager of fourth-
ranked oldies station \VOGL-FM, argues that 12+ rankings. 
which always put KYW on top, are not that important. "The 
reality is that in the business, as far as revenues and the money 
that's generated, nobody cares about 12+," Begley says. 
But Shapiro dismisses such comments as sour grapes. KYW 

dominates in all demographics and time slots, Shapiro says. 
"We have a larger audience after 10 o'clock than all other sta-
tions have seven days a week," he says. 
Shapiro says KW would still be the number one station 

in Philadelphia if it only broadcast on weekends. Of course, 
Shapiro doesn't propose testing this theory. KYW's nearest 
competitor is urban adult contemporary station WUSL, 
which pulled a 6.1 share in 12+ during the fall of 1995. 
WUSL is locked in a tight race for second with Big Band 
station WPEN(AM), which had a 5.7 12+ share in the same 
ratings period. 

High visibility 
Chester Schofield, vice president and general manager of 

WUSL, says the secret of his station's success has been consis-
tency of staff and format, and contact with the black communi-
ty. "I think that we've gotten there by being more visible," 
Schofield says. "We have a very solid on-air staff that has been 
here for a very long time." 
WUSL has not changed format in 13 years, Schofield says. The 

station has won several awards, and has partnered with the 
Philadelphia School District to provide computers for three 
inner-city junior high hools. Despite WUSL's long status as 
the number-one urban AC station, the battle for urban AC lis-
teners has become more heated over the last year following 
Beasley Broadcast Group's purchase of WDAS-FM. Beasley Was 
pumped advertising and promotions dollars into the station, 
says General Manager Kernie Anderson, a factor that has been 
key to the station's rapid growth from a 3.3 share in the spring 
of 1994 to 5.3 in the Fall '95 Arbitrons. 
"The end result is that (Beasley) took over the station in May 

(1994), but by the release of the fall book, we had become the 
number one adult radio station," Anderson says. 
DeLone agrees that the Beasley purchase has helped WDAS-

FM. "It has made that station a success story," DeLone says. 
Rounding out the Philadelphia top five are AC WBEB-FM and 

country outlet WXTU(FM), which pulled 5.5 and 5.3 shares, 
respectively, during the fall of 1995. 
According to many Philadelphia radio observers, the rise •›-
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lirià We put the finger on 3 more stations. 

TALK RADIO 1070 

LITE 98.3 FM 

Z-104 FM 

When the V.P. and GM of Midcontinent Media in Madison, Wisconsin, wanted 

to increase efficiencies and profits and decrease overhead.., he gave all three 

of his stations the finger! 

Now each one has MediaTouch, the original digital automation system. 

With its patented touch screen control and network audio, it creates 

economies of time and staff, driving profitability sky high. 

With MediaTouch, digital automation is neither expensive nor risky. 

And now, thanks to a solutions-driven team of experts, both our software 

and service mandates are solid. 

(7:We carefully reviewed all available digital systems before picking MediaTouch. 

We 'e now lowered our operating and capital expenditures while improving the sound 

of all three stations. MediaTouch integrated our three diverse broadcast formats, giving 

operational efficiencies at the cost savings we were looking for. 

David Craumer. UR and GM. ,Vidcontinent Media 

So use your finger to call us for info or a demo, then give your station 

the MediaTouch finger. 

call: 1 800 665 0501 http://www.rubicon.net/—omt 

fax: 1 204 783 5805 E-mail: omt@summit.rubicon.net 
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TRYING TO MAKE SENSE OUT OF DIGITAL AUDIO SYSTEMS? 

There is a better way! 
It's not easy trying to understand the conflicting claims made 

by different manufacturers when you're buying a Digital Audio 
On-Air & Production System. whether a single, multipurpose 

Workstation or an integrated, multiple studio setup. At one end 

of the spectrum, you're faced with a wide variety of simple "Cart 
Machine Replacements," and on the other, products whose 

complexity confounds even the most seasoned broad-
cast engineer. 

The ENCO DAD486x Digital Audio 

Delivery System solves the problem! 

DAD is simply the most powerful On-Air 

& Production system available, yet its 

uncomplicated approach and inherent ease 

of operation makes immediate sense to any 
user. 

• Intuitive On-Screen displays that are imme-

diately familiar to operators. Optional 

Touchscreen makes operation quick and easy. 

• Complete On-Air flexibility with various "Virtual 

Machines" for Live Assist. Automation, or 

Satellite Programmed operations. Interface to 

other equipment plus scheduling and billing pack-

ages. Seamless segue and voiceover transitions 
sound "Live" in all modes. Script capabilities can 

be included. 

• Full production capabilities, including Graphic Cut & Paste 

Assembly Editing. Includes analog and digital inputs/outputs. 

Interfaces with most multichannel editing packages. 

• Runs on DOS for proven speed, reliability, and compatibility 

ith other equipment; not an operating system original-
ly intended for multimedia applications. This is a pro-

fessional tool meant to produce efficiency and profits. 

not entertain the staff! 

• Operates on common off the shelf computers and 

network architecture. You won't be locked into 

proprietary hardware that may not be available 

whenever you need service. 

• No monthly licensing fees, DAD is an out-

right purchase. Software upgrades are free 
for the first year. 

• DAD is proving itself everyday in radio 

and TV facilities worldwide. 

Call Your DAD486x Dealer or ENCO 
For Complete Information 

ENCO 
SYSTEMS, INC. 

