





































































































sports”. Believe it or not, news packages
that include sports and other information
cananddo stand ontheirown. Tocite afew
of the better examples, programmers who
believe that information serves little purpose
should sometime give a listen to CFAC in
Calgary (where they have a full information
hour); CKGY in Red Deer; CJCA or CHQT
in Edmonton; CKWX in Vancouver; CHUM
or CFRB in Toronto; or a number of others
that could be mentioned. These stations all
have two things in common: They are
amongst the top-rated in their areas and
they place a lot of emphasis on good solid
news and sports as an integral part of pro-
gramming.

The volume and presenta-
tion of information must
match the rest of the rou-
tine.

There, of course, is the crux. The volume
and presentation of information must match
the rest of the routine. A station that plays
adult music but takes a top-40 approach to
its news and sports will find that numbers
tend to drop, drastically, at the top of the
hour. The listeners may love your music
but. as the big hand approaches the twelve,
they'll say to themselves, “better turn over to
CXYZ to find out what's going on in the
world"”

A station lacking an all-encompassing
concept will notgetthe ratingsitcould have.

There are still stations that cut back on the
number of newscasts when ratings are
“on". They opt for some 'special’ program-
ming, which is suddenly supposed to attract
a whole group of brand-new listeners,
thereby raising the numbers. Such a prac-
tice has to be dictated only by program
directors and/or managers who have been
away from a control room for so long that
they are totally out of touch with what is
really going on out there

It's about time someone taught, or
reminded, them that ratings are earned in
the time period from three to six months
before they are actually taken with the little
50-cent-a-copy diaries from BBM.

Now, let's talk about money. Gimmicks,
such as featurettes, are not needed to carry
the news, but that is not to say there is some-
thing wrong with features. However, they
can be sold as separate entities. And news-
casts can be sold; sportscasts can be sold;
weather-casts can be sold — all as individ-
ual packages, and spotted throughout the
hour. (How about a sponsored weather on
the half-hour?)

News and information, in all forms, can
be highly lucrative to a station. A Triple-A
news or sports package can produce a
good chunk of revenue, and everyone is
interested in the weather. Sell them all!

There is, for instance, one Canada-wide
company that seems to just love sponsor-
ing sportscasts . . . and most of you know
the name of that firm. Its prime business is
tires and automotive parts.

Featurettes are great, so sell them to run
somewhere during the hour, other than as
part of a newscast. Don't clutter up the news
and sports with unnecessary material that
could be making you money in another slot.
And, most important of all, don't give away
newscasts with "spot carriers” — unless the
program log is so jammed up that there's

just nowhere else to place a commercial.
News is a salable commodity . . . make the
best of it.

With any given audience, provide the lis-
teners what they want. They'll appreciate it
and come back for more. And don't ever
believe that news doesn't make ratings. It
does and many others have found the same
thing. However, it will only work if you let the
information department become a full-
fledged member of the program family.

Jim Phillips is with the news department of
CKRC Winnipeg

7 Labatt Avenue
Toronto, Canada MSA 3P2
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	He promises it will not be dull and sober-sided ... 
	“It was one of those moments of very big but very private drama that unfolds every now and then before the CRTC”
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	LEAMING INDUSTRIES CORP.

	“Don’t ever believe that news doesn’t make ratings”


	by Jim Phillips

	Adults, as a group, are not averse to hearing information.

	Global reaches Canadians in the U.S.


	by Barbara Moes
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