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fi nally.., a better ay to rock 
ROCK ALTERNATiVE is format masterwork from Mike Henry, Managing 

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

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

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

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

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

1200 Series Consoles 

1200-5 
1200-10 
1200-15 

Five ch $1.795 
Ten ch $3.495 
Fifteen ch S4.995 

12000 Series Consoles from S3.995 

22000 Series Consoles from $6.995 

Digital 
Workstations 

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

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

CD 
Automation 

Use for 
Live On Air, 
Automation, 
Production, 

News & 
Scheduling 

Arrakis, 
your complete solution... 

Digilink & TrairStar 
ettestations 

from $7,995 

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

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

Sony Worldwide Networks 
Manhattan, New Yorft 

curralcis 
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3 0 3 ) in some areas (970) 224-2248 

DIGILINK  
Hard Disk Digital Audio Workstations 

Studio 
Furniture 

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

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

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

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

Desk*Star studio 
furniture from $995 

Modulux studio 
furniture systems 
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Americalist Custom Direct Mail... 

Captures Your Station's 
Unique Personality 

)1,5 
1057 

Working Closely With You, Our Creative Team... 

Develops an action offer 

Adds high-impact custom graphics to fit your station 

Prints the piece and mails to your database or 

targeted families in your hot zips 

Custom Contest Mailers 

Newsletters 

Postcards 

Holiday Cards 

."Easy to work with"...Mike Samolis, KSMG 

"Great ideas"...Jackie Madmen, VVAPL 

"Terrific results"...Steve Trivers, VVQLR 

Other Broadcast Marketing 
Group Services 

Listen-at-Work Telemarketing 

Residential Telemarketing 

Listener database building and mainteri ce 

Client database building and maintenance 

Call Toll Free 1-800-321-0448 

or Fax 330-494-0226 

- 
Oil riE:ailir SÎè ird 

Americalist Broadcast Marlieting,àçctii 

8050 Freedom Ave. r4W • %;., 
North Canton, 014.44720 

«ea' 



station 
to station 

DAB 
Update 

L
ast month's NAB '96 proved to be fertile ground for DAB discussion, with a 
day-long seminar devoted to it featuring key proponents from around the 
world. 

Essentially, the four main areas of interest in DAB deal with progress of the U.S. 
DAB field tests; status of the in-band, on-channel proponents; Eureka- 147 rollout 
throughout the rest of the world and DARS. 

The DAB field tests are progressing. Slowly. Even as Eureka- 147 gathers speed 
in the rest of the world in pilot projects, Bert Goldman from Patterson 

Broadcasting told us that field tests won't even start before the end of summer. 
One of the reasons for the delay stems from radio's deregulated stature. The 

two stations originally in partnership with the test group that were to transmit the 
digital signals were sold, and the new owners have no interest in participating in 
the testing. Too had. Other reasons include contract signing, outfitting the test 
van and coordinating the logistics. 
The gloomiest moment came during Tom Keller's NAB presentation. A consul-

tant to the EIA, Tom reviewed some of the DAB lab test data. Specifically, he 
reviewed the AT&T/Amati and the USADR FM-1 dual sideband systems and their 
performance in the digital-to-host and the second adjacent channel tests. 
The systems pose significant degradation to the host FM and to the second adja-

cent channels. 

Some deem the problems unsolvable, but proponents claim they have already 
addressed the problems in the modified systems they will be field-testing. Time 
will prove them right or wrong. 
As you are all aware, Eureka-147 has garnered terrific support from countries 

around the world. In fact, Canada has begun issuing DAB licenses, and some 
equipment manufacturers already are developing gear for Eureka-147. 

What is lagging behind, at the moment, is the production of DAB receivers. 
(On the DARS front, the FCC expects to finalize the specifics of digital satellite 

radio broadcasting sometime this summer. DARS and U.S. broadcasters duked it 
out in Vegas in a emotional, confrontational session about the topic. No resolu-
tions, but plenty of theatrics.) 
NAI3's David Layer made it clear to the assembly that the association staunchly 

supports an in-hand solution for DAB in the United States. And, that NAB is will-
ing to wait for the solution. He argued that the disappointing lab test results are 
but another step in the evolutiorrary process of IBOC DAB and not a reason to 
abandon the idea. 

He makes a good poire. Eureka-147 is going on its 11th year of existence — 
IBOCs have only been around for three or four years. NAB's message is clear: 
Give the IBOCs time to mature. 
This last point is especially important if you realize one significant fact: There is 

no great and urgent consumer demand for DAB. 
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The hybrid ru put 
between these ca es 
is your most important 
connection for successful 

talk shows 

Nit die 

Listeners and programmers agree. 

The quality of your talk shows and call- ins are as critical as who you have talking. 
And stations who are most serious about their sound and ratings use lelos. 

lelos' digital hybrids have earned their reputation for exceptional performance. 
In addition to full-duplex audio, Telos hybrids achieve consistent levels from caller to caller. 

Our full range of products includes the top of the line lelos 100 Delta with a digital dynamic 
equalizer so advanced you won't find it anywhere else. When it comes to complete systems, 

the ONE-x-Six proves you don't have to spend a lot to get lelos quality and features. 

Let lelos connect you to your callers. Isn't it time you experienced great phones? 

-.411111, 

2101 Superior Avenue • Cleveland, Ohio 44114 USA • Tel: + 1.216.241.7225 • Fax: + 1. 216.241.4103 • email: info@zephyr.com 
World Wide Web: http://www.zephyr.com 
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Market Watch: Denver 10 
The country watches the Mile-High City as group 
owners buy and sell radio stations and change 
formats faster than you can say "telecom act." 
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Legendary rocker KBCO-FM looks to its past 
to re(el'ille itself 

Events Calendar 20 

Finance 22 
Once a concept applied only in television, 
'posting" snakes its way into radio — and 
stations )nanagers are furious. 

Format Focus 24 
call it the vanilla ice cream of radio, but Adult 
Contemporary is branching out — and flourishing 
— with the influence of younger, hipper music 
and a strong appeal to 2*5- to 54:year-olds. 

On the Move 30 

Management Journal 31 
Instilling a sense of trust and purpose, not the 
bottom line, is the key for managing personnel 
in an era of consolidation. 

Larry King 32 
The King of the call-in show first practiced 
his craft over radio airwaves. 

Direct Marketing 
From customized Web pages t000n-line retail, 
direct marketing jumps onto the Internet. 

41 

Show Preview: Promax 45 

NAB Wrap-up 51 
The products and services that managers 
should know about. 

Facility Spotlight 54 
KHCS(1,31) in Palm Desert, Calif 

double 4» 1 

Maly 

97.3 fm 
World Class Rock 

"People would be well-advised to listen to Denver. It's a work 

in the making." 
Luny Johnson, programming consultant, Paragon Research Sevage 12. 
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DeReg is a 
high-stakes 
gamble. 

DCI loads the dice in your favor. 
Deregulation is going to set the radio industry 

on its ear. Chains are about to explode like 

popcorn. And when they do, your stations are 

going to have to communicate with head 

office— and each other— like never 

before. Digital Courier is the only way. 

We don't just provide free digital 

delivery of CD-quality spots from 

major advertisers. DCI also offers you 

the confidential 2-way, point-to-point and multi-

point communication that you'll need to 

make dereg work for you. You can centralize your 

Production, Programming and Traffic, take 

control of your information flow and 

save money at the same time. 

Pick yourself a winner. Call Digital 

Courier today. For further information 

call DCI Toll-Free at 1-800-488-2021. 

Di•ital Courier 
I NTE RNAI 10\ \ I 
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Kudos on ' Berlin' 
Just a note of congratulations on the excel-

lent article by Michael Lawton in the March 
issue. 

"Berlin: Radio Without Walls" was a com-
prehensive overview of one of Europe's 
dynamic radio markets. 
As an international broker of media proper-

ties, it was great seeing this type of analysis, 
and it is my hope that the new and highly 
readable Tuned In will make a continuing 
effort to feature articles on radio throughout 
the world. 
After all, if you take a look at the very large 

percentage of foreign broadcasters who 
attend the various NAB events each year in 
the United States, it is apparent that radio outside of this 
country is a large and rapidly growing business. Anyone inter-

ested in radio 
should be interest-
ed in what is hap-
pening every-
where, not just in 
their own market 
or their own coun-
try. 
Many thanks for 

such professional 
journalism. 

letters 

Robert E. Richer 
h iwrnational Media Consulting 

Farmington, Conn. 

The Wrong Impression 
The Hispanic radio story by Kathy Gronau (April) contained 
a couple of glaring errors and omissions: 

1) The No. 1 station in Miami in the Fall 1995 Arbitron was 
WRMA-FM (Romance 106.7), not WAMR-FM (Amor 107). 
WRMA ranked No. 1; WAMR was No. 5. 

2) The article's second paragraph: "In Miami, the annual 
Calle Ocho carnival, with strong participation from Heftel 
Broadcasting stations, packs a million people into 23 city 
blocks." The implication is that the Heftel radio stations are 

somehow responsible 
for this. In reality, 

the Calle Ocho 
event has áet packed them 

/ l 0 • 
in for 15 years, 

enjoys support from 
dozens of sponsors and would be r entirely unaffected if the Heftel sta-

tions disappeared. (By the way, this 
year's event was canceled out of respect 

for the three pilots shot down by the 
Cuban air force.) 

From the article's inaccurate ratings and shameless Heftel-
boosting, the innocent reader could get the impression that 
Heftel's stations are the only game in the Miami market. Truth 
is, Miami is the most competitive Spanish radio market in 
America, and Heftel is only the No. 2 player. In the important 
Adults 25-54 demographic, the WRMA-FM/WXDJ(FM) combo 

had 25 percent higher ratings than Heftel's 
four stations combined! The \XTRMA/WXDJ 
combo also wins a dominant revenue 
share. 
There is a lot of excitement surrounding 

Hispanic radio, and it is an important story. 
However, your article would have been 
more factual and informative if you had 
talked to other operators and delivered a 
more objective, less Heftel-centric account 
of the Hispanic radio industry. 

Rude, Not 
Talented 
Your toadying pro-

file of the "articulate" 
Don Imus (April) 
was a hoot. Do you 
think the man got 
where he is today 
by, uh, you know, 
articulating? 
There are plenty of 

articulate radio per-
sonalities, past and 
present. The first to 
come to mind is 
Gene Klaven. Klaven 
made New Yorkers 
and their neighbors 
laugh without resorting 
nowadays passes for talent. 

Keith Isley 
Program Consultant & Advisor 

WRMA-FM/ WXDJ((FM) 
Miami 

to the rudeness and crudeness that 

Bruce K. Dixon 
Medical News Producer 

Naperville, Ill. 

No Such Place 
Regarding your story on radio and the '96 Olympics (May), 
the Aquatic Center pictured in the article is located at the 
Georgia Institute of Technology, also known as Georgia Tech. 
There is no such school as Georgia Tech University. 

Richard Musterer 
George Tech IM '83 

All letters received become the property of 
Tuned In, to be used at our discretion and as 
space permits. Correspondence may be edited 
for clarity. 
We want to hear from you! Address letters to 

Whitney Pinion, Managing Editor, Tuned In, 
P.O. Box 1214, Falls Church, Va. 22041; 
fax: 703-998-2966; 
or e-mail:74103.2435ecompuserve.com 
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[solutions] 
can your codec do 

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

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

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

Your Station Can Send & Receive CD-quality Sound Over [ I] ISDN Line! 
• Best CD-quality stereo sound for radio broadcasters, recording studios, film, voice-overs & satellite operators 

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

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

• Psychoacoustic tuning with results in real time 

• CD-quality sound over 2 ISDN B channels 

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

• AND MUCH MORE! 

CD Q7JÍma TM 

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

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

Circle 22 On Reader Service Card 
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ountain High on Radio 13oo 
Thanks to a small white ball, a bunch of Californians 
and a piece of legislation known as the telecom act, the 
city of Denver and, more specifically, its radio market 
have been transformed in little more than a year. 
The Mile-High City will never be the same. 
Anyone who hasn't been to downtown Denver since the 

beginning of 1995 would hardly recognize the place, and it's 
all due to the opening of a baseball stadium in a part of town 
that used to be known more for its deadbeats than its lively 
bats. But since the Colorado Rockies moved into their new 
Coors Field to start last season, there has been a complete 
remaking of the area known as LoDo tan abbreviation for 
lower downtown). 

ee newcomers to the area escaped from the 
litr-f-st, hired by the promises of one of the country's 

ottest economies. 
It's this booming economy that's pumping revenue into 

Denver's radio industry. the 23rd largest market in the country. 
But the economy is not the only factor shaping Denver 

radio. Rumblings of the changes have been heard for more 
than a year, but the spark that really ignited the change wa> 
the Telecommunications Act of 1996. Now the whole country 
is watching what's happening in Denver to see how it will 
play out. 
"Denver is hot right now. It's considered a very desirable 

market," says Al Perry of the Satterfield & Perry Inc. media 
brokerage. "Everyone understands that the price to buy is up 
here, but that is true just about anyplace." 
Although Denver is the nation's 23r arket by 



_ 
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eptiítifàfèri growth; 
same periOds was 1.8 percent -áriin 
cent, respecti\ cly 

Scorecard, please 
"Mele has been so much change in 

Denver's broadcasting that you need a cur-
rent scorecard and a good eraser to keep 
track of what's happened since the first of 
the year. The deals, trades and mergers 
would spin the head of any baseball manag-
er caught in a late-inning roster shuffle. 

.Jacor Communications Inc. fired the first 
and biggest shot in February, just a few 
days after Congress passed the telecommu-
nications act, when the Cincinnati company 
agreed to pay $ 152 million to purchase 
Noble Broadcast Group Inc. That deal gave Jacor four new 
Denver stations to add to the four it already owned, including 
all-talk KOA(AM), which has been either the No. 1 or No. 2 
station for as long as anyone cares to remember. 
The Jacor purchase, coupled with its later $770 million deal 

for Citicasters Inc., is being looked over closely by the Justice 
Department. The deal was the first under the new telecom bill 
and as such became a test case for the government. The act 
gave the Justice Department the power to look into purchases 
for any anti-competitive impacts. 
Lee Larsen, vice president of Jacor of Colorado and general 

manager of its KOA and KTLK(AM), said the company knows 
it is "the first, so (government approval of the sale) is taking a 

nger than the old way." 
s deal may have been the biggest in Denver — giving 

the company the undisputed status as the biggest player in 
town — but it wasn't the only one to ruffle the feathers of the 
status quo crowd. 
Tribune Broadcasting acquired its third station in the market 

by trading its two Sacramento, Calif., stations for KVOD-FM 
plus $3.5 million in cash, then quickly sold the station — but 
not the frequency — to the Chancellor Corp. Tribune used the 
old KVOD 99.5 frequency to launch a new alternative rock 
station called "The Hawk," a nickname for KKHK-FM. 

Chancellor in turn agreed to trade its Houston station for 
Denver's KALC-FM and KIMN-FM. Coupled with its ownership 
of IOCKL-AM-FM, Chancellor came away with five Denver sta-
tions. It kept KVOD-FM alive as the city's only commercial 
classical music station by switching it to the 92.5 FM frequency 
held by the now-defunct country music station KZDG-FM. 



Skip Weller, general manager of 
Denver's Chancellor stations, says the 
company's purchases were a display of 
its faith in Denver as a "growing media 
and economic market." 

Weller says the country music format 
on KZDG couldn't compete against mar-
ket leader KYGO-AM-FM, while the 
classical format had been a moneymak-
er. There had been public concern in 
Denver that KVOD-FM might change its 
format, because the only other classical 
station in the market is public radio 
KCFR-FM. 
For those who hadn't lost their place 

on the scorecard so far, there was more 
to come. 
EXCL Communications of San Jose, 

Calif., completed its acquisition from 
Century Broadcasting of an AM-FM 
combo - KNRX-FM and KYBG(AM) - 
and quickly changed the format of the 
FM station from grunge-oriented mod-
ern rock to contemporary hits. The 
owners also decided to switch KYBG 

from sports talk to 
Spanish-language, giv-
ing Denver four stations 
in that format. 
The only big name 

already in the Denver 
market that wasn't 
involved in any of the 
early deals was 
Jefferson- Pilot 
Communications, which 
has four stations. Among them is coun-
try station KYGO-FM, which regularly 
vies with KOA as the top-ranked station 
in Denver, usually depending on the 
sports season. 

But all the deals did leave Jefferson-
Pilot as the unquestionable king of 
country music in Denver, while Jacor 
controlled the talk radio format. 

Rock carving 
That left a format battle in the various 

sounds of rock, with at least eight sta-
tions butting heads for market share, 

Denver 
Radio Market Overview 

Station Freq. Format 
1995 Est. 
Rev. in Owner 
$ Mil. 

KYGO-FM 98.5 Country 11.4 

KOA(AM) 850 News/Talk/Sports 20.0 

KRFX-FM 103.5 Classic Rock 9.0 

KOSI-FM 101.1 Soft Hits 7.4 

KXKL-AM-FM 105.1 Oldies 6.95 

KOKS-FM 104.3 CHR/Rhythmic 3.0 

KHIH-FM 95.7 Smooth Jazz 3.0 

KALC-FM 105.9 Adult CHR 4.0 

KBCO-FM 97.3 AAA 6.2 

KBPI-FM 106.7 AOR 6.0 

KIMN-FM 100.3 '70s Oldies 4.0 

KXPK-FM 96.5 Alternative 5.5 

KVOD-FM 92.5 Classical 2.4 

KWMX-FM 107.5 Hot AC 4.0 

KHOW(AM) 630 Talk 3.2 

KEZW(AM) 1430 Nostalgia 1.6 

KTLK(AM) 760 News/Talk 2.0 

KNRX-FM 92.1 CHR/Dance 0.3 

KYGO(AM) 1600 Classic Country 2.0 

KKFN(AM) 950 Sports 

Arbitron 12+ 
Winter '96 

Jefferson-Pilot Communications 

Jacor Communications Inc. 