24403 Halsted Road, Farmington Hills, MI 48335 USA 

TEL: 800-362-6797 or 810-476-5711 FAX: 810-476-5712 

Circle 3 On Reader Service Card 



of oldies station WOGL-FM and classic 
rocker WYSP(FM), and the recent introduc-
tion of two modern rock stations to the 
market, have hurt perennial AOR giant 
WMMR(FM), which regularly ranked sec-
ond or third in 12+ until Fall '94. 
"There's been a rock repositioning," says 

KYW's Shapiro. "That's where I think the 
music battlegrounds are being fought 
today in the marketplace." 
Back in the spring of 1989, WMMR sat 

atop the Philadelphia rock pile. Its 6.9 
share of the 12+ demographic rivaled 
KYW's 7.1 share. The next closest rock sta-
tion, WYSP was far behind with a 4.5 
share. But modern rock, possibly the 
fastest-growing format in the nation, was 
completely underepresented by 
Philadelphia radio. That didn't last long. 
The spring of 1993 saw the introduction 

of WIBF-FM, known as WDRE (the station 
simulcasts much of its programming from 
New York station WDRE(FM), and adver-
tises itself as Modern Rock DRE). 
WPLY(FM) - Y-100 - quickly followed 
WIBF into the modem rock arena. In fact, 
Strickler says, even longtime classic rocker 
WYSP is now trying to add more modem 
rock to its format. 
The fall of 1995 saw WPLY pulling a 3.7 

share, and WIBF pulling a 1.3 share. The 
stations were ranked 13th and 21st, 
respectively, but their combined 5.0 share 
ranks the Philadelphia modem rock audi-
ence among the largest in the city. 
(Indeed, the stations play essentially the 
same mix of modern rock hits, making 
them virtually undistinguishable, and 
prompting many listeners to dub them col-
lectively DRE/Y-100 - one station with 
two spots on the dial.) 
Though it would be easy to cite the rise 

of the modem rock stations as responsible 
for WMMR's decline to a 3.9 share in the 
fall of 1995, and the 11th rank in 12+, the 
story is a bit more complicated than that. 
WMGK, which had been a soft rock sta-
tion, recently switched to a hits-of-the-70s 
format, PRO President Begley says, which 
means its 3.1 share now comes directly 
out of WMMR's traditional listener base. 

Wake-up call 
All this repositioning among rock sta-

tions has been a wake-up call for 
WMMR. "Whenever you get some new 
competitors, you feel it," says Steve 
Martorano, operations director at 
WMMR. "The pie gets cut up all the time 
when a new station arrives." 
WMMR's response has been to add some 
modem songs to its mix, but to stick with 
the basic album rock sound that has 
always defined the station, Martorano says. 

"That's what we think our mandate is - 
the greatest rock you've grown up with, 
and the best of the new stuff," he says. 

Still, the station realizes it might take a 
while to regain its market share. 

"We're realistic enough to know that 
there is a wider variety for people," 
Martorano says. "We're trying to anticipate 
those changes." 
Martorano notes that the changing face 

of rock radio is not limited to 
Philadelphia. "These forces have been 
loose in the land in markets all over the 
country for a number of years," he says. 
"Around the country, other X heritage 
stations like this one have faced these 
changes sooner than MMR." 
The rock battle is reminiscent of the 

adult contemporary battle that remade the 
Philadelphia radio market a few years ago. 
"What (WMMR) is up against now is what 
we were up against three and four years 
ago - intense competition," says WBEB-
FM's DeLone. 
Indeed, four years ago, the Philadelphia 

market sported four AC stations - WI3EB-
FM, WYXR(FM), WMGK, and VITIOQ(FM). 
WMGK has since gone to the '70s oldies 
format, and WIOQ has switched to top 40. 
WBEB-FM has emerged on top with a 5.5 

share 12+ in Fall '95, while WYXR pulls a 
close second in the AC battle with a 3.7. 
Duopoly is a major issue in Philadelphia, 

as it is across the nation, but most 
observers do not think that it has negative-
ly affected the market. The largest duopo-
lies in Philadelphia are Group W, which 
with the merger of CBS and Westinghouse, 
now owns KY-VIT, WMMR, WGMP(AM) and 

WOGL; and Beasley Broadcast Group, 
which owns WDAS-AM-FM, WXTU and 
WTEL(AM). Other recent purchases include 
Evergreen Media Corp.'s takeover of 
WJJZ(FM) and WYXR, and WIOQ-owner 
EZ Communications' purchase of WUSL. 
WDAS-FM's Anderson says he thinks the 

full impact of duopoly has yet to be felt in 
Philadelphia. "I don't think that we've seen 
the impact of it," Anderson says. 
The main concern of duopoly, Anderson 

says, has to do with advertising dollars. "I 
think the potential of such concentration is 
all that we've always been concerned 
about having to do with their ability to 
grab a larger share of the advertising rev-
enues," Anderson says. 
But there is also a concern about 

employment, Anderson says. The fear here 
is that as stations streamline operations, 
they will cut employees. mo-

KW(AM) 
ikWUSL(FM 
neWPEN(AM) 
WBEB(FM) 
VVXTU(FM) 
WDAS-FM 
WYSP(FM) 
WOGL-FM 
VVVVDB(FM) 
WIOQ(FM) 
WMMR(FM) 
WYXR(FM) 
WPLY(FM) 
WJJZ(FM) 
WIP(AM) 
WMGK(FM) 
VVFLN-FM 
WHAT(AM) 
WDAS(AM) 
WPST(FM)* 
WIBF-FM 

Philadelphia 
Radio Market Overview 

Freq. Format 
1994 Est. 
Rev. in Owner 
$ Mil. 

