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S8 2= ° Setting the pace again, UPl's Morning
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advertisements, no affidavits to fill out
and no rules on what is or isn’t carried.

° You know what your air-time is worth,
Your Listeners ;7o

UPI1 is dual-anchored for the widest

appeal with music beds that "Hit the
Gates"” for easy production and more
O ve Sers carry-or-cover option minutes than any

other news show.



Audio
Consoles

Trestandout #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 Fvech $1,795
1200-10 Tench  $3495
1200-15 Fifteen ch $4,995

12000 Series Consoles  from $3,995

Digital
Workstations

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

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

Satellite
Automation
from $7,995

CD
Automation

Use for

Live On Air,
Automation,
Production,
News &
Scheduling

Digilink & Trak*Star

Workstations
from $7,995

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 studjo.

Desk*Star studio
furniture from $995

Modulux studio
furniture systems

Arrakis,
your complete solution...

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

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

Sony Worldwide Networks

Manhattan, New York
: arrakis
S W ST E WV = [ B o I an=g
_ (303) e

in some areas (970} 224-2248
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Presenting the single best way
to attract new cume to your Urban radio station:

“Willie D’s Reality Check”

Willie D, platinum recording artist and #1-
rated radio talk show host in his top-10
market*, can increase your station’s cume
and give you a community-focused image.
“Reality Check” is the hottest talk show
available for Urban stations today. Willie's
“let’s be real” attitude breaks out in each
show, tackling head-on the issues that face
the community—you will be proud to air this
program on your station.

Willie’s success as an international recording
artist has positioned him to have a major
influence on what people today listen to and
think. His popularity cuts through age,
gender,and racial lines. His dynamic on-air
chemistry has created a successful show
that is now available nationally on a barter
basis, airing 9 to 11 p.m. Eastern Sunday
through Thursday, allowing for music-
intensive Friday and Saturday nights.

“Source: Arbitron Spring 1997 Ratings Book, Houston Metro, M-F 7p-mid, Adults 18-49 and 25-54
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Time Spent Listening
There are no limits

Intellectually Speaking:
The Bottom Line on Intellectual Property
Frank Montero and Cynthia Greer say get a grip on it all

online.radio
Kim Komando munches on a bunch of cookies

solidation Under the Microscope:

 City is buzzing with consolidation fever, says Tom Linafelt

aigement Journal
are the key marketing issues prevalent in today’s world of
idation? Vincent M. Ditingo has the answers

Bottom Line
Montero asks: How are independent AM stations
ting in the age of consolidation?

Tuned InWith ... Gary Fries
The RAB President and CEO chats with Lucia Cobo

The Quote Board

How are managers maintaining localism in this age of
syndicated programming?

The Fly Jock is Soaring

Tom Joyner is on terra firma and talking to Bob Rusk

Famous Last Words

Casey Kasem says it’s the hook and more that makes a hit record

Cover illustration: Vicky Baron
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SUCCESSFUL RADIO IS ALL ABOUT
Hitting the right buttons

Playing the music that captures market share
Filling a niche

MR

NEW ROCK

Targeted to the 18 to 44 demographic,
with a core of 18 to 34 year olds

and skewing 55% male, this format

focuses on the best of alternative

music and artists of the 80's and 90's.

Core artists include R.E.M., SUBLIME,
ER K
SMASHING PUMPKINS, PEARL JAM,
STONE TEMPLE PILOTS, LIVE and NO
DOUBT. This format has proven to be
a ratings magnet with an extremely
loyal, well-educated young audience

that has and spends money!

[N

GO COUNTRY!
Modern country at its best! Targeted
to the 18 to 49 year old, with a core
of 25 to 44, this format features
today's top country artists, current
hits by proven core artists and future
superstars. Gore artists include

GARTH BROOKS. REBA MGENTIRE,

ROOK N E IT,
ALABAMA, ALAN JACKSON, PATTY

LOVELESS and VINCE GILL. With just
enough spice, and a few old favorites,
this format can capture shares in

any market!
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HOT AC ,

The perfect format for building

at-work listening! With a core of
today's hottest AG artists, this is a hit
driven music format that delivers a
female skewing audience of 18 to 49
year olds. Core artists include ROD

STEWART, PHIL COLLINS, MARIAH CAREY,

IN B T
RNEY, CELINE DION, HOQTIE E
BLOWFISH N JOHN AL
With Radio One's HOT AC your station
will have a fresh uptempo sound that

attracts the young, active aduit your

advenrtisers want to reach!

And you will hit all the right buttons with Radio One Networks' SATELLIVE™ state-of-the-art digital automation system.
Satellite music programming comes to life with this unique system — designed to accept Radio One's dual digital satellite
feed, react to the network's specific commands and deliver a fully localized hands-free programming stream. With
complete digital stereo production capabilities, and full live assist for local shows, the system also interfaces with all

traffic systems to allow easy scheduling of commercials and events. Designed with the future in mind, SATELLIVE offers f
a solid industry-standard platform for years of expansion and future capabilities!

For more information on the music format that hits your hot button and Radio One's unique SATELLIVE delivery

system, call us today!

RADIO - ONE

N E T W @Rk S

v
800-746-2141

P.0. Box 5559 < Avon, Colorado 81620



Alan R. Peterson

No Limits

¥ m a dreamer. 1 never see limits. 1 never accept what is; instead, I push for what
could be. Ask anyone who knows me. I drive them all crazy.
I'm never satisfied. I want to know it all, and I'm always hopeful I will. When I
was a kid, I would AM DX with my litde transistor radio until T hit a far-away station. I
would always be disappointed, though, if the far-away station turned out to be too close
to home.

Somehow, it was the distance between my home and the station that nuattered, not
what kind of music was being played or the speed of the DJ's patter. From my home on
Long Island, I could do WWVA(AM) in Wheeling, W. Va. standing on my head.
CKLW(AM) in Windsor, Ont.? Now, that took more moxie, but the results were infinitely
more satisfying.

Satisfaction. That's what it's all about. Just ask the folks at radio stations who toil over
their next cool promotion, sizzling image campaign and eye-catching logo. Their mission
is to make magic that benefits their stations. The trick for their bosses is holding on to
their intellectual property. How do they do it? Frank Montero, our regular finance colum-
nist (7he Bottom Line, in this issue), and his colleague Cynthia Greer have the answers,
and you don't have to turn very far to get them — just to page 8.

You want answers? We have them. How do you keep a lock on your privacy when
you're surfing the 'net? Join Kim Komando for dessert as she munches a bunch on the
issue of cookies (no, not the edible kind). What's happening radio-wise in Kansas City?
No, not that one — well, yes, that one and the other one, too. Tom Linafelt, a reporter
with The Kansas City Business Journal, knows, and he tells all starting on page 14.

Countdown King Casey Kasem has a few Famous Last Words for you this month
about picking hits. Doing what you do day in and day out, it's easy sometimes to forget
the basics. Casey counts the basics down on page 38.

Bob Rusk’s chat with Tom Joyner, The Tuned In Quote Board, Vincent M. Ditingo’s
Management Journal, and Lucia Cobo's one-on-one with RAB President and CEO Gary
Fries round out this issue, which tackles a few of the most bandied-about topics in the
current radio age, including consolidation.

What is on your mind? Let me know by contacting me at the various addresses listed
below. There are no limits. I'm interested in everything you have to say. I want to know
itall. v
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Inovonics
continues to meet the
everyday needs of
broadcasters the world over
with sensible, top-quality
audio-broadcasting products
at down-to-earth prices.

e,
Audio Processing and Air-Chai
A broad range of great-sounding processors for every

i AM, FM, TV and Short-wave need. From our time-

b honored, programmable 5-band to a very basic multi- £

purpose unit, feedforward-PWM technology yields a

strong, clean sound that won't wear-out your listeners.

: .{ The legendary “DAVID-II" FM Processor/Generator

persists in surprising users with its major-market

¥ 4 performance at a budget price. Both the “DAVID-II”

and our basic FM Stereo-Gen-only utilize digital
synthesis for unassailable specs.

Instrumentation, Radiodata, Etc.
Inovonics’ full-featured, off air FM Mod-Monitor gives

accurate total-mod, pilot and program audio readings; a
companion unit measures SCA and high-speed data
subcarriers.

And our FM “Relay Receiver” is sensitive, selective and,
most of all, professional. It’s ideal for FM translator and
other demanding off-air pickup applications.

A selection of RDS/RBDS products includes an easy-
to-use PROM-based Encoder, and a “dirt cheap” Mini-
Encoder that fits any station’s budget. A professional
Decoder-Reader works with any mod-monitor to

qualify and display all data groups.

Inovonics, Inc ®
1305 Fair Avenue * Santa Cruz, CA 95060
Tel: (408) 458-0552 « Fax: (408) 458-0554
www.inovon.com
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magine it is a gloriously perfect world. Your station has
been number one in your market 25 books running.
Awards are seemingly left on your doorstep each morn-
ing. Every remote you do attracts capacity crowds. The
competition has all but given up.

There is no stopping your station. Your carefully designed
image package that got you to the
top is just about everywhere —
on car bumpers, T-shirts at
the beach, the brims of
baseball caps. in newspa-
per ads and television
commercials. Then, one
day, vyour carefully
designed image package
shows up on your competi-
tor’s station.

It’s not inconceivable. The
competition is fierce and some
stations will do just about any-
thing under certain circumstances.

Will you be prepared to act
when your intellectual property
is under attack?

Fuel

From sign-on to sign-off, your
station is fueled by its intellectual
property, which should be protected
either through rrademarks or copyrights.
Your station identity or moniker is a rademark.
Your station call letters may function as a trade-
mark. The music played on your siation is copy-
righted. Your morning-drive show is copyrightable. Even
that hot promotional gimmick you use to boost your weekend
lineup may qualify for both trademark and copyright protec-
tion.

Let's take a look at these schemes one at a time. Though
lawyers will give you a somewhat dry definition of a trade-
mark as any word, slogan, symbol ar device that is used to

Ily

tify your station and assures them that they will receive the level
of quality programming they have come to associate with it.

A copyright is different than a trademark. It protects the way
an original idea is expressed. A copyright is created when an
idea is memorialized in some tangible way, such as in record-
ings, books, pictures, movies and videos. The programs your

station produces and the contests it runs are likely to be
copyrightable material as well.

Both trademarks and copyrights are impor-

tant for radio broadcasters

because a single “work,”

such as a radio program,

may be protected under

both trademark and copy-

right laws. For example, if

vou air a show called

“Screaming Oldies,” you

would protect the
name “Screaming
Oldies”  through

trademark law and
protect the content
of each “Screaming
Oldies” show
through copyright
law.

Protecting valuakile

assets
Your first step in pro-

tecting a trademark is

obtaining a comprehensive

trademark search and legal analysis. Do

not assume that just because you came up with

a clever catch phrase or a neat-looking logo that you were the
first.

Without a proper trademark search and analysis, you may
later discover that you have spent significant development
and advertising dollars for a trademark that is not yours.

Be careful. Trademark analysis should not be left to your

Frank Montero and Cynthia
Do you have a grip on what is

distinguish one product from another, it is really not as dry as
that. A trademark can be virtually anything you use to distin-
guish your station from the competition — a logo or a certain
phrase, perhaps. It can also be a certain sound.

A trademark does some important things. It helps listeners iden-
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advertising people or a station staff member because there are
nuances to trademark law that can be easily overlooked. For
instance, a registration in one language can bar the registra-
tion in another, even if it requires a translator to understand
the connection.



Your second step in protecting a trade-
mark should be to apply for registration
in the U.S. Patent and Trademark Office.
Although you may acquire a “common
law” trademark right just by using it, a
federal registration provides significant
advantages should you need to take
action aguinst an infringing competitor.
A registration creates the presumption
that you, and not your competitor, are
the owner of an idea and, furthermore,
that your trademark is valid and
enforceable. Immediately, your competi-
tor is put on the defensive.

Without a registration. your competitor
may be more successful in arguing that
he, and not you, created a trademark
and that, in fact. vou are the imitator.
Without a registration, your competitor
may convincingly argue that your idea is
not even worthy of trademark protec-
tion. In short, without a registration, you
may spend time arguing that you have a

reer ask:

nﬁtom

Qe Ife

roper

itual

material should also be registered, espe-
cially your in-house program produc-
tion. Your hot programs. novel contests
and promotional campaigns should be
registered so that you will have clear
authority to demand that another station
“cease and desist” if you discover it air-
ing an all-too-familiar program. contest
or campaign.

Copyrights are regis-
tered through the
Copyright Office of
the Library of
Congress.

A copyright registra-
tion allows you to collect
statutory damages and attorney’s
fees in a court action. Without it,
you face the burden of proving mone-
tary damages for infringement and you
may not recover your legal expenses.

Be sure that all intellectual property is
registered in your companyv name. If

rightfully yours?

claim instead of forcing your competitor
1o spend all his time and money defend-
ing his conduct.

Your protection scheme should not be
limited to trademarks. Copyrightable

your morning show host comes up with
a hit show, that product should be safe-
guarded as property of your station. Do
not assume that all work created by an
employee automatically belongs ta you.

Carefully drafted employment contracts
are the only way to protect against this.
You do not want your morning show
host to use your station as a testing
ground for new material and take the
material with hiin or her to a competi-
tor.

Using the Web

The rules for protecting your station’s
intellectual property assets forever
changed the day the Internet allowed
stations 1o webcast their audio signals.
But look before you leap! Long before
your station signs onto the Internet, you
must form a strategy for protecting your
intellectual property rights. Important
copyright issues must be determined
during the development of your station’s
Web site. For example, say your site is
developed by an independent contrac-
tor. The copyright on the site belongs to
him absent a propetly written “work for
hire” agreement. Without such an agree-
ment, the Web site developer could later
sell the template for your site to your
cross-town competitor.

Web surfers use your Internet domain
name to find and remember your station.
Find out right away whether the name you
wish to use (perhaps incorporating your
station call sign. frequency or slogan) is
available. This is usually done through
InterNIC Chttp://www.internic.net), the
independent organization that assigns
domain names.

Believe it or not, there are crafty entre-
preneurs who have taken it upon them-
selves 1o register popular trademarks as
domain names and sell the domain
names back to the trademark owners.
This has led to disputes. At present.

the InterNIC Domain Name
Dispute Resolution Policy
requires a protesting party to

produce a federal trade-

mark registration, which
may take over a vear to obtain, in order
to assert superior domain name rights
over a “cybersquatter.” This policy
makes registering your trademark all the
more important if you are considering a
domain name that incorporates a station
trademark.

Before you begin webcasting, all the
agreements that cover vour station's right
1o use its broadcast content should be
reviewed to determine if “webcasting” is
covered in them or whether your station
will need to negotiate other license
agreements from program suppliers.
Frequently, these license agreements

»
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only provide stations with the right 10
broadcast material over their main broad-
cast facilities. ASCAP, the Associated
Press and other organizations already
have separate licensing agreements that
must be signed before your station can
use certain material on its Web site.

Although the Internet may be a great
promotional vehicle for your station,
and we don’'t want to discourage you,
broadcasters should use an abundance
of caution before placing anything on
their sites. Do not let your resident com-
puter guru operate unsupervised.
Remember that placing your station on
the Internet changes the rules of pres-
ence: you are no longer a local operator
but rather one who pushes programs on
a national and international basis. If you
have not secured rights to material
placed on your station site, your use of
it may be a red flag to a broadcaster
across the country who owns the legal
rights to the catchy phrases and logos
you thought were your own. This global
presence places a great importance on
registering, protecting and enforcing all
intellectual property rights.

Intellectual proserty selection

When selecting vour station intellectu-
al property, keep in mind that originali-
ty is key and at the very foundation of
your uability to protect and enforce your
rights. Clearly, the ideal approach to the
creation of your station identity is to
develop an original one rather than use
one of the many “standard” monikers
available like Power, Kiss, or Hot Hits.
While the stancdard monikers have the
advantage of a wide array of peripheral
support material (like jingle packages
and bumper stickers), they are not only
difficult to protect but lack the distinc-
tive quality that will separate your
Power station from the other Power sta-
tions across the country. The use of 1
single distinctive identity will become
more important as owners seek to iden-
tify their stations under a single trade-
mark, much like television networks.
Similarly, the in-house develapment of
programming will allow station owners
to easily protect and enforce their rights.

However, complete original develop-
ment is not practical for most radio
stations. Most stations cannot be
advertising agencies, production com-
panies and radio broadcasters all at
once. Pick and choose what can be
developed internally and obtain a
license to use any other materials your
promotional needs may require. But

10 |Novemser 1997 RULTT R

beware — licensing has its own traps.

The secret to licensing is knowing
when to ask the right questions and
carefully reading license agreements.
You should know what standards an
owner uses to license his or her proper-
ty. How does he own what he intends
to license to you? Have his rights been
registered? Has anyone ever challenged
his rights? Will he license to other sta-
tions in your market? What if you own
stations in a number of markets? Will
you have a “right of first refusal” for that
material in other markets?

Be an educated business person.
Carefully read license agreements so
you know the causes for possible termi-
nation. You don't want the owner to be
able to simply terminate a license if he
gets a better offer.

If your station does create any of its
own intellectual property, you may wish
to consider licensing it for use by other
stations. Licensing is a lucrative business
in other industries and is becoming a
major industry segment in radio.
Anything from station monikers and
programming to contests and promos
can be licensed. Licensing is another
potential stream of revenue for a station
that can help finance the development
of other money-making ideas.

Radio broadcasting has entered a new

phase. With increased capital and
sophistication in many markets, large
group owners are slugging it out to put
and keep their stations on top.
Meanwhile, smaller independent owners
have to find ways to distinguish their
programming and stand out from the
crowd. This competition has led to a
greater emphasis on innovative program-
ming, aggressive contests and ad cam-
paigns, as well as a constant rethinking
of market strategy.

More than ever, stations are experi-
menting with new call signs, slogans,
logos and formats, in an effort to out-
flank the competition. The concepts and
ideas that accompany these promotional
strategies are the building blocks of a
successful station. To ensure success,
broadcasters must place greater impor-
tance on finding ways to safeguard their
intellectual property. v

Frank Montero is a partner, and
Cynthia Greer is an intellectual property
attorney, with the Washington-based law
Sfirm Fisher Wayland Cooper Leader and
Zaragoza. L.L P. Montero writes the
Tuned In finance column. The Bottom
Line. Reach bhim at (202) 775-5662 and
Sfmontero@fuciz.com

Greer can be reached at (202) 862-
3768 and cgreer@ficclz.com

Intellectually Speaking: The Glossary

© Copyright symbol. This should appear on
copyrightiable work and should be followed by
the owner's name and the year of copyright.
The copyright symbol should be used whether
or not a work has been registered witn the
Copyright Office of the Library of Congress.

® Registered trademark symbol. This is 10
be used cnly after a trademark las been regis
tered witl the U.S. Patent & Trademark Office.

™ Trademark symbol. This should be placed
after all station trademarks prior o registration
with the U1S. Patent & Trademark Office. This
gives notice 10 everyone that ownership rights
are being claimed in trademarks.

Arbitrary trademark. This is one of the best
types of trademarks a station can select
because it is casily protected. Arbitrary trade-
marks are existing words that have no rela
tionship 10 the goods or senvices they identify
(for instance, Apple for computers).

Copyright. A copyright provides protection
for the original expression of an idea such as
in a book. screenplay, movie or video.

Fanciful trademark. This is the best type of
trademark a station can select because it is
granted the broadest protection possible. This
trademark is a made-up word that has no
meaning other than its trademark significance

(for instance, Kodak for cameras)

Generic words. Gererc words cannot function
as a trademark because they are the common
words for the goods they identify (for instance,
The Computer for a brand of computers).

Intellectual property. This is the broad cat
egory for a number of legal disciplines
including trademark. copyright and unfair
conmipetition.

Product. A product can be anything from a
houschold cleaner to a station morning show.
It is what a trademark dentifies

Trademark. A trademark is any word, slo-
gan. symbol or device used to distinguish one
product from another in the markeiplace
Trademarks don't have to be a traditional
word or logo, so when selecting a station
trademark, be creative! Shapes. sounds and
even smells can function as trademarks.

Trademark search. A trademark search is
usually completed by a trademark atorney or
an independent trademark search firm.
Trademark searches are highly advisable prior
10 a new product launcn

Webcasting. The act of providing on the
Internet the signal fram a station

— Frank Montero and Cynthia Greer
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magine that whenever you go to the

supermarket, a computer keeps

track of everything you do. It knows

the aisles you pushed vour cart
through, the items you picked up and
the items you returned to the shelf. You
have no idea that this covent collection
of data took place until you see the
results the next time you visit this partic-
ular market.

Then, instead of finding organized
aisles, there is one aisle that contains
only the items you want. The market
claims it offers shoppers timesaving con-
venience but simultaneously uses the
information it collected about you to sell
in-store advertising.

Sounds a little Orwellian, doesn't it?
Welcome to the Internet, where hun-
dreds of big-name Web sites collect user
traffic and preference data, often unbe-
knownst to users who might not want
this to happen if they were aware of it.

Trails

As station hosts and producers use the
Internet to search for plain news or
downright dirt, they actually may leave a
trail of where they have been. This
information, if gathered and exploited
by the wrong hands or a competitor, can
put a station’s privacy in jeopardy.

Much of the privacy issue boils down
to information contained on station com-
puter hard disks. specifically “cookie”
files. Inside these files lies information
about a visitor — information that allows
a Web site to recognize that person
when he or she visits again. Let me
explain.

Say one of vour station’s producers
goes to u site that allows visitors to per-
sonalize the site using preferences. such
as favorite news categories. These pref-
erences are stored in a cookie file that is
located on the computer. Next time the
producer visits the site, the site secretly
pecks in the cookie file on the hard dri-
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Kim Komando

Are Cookies
ood for You?

ve to see who he or she is and then cus-
tomizes the site to match preferences.

At many sites, cookie files simply track
user traffic and wusage patterns.
WebTrends, for example, is one program
that saves cookie files to visitors’ hard
drives to generate site statistics. In this
way, a site knows where users come
from, what they look at, how long they
view a particular page, links clicked, and
more. Statistics on Web sites (including
your station's site) are needed to sell
advertising.

Innovative marketing firms have
changed the face of cookies. Rather than
storing site specific information in a
cookie file, 4 unique number that identi-
fies the user is saved instead. When a
user visits a site that knows to look for
this unique number, a profile of the user
can be generated that is based on the
browsing habits of the individual.

Because the site needs to be aware of
the unique number stored in the cookie
file, all browsing cannot be tracked. But
for those sites that do know, on-line
advertising can be modified on the fly to
show people advertisements more
geared to their interests. DoubleClick is
one compuny that supposedly has more
than 10 million user profiles based on
this use of cookies.

Cookies cannot divulge e-muil address-
es to a site. but they can contain the
user ID and passwaord to a site. Cookies
will not scan a hard drive and report
results back to a site. [lowever, comput-
er hackers have broken holes through
the security of older Web browsers. If
vou are not using the current version of
yvour Internet browser, you ought to.
Drop by the browser publisher home
page tor the latest release information.

Privacy

While cookies offer convenience for
users and research for Web sites, the sur-
repiitious gathering of information irks

privacy advocates and for good reason.
It is possible for a Web site to read an
entire cookie file collection without a
person’s knowledge. Furthermore, peo-
ple have to trust that Web sites that col-
lect personal and usage information will
not exploit the database that can he cas-
ily generated. Unfortunately, there is no
Internet central authority that controls
the potential abuse of user information.

Netscape stores cookies in the
cookie.txt file located in the Netscape
folder on a hard drive. Microsoft Internet
Explorer users will find their cookies
within the cookics folder located in their
Windows directory.

You can open i cookie file using any
text cditor, although it's pretty tough to
decipher the scries of number and char-
acter codes.

Radio stations need to be proactive. Set
up your Web browser to warn vou
before accepting any cookies. Users of
Microsoft Internet Explorer 3.0 or higher
can uctivate cookie warning messages
by selecting Options and then Advanced
from the View pull-down menu.
Netscape Navigator 3.0 or higher uscrs
can set up cookie alerts by selecting
Options, Network Preferences, and then
the Protocol tab.

It is important to note that you can
only set cookie warnings and not totally
disable cookie files from landing on
your computer. Activate the warnings
and guaranteed, you’ll quickly grow
tired of clicking on the warning dialogue
box time and time again.

If you like, you can handle cookies as
I do. I simply delete the Netscape cook-
ie file or Internet Explorer cookie folder
and start with a clean slate. The down-
side to this is that if you hit a site that
calls for preferences or passwords, you
will need to re-create them.

Don’t worry about ruining vour
Internet software configuration when
deleting cookie files. You'll get the cook-
ie file or folder back again, without am
action on your side. The browser re-cre-
ates it for you when vou visit a site that
sends cookies. But by deleting the cook-
ies on vour computer. at the very least, a
site won't be able 10 get information
without vour knowledge. v

copyright 1997, The Konmdando Corp.
All rights reserved. Kim Komando is a
lalk radio host. TV host, Los Angeles
Times-syndicated columiist  aid

Jounder of the Komputer Klinic on

America Online (keyvicord KOMANDO).
ler Webh can he found at
bttp://iweww.konieindo.com

Send e-mail to Rintk@komendo.com

site




FREE Subscription/Renewal Card

1 would like to receive or continue receiving

Tuned 1nFREE each month. [ Y23 [INo

| am currently a subscriber to Tuned In [J Yes U No
II Signature Date
Please print and inciude all information:
B Name
Title S
Company/Station _
Address
City State ZIP
aTypeol Firm (check one) [0 E. Network/group owner
0 A. Combo AM/FM stations 0 F. Consultantiind engineer
[0 B. Commercial AM station [0 G. Radio station svcs. provider
O C. Commercial FM station 0 H. Equip. Mfg /distributor/dealer
O D. Educational AM/FM station O 1. Other -
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[0 B. General Management O G. Promotion
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November 1997 Issue Use Until February 1998
For more FREE information on an advertisement or
article in this issue, circle the number below that
corresponds with the number under each ad or article.
Then fill out the rest of the card and mail it in. We will
take care of postage. For faster service, fax card to
(703) 820-3310. Thank you for reading Tuned in!

Phone # _

Fax #__

E-mail #

Fax Card to 703-820-3310

001 021 041 061 081 101 121 141 161 181
002 022 042 062 082 102 122 142 162 182
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006 026 046 066 086 106 126 146 166 186
007 027 047 067 087 107 127 147 167 187
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016 036 056 076 096 116 136 156 176 196
017 037 057 077 087 117 137 157 177 197
018 038 058 078 098 118 138 158 178 198
019 033 059 079 099 119 139 159 179 199
020 040 060 080 100 120 140 160 180 200
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Dance to the music!

: t 12:01 a.m. on Friday, Sept. 19, 23-year-old Kansas City station

Kansas KYYS(FM) was sold. The on-air staff had been fired the night
before and the format was changed from classic rock to

0 0 modern adult-contemporary. About 12 hours later the new owner,
Clty ls nO American Radio Systems Corp., announced it would itself be
bought for $2.6 billion by Westinghouse Electric Corp., owner of
Stran er tO the CBS Station Group and the CBS television network. While the
g KYYS transaction caused an uproar among listeners, many of
whom were baby boomers that “KY” had introduced to rock ‘n’

radlo Con_ roll, the sale was but a sign of the times,
The frenzied consolidation of radio stations spurred by the
Telecommunications Act of 1996 is apparent in Kansas City, the

SOlldatlon nation’s 27th-largest radio market. Three of the largest radio ‘

groups own nine of the 10 highest-rated stations and 15 of the 36

fever, Says stations in the market.

“I buy radio in a lot of markets, and all of them are going

through consolidation,” says 37-year-old Perry Beal, vice president

Tom of Light & Associates, an $18.5 million media buying service, “but
I haven't seen the fury like we have in Kansas City.”

A f l In addition to the rash of corporate transactions, the Kansas City

Llna e t market — long used by national advertisers to test products and

promotional campaigns because of the city’s mid-American sensi-
bilities — got its first “shock” air personality in March when alter-
native rock station KISF(FM) (now KCCX-FM) began simulcasting
Erich “Mancow” Muller's morning show from Chicago station
WRCX(FM).

But corporate transactions have dominated headlines as Kansas
City stations and their ownership groups have the heads of indus-
try personnel, advertