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Join the Digital Revolution

Digilink by Arrakis is a
digital audio workstation
that does it all while
increasing your profits.

You can replace your
live on air cart machines
while adding CD or
satellite automation for
nights or weekends. You
can use just one
workstation or network as
many as 15 and send
your spots & schedules in
perfect digital between
your studios. Add a
Trak*Star eight frack
digital audio editor for
under $5,500 and you
can quickly and easily
produce spots that
would have taken forever

Arrakis System Inc. ---

or been impossible with
tape.

Digilink is also easy to
schedule. You can use
the standard Digilink
traffic & CD scheduling
system or import music

and traffic schedules from
all of the most popular
3rd party programs.
Features like
simultaneous Play,
Record, & Network
fransfer; hard disk to hard

» Replace Cart machines Live On Air plus

! add CD, Satellite,

or Tape Autornation ,

* On Air Base Price starts under < $8,000
« 8 Track Editor base price starts < $5,5600
* Use just ‘1" Workstation or Network > 15

Dig

ilink:

2619 Midpoint Drive, Fort Collins, CO. 80525 --- Voice (303) 224-2248. FAX (303) 493-1076.

Circle 1 12:0n:ReaderService Card

disk & CD crossfade; cart
rotation; Autofill: Smart-
squeeze; Macros; and
incredible ease of use
make Digilink perfect for
live & automation studios.

Call or write today for
more information on why
Digilink is #1-with more
than 1000 workstations
sold worldwide from
Moscow, to Japan, to
Barbados, to your own
back yard.

Digilink is multilingual.
The screen shown above
is in Jopanese.
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—Broadcast Programming-President/GM Edie Hilliard See proﬁle page 12.




STATION TO STATIO

hould radio broadcasters take a stance on

the stink-o political ads that drenched

the airwaves throughout the dirtiest elec-
tion campaign in America’s history?

At least 1,200 employees at Ketchum
Advertising think so, and in a full-page ad
that ran in The New York Times and Wall
Street Journal Nov. 9, they implored radio
and TV stations to take an active role in
defining limits on just how far a political can-
didate can go in smearing his or her oppo-
nent(s).

“Let those of us in broadcasting, publishing
and business stand up together and say,
‘Stop,™ the ad proclaims. “We're calling on
you to set up a bipartisan group to screen all
future political advertising..., to hold politi-
cal advertisers to the same
rules of disparagement you
hold other advertisers.”

The item resulted in a
dynamic exchange last
month at the Radio
Advertising Bureau’s fall
Board of Directors meeting
at the Hotel del Coronado
near San Diego. Members,
including many of the
nation'’s top group owners and
station managers, acknowl-
edged that the political ads,
full of finger pointing and
insinuation, are indeed an
embarrassment for broadcasters
to air.

There were, however, a series of “buts”
attached. Foremost, censoring any program-
ming—unless it blatantly breaches indecency
standards—violates the First Amendment,
something that broadcasters have a rather
tenacious inclinarion to embrace.

Second, Congress mandates that stations
must run political advertising. It gives them
no license to edir, censor, select or judge. It’s
not a simple matter of deciding a candidate is
exaggerating, then taking a splicer to the
spot.

Third, there’s a certain sensitivity broadcast-
ers must exercise when denouncing a particu-
lar facet of programming, when the FCC

Putting Political

Advertising
In Its Place

Charles Taylor

already has been less than salutary toward
certain morning shows on radio. It would be
in the neighborhood of shooting oneself in
the foot.

In the end, the RAB found consensus in
taking a gentle stand on the issue. Yes, the
radio industry recognizes that many political
ads during the 1994 elections were a disgrace,
however, out of respect for freedom of expres-
sion, attempting to pass judgment on specific
ads simply isn’t practical or desirable.

The RAB made the right decision. Sitting
quietly as an invited guest at the meeting, |
considered the perspective of my home base:
here in Northem Virginia, [ gritted my teeth
through the well-publicized races between
Senator Charles Robb and
Oliver North; and the
brusque mayoral square-off
between D.C.’s Marion
Barry and Carol Schwartz.
The advertising side of
these races was not based
on issues or qualifications,
but emotional strong-arm-
ing and other stuff that

belongs behind a horse

cart, not on the air.

Will the situation reme-
dy itself, as some RAB
members hoped? Not
likely in the near future.
In a television environ-
ment that relies on sen-

sationalism over news
value, | think we have a ways to go before the
issue bottoms out.

And when it does, will it be the elected offi-
cials of Congress that awake one morning
and decide to accuse themselves of impropri-
eties and bad taste in advertising? Again, not
likely.

In the meantime, give me an EBS test tone
any day.
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Telos is famous for making it easy to produce great

sounding talk shows. With our new ONE-x-Six, you
have all the equipment you need for for only $2180.
Never before has such a complete and versatile talk
show system been available at such a low price!
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The ONE-x-Six has it all: a Telos ONE digital hybrid,
a six-line broadcast phone system, and a desktop

Switch Console for system control. The ONE-x-Six lets
you effortlessly screen callers, place them on-air or
on-hold, and set up conferences.

Telos, the world leader in telephone interface T iAo
technology, now makes it both easy and affordable |

for you to deliver the call-in segments and talk show ==
programs your callers want to hear. Isn't it time you 2101 Superior Avenue  Clevelond, Ohio 44114
experienced the pleasure of great phones? 216.241.7225 - FAX: 216.241.4103
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Assertive in Seattle

Its Image May Be Laid Back, but Seattle
Takes an Aggressive Stance with Its Radio

s anyone who’s made a Northwes: pilgrimage can attest,
ASeattle’s reputation for being one of the country’s most livable
cities is well-founded.

Seattle has long been in the spotlight of the national media as a hap-
pening place where nature, culture and coffee co-exist with a laid-back
attitude. This has created a huge influx of people and brought attention
to the region, which have in turn prompted an increase in revenue and
competition on the radio dial. -

. »




Seattle broke the $100 million mark for
the first time in 1993, an impressive figure
considering the city’s metro rank: “We are
the 13th market in terms of population, but
we've always over-indexed revenue to mar-
ket size,” notes one industry insider. “We're
always 10th or 11th in terms of revenue.”

People who live in Seattle don’t want to

leave. That'’s one reason so many radio
pros have been mainstays in the market
for so long.

Personality jocks tend to bounce from
station to station here instead of taking
those higher-priced offers in Tampa,
Chicago, or L.A. Management is sound
and programming is vibrant, which
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reflects the demands of the upscale listen-
ers who flock here.

More than 50 signals compete for those
ears, and format reach is heavily skewed to
talk, country, oldies and classic rock.
Duopoly has been a boon, with six or seven
major players owning more than one sta-
tion. With the trend’s current intensity,
there is sure to be more consolidation here
in the future.

Analyst Matt Killian of the Research
Group says Seattle is also viewed as some-
what of a test market in the industry.
“There are a lot of eyes on Seattle to see
what we do,” he says. “If something flies
here, that's going to give people cause to try
it in other markets.”

Progressive image

Why? Richard Kale of Media Management
Consultants theorizes that it’s the progres-
sive image of the city. “Seattle is kind of the
San Francisco of the '90s—not sociological-
ly necessarily, but from the standpoint of
growth, it’s become a much more attractive
city. There’s something interesting going on
psychologically that favors Seattle from an
economic standpoint.”

Radio revenues support the perception:
they’re up 11.5 percent for 1994 in the
market, according to the Puget Sound
Radio Broadcaster’s Association
(PSRBA).

Year-end gross revenue estimates for
outlets in the top bracket range from
about $12 million for EZ Com-
munications’ top-rated country KMPS-
FM; $8 million for New Century combo
UC KUBE-FM and '70s rock KJR-FM;
and about $3 million for Viacom alterna-
tive rocker KNDD-FM.

Ad revenue is projected to continue flour-
ishing in the next few years, says Riki
Pritchard, president of the PSRBA: “We've
had an incredible influx of electronic retail
chains, and that’s meant an influx of radio
revenue from those advertisers.”

National dollars

KNDD GM Anna Shreeve adds that there
also has been a big increase in national dol-
lars. “Sometimes that happens because of
the market position, but many times it’s the
region,” she says. “Seattle is considered a
trend-setting area. We're the most populat-
ed city within five bordering states, so you
find a lot of national campaigns going into
Seattle. If they didn’t, they wouldn't have
an effect on the Northwest. I think Seattle
is definitely the beneficiary of that regional-
ized marketing.”

Still, competition for bucks and listeners is
fierce, personified in recent months by =
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All the software you need for a complete,
integrated, digital radio station:

*Programming
*Research

* Traffic and Billling
*News

*Continuity

‘Production <7
*On-Air Studio

All working together to give
you control, the fewest

mistakes, the greatest profit,
and the best possible sound.

All made and supported by RCS, for

fourteen years THE radio software
company.
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Before year-end ’95,
Seattie will have two
more consolidations.

— Michael 0’Shea
New Century Media

a contentious battle between Arbitron
leader KMPS and country competitor and
Heritage Media property KRPM-FM.

KMPS has maintained a 12+ share between
7 and 8 for years (though
frankly, many in Seattle
are baffled by country’s
success in a market that’s
considered so cutting
edge). KRPM attempted
to cut into that share by
hiring away longtime per-
sonality jock Ichabod
Caine from KMPS. But
despite a high-profile bus
board and TV campaign,
KRPM actually dropped a
full Arbitron point to 3.8 between spring and
summer.

To further fuel the battle for the top,
Alliance Broadcasting took over former
rock station KXRX and launched its high-
power “Young Country” format in July with
a massive marketing blitz. The fall ratings
should provide further insight as to just how
much country radio the Seattle market is
willing to bear.

In the meantime, other entities are
going about the business of their own

AXS:.
" Come As Yau
Station Jingles

Mansion On The Hill

formats, insisting that while country may
dominate for now, there’s a place for
everyone.

“We can'’t expect country listeners to not

Seattle is a happening
place where nature, culture

and coffee co-exist with a
itude.

enjoy classic rock or not enjoy classical
music, too. It’s not reality,” says KNDD’s
Shreeve. “1 think that people listen to many
different formats. We need to constantly be
in front of listeners and strengthen those
relationships with them.”

Counting on diversity

Michael O’Shea is one player in the
Seattle market who is counting on such
diversity. After 14 years as GM of the top-
five rated urban KUBE, O’Shea assembled

e
Come As You Are

AXS ( Ax"-sess)... Jocks Love It!

AXS is an entirely new approach to digital audio controllers.
It starts with superb audio using the premium quality apt-
X™ system, AXS is easy to learn. easy to use. and powerful
bevond words.

ANS is a modular design that begins as a simple cart replace-
ment and grows to any combination of CI. hard disk. satel-
fite or specialty programming with ease.

AXS has all the sophisticated feature options including
device independent multi-channel background audio record
and replay. Macro programming makes tough to run event
sequences easy. Software drives a powerful programmable
real time IOMAP.

Jocks love AXS: A fast 99 page. 28 button Jock F/X panel that
can be time linked and remote wired is standard.

Use a software driven four-channel stereo audio switcher
with on-screen control or the powerful eight-channel dual
buss routing switcher. or include both if vou wish. AXS is
controlled through a trackball. touchscreen. kevboard. but-
tonbox, telco or remote modem

AXS Brass To Easy

Stinger

m lnnﬂon On The HIll

Vum_u,__ihl

BE] :{: ‘

The Management

800-334-7823 817-625-9761
FAX 817-624-9741
P.O. Box 1-36457 Fort Worth. TX 76136
1700+ Stations = Our 14th Yea)
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partners to form New Century Media and
buy the station. The deal went through in
July for $18 million. New Century also
recently acquired KJR with its loyal AM
sports audience and launched the "70s
classics format on the company’s KJR-FM.

The launch of this trendy format in the
market is simply the latest manifestation
of evolution that O'Shea has witnessed
in Seattle over the years. “Right now
the battle is in oldies—classic rock
KZOK-FM, oldies KBSG-FM and KJR-
FM—and in country, where you've got
three stations all fighting for it,” he

There is seldom any sun
to set over Seattle, but radio is
burning bright in the nation’s
number 13 market.

says. “If you go back five or six years, it
was in top 40. Eight or nine years ago, it
was adult contemporary. That blip on
the radar screen seems to change
depending on what that hot format is.
Right now it’s country and oldies.”

That doesn’t mean there aren’t solid
Seattle stations offering other formats.
Entercom’s KMTT, “The Mountain,” has
developed a strong base in the 25-54 demo
through a combination of progressive adult
programming and increased focus on per-
sonality. The station recently reunited D)
duo Gary Crowe and Mike West, who have
been local fixtures on their own and as a
team at numerous stations in town for more

than a decade.

This kind of air personality loyalty for
Seattle fosters the same kind of allegiance
in listeners. Robin and Maynard, an irrever-
ent comedy/performance team that made
the same rounds, have just been hired by
EZ’s classic rock station KZOK after getting
the boot when variety rock KXRX went
young country.