Arbitron 12+ 
Fall '95 

1060 News 7.4 CBS Radio Stations Group 8.2 
98.9 Urban AC 6.4 EZ Communications 6.1 
950 Big Band 4.8 Greater Media 5.7 

101.1 AC 4.4 VVEAZ-FM Radio Inc. 5.5 
92.5 Country 4.7 Beasley Broadcast Group 5.3 

105.3 Black AC 5.6 Beasley Broadcast Group 5.3 
94.1 Rock 5.0 Infinity Broadcasting Corp. 5.1 
98.1 Oldies 5.2 CBS Radio Stations Group 5.0 
96.5 Talk 4.9 Panache Broadcasting, LP 4.7 

102.1 Top 40 4.1 EZ Communications 4.3 
93.3 AOR 4.5 CBS Radio Stations Group 3.9 

104.5 AC 4.0 Evergreen Media Corp. 3.7 
100.3 Modern Rock 4.0 Daniel M. Lerner 3.7 
106.1 NAC 3.6 Evergreen Media Corp. 3.5 
610 Sports 2.9 Infinity Broadcasting Corp. 3.2 
102.9 '70s Oldies 3.8 Greater Media 3.1 
95.7 Classical 2.3 Salem Comm. Corp. 2.5 
1340 Urban 1.0 William C. Anderson 1.5 
1480 Gospel 1.1 Beasley Broadcast Group 1.5 
97.5 CHA 2.7 Nassau Brdcstng Prtnrs, LP 1.3 

103.9 Modern Rock 1.3 Jarad Brdcstng Co. Inc. 1.3 

* licensed to Trenton, N.J. 

-v- 7/\ Stations are ranked in order of Arbitron Fall 1995 12+ ratings. 
ebazid47iire1/3 Information provided by BIA Publications Inc. through its 

.)L/7 \ MasterAccess Radio analyzer Database software. 
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products and services 

Increase Listener Loyalty 
While Attracting A Whole 

New Audience! 

1-

CLASS_ _ 
REUNION- 

* CLASS REUNIONTM is a 

weekly, 4-hour syndicated 
show that features Rock & 
Roll hits of the 50's, 60's 
and 70's, and spotlights 
artists of the era via in-depth, 
personal interviews. 

* Automation compatible 

* Available on barter basis 

* An easy local sell 

* Heard as a weekend feature 

on Oldies, NC, Country 
and Newstalk stations! 

For Demo: 
1-800-985-—2665 2665 

Distributed by COPRA Media Productions, Inc. 

4444 Westgrove Drive, Suite 210, Dallas, TX 75248 

READER SERVICE 12 

New! StereoMixer! 

HENRY ENGINEERIN1 

Stereohlixer is an 8- input ' mini-console' that can mix 4 
stereo or 8 mono line sources. Bath stereo and mono 
outputs. Ideal as an input expander or source combiner. 
Balanced inputs and outputs, with superb specs. Dozens 
of uses.,, keep one on hand! 

HENRY ENGINEERING 
503 Key Vista Drive 
Sierra Madre, CA 9'024 USA 
TEL (818) 355-3656 FAX (818) 355-0077 
FAX-on-Demand Doc #122 (818) 355-4210 
hnpviwww.broadcast.harris.comthenryenci 

FE HENRY ENGINEERING 

We Build Solutions. 

Affordable Custom 
Broadcast Furniture 

2 Pennsylvania Ave., Malvern, PA 19355 

Delivered and 
installed by 

ECHIMOLOGY 

TEL: 800-676-0216 

FAX: 610-296-3402 

email: Studiotec@aol.com 
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Strickler agrees that it is just too early to 
tell whether duopoly will have any of 
these negative effects. " It's so new that 
right now, we haven't seen any of that," 
Strickler says. 
Begley, of WOGL, says that the strategy 

of CBS Radio Station Group stations has 
been to cross-promote one another. "We're 
just helping each other out as much as we 
can," Begley says. 
However, says WMMR's Martorano, the 

CBS Radio stations still compete for adver-
tisers. Schofield, of WUSL, says the EZ 
Communications stations are also sold 
individually. 
Strickler notes that the method in which 

stations are sold renders concerns about 
the concentration of advertising revenues 
moot. Advertisers generally look for sta-
tions that serve specific demographics, she 
says. "Usually, people don't look at one 
station or even two stations to advertise 
on," Strickler says. "They're going to look 
for a mix of stations." 

Smart advertisers are not going to limit 
their advertising dollars to the stations 
owned by a single company, she reasons 
— they will look for stations that serve the 
demographic they want to reach, regard-
less of who owns them. 
Everyone agrees that the Philadelphia 

radio market is healthy, dynamic and, most 
importantly, attractive to advertisers. "The 
radio sales market is terrific," says KYW's 
Shapiro. "(Advertisers) are continuing to 
invest handsomely in the marketplace." 

In addition to being an avid radio fan, 
John Wilen e a reporter at the Philadelphia 
Business Journal. He has also covered 
radio issues for the Fresno Business 
Journal, in Fresno, Cale. 6 _ 

Philadelphia Financial Snapshot 

Market Rank: 5 
Revenue Rank: 7 
Number of FMs: 17 
Number of AMs: 21 

Revenue 1992: 
Revenue 1993: 
Revenue 1994: 
Revenue 1995: 
Revenue 1996: 

$139 mil. 
$153 mil. 
$171 mil. 
$183.8 mil. 
$196.7 mil. est. 