Jacor Communications Inc. 

Tribune Broadcasting Co. 

Chancellor Broadcasting 

Western Cities 

Jacor Communications Inc. 

Chancellor Broadcasting 

Jacor Communications Inc. 

Jacor Communications Inc. 

Chancellor Broadcasting 

Ever Green Wireless Ltd. 

Chancellor Broadcasting 

Jefferson-Pilot Communications 

Jacor Communications Inc. 

Tribune Broadcasting Co. 

Jacor Communications Inc. 

EXCL Communications Inc. 

Jefferson-Pilot Communications 

Jefferson-Pilot Communications 

8.6 

6.9 

6.3 

5.7 

5.6 

5.1 

4.9 

4.8 

4.2 

4.2 

4.0 

3.6 

3.3 

3.2 

2.7 

2.4 

2.2 

2.1 

1.6 

1.1 

  i/N Stations are ranked in order of Arbitron Winter 1996 12+ ratings. 
PUBLIdÁlk:›À/S Information provided by BIA Publications Inc. through its 
 JL_// \ MasterAccess Radio Analyzer Database software. 

The Sports Zoo 

(aka, Dave Logan and 

Scott Hastings) 

monkeying 

around at 

KOA(AM) 

ség 4_ ¡ - 4 
trying to carve out niches in a changing 
landscape. 
"This is a moving target because things 

are changing so rapidly right now," says 
Larry Johnson of Paragon Research, a 
Denver programming consultant. "Fr )m 
a rock standpoint (Denver is) one of the 
most competitive, if not the most com-
petitive, markets in the country. You've 
got all these stations with different fla-
vors of alternative music." 
Johnson says a "fundamental redefini-

tion of rock" is creating a new product 
that all the Denver stations are trying to 
lead. 
"Denver is one of the most competi-

tive ( markets) for rock of all stripes," he 
says. "It's an exciting time. The stations 
are carving it up real fine, hoping to put 
together two or three niches. It's a 
wonderful laboratory for all the different 
st rains. 

-I think people would be well-
advised to listen to Denver, because it's 

12 JUNE 1996 Tuned In 



a work in the making." 
The analyst expects a shake-
out in the alternative rock 

format "because I can't 
see this market sup-
porting six or sev-
en alternative for-
mats," but that 
begs the question 
of where the 
losers would go. 
The leader in 

the alternative 
format has been 
The Peak 
(KXPK-FM), 
which is some-
what of an 
anomaly in 
Denver because 
it is locally 
owned and still 
has a 3.6 share. 
It is 50 percent 
owned by Bob 
Greenlee, who 
has earned a 
reputation in the 
Denver market 
for his savvy 
management. 
Greenlee built 

KBCO-AM-FM in 
Boulder into a 
market leader in 
the 1980s and 
then sold it to 
Nobel 
Broadcasting in 
1987 (see relat-

ed story on page 
16). After helping start up IOCPK as a 
consultant, he and his associates pur-
chased it last year. 
The Hawk (Tribune's KKHK-FM) is 

expected to challenge The Fox (Jacor's 
KRFX) for supremacy in the classic rock 
format. The Fox had a 6.3 share in the 
Winter '96 ratings book. 
The Hawk's Vice President and 

General Manager David Juris says his 
station planned to have a slightly softer 
sound, catering more to women with 
more emphasis on music and less on 
on-air personalities. 
When The Hawk went on the air in 

early March, it made history by using 
the country's first all-digital transmitter, 
broadcasting from Lookout Mountain to 
the west of Denver. 

KYGO challenger? 
One thing is likely in Denver's format 

adjustments, several industry watchers 

say. That's the addition of another coun-
try station in the market to challenge the 
supremacy of KYGO. The rumor mill 
also frequently hums with discussion 
about possible suitors for KYGO. 
"KYGO is just so dominant," Johnson 

says. "A lot of people have tried to go 
up against them, but they haven't had 
the big signal or a large enough war 
chest. KYGO always has about a 9.0 
share. Still, I wouldn't be surprised to 
see another country station pop up here 
in the next six months." 
Perry, who is president of the National 

Association of Media Brokers, says he 
thinks several groups would like to get 
into the Denver market, "but the prob-
lem is that there just aren't any (stations) 
available." He says there might be some 
consolidation in the AM market, 
although most groups are looking for 
strong signal power both day and night. 
Crawford Broadcasting, which has two 

AM stations already in the religious and 
Christian contemporary formats, also 
owns another AM frequency it has not 
used yet with 50 kilowatts day and 500 
watts night. 

Final decision 
However Denver's consolidation craze 

plays out, most analysts think the trend 
is primarily on the upside. The market-
place will make the final decision, 
which is as it should be, the argument 
goes. 

"In most cases, what will happen is 
that the marketplace will decide if the 
station's new format or new owner will 
provide more service to the communi-
ty," says Perry. "Since you have public 
licensing, you have to provide service to 
the local community. 
"These big operators have the funds to 

do that in a better way. They are very 
conscious of doing that and will be 

Denver Financial Snapshot 

Market Rank: 23 
Revenue Rank: 14 
Number of FMs: 17 
Number of AMs: 22 

Revenue 1991: 
Revenue 1992: 
Revenue 1993: 
Revenue 1994: 
Revenue 1995: 

$77.9 mil. 
$83 mil. 
$96.2 mil. 
$108.6 mil. 
$116.7 mil. est. 

Revenue Growth 
88-93: 6.7% 
94-98: 7.1% 

Local Revenue: 77% 
National Revenue: 23% 

1993 Population: 2,078,200 
Per Capita Income: $ 19,577 

Median Income: $41,036 
Average Household 

Income: $48,753 

Source: / )f7/\ 
1/4177 

innovative. I know there is some con-
cern in the community that this consoli-
dation is not good because it will not 
allow diversification of ideas. But I 
doubt that very much." 
Speaking specifically about Jacor's 

acquisition of four more stations in 
Denver, Perry says it "emphasizes the 
importance of the consolidation and 
what a good move it was to have the 
telecom bill signed. I think the market-
place is going to be really pleased with 
what's happening." 
And Jacor's Larsen calls Denver "a 

terrific market from almost any angle. 

Crescent Communications of CA, L.P. 
has agreed to sell the assets of 

KRST-FM/KRZY-AM 

Albuquerque, NM 

for 

KRZY-FM 

Santa Fe, NM 

$ 23,000,000 
to 

Citadel Communications Corp. 

QUESTCOMill: 
MEDIA BROKERAGE, INC. 

Charlotte, NC • (704) 948-9800 • Gaithersburg, MD 

Circle 95 On Reader Service Card 
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The level of competition is very high. The 
number of stations is very 

high in relation to the 
population." 
(Denver is one 

of the top markets 
in terms of stations 

per capita, partly 
because of its isolation from 

other similar-size markets. 
Phoenix is similar, both in geogra-

phy and stations per capita.) 
Larsen says Denver is not known in the industry for its innovation, but 

rather " it is known around the country as a market with a lot of good 
radio operators. A lot of larger cities have looked to Denver as a place 
to hire on-air personalities or managers. There is good-quality work 
going on here." 
Larsen agrees that consolidation actually is going to make the market 

more competitive "because most of the stations will be owned by com-
panies that will be able to leverage the success that they have had with 
some stations to help sustain other stations. 
"The popular refrain is that this is terrible because you'll have six or 

eight companies owning all the stations, but the reality is that it will be 
more competitive and the listener and the advertiser will be given even 
more choices." 
Greenlee says he thinks consolidation could be a "doubled-edged 

sword." 
"From an operator's standpoint, it will be healthy," he says. "Now, the 

opportunity to create alliances with multiple stations I hope will 
strengthen the perception of and actual value of radio advertising in the 
market, help stabilize the pricing of air- time. It probably is the best thing 

bible Brother 
ge-ev.x 

KRAPr AMON 

that has happened in a long, long time business-wise." 
The downside, Greenlee says, is that it diminishes opportunities for 

individual owners like him because 
individuals will not be able to com-
pete for acquisitions against the 
corporations. 
"We'll probably have to wait and 

see what the future will bring," he 
says. "There probably will be 
attempts at more consolidation. 
Large groups that are already here 
will try to pair up with other sta-
tions ... This is the beginning of 
another major change in the 
industry." 

Free-lancer Brad Smith has more 
than 20 years' experience in the 
Denver media. He has written stories 
for national and international pub-
lications, including the Los Angeles 
Times, Dallas Morning News, Denver 
Post, Bloomberg Business News, 
Newsweek Japan and Reuters. 

Corteillitn (e) 1006, IMareorld. Inv 

Alpha and Kelly, 

the KXKL(FM) morning team 

One of the many controversial 
KRFX-FM billboards ( left) 

  FM 54 au Denver dominates Its region; II is 

by far the largest city within a 

400-mile radius. The nearby , 

Rocky Mountains strongly ailed 

FM signals to the west, while All ' 

signals are less affected. 

for Tuned In 
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So why riot order now? 

Take delivery later and be done with it. 

The clock is ticking ... Deadline to meet 

FCC [AS compliance is January 1, 1997. 

Don't wait until the last minute — call now for free 

information on rules and regulations, 

products, pricing and delivery. 

[AS EMERGENCY ALERT SYSTEM FROM TUT & ABG 

PLEASE CALL TODAY, WE'RE READY TO HELP YOU, 

Inc. 

ABG...YOUR 
SOUTHEAST SALES OFFICE 
P.O. Box 2619 
Smithfield, North Carolina 27577 

Phone: 800-369-76 
Fax: 919-934-8120 23 

YOU MAY ALSO REACH 

internet: 

web 

SINGLE SOURCE SOLUTION. 
MAIN SALES OFFICE WESTERN SALES OFFICE 
2342 S. Division Avenue P.O. Box 1638 

Grand Rapids, Michigan 49507 Palmdale, California 93550 
Phone: 800-858-9008 Phone: 800-999-9281 
Fax: 805-273-3321 For 36 years 

Fax: 616-452-1652 

US ANYTIME VIA ELECTRONIC MAIL ABG 
support @ abg.com 

Audio Broadcast Group 
site www.abg.corn :  
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Rediscovers Its Past 
egendary rocker KBCO-FM 
thrives on being a program-
ming mess. Where else can 
you expect to hear Folk 
Implosion and the Eagles 
back to back? Or the Dave 

Matthews Band followed by the Rolling 
Stones? The Boulder-based. Denver-mar-
ket station terms its unusual mix of music 
"World-Class Rock." With such a broad 
music base, it may be surprising to hear 
that KBCO-FM's recent ratings have been 
nothing but world class as well. 
For almost 19 years KBCO-FM survived 

as the true alternative in the 
Denver/Boulder area. During the '80s 
especially, the station targeted the 
underserved musical niche with an adult 
album alternative format. You could hear 
practically anything and everything. 
But gradually, narrowcasters began to 

chip away at KBCO-FM's market share. 
In fact, one station nearly wiped out the 
legendary station for good. 10CPK(FM), 
"The Peak," signed on in June 1994 with 
an adult alternative format to combat 
the more diverse KBCO-FM. 
Soon after, KBCO-FM's ratings plum-

meted, leaving the station defenseless. 
The station altered its format to modern 

rock to compete, but for more than a 
year the Peak trounced the legend in the 
ratings. At one point the station became 
so desperate that it considered dumping 
everything and adding Howard Stern in 
the morning to accommodate a hard 
rock/alternative format. Instead, it hired a 
new program director, Mike O'Connor. 

"I got there and took a look at the 
research and said, 'If you do that, I think 
you're giving up, — O'Connor says. 
"While this station was the first to incor-
porate that genre of music a couple of 
years ago, it was no longer a unique sell-
ing proposition. There was no opportuni-
ty to out-current the other guys, so I said 
let's go back to our library and find the 
stuff that has worked over the years and 
blend it with the new stuff." 
In the past nine months, KBCO-FM has 

worked on rediscovering its past. 
According to O'Connor, in any given set 
you can hear a broad range of music, 
including everything from folk-acoustic 
like the Indigo Girls, classic rock like Pink 
Floyd, '80s retro such as the Talking 
Heads as well as new, sometimes obscure 

by Chris Joeckel 

Chris Isaak visited 

KBCO for a 

Studio C performance. 

music that no one else plays. 
"We're a mess," O'Connor says. 

"It's what people expect from us. 
But this time around, O'Connor says, 

there is a little bit more scientific appli-
cation involved. 
"We like to position ourselves in 

between alternative and classic rock," 
O'Connor says. "So we came up with 
the handle 'World-Class Rock' where we 
play the best songs from the best artists 
in a wide range of music." 
KBCO-FM also features new local 

bands, usually embracing one band at a 
given time. Every night during the 10 
o'clock news, the station features local 
artists in the local edition. 
The return to music diversity seems to be 

working. For the first time since 10(PK's 
arrival, KBCO-FM beat the Peak in the 12+ 
demo with a 4.2 share in the Winter '96 
book. (10(PK dropped from a 4.2 in the 
previous ratine period to a 3.6.) 
Among other changes in the program-

ming, O'Connor has incorporated three 
new specialty shows into the mix. 
"The Groove Show" on Sunday nights 

explores a huge trend in music that radio 
has ignored, according to O'Connor. The 
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KBCO Sample Hour Playlist 
show features the best of what he 
describes as hippie/granola music. 
This show is followed by "Live from the 

Red Rooster," a blues show syndicated 
nationally from the KBCO-FM studios. 

Finally, on Sunday mornings listeners 
can tune in to "Sunday Morning Studio 
C." The hour-long program highlights the 
best of eight years of studio C recordings. 
With a 25-54 target audience, KBCO-FM 

is anything but conservative. Each hour, 
according to O'Connor, the station plays 
at least two or three new releases. 
"We are probably more aggressive in the 

new music arena than most stations target-
ed above the age of 30," 0"Connor says. 
So how does KBCO-FM get away with 

it? "The tolerance for new music here is a 
little higher," O'Connor says. "We tend to 
be more aggressive than we should be." 

In Boulder, KBCO-FM's aggressiveness 
appears to be helping. 
"We tend to do pretty well in Boulder 

County with a younger set that has adopt-
ed what I like to refer to as hippie rock — 
Phish, Big Head Todd and the Monsters, 
and the Dave Matthews Band — that's 
just another flavor on our station." 
With soon-to-be owner Jacor 

Communications (the acquisition is 

expected sometime this summer), 
O'Connor says that the station might 
become more aggressive and possi-
bly more diverse. 
"The company that just bought us has 

cornered the market on rock," 
O'Connor says. "I think it's a good 
thing. Competition breeds conservatism. 
With one company controlling the rock 
market there will be a lot more separa-
tion between stations, which means 
more diversity for the public." 

Despite its great musical diversity, 
some of the public in Denver and 
Boulder complain that KBCO-FM will 
never completely return to the days of 
old. O'Connor hesitantly agrees. 
"KBCO-FM survived alone in the rock 

world playing a very, very broad mix of 
music," he says. "At one time you could 
hear everything on this station. But there 
are certain realities to radio. We just can't 
specialize in everything." 
KBCO-FM does have a wider playlist 

than any other rock station in the 
Denver/Boulder market, says O'Connor. 
The station currently boasts a 40- to 50-
song playlist compared to 20-song playlists 
on competing rock stations in Denver. 

With Jacor's recent purchase of Denver 

Weekday, 10 - II a.m. 
Live "Selling the Drama" 

Tom Petty " You Wreck Me" 

Blues Traveler "The Mountains Win 

Cowboy Junkies "Sweet Jane" 

Crosby, Stills & Nash "Suite: Judy Blue Eyes" 

R.E.M. "Can't Get There from Here" 

Hootie and the Blowfish "Old Man and Me" 

Stone Temple Pilots " Interstate Love Song" 

Bonnie Raitt "Something to Talk About" 

Joe Satriani "(You're) My World" 

Ziggy Marley "Tomorrow People" 

The Why Store "Lack of Water" 

Again" 

alternative rock station KTCL(FM), 
O'Connor sees a possible change in the 
future of KBCO-FM programming. 
"My guess is that there will be some 

shifts so that we're not turning over a lot 
of the same records," O'Connor says. 
"KTCL will likely become a mostly cur-
rent-based alternative station while 
KBCO-FM will turn to serving the retro 
and eclectic music listeners." 

Chris Joeckel is a pre-journalism major 
at the University of Colorado at Boulder. 
He is a writer for the Campus Press, an 
on-air personality for the campus radio 
station and is employed by KVOR(AM), 
Colorado Springs, Colo. 

11111•11111r11010011 
News, Features, Personality... 
and No Network Commercials! 

Setting the pace again, UPI's Morning 

Show is digitally- delivered with no 

advertisements, no affadavits to fill out 

and no rules on what is or isn't carried. 

UPI is dual-anchored for the widest 

appeal with music beds that " Hit the 

Gates" for easy production and 

more carry-or-cover option minutes 
than any other news show. 

The Most 
Flexibility 
of any 
Morning 
Show 
Weekdays 

6 am — 10am 

Eastern 

UNITED PRESS INTERNATIONAL On UPI Net-2 

800.503.9993 
1400 EYE STREET NW, WASHINGTON, DC 20005 I 
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W
hat is as small as a wristwatch 
and capable of monitoring 
radio station audiences? 

Well, if everything goes as planned, the 
answer could be Radio Watch, a passive 
electronic measuring system being devel-
oped by the Infratest Burke research 
institute and the engineering company 
Kayser Trede of Munich, Germany. 
With a work force of about 750 people 

in various European countries, Infratest 
Burke is involved in different types of 
research for the military, health and 
media industries. 
The company, presently in the first test 

phase of the Radio Watch system proto-
type, aims to make the measuring and 
monitoring equipment the size of a 
wrist- watch, thus allowing a ratings 
participant to wear it whenever and 
wherever, without being noticed. 

Innovative concepts 
the system automatically compares 

short samples of audio from its present 
environment with actual signals being 
broadcast by local radio stations. When 
the audio matches the broadcast signal, 
the name of the radio station and its 
time of tracking is then stored on a 
microchip located inside the unit. 

"This is phenomenal for radio sta-
tions," says developer Wolfgang Werres. 

Wristwatch 
vs. Diary? 

New Monitor System from Germany 
Could Reshape Ratings 

"It means stations are able to know 
exactly when people are listening to their 
station, and when they switch to another 
station, even in very short intervals." 
Werres points out that, by using this 

device, radio stations are able to fine-
tune their programming to ensure they 
offer the exact range the listener wants. 
Unlike television, ratings for radio are 

still carried out by diary, mainly because 
of the mobile nature of the medium. 

Television, on the other hand, has 
much more advanced means of measur-
ing viewers. According to Werres, televi-
sion advertisers love the precision of the 
electronically based ratings system. 
Radio advertisers, on the other hand, 
are still in need of a more-effective 
means of measuring listenership. 
"The system will be welcomed enthusi-
astically," Werres says. " It not only 
allows stations to receive a more accu-
rate idea of what part of the day attracts 
the most listeners to a certain station, 
but it also reveals what those listeners 
think of their advertisements." 
In addition, Radio Watch can be used 

to monitor listenership for music, news, 
advertisements, contests, the weather 
and even conversations between the DJs 
and the audience. 

This helps the advertisers test certain 
campaigns locally before going nation-

wide with them. Moreover, it 
tells the advertisers if the lis-
teners are in their cars, at 
home or at work. 
Besides the features already 

mentioned, the Radio Watch 
system can be programmed 
to measure only specified 
days of the week, such as 
Saturday or Sunday, or cer-
tain parts of the day. 

Currently, the Radio Watch 
prototype is still the size of a 
briefcase. And, according to 

Werres, at least another two years are 
required before the unit is small enough 
to be commercially viable. 
However, it is amazing to think that a 

wristwatch-size unit will house a micro-
phone, a computer, a recorder and a 
battery. 

End users 
the end users of the Radio Watch sys-

tem will be determined the same way 
survey participants are determined for 
diary-based ratings tracking. 

In Germany, for instance, ratings are 
conducted by the ratings institute 
Medienanalyse (AGMA). The group is 
composed of advertisers, agencies and 
radio stations, and is a probable pur-
chaser of the units. 

In the United States and other coun-
tries where ratings services are privately 
owned, the units will most likely be 
bought directly from these private com-
panies for distribution during rating 
periods. Radio stations may decide to 
supply the units to people as well, to 
more closely monitor their performance. 
The amount of ratings per area may 

also be affected by these units. It would 
make it much simpler for ratings compa-
nies to distribute them for several weeks 
to one group of people in a community 
and then to another. 

This whole idea may seem a little like 
something from a James Bond movie, and 
it is actually not too far from the truth. 
The concept was taken from military-

based research designed to improve 
espionage techniques. In fact, Infratest 
Burke has been developing the idea of 
passive electronic measuring for a 
decade now. 
With the notable growth in the num-

ber of private radio stations in Germany, 
and the aggressive competition for lis-
teners, Infratest Burke has turned its 
interest from the military to the medium. 
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lb "e l) We put the finger on 3 more stations. 

TALK RADIO 1070 

LITE 98.3 FM 

Z-104 FM 

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

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

of his stations the finger! 

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

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

economies of time and staff, driving profitability sky high. 

With MediaTouch, digital automation is neither expensive nor risky. 

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

and service mandates are solid. 

(We carefully reviewed all available digital systems before picking MediaTouch. 
11.e've now lowered our operating and capital expenditures while improving the sound 

ofall three stations. MediaTouch integrated our three diverse broadcast formals, giving 

operational efficiencies at the cost savings we were looking for. 

Grammer. 1:P and GM. Midcuntinent 

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

the MediaTouch finger. 

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

fax: 1 204 783 5805 E-mail: omt@summit.rubicon.net 

Circle 3 On Reader Service Card 



events 
calender 

.4 

A Comprehensive Listing 
of National & 

International Events 

june 
3-5 
Europrom Leipzig '96, Leipzig 
Fairgrounds, Germany. The European 
Program and Media Exchange 
(Europrom) will bring together program 
makers and program ideas from both 
Eastern and Western Europe. Contact 
Leipzier Messe in Germany: +49-341-
223-0; fax: +49-341-223-20-41. 

4-7 
BroadcastAsia96, World Trade Centre, 
Singapore. The fourth Asia-Pacific 
Sound, Film and Video Exhibition and 
Conference will be held in conjunction 
with Professional Audio Technology96. 
Contact organizers in Singapore at +65-
338-4747; fax: +65-339-9507. 

4-5 
The 3rd International Symposium on 

DAB, Switzerland. Contact Lynn 
Christian in Los Angeles at 213-938-3228. 

6-9 
Radio Montreux, Montreux Convention 
and Exhibition Centre, Switzerland. The 
third Montreux International Radio 
Symposium and Technical Exhibition is 
held in association with the European 
Broadcasting Union (EBU), the 
Association of European Radios (AER) 
and the National Association of 
Broadcasters (NAB). Contact organizers 
in Switzerland at +41-21-963-32-20; fax: 
+41-21-963-88-51. 

12 
1996 Radio-Mercury Awards, Grand 
Ballroom of New York's Waldorf-Astoria 
Hotel. At this black-tie affair, the indus-
try honors creativity in radio advertising 
with a total of $200,000 in cash awards. 
For information, contact the Radio 
Creative Fund at 212-681-7207. 

19-22 
Promax/BDA Conference & Exposition, 
Los Angeles Convention Center. The 
industry's most beautiful crowd gathers 
to trade promotion and marketing 
secrets. Last year's attendance topped 
5,400. Contact Promax in L.A. at 310-
788-7600; fax: 310-788-7616. 

27-29 
The 45th Annual National Convention of 
American Women in Radio and 
Television will be held in Naples, Fla. 
For more information, contact AWRT at 
703-506-3290. 

27-sep 18 
Arbitron Summer Survey 

J13uly 

Fruit of the Loom All-Star CountryFest 
'96, Atlanta Motor Speedway, 
Hampton, Ga. This one-day festival 
features family activities, on-site camp-
ing and, of course, country stars. Some 
of the artists scheduled to appear 
include Alan Jackson, Patty Loveless, 
Alabama and Hank Williams, Jr. For 
information, contact Trifecta 
Entertainment in Nashville at 615-254-
3333, or fax: 615-254-5488. 

sep 19-dec 11 
Arbitron Fall Survey 

20-21 
CRS-MidWest, Doubletree Hotel-Airport, 
Kansas City, Mo. This third annual 
regional seminar of the Country Radio 
Seminar promises to provide information 
that station personnel can implement as 
soon as they get home. Contact Country 
Radio Broadcasters in Nashville at 615-
327-4487. 

28 
NAB Radio License Renewal Seminar in 
Kansas City, Mo. Contact the NAB in 
Washington at 202-775-3527. 

We want to know! Please fax 
r event announcements to 
\ 703-998-2966; e-mail to 
74103.2435@compuserve.com; 
or send to Tuned In, P.O. Box 
1214, Falls Church, VA 22041. 

FRIJ 
that your format 
is not breaking 
through? 

Give Solid Gospel a listen if you want: 
• America's most loyal listener base 
• A sound quality second to none. 
• Flexibility to meet your market's unique needs. 
• Stability of one of radio's finest satellite sevices. 

Solid Gospel, a format that Solid  rua:s r)), Reaching 
can make you money. Finally. Gospel America 

11-800-7654301 A Quality Music Service of 
Reach Satellite Network 
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CHARTER  
EQUIPMENT LEASING CORP. 

SPECIALIZING IN STUDIO & BROADCAST EQUIPMENT 

• Automation / Digital Systems 

• Transmitters, Antennas and Towers 

• Studio and Production Equipment 

• Traffic and Billing Systems 

• EAS, and other equipment too!! 

• Application Only - up to 75K 
• No Down Payment - 100% financing 

• 24 Hour Turnaround 

• Self Funded Transactions 

• Creative Financing 

FOR ALL YOUR EQUIPMENT LEASING NEEDS 

BEN WEINGARTEN 
800-652-5252 • FAX 213-655-2724 

READER SERVICE 1 

PROGRAMMING 
COUNTRY 
RADIO 

WITH ICHABOD CAINE 

ALREADY ON 

ARMED FORCES RADIO 

8. OVER 70 STATIONS' 

loin lchabod Caine as he interviews and plays the hits of country stars 
like Shania Twain, Sawyer Brown, Aaron Tippin, Billy Dean, Faith Hill, 
Shenandoah and more each week! Contemporary country hits mixed with 

Christian testimony make this a perfect show for Sunday programming. 
Delivered each week on CD, market exclusive and 100% barter! Honky 
Tonk Sundays is one of a kind, get the demo today. 

PRODUCTION 
• ID JINGLE PACKAGES! 

• SWEEPERS, ID'S, PROMOS! 

• CD PRODUCTION LIBRARIES! 

• MARKET EXCLUSIVE BUYOUTS! 

• UNBEATABLE VALUES! 

• SERVICE FOR ALL FORMATS! 

CALL FOR A CD DEMO! 

Gm' (206) 839-9414 
MEDIA GROUP http //www halcyon com/grni/ 
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HENRY ENGINEERING R 

Y.,. Me. 

J UDC 
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Get Balanced! 
Cure audio headaches with MATCHBOX H! 
Get Matchbox H to convert "consumer" (RCA and mini-jack) audio 
inputs and outputs to "600 ohm" balanced lines at +4dbm 
professionallevels. Eliminate the hum, buzz, and distortion caused 
by mismatched levels and impedances! Gold plated connectors 
and direct-coupled, active circuitry yield superb audio performance. 
Over 15,000 units in use worldwide! 

HENRY ENGINEERING 
503 Key Vista Drive 
Sierra Madre, CA 91024 USA 
TEL (818) 355-3656 FAX (818) 355-0077 
FAX-on-Demand Doc #120 (818) 355-4210 
htto/Nmw.broadcast.harris.com/henryeng/ 

I-E HENRY ENGINEERING 

Sohitions. 
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ecently, the trade press has 
been focusing on a new 
trend in radio advertising 
buys called "posting." A 
practice well-established in 

television advertising, posting is relative-
ly new to radio. 

Posting has received a lot of media 
attention lately because of demands by 
drugstore giant CVS and other advertis-
ers that they be allowed to post buy, 
with radio stations in a given area. In 
fact, CVS and others have made a point 
of buying around stations that will not 
post, and in Boston, CVS apparently 
moved a large holiday weekend adver-
tising campaign from radio to television 
when radio stations in that market 
rebelled and refused to succumb to the 
posting demands. 

How it works 
A posting arrangement calls for a form 

of rebate from the station to the adver-
tiser if ratings fall below a certain prede-
termined level or decrease by more than 
a given percentage. If this occurs, the 
advertiser will usually not be entitled to 
cash rebates. Instead, the station will 
have to provide the advertiser with 
compensation in the form of spots or 
"make-goods." The degree of make-
goods is usually prearranged and writ-
ten into the contract with the station. 
This arrangement places great emphasis 

on the station's ratings performance and, 
according to many station owners, is not 
an accurate measure of the station's 
advertising power. Advertisers and their 
media buyers, on the other hand, feel 
that it is the best measure of the station's 
audience reach and, consequently, the 
best way to value the advertising dollars 
spent on that station at any given time. 

Posting is most commonly found in 
television advertising where specific 
television shows, rather than stations in 
general, are comparatively rated with 
market competition. In radio, the prac-
tice has largely been confined to large 
advertisers in large markets. However, 
depending on the amount of resistance, 
the practice could conceivably spread to 
middle-size markets. 

Stations are extremely hostile to the 
concept of posting. Depending on your 
viewpoint, one's first reaction may be to 
ask what is wrong with posting. After 
all, it seems fair that the advertiser get 
some rebate if the buying power of the 
invested advertising dollar decreases. 
And, regardless, it's not like they're 
making the station pull out its check-
book and give the money back, because 

Stations Hot 
Over Posting 
Owners, Managers Angry As Advertisers 

Try to Turn Ratings into Rebates 
the advertisers are accepting make-
goods. But there's a lot more here than 
initially meets the eye. 
The very first thing a station owner 

will tell you about posting is that it's a 
one-way street.lf the ratings go down 
past a certain benchmark, the advertiser 
expects a rebate from advertising make-
goods, but if you ask them for more 
money if your ratings go up, they go 
running for the hills. 
This is true. "Posting down," as it is 
known, is the norm. Rarely will an adver-
tiser agree to "posting up," or otherwise 
giving the station owner a windfall for 
increases in the station's ratings. 
Moreover, posting, which is tied exclu-

sively to ratings, tends to ignore demo-
graphically targeted market penetration. 
A station's ratings may go down without 
necessarily reflecting the station's pene-
tration into the population segment the 
advertiser is targeting. 

Finally, many station owners will tell 
you that ratings ignore the real-world 
result of the advertising campaign. 
Ratings do not consider the impact that 
the advertising campaign has had on 
sales, which may increase as projected, 
regardless of station ratings. This may be 
due to a myriad of other variables, such 
as how spots are scheduled in the sta-
tion's programming lineup. With radio, a 
station's overall rating may decrease 
even while the listenership of a particu-
lar program increases. There, many will 
say, is the difference between posting on 
radio and posting on television. 
Another issue is the fact that posting 

does not work very well in smaller mar-
kets, which are not continuously mea-
sured and where data is frequently dat-
ed. Miguel Villarreal, who owns three 
medium-market stations, says that he is 
starting to see large national advertisers 
demand posting arrangements in their 
spot buys and it seriously concerns him. 

"Don't get me started on posting," 
Villarreal warns. "At this stage, the way 

by Frank Montero 

it is done is unfair because they expect 
you to post down but they refuse to 
post up." Also, Villarreal notes, "I am 
constantly explaining that the ratings fig-
ures in my market are dated. My stations 
are not in New York or L.A. My market is 
surveyed once per year, so from one sur-
vey to the next there is little relevance. 

What's in store 
In light of the CVS controversy, a 

group of radio executives has sched-
uled a meeting with CVS advertising 
representatives. 
In the interim, industry specialists and 

radio advocates recommend a few ways 
of dealing with posting. First, if a large 
advertiser demands that you post down, 
then it is only fair that they allow you to 
post up if your station's ratings improve 
beyond a certain level. 
Second, the posting arrangement 

should incorporate alternate ways of 
measuring performance, especially if 
your station is in a smaller market in 
which current rating figures are not 
always available. Other tools could 
include sponsored contest submission, 
recording the number of "hits" on the 
station's Internet Web site or measuring 
the advertiser's sales figures. 

Finally, be careful in negotiating the 
benchmark to be used for triggering the 
posting requirement. Will it be triggered 
if the station falls below a given ratings 
share or will it be triggered if ratings fall 
by more than a given percentage, and 
what will those numbers be? These are 
all important issues. 
Some believe that radio posting is a 

short-lived fad that will eventually die 
out. Maybe so, but while it's here, it has 
radio station owners seeing red. 

Frank Montero is a communica-
tions attorney and partner with the 
Washington law firm Fisher 
Wayland Cooper Leader and 
Zaragoza, L.L.P. Contact him at 
202-775-5662; fax: 202-296-6518; 
or e-mail: fmontero@fwclz.com 
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Production Directors. Engineers. Even newsroom people swear 

by the DSE. Which is probably why these stations with one DSE 

soon wind up with two. Or even three. Learning is fast. Editing is 

easier. Everybody is more productive. Because not only do your 

station's multiple personalities get up to speed faster, they stay up 

there. To see it in action yourself call 1-800-622-0022 for a demo. 

The DSE 7000. The New Speed Of Sound. 

The Only Digital 
Editing System Created For 

Multiple Personalities. 

"My advice: if you're gonna buy one, bie• 

two. Or you'll never keep the peace ." 

John Buffo Engmeer 

KSON, San Diego 

" As quickly as you can conceptualize 

it, the DSE can do it. Or undo it. " 

Bill Schultz. Production Director 

103.5 WYNY-FM, New York 

" Radio lives by critical deadlines. With 

the DSE, time is on my side." 

Barbara Sherry...ProdUCtion Director 

KQQL FM, Minneapolis 

" It's the only digital system in radio that 

lets you edit by ear. What a concept ." 
Ross Wilson...Production Director 

K101, San Francisco 

" You install it, it runs, the production " It gives our air talent so much creative 

department is happy. Next problem." freedom, they won't use anything else." 

Dan Mettler...Chief Engineer Byron Swanson. Chief Engineer 

WNDE/WFBQ, Indianapolis KICRZ, Portland 

orb.« 
li A Harman International Company 

For a demo in the U.S call Harris Allied Broadcast Center: 1.800.622.0022 

Or contact Orban: Phone 1. 510. 351.3500 Fax 1.510. 351.0500 
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Adult Conte 

arrowcasting becartie .the 
salvution of radio with the 
onset of cable, Mand 

/CDs, btt, parado v, 
.c the mass appeal nature: of 

tue ell: Contemporary format ,keers the 
sing revenue and the ris«teners 

turc h. 
In fact, in some markets, AC stations gar-

nt, y the lion's share of revenue and audi-
ence, and as a whole, the format's power 
ratio is unmatched by that of any other 
format 
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Soft AC 

Pundits may have had their Eun deriding 
the unobtrusive descendent of the old 
Middle-of-the-Road sound, but stations 
programming AC, in any of its three vari-
ants, know that new sounds from a 
younger generation of artists' and the 
acceleration of audience demographics 
are positioning mainstream AC, hot AC 
and soft AC for success for years to come. 
While some may the sound of AC 

"safe," — "inzredibly safe," says Robert 
Unmacht, publisher of 11-.e format-tracking 



Thousands of Broadcasters Worldwide 
Rely On LPB Consoles 
\/ 
L e  e  

7000 Series 

*The 18 Channel 7000 Series Console pictured above was used for live US/Hong 
Kong broadcast from BSW's booth at the 1995 NAB Convention. 

Since 1960. LPB has developed a reputation 

for building durable and ultra-reliable broadcast 

equipment. Superior RF immunity, outstanding 

durability, excellent features and easy maintenance 

are all combined in the LPB Signature III and 7000 

Series Audio Console lines to create an unmatched 

value for your money. 

Signature III and 7000 Series consoles offer a 

standard features list that outdoes other compa-

nies' options lists. Every LPB console features a 

So Should You! 

Si nature Ill Serie 

complete pre-shipment performance test report. 

fully socketed ICs and RF immunity that's second to 

none. The 7000 Series offers programmable remote 
starts and muting, as well as a 5,000,000 operation 
rating on all switches used. 

Whether you choose the rotary fader Signature 

III Series or the linear fader 7000 Series you'll find 
out what thousands of broadcasters from all over 
the world know from experience... 

You Can Rely On LPB! 

Call Today For More InCormation On 1_,PB Conoles 

28 Bacton Hill Road • Frazer, PA 19355 • (610) 644-1123 • Fax (610) 644-8651 

E-Mail leinc@aol.com 
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continued from page 24 

firm M Street Corp. — what matters is that 
the format pulls in the right kind of num-
bers for outlets playing AC. 

"It's inoffensive," admits Dennis Best, 
general manager of Cleveland's main-
stream AC, WLTF(FM). "It's got songs you 
can sing along with, music that you recog-
nize. It is something that you can play at 
work — something that everybody can lis-
ten to, basically." 

Best likens the format, which has tradi-
tionally hitched its wagon to such innocu-
ous "core artists" as Neil Diamond, Barbra 
Streisand, Barry Manilow, Billy Joel, 
Whitney Houston, Phil Collins and Elton 
John, to vanilla ice cream: "What's proba-
bly the most popular flavor at Baskin-
Robbins? I'd guess vanilla, because it's a 
mass-appeal flavor. Well, Adult 
Contemporary is mass-appeal radio. And 
that's why it has consistently remained so 
strong in the last 20 years." 

Though its flavor may seem bland to 
more active listeners, the format has 
pr( wed extremely popular with companies 
who want to provide employees with a lit-
tle "background" music. AC has become a 
sort of in-office sound track, drawing some 
18.4 percent of all listeners age 12 and 
over during the midday hours of 10 a.m. 
to 3 p.m., according to Arbitron, and 16.4 
percent from 3 to 7 p.m. — the highest 
shares of any tbrmat in those dayparts. 
And while those numbers tend to be 

inflated by the fact that workers are likely 
to write down AQH listening for the entire 
day, whether they're paying attention or 
not, advertisers are nonetheless impressed 
enough to sink big bucks into AC buys. 
They like the format because it delivers 

the biggest share of the demographic 
they're willing to spend two out of every 
three ad dollars toward attracting: 25- to 
547year-olds — especially females. 
---"Xdult Contemporary posted the highest 
"power ratio" of any format in 1995, 
,according to BIA Publications, producing a 
levenue share (14.3 percent) that exceed-
ed its audience share by 21 percent. 

Half-empty? 
But some observers say the phenomenal 

success that AC enjoyed in the late '80s is 
waning, thanks to the recent fragmentation 
of the format into three variants — main-
stream, "hot" and "soft" — and the increas-
ing popularity of country radio. 
BIA, which keeps tabs on some 588 AC 

stations across the country, finds the for-
mat in third place with an 
11.7 percent audience 
share, behind country 
(14.7) and news/sports 
(12.0). 
And M Street's numbers 

paint a mixed picture. The 
M Street survey, which 
breaks the format into its 
three divisions, finds main-
stream AC in fifth place 
with a 5.8 AQH share, 
behind news/talk ( 12.3), country ( 11.9), 
oldies (6.0), and — tied for fourth at 5.9 
each — rock and CHR. Soft AC is eighth 
(4.2), and hot AC ties with adult standards 
for 1 lth at 3.0 each ( although taken 
together, all three variants of AC total 13). 

Or half-full? 
"AC is the only format that has three very 

distinct and very healthy divisions," argues 
AC Consultant Dave Popovich of 
Cleveland-based McVay Media. "And while 
the overall shares are down as a result of 
the competition from country, the fact that 
all three divisions can do well says a lot 
for the state of the format." 
Where some see stagnation. there's actu-

ally been some dramatic movement in the 
music, according to Popovich. "I think the 
most important thing that has helped 
define AC radio in the last five years is the 
introduction of the new sounds coming up 
from the younger end of the demo — the 
pop alternative acts like the Gin Blossoms, 
Goo Goo Dolls and Hootie 
and the Blowfish." 
The acceleration of audi-

ence demographics (the fact 
that yesterday's 18- to 34-
year-olds are today's 25-54s, 
and so on down the line) in 
the past half-decade or so 
has made all three of the AC 
variants "more hip" in 
Popovich's view. "The new 
form of music that the 
younger end of the demo 
has latched onto has become the essence 
of hot AC," he explains. 
In fact, he adds, it is music that will even-

tually work its way through the main-
stream as the acceleration of the demos 

by David Scrwd 

continues. As he sees it, the hots will get 
hotter, the mainstreams get brighter and 
the soft ACs — as they pick up on songs 
like Seal's 'Kiss from a Rose'— will end up 
with a little more life in their music. 
For Unmacht, though, that influx of new 

music poses a problem. "When stations 
mix in modern rock — 
softer Pearl Jam cuts and 
the like — they end up 
looking like someone 
else," he warns. "And 
while that may make the 
format work better on an 
individual, station-by-sta-
tion basis, collectively it 
makes it less focused, 
which makes it harder for 
advertisers to understand 

what's going on." 
Nowhere is the need to make distinctions 

and define one's position better illustrated, 
perhaps, than in Cleveland, the self-styled 
"Rock Capital" and home of the Rock and 
Roll Hall of Fame and Museum. In a mar-
ket that, ironically, has been dominated in 
recent books by country WGAR-FM and 
urban WZAK(FM), three well-oiled ACs — 
Secret Communications' WLTF(FM), 
Independent Group L.P.'s soft WDOK(FM) 
and Merrill Lynch Media Partners' hot 
WQAL(FM) — are embroiled in a heated 
battle for the hearts and ears of Adult 
Contemporary, listeners. 

According to Arbitron's Fall 1995 num-
bers, this power trio divvies up a 1-.9 per-
cent slice of the total audience ( 12+) pie, 
with WDOK laying claim to a 7.1 share, 
WLTF a 5.6 and WQAL a 5.2. In the adver-
tiser-coveted 25-54 demo, that figure 
jumps to a 21.2 percent piece ( 7.7 for 
WLTF, 7.2 for WDOK and 6.3 for WQAL). 
Small wonder, then, that the three togeth-

er captured an estimat-
ed 26 percent of the 
Cleveland market's ad 
revenues in 1995, 
according to WLTF's 
Best. WDOK was the 
top biller of the three 
with an estimated $7.5 
million, followed by 
WLTF ($7.0 million) 
and WQAL ($5.4). 
"AC is essentially the 

Top 40 for the baby 
boomers who grew up in the '60s and 
'70s," says WDOK Program Director Sue 
Wilson, whose "soft favorites" station cap-
tures the upper end of the 25-54 demo. 
"And the older people get, the less hip 
they are to unfamiliar music. So I'll only 
play something if it fits the feel of the 
station, which is very much tempo- and 
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texture-chiven — rather than era-driven, as 
WQAL and WLTF are." 
At the other end of the AC spectrum is 

WQAL, which goes after its target demo of 
women 25-34 with what it calls "the best 
variety of the '80s and '90s" — a playlist 
that mixes modern acts like the 
Rembrandts and Deep Blue Something 
with such tried-and-true format staples as 
Stewart, Joel and Gloria 
Estefan. 
"There are some hot 

ACs that stay away from 
a Gloria Estefan and an 
Amy Grant, or too much 
Rod Stewart or Jon 
Secada," says WQAL 
Program Director Mary 
Ellen Kachinske. " But 
those mainstream AC 
artists are the balancing 
pillars between the rock 
songs that Clevelanders like and the alter-
native music that's crossing over." 
For mainstream WLTF, though, the chal-

lenge is picking the best of what 

Program Director Steve LaBeau sees as 
the the two main types of music being 
released to AC radio these days: ballads 
and pop alternative. 

"I look to both WDOK and WQAL as to 
what they're playing," he says. "And then I 
look and see what makes sense, what's 
familiar, what's testing well. We added 
Lionel Richie's 'Don't Wanna Lose You,' 
which has gotten airplay on WDOK. And 
then I also put on the Gin Blossoms' Til I 
Hear It From You,' which has gotten air-
play at Q-104." 

Other battles 
In New York, the nation's No. 1 market 

and one of the few without a viable coun-
try station, Bonneville 
International's WMXV(FM) is 
duking it out with fellow hot AC 
WPLJ(FM) and soft WLTW(FM). 
As of last fall, WMXV was bring-
ing up the rear in the three-way 
race with a 3.0 overall share 
(behind WLTW's 4.6 and WPLJ's 
4.1) and a 5.1 share — com-
pared to WLTW's 6.6 and WPLJ's 
6.3 — of women 25-54. 

"It's a head-to-head battle," 
says WMXV Program Director Steve 
Weed, whose station boasts the fourth-
largest cume (according to Arbitron's 1995 
statistics) of any AC outlet in the country 
— but is still behind WPLJ, which is able 
to draw upon the popularity of 
PD/Morning Man Scott Shannon, and 
WLTW. "We fight tooth-and-claw over 
every song, every break. But our goal is 

that as you punch back and forth from 
station to station, we're always the station 
that wins," he says. 
Weed says he believes the reason Adult 

Contemporary does so well in a market 
that includes parts of three states and all 
economic strata is that " it's got such a 
broad base of appeal." And he says the 
influx of alternative music, while basically 

a boon to the format, has 
been something of a dou-
ble-edged sword. 

"In the '80s you could 
say, We're the Phil 
Collins/Gloria Estefan/Rocl 
Stewart/Billy Joel station,' 
and people would get it. 
But now, as the audience 
has kind of lost the passion 
for those artists, and the 
compelling music is com-
ing from groups that peo-

ple are not familiar with by name, the 
music has taken priority over the artist. So 
it's a little more difficult to help listeners 
get their arms around your radio station." 

In No. 2 radio market Los Angeles, 
Bonneville's KBIG(FM) also has its hands 
full. The hot-leaning mainstream, which is 
programmed by WQAL alum Dave Ervin, 
continually finds itself nipping at the heels 
of format leader KOST(FM). 

Like Cleveland's WLTF, KBIG tries to 
steer a middle course and pick the best of 
both worlds, says Assistant PD/Music 
Director Dave Verdery. He works in such 
alternative-leaning acts as Hootie & the 
Blowfish, the Gin Blossoms and "even 
Joan Osborne, at this point." The new 
music, he says, is making the station 
"brighter" — and that's good: "We do call-
out research that says our listeners want to 
hear that music, which indicates to me that 

we're getting into 
a group of 
younger listeners 
now — listeners 
who grew up 
with harder 
music." 
But in Dallas, 

the nation's sev-
enth-largest mar-
ket, Infinity's 
KVIL-FM is expe-

riencing somewhat smoother sailing. The 

mainstream AC has even managed to 
dethrone country as the top-rated format. 
KVIL-FM, which has benefited from both 

its carriage of Cowboys games and what 
was until recently a four-way country bat-
tle, tied CHR KHKS(FM) for first in the 
Arbitron's Fall 1995 survey with a 5.6 
share, and was No. 1 in 25-54 as well — a 

position it has 
enjoyed for five 
books in a row, 
according to Program 
Director Bill Curtis. 
The key to a suc-

cessful AC station, 
says Curtis, is what 
he calls "stationality": 
the added dimensions that "make your 
programming a little more compelling 
and memorable." 

Seal 

The future 

It's those extramusical dimensions, some 
observers say, that Adult Contemporary 
radio needs to incorporate and capitalize 
on if it hopes to remain successful. 
"Anybody can play the same songs," says 

consultant Mike McVay. "You have to give 
me attributes that are more than the music. 
And that comes back to personality: more 
personality and listener interaction in the 

—• 

morning; a lot of music through midday, 
but delivered by somebody who creates 
companionship, not just a liner-card jock; 
and then, in the afternoon, somebody 
who can — depending on the way listen-
ers use a particular station — either make 
you feel good or help you relax on the 
way home." 
McVay urges his AC stations to "create an 

emotional link where somebody says, 
'Yeah, it's nice hearing that Mariah Carey 
song for the 5,000th time, but man, did 
you hear what — insert the DJ's 'name 
here — did this morning?" 
Where the format is going today, he 

thinks, is "where the movie `Netwc 
went 15 years ago. I mean, that as a 
spoof to have an astrologer in the tnL7ws 
and to have reporters behind the scert‘_s„in 
a hostage situation. But that has actually 
come to pass. That's where we are t 
And radio is starting to apply a lot of that, 
same tactics." 

David Sowd, a former DJ who covers/ 
Cleveland radio for the suburban Sunl 
Newspapers chain, recently wrote the' 
Market Watch pro.fik of that city for Tuned 
In. From 1987 to 1991 he was radio 
reporter at the Cleveland Plain Dealer. 
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On Air Cart Replacement Editing 
Switch between live assist and automation with 

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

audio so your reader will always play the right 

actuality after reading a script. To make your 

overnights sound live, create segues and drop 

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

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

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

Dalet's custom control panel, your console, or 

the mouse. If you want to daisy chain spots, 

just click several buttons in a row. You can 

modify the layout of the cart wall to suit your 

work habits. 

eSetige 8* That Ft» 

With the help of a fewir•erods. Eric 

Claptork Rod Stewart anti Michael 
Kamen, Sting recently toltabarated 
an several theme songs, (The Thre, 
Musketeers, Leathal We apodo)• 
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Dalet's non-destructive editors — up to 8 stereo 

tracks — are fast, intuitive and networkable. 

Drag and drop the audio to be edited, then 

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

made a mistake? Simply undo! Your production 

audio is immediately available to everybody else 

on the network for simultaneous access. 

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

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



N-WIDE SOLUTION 
Standard Equipment 
V Protect your investment: with standard PC hardware and networks, you're not 

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

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

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

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

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

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

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

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

This makes ali the difference Ti the world in terms of reliability. 
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STATION- WIDE NETWORK 
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Dalet 

Digital 

Media 

Systems 

KLZ, Denver - Crawford Broadcasting 

WPPA, Pennsylvania - Pottsville Broadcasting Co. 

KKND, Tucson - Journal Communications 

Kerry fink • music of Your Life Radio Network 

Steve Kelley 
285 West Broadway, Suite 605 
New York, NY 10013, USA 
73: +1 212 226 2424 
Fax: +1 212 226 1673 

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

Phillippa Jeans 
FBC (S) Pte Ltd, 89 Neil Road 
Singapore 088849 

+65 252 5627 
Fax +65 251 8174 

Compuserve: 100437, 1536 



SFX, newly merged with Multi-
Market Radio, has appointed Mike 
Ferrel as president/chief executive offi-
cer. SFX now operates 77 stations across 
25 markets. 

CBS Radio named Tim Pohhnan vice 
president and general manager of 
KTWV(FM) (The Wave), Los Angeles. 
Pohlman has been general sales manag-
er of KFWB and KTWV since 1993 and 
was also named station manager of 
KTWV in 1995. 

Evergreen Media has promoted Janet 
Karger to the position of general man-
ager at WXKS-FM, Boston. Karger 

station services 

FINALLY! 
ID Jingles 

You Can Afford 
Great customized ID tingles 

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

e 800-451-KENR 
(5367) 

READER SERVICE 100 

New Version! 

MusicPro 6 
Music Scheduling Software 

More Powerful, still easy to use 
Interfaces with Digital Systems 

Digilink + Format Sentry + UDS 
Dalet + Enco + DCS + Smaricaster 

30-Day Free Trial  

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

La Palma Broadcasting 
(714) 778-6382 

READER SERVICE 29 

I3UY-OUT MUSIC — $77 
82 :30 & :60 music beds for   )77 

328 :30 & :60 music beds for ...$198 

120 production effects "Zings, Zaps 

and Zoodads for  $99 

122 New Lasers & Sweepers for  $99 

For FREE DETAILS on 
production music, sound 

effects, call 
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moves from vice president/sales and 
development at the Boston station to her 
new post. 

J. D. Freeman has accepted the post 
as new general manager at 
Nationwide's KDMX(FM), Dallas. 
Freeman comes to KDMX from 
Chancellor's KIAC(AM)/KZLA-FM, Los 
Angeles. 

Detroit's Metro Great Lakes Region 
welcomed Phil Lamka as its new gen-
eral manager. Lamka, most recently 
with Shamrock, spent the last 15 years 
at WWWW-FM. 

WYXR(FM), Philadelphia, has named 
Cassandra Banko to the post of gener-
al sales manager. Banko has been local 
sales manager at the Evergreen station 
for the past two and a half years. She 
comes to "Star 104.5" from WNNK-FM, 
Harrisburg, Pa. 

Mark Mason has been named execu-
tive editor and program director of 
CBS-owned WINS(AM), New York. 
Mason has been general manager of 

the ESPN Radio Network for the past 
three years and spent five years as 
operations manager and program direc-
tor for WFAN(AM) in New York. 

Diane Cridland was named director 
of operations and programming of CBS-
owned WGMP(AM), Philadelphia. 
Cridland comes to the 50-kilowatt sta-
tion from KDKA(AM), Pittsburgh, 
where she served as program director. 

Odyssey Communications Inc. 
announced that David Howard and 
Eileen Woodbury have been named 
general sales manager and director of 
marketing and promotions, respectively, 
for the three Southern California-based 
radio properties that collectively form 
The New Y107 — Southern California's 
Modern Rock. Also named was Sean 
O'Neill who moves to the position of 
local sales manager and Chuck Doud 
who was named director of creative ser-
vices. 

Are you on the move? Mail, 
fax or e-mail changes to 
Tuned In, P.O. Box 1214, 
Falls Church, VA 22041; fax: 
703-998-2966; or e-mail: 
74103.2435@compuserve.com 
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by Vincent M. Ditingo 

Trends in Business Applications, Information Systems and Strategic Planning 

anaging Change in Today's 
Radio Merger Climate 

With increasingly larger same-market station portfolios 
as well as no national limits on ownership (see next story), today's 
radio owners are faced with key personnel and operational decisions 
— that is, to what degree, if any, should there be a strategy for corpo-
rate downsizing or restructuring. The reason: when it comes to oper-
ating a group of radio stations, cost containment is still viewed by 
many owners as the vital element for profitability. 
However, now comes a new book by former Harvard Business 

School professor George Litwin, who is also president of the Ever-
Changing Organization, Mattapoisett, Mass.; former MIT and Harvard 
professor Kathleen Lusk Brooke, who heads the Center for the Study 
of Success, Boston; and John Bray, chief executive of International 
Business Services, London, that essentially studies the role of man-
aging change in lieu of downsizing as it relates to productivity after a 
corporate ownership shift occurs. 

Cost Reduction and Management Practices 

(67) 

Prior Practices - - 
Before Downsizing 

Practices During 
Cost Reduction - - 
Impact of 
Downsizing 

CLARITY STANDARDS RECOGNITION 

COMMITMENT RESPONSIBILITY TEAMWORK 

Titled "Mobilizing the Organization: Bringing Strategy to Life" 
(Prentice Hall, 1996), the authors present a case for strong leadership 
as the means for corporate restructuring by instilling "trust and com-
mon purpose" with a company's staff rather than engaging in a series 
of cost- reduction practices. 
The authors have extensive experience consulting many sales 

and/or service industry companies, including those in broadcasting. 
Among their corporate clients are Interep, the British Broadcasting 
Corp. and British Airways. For the book, the authors analyzed overall 
performance results generated by companies that have merged, pri-
vatized, restructured and formed alliances during a 10-year period. 
They note that more than 78 percent of businesses going through 
mergers and/or acquisitions have been disappointed with the results. 
According to Litwin and Lusk Brooke, who participated in this story, 

there are five key managerial ingredients for a successful merger or 
acquisition in a service industry like radio broadcasting: 
*Make the break from the past with visible action. 
*Act the future, don't just announce it. Here, the authors suggest 

that the actions of managers should set an example of the kind of 
work and behavior they expect from others. This also involves new 
training and commitment on the part of corporate leaders. 
*Create business team "agreements" with workers, especially those 

from newly acquired radio companies. The teams should be held 
accountable for their performance. 
*Open information to all employees in the organization. This, the 

authors say, is key for motivation. 
*Establish an "enterprise climate" — that is, one with a high degree 

of clarity, personal responsibility, standards and teamwork. 
The featured chart supplied by Litwin shows the relationship of man-
agement practices to cost reduction. It is drawn from a sampling of 31 
managers in broadcast or broadcast-related businesses. 

Trendformation: First Quarter Trading 
Sets New Benchmark in Market Values 

If there are any lingering doubts among investment executives that 
market values of U.S. radio station transactions in 1996 have been 
soaring, recent analyses of first quarter activity should put the indus-
try's now cash-driven environment into better perspective. 
A study of first quarter 1996 radio station sales prepared by 

Broadcast Industry Analysts (BIA) shows total sold or announced sta-
tion deals, mostly linked to large group transactions, reaching an esti-
mated record aggregate of $5 billion. According to BIA, this figure is 
nearly seven times more than first quarter 1995 station trading 
(closed or proposed deals), which finished at about $750 million. 
Buoyed by passage of the new Telecommunications Act in early 

February, which substantially relaxed local ownership caps, the new 
BIA analysis notes that some 540 radio stations have either been sold 
or announced a proposed ownership changed during first quarter of 
1996. In some cases, there were reports of station deals fetching a 
whopping 20 to 30 times broadcast cash flow. 
Among the more acquisition-minded were many of the larger pub-

licly held radio companies, including Infinity, Evergreen, Jacor, Clear 
Channel, Paxson Communications, SFX Broadcasting and American 
Radio Systems. 
Also, Walt Disney closed on its purchase of Capital Cities/ABC Inc. 

in February. 
This flurry of acquisition activity continued through the second quar-

ter. In April, for example, SFX Broadcasting purchased Multi-Market 
Radio, making it, as of this writing, the largest radio station operator. 
When examining the market values of the key publicly held radio 

companies during first quarter, media analysts at Schroder Wertheim 
& Company, a New York City-based investment bank, report that the 
aggregate value of industry stocks for 14 publicly traded radio compa-
nies on Feb. 15 — the major buying/selling month during first quarter 
— increased by a significant 85 percent over the same date the previ-
ous year. This is in comparison to the market value of 14 public-
based television companies, which when combined was up just 10.6 
percent during the same period. 

Vincent M. Ditingo is a business writer media consultant and educa-
tor He is also president of Ditingo Media Enterprises, a New York City-
based corporate communications and strategic marketing company. 
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ack when Mutual offered Larry Kin 
stint as the host of an all-night radio 
show in 1978,-gte.doubted the idea 
would work. 
Imagine — that from the man who 

pullected and pioneered the art of the broadcasting 
interview/call-in talk show, a format he later par-
layed into a continuing role at Ted Turner's all-news 
cable channel, CNN. 

"I was on in Miami at the typical talk show hours, 
which were nine to midnight," says King, who spent 
time at such Florida stations as WAHR, WKAT and 
NXTIOD. 

"I said, 'Wait a minute, this is going to he a nation-
al show, midnight to 5:30. You going to ask people 
in Phoenix to listen to, like, Mayor Koch? How you 
going to get a senator to come at one in the morn-
ing? I mean, how you goi%! to do this? -. 
But Mutual f3roadcastinglIgystem had faith in the 

idea and cons. inced King that the program would 
•• 

find its dience and grow. The exe ves at the 
network ere right. The first night, had Don 
Simla an Jackie Gleason on as guests. 
"And then it just grew from there," he says. 
With all the hoopla that has surrounded Larry 

King's nearly 11 years as host of the CNN showcase 
interview program "Larry King Live," it's easy to for-
get that King's roots are in radio. His landmark 
radio program, "The Larry King Show," ran on 
Mutual for 16 years. 
King recalls that the radio program received exten-

sive press coverage early on, lending it a "hipness." 
"Suddenly, it was like 'in' to be on that show — and 

then we started getting, like, everybody," King says. 
If the format and the host seemed such a natural 

fit, it is because King describes himself as insatiably 
curious. But curious on-air. He likes going into his 
interviews, he says, not knowing too much about 
the subject. 

.1 4 n't want to know 'the answer 



too much. I don't want to know. 
The hardest people to interview are 
friends. The hardest people to 
interview are people I know the 
answers to the questions." 

Plus, King learned early on to 
appreciate the special theater for 
fun that only radio affords. He 
recalls a time when he had David 
Letterman on the show as a guest 
and they received a call from a ser-
vice station attendant. 
"He called in, and he's talking to 

me and Dave. This is one of the 
beauties of talk radio. ... And sud-
denly you hear that little clang 
when a guy drives over the gas sta-
tion hose. 
"And he says, 'Oh, I got a customer.' 

He's the gas station guy. It's two in 
the morning. So Dave said, 'Put the 
guy on. Put the customer on.' 

"You hear the customer get out 
of the car, and you hear the cus-
tomer say, 'Five dollars, fill er up, 
pack a Luckies.' So the gas station 
guy says, 'I'm talking to Larry King 
and David Letterman.' And the guy 
goes, 'Come on, you're putting me 
on! He says, 'No man, they're on 
the radio right now, turn it on.' 
"So the guy turns, and he finds the 

station. 
"And he came on and we fill up the 

gas, and Letterman paid for it. We 
said to the guy to bill him, and 
Letterman sent him a check for $5 
and a pack a Luckies. 
"That was that little moment, it 
was somewhere in like Overland 
Park, Kan., in the middle of the 
night. You could picture this guy, 
he was talking to me and David, 
with a guy coming in to buy gas. I 
mean, it's just one of those 
moments you could never capture 
anywhere else. Couldn't occur any-
where else but radio." 
And therein lies the special magic 

of radio in King's eyes, magic that 
cannot occur on television. 
"Radio is so portable and so mov-

able," King says. The gas station 
attendant, if he were watching on 
television, it'd lose something. 
There's a magic to the spoken voice 
that has always been there. It's a 
magic I grew up with. 
"You know, that theater of the 

mind thing is not baloney. I mean, 
it's one of the things I miss 'cause 
television is what it is." 

Alan Haber is a free-lance writer who 
àpecializes in radio and a variety o 
popular culture topics. He writes o 
radio personalities and the Internet fo 
Dined In. 

SATELLITE SYSTEMS 
Off the air with a satellite format and not 

sure what direction to take? 

If you are going on the air with a satellite 

format and not sure what direction to take— 

there is only one direction. Satellite Systems. 

• Repairs all major brands of satellite 

equipment. 

• Service is fast. 

• Service is accurate. 

• Knowledgeable engineers and tech 

support staff ready to assist any radio 

station, any time. 

• 7 am — 5 pm Mountain Standard Time 

There is only one direction. 

SATELLITE SYSTEMS 

Satellite Equipment for Radio 

615 East Brookside Colorado Springs, Colorado 80906 
Phone: ( 719) 634-6319 Fax: ( 719) 635-8151 

Circle 99 On Reader Service Card 
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(Editor's note: Last month, we inadver-
tantly ran the wrong text for our profile of 
Shelley Wagner. What follows is the profile 
as it should have run. We apologize to 
Shelley and to Promax for the error.) 

The Promax Promotions Profile offers a 
look at the experiences and points of 
view of the nation's top radio promotion 
professionals. This month: Shelly 
Wagner, Director of Marketing/ 
Advertising, KABC(AM)/KMPC(AM) 
Los Angeles. 

You've been at your present 
company marketing the talk 
radio format for a total of 15 
years. What's kept you there? 
I've stayed here because ol the chal-

lenges. We've gotten involved in a variety 
of different marketing opportunities. A 
few years ago we brought in an interac-
tive phone system; this year we're con-
centrating on our Web sites. We also 
have a loyalty club membership program 
that features a quarterly newsletter. It 
seems like every year there has been 
something new to learn and grasp. 

Isn't it difficult to market two 
same-styled formats? 
You find yourself juggling a lot of 

things and trying to remember which 
station is doing what. We clearly market 
the stations differently, and it's made 
somewhat easy by the differences in 
programming. When we think of a pro-
motion that perhaps lends itself to a 
younger demo, 35 and up, we think of 
KMPC. KABC has a somewhat older 
demo, 45 and up. 
There are other considerations, such as if 
a promotion should be heard during the 
morning shows rather than one of our 
more issue-oriented programs. It's chal-
lenging with clients, particularly in added-
value promotions — trying to separate it 
as a KABC buy or a KMPC buy. We have 

'Create a 
Unique Spin' 

Up the ladder 
Shelley E. Wagner 

Public Relations/Advertising 

Supervisor, RKO Radio, Los 

Angeles, 1979. 

Assistant Creative Services 

Director, KABC(AM), Los 

Angeles, 1979-1986. 

Creative Services Director, 
KABC(AM), 1986-1989 

Marketing & Advertising 

Director, KABC(AM)/KMPC(AM), 
1991-present. 

to ask ourselves what we can do differ-
ently with the stations that would create a 
unique spin on the promotion. 

Is it confusing for the clients? 
No. Our salespeople say, "Look, we've 

captured the entire talk show audience 
of Southern California with these two 
stations." Clients don't seem to have a 
problem or get confused in any way — 
if you bring them promotions that ser-
vice their goals. 

Is the talk format limiting in 
terms of what kind of promo-
tions you can get away with? 
There is a certain tone you take 

because you are talk radio. For instance, 
you wouldn't do a rock 'n' roll type of 
contest on the air. We used to do call-
outs and contests but we found that if 
you listen to someone like Michael 
Jackson (KABC's highly regarded talk 
show host) and he has to break to tell 
the listeners that they may have just 
won something — it seemed very inap-
propriate. Talk show hosts aren't tradi-
tional jocks that you hear on other sta-
tions. That isn't to say we don't do 
contests. The morning shows lend 
themselves to contesting. We know 
these programs can handle that type of 

by Scott Slaven 

promotion and it becomes part of their 
programs. Our morning hosts on KABC, 
Ken and Barkley, are currently planning 
"A Taste of Spam." They want chefs 
from all over the Southland to contribute 
their very best recipe utilizing Spam. 

Spam? 
Spam. They can do that sort of thing. 

For someone like Michael Jackson, 
whose show is more issue-oriented, we 
might take him to a shelter for battered 
women and talk about that. We also do 
a lot of community relations events. 

What kind of advertising do 
you do? 

It depends on the time of year. We 
advertise generally fourth and first quar-
ters because we're in baseball season 
during the spring and summer months. 
We're the only stations nationally that 
have two major league teams — KABC 
has the Dodgers and KMPC has the 
Angels. That changes the complexion of 
the stations because you're spending a 
lot of programming time on sports. 

Do you use television 
advertising? 

Not regularly; however, \\ e did a con-
centrated effort on television two years 
ago when we went 100 percent cable. Our 
mapping segmentation studies found that 
the people who listen to KABC tend not to 
watch a great amount of television but 

Tuned In JUNE 1996 35 



products and services 

GET leccabusiinEr WITH 
TUE VOICES IBIEUIP« 
TIM CobetsblY y. 
SIMbeE 

t 
Larry or Susan Thompson •r_,...., r, r ,r i .__ u r, • 

for their latest Promo/ — -, 7 -r,i, - - 
Sweeper Demo at ...7...7„:;,,,;// _ 

1-800-RADIO-ID e-mail:jingles@onramp.net 
4631 INSURANCE LANE DALLAS TX 75205 FAX 214-521-8578 

Increase Listener Loyalty 
While Attracting A Whole 

New Audience! 

CLASS 
REUNION-

* CLASS REUNIONTM is a 

weekly, 4-hour syndicated 

show that features Rock 8i 
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Direct From Music City, USA 

The Nashville Record Review, 

hosted by Katie Haas and Bill Cody, 

counts down Country's Top 40 
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syndicated radio program 

produced on compact disc. 

For more information contact 

East: Ken Mullane 
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continued from page 35 

when they do, they watch cable and most-
ly from the hours of 7 p.m. to 2 a.m. 
We always knew that talk radio listeners 

tended to be better educated and have 
slightly higher salaries, but we never had 
much more information than that. These 
mapping studies go beyond that kind of 
general information into what newspa-
pers these listeners read and what sec-
tions would be good to advertise in. They 
tell you the types of people who have a 
propensity for your station, including the 
block groups in which they live, which 
saves you from spending excess dollars 

in the marketplace. 

Okay, the big questions for all 
L.A. news/talk operations: How 
has life at the station changed 
post-O. J.? 
Well, that period was exciting for us 

only to the degree that both stations 
were able to interview a variety of peo-
ple. The media was in such a frenzied 
state, all you had to do was have the 
simplest "phoner" and it seemed the 
press wanted to cover it. Certain things 
do affect us, such as the primaries and 
elections. Michael Jackson just inter-

viewed President Clinton when he was 
in Los Angeles. 

So after 15 years, do you ever 
get a yen to try marketing in 
another format? 
I really gravitate to the talk format. 

Every show is different, like a magazine 
or a newspaper. I'm having too much fun 
to even think about going anywhere else. 

Scott Slaven is director of communications 
for Promax, an international association 
for promotion and marketing executives in 
the electronic media, based in Las Angeles. 
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With Talk America's per-order spot ad plan, a 
new check arrives in your mail every week 

No kidding. Every Friday, we 
mail out checks to hundreds of 
stations who are making serious 

money from their unsold inventory 
with Talk America per-order spots. 

We'd like to start mailing 
weekly checks to you, too. 

What's that? You've been 
burned by per-order outfits before? 
Man, do we know that. We've 
heard the stories. And there's 
nothing we'd like more for you to 

do than call our clients and get a 
"reality check" from them. We'll 
send you a list of names and 
numbers along with our free 
company brochure. 

But since you're curious, here 

are some of the reasons why Talk 
America has become the leader in direct 

response per-order advertising: 
We find the right products, with 

price points between $69.95 and $200, 
that appeal to the mass market. That's 
right, no $ 19 mops or $20 magazine 

subscriptions that generate nothing but 
pocket change. Our products are heavy 
hitters. 

We assign stations a unique 800 
number so we can track calls with 

pinpoint accuracy. 
Our call center is staffed by trained 

sales reps, and our close rates are well 
above the national average. 

Talk America's in-house fulfill-
ment and customer satisfaction depart-

ments ensure that the people who buy 
our products are treated with respect 
and integrity. 

And then there's that weekly 
check thing we told you about. Our 

clients seem to like that best. 

e, 

Call for for a brochure: 

1-800-576-0377 

ext. 4002 

A World of Marketing Opportunitia, 

Circle 14 On Reader Service Card 
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ZYtreet 7444e 
n the distant past, when 
every song came with a 
dedication, radio was per-
sonal. While talk radio con-
tinues to personalize with its 
call- ins, most FM stations 

have cast it aside in favor of more 
music. 
Yet listeners still take a personal inter-

est in the station to which they listen. 
Cultivate that personal interest using 
direct mail with your listener's name 
front and center. 

Birthday club 
"I he average listener gets three or four 

birthday cards in the mail. Imagine the 
significance to your listeners if one of 
the cards is from your station. Get a 
local florist or restaurant to underwrite 
some of the cost and add a coupon 
offer. 
Talk to your grocery chain about a 

birthday cake discount coupon. If they 
go in for the cake, they'll probably buy 
the rest of the birthday meal. 
Where do you get the birthdates? 

Include a space for month and day on 
all entry blanks or reply cards you use 
When you telemarket, make sure you 
get birth month and day when you 
are getting other information. 

Anniversary club 
This club works the same way 

as the birthday club. The pri-
mary appeal here would be 
to husbands. You can prob-
ably get a jewelry store to 
work with you on this one. 

Making 

Radio 
Personal 

Again 
New move-in names and addresses are 

available in your area, allowing you to 
mail material to folks who have just 
moved. Send new movers an audio tape 
introducing your station to them. Set up 
a prize so you can ask them to listen to 
see if they have won. Sell coupon 
inserts in your Welcome Neighbor pack-
age to your bank, food or restaurant 
chain, and lawn care firm. 

WELME 
TD 

WEaligneen.) 

Format newsletter 
The folks who listen to your station 

have a genuine interest in the stars 
whose music you are playing all day. If 
magazines like People and ET are any 
indication, the public likes information 
about its entertainers. 
By offering a newsletter that talks 

about the people who make the music 
you play, you create a means of person-
alizing your station. Offer free subscrip-
tions to your audience. Underwrite the 
cost with ads from record stores, night 
clubs and restaurants. 

New parent letter 
'Ibis is yet another opportunity to per-

sonalize your station to folks out there 
who may or may not be listeners. Send 
a congratulatory letter to folks who have 
a new child. 
The people in this age range are buy-

ing homes, furniture, minivans and 
appliances. It should not be too difficult 

by Mark Gillespie 

to find advertisers to underwrite this sort 
of package. 

Building listener base 
The old-fashioned way of building a 

listener base involves postcards, phone 
calls and faxes, all of which have to be 
entered manually into your database. 
Manual entry is labor-intensive and too 
often does not happen. 
The new-fashioned way is operator-

assisted inbound telemarketing. 
You offer an on-the-air sweepstakes. 

Your listeners register by calling an 800 
number where their name and address 
pop up on the operator's screen auto-
matically. 
The operator simply has to key in the 

particular family member who is making 
the call. 
When the listener hangs up, the data 

is ready for use in the station's data-
base. 

Best postage rate 
If you're going to bring personalization 

hack to your station through the use of 
direct mail, you have to make friends 
with the post office. 

It has strict guidelines that your 
mail designers need to follow. 
Having your file carrier routed 
and mailing third class can cut 
your postage costs by more 
than $ 100 per thousand 
items. 
If you plan to mail your list 

repeatedly, you need to purge it 
of people who move away. 
The post offiœ offers "address cor-

rection requested" to help you keep 
your list clean. Because the post office 
charges per address change, use it only 
when you plan to remail a number of 
times. 
When radio and direct mail team up, 

you have the opportunity to take advan-
tage of the personal way listeners look 
at your station. Cultivate that advantage 
to build a more meaningful relationship 
that pays off at rai ngs time. 

Mark Gillespie is managing director, 
broadcast marketing group, for Amelcalist. 
You can reach him 800-321-0448. 
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Move Up from Carts to 
Touchscreen Digital Audio 
Play Anything At A Touch 

The best way to improve your radio station is to 
put all your spots, sounders and sweepers on-
line and ready to play instantly from hard 
disk. Creative talent sounds better than ever with 
Scott Studios' new touchscreen digital audio 
system. 

Here's how it works: Six buttons on the left of 
the large computer touchscreen play what's on 
your log. Scheduled spots, songs, promos, PSAs 
and live scripts come in automatically from your 
production studios, traffic, music and copy 
computers. Jocks can revise sweeps at a touch 
(with the arrows at mid-screen), or work with the 
full day's log and add or rearrange anything. 

On the right, 17 "hot keys" start unscheduled 
jingles, sounders, effects, comedy or promos on 
the spur of the moment. Your morning show 
will benefit from 26 sets of 17 user-defined 
instant audio "hot keys". 

You can preview anything in a cue speaker at a 
touch. The Scott hard drive even lets you listen 
to endings while that song is playing on the air. 

And nothing beats the Scott System for easy 
levels. Touch the label on the screen, moving 
right to left to fade as desired. If you'd rather 
adjust levels on the console, channel numbers 
show clearly on each start button. 

imezor.AgAmim 

Phone Recorder On Screen 

Touch one button and you're recording calls to 
hard disk. Another button and you've got the 
world's easiest editor. When it's ready, one touch 
and your call's on the air. The phone recorder 
only adds $ 1,000 to the system. 

The Best Digital Audio 

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

One question you don't have to worry about is 
"What if it breaks?" The Scott System comes 
complete with every spot and jingle stored 
redundantly on two hard disks. It's a snap to 
switch to the "hot standby" system! You get 
touchscreen convenience, digital quality, and 
backup redundancy for no more money than cart 
machines and commercial tapes. 
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The Scott Studio System is your best way to make the move to digital audio and eliminate troublesome 
carts. The touchscreen instantly plays whatever you want. All scheduled spots, jingles, promos, scripts 
and songs come in from your traffic, copy and music computers. 
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The World's Fastest Requests! 
Touch either of the two buttons at the top right of 
the main screen to see our "Wall of Carts" with all 
your audio on-line! Touch the spot, song, jingle, 
sounder, promo, PSA or comedy you want and it 
plays instantly. Or, you can put it anywhere you 
want in the day's schedule. 

During play, all Scott screens include large digital 
timers that automatically count down intro times, 
and flash warnings 60-, 45-, and 30-seconds 
before the end. You also get clear countdowns 
the last 15 seconds of each event. 

Instant Songs on Hard Disk 
Scott Studios is radio's premier source of high 
quality music on hard drive. All your songs will 
be pre-dubbed free. 

Nothing could be faster than requests from the 
Scott System! You also get five "Wall of Carts" 
with music that plays at a touch! Songs are shown 
by title, artist, year, length or category. 
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The Full Day's Log 

Scott Studios lets you see the whole day and 
make any changes you want. 

Large & Small Have Made the Move! 

The Scott System leads the industry with major 
broadcasters like Disney-Capitol Cities-ABC, 
Westinghouse-CBS, Shamrock, Alliance, Salem, 
Liberty, Saga, Liggett, Regent. Tichenor, Bench-
mark, Max, Atlantic, and Ralco in Canada. Scott 
Systems are in Detroit, D.C., Dallas, Houston, 
Philadelphia, San Diego, Denver, San Antonio, Ft. 
Lauderdale, and smaller markets coast-to-coast 
from Ban or to Bakersfield. Ban 

ate-e Sed474 
13375 Stemmons Freeway, Suite 300 

Dallas, Texas 75234 USA 
8 0 0 7 2 6 - 8 8 7 7 

(800) SCOTT-77 
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There is a better way! 
It's not easy trying to understand the conflicting claims made 
by different manufacturers when you're buying a Digital Audio 
On-Air & Production System, whether a single, multipurpose 
Workstation or an integrated, multiple studio sebup. At one end 

of the spectrum, you're faced with a wide variety of simple "Cart 
Machine Replacements:* and on the other, products whose 
complexity confounds even the most seasoned broad-

cast engineer. 

The ENCO DAD486x Digital Audio 
Delivery System solves the problem! 
DAD is simply the most powerful On-Air 

& Production system available, yet its 
uncomplicated approach and inherent ease 
of operation makes immediate sense to any 

user. 

• Intuitive On-Screen displays that are imme-
diately familiar to operators. Optional 
Touchscreen makes operation quick and easy. 

• Complete On-Air flexibility with various "Virtual 
Machines" for Live Assist, Automation. or 

Satellite Programmed operations. Interface to 
other equipment plus scheduling and billing pack-

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

be included. 

• Full production capabilities, including Graphic Cut & Paste 
Assembly Editing. Includes analog and digital inputs/outputs 

Interfaces with most multichannel editing packages. 

• Runs on DOS for proven speed, reliability, and compatibility 
ith other equipment; not an operating system original-

ly intended for multimedia applications. This is a pro-

fessional tool meant to produce efficiency and profits. 
not entertain the staff! 

• Operates on common off the shelf computers and 
network architecture. You won't be locked into 
proprietary hardware that may not be available 
whenever you need service. 

• No monthly licensing fees, DAD is an out-

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

• DAD is proving itself everyday in radio 
and TV facilities worldwide. 

Call Your DAD486x Dealer or ENCO 

For Complete Information 

('ENCO 
SYSTEMS, INC. 

24403 Halsted Road, Farmington Hills, MI 48335 USA 
TEL: 800-362-6797 or 810-476-5711 FAX: 810-476-5712 
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The Internet: 
Future of Direct 
Marketing for Radio 

ou've probably heard that 
the World Wide Web is a 
great tool for developing an 
interactive relationship with 
your listeners, creating a 
database and tying in adver-

tisers. But if you look at most station Web 
pages, they are little more than on-line 
media kits. However, a few broadcasters 
are leading the way with innovative direct 
marketing programs on the Net. 
Broadcast direct marketing on the 

Internet includes database marketing, 
on-line sales and e-mail messages to lis-
teners. The information collected by on-
line forms, chat rooms or e-mail 
responses is being used to enhance 
sales promotions and on-air advertising 
and to create Web-based revenue busi-
nesses for broadcasters. 
What follows are examples of various 

broadcast database/direct response pro-
grams on the Net. 

E-mail list services 
E-mail list services 

entail a daily or weekly 
message, created by 
either listeners or sta-
tions, sent instantly to all 
subscribers of the list. 
Listeners or staff can post 

new messages to a general 
mailbox. These messages 
then appear in all sub-
scribers' e-mail boxes. 
Stations invite listeners to 
join other listeners in talking 
about events on the air and in 
the community. These mes-
sages usually include inquiries 
about events and discussions 
about personalities or talent. 
An e-mail list can create a vir-

tual community where listeners start 
meeting other listeners. Staff members 
post messages on station news or events 
at advertiser locations. 

r-
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Direct e-mail 
E-mail direct mail comprises special 

poc,u-nent Done. 

notification e-mail messages that stations 
send to their listeners. 
Stations collect these e-mail addresses 

from station chat 
rooms, database forms 
on the World Wide 
Web, entry forms or 
faxes, and then store 
them in a database. 
They can subsequently 
use this information to 
send out birthday mes-
sages, event notifica-
tions, stealth marketing 
contests or research 
questions. 
Although a number 

of stations are using 
direct e-mail today, no 
broadcasters wanted to 
be quoted about their 
program, as it is a 
stealth 
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The World Wide Web allows broad-
casters to instantly collect database 
information on listeners via an on-line 
form. On these forms, stations ask lis-
teners questions about listening prefer-
ences, leisure activities, favorite prod-
ucts and future products listeners may 
purchase. 
Dean Sakai of KMPS-AM-FM, KZOK-
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marketing 
tool be( .1 use expenses such as 

paper and printing are not incurred, e-
mail direct is cheaper than direct mail or 
telemarketing. 

by Peggy Miles 

lOAPS Online Highlights 

• On the Streit and NannerGeorge Strait 

• What the fuss is all about...17m McGraw 

FM, KYCW(FM) and KBKS(AM) in 
Seattle (http://www.kmps.com and 
http://www.kzok.com) uses the replies 
as a Web sales tool. "The sign-ups 
allow us to answer our advertisers' 
question, 'who is coming to your Web 
site?' Instead of just offering a count 
of hits, we can offer detailed demo-
graphic and planned purchase infor-
mation." 
Sakai also uses his Web site to add 

to the stations' database. "The loyal-
ty club sign-ups that we receive 
from our Web sites allow us to 
measure levels of quality interactiv-
ity," he says. "Getting 20 in-depth 
listener profiles in a day means 
the Web site is working." This 

Information is collected to use in sta-
tion direct mail, telemarketing or data-
base marketing programs. 

Autoresponders 
"Autoresponders is a term n that refers 

to the instant e-mail reply listeners get 
when they enter their name on a sta-
tion's on-line form. The minute a listen-
er fills out an on-line form such as a 
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guestbook, welcome page or contest 
entry, he or she receives a return mes-
sage immediately. 
Some autoresponders send messages 

that confirm contest entries, welcome 
listeners to the club, invite them to a 
special event or provide a list of adver-
tiser discounts. 
One of the first stations on the WWW 

to use an autoresponder was WEBN(FM) 
in Cincinnati (http://www.webn.com). 
After entering the form, a personal mes-
sage is sent to listeners to thank them for 
visiting the site. 

Database marketing 
After a listener has visited a site and 

registered for that station's club, new 
direct marketing programs become 
available on the Web to provide person-
alized custom pages for that individual 

interests. XETRA-AM-
FM in San Diego 
(licensed to Tijuana, 
Mexico) is taking the 
personalization in 
another direction with 
a Web relationship 
marketing program. 
Listeners can collect 
points on the Web site 
to win prizes and pro-
vide value to the sta-
t ion's advertisers. 
Howard Freedman, 

VP of programming 
operations of XETRA-

AM-FM in San Diego 
(http://www.xtrasports.com) and pub-
lisher of iRadio, explains the advan-
tages. "Readers of our Web site will 
come back over and over to play 
our game and collect points. 
Perhaps the next logical step is to 
award points for listening to the 
station and therefore create a low 
where the listener/Web reader is 
being recylced back and forth. Our 
advertisers get (double) exposure 
and provide us with great prizes 
for our winners. 
New programs being built on the 

Web by leading stations will provide 
information-on-demand for advertis-
ing, weather and station events. 
When a listener hears station or 

advertiser information on the air, 
the station's Web site will allow a 

listener access to 
detailed information 
about the station, event 
or advertiser in an easy-
to- retrieve manner 
synched up to the actu-
al on-air broadcast 
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istener the next time he or she returns 
o that home page 
(http://www.videoactv.com/intervox). 
These pages greet listeners by name 

and tie in advertiser promotions cus-
tomized to a listener's personal 

On-line purchases 
Station merchandise is being 
sold on-line, and soon 
advertisers' products will be 
available as Web commerce 
becomes reliable and 
acceptable. Washington-
Baltimore station WHFS(FM) 
sells station merchandise 
directly on-line through its 
site on the American On-
Line Digital City. Marketing 
and Promotion Director 

Mary Kay LeMay receives a handful of 
orders a day. "It is very beneficial for 
listeners; they receive instant gratifica-
tion," she says. "If they hear the adver-
tisements on the air, they jump on-line 
and are able to see the product imme-

diately and order it right there. We con-
tinue to change the merchandise and 
add products on a daily basis. We're 
now putting on the spring and summer 
line, which includes t-shirts, baby bits, 
our calendar and CDs." 

Listeners can also view station mer-
chandise on KCBS-FM (http://www. 
arrowfm.com). In addition, stations are 
using database information to set up 
revenue programs on the World Wide 
Web. KKLI(FM) in Colorado Springs, 
Colo. (http://www.usa.net/kkli), is 
launching a dating service in conjunc-
tion with its love songs program to 
invite people to station events. 
The dating club will be yet another way 

to collect information for a database. The 
station will ask listeners' permission to 
send out further information. 

In addition, Owner/General Manager 
Henry Tippie sees potential revenues on 
the Net. "The Internet invites interaction 
with listeners in a cost-effective manner 
and also opens the doors to other rev-
enue programs for radio broadcasters." 
Broadcast direct marketing has just 

begun on the Internet. It has only been 
a year since these programs were estab-
lished at radio stations. 
However, with the radio industry's cre-

ativity and its ability to target a niche 
audience, broadcasters are poised to 
market on-line and create new business 
on the Net. 

Peggy Miles is president of Inteniox 
Communications, an Internet interac-
tive communications and database mar-
keting company. 
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adio stations can conduct 
promotions in numerous 
ways, but the key ques-
tions are, will these promo-
tions be profitable and fun 
for the listeners, and will 
they benefk the communi-

ty, our advertisers and our station? 
We have seen the routine, tried-and-

true promotions, which still work rea-
sonably well, but isn't it time we started 
thinking about some cutting-edge ideas? 
It's going to take a new breed of fun to 
lift the veil of complacency. 
Imagine your next station promotion 

as an all-day golf-a-thon. It may sound 
hard initially, but it works the same way 
as a walk-a-thon. This golf gathering 
can involve less than 50 players, a mix 
of loyal listeners, advertisers and station 
personnel, including air personalities 
and management. You should greet 
these players with a hearty breakfast, a 
warm smile and a handshake from a 
touring professional golfer. Also offer a 
golf tutorial prior to teeing up. 

For everyone 
You may be thinking that not everyone 

plays golf. True, but everyone likes to be 
part of the community. This type of 
event is ideal for including everyone in 
the action, even if they aren't golf pros. 
The nice part about this type of pro-

motion is that each event is unique — 
the players and celebrity sports profes-
sionals can vary. Another bonus is that 
your station can conduct as many of 
these events each year as you choose 

for the benefit of the station. advertisers 
or local charities. 
Your golf outing can be very expen-

sive if you select the wrong firm to 
organize it. If a firm claims to specialize 
in golf outings, be prepared to ask that 
company the hard questions: Who are 
your clients? Do you utilize touring pros 
and sports celebrities? Usually, these 
questions separate the best companies 
from the rest and save you money and 
the risk of failure. 
Another critical question is, do you 

charge any up-front fees? If the compa-
ny says "yes," forget it. The best firms 
are in business to serve you, not the 
other way around. 
Professional athletes generally love to 

participate in these events because they 
are a test against the course rather than 
an opponent. Jose Alvarez, retired pitch-
er for the world-champion Atlanta 
Braves, enjoys playing golf and is a great 
competitor. "Every athlete, every individ-
ual, loves a challenge," Alvarez says. "I 
understand completely, after competing 
in three golf marathons, the challenge 
and rewards that a golf-a-thon provides." 
Typically, a firm that specializes in this 

sort of event charges between 10 and 15 
percent and does not require an up-
front payment t unless you need one of 
its celebrities to fly in and speak at a 
function prior to playing). It is not a 
perilous venture because all the risk has 
been removed. 

by Greg Martin 

Rob Stevens, special projects and mar-
keting director for Teen Challenge of 
Florida Inc., says that sports and events 
marketing can be successful when a sta-
tion teams up with the right organization. 
"The combination of sports celebrities 
and fund-raising golf-a-thons has given 
us the opportunity to come in contact 
with people we would not have met oth-
erwise," Stevens says. "The excitement 
and interest generated from the sports 
figures have helped our events raise 
more money for our nonprofit." 

Rewards 
Stevens indicates that he has seen a one-

day golf event raise from $10,000 to more 
than $200,000 in one day. Since its incep-
tion, the PGA Tour will have raised almost 
$300 million for charity by year's end. 
To get started, find a firm that deals with 

this type of event. Set a dollar goal, get 
your staff involved and give yourself at 
least 60 days' lead time to arrange every 
detail. Don't set too low a goal; most golf-
a-thons raise a net of $10,000 to $50,000. 
Playing 72 to 123 holes of golf in one 

day, each swing of the club can raise 
big money. 

Greg Martin is a touring professional 
golfer on the PGA and Nike tours. He con-
ducts golf outings through the firms 
Grefflside Golf Outings, Professional Golf 
Fund Raisers and Professional Sports and 
Celebrity Management. He is still active in 
radio with Greg Martin Productions. You 
can reach him at 610-488-0803, orfax 
610-926-0984. 
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Profiting from 
Your Power of 

Creativity 

H
arnessing the power of personal creativity is the key 
to success in any industry. How to profit from those 
powers in an increasingly technological and competi-

tive media marketplace is the theme of the 
41st Annual Promax and BDA Conference 
and Exposition, June 19-22 at the Los 
Angeles Convention Center. 
Promotion and marketing executives and 

staff in the electronic media gather in the 
City of Angels to examine sales, promo-
tions, management, advertising, production, 
design and animation, and to explore their 
connection to individual creativity. 
Promax, boasting members in the United States and 35 other 

countries, is the international association of promotion and 
marketing professionals in the electronic media; BDA 
International, with members in more than 20 countries, repre-
sents professionals in the electronic media design industry. 
The conference kicks off with Wednesday evening's Radio 

Reception at 6 p.m., followed by the Opening Reception at 
Universal Studios in Hollywood. 
Although emphasis is placed upon the visual media, the 

show's primary focus is sharing information and ideas for 
increasing audience share and revenues and, more generally, 
nurturing your creative power, regardless of medium. 
This year's conference offers more than 70 sessions and 

workshops, many of them featuring some of the brightest, 
most creative minds in radio. 

Top gun 
Radio people with fewer than seven years' experience in the 

business can profit from the session "Top Gun in Training," 
which begins at 11 a.m. on Wednesday, June 19. Headed by a 
handful of radio fighter pilots, this session offers tips on such 
topics as publicity, sales promotions and cross-media promo-
tions. 
There were a lot of disappointed people at the RAB confer-

ence when inclement weather prevented Jack Trout from 
speaking. This well-known and respected marketing expert 
and writer talks about "Positioning Your On-air Product" on 
Wednesday, from 3:30 to 4:30 p.m. 
Running concurrently with Trout's speech are a number of 

Radio Format Meetings. These meetings, divided by format 
into seven separate sessions, offer the insight of marketing 
and promotions professionals on the challenges facing their 
particular format, as well as possible solutions. Formats to be 
discussed include Urban, Top 40, Oldies, News/Talk/Sports, 
Country, Album-Oriented Rock and Alternative/'70s and Adult 

Contemporary. 
No, it's not about making babies. "Pro Creation for Radio," 

to be held Thursday, June 20 at 9:50 a.m., is a session 
designed for sharing some of the best 
radio promotion ideas: the best TSL pro-
mo, the best outdoor campaign, the best 
TV spot, the best stunt and the best sales 
promo. 
How to get the most out of your media 

buys is the premise of "Radio and TV Ad 
Negotiating: Redefining the Rules," which 
begins at 2 p.m. on Thursday. 

Also at 2 p.m. on Thursday, executives of ASCAP, BMI and 
Non-Stop Productions discuss "Music Rights: The Good, the 
Bad and the Ugly." 

Radio Roundtables 
From 4:45 to 6:15 p.m. on Thursday, the conference offers a 

series of Radio Roundtables, idea-sharing sessions on such 
topics as duopolies, nontraditional and off-air revenue, cus-
tomer satisfaction and cause marketing. 
Another round of roundtables ensues on Saturday, June 22 

at 4:45 p.m. 
This time around the topics include direct marketing, multi-

media/cross promotions, new twists for old promotions and 
time management/stress relief. 
Radio specialists Paul Fey and Walt Jaschek reveal how to 

make "movies of the mind" in the session "Power of Radio: 
Little-Bitty Movies for Your Ears," beginning at 8:30 a.m. on 
Friday. 
Managers having difficulty with the talent at their stations or 

trying to decide how to best promote them should consider 
the session "Managing and Promoting Your Morning Team 
and Station Personalities ," Friday, from 2 to 3 p.m. 
Among the high-profile speakers at the conference are long-

time entertainer and performer Lily Tomlin; Kevin Kelly, exec-
utive editor of Wired Magazine; and documentarian and tele-
vision satirist Michael Moore. 
The finale of the conference is Saturday evening's Promax 

International Gold Medallion Awards Show, beginning at 7 
p.m., which acknowledges the year's best creative product 
from around the world. 
Nearly 100 companies are scheduled to showcase their inno-

vative technology and equipment on the exhibit floor of the 
convention center. The exhibits are open for several hours 
each day of the conference. 
For registration information, contact Promax in Los Angeles 

at 310-788-7600. 
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"We have interns. Let them do 
it." In the past these words usu-
ally referred to interns from col-
lege radio stations checking the 
exposed electrical wires on the 
remote equipment or sitting in 
the station's dunking booth at 
the county fair. More often, 
though, the idle or underused 
intern is becoming the excep-
tion. 
Professional broadcasters now 

can draw from steadily growing 
pools of talented interns. No 
longer is an intern the whip-
ping boy or girl for the morn-
ing zoo or the lunch delivery 
person. Many interns are now 
bona-fide assistants to depart-
ment heads. 
Others go out on 
sales calls with 
account execu-
tives, and some 
take care of on-site 
logistics at remotes 
and promotions 
Occasionally, they 
may even find 
themselves on the 
air. 
There is an enor-

mous group of stu-
dents with a solid 
two or three years 
of radio experi-
ence — from man-
agement to sales • 
and engineering to on-
air — behind them, 
just itching to get the 
proverbial foot in the door. 

More and more stations are setting up 
extensive intern programs and recruiting 
on college campuses to find students who 
will genuinely make a difference in the 
station's operations. 

Recruiting 
Kasey Costenbader, promotion director 

at Norfolk, Va., station WLTY(FM), solicits 
her interns the way many stations do: 
through career placement centers at col-
leges and universities. "I write a job 
description outlining the requirements for 
the internship to place in the career cen-
ters at area schools," Costenbader says. 
Another recruitment avenue is setting up 
a booth at campus internship/job fairs. 
This provides station personnel the 
opportunity to meet a number of potential 
interns one-on-one in an environment that 
is a little less intimidating to them. 

Lisa Schackmann, president of 
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No 
Longer 
Station 
Co-fers' 

Kasey now: 

promotion director 

at WLTY 

Cincinnati-based 
Radio Revenue 
Inc., solicits interns 
through the cam-
pus recruiting 
offices in her area 
as well, but also 
uses current interns 
to find new ones. 
"If we have a good 
intern," Schack-
mann says, "that 
person usually 
knows somebody 
else who would do 
a good job for us." 
Schackmann says 
the interns know 
other people in 

their classes or in their 
department who might 
make good candidates. 

Schackmann also notes that interns do 
not necessarily have to be commu-
nication or marketing 
majors. She suggests 
being creative with the 
kinds of interns you 
hire. Schackmann has 
had positive experiences 
with students majoring in 
journalism or creative writ-
ing working as copywriters, 
for instance. 

It is common for radio sta-
tions to require an intern to 
receive college credit while 
working at the station. 
According to Costenbader, 
"Knowing that they're going to 
receive a grade on their perfor-
mance tends to make them work 

by Chris Nicholson 

harder and take the internship more seri-
ously." 
Once the intern has been hired, making 

him or her feel welcome and comfortable 
at the station is an important step. For 
many interns, their first brush with a com-
mercial station can be overwhelming. 
Send a memo around the office prior to 
the arrival of the intern to alert the staff 
that a new member will be joining them. 
Take the intern around the office and 
introduce him or her to everybody on the 
staff. 

Responsibilities 
Outlining the responsibilities and duties 

of the intern from the get-go will make 
the internship experience more produc-
tive for both parties. At WLTY, 
Costenbader tries "to let the interns expe-
rience each aspect of the radio station. 
They work in one main department and 
then rotate through several others." 
Costenbader outlines predetermined 

projects that the interns will work on 
throughout the internship and throws in 
smaller endeavors as they become neces-
sary. 
Schackmann says that she uses some of 

her outstanding interns to set up 
promotional tie-ins with nonprofit organi-
zations. If she has an intern who has been 
exceptionally reliable, Schackmann sends 
that person to the organizations to initiate 
the partnerships. 
According to Liz Bingham, internship 

coordinator and administrative assistant to 

continued on page 50 
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Cutting-edge Academics 
he buzz at the 1996 NAB 
convention centered on the 
exciting new tools broad-
casters can use to create 
and distribute their product. 
Media mergers, the Internet 

and Web sites served as the focus of 
numerous panel discussions. Exhibitors 
showcased their solutions for broadcast-
ers to beat their competition. 
With the heavy demands of radio 

today, broadcasters need to create quality 
content with high production values in 
as many distribution vehicles as possible. 
But where will radio people learn 

these skills? Within the '96 NAB conven-
tion, two organizations — Broadcast 
Education Association (BEA) and the 
National Association of College of 
Broadcasters (NACB) — provided 
some answers. 
BEA, a 501 c3 nonprofit housed 

in the NAB office in Washington, 
provides professional development 
for people who teach and do 
research in electronic media and multi-
media. Academics, media professionals 
and students participate in this organi-
zation, which has served the industry 
for more than 40 years. BEA counts 
1325 members: 1100 individuals and 
225 institutions. Nowadays, professors 
aren't locked away in ivory towers; 
many are on the forefront of the indus-
try, consulting and doing research. 
Described as "a mini-NAB for student 

radio and TV stations" by NACB's Joann 
Forgit, NACB helps its 600 student sta-
tion members work more professionally 
through national and regional confer-
ences, liaison with the NAB, publica-
tions, on-line listserves, resources, 
awards, legal counsel, technical exper-
tise, music distribution and a hotline. 
Just before the NAB, BEA held its annu-

al convention, attracting more than 850 
people, up 25 percent from last year. 
Of the attendees, more than half were 

faculty, administrators, deans and pro-
fessors, and a third of them were stu-
dents. More students attended this year 
to check out the premier BEA/NAB 
Career Fair, with 30 companies partici-
pating. BEA registrants also received _ 
Icomplimentary registration to NAB, 
enabling them to check out the equip-
ment and attend sessions. 

Ninety panels, paper presentations 
and business meetings helped 

Learning 

Broadcasting in 

College Today 
conference-goers with their professional 
development. They covered a wide 
range of topics, including "On-line 
Audience Research," "Teaching 
Teamwork, Budgeting and Production 
Skills" and "Talk Shows in America: 
Uniting or Dividing Us?" In keeping 
with the convention theme, "Inclusion 
and Infusion: Embracing Diversity," 
talks centered on the different U.S. 

Students and teachers 

alike check out the 

career fair. 

audience groups, international broad-
casting and global issues as they relate 
to electronic media education. 
BEA's new President of the Board of 

Directors Norm Pattiz (who is also chair 
of Westwood One) welcomed keynote 
speaker Delano Lewis, president of 
National Public Radio. 
Attendees were also treated to produc-
tion equipment demonstrations. 
Students and professors were able to 
actually get their hands on some of the 
companies' new tools. 

"This year everyone is very excited 
about the toys because they are 

by Kathy Gronau 

becoming more accessible to both radio 
and television and, in some instances, 
to colleges and universities through 
beta- testing," said Louisa Nielsen, exec-
utive director of BEA. "Students are 
quick, young and part of a generation 
that is 'hip' to all that stuff. 

Future consumers 
"Companies are learning that their 

future consumers are not only GMs or 
science and technology people," 
Nielsen added, "but they are indeed the 
young students who are going in as 
entry-level workers." Companies realize 
that kids have no problem saying that 
they learned on one company's 
machine and it is quite faster than the 

one in the station. 
"To be put down by a kid is 
a hard thing to live with — if 
they know more than you 
do," said Nielsen, "particular-
ly in this age of having to be 
cutting edge and trying to 
outdo your competitor in 
your market." 
The new broadcasting tools 

thrill BEA members, but they 
also discuss content. "You 
can't say that the new tools 
aren't important," said Phylis 
Johnson, assistant professor at 
Southern Illinois University at 
Carbondale and faculty advisor 
to the school's radio station. 

"But the idea has to come 
first. When a student pro-
duces a commercial or a pro-

gram, they need to have a plan, to 
think about content and ask 'What are 
we saying?' and 'Are we saying the 
same as everybody else?" 
Mixing theory with hands-on experi-

ence is the name of the game for BEA 
broadcast educators. 
James Watt, from the Communications 

Science Department of the University of 
Connecticut, said he thinks students learn 
valuable skills working in the profession-
al world, especially when working in 
new technologies like digital radio and 
computer-related news. "By learning 
how to analyze situations, find logical 
solutions, ask 'what if' questions," he 
said, "they understand the principles 
behind what they are creating. 

"I much prefer a mix of ' theory' 

e 
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courses and hands-on experience. 
Curricula that stress only hands-on skills 
are not effective because most skills are 
transient in a world of rapidly changing 
technology. Learning skills by imi-
tation and practice tends to pro-
duce uncreative rule-followers." 
Steven Anderson, Ph.D., of the 

Department of Communication at 
Utah State University, agrees. 
Currently Web master for BEA, 
Anderson came to academia from 
"the industry" and says students 
need practice in editing, producing 
and announcing. "I especially like a 
laboratory mode in which students 
produce a regular program while 
receiving credit for taking a class. 
This way a professor is involved in 
the activity and there is an opportu-
nity for real teaching, feedback and 
criticism." 
BEA's publication, The Journal of 

Broadcasting and Electronic Media, keeps 
the membership up-to-date on trends in 
the electronic media, reviews and criti-
cism by academicians, researchers and 
other professionals. 
Feedback, BEA's other publication, 

contains information about innovations 

in the electronic media industry and 
their effect on curriculum, college 
teaching and student preparation. As 
BEA is an international organization, 

many of its publi-
cations are distrib-
uted to uni‘ersity 
libraries around the world. 
Nielsen said a lot of radio stations do 

not understand the power of radio 
with young people in this country. It is 
a medium they want to get into, but 
they need preparation in "the other 

NPR's Lewis and BEA 

Board President Pattiz 

side of radio, other than being behind 
the microphone," she said. 

Nurturing new talent 
Because the NAB values the nur-

turing of new media talent, it 
offers NACB a prime booth loca-
tion at the annual NAB conven-
tion. People who now work in 
commercial radio, TV and journal-
ism stop by and chat. "I remember 
when I was at a college radio sta-
tion," they say, describing how 
their step into college media set 
the direction for their life's work. 

"Students come to radio from 
English, communication and busi-
ness departments at a college, but 

they may not know how 
to run a station," Forgit 
said. NACB, based in 
Providence, R.I., pro-
vides information about 
station management 

training and answers questions about 
getting on the radio, starting a new col-
lege station, managing volunteer pro-
grammers, promotions and fund-raising. 
"We get calls from students who only 
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want to be DJs at alternative rock sta-
tions," said Forgit. "We encourage them 
to try country or AC, to learn promotions 
and other parts of station operation." 

Internship arrangements are another 
service NACB provides. 
The spring 1996 College Broadcaster 

magazine (NACB's quarterly publica-
tion) lists possible internship compa-
nies, such as the NBC PAGE program, 
ASCAP and the Republican National 
Committee Press office, advising them 
on approaching contacts. 
NACB's on-line listserves keep the 

organization, students, faculty and the 
station personnel in constant contact. 
Cary Tepper, NACB's longtime legal 
counsel, advises members about legal 
issues regarding FCC guidelines, copy-
right rules, contests and underwriting. 
"College, high school and junior high 

school students are listening to radio 
more than ever," said Nielsen. "There 
are students who know more about 
radio than adults because they use it — 
it is their private medium. It is one of 
the most influential tools in every 
American teenager's life in this country." 
With cable, the Internet and all the 

other new technologies shaping broad-

casting, the issue of radio's future is 
front-of-mind. So far, radio has lived 
through television and cable. Its contin-
ued existence and success depends 
upon the energy and enthusiasm of 
those "American teenagers" and our 
ability to educate them. 

Kathy G'ronau is a marketing consul-
tant who contributes to the Los Angeles 
Radio Guide. 
She recently wrote about the Museum of 
Television and Radio for Tuned In. She 
may be reached via e-mail at 
kgronaw@ix.netcom.com 

continued from page 46 

the general manager at WHFS(FM), "A 
lot of staff members here really rely on 
interns. They don't function as well 
without them." WHFS has approximate-
ly 20 interns during a semester and uses 
them in virtually every department. 
A testament to the value of internships 

herself, Bingham started at WHFS as an 
intern in the traffic and continuity 
department before being hired as a full-
time employee. "Roughly 20 percent of 
the interns we have end up getting 
hired here," she says. 
Stations do not necessarily have to lim-

it themselves to soliciting interns from 
colleges and universities in their vicinity 
either. Along with the busy summer sea-
son comes a slew of students returning 
home from school. Announcements 

posted at schools throughout the coun-
try may be the answer to the extra help-
ing hand needed to get the station 
through the summer. 

Besides the short-term benefits of 
having extra help around the station, 
broadcasters should also consider 
interns an investment in the future. It 

interns find their experience produc-
tive and educational, the station might 
just have a potential candidate to 
walk into a full-time position after 
graduation. 

Christopher Nicholson has worked at 
several Washington-area radio stations 
and, as an intern, spent his fair share cy 
time in the dunking booth. He is cur-
rently the assistant editor of Radio 
World. 
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From the NAB Floor... 

New Ways to Boost 
Profits, Ratings 

he list of new products and 
services available to radio sta-
tions seems to grow each 
year. With tighter budgets and 

a closet look at the bottom line, it is a 
major challenge for stations to choose 
what fits their needs. 
While management weeds through the 

sales pitches, internal forces can make 
the task even more difficult. Air personal-
ties have been known to pressure man-
agement to buy a gizmo that is nothing 
more than a novelty item. The engineer-
ing department might want the latest 
piece of equipment to enhance the sig-

Shortcut Audio Editor 

from 360 Systems 

nal. But the GM wants to know how the 
cost of these products can be recouped. 
Now more than ever, purchasing deci-

sions are based on two key factors: How 
will the product or service contribute to 
increased profits? And how will the prod-
uct or service contribute to increased rat-
ings? 
With that in mind, Tuned In sent a pair 

of reporters to visit the booths at NAB 
'96, walking the aisles of the Las Vegas 
Convention Center and the Sands Expo 
Center. What follows is a sampling of 
what's new and deserves your attention 

Free Internet 
Having Internet access is now almost as 

important as having a telephone. Radio 
stations that are willing to provide five 

by Bob Rusk 

and Patrick Martin 

free on-air mentions daily of 
CompuServe, the company that bills itself 
as "the world's largest provider of Internet 
and on-line surice'. .. receive free mem-

bership in the system's Interactive 
Broadcast Network. 
"More than 400 stations have already 

e> 

NoRTHEAST 
BROADCAST 

Tract ical-sointions for your broadcasting needs... 

Digital Audio 

Consoles 

•on Air or 
Production 

• ( 'omplete Digital 
Mixing 

• Digital Inputs and 

Outputs To Take 
Advantage Of 
Your Other Digital 
Gear 

• Multiple Sample 
Rates 

• Built In Effects 
Processors 

• . \ utomated Faders 
• RS232 Control 
• Familiar "Console" 

Work ,:urface 

Digital Codecs 

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

and budgetary requirements. 

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

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

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

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

- 
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Digital Audio 

Storage 

•Cart Machine 
Replacement 

*Music on 
Hard Drive 

*Satellite 
Automation 

*Live Assist 
*Automation 
•Unattended 

Operation 
*Multiple Stat lot 

Operation 

•Save Money Using High Quality Audio Over Digital Phone Line,. 
Around The World 

•Fraction Of the Cost Of Satellite For Remotes •LocaVNational 
Networks 

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

You Pay Only For What You Use 

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

Digital Editing 

New York 
(518) 793-2181 

Fax 
(518)793-7423 

(410) 796-6710 
Fax 

(410) 796-6711 

Dallas 

(214) 612-2053 

Fax 

(214) 612-2145 

Pittsburgh 
(412)942-4054 

Fax 
(412)942-4839 
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signed up. That's why we came to NAB," 
said Kimberly Scher, manager of Corporate 
Information. CompuServe offers more 
than 3,100 services, including the all-
important news, weather and sports. 
Stations can create an "alias address," a 
valuable promotional tool ( particularly 
during a ratings period), using call letters 
instead of the typical CompuServe address 
consisting of numbers. 

"Station management can also be con-
tacted through CompuServe for feed-
back," Scher added. 
Another service, to be developed jointly 

by the Arbitron Company and Digital 
Courier International (DCI), will provide 
two-way, on-line communication for radio 
stations, advertising agencies and rep 
firms. Known as "Radio Exchange," it will 
cut down on paperwork and time spent 
on the phone, centralizing accessibility of 
proposals, radio buys and affidavits. 

"It (typically) takes three or four calls 
before a salesperson at a rep firm gets 
through to a sales manager at a radio sta-
tion," said Al Kozak, president of Digital 
Courier. "Radio Exchange gets the infor-
mation out immediately. This should sig-
nificantly decrease a station's overhead to 
chase information." 
Ratings data will also be available, pro-

viding advertisers, and others, instant, 
on-line access to Arbitron information. 
Arbitron and Digital Courier will devel-

op the interfaces required, making the 
' stem compatible with common soft-

are systems that are alreadyjip place. At 
ress time, the companies were ex-fted, 
announce when Radio Exchange 

ould be released to bnudcasters. 

Plug it in 
Distributing and receving data more effi-

ciently is the name of the game for 
Internatiimal Datacasting. 'Hie company 
introduced two new cards ti tat turn a reg-
ular computer into a high-speed satellite 
data broadcast terminal. The SR253 
Dat.aNeLugidit _ffliffeereirrerr-roweemieni - 

cast downlinks in plug-in expansion cards. 
The receivers can be installed into a 

personal computer ISA card slot and uti-
lize the PC power supply. 
Of continued interest at the show was 

the role of codecs and ISDN for deliver-
ing high-quality audio to remote locations. 
Using the Telos Zephyr, Steve James 

and Harry Wong broadcast their morn-
ing show for 104 FM Select in Hong 
Kong, live, from the I3SW booth in the 
audio hall. 
MUSICAM USA announced at the show 

that it had entered into an agreement 

with Ambassador Advertising Agency to 
construct a "virtual digital highway" for 
Ambassador's 875 Christian radio affili-
ates using the technolo-
gy of MUSICAM 
EXPRESS. Initially, about 
500 of these stations 
would receive high-qual-
ity digital programming 
via satellite and ISDN 
that could be stored and 
retrieved at each station's 
convenience. 

It is now possible to 
instantly convert sales 
proposals into traffic 
contracts with SalesLink, 
developed by Tapscan 
and CBSI (Custom 
Business Systems Inc.). 
Operations that use Tapscan's 
Reachmaster and any CBSI DeltaFlex 
traffic and billing system in a Windows 
environment need only add SalesLink 
and TapLink to benefit from this new 
development. 

Before the commercials can be played, 
they have to be produced. For managers 
who believe that time is money, 360 
Systems displayed the prototype of the 
Shortcut Personal Audio Editor at NAB '96. 
The unit will be available for sale in July. 

This is a direct replacement for the 
reel-to-reel machine," said Sales Engineer 
Steve Gordoni. "You can get your prod-
uct edited and on the air in record time 
— and you don't need a computer to do 
it. That means you don't have to put 
••.• 

another screen in the control room." 
Besides being used to produce spots, 

the Shortcut captures and edits audio for 
talk radio, call-in clips and actualities. In a 
demonstration at the 360 Systems booth 
on the convention floor, Gordoni showed 
ho-e, whole segment of a spot could be 
edit0 by pushing one button. "That 
takes the place of cutting the splice and 
reta ng it," he explained. 

io stations don't normally look at 

BE PowerMiser 

t ans litters as a way of saving money; 
they are just an essential part of being on 
the air. Broadcast Electronics, however, 
introduced the PowerMiser rack-mount 1 
kW AM transmitter at NAB '96. It is tout-
ed as the lowest priced and most effi-
cient 1 kW model on the market and is 
designed to fit in a 19-inch rack. 
According to Tim Baylor, RF/Studio 

Products director, a station "could pay for 
it in as little as one year with the 
PowerMiser's lower electricity costs." 
Another transmission product with the 

bottom line in mind was the Platinum Z 
Solid State FM Transmitter series from 

Harris. Priced on par with vacuum tube 
models, the Platinum Z transmitters 
replace a single RF power amplifier tube 

with multiple solid-state 
modules that operate in 
parallel. Modules can be 
safely removed and insert-
ed during trans-mission, 
and the transmitter will 
continue to operate at 
reduced power. 

Station-in-the-box 
Consolidation seems to be 

the key with new technolo-
gy. The 19-inch, rack-
mount Radio in a Box will 
be on the market this sum-
mer from Radio Computing 
Services ( RCS). It is being 

called "the world's first 'plug and play' 
radio station — an entire station in a single 
box, ready to plug into a transmitter's 
audio chain." 

It is a new version of RCS's Master 
Control digital air studio. "This is designed 
for a multi-station operation, where man-
agement wants to spend a limited amount 
of money," explained Tom Zarecki, direc-
tor of marketing services. 

"All of the music, commercials, promos 
and DJs are inside a single computer. No 
other production room or newsroom is 
required," Zarecki said. 
RCS supplies the software to make the 

system run. Through its library recording 
service, RCS can provide the music to fit 
the station's format. 
NewsRoom, the Computer Concepts 

electronic news management system, 
turns any station into a complete, elec-
tronic operation. 
The CCC system, with its new addition 

of Windows '95, serves as the center for 
everything from downloading and editing 
wire service actualities and text to e-mail 
and Internet access. It also features 
remote capability to receive news from 
the field. NewsRoom can be used for 
both single stations and multi-station 
network operations. 
These are just a few examples of the 

rapid technical advances in broadcast-
ing. The great minds that have devel-
oped the new equipment deserve much 
credit for these important contributions 
to the overall success of the industry. 
As we approach the 21st century, radio 

is in the driver's seat on the road to 
attracting more listeners and achieving 
even greater profits. 

Bob Rusk spent 20 year.; in radio. He is a 
regular contributor to Tuned In. 
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classified marketplace 

PROFESSIONAL CARDS 

AC 
PROGRA MMING 

All Adult Contemporary variants 
Lite • Hot Rock AC Oldies 

Music Logs & Format Implementations 

Affordable Prices For All Markets 

LA PALMA 
BROADCASTING 

714-778-6382 

PROFESSIONAL CARDS 

HAMMETT & EDISON, INC. 
CONSULTING ENGINEERS 

RADIO AND TELEVISION 

Box 280068 
San Francisco, CA 94128 

HE 
707/996-5200 
202/396-5200 D.C. 
707/996-5280 Fax 

Member AFCCE 

TRANSMITTERS 

TRANSCOM CORP. 
Serving the Broadcast Industry Since 1978 

Fine Used AM & FM Transmitters and Also New Equipment 

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

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

2.5 kW FM 1983 Harris FM2.5K 5 kW AM 1977 RCA BTA 5L 

3.5 kW FM 1987 Harris FM3.5K 5 kW AM 1979 Continental 315-F 

5 kW FM 1969 RCA BTF 5D 10 kW AM 1972 CCA AM 10.000D 

10 kW FM 1968 RCA BTF 10D 10 kW AM 1974 CSI T- 10-A 

10 kW FM 1971 Collins 830F-1B 25 kW AM 1982 CSI T-25-A 

20 kW FM 1974 Collins 831G2/Cont 50 kW AM 1978 Harris MW50C3 

816R2 (1100 KHZ) 

20 kW FM 1968 RCA BTF 20E 

.. 

1077 Rydal Road #101, Rydal PA 19046 

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

IF YOU WISH TO CONTACT OUR HOME PAGE, 

WE ARE AT WWW VOICENET.COM/-TRANSCOM 

IF YOU WISH TO E-MAIL US, WE ARE AT TRANSCOM@VOICENET.COM 
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ATTENTION ADVERTISERS! 

PROFESSIONAL CARDS 

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

OWL ENGINEERING, INC. 

"Member 
AECCE" 

1-800-797-1338 
I - mail: ()wiring Pea skypointrom 

tilt» W. County Road. F, St. Paul, MN 55112 • 612-631-13311 

PROMOTIONAL SERVICES 

NEED CASH NOW? 

l e  PROFESSIONAL GOLF FUND RAISERS 
610-488-0803 or fax 610-926-0984 

Raise it through a one day golf 
marathon complete with celebrities. Earn 

from $10,000 to $50,000 or more. 
NO UP-FRONT FEES! Hands on assistance, 
a touring golf pro on event day and it takes 
less than 60 days to be up and running. 
Stars from Baseball and Hockey also 

available. Proven and Profitable. 

Circle 190 On Reader Service Card 

HELP WANTED 

RADIO SALES MANAGEMENT. Meet challenge of 
Management with small New England group. 
Expansion has created two career opportunities. 
Seeking experienced people with initiative and 
imagination who are committed to "relationship 
sales". This could be your first step into manage-
ment. Fax resume to 

Northeast Broadcasting Co. at 603-668-6470. 

Gut Results With 
Your Classified Ad! 

Call Simone Mullins, 

Classified Ad Manager, to reserve 

advertising space in the next issue. 

Tel: 703-998-7600 

Fax: 703-998-2966 

UPCOMING DEADLINES 

Deadline for July '96 issue: June 7 

Deadline for August '96 issue: July 5 

Deadline for September '96 issue: August 5 

Deadline for October '96 issue: August 30 
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KHCS(FM) 
Palm Desert, Calif. 

facility 
spotlight 

Owner: Prairie Avenue Gospel Center 
Format: Inspirational 
President: Dan Pike 
General Manager/Chief Engineer: 
Glen Kippel 

K
HCS, Joy 92-FM, has been serving the Palm Springs-Palm Desert market since 
January 1993. As a non-commercial, lis-

tener-supported ministry, the facility had to be 
designed for maximum efficiency. General 
Manager/Chief Engineer Glen Kippel decreed 
that each piece of equipment either had to pro-
duce revenue or satisfy an FCC requirement. 
Central to this design philosophy, an Arrakis 

Digi-Link II digital programming system with 
an additional hard drive and input switchers 
keeps KHCS on the air 24 hours a day. The majority of the 
station's programming comes from four satellite networks, 
which are either aired directly or automatically saved to hard 
drive for later airing. The few programs that arrive on cassette 
and CD are dubbed to the hard drive from a Nakamichi cas-
sette deck or Technics CD player. 
Normal operation is totally automated, though it is possible to 

operate the system in manual or live-assist modes. For manual 
operation, sources may be selected from a Tascam MM-200 
mixer or Burk LX-1 switcher. The Burk LX-1 is also tied into the 
Burk ARC-16 remote control and TFT EBS generator/receiver to 
permit remote control of 1.7.13ti operations. Building security k 

also routed through the ARC-16. Furniture from Marco provides 
a convenient and attractive operator interface. 
Because KHCS operates with a staff of one, the facility had 

to be designed to be "bulletproof." With a solid-state QEI 600-
watt transmitter and up-to-date equipment, maintenance is 
minimal. Also, Best UPS at both the studio and transmitter 
sites keeps the station on the air even with power outages of 
up to two hours. 

Facility Spotlight offers a look at innovative radio facilities. 
Share your cutting edge with us. Contact Managing Editor 
Whittier Pinion at 703-998-7600. 
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Americalist 
Arrakis Systems 
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Specialized Communications 
Studio Technology 

Talk America 
Telos Systems 

Thompson Creative 
Transcom Corp. 

UPI 
Wheatstone 

reader 
service 

29 
3 
17 
22 
74 
86 
95 
53 
99 
93 
5 
136 
14 
91 
163 
217 
107 
12 

54 JUNE 1996 Tuned In 



MusicBoard is Amazing!, 
Information Systems for RBDS and the Internet 

4 

THE BERTLES, SHE LEWES YOLI 
.••• 

RDS radios show off your Musical Talent 

Your Internet Home Page goes "Live" as 
MusicBoard delivers artist and song title 
data to your Internet service provider. 

es Netscape REM 
File Edit View Go Bookmarks 

Location: http R_STAT 10 N.co ri 

What's New! I What's Cool! I 

Now Playing.. 
THE BERTLES, 
SHE LDPIE5 9011 
I MusicBoard [0-? 

: 

••• 
i..! 

Customers  give you money to display  their messages 
on LED signs via your RBDS signal 

Show Your Listeners 
Who's on the Air! 

Software and Display systems 
1638 153rd ave S.E. 
Bellevue, Wa. 98007 
206.641.9043 voice 
206.562.9566 fax 

I " J Is I • 
.11 I I 

-1 I / III, I la 
- I - la a . 

World Wide Web: 
http://www.rbds.com/rbds/ 

E-mail: 
smartradio@rbds corn 

MusicBoard LED signs become promotional tools!  

aellegeolie llePet 
Now Playing 

POLICE 
ALL ROCK & ROLL OLDIES MI 

RDS Billboards! 
ARROW 93 

KCBS in Los Angeles 
has four MusicBoard 

Interactive 
billboards. 
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D-500 

The D-500 Digital Audio Console' 

C /77 
1./.4) 

1WER 

7305 Performance Drive, Syracuse, NY. 13212 

(tel 315-452-5000/fax 315-452-0160) \/\/heatfLone Corporation 
Circle 12 On Reader Service Card 