Seattle’s hip crowd

The shrewdly positioned triple-A KMTT
and alternative rock KNDD, “The End,”
have built solid images as the only choice
for the hipper crowd
most often associated
with Seattle.

KNDD’s surge in image
as well as in ratings
comes in large part from
Viacom’s clout and capi-
tal. But the station has
- - also ridden the coattails
= | of the Seattle music
scene phenomenon of
the early 1990s. The sta-
tion came on-air in
August '91 with a mix
that appealed directly to
all those kids the nation-
al media was focused on
when they talked about
“grunge.”

Viacom purchased the
station in January 1993
for an estimated $15-$18
million; in the summer
Arbitrons, it leapt a full
point to a 5.2 share.

“l think it would be
very difficult to go direct-
ly up against The End
with the market position
we have now and the
image,” says GM Anna
Shreeve. “But young
country is going up
against KMPS, so | guess anything’s possi-
ble.”

Viacom’s other Seattle station is oldies
mainstay KBSG, which, until recently, held
the number two spot in town. It was
bumped by Fisher Broadcasting’s KVI-AM,
the politically conservative all-talk station
anchored by personalities like Rush
Limbaugh and local rabble-rousers Mike
Siegel and John Carlson.

Focus on radio interests

Fisher also owns the highly rated, full-ser-
vice KOMO-AM, as well as KPLZ-FM,
which scored a healthy 4.0 in summer
Arbitrons for its fast-paced CHR format. s

December 1984

SOLD!

KEZO(AM/FM) and
KKCD(FM), Omaha,
Nebraska from Narragansett
Radio, L.P. and Vantage

Communications, Inc.,to

WTM], Inc.
Elliot B. Evers

and
George 1. Otwell

acted as brokers

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE . OTWELL
513-769-4477

RADIO and TELEVISION
BROKERAGE ¢ APTRAISALS

'V
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO
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Wirh a 6.8 share in summer Arbitrons,
KVI also managed 1o overtake Bonneville
International’s KIRO AM/FM as Seattle’s
number one newsfralk station. Bonneville
will soon acquire another new/talk station,
KING-AM, to add 1o its arsenal. The com-
pany recently sold KIROQ-TV, Scattle's
CRBS affiliate, in order 1o tocus on irs radio
interests.

Joe Abel, executive VI and GM ot KIRO
AM/FM, says that the unusually high AM
ratings for news and talk retlects the area’s
geography. “This is a commuter’s marker,”
he says. “The number one format here is
news and ralk. Puget Sound people want
the elements: They want tratfic, they want
weather, they want business, they want
sports, they want local news and they have
alot to say. It’s a market that has very few if
any niches available.”

Abel points out that AM and FM listeners
are split abour 30/70 in Seattle, an unusual-
Iy high percentage tor AM. “Again, that's
driven by good product,” he says.

“l think this is one of rhe few markets
where AM s still very healrhy, with AMs
in the rop five,” says analvst Matt Killian.
Kale of Media Management Consulrants
agrees: “AM is alive and well in Seattle.
Nationally, a lor of the popular thinking is
that AM is pretry much gone,” he says. “A
lot of companics are makineg a big mistake
by rhinking that AM is a station that you
can only get a one share rating with in a
marketplace.”

As long as it’s talk

Bur there is a downside, he savs, and that’s
probably what's led ro the fierce competi-
tion on Scattle’s AM dial. “Unfortunarely,
most of AM has gone largely to talk, and
there's only so much time and so many
consumers,” he says. “So for AM listeners
in 1994, Henry Ford's original philosophy
of ‘vou can buy a Ford in any color yvou
want a long as it’s black,” has become, ‘you
can listen to any AM station you want as
long as it's talk.”

New Century's O'Shea, who maintains a
role as a watchdog over the overall radio
market, further cautions that more changes
are ahead in the maturing Scartle radio
market.

“I think that before the dust rorally sertles
in '95 we're going to have two more consol-
idated operations,” he says. “Seattle two or
three years from now is basically going to
have five or six major radio operations,
while everyhody else is going to be on the
periphery looking in.” ®

Ted Frv writes about popular media, music
and culture for Seattde Wecekly.
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Broadcast Programming President

and GM Edie Hilliard:

‘We Are In the Business
To Solve Problems’

©0 0 000O0O0COOOOSEOSIOGOEOSEONONOISNOSODS

by Dan

good manager, says Edie Hilliard,

can walk into a radio station and

tell, just from the atmosphere, if
it’s successful or not. Some might call it
instinct. Hilliard would more likely call
it wisdom.

The president and general manager of
the Seattle-bused radio syndicator
Broadcast rogramming is a true believer
in taking life’s experiences and putting
them t practical use. After talking with
her, you are left with the feeling that
there is something good growing in
Washington Lesides apples.

A positive atmosphere

“You can’t manufacture a positive
atmosphere with equipment and systems.
People do that,” Hilliard says. “If you
combie good people with the right sys-
tems and offer an environment that fos-
ters growth, success is inevitable. It you
don’t, it’s impossible.”

The practical application of her opti-
mistic view of people in the workplace,
combined with her entrepreneurial
verve, are perhaps what has helpe
Hilliard grow Broadcast Programming
from a small syndication company into
an industry leader.

Over the last seven years, BP has
expanded its client list ten-fold to more
than 800 stations, added or invented
dozens of CD and tape music formats and
a raft of other services, and sprouted a
growing consulting arm, while expanding
staff from 17 to 39.

To Hilliard, the reason for BP’s success
mirrors her own philosophy on conduct-
ing sound business.

“We are in the business to solve prob-
lems,” Hilliard says. “The most successtul
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Springer

salespeople try to understand the cus-
tomer’s problem, tind a way to solve it
and then sell the solution by matching
products with needs.”

Discovered radio

The skill to manage such growth does-
n't appear overnight. Hilliard began as a
high school and college English teacher,
but discovered the radio industry in
1972, when she joined Lester Smith’s
Kaye-Smith Radio as promotions direc-
tor. She hasn't looked back sirce.

In 1975, Hilliard joined the sales ream
at rhe company’s KJR-AM in Seattle,
and became one of only three women
selling radio in the city. Within two
years, she had become the top billing
salesperson at the station and was pro-
moted to GSM. While it wasn’t easy,
Hilliard says she had an edge.

“Being one of the first women in radio
sales, and wanting 1o succeed so badly, |
went through hell the first few months. 1
think [ succeeded because | listened to
customers and sold them solutions to
their problems. On top of that, [ was
bound and determined not to fail.”

Fail she did not. Despite the fact that
KJR’s ratings descended from an 8 to a 4
share by 1981, KJR was purchased by
Metromedia for $10 million cash, a testa-
ment to the sales base Hilliard built.

The sale gave Hilliard the chance to
look for another opportunity. She found
it at KING-AM, where she was oftered
the position of GM. Hilliard led the sta-
tion through a period of revolutionary
change, from AC to news. She remained
at KING for three years.

In 1984, she tecamed with another
Seattle radio executive, John Hendricks,



to develop an idea she had tor radio sales
management software. They called the
program Salmon and their company
Salmon Systems.

Salmon caught the first PC wave in
radio and sold well. The company devel-
oped versions for other industries as well.
Eventually, the pair scld the product ro
Columbine Systems.

recommendation was ro buy up other
tape syndication companies in similar
straits. Over the next seven years, the
company picked up eight of its competi-
tors.

“People thought we were crazy,”
Hilliard says. “Maybe we were.” Bur
Broadcast Programming acquired a prof-
itable customer hase and developed a
line of digital automation equipment
under subsidiary Sentry Systems to be
ready for the move from tape ro CDs.
Utilizing the software savvy she and her
Salmon crew developed to maximize pro-
ductivity, Hilliard turned Broadcast
Programming into a service-driven com-
pany able ro absorb hundreds of new cus-
tomers.

The move ro digital began in 1991, and
today more than half of the company’s
revenues involve the technology.
Broadcast Electronics in Quincy, 1.,
which develops and manufactures digital
broadcast equipment, recognized rhe
company’s forward thinking; last year, it
purchased Broadeast Programming.

Today, Hilliard sces radio stations and
their suppliers facing continued rapid
change in programming and technology.
But, she says, *“To be successful in syndi-
cation doesn't necessarily mean heing
the first to do something. Rather, the
challenge is ro choose the right content

Rest is history

About rhis time, Lester Smith,
Hilliard’s original radio employer, asked
her to consult his new acquisition, the
struggling music-on-tape syndicator
Broadcast Programming. The consulting

Edith N. Hilliard

Current position: President/General Manager Broadcast Programming, Seattle

Choice Morsels:
Broadcast Programming was purchased by Broadcast Electronics in 1993.
Growth since 1987 from 70 to 800 client stations.

The company has managed acquisition and integration of eight former
competitors, including Drake-Chenault and Bonneville Broadcasting System.
Offers full-service consulting through BP Consulting Group, headed by Jay Albright.

BP has made the transition from tape to digital technology.

Timeline:

1987, General Manager Broadcast Programming.

1985, founded Salmon Systems, now a division of Kaye-Smith Enterprises.
1981-84, general manager, KING-AM, Seattle.

1975-81, general sales manager, KUR-AM, Seattle.

Education:
MA, English, University of ldaho, 1972.

and the right technology at the right

time. That’s what we're always working
"

job turned into a role as president and

general manager. The rest is history,

indeed. on.
By 1987, satellite programming had hit

the tape format business hard. With only
70 stations, Breoadcast Programming
taced a “grow or Jie” decision. Hilliard's

Dan Springer is vice president and GM of
Sound & Stations USA, and a free-lance
writer.
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Associates, Inc., Steve
Gold, President, to Regent
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Terry S. Jacobs, President

and CEO.
Elliot B. Evers

and
George . Otwell
Brokers
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415-391-4877

RADIO and TELEVISION
BROKERAGE * APPRAISALS

IV
W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO » CINCINNATI
SAN FRANCISCO

Circle 34 On Reader Service Card

December 1994 The Radio World Magazine

13



PROGRAMMING PROFILE

Success Comes from the Street
For Washington’s WPGG-FM

t’s easy to look at a successful radio sta-

tion like Washington, D.C.'s WPGC-

FM, 95.5, and assume that some magical
formula has kept it number one in the mar-
ket for an astounding 16 ratings quarters.

But in getting to the top of the Arbitron
book for four straight years, the Infinity
outlet has maintained a relatively simple
outlook: You can please all of the people all
of the time.

Consider figures from the summer
Arbitron ratings book: WPGC had an 8.8
share, with an average of 9.825 over the
past year. It holds the top spot in the all-
important 25-54 crowd, as well as 12+, 12-

17, 18-24 and 18-34.

Who and what they are

“The true mark of success is the consis-
tency with which WPGC has been number
one,” says Dan Vallie, president of Vallie
Consulting and Vallie Gallop. “They are
focused on who and what they are
and have been since they obtained
the top spot a few years
ago.”

What they are is a
station that has man-
aged to capture the ear
of younger audiences, as
well as the heart and loy-
alty of older listeners. This
combination, rare in most
major markets, is the result of a delicate
balance between solid urban/CHR music,
high-profile talent such as Donnie Simpson
and Albie D., and major community
involvement.

“There’s the story,” says WPGC General
Manager Benjamin Hill. “We created a for-
mat that can not only be a cutting edge
music station for the youth, but also a real
responsible station that appeals to adults.
We play adult hit music, but it’s our com-

455

Laura Fries

by

munity involvement that really makes the
difference between us just being a juke-
box.”

Hill, an industry player since 1971,
joined WPGC as program director in
1987, when it was what he calls “a sleepy,
lowly rated AC station.” At the time, top
40 was the dominant format in
Washington, but with it came the mindset
that you can't sell a station that attracts
youths and teens.

Hoping to appeal to the 25-54 demo that
advertisers drool over, a number of stations
switched to adult contemporary. The result,
according to Hill, was disastrous— espe-
cially for WPGC. Local competitors
WAVA and WRQX remained top 40,
enjoying moderate success. WPGC, mean-
while, floundered in the ratings.

Between the cracks
Following market research, Hill was con-
vinced that the trick
would be to go after
the sizable African-
American popula-
tion in Wash-
ington (72 per-

u&i cent) that other
stations were ignor-

ing. He tapped into a
wealth of R&B and urban hits that
were getting lost between the cracks of top
40, put them on the air, and in return attract-
ed both black and white listeners in a 60-40
split.

Since, WPGC has dominated the ratings
in Washington. WAVA now formats reli-
gious programming and WRQX switched
to Hot AC.

Program Director Jay Stevens, who took
over as program director when Hill
moved up to general manager, believes
that what now sets WPGC apart from
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would-be imitators is a willingness to try
new artists, with an emphasis on local
talent.

“There are a lot of stations that just play
the singles released by the record compa-
nies,” Stevens says. "A good bit of our
music is local. There's a lot of talent here.
In tact, a lot of local groups have gotten
recording contracts because of air time on
WPGC.” Shai is one example of the
nationally successful acts WPGC first
exposed.

A step ahead

To keep a step ahead of national trends,
Stevens holds music meetings every
Tuesday, which include anywhere from 12
to 20 people, from the station’s mixers,
music director and office staff to people
that Stevens recruits off the street.

“We have a whole spectrum of people lis-
tening to music who really have the vibe
and live it every day. They help us make
honest judgements on which records will
be hits for this market,” he says.

But according to consultant Vallie, the
hits don’t mean much if you don't have the
right jocks spinning the discs. And this, he
says, is WPGC'’s ace in hand. In addition to
playing songs that you can't hear anywhere
else, WPGC has two distinctive DJs that
have become a major force in the D.C.
scene.

Local legend and Black Entertainment
Television (BET) mainstay Donnie
Simpson was acquired by Hill a year ago
from Washington’s urban WKYS-FM for a
reported $1 million. Simpson’s morning
show is a gimmick-free blend of smooth
talk, hits and urban classics.

Picking up the pace later in the day is
Albie D., who recently switched from
evenings to weekday afternoons.
According to Stevens, D. is an in-your-



face, in-touch-with-the-streets, partying
kind of guy. If Simpson is the heart of the
station, D. is its soul.

D., heavily involved in many of the sta-
tion's community outreach programs, is
also responsible for creating WPGC'’s pub-
lic forum program, “Yo Listen Up” on
Monday nights, in which celebrities, politi-
cians and Washingtonians speak their
minds. While it is unusual for a music sta-
tion to air a public affairs program in prime
time, it is also very successful.

Among other community programs the
station is involved with are the ongoing
“Stop the Violence” campaign, “Books
Not Bullets” and an annual Coat Drive,
which last year collected and distributed — [Eeee Hemmering the competition: WPGC’s talent line-up
more than 50,000 coats to area residents in [ 22,08 > includes Donnie Simpson (1), PD Jay Stevens
need. (second from r) and Albie D. (7).

“Your typical jukebox radio station
wouldn’t want to go through the effort,”
Hill says. “Our staff is convinced that

the most important thing we can do is ®occer OStation SeTviceS escvene

give back to the community. And

because of that, I think we've generated _
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has appeared in The Los Angeles Times, The
New York Times and Chicago Tribune.
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John King
VP/GM WSIX-FM
Nashville
format: country

[ think duopoly will continue to be the dominant trend
our mdustry will be dealing with in 1995. It has momentum
and it’s in everybody’s best interest. Maybe you've heard the
saying, “Would you rather be Jonah or the whale?”
I'll take the whale option.

My feeling is that there is no absolute right or
wrong way to approach duopoly. Here in Nashville, SFX
Broadcasting— which owns WSIX-FM, the top-rated sta-
tion in the market—will soon close on WYHY-FM, Y107,

a somewhat ailing CHR at the time we became involved.
Y107 was a pretty outrageous station in its day and came
to us with a lot of negative perceptual baggage in the adver-

tising community. We felt our only chance to change the
perception was to put both station logos on business cards.
[t seemed appropriate to use the credibility of the WSIX
sales staff to get us in the door to tell the new Y107 story.

But going forward, I think the negatives for the station are
gone and now we need to look at it in a different way. I'm
not sure you can expect anyone to develop an appropriate
level of passion for both stations. And as is the case in our
stations, when one station is much easier to sell than the
other, | think it’s human nature to take the path of least
resistance. It’s a difficult issue and something we will
address in 1995.

All that said, 1994 has been a tremendous year for both of
our stations, and despite the increased workload and stress, 1
love my job and look forward to our future.

‘ ‘ What industry trend

will impact your radio
station the most in 1995
and how are you poised
to deal with it?

))

VP/GM Sunnry 99.1, KODA-FM

Houston
format: AC

Without question, the advent of duopoly has changed the
face of the radio industry. Everything from acquisition strat-
egy to programming and sales tactics must be reassessed
based on the “new reality” in radio broadcasting.

Houston, like most large (and expensive) markets, has
been “behind the curve” in dealing with the impact of
duopoly. The proliferation of duopoly has been a “bottoms
up” phenomenon; therefore, many larger markets—and
managers—are just beginning ro have front-line experience
either managing or competing against duopoly scenarios.
Specifically, the immediate challenges facing us in 1995

are in sales and programming. We are a top-ranked stand-
alone FM, and defending our sales

and formatic turf is critical.

Unfortunately, some duopoly managers feet the need to
offer advertisers discounted rates for purchasing multiple
stations. While this strategy is short-sighted and costs every-
body in the market money, some still do it. For us, establish-
ing real value for our product and developing “new” dollars
are more important than ever, as is having the most capable
sellers available. A great sales staff and lots of new advertiser
dollars will insulate you from some of the

rigors of competing with duopolies.

Programming in a heavily duopolized market is perilous at
best. Duopoly operators have the unique ability to attack
from multiple flanks, and in certain cases,

control an entire format.

Competing with them can be hell, but it can be done suc-
cessfully. Instead of an annual physical, we're going in for
monthly check-ups. You've got to be solid in your format
and be able to spend the dollars to reinforce 1t all the time.

world Radio History|



FOCUS 1995: THE YEAR AHEAD

A Look Over Radio’s Regulatory
Shoulder Offers View of Future

s 1994 fades to black and we await

the opening credits for 1995, it

might be useful, or at least interest-
ing, to look back on the developments of
the past year to see if they signal possible
evolutions for the upcoming year.

In general, 1994 was not an especially
tumultuous year for radio broadcasters. This
may be because the FCC, under Chairman
Reed Hundt, seemed more interested in
non-broadcast “new technologies” than any

by Harry Cole

kind of shake-up for radio specifically.

[t may also be because, at least in the early
rounds of the year, the Mass Media Bureau
still had its hands full implementing the
Cable Re-regulation Act of 1992. Still, the
bureau and the commission did manage to
make a number of significant moves in 1994.

EEO
In January, the FCC issued a policy state-
ment setting forth new standards governing

Condition

"Now that I've seen it I'm hooked!"

Randy Michaels, President/COO

Jacor Communications

Selection Criteria
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[Ownev
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Sale Date > !I

Secandary

[(Add |[ om | [Change

Filter conditions: ( Delete

ST of Lic

Tertiary

M as te TAC CESS" database software
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the aid of MasterAccess Radio Contacts™ or Radio Analyzer™ software.

For a FREE brochure, call Julie Borris-Bell at BIA ¢ 703-818-2425
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fines and forfeitures for EEQ violations.
The new standards, we believe, were con-
siderably more intrusive in a number of
respects than the FCC's previous policies in
this area. Moreover, they were pretty con-
fusing, and the commission has not been
quick to clarify them.

As a practical matter, though, the
impact of the new policy statement was
lessened somewhat when, in July, the
U.S. Court of Appeals told the FCC that
it could not use “policy statements” to
announce forfeiture guidelines. While the
court’s opinion did not deal directly with
the EEQ policy statement, its rationale
appeared to directly undermine that
statement.

Nevertheless, any respite on this front is

The expanded AM
band proceeding crept
into an unimpressive
near-conclusion

likely to be short-lived. The FCC has clear-
ly indicated its commitment to assisting
minorities across the board, in ownership
and employment, within the broadcast
industry. Look for continued, and possibly
increased, EEQO enforcement activities in

1995.

Indecency

Throughout the year, the commission
maintained its relatively hard-line position
against “indecency,” primarily on the radio.
It has not backed off the hundreds of thou-
sands of dollars of fines already issued — w»



B R O A D C A S T E L E C T R O N | C s

4:05:11 PM
9!9!94

%] 21 All She Can Do is Dance
P Don Henley

ﬂ The Cars
:18703:02/7. "all | want is you" (cold)

%] 633 Kiss Him Goodbye
B Nylons
--703:27 /... music fade

Turnpike Buick 00:01:02
Crown Auto World 00:01:01
Cimeron Bar and Grill 00:01:00
Mitch Jingle 00:00:06
What | &m Edie Brickell & New 00:03:36
Mmm Mmm Mmm Mmm Crash Test Dummies 00:03:44
Found Out About You Gin Blossoms 00:03:46

| an artift s rendition!
o |k;.? ?ﬂ

gital Studio System.

» Run live or automated. » Unlimited flexibility.
Play up to sixteen things at once. You can’t outgrow AudioVAULT®.
» Music-On-Hard-Drive; Instant access. » Cut-and-paste editing.
Any compression ratio, cut-by-cut, » Complete, graphical on-line help.
including no compression! > BE tech support 24 hours a day.

» Drag-and-drop scheduling on-screen.

* Optional touch-screen ¢ Back-up and hard disk mirroring * Optional integrated SADIE™ 8-track editing
* Optional WireDESK™ news copy software * Spanish, Chinese, other language versions available

FOR A FREE AudioVAULT PC DEMONSTRATION DISKETTE, FAX US AT (217)224-9607 OR CALL (217) 224-9600 NOW!

4100 N. 24th « P.O. Box 3606 = Quincy, IL 62305-3606 ¢ (217) 224-9600 ¢ FAX (217) 224-9607

© 1994 Broadcast Electronics Inc. Circle 10/Dn Reader Service Card SADiIE is a trademark of SADIE, inc.



FOCUS 1995: THE YEAR AHEAD

for “indecency” violations, and in October,
the FCC defended its policies before a
reportedly skeptical court in Washington.
Unless the court instructs it otherwise, we
can expect the commission to continue to

added channels.

Of course, as a technical matter, more
than just those 79 stations would benefit by
the selected stations moving out of the cur-
rent band, since signal congestion in the

Perhaps the most ominous

signal fired off in 1994 was the imposition

of regulatory fees—annual fees

try to act as a sufrogate parent, trying to
stamp out “indecency” wherever it pops up.
The court’s opinion could be issued at any
time; it will most likely appear in early

1995.

Multiple ownership

A couple years ago, the commission
relaxed ownership rules to permit duopolies
and the like in radio. It had the opportunity
in 1994 to relax those rules even further—
but no such luck. Instead, the FCC
increased opportunities for some minority-
controlled licensees.

It is unlikely that the commission, having
looked at this question in 1994, will be
inclined to revisit it in 1995. Our guess is
that current ownership rules are likely to be
in place without much change for the fore-
seeable future.

EBS

In mid-November, the FCC unanimously
voted to replace the EBS with the new
Emergency Alert System, which will work
with new and established technologies.

EAS will require radio and television sta-
tions to replace EBS equipment by July 1,
1996. There are other requirements in
store, too. Foremost, existing EBS gear
must be able to decode a shortened eight-

second version of the two-toned alerting
signal by July 1, 1995.

AM expanded band

Perhaps the most surprising technical
change involved the AM expanded band
proceeding, which crept to an unimpressive
near-conclusion in October. While the
expanded band notion had set hearts leap-
ing with the potential of substantial
improvement across the AM band, when
the results were issued, the bottom line was
that only 79 stations were offered the
opportunity to move on up to the newly

neighborhoods of their present channels
would, at least theoretically, be improved.
The problem, though, is that it’s just not
clear how many of the 79 stations will actu-
ally move. After all, moving to, say, 1700
kHz could mean commercial suicide if there
aren’t any receivers capable of receiving
expanded band transmissions. And even if
such receivers are available, it’s not at all
clear that consumers will be willing to buy
new AM radios just
to be able to hear any
of the 79 stations
which might migrate.
And even if all 79
stations do move, and
their moves improve
the listenability of,
say, four times as
many stations (with
adjacent and co-chan-
nel stations, for exam-
ple), we are still talk-
ing about helping out
fewer than 500 total
stations out of a uni-
verse of abourt 5,000.
So, while the
expanded band pro-
ceeding will continue
to sputter to some
conclusion through
1995, it doesn’t look like it
will be the salvation of AM radio.

RF exposure

One more technical move to anticipate in
1995 is the possible revision of RF exposure
guidelines in keeping with updated ANSI
guidelines.

The possibility of such a revision has been
floating around for a couple of years, and it is
entirely possible that we could see it happen
in 1995. If it does, the odds are that licensees
with transmitters in populated areas may be
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FCC Chairman Reed Hundt

in for tougher technical standards.

Regulatory fees

Perhaps the most ominous signal fired off
in 1994 was the imposition of regulatory
fees—annual fees paid, in effect, for the use
of spectrum.

This, coupled with the FCC's increasing
tendency in non-broadcast areas to auction
off spectrum to the highest bidder, raises the
possibility that, at some point, the commis-
sion will decide to demand some “fair mar-
ket value” (however that may be defined)
for broadcast spectrum. That alone is a fair-
ly chilling prospect for broadcasters.

But even more daunting are the repeated
remarks of Chairman Hundt in which he
suggests that broadcasters—and talk radio
announcers, in particular—may not be air-
ing the “truth” or “true facts.”

Implicit in these remarks is the suggestion
that, unless broadcasters shape up, some
price (possibly in the form of a spectrum fee
or additional regulation) may be exacted.

With all due respect to the chairman, it
seems completely inappropriate even to
suggest that there is some ascertainable
thing known as “truth,” especially in a con-
text in which the
government could
be seen as threaten-
Ing to impose some
penalty for refusal
to adhere to that
perceived “truth.”

The point of the
First Amendment
was that no one has
a monopoly on the
concept of truth,
and that ongoing
competition among
ideas is the best
way for society to
advance itself and
its members.

How, then, can the
chairman of a feder-

al agency sug-

gest that there

exists some
fundamental “truth” and thar broadcasters
should acknowledge that “truth” and stay
within whatever limits that “truth” may
impose? If the chairman continues in 1995 to
rattle his saber on behalf of his notion of the
“truth,” we must all be concerned.

Harry Cole is a partner in the Washington-
based law firm of Bechtel & Cole, Chartered.
He is a regular correspondent commenting on
regulatory issues for The Radio World
Magazine.
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1995: THE YEAR AHEAD

DAB: If Not Then, When?

A Year-by-Year Manager’s Guide to Digital Conversion

ven though it’s said that the waiting
Ers the hardest part, in terms of digital

audio broadcasting, there's plenty to
be done before the impending technology
makes what is certain to be an indelible
mark on the radio industry.

There are any number of definitive steps
that broadcasters can 1ake to prepare their
facilities for DAB, in both qualitative and
quantitative terms. What better time to
begin the groundwork than now: in this
rapidly evolving industry, waiting to look
ahead might just leave you behind.

Far reasons of simplicity, we can view the
process toward digitization in three phases:
the short term, between now and 1996; the

midterm, from 1996 to 1998; and at what-
ever point conversion to digital technology
actually becomes a reality.

Remember, the steps outlined here are
recommendations toward total digitization
of a radio station. In reality, depending on
your needs, budget and outright fervor to
embrace all-digital broadcasting, it is likely
that much of a station’s analog equipment
can work in tandem with the digital gear
outlined here for years to come.

1994-1996: The short term
Qualitatively, in the short term—through

1996—natural equipment replacement

cycles should be used to improve weak

links in the audio chain. Typically, this
implies replacing analog equipment with
digital equivalents. Start with replacing
recorders, point-to-point RF links and
audio processors, moving later to audio dis-
tribution and mixing.

An excellent first step, for example, is the
replacement of analog reel recorders with
DAT recorders. Another is the selection of
a programmable digital audio processor for
the on-air chain. STLs (studio-to-transmit-
ter links), RPUs (remote processing units)
and other program backhaul/distribution
paths (both wired and wireless) are also
good candidates for early digital upgrading
or replacement. -»
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CD playback capabilities can be
enhanced or expanded during this period,
as previous-generation players are replaced.
Consider truly professional single-play or
high-capacity CD changers for this pur-
pose. Stations with an extensive local news
commitment might also consider digital
field recorders and other enhancements for
newsgathering packages.

A more continuous issue during this peri-
od concerns the replacement of cart
machines. Two possible paths exist: discrete
machine-for-machine replacement with a

1995: THE YEAR AHEAD
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typically via a computer control protocol
such as RS-232 or RS-422. Such features
will extend the usable life of these “dis-
crete” devices into the next period of tran-
sition, which will feature a higher degree of
system integration.

1996-1998: The midterm

Between 1996 and 1998, radio facilities
will begin to move from a series of inter-
connected devices to a more monolithic,
virtual mode, based around a digital storage
and retrieval system. The fundamental

Through 1996, natural equipment

replacement cycles should be

used to improve weak links

digital, removable media device, or system-
wide replacement with a hard disk integrat-
ed system.

Budgets and judgments

The decision here will vary with each sta-
tion’s needs, budgets, time frames and judg-
ments, and should not be taken lightly.
The move to a hard disk integrated system
is more than just a cart replacement
process. It signifies the first step into a vir-
tual production and networked program
management environment, the so-called
Radio LAN (R-LAN) facility.

This environment also includes elements
of automation and integration/intercon-
nections of multiple audio and data
streams. Although such systems are under
rapid development, the technology is not
fully mature. On the other hand, many dis-
crete machine-based cart replacement sys-
tems and some smaller-scale, less fully inte-
grated hard disk systems are mature enough
to seriously consider.

Another tough call concerns the increas-
ingly popular digital audio workstations
(DAW). Many erroneously consider these
to be the radio station entry to the R-LAN
environment. Most workstations will not
provide good foundations for this eventual-
ity, although some systems may serve a sta-
tion quite well for increased production
throughout in the meantime. For this pur-
pose, seek out less expensive and user-
friendly workstations.

Meanwhile, an essential element on any
new studio device, such as a DAT recorder,
is its ability to be externally controlled,

device, sometimes called an Audio
Management System, is already available
and may be appropriate to consider in the
short term by smaller stations that do little
live, local origination of programming.

As these systems continue to
mature, they will become
better suited for average-
sized and larger operations.
For some larger stations that
do relatively little live local
programming other than
pre-programmed music
shows, they may already
be appropriate and cost-
effective, especially if
such a station is forced into
relocation/rebuilding for
non-technical reasons
within the short term.

In any case, Audio Management Systems
will include machine control for external
devices, allowing the substantial integra-
tion of previously purchased, externally
controllable, standalone hardware (CD
players, DAT recorders). Over time, many
of those peripheral devices' functions will
be handled by internal features of the audio
management system.

During this midterm phase of transition,
disk-based (random access) storage will
probably have become cost-effective
enough to use in lieu of digital tape formats
such as DAT, in applications of short- and
medium-form program applications. Thus,
substantial amounts of locally produced
and network programming may reside in
digital audio mass storage hard-disk memo-

ry, allowing shared, random access from
multiple users.

Also during this time (or earlier), a flow
chart for the system should be prepared.
Wherever and whenever two digital
devices follow consecutively in signal flow,
digital interconnection (using the
AES/EBU format) should be considered.
Eventually, this will become universal, and
digital audio switching, routing and distrib-
ution systems will be the norm.

The ultimate incarnation

This conversion will be made somewhat
less onerous by the integration trend, how-
ever, because the amount of audio inter-
connection between discrete devices
(recorders, processors, mixers, etc.) will
actually decrease. This will occur as more
signal flow that previously took place
between separate devices now occurs with-
in a single platform, and more inter-studio
signals flow on multiplexed, LAN-based
paths.

The ultimate incarnation of such a system
will be a total LAN-based radio station in
which all audio (as well as control informa-
tion, text for announcer/news copy and
auxiliary broadcast data) flows throughout
the station’s facilities within a computer

system.

Administrative functions such
as logging, traffic and
scheduling will
also be integrat-
ed into this sin-
gle system. Each
studio and involved
office at the radio sta-
tion will use a terminal
= or workstation as its
input/output and control device.

It is possible that a complete transition to
this kind of system may not take place at
the average station before DAB comes
along, although much that influences
DAB’s arrival is based on regulatory and
market-based delays, while the digital pro-
duction environment is likely to follow a
more purely technological evolution.

How these two time lines play out is
therefore impossible to judge. The conse-
quence of this uncertainty is a difficulty in
long-term budgeting, since capital expendi-
tures for DAB conversion will necessarily
divert funds from the digital production/
program-origination environment’s imple-
mentation in the mid- to long-term.

Quantitative improvements

In terms of quantitative improvements,
incremental growth of programming and
production capacity will continue, but =
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two somewhat new areas should be
explored in the short term.

Production can be accomplished in less
than a full-blown studio/control room.
Consider small, “off-line” enhanced edit
booths or areas, particularly for news pro-
duction. Lower-end DAW systems may be
the basis for these, but in any case, these
stations should include easy and flexible
Jdubbing capacity for reporters to transfer
audio from their field acquisi-
tion system to the produc-
tion system.

[deally, these systems
also provide quality
monitoring in quiet
environments, but
headphone monitoring
can do for quick sessions
in less ideal locations.

The other general
area to explore for
short-term growth is
the “performance stu-
dio.” This is only worth-
while if it will be used tre-
quently and space is plen-
tiful. It must also be con-
structed with the utmost care; it's of little
value if it does not possess extremely quiet
conditions and good reverberant character-
istics. (This inevitably increases its con-
struction cost per square toot.)

Also consider including space for a small
audience. The room can also be used for
large talk shows, classes, fundraising events
and the like. In some cases, a better
approach to performance presentations
may involve the construction of a perma-
nent or semi-permanent control room on
site at an existing theater, with tie lines to
the station.

Local production growth

These types of new facilities can poten-
tially help local production grow, spawning
improved and expanded programming in
the short term. Of course, costs must be
carefully weighed and planning must be
based on realistic usage expectations.

Another early conversion that can affect
quantitative growth is the previously men-
tioned digital conversion of point-to-point
links, particularly STLs.

In most cases, besides significantly
improving the sonic fidelity of these often-
noisy paths, digital STL equipment can
double the capacity of an existing RF link,
such that where one stereo signal was car-
ried with mediocre or variable results, two
can be transported with consistently higher
quality.

Where telco-wired STL or remote-back-
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haul paths have been used, digital conver-
sion can both reduce the cost of service
and provide bi-directionality (for equiva-
lently high-quality return paths) where
previously separate one-way analog circuits
were required.

Quantitative in the midterm

In the midterm, as master plans are com-

posed for future facilities’ equipment com-
plements, the same trends should
influence new physical facility

designs.

Many small, isolated
booth-like off-line produc-
tion rooms can be estab-
lished, and control rooms
can be downsized slightly
“(except for talk radio or
music mixing rooms). The
eventual R-LAN environ-

ment will dictate a change in
the ergonomic requirements
of studio design and should make
space usage more efficient at a
radio station.

Acoustical performance and iso-

lation requirements will not
decline, however, and may actu-

ally increase slightly, as recording and
transmission system noise floors continue
to drop and audience listening conditions
continue to improve.

Finally, the most challenging quantitative
change to consider involves a possible
migration to a multicast-capable facility.
This movement allows a single radio facili-
ty to provide multiple simultaneous streams
of programming.

Current examples include co-located
AM/FM or FM/FM combos. As with new
production capabilities, a decision to move
in this direction should be preceded by a
critical assessment of the economics of the
move and a well-thought-out plan for spe-
cific uses of the new programming capacity.

Certainly, there is nothing about DAB
from a service perspective that is likely to
fundamentally change a station’s assess-
ment of the viability of multiple program-
ming service strategies from its current
judgements.

Automation environment

Where new technology amends past prac-
tice, however, is in the R-LAN or even
simpler automation environment. Here, a
single control room can provide multiple
program streams, using recorded or real-
time external sources. This allows some
multiplication of output capability without
a commensurate increase in space or staff.

This key point provides yet another rea-
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son why the automation/audio manage-
ment system is the heart of the radio sta-
tion’s virtual environment, as opposed to
the DAW.

The importance of such capability may be
felt before—or independent of—DAB’s
emergence. Secondary program stream
origination might be used for a variety of
purposes, including full-time or daypart-
only separate programming in currently
simulcast auxiliary stations; for new FM
subcarrier services; for newly acquired AM
and FM channels; for cooperative ventures
with neighboring markert or regionally net-
worked stations (potentially made more
viable by inexpensive digital interconnec-
tion services such as ISDN); or for pro-
gramming services supplied to future cable
or telco audio providers.

Again, the opportunity to provide such
services must be considered on a station-
by-station basis and appears likely to be
largely independent of DAB-specific devel-
opments.

A “multicasting” facility could mix tradi-
tional live studio origination with
“canned” program streams assembled from

There are any
number of definitive
steps to prepare

recordings on hand (on CD, DAT or hard
disk), plus live-switched external (net-
work) sources. In this environment, it may
also be necessary to manage one or more
ancillary data streams, for program-related
and/or transparent applications. The R-
LAN system must be capable of handling
I/O, routing/switching, storage and control
for these streams as well.

At last, DAB conversion

At present, it is difficult to pinpoint when
conversion to DAB will be required for
broadcasters. It is also uncertain which of
several possible technologies will be imple-
mented.

The cost of such conversion on the RF
side of the plant does not seem to be great-
ly influenced by the latter point, however,
at least for FM stations. All proposed sys-
tems are likely to require about the same
capital outlay by today’s best estimates—
with a few low-likelihood exceptions. =
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For FM stations, this cost appears to be in
the neighborhood of $50,000 per station,
and perhaps somewhat less for most AM
stations. Market or coverage size has little
effect on this cost, making the conversion
more burdensome for smaller-market sta-
tions.

In the (relatively unlikely) event that a
single-frequency network (SFN) approach is
adopted for U.S. DAB (the method cur-
rently in favor for Canadian DAB, using the
Eureka-147 format), a significantly higher
overall cost (perhaps three or more times
greater) may be incurred by stations, as a
result of the cost to estallish multiple trans-
mission sites and their respective links.

SFN implementation

The SEN implementation would probably
only be used in larger cities, with a more
traditional “single-stick” approach retained
in less densely populated areas. This would
have some ameliorating effect on the mar-
ket size issue, keeping DAB conversion
costs relatively lower for smaller market
stations under the SFN scenario.

For AM stations, the choice of DAB for-
mats may have a more significant effect on
conversion costs. If an AM in-band, on-
channel (IBOC) system is approved, con-
version costs will be lower than if AM
licensees are granted DAB channels in some
other (FM or new) band. Nevertheless, con-
version costs for AM stations in a non-
IBOC implementation will probably not be
signiticantly more than the cost to FM sta-
tions under that same scenario.

The actual cost of DAB conversion and,
more importantly, its time frame, requires
public radio managers to keep a sharp eye
on current activities in order to properly set
master plans and long-term budgets.

At present, it seems likely that a decision
on a U.S. DAB format standard will come
no earlier than late 1995, and conversion
windows are not likely top open until at
least 1997.

This window-opening could well be
delayed to 1998 or later. This implies that
capital expenditures until that point can be
concentrated first on the qualitative
improvements described above, thus pro-
viding an appropriate infrastructure and
migration path for subsequent transition to

DAB.

This article was adapted from “Digital Audio
Broadcasting: Summary Report,” prepared by
Bortz & Co., and sponsored by the
Corporation for Public Broadcasting. It exam-
ines the observations of those involved in a
comprehensive study on the future of digital
radio in the U.S.
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example is 1992 presidential candidate Ross
Perot, who now hosts a nationally syndicated
radio talk show on Sunday evenings.

Although talk stations are likely in the
future to set their sights chiefly upon adults
18-49, the ralk format should have broad
appeal to listeners of all ages.

In sum, as we approach the 21st century, we
will see a proliferation of sharply defined,
narrowly targeted formats in large markets
and a continuing surge in AM talk radio.

Listening levels

Into the next decade, radio listening levels
will remain essentially unchanged. This may
seem surprising, given the number of techno-
logical and competitive advances on the
horizon, but given the nature of the medi-
um—including its portability and strong
appeal to selected demographic tar-
gets—the level of persons using radio
should be largely immune from
encroachments by competitive media.

Radio’s stability in this regard is a key
asset. TV broadcasters, by contrast,
must contend with the likelihood of at least
some audience erosion over time as a result
of three principal factors:

A As mentioned, the emergence of a 500-
channel environment and, with the prolifer-
ation of viewing options, a sharp increase in
habitual channel surfing.

A The growth of pay-per-view telecasts of
major sporting events and concerts.

A The increasingly popular practice of
watching movies at home on rented video-
cassettes as an alternative to viewing over-
the-air TV.

With respect to print media, the long-term
decline in mass circulation magazine and
newspaper readership has been well docu-
mented and seems likely to persist in the
foreseeable future.

The American public, owing to a combina-
tion of societal forces, is simply less inclined
to read, and correspondingly more apt to
watch and listen, than in the past.

National general interest magazines such as
the old Life, Look and The Saturday
Evening Post are most unlikely to make a
comeback; neither can we expect to see a
recurrence of intense competition among
major-market daily newspapers.

Cable radio

Another area to watch as we move toward
the 21st century is cable radio. Launched in
the spring of 1990, the medium uses cable
TV receivers to deliver static-free music via
wires plugged into cable subscribers’ stereos.

The service, currently dominated by two
U.S. companies—Music Choice and Digital
Music Express—is offered commercial-free at

1007110M
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a cost of between $10-$15 a month.

The primary drawback to cable radio, obvi-
ously, is the fact that more than half of all
radio listening is done away from the home.
From our perspective, cable radio, as posi-
tioned today, does not seem much of a threat
to traditional radio, and based on its current
approach, will probably make little headway
in the years ahead.

Research

Radio audiences are now measured and
reported in terms of sex, age and race. Is this
adequate for the purpose of buying and sell-
ing commercial time on stations throughout
the country? Or should we classify listeners
in terms of marketing behavior, lifestyles and
exposure to other media as well?

In view of the highly specialized formats

c

with somewhat narrow appeal that have
been adopted by so many major market sta-
tions, there is much to be said for going
beyond sex, age and race, and including
lifestyles and marketing behavior.

Reality obliges the comment, however, that
over the years, efforts to expand local broad-
cast audience studies in this direction have
come to naught. Consider, for example:

A A few years back, Birch Radio survey
books depicted station audiences in terms of
selected product usage categories and expo-
sure to local media.

A Arbitron Television initiated Scan-
America in six major markets. Audience
studies in these markets contained station
ratings within an extended list of product
and brand usage and ownership cate-
gories.

A Television Audience Assessment mea-
sured TV program viewership within a
number of qualitative categories, including
viewers' evaluation of the programs under
study.

All of the foregoing services are now
defunct. There’s a message here. It tells us,
for one thing, that a research organization is
taking a big risk when it spends a lot of
money to provide answers to questions the
industry is apparently not prepared to take
advantage of.

With respect to local radio research, there-
fore, the bottom line is essentially as follows:
Given the propensity of so many stations to
narrow targeting with specialized formats, we
would certainly like to see audience ratings
research go beyond sex, age and race.

Realistically, we don't expect it to happen
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any time soon. The necessary demand for
marketing and lifestyle data by the buyers
and sellers of radio air time apparently just
isn't there.

Technology

A number of new technologies are on the
horizon that could affect radio in a positive
way as we move toward the 21st century.
Depending on whom you talk to, Digital
Audio Broadcasting (DAB) is either going to
help radio tremendously or potentially have
a negative impact on current broadcasters.

While DAB will not be introduced for years
yet, many broadcasters worry about the
impact DAB will have on their stations.
Their concern revolves around two principal
questions: First, how will the DAB system be
delivered—AM, FM or via another spec-
trum? And second, how will a station
secure a license?

From an advertiser’s perspective,
DAB will mean better quality sound,
and what advertiser would argue with
that? We, therefore, expect advertisers
to rally behind DAB if and when it gets off
the ground. The new technology will have
both boosters and detractors, but all in all,
we see DAB as another positive step for
radio.

Since DAB will essentially equalize all sta-
tion signals, more and more outlets will
become competitive, thereby leading to even
more duopolies and fractionalized formats as
we ease into the next century.

Selling, buying & bill paying

Some time before the end of the decade,
agencies, stations and rep firms will be com-
municating almost totally via electronic data
interchange (EDI).

EDI will effectively minimize the paper-
work jungle we all currently face; and as a
consequence, it will improve the overall effi-
ciency of our business. Station inventory
(time) will likely continue to be sold on a
face-to-face negotiated basis, so “computer
interconnect” will stop short of a stock mar-
ket availability board with pricing.

In the late 1980s, we witnessed the consoli-
dation of radio rep firms into a handful of
players. This year the consolidation phe-
nomenon carried over into the TV rep field
(HRD and TeleRep; CBS and Group W). In
the cable rep field, indications are that NCA
and CMC are headed for the same fate. The
logical next step will be for rep firms to band
together to aggressively sell multi media
combinations.

On balance, relative to other prominent
avenues of mass communication, the radio
medium has a bright future both nationally

and locally. ®
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Scoring Big with
Sports Marketing

by Bob

Harris

Numerous Venues Exist for
Increasing Profits with Sporting Event Tie-Ins

marketing and promotion, sports mar-

keting has become a way for businesses
to score big. More and more corporations
are increasing the dollars spent on sports
incentive travel, sports promotions, sports
event sponsorships and broadcasts.

Everybody knows about the big bucks
spent on major events like the World Cup
and the Super Bowl, but did you know that
M&M/Mars has made a 20-year, $20 mil-
lion sponsorship commitment to youth soc-
cer for its Snickers brand?

And Snickers’ partnership with youth
soccer is just one example of the money
being invested in all types of sports and
sporting events by companies large and
small. The opportunity is here for radio to
profit from the growing popularity of sports
marketing.

In the big league arena of advertising,

Increase your sales

Even if your station does not have the
rights to broadcast a college or professional
sports team, there are still plenty of ways to
increase your sales with the use of sporting
events and sports stars.

Group W radio stations have booked mil-
lions of dollars of incremental business over
the past few years by selling an exotic “trip
package” to the Super Bowl. They started
with the 1992 Super Bow! in Tampa.

Westinghouse chartered an entire cruise
ship for a seven-day voyage from Miami to
Tampa, site of Super Bowl XXV, then on to
Mexico for more fun in the sun before
returning home.
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The Westinghouse stations have profited by
selling big-ticket first-quarter sales packages
that include a trip for two to the Super Bowl
for the agency or client buying the package.
Typical packages go for $30-50,000 to be
spent during the first quarter. This must be
new business or an increase of that amount
over previous spending in the first quarter for
the advertiser to qualify for the trip.

The Group W stations usually offer adver-
tisers two Super Bowl package choices. For
Super Bowl XXVII at the Rose Bowl in
Pasadena, advertisers investing $30,000 for
the first quarter got a very nice weekend in
southern California tied into the game.
Advertisers committing $50,000 for the
quarter also got a four-day side trip to Maui.

Floating hotel

For Super Bowl XXIX next month in
Miami, Westinghouse has again booked an
entire cruise ship that will serve as its float-
ing hotel. A short weekend in Nassau and
the game is for buyers of the small package.
The bigger package adds a four-day side trip
to Cancin.

Group W uses a major travel incentive
company to put the packages together and
provide the Super Bowl tickets. Stations
must be aware, however, that they cannot
use the name Super Bowl or registered trade
names of other similar events on the air
without permission and potential rights fees.

Even if a station buys a trip and tickets to
the Super Bowl! from a legitimate company,
this still does not allow unauthorized use of
the Super Bowl name in a station or sales



promotion. The NFL gets millions of dol-
lars from major companies for the right to
use the Super Bowl in their advertising and
promotions.

One way to avoid paying a rights fee is to
bring in a vendor/manufacturer who is
already a sponsor of the event. In
Philadelphia, Beth Ann Hitzhusen, an
account executive with WMGK Radio, a
music-intensive FM station, has sold major
packages to a convenience store chain with
the use of sweepstakes trips to the
Brickyard 400 and the Super Bowl. The
station avoided paying rights fees by get-
ting Kodak to underwrite the advertising
programs for the C-Store chain.

Corporations are
increasing dollars
spent on sports

Kodak is already a major NASCAR and
NFL sponsor, so no new rights fees were
necessary. The year before, the station had
to pay a $2,500 fee to the NFL to run a
Super Bow! sweepstakes for a vendor who
was not an NFL sponsor.

No rights fees

In Dallas, KVIL-FM, the longtime AC
station, won the rights a few years ago to
broadcast the Cowboys’ games after 20
years on KRLD-AM. However, that has
not prevented KRLD, as well as two other
stations, from doing “pre-game” and “post-
game” broadcasts for each Cowboys’ game.

These stations pay no rights fees to the
Cowboys, as KVIL must to carry the games,
since they are not broadcasting the actual
game but merely providing sports news and
analysis. These broadcasts are well-spon-
sored and appear to generate significant
sports revenue for all the stations.

In addition to this form of “ambush mar-
keting,” another way to generate sports
income is to use current or former sports
stars in a variety of money-making ways.
Many stations in Dallas—not just the offi-
cial station of the Cowboys—use past and
present players as ratings and revenue
builders.

KZPS-FM, a classic rock station, uses
Babe Laufenberg, a former Cowboys back-
up quarterback, to do its morning drive
sports show, which is sold on a sponsorship
basis. The station also sells “personality

appearances” by Laufenberg to clients.
Many other Dallas stations use Cowboys’
player appearances as part of sales pack-
ages.

Another creative use of sports marketing
employed by KZPS is its annual “Ultimate
Sports Fan” contest. The station runs a
sweepstakes, sponsored by Dr. Pepper, for
the benefit of a major supermarket chain,
which awards one lucky listener tickets to
every sports franchise in the Dallas-Ft.
Worth market. This is a music-intensive
FM that uses the appeal of major league

THE BENCHMARK
For the past 25 years...

sports to increase revenue.

There’s no time like the present to begin
using sports to add revenue and excitement
to your station. Sports marketing is big
business and it should be your business—go
ahead and get in the game. ®

Bob Harris is a Dallas-based sales and mar-
keting consultant. His broadcast services
include in-market sales training, seminars and
hands-on new business development. He is a
regular corvespondent for The Radio World
Magazine.

IN BROADCASTING
For the NEXT 25 YEARS

International Tapetronics Corporation, 2425 S. Main Street, Bloomington, IL
Phone: (800) 447-0414, (309) 828-1381, Fax: (309) 828-1386
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Touchscreen Plays Music and
Spots Instantly from Hard Drive

Play Anything at a Touch

Nothing else makes radio as fast or
easy as having all your songs, spots,
sounders and sweepers start with your
fingertip--always on-line and ready
to play from hard disk. And nothing
else is better for fast, exciting radio
than the new Scott Studio System!
Here's how it works: Six buttons on
the left of the computer touchscreen
play what'’s on your program log. Your
songs, spots, promos, PSAs and live
copy come in automatically from your
music and traffic computers. You
can rearrange anything by touching
arrows (at mid-screen), or opening a
window with the entire day's log. On
the right, 18 hot keys start un-
scheduled jingles, sounders, comedy
and sound effects on the spur of
the moment. You get 26 sets of hot
keys for your jocks' different needs.
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World's Fastest Requests!

Touch the Music button at the top
right of the main screen to see our
"Wall of Carts" with 1,000 songs (or
more) on-line! They're displayed by
title, artist, year, length, category, or
any way you like. Touch the song
you want and Scott Studios’ digital
audio hard disk plays it instantly.

In addition, all your comedy bits,
spots, jingles, promos and PSAs have
their own "Wall of Carts" so they start
immediately. Or, you can pick any
unscheduled song, spot, sweeper or
promo and put it anywhere you want
in today's log.

1, 2 or 3 Touchscreens

Teams of personalities can add
touchscreens to share control. Jocks
choose whether to handle sweeps
themselves or let the Scott System
sequence automatically.

Simple and Paper-free
Weather forecasts, live tags, promo
copy, contest winners’ lists and
programming memos automatically
pop up on your Scott System's
screen. As an option, we can also
work with your news wire to update
and display selected weather, news
and sports copy.

The Best Digital Audio

When spots, promos, PSAs, songs, or
any other digital audio events are
recorded, they're immediately play-
able in all your Scott System air
studios. Nobody wastes time carrying
carts down the hall or redubbing spots
for additional stations.

Scott Studios will even pre-record
your music library from CDs at no
extra charge. You choose double- or
triple-overlap playback (or more) while
recording.

Circle 55.0n' Reader-Service Card

Improve Your Productlon
Scott Systems pay for themselves in
increased efficiency on-the-air and in
production. Our graphic waveform
editor quickly cleans up out-takes and
works wonders with big productions.

Disk Prices Plummet

Compared to mere months ago, hard
disk prices have dropped dramaticaRy!
Dave Scott and his team has more
digital audio and automation success
and experience than anyone else in
the business! We also offer excellent
leases. Call for details.

Scott Studiss ...

13375 Stemmons, Suite 300
Dallas, Texas 75234 USA

(800) 330-3004
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Where the Buys Are

by

Frank

An Analysis of Radio’s
Financing ‘Hot Spots’

hile a lack of capital has been the primary challenge fac-

ing investors seeking to expand or looking to acquire

their first radio station, recent changes in the financial
climate and government initiatives have helped to turn the dismal
financial tide.

With the prevalence of duopoly across the land, along with many of
the larger group owners now involved in public stock offerings, lenders
have favored larger group deals with portfolios diversitied throughout
the country, according to Dan Duman of York Street Partners, an
investment banking firm specializing in media transactions.

But this doesn’t mean that there aren’t identifiable geographic
regions of the U.S. establishing notable trends in buying and selling
patterns; and thus, areas that potential buyers might do well to track.

According to the NAB’s publication, “Trends in Radio Sales:

Montero

1992-1994,” since the second half of 1993, the southern portion of
the United States has seen the largest dollar volume of radio sales,

with $600 million.

Largest doilar volume

The south is closely followed by the western portion of the
United States, with $540 million in sales, followed by the midwest
with $450 million, and the northeast with $240 million. This is a
measure of actual dollars changing hands during that period.

However, as noted by Mark Fratrik, an economist with the NAB,
this statistic should be contrasted with the rate at which various
regions have experienced an increase in the volume of radio sales.
For example, while the northeast saw the least amount of dollars
changing hands in station acquisitions, it saw the greatest growth
in the dollar volume of sales.

Likewise, the midwest, which was second to last in the volume of
dollars changing hands, saw the second largest rate of growth.
While some may see this as an indication that the northeast and
the midwest are the growth areas in radio acquisition and »
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financing, others claim that it shows how hard hit these areas were
by the rec’ent recession. PROMOT'ONS

The theory is: Having hit a deeper bottom than the other regions,
they had nowhere to go but up.

Dynamic growth areas

Analysts seem to agree that one of the most dynamic growth
areas is the south. Metropolitan areas like Richmond and Atlanta
are experiencing rapid population growth. In the recent FCC auc-
tion of interactive video frequencies, construction permits for sys-
tems in the southeast commanded the highest bids.

Charlotte, N.C., has become a major banking center and is home
of Nations Bank, First Union Bank and Wachovia National Bank.
The Raleigh-Durham area is identified as one of the fastest-grow-
ing metropolitan areas in the country, and the southeast has been
selected as home for several new professional sporting franchises
and will host the 1996 Olympic Games in Atlanta.

In the west, cities such as Portland and Seattle are experiencing
similar significant growth.

Likewise, Las Vegas, which has actively promoted an image as a
city with a healthy economy and a family-oriented lifestyle, has
also become one of the fastest-growing urban areas in the country.

Lenders have noted these trends, and the number of radio acqui-
sitions and station values in those areas have grown accordingly.

Another demographic trend that can be seen in the U.S. is the
rapidly growing Hispanic population. It is estimated that by the
beginning of the next century, Hispanic-Americans will form the
largest minority group in the country.

As such, Spanish-language broadcasting has become a dynamic
growth area. Examples of this trend are the expansion of Spanish
television networks such as Univision and Telemundo (both based
in Miami).

Cable networks, such as MTV, CNN, HBO and others, have all
launched Spanish-language channels. This growth can also be seen
in radio broadcasting. The success of the recent public offering by
Heftel Broadcasting Corp., with stations in New York, Miami, Los
Angeles and Dallas, is indicative of this trend. Likewise, Arbitron’s
number one 12+ radio station in L.A. is the Spanish KLAX-FM.

We are now seeing dramatic growth in the Hispanic population
of cities in the Pacific Northwest, Chicago and Boston. This is a
trend that both lenders and investors will be watching very
closely.

Passing of NAFTA

Finally, with the passing of NAFTA, we may see increased activi-
ty in the southwestern states along the Mexican border. It is antici-
pated that Latin America will be a major source of investment cap-
ital in the upcoming years.

Latin American programmers and broadcasters have already
increased their presence in the U.S. market. It seems logical that
their first point of entry (and investment) will most likely be those
major markets along the border.

While some regions of the United States are seeing more favor-
able growth and increased radio sales and prices than others, it
appears that all regions are rebounding from the stagnation of the
early 1990s. The degree to which some areas grow faster than oth-
ers will attract the attention of lenders and direct where the
money is.

Frank Montero is a communications attorney with the Washington,
D.C. law firm Fisher Wayland Cooper Leader and Zaragoza, L.L.P.

Contact the firm regarding finance and FCC-related matters at 202-
775-5662; or fax: 202-296-6518.
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The new force in
. Satellite Network
Automation & Control

For 40 years. Crown has set the standard for dependable. high-quality audio for the broadcast industry. Today.
Crown continues its tradition of excellence with the innovative Crown Broadcast FM100. This self-contained
package includes an FM cxciter. audio processor. stereo gencrator and RF amplitier—it’s the transmitter of’
choice for satellite-ted networks.

Crown Broadcast now adds the AirForce.™ a satellite program delivery and automation system tor radio net-
works. Using the AirForce.” a network feed can be customized as needed for each locai market. To learn more,
fax us at 219-294-8302. or call us at 1-800-294-8050).

S S ) Crown
HE IGEEE : . M
1o I = L —Jbroadcast
e 10 : [ Division of Crown International, Inc.
. MY o R 1 1718 West Mishawaka Road
f1-0 BLELER o = - ERER Elkhart, Indiana 46517
» . . - FAX 219-294-8302
Now available in 20, 100 and 200 watt versions Phone 219-294-8050

Broadcast Sales 800-294-8050
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major community event, create one of your
own. A few cornerstone community events
repeated year after year will cement your
image in the marketplace.

v Tie your station into local charity

events. This establishes you as someone
who cares and is part of the community.

Promotions symbolize
a tireless tug of war

between advertisers,

v Try to get as much attention from other
media outlets as possible. This gives the
impression that you are everywhere. Hand
deliver press releases and establish personal
relationships with the people who can help.

Remember, you do not have to give away
a lot of money or a car to pull off a great
promotion. You can compete with the big
boys as long as you have the enthusiasm
and creativity.

Compile reasons why your station is spe-
cial and exploit them. Focus on listener
lifestyle and marketing. A giveaway alone
is not a promotion.

Here are some general tips for any good
promotion:

v Plan, plan, plan. A successful promotion
takes attention to detail and a lot of leg

work. Try to plan 12 months out. Type pro-
motional updates each week and give spe-
cific details about promotions to all staff,
including how to get there. Leave direc-
tions with the receptionist in case listeners
call.

v Build a listener database where you send
them special notices, cards, etc. This builds
loyalty. Make your listeners feel like stars.

v Take advantage of interns in your area.
They can be a huge help in database entry,
etc.

v Make sure your staff arrives at all promo-
tions and events at least an hour and a half
early to set up. Check to see if the client
needs anything. Check for power outlets
and such the week before. Be sure to have
enough giveaways on hand.

Also: fill your station vehicle with gas the
night before and wash it. Keep essential
supplies inside, such as tape, rope, paper
and pens. Think about gertting yellow
police tape with your station logo to secure
the promotional area.

v Make sure all of your staff are dressed
appropriately—including your set-up team.
Remember, they represent the image of the
station.

v Read everything you can get your hands
on, not just the trades. This means fashion,
food, travel and gossip. Know what people
are up to and what the trends are.

v Keep a station book filled with pho-
tographs, press releases and descriptions of
all your promotions to show established

and potential clients.

v Hold promotional meetings once a week
with the GM, GSM and program director.
Hold a station brainstorming session once a
month for all employees. Try to make
everyone feel like they are part of the deci-
sion-making process.

v Be sure to reward your staff if they do a
great job. Take them out to lunch or give
them some station perks.

v Try to keep promotions simple, under-
standable, original and fun. A great promo-
tion doesn’t need all the hype.

As more and more quality signals divide
the ratings pie and audience shares narrow,
promotion has become a determining fac-
tor between successful and unsuccessful sta-
tions. With this comes the realization that
the position of promotion director has risen
to a much higher level of importance.

Finally, remember that radio is still the-
ater of the mind, only now the competition
is better and there is less margin for error.
Make sure that what you do and say in
every single promotion matches the image

that you have worked so hard to build. &

Nikki Linn is promotion editor for Sun
Broadcast Publishing, which recently released
“Promotional Warfare,” a promotions book
containing more than 1,000 promotional ideas
from stations nationwide.

The text may be purchased by calling 813-
395-0774 in Florida; or by sending $495 to
Sun Broadcast Publishing, 13300-56 S.
Cleveland Ave., #215, Fort Myers, Fla.
33907.

9,000 Tracks. No Waiting.

Broadcast CD music is our specialty! If
you need weekly hits or a complete li-
brary, call...RPM. We have over 9,000
tracks custom mastered on Ultrasonic-Q
Radio Discs ready for immediate deliv-

ery. Call for a free 80 page CD catalog
today. We’re driving the train that will
take you to a better quality station.

RADIO

PROGRAMMING AND
MANAGEMENT, INC.

Top Hits US.A & L ic-Q Radio Disc

FAX: 810-681-3936 International: 810-681-2660
4198 Orchard Lake Road, Orchard Lake, Michigan 48323

50 STATES & CANADA:
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Everyone loves Eventide digital audio- ! ly”h‘*ss earlier segment (or if the tape runs out).
loggers. They’ve thoroughly obsoleted I B When the tape resumes recording, the
old-fashioned reel-to-reel logging recorders. But for ~ content of the hard disk is transferred to tape,
some stations, our 24-channel model VR240 is more =~ Maintaining the completeness of the taped log.
than the budget can handle. And many stations will
never need to record up to 24 channels. Two-way compatibility

There’s also a play-only model, the VP204, which is
800 hours, half the price ideal for the GM'’s or PD’s desk or for the group’s main
The Eventide VR204 4-channel digital logger is the  office. And both the VR204 and VP204 can playback
perfect answer. It costs less than half the price of a fully ~ any of the 24 channels recorded on an Eventide VR240.
optioned Eventide VR240! The high density DDS2 drive

of the VR204 can actually record more than 500 hours,  Keep an accurate audio record of everything that

divided among up to 4-channels, on a single DAT tape.  goes out on your air. Keep
That's twice the record time of our original models. track of the competition as

well. Contact your broadcast
Built-in hard disk dealer or Eventide for the full
The VR204 is a single drive machine, yet it can play  story on the economical VR204.
and record simultaneously. That’s because it features ~ Because without an Eventide

Now record
an ingenious built-in hard disk memory module that  digital logger, you really don’t 500+ hours on

keeps recording even if the tape is playing back an  know what you’re missing. one tiny DAT tape

Eventide

O Logging Sysem

DISK: Ready i
< CONTROLS SEARCH  DRIVE SAUE-BUFR >

— GOET KNS ————
'Y L ! i Eventide
ﬂ n n n ﬂ e & & 0 mui\fﬁgegjgwwg

Tel 2016411200 Fax 201-641-1640
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.- Products

Has Your Automation Sailed
...Without Your Weather?

Face it. An automation system
isn't very automated when some-
one has to manually track and
record constantly changing
weather. Now, listeners can hear
up-to-the-minute weather infor-
mation in high-fidelity with no
staff intervention what-so-ever
Our solution? The Digital
Weatherman! Call us for air-
checks, systems specifications,
and pricing plans, plus a free
copy of the article “Florida
Weather Goes Digital” describing
the evolution of one station's sys-
tem. Don't get left standing on the
dock... call us today!

Tom Churchil

e

e

Your Ship Has
¥

L ,»w  Just Come In!

Weatheradio
proudly introduces
the digital
Weatherman
system!

Save Time & Money! - 10 minutes
to record 4 wxcasts a day costs up
to 40 hrs or S300/month Improve
Air Sound - Eliminate “phone
audio” Give Listeners Current
Conditions, Forecasts, & Bulletins
Anytime - Our automation systems
function completely unattended
Create New Revenue Source
Weatheradio reports make great
programs to package to sponsors.
Automated bulletins can be sold
easily, too! Eliminate Training
Forecasts and buletins air auto
matically, or at the press of one
button so your staff doesn’t need
to be trained to handle weather.

Press Extension 100

- b sy,
weatheradio. 1.800-RATINGS

400+ 0 -800-RATIN e o
:3 S‘,’: 17',?3. ”:uq“e 501 DIAL 1600 & for Affiliate Relations
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AUTOMATED FM
- ANTENNA PATTERN
| MEASUREMENTS

Using the Dept. of Detense Global Positioning
System (GPS). and our hi-tech airplane. let us
show you the signal your station is really
transmitting. We measure cach and every
degree of both the horizontal
and vertical patterns. Your signal
I your most important asset!
Don’t guess. Be sure you're get-
ting the maximum possible cover-
age. Call us today for a brochure or
contidential consultation.

STEPHENS COMMUNICATIONS INC.
Little Rock, AR. ¢ (501) 821-5756
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Services

EQUIPMENT FINANCING

MARTIN

LEASING CO.

UPGRADES

FIXED RATE TRANSMITTERS
LONG TERMS ANTENNAS
DIGITAL EQ

; —— AUTOMATION
1-Page Credit Application STUDIO EQ

+ New or Used Equipment
$5,000-$2,500,000

+ 100% Financing—No Down Payment

+ Conserves Bank Lines

+ Under $50,000—No Financials Required
+ Other Equipment, Too!

QUICK RESPONSE 24-48 HOURS
BEN WEINGARTEN

1-800-253-2734 EXT. 22

TEL: (310) 274-7988 FAX: (310) 274-1905
THE BROADCAST EQUIPMENT SPECIALIST
READER SERVICE 10t

i Get the best MUSIC, the best
QUALITY, the best PRICE!

I ALL ready to make your format
slzzle this year!
dies

Oldies  \WE'VE
venties
Ac  GOT

Hot AC
ot e IT ALL

Country ON CD

in stock...ALL at terriﬁp _p{igts!

- Togetit ALL
st call our name!

N R A
B00-HALLAND siypmg g

800-(425-5263)
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Remote Possibilities

by

Remote Broadcasts Foster
Excitement, Image and Profits

nickel to take the “A” train to Harlem’s Cotton Club or the

nearby Savoy. Glenn Miller, Benny Goodman and Harry
James are performing on live radio broadcasts from clubs like The
Cafe Royale, The Meadowbrook, The Starlight Roof and the
Pennsylvania Hotel. Everybody is dancing the jitterbug, the shag and
the lindy-hop.

It’s just that nostalgic image of a bygone era that WQEW-AM, New
York City, is attempting to create with a new weekly series, “Live
From the Rainbow Room,” the first ongoing radio remote in the his-
tory of the legendary Rainbow Room, the 65th-floor Manhattan art
deco supper club located at the heart of Rockefeller
Center.

The radio show, airing Fridays at 10
p-m., features live performances by the
Rainbow Room Orchestra, which
includes dance hits by such composers
as Cole Porter, Rodgers and Hart, and
Duke Ellington. It’s no accident that
the live music in the broadcast closely
resembles WQEW'’s format, called the
American Popular Songbook.

Tum the clock back 60 years to New York’s Swing era. It costs a

Being around town

“When some people think of pop stan-
dard music, they think nostalgia, they
think it's dated. But the music represents
great masterpieces,” says Stan Martin,
WQEW’s program director and host of the
live broadcast. “If we take the music out of a
museum piece setting and give it the pres-
ence of being around town, it gives our audi-
ence a sense of vitality and energy.”

Such a high-profile remote also helps build a
well-defined image for the station, says WQEW Sales Manager
Joseph Leoce: “This is an opportunity for a musical station to create
an image, to create an ambiance that transcends the radio station
into something larger. For people who listened to this broadcast
tonight, WQEW was the Rainbow Room in Manhattan.

“It will enable our radio station to position itself to the listeners and
the advertisers as something unique, something creative and some-

Frank Beacham

thing cutring edge,” Leoce says.

Such traits typify the benefits of a good remote broadcast. When
done correctly, remotes represent an opportunity to create excite-
ment and entertainment beyond the station’s daily routine, says Dan
Valley, president of Valley Consulting and Valley/Gallup of
Chantilly, Va.

“Remotes force a station to get on the street and be visible,” he says.
“When you are out in public, it gives you a chance to image the radio
station in a way other than what people see on billboards and in
newspaper ads.”

Rural remotes

It’s not just major market stations that successfully use remote
broadcasts. Martt Phillips, owner of WRIX-AM/FM and
WANS-AM in Anderson, S.C., actively uses

remotes to cover a mostly

Live from the Rainbow Room: Michael Andrew and
Claudette Sierra participate in WQEW’s remote.

market spread over five counties in western South Carolina and
Georgia.

Phillips, who uses eight Marti transmitters on two frequencies for
outside broadcasts, keeps an active schedule of both sponsored and
charity remotes.

They include grand openings, ribbon cuttings, political announce-
ments, live music programs and church services. He's been known m»
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to drive one of the station’s three mobile
units unannounced into the parking lot of a
new business and begin an impromptu live
broadcast to welcome the newcomer to town.

Invariably, Phillips notes, the stunned busi-
ness owner signs an advertising contract with
the station, sometimes on the spot.

The obvious reason

“The obvious reason we do remotes is for
the income,” he says. “We get good results
and we get a lot of exposure on Main Street,
the malls or wherever we happen to be.
Sometimes people get real excited about
remotes. We did a recent remote on a
Saturday morning at a low-price clothing
store, and it was overrun with people.”

In addition, Phillips says, the impact of a
remote may ride over for a week or two for
the business. “Just so many people come out
to a remote. But because you are doing a
couple of hours of concentrated advertising,
people might show up several days later ask-
ing for a special item they'd heard about on
the remote broadcast,” he says.

KWOX-FM, Woodward, Okla., does an aver-
age of three live remotes each week. Located
140 miles northwest of Oklahoma City, the
station also uses Marti transmitters on two fre-
quencies to cover its mostly rural area.

“Remotes are enormously effective in rural
America because people get to see their local
disc jockey in person,” says Doug Williams, a
lawyer who gave up his practice in 1983 to
build the station and take on the a.m. drive
air shift. He is also current chairman of the
NAB Radio Board.

“Early on, when [ had trouble selling
remotes, | actually did deals for a percentage
of the cash register sales just to prove to the
clients that remotes work,” Williams says.
“After only one of those percentage deals,
they would always switch to paying me
because they found out how effective it was.”

Remotes work especially well for fumiture
stores and automobile dealers, Williams says.
“Remotes bring people in and it gives us a
chance to give away bumper stickers and
play games. [t creates excitement, and my
on-air personalities are well trained to create
theater of the mind.”

KWOX also uses remotes to take its coun-
try music format beyond the airwaves to the
live stage. The station regularly promotes
live concerts and has featured the likes of
George Jones and Merle Haggard in recent
live performances. Remotes help whip up an
audience for the stage shows.

Only party in town

“We'll do live breaks before a big concert,
and we'll promote the fact that it’s the only
party in town,” Williams says. “We might

broadcast an autograph party with the star
earlier from a local country and western
clothing store.

“The reason we produce them and no one
else does is a promoter would have to come
to town and pay all that money out for
advertising,” Williams says. “We actually
cost out (the spots) but we make back the
money on the gate and with the beer.”

The station also uses remotes to cover the
activities of local sports teams. “If the kids are
in a state football tournament, we'll go to the
pep rally at the high school during our mom-
ing show and later we'll actually get on the bus
to the game using a cordless microphone trans-
mitting back to one of my vehicles equipped
with a Marti. We interview the players and
hear the honking of the fan’s horns along the
road. It’s all about creating excitement.”

Remotes are also fun for Williams and his

station investors, all of whom still practice
law and are “jealous” of his daily air shift.
“Two of them do football and basketball
play-by-play on Fridays, and they do
American Legion baseball during the sum-
mer,” Williams says. “The district judge in
our area is an old radio play-by-play guy him-
self, so he sympathizes with their inability to
make (court) dockets on Friday afternoons.”

A matter of survival

Back in the big city, remotes also offer multiple
benefits. For New York’s WQEW, creating a
unique identity with the Rainbow Room broad-
casts is a matter of survival—more than 50 sta-
tions (not counting public and college broad-
casters) compete for ratings in the nation’s
number one-ranked radio market. Airing its
popular standards format since December 1992,
WQEW now stands at 23rd in the market =

n salesperson who sold the
ote. The salesperson has

; ; [World Radio History|
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The Legend
Continues.

The Old Standard.

The M267 Mixer is more than the best selling mixer
of the last ten vears. It's the most versatile, the most
durable, and the best performing. You trust it in vour
rack --- You trust it on the road. And while production
environments have changed, your mixer remained the
same. Until now.

The New Standard

The new M367 Portable Mixer gives you all the
reliability and durability of the M267, plus a list of new
features and improvements. Shure made it over 25 dB

quieter with a low noise circuit - ideal for digital formats.

They added two more mic/line inputs, bringing the total
to six. They added peak LEDs, and gave it 12 and 48-volt
phantom power for vour condenser mics.

What hasn't changed is its toughness. It's still made
with a rugged all-metal chassis and manufactured in the
USA with legendary Shure durability.

Tlie New Features.

Without increasing the size, Shure was able to pack
in dozens of new features and improvements. The M367
has all the features of the M267, plus:

* Input peak LEDs

* Detachable power cord

* Two XLR outputs

* Easy-access side battery compartment

* Headphone monitor circuit

* Output peak/limiter LED

* Balanced, 2-position mic buss

* Adjustable limiter threshold

* Battery/AC VU meter illumination

* Monitor input sensitivity selector

* Program/monitor input selector

With the Shure M367 mixer, the standard has just
been raised. [t's time vou raised vours.

Call BSW Today For Pricing And
Additional Information
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with about half a million listeners. One Programmer)s View Of

Those listeners, according to Sales Manager

Leoce, are primarilv over 35 and rank among Remotes: f‘rom a Fishing B()at
the highest percenrages of company presi- LeoosonesessasstBlel
dents and those who carn over $150,000 a b y Tom Wood

year in incon.
“Remotes help us set our station apart from en Magic 105 listeners wake up  and item phone calls.
others in the marker and showcase the in the morming and tune into the A recent nationally sponsored remote for
attributes of our audience,” said Leoce. “rock and roll breakfast,” there’sa  Heinz 57 Steak Sauce was a huge party with
One addirional value of the practice, he good chance the show will be coming to  free steak tasting, lasso demos and lots of fun.
3 4 g 1 oy :
" e S them live from a fishing boat in a local lake,  In early 1994, we were one of the two dozen
says, is that remotes bring radio broadcasting : : S : LA )
from high above the city atop a billhoard or ~ or 50 stations invited to broadcast via satel-

. . " Y PO T O .
back to its roots. 'l\adm is often just mea- from a local convenience store parking lot. lite from New York for three days surround-
sured by numbers in a lw.ook, and that gets Remote locations are a big part of the  ing the Grammy Awards. This event was
away from the humanistic clement of what morning team’s friendly image at Magic 105.  phenomenal positioning for the station, not
radio really is,” he says. “The nice thing about It’s difficult to shake hands and give out t-  only in terms of competing radio stations,
the remote is that this is what radio was really shirts to listeners when you're in the studio  but also in estahlishing Magic 105 as an
created for: the human voice and song. every morning. entertainment source, comparable to TV,
“They keep trying to rum radio into a sci- When we started the station 15 years ago,  The fishing boat location for the moming
ence when it’s really an art,” Leoce adds. “The pay phones and desk phones at grocery stores ~ show was as cinematic as I've ever heard
more scientific radio vets, the less human it is. and car dealerships were our only way to talk radio sound.
We should not forget that remotes make up to listeners from places other than the stu- Remqtes bri‘ng the 50““}15 of the real world
the fabric of the richer tapestry of radio. And dio. Then, cellular phones made us a little  to Maglc 105 programming, put our RO
that's what it’s all about.” ® more mobile. Now, our Marti unit puts us all a.lmes' all over town'and make for compelling
over the place—in the backyards and neigh-  listening. Get creative, get out of the studio
borhoods of the entire metro coverage area. and get longer time spent listening.

Frank Beacham is a New York-based writer,
divector, producer and consultent. He is a vegu-
lar correspondent for The Radio World
Magazine.

veeeeeeess Products & Services:--ece----

WireReady products let you use your
station’s own computer(s) to:

Sponsor remotes are still a big part of Magic
105 advertising packages sold to clients, but Tom Wood is program manager of Magic 105
nowadays they’re bigger events than price i Little Rock, Ark.

e computerize wire services and
satellite network log printers,

e manage local news, promo copy,
and your sales effort,

produce, store, and playback
digital audio, automated or live.

When You're Ready,
We ’re Ready. Ready to find out how to get high-

performance features like these for a
fraction of the cost of other systems?

WireReady NSI.  caiee, ™"

Framingham, Massachusetts ¢ 800 833-4459 ¢ 508 879-0080

* WireReady® e ScriptReady™ e CartReady” ® PhoneReady™ e StormReady”

READER SERVICE 130
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The New Look of Digital

[E9S) RADIO SYSTEMS inc.

COCA-COLA  &32s7
RUN: 08/17 TO 09:25 ]
OUTCUE: The Real Thing

00:304 00:00 v

MUSIC SPOTS LISTS FEEDS STACK

Our new Digital Delivery System DDS is so unique because

doesn’t just look different.
) B Custom user interfaces (like the Digital Cart Machine

pictured above) allow full system control via simple,
familiar control panels.

DDS represents a completely new approach

to digital audio storage and control.
B It is totally expandable. Dozens of users and audio

channels can be added without having to buy more
computers. One DDS system can handle multiple
studios or even multiple radio stations.

B It is built on a UNIX-style multi-user, multi-tasking,
real-time operating system platform that is designed
to support the full load of any broadcast operation.

B DDS controls, organizes, and automates all of your
audio sources including; hard disk, CD jukebox,
satellite and live audio feeds, or any station audio.

(P G ET RS C TR R EET R LG LD R U LY L dexciting new product available for your digital revolution.

RQDIO SYSTEMS nc.

601 Heron Drive, P.O. Box 458, Bridgeport, NJ 08014-0458
Circle 24 On Reader Service Card Telephone (609) 467-8000, Fax (609) 467-3044




TECHNOLOGY AT WORK

Chemical Pollution Gan Make
Station Sales a Dirty Job

iile environmental pollution,

chemical dumps and PCBs may be

everyday terms in industrial cir-
cles, they aren’t typically part of a radio sta-
tion’s daily on-air studio banter.

But unfortunately, pollution does have a
place on the agenda of many broadcast facili-
ties, whose transmitter shacks and tower
facilities sit on chemically polluted sites. It's
a situation that can have severe implica-
tions, particularly in instances where a sta-
tion is put up for sale.

“Virtually all lenders require environmental
assessments today,” says Richard Blackburn
Sr., president of Blackburn and Co., a
radio/TV brokerage firm. “A few years ago, a
lender got burned big time by financing a
station that was later found to have a pollut-
ed transmitter site.”

Million dollar price tag

Examples of chemical pollution often offer
lessons with million dollar price tags. For
example, Cap Cities/ ABC outlet WPRO-
FM in Providence had a fuel tank for its
emergency generator at the station’s trans-
mitter site that sprung a small leak. An envi-
ronmental firm hired to clean up the spilled
diesel fuel discovered that PCBs—or poly-
chlorinated biphenyls—had leaked from an
abandoned pole tower transformer and got-
ten into the ground water. Years earlier, the
transformer had burned out, been replaced
and abandoned by the local power company.

PCB-filled transformers or capacitors have
generally been prohibited since 1979 because
of potential carcinogenic, or cancer-causing,
effects. Small capacitors still can be sold if a
company has a government exemption,
according to Environmental Protection
Agency regulations, and equipment can con-
tinue to operate with PCBs, if accompanied
by a sticker stating the presence of the fluid.

Cap Cities spent tens of thousands of dol-
lars cleaning up its spill, then sold the
AM/FM combo for less than its assessed
value, despite number one FM and number
three AM ratings. The site is still monitored
for PCBs, and will be for years to come.

by Dana Puopolo

Today, all such levels of chemical contami-
nation are carefully monitored by the EPA.
It is the responsibility of the owner to safe-
guard against potential leaks or spills and,
more notably, to clean up areas that are
found to be contaminated—even in
instances where dumping was
done within legal
standards of the past.

Many hazardous
chemicals were dumped
both legally and illegally
in many locations
around the country
between 1940 and 1975.
Radio stations, particular-
ly AMs, with their open,
multi-acre transmission
facilities, were prime spots.
Many owners viewed the dumping as simple
extra income on land that held no other
virtue besides a tower site.

Legally dumped

There is an instance of an AM station in
Rhode [sland whose transmitters and tower
are situated on land contaminated by PCBs
from transformers legally dumped in a pit
there in the 1950s. The station has estimates
of more than a million dollars to clean it
up—more than the station itself is worth.

There are steps a station can take to pre-
vent potential leaks and to assess its environ-
mental standing. If your facility has emer-
gency generators that run on diesel fuel or
gasoline, or if the station is heated by oil and
has fuel tanks more than 10 years old, the
tank should be pressure-tested annually.
Underground tanks, in most states, already
must be given an annual once-over by a cer-
tified testing firm.

The process involves topping off the tanks
with fuel and attaching instruments to the
filler spout. The spout is then pressurized and
monitored for several hours to note any drop
in pressure, however minute. If tanks are
underground, most states also require the
drilling of several monitoring wells around
each tank, which are checked yearly for the
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presence of oily substances in the water.
Large PCB transformers must be inspected
by station personnel every three months, and
a written log must be kept by the station,
subject to inspection by the EPA.
If any PCB-filled component is
found to be leaking, it must be
contained and cleaned up,
specifically according to EPA
guidelines. Clean-up efforts
should begin within 48 hours
after discovery, and disposal of
the PCBs should be made by
a licensed hazardous waste
\ handler who will take it to a
specific chemical disposal
area. PCBs may not be dis-
carded at municipal waste sites. The proce-
dure, incidentally, does not come cheaply.

Proper disposal

If your station has unused tanks, transform-
ers or capacitors that are capable of causing
pollution, by all means see to their proper
disposal. If they leak, the station could face
substantial federal fines; in addition, your
insurance company could charge the station
with negligence if proper steps have not
been followed.

Performing an environmental assessment
makes good sense. If you plan to sell your sta-
tion in the near future, it pays to have your
site checked now—one will have to be done
anyway. The drilling and monitoring of tests
wells, if required, could delay the lender’s
funding and, ultimately, hold up closing.

If your chief engineer isn’t already acquaint-
ed with a suitable assessment firm, check the
Yellow Pages under “Environmental &
Ecological Services” or “Laboratories-
Testing.” Make sure the firm you hire is
EPA- and/or state-certified.

Dana Puopolo is president of Puopolo
Consulting in Rehoboth, Mass., and owner of
KYBD-FM in Garden City, Kan.

Technology at Work gives top-level managers a
monthly look at issues profoundly affecting radio
technology and engineering.



--+++ Classified Marketplace ----

CONSULTANTS HELP WANTED PROGRAM SYNDICATORS

SALES REP/SEMINAR PRESENTER:
HAMMETT & EDISON, INC. S ———
CONSULTING ENGINEERS Tuesday Productions, a national music
RADIO AND TELFVISION I
Box 280068 moti nic rep. |
San Francisco, CA 94128 ; snce. Extens
707/996-5200 Miles at 1-800-831-3355
HE 202/396-5200 DC.
707/996-5280 Fax Ride back to the 60’s, 70’s and 80’s
Member AFCCE PROGRAM SYNDICATORS with Dan Hunt and Lani Daniels as
they hightlight the top songs, news
stories, trends and fashions.
EQU'pMENT DOUG STEPHAN AND GOOD DAY, USA.
THE EARLY MORNING PERSONALITY, A ¥ A different year each week
GE SUPERADIO 111 caceen e veen_rmenets et B 9 Twohour weekly show
Custom modified w/noise-free SCA ANY OTHER SHOW IN ITS TIME SLOT. FOR A # Digitally recorded
w/improved seleclivity & sensitivi MARKETABLE PERSONALITY. NO MATTER  Produced .
ty, $95. Other modiiications av ail- PANLSY B3 DENTIER7 CI CELRRL, G, G roduced on compact disk

i AT 617-937-9390 OR 508-877-8700. # 12 minutes of local spots
able. Performance guaranteed.

Call 1-800-944-0630 & 6 minutes of national spots
¥ Country format available

Get “In The MIX" with DJ's Dangerous

Dave Mitchell & G. Major bringing you the For more information or a

For your classified best in DANCE MUSIC from Detroit, Chicago.
advertising needs, call Simone at New York and everywhere else! degh C.a e fax
* Weekly 3 Hr. Show * Digitally Recorded 610-941-6933
Tel: 703-998-7600 * 24 minutes available for local spots

Fax: 703-998-2966 | For info & demo call 313-990-4437 FAX 610-941-2634

RadioWerld
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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.

CLASSIFIED
ADVERTISING RATES

Line ad rates
$1.50 per word

Display ad rates

$60 per column inch

Professional cards
$65.00

1978 Collins 831C-2 1 kW AM 1980 Continental 314R-1
1975 RCA BTF 1E2 5 kW AM 1977 Harris MW5A
1983 Harris FM2.5K 5 kW AM 1977 RCABTASL

1980 CSI 3000E

1974 Harris FM3H

1967 Gates Fiil6g 10kW AM 1986 Nautel Ampfet 10
1983 Harris FM5K

1968 RCA BTF 10D (LOTS OF SPARE PARTS)
1976 Harris FM20H/K .

Call Simone Mullins, Classified
Ad Manager, to reserve space
in the next issue. Use your
credit card to pay; we accept
VISA & MASTERCARD.

UPCOMING
DEADLINES

Deadline for February issue
Jan. 6

Deadline for March issue
Feb. 3

1077 Rydal Road #101
Rydal PA 19046
800-441-8454 » 215-884-0888 ¢ FAX No. 215-884-0738

Circle 103 On Reader Service Card
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acility Spotlight

WBMX-FM, Mix 98.5, Boston
Owner: American Radio Systems
Format: Hot AC

Jenny McCann, general manager
Gary Rozynek, general sales manager
Greg Strassell, programming director

Paul Donovan, engineering director

The construction of a staggering 17 studios for
American Radio Systems in Boston represents studio
Jesign i its most 90s fashion——rhe project came as a
result of a triopoly.

WBMX-FM and sister WRKO-AM operated from one site, while WHDH-FM—now WEEI—operated in another location across rown.

“We needed ro get these folks togerher in as efficient a package as possible,” says Engineering Direcror Paul Donovan. “The number one
priority was efficient use of space; number 1wo was the reutilization of as much equipment as was logistically possible.”

Murphy Furniture had the specs for the equipment going in the new studios and custom built a rack for what would become the on-air,
production and news studios for the three starions.

Then, over the course of two nights, the guts of WBMX’s and WRKO? studios were brought piece by picee to the new location. A few
months larer, WEEI's studios followed suit.

Pictured here in the WBMYX on-air studio is the Pacific Recorders BMX-3 console, which originally helonged to WEEI (“*We acrually
went and stole their newsroom hoard and gave rhem something else so we could build the studio ahead of time,” Donovan says.); as well
as six PR&E Tomecat 99-1 cart machines; three Denon CD players; and an Otari MTR-10 reel-to-reel player peaking through ro the
right. The on-air studio utilizes the Shure SM-5 mic.

Simple enough?

“We've just gotren a fourth station in here: it's an LMA now,” Donovan notes. “We have a purchase pending on it with the FCC. Ir's
the "90s, you know.”

Facility Spotlight offers a look ar innovative radio facility venorations. Share yowr cutting edge with us. Cull Editor Chavrles Tavlor at 703-998-7600.
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If You're Ready
To Win...

Join Our Team.

Wth The Broadcast Team on your side, you’ll field
the strongest direct marketing team in the league.

The Broadcast Team is the “¥l Pick” of Broadcasters looking for
the BEST in Direct Mail and Database Marketing services.

The Broadcast Team’s playbook is filled with innovative ideas and
game plans for making your station a winner. Just tell us your goals,
and our team will help you develop the best strategy for winning.

Call to recruit The Broadcast Team today.

ThHe

BROADC—7S

WE_A_IM.

Targeted cffective Rudience Marketing

770 W. Granada Blvd., Suite 201, Ormond Beach, Florida 32174
(904) 676-1157 » FAX (904) 676-1127

The Broadcast Team, Inc
Direct Mail, Database Management and Interactive Voice Response Systems
Circle 43 On Reader Service,GCard

DIRECT MAIL:
Custom designed
promotions for your
station, or choose from
the wealth of proven
TBT promotions, such
as “Team Up and Win
CAS$H!”, “Pen Pal”,
“Watch and Win!” and

many more.

DATABASE
MANAGEMENT:
Database promotion
development, File
Enhancement, Mapping
and Analysis, Data Entry
along with No Fee
Maintenance!

INTERACTIVE VOICE
RESPONSE:

System Design and
Implementation,
Hardware Sales and
Support, Fax
Broadcasting and
Promotion Development.