Revenue Growth 
88-93: 4.0% 
94-98: 6.9% 

Local Revenue: 68% 
National Revenue: 32% 

Source: / )/-7/\ 
7717.>N7 

SATELLITE SYSTEMS 
The Ariel Digital Satellite Receiver: 

• 5 card slots for up to 10 audio channels 
• compatible with Fairchild Dart 384 
• adapts easily to current equipment 
• next day shipment of replacement boards 
• 1-year warranty 

The Ariel Digital Satellite Receiver, exclusively from Satellite Systems 

Upgrade 

Repairs 

Zephyrus 

Service 

Upgrade your Fairchild Dart 384 and Scientific 

Atlanta 7300/7325 to LNB receivers—use existing 

equipment as trade-in. 

Satellite Systems repairs all major brands of satellite 

equipment, including the Fairchild Dart 384 and 

Scientific Atlanta. 

Call us about Zephyrus SCPC equipment along 

with receivers for all networks. 

Satellite Systems has made a name for itself by 

providing consistent, excellent service to radio 

stations & networks. Call the professionals with the 

proven track record in sales and repair for all of 

your satellite needs. 

SATELLITE SYSTEMS 

enig%i  

Satellite Equipment for Radio 

615 East Brookside 
Colorado Springs, CO 

80906 
Ph: (719) 634-6319 
Fx: (719) 635-8151 

Circle 57 on Reader Service Card 
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eighth in the market. "Listeners are lead-
ers of the Cuban exile community," says 
Tanner. "They have a lot of money." 
Jeff Kline of the Hispanic Radio 

Network notes that "the Latin popula-
tion in Miami is highly educated. Miami 
is the business capital of South 
America." 
WTRO-FM is another Heftel-owned 

Miami station. Its tropical music format 
appeals to the Cuban, Colombian and 
Dominican listeners in the market. 
Overall, four of the top 10 stations in 

Miami are Spanish, giving the Hispanic 
population, 25 percent of the market, 
more choices. 

Dual market 
The San Francisco Bay area with its 

population of 1 million Hispanics is 
called a "dual market" by Gabbert — 
half the population is from Mexico and, 
he says, "You have 50 percent Central 
American, primarily Nicaraguan and 
Salvadoran. They left during the revolu-
tions and are well-educated, middle-
class." On his 50 kW outlet that reaches 
nine counties. Gabbert says he "strad-
dles" the two audiences, using sophisti-
cated Mexican music that is popular in 
Central American countries. He scores 
big as the largest revenues producer in 
the local AM Hispanic market, making 
$2.4 million in 1994, according to the 
San Francisco Business Times. 
Los Angeles boasts the largest Hispanic 

population. With more than 6 million 
natives of Latin America (predominantly 
Mexican), the city supports 14 stations. 
KLVE's romantic music draws 1.2 million 
listeners a week. And, according to the 
Los Angeles Times, its morning show, 
featuring hosts Pepe Barret() and Lupita 
Pena, captured 7.1 percent of the audi-
ence in the Fall '95 Arbitrons, beating 
out Howard Stern on KLSX-FM. 

Richard Heftel, president and general 
manager of KLVE, says there are many 
reasons why the station succeeded — 

IOCTN-AM-FM 

KBNA-AM-FM 

KXYZ-AM 
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"by determining what the 
Hispanic population wants 
to hear, providing a very 
consistent format, tight 
on-air presentation by 
the DJs and limited 
commercial invento-
ry," he says. 
The station 
also controls 
the value of 
on-air promo-
tions. 
"We don't 

offer smaller 
prizes." 
In the Big 

Apple, 1.2 mil-
lion Puerto 
Ricans, 
Dominicans, 
Cubans and 
Caribbeans 
tune in weekly 
to Spanish 
Broadcasting's 
WSKQ-FM. 
Listeners go for the 
salsa, meringue and 
American dance music, lis-
tening for 15 hours a week. "All 
of our DJs are Caribbean," says GM 
Alfred Alonso. Spanish Broadcasting's 
WXLX(AM) targets the Mexican and 
Central Americans in the market. 
"We are the only FM Spanish station in 

New York," says Alonso, explaining 
some of the success. Also, its focused 
programming, promotions, contests and 
billboards have lured general market 
Hispanic listeners, whom he describes 
as "people who have been in the United 
States most of their lives and feel tied to 
their culture and like listening to 
Spanish music." In New York, 16 per-
cent of the population ( more than 3 mil-
lion people) speak Spanish. 

In Texas, the big player is Tichenor 
Media System. Owning 15 stations in 
five markets in Texas and Chicago, 

Dallas-based TMS 
has carefully built 
its network with 
slow, steady growth 
since 1949. TMS 
properties KXTN-

AM-FM (San Antonio), KIWW(FM) 
(Harlingen) and KBNA-AM-FM (El 
Paso) have been number one in 
their markets for almost three con-
secutive years. 
TMS serves 20 percent of the U.S. 

Hispanic population, representing 
$36 billion in buying power. "We 

121 

• 

PD Bob Prado (center) and 

superstar group Mazz. 

4,&4 1e, 
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- 
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have 
a bilingual 
format that is tar-
geted at people who 
are bicultural," says 
Ticnenor, "and in the sanie market 
have a more Spanish-dominant offering 
for recent arrivals." 

News and politics 
In Houston, the market density is 21.8 

percent Hispanic, and Infinity-owned 
KXYZ(AM) plays música regionale, or 
regional Mexican music, described by 
General Manager Josh Mednick as "the 
best mix of the most popular music of 
the region." 
Latino outlets wanting syndicated news 

can pick up Cadena Radio Centro 
(CRC), CNN Radio Noticias and CBS 
Americas. Most stations focus on local 
news that relates to the Latin community 
and important stories from Latin 
America. Many stations have in-house 
news staffs. KXYZ has three full-time 

news anchors and "a string of reporters 
out on the street every day covering 
local news," Mednick says. 
But politics is a different matter. "We 

don't talk about politics much on the 
stations," says Heftel. "But we 
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Wear Channel Communications knew 
International Datacasting's FlexRoute 
Satellite Digital Audio System would be the 
heart of their operation for years to come. 

That's why they've chosen our system for 
implementation at their networks in 
Kentucky, Virginia, Texas and Oklahoma. 
The key component, the FlexRoute 

receiver, is dual speed and can be 
configured via satellite for 128 or 256 kb/s 
of MPEG encoded audio or data. With the 

FlexRoute system's unique data rate 
partitioning, Clear Channel 
Communications can transmit up to four 
channels per carrier and simultaneously 
transmit digital audio and high speed data. 
The receiver is factory configured for either 
QPSK or BPSK operation; MPEG data 
and digital audio outputs facilitate 
interconnection with digital studio 
facilitates or other MPEG compatible 
products. And every FlexRoute receiver 
contains a unique, secure address, enabling 
individual control and authorization of the 
unit from the head-end network control 

computer. 
Give us a call or stop by Booth 2000 

at the NAB to find out about our full 
line of satellite digital audio and data 

broadcast solutions. We're International 
Datacasting. The new horizons company. 

INTERNATIONAL 
DATACASTING 

Corporate Headquarters: 2680 Queensview Drive, Ottawa, Ontario 
Canada K2B 8H6 Tel: (613) 5% 4120 Fax: (613) 5% 4863 

inddatâmagi.com 
US Sales and Marketing: 3850 Holcomb Bridge Road, Suite 420, 

Norcross, Georgia, USA 30092 Tel: (770) 446 9684 Fax: (770) 448 63% 
n-m“ att: a   t infldau@ ix.netcorn.com 

Circle 43 On Reader Service Card 



;fin* • **11., 4 4, 

KRG DIMENSIONS SALESPEOPLE 

ARE TRAINED TO RECOGNIZE OPPORTUNITIES 

THAT OTHER REPS JUST DON'T SEE. 

Some sales opportunities are no brainers. Others, however, are a little more 

difficult to see. That's one of the reasons we created our Dimensions sales division 

—to find real new business opportunities for our client stations and to develop 

integrated marketing and media plans that can help advertisers and stations 

alike. The Katz Radio Group—KRG Dimensions, Banner Radio, Christal Radio, 

Eastman Radio, Katz Radio, Katz Hispanic Media and Sentry Radio. 

The Katz Radio Group 

SUPERIOR PERFORMANCE MAKES US THE BEST 
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tions. Founded 

certainly did during 
Proposition 187. We 
had attorneys, immi-

grant attorneys and politicians 
as guests." 
The Tichenor stations have 

local news in every market. 
"Local news is very important 
to our audience," Tichenor 
says, "because people in the 
general market have a lot more 
sources of news." When asked 
if they cover Bosnia, Tichenor 
says, "No. That is not as inter-
esting to our audience as 
news from Mexico." 

Since 1982, the Hispanic 
Radio Network has been 
providing free public service 
programming to sta-

by Consuelo Luz, whose grandfather 
was secretary general of Organization of 
American States (OAS), the network sends 
five capsules each day on health, education 
and environmental issues to 140 stations. 
"Our programs inform and inspire Spanish 
radio stations' core audience of working 
class people," says Kline. 

The programs also include toll-free num-
bers so they can refer listeners to local social 
service agencies and educational opportuni-
ties. 

Movers and shakers 
Z Spanish Radio Network is bucking the 

industry trend of local programming. Owned 
by Mexican native Amador Bustos, Z earned 
revenues of $4.5 million in 1994. It provides 
12 network-owned stations and nine affili-
ates CD-quality sound, which the Jones 
Satellite Network then distributes. The music is a blend 
of contemporary hits, banda ranchera — which is 
very traditional country music, featuring many guitars 
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— and top 40. Z sells itself as bridging people together with 
syndication and dedications. "We are an open network, so 
people can actually send greetings from one person to anoth-
er, from one state to another," Bustos says. 
As the largest Hispanic-owned satellite network, though, Z 

loses some localism for its reach. The network emphasizes 
Mexican music, which Bustos describes as "the lynchpin of 
the pop entertainment industry," and hires DJs whose Spanish 
is not identified with any region. "They have an international, 
standard broadcast Spanish," says Bustos, "the way all people 
in the U.S. understand Dan Rather." 

Heftel Broadcasting Corp., the largest Spanish-language 
radio network, owns 16 radio stations in the top Hispanic 
markets, including Los Angeles, New York, Miami, Chicago, 
Las Vegas and Dallas. HBC also owns CRC and distributes 
CNN Radio Noticias, providing news to 68 affiliates. It can 
reach an estimated listening audience of 22.3 million 
Hispanics, representing 90 percent of the U.S. Hispanic popu-
lation. 

11111111111111MMIF 

KXTN/KROM/KCOR 14th Annual State Fair 

Broadcast CD music and programming is 

Timely weekly hits, highly researched CD 

format services make radio less risky and 

Top Hits USA: $ 16.95/week or $49.95/month. 

Call for rates on CD Music libraries 8É Format Services. 

•> 
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Program opportunities 
ABC Radio in Dallas is currently 

developing two weekly national pro-
grams: "Tejano Music Countdown" and 
"Oldies Retro Tejano." "We already 
have 52 independent stations expressing 
interest, " says Host/Producer Rudy 
Traviño. Tejano, which originated in 
southwest Texas, is uptempo music with 
heavy guitar and rhythm instruments. 
According to the Los Angeles Times, 
sales of Tejano music have quadrupled 
in the last four years to more than $ 120 
million annually. 

Earning $46 million in 1994, Spanish 
Broadcasting Systems is the largest 
Hispanic-owned media entity in the 
United States. Owned by the Cuban-
born Alarcon family, SBS owns two Los 
Angeles stations. Its KLAX-FM was 
ranked number one ( 12+) for three 
years, and one of its three New York 
outlets, WSKQ-FM, now ranks first 25-54 
in the Fall '95 Arbitrons. 

Caballero Spanish Media, founded by 
Cuban lawyer Eduardo Caballero; owns 
three Spanish-language radio stations. 
Its claim to fame comes as the first, big-
time, Hispanic sales and marketing firm 
in radio. 
A pioneer in open-

ing doors of big 
companies to adver-
tise on Spanish 
radio, Caballero 
started with Colgate 
Palmolive. Its client 
stations account for 
90 percent of the 
Hispanic consumers 
in the United States. 
Its merger with the 
Interep Radio Store 
in October 1995 has 
brought Caballero 
more resources and 
has solidified its posi-
tion in the market-
place. According to 
the December 1995 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • 

issue of Hispanic Business, 
Caballero comes out on top 
of the radio rep firms with 
$29.67 million gross billings 

in 1995, followed by Katz 
with $26 million and New York-
based Lotus Hispanic Reps with 
$12.66 million. 
A new force in representing 
I lispanic media may be on the 
horizon with the formation of 
Team El Dorado. Formed in 
February of this year by El 
Dorado Communications, a Los 
Angeles-based media firm, this 

"dream team" pairs Spanish-lan-
guage stations in L.A. and Houston 

with a staff of Hispanic market media 
professionals. Leading the team are 
Chairman Barrett Alley, former president 
of Cadena Radio Centro, and President 
Chris Nevil, who previously worked for 
Caballero Spanish Media. 
"We intend to provide our clients with 

ground-breaking Hispanic market and 
media information, transactions and 
opportunites that will enable them to 
fully realize their goals," Nevil says. 

Playing the radio game 
By better positioning themselves, 

Spanish radio stations are helping fuel 
the growth of the whole enterprise. In 
the past, they had been looked 
upon as the weak sister, using 
low power on the dial, says 
Gould. 
Spanish radio's suc-

cess disproves the 
stereotypes oi 
Hispanics as poor 
and unable to 
speak. " It's not 

true," says Jenkins. "(Hispanic stations) 
have become more savvy than ever, 
spending money and competing with 
general market radio stations." 
"This is big business," says Gould "and 

the audience has more disposable 
income." 
Today, it is hard to ignore the pres-

ence and power of Spanish-language 
stations. More Spanish stations on the 
FM band mean higher Arbitron ratings. 
Through a lot of work and heavy pro-
motions, these stations have succeeded 
at playing the radio game. 
"The leading stations are the ones who 

program for bilingual listeners," says 
Bohan. "Instead of appealing to the tra-
ditional Spanish-speaking population, 
they are programming to the broader 
Hispanic community." 

Kathy Gronau is a marketing consul-
tant who contributes to the Los Angeles 
Radio Guide. She recently wrote the 
Format Focus article on Christian radio 
for Tuned In. She can be reached via e-
mail at kgronau@ix.netcom.com 

11 

WIND(AM) and 

WOJO-FM celebrate 

Cinco de Mayo. 
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Getling your network up and running with us will put you on top 

of the worldi 

When you're dealing with the radio-only experts, why wouldn't you be on top of 

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

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

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

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

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

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

NPR Satellite Services® 
Link up with us,, 

635 Massachusetts Ave., NW., Washington, DC 20001-3753 • (202) 414-2626 
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classified martstplace 

PROFESSIONAL CARDS 

HAMMETT Sz EDISON, INC. 
CONSULTING ENGINEERS 

RADIO AND TELEVISION 

Box 280068 
San Francisco, CA 94128 1.11E 707/996-5200 

202/396-5200 D.C. 

707/996-5280 Fax 

Member AI•LC I 

Consulting Communications Engineers 
• Station improvement and modernization 
• FCC Applications and Field Engineering 
• Frequency Searches and Coordination 
• AM-FM-CATV-ITFS-1 PTV 

OWL ENGINEERING, INC. 

1-800-797-1338 
E-maik Oulengl9esk>pointa  

1301, W. Count, Koad. F. SI. Paul, MN 35112 • 612-631-13.18 

AC 
PROGRAMMING 

Contemporary variants 
Lite + Hot Rock AC Oldies 

usic Logs & Format Implementations 

Affordable Prices For All Markets 

PALMA 
DCASTING 
7 E1-6382 

JINGLE SERVICES 

Recycle your old jingle package with 

Dave's dynamite digital 

remixes. Coll Pro Mix Services 

for economical details 

yyyy 904-926-8000 VVVV 

SYNDICATORS 

Wanted: Any kind of syndicated 
radio programming ( records, 
cd's). Will pay shipping. 

814-834-6274 

BROKERS 

Appraisals • Brokerage • Consulting 

T.A. BRANSON 
media broker 

1-800-453-3169 
“Slcnnlecr NAli" 

onfidential Small/Medium Market Specialist 

PROFESSIONAL CARDS 

True Custom Jingles 

$795! 
Call for free demo today! 

1-800-257-9624, ext. 6073 
RADIO ACTIVE PRODUCTIONS 

PROFESSIONAL CARDS 

STAKE YOUR CLAIM 
to your own piece of the Internet with your 
station's own WEB PAGE. What a prestigious 
place to show the world just how good you really 
are! Appear where millions each day can see 
what you have to offer. 

Call i)U LitlA today to learn how 
affordable your page will be. 

305 252-5023 < > 800 584-0100 
http ftwww wp comimcrovox Corp 

TRANSMITTERS 

TRANSCOM CORP. 
Serving the Broadcast Industry Since 1978 

Fine Used AM & FM Transmitters 
and Also New Equipment 

For the best deals on Celwave products, 
Andrew cable and Shively antennas. 

1 kW FM 1978 Collins 831C-2 1 kW AM 1982 Harris SX1 

2.5 kW FM 1983 Harris FM2.5K 1 kW AM 1981 Harris MW1A 

2.5 kW FM 1978 Harris FM2.5K 5 kW AM 1977 RCA BTA 5L 

5 kW FM 1969 RCA BTF 5D 5 kW AM 1979 Continental 315-F 

10 kW FM 1968 RCA BTF 10D 10 kW AM 1971 CCA AM 10,000D 

10 kW FM 1971 Collins 830F-1B 10 kW AM 1974 CSI T- 10-A 

20 kW FM 1968 RCA BTF 20E 10 kW AM 1992 Nautel ND-10 

50 kW AM Harris MW50C3 (1100 KHZ) 25 kW AM 1982 CSI T-25-A 

I 1077 
Rydal Road #101 

Rydal PA 19046 

800-441-8454 • 215-884-0888 • FAX No. 215-884-0738 

Circle 52 On Reader Service Card 

Call Simone Mullins. 
Classified Ad Manager, to resen'e 

space in the next issue. 

Tel: 703-998-7600 

Fax: 703-998-2966 

Get Results 111/b 
Your Classified Ad! 

UPCOMING DEADLINES 

Deadline for June '96 issue 

May 3, 1996 

Deadline for July '96 issue 

June 7, 1996 

Deadline for August '96 issue 

July 5, 1996 
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UMW mien 
FINALLY! 
ID Jingles 

You Can Afford 
Great customized ID jingles 

for A/C (hot, medium and soft), 
Country ( hot and traditional), and 
Oldies stations. Over 700 stations 
in the US and 8 other countries 
use our jingles! Call toll-free 
for FREE CD demo nowt 

800-451-KENR 
, (5367) 

READER SERVICE 84 

New Version! 

MusicPro 6.00 
Music Scheduling Software 

More Powerful, still easy to use 

Interfaces with Digital Systems 

Digilink + Format Sentry + UDS 
Da/et + Enco + DCS + Smartcaster 

30-Day Free Trial  

$795 Buy-Out* 
«Discounts based on market size) 

La Palma Broadcasting 
(714) 778-6382 

BUY-OUT MUSIC — $77 
32 :30 & :60 music bed for  $77 
328 :30 & :60 music beds for ....$198 
120 F'roduction Effects, "Zings, Zaps and 
Zoodads $99 
122 Lasers & Sweepers for $99 

For FREE DETAILS on 
production music, sound 

effects, call 

Ghostwriters (612) 522-6256 

READER SERVICE 135 

Doing business 

without advertising 

is like winking in the 

dark... You know 

what you are doing 

but no one else 

does! 

Looking for ways to increase revenue? 

Custom Retail Jingle Packages 
UND IDEAS!  Interactive Internet Web Sites 

O er your clients more than just ad time with an annual contract: the more they 
get, the more you'll sign. Offer them a custom retail jingle package or Web site 
from EZ Sound Ideas! Our jingle packages are fresh and affordable plus every 
client receives an original composition. A Web site can attract clients interested in 
advertising on the Internet and your station. Check out http://discover-
net.net/-ersound 

riteememileesTsl! I el ellbiffac 

READER SERVICE 122 

ATTENTION PROVIDERS! Promote your services to Tuned In's 14,000 + readers. Reach group 

owners, station owners, GMs, sales managers, program directors and engineers with your 

message. For information on affordable advertising call Simone at 1-800-336-3045. 

0. continued from page 38 

package for advertisers who want to 
draw attention to their business with a 
"SUNNY Inflation." 

How do you think the Internet 
will affect your format and 
market? 
Web sites are obviously going to open up 
new realms of possibilities promotionally. 
We've secured an address but we haven't 
done a lot of development. The majority 
of our audience doesn't really have a clue 
about the Internet yet. Not that they won't, 
in time, but I believe many stations are 
ahead of the curve, and may actually be 
expending too much energy on a very nar-
row segment of the population: those who 
are wired into the Net. 
There is no doubt that use of the 

Internet is going to grow. In order for 
stations to be able to capitalize on the 
Net, however, there's going to have to 
be a computer in every kitchen. We're 
just not there yet. 

What do you foresee 
for the future of radio? 

In order fur radio to survive, it has to 
be consistent in delivering what it does 
best: relating to and entertaining its 
audience, and effectively converting 
that into revenue. The challenge is to 
identify who your listeners are, what it 
is they want, and then spend 110 per-
cent of your effort delivering. 

Scott Slaven is director of communi-
cations for Promax an international 
association for promotion and market-
ing executives in the electronic media. 
based in Los Angeles. 

Premier Promotion 

"The SUNNY Noontime Concert 
a project we launched two 

ars ago with the Mayor and his 
.- rife and the Houston Parks and 

. :ecreation Department. Each 
ednesday, we host a live band in 

: ront of the City Hall's reflecting 
pool. We've sold the series to 

. advertisers, many of whom will 
either sell food and beverages or 
isplay products for the office 
orkers downtown, who flood the 

., „. park between 11:30 a.m. and 1:00 
l''. in. The series runs March 

, rough October and continues to 
row, It is one of the most popular 

features SUNNY hosts." 
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This listing 

WMC(AM) 
Memphis, Tenn. 

I facility 

j s1.1,312.M .dj 

Owner: Ellis Communications 

Format: News/Talk 

General Manager: Mason Granger 

Chief Engineer: Paul Barzizza 

For an AM/FM/TV station with a rich 
legacy, WMC can now count 1995 as 
another big year in its history. 
Last year, WMC stripped 2,000 square feet of its facility 

and built a state-of-the-art setup for news/talk station 
WMC 790. The construction was expansive, with every 
consideration paid to acoustics, from floor tiles to ceiling 
tiles. 
The operations facilities are comprised of four news-

rooms, a master control room, a talent studio and a pro-
duction studio. All these studios are integrated into the 
AM/FM/TV facility with a 64 x 32 Datatek D-2800 series 
audio routing switcher, which has made life incredibly 
easy for everyone. 
The station's on-air delivery system for all commercial, 

promotional and news material is an impressive seven-
workstation ENCO Systems DAD 486x network utilizing 
touchscreens. The system has proved to be powerful, flex-

ible and extremely reliable for everyone who uses it. The 
DAD system links to the production room's Orban DSE 
7000, which makes moving completed material into the 
on-air system simple and keeps the material in the digital 
domain. 
The control room is based around a fully loaded 

Auditronics 801-18 audio console, complete with a 
telephone module that carries the Telos Direct Interface/ 
One+One Hybrid phone system for handling all the phone 
calls at the station. The entire control room is elevated 
above the rest of the surrounding facility on a sound-dead-
ening access floor. 

Facility Spotlight offers a look at innovative radio facilities. 
Share your cutting edge with us. Contact Managing Editor 
Whitney Pinion at 703-998-7600. 

advertiser index 
-111 

is provided for the convenience of our readers. Tuned In assumes no, liability for inaccuracy. 

Page 
number advertiser 

59 A-Ware Software 
36 American Radio Brokers 
2 Arrekis Systems 
27 Audio Broadcast Group 
21 Broadcast Programming 
3 CBSI 
36 Card Systems 
16 Charter Equipment Leasing 
48 Copra Media Productions 
13 Crown Broadcast 

30,31 Dalet 
19 Oataworld 
6 Digital Courier International 
46 Enco Systems 
3 Eventide 
34 The Exline Company 
57 E- Z Sound 
57 Ghostwriters 
16 Group W Satellite 
29 Harris 
48 Henry Engineering 
17 ITC 
39 Inovonics 
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Inovonics 
International Datecasting Corp 

Jones Satellite Network 
Katz Media 

Ken R 
LPB 

Media Touch 
Musicam USA 

National Public Radio 
Northeast Broadcast Labs 
Ouestcom Media Brokerage 

Radio Programming E. Management 
Reach Satellite Network 

Satellite Systems 
StarDate 

Studio Technology 
Symetrix 

Szabo Associates 
Telas Systems 

Thomson Creative 
Transcom Corp. 

Wheatstone Corp 
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REALT1ME 
Restore the flexibility to fine-tune your music right in the control room. 

Maintain the rotation. balance, and flow you've worked hard to perfect. 

Give your air-talent back the freedom to make last-minute adjustments, 
without compromising the sound of your station. 

It's not impossible - it's RealTime from A-Ware Software. 

RealTime 

F1 MusicMaster Sep 11, PPP: 
Help 

F2 Lynyrd Skynyrd You Got That Right 
Review E 2PM 1 

F3 I Aerosmith Walk This Way 
Tine§ 

Police 
zFolml p Every Breath You Take 

Synchronicit.) 

F5 
Swap prr rrnhnflICr 

Bob Seger Against The Wind 1678 5:34 F 
F? Rod Stewart Twistin' The Night Away 1940 3:10 G 

Update Traveling Wilburys Handle With Care 1195 3:10 E 

^urrerr 

MCI 
12:26 pm RealTime 

1664 3:45 F 
09/11/95 

1136 3:41 D 

1190 E 

F8 Styx 
Find Bad Company 

F9 
Mult [11 

Come Sail Away 
How About That 

1137 6:07 D 
1028 5:10 B 

E- 1-Last Event 2PM - 3PM [4-]-Next Event El] 

RealTime brings the power of MusicMaster into your on-air studio. 
It encourages spontaneous creativity, maintains your perfect sound, 

and may even save a few trees. 

For more information call: 800-326-2609 AWARE 
Intelligent Software Unparalleled Support 

22600 Arcadian Ave • Waukesha • WI 53186 • 414-521-2890 • fax: 414-521-2892 • web: http://www.a-ware.com 
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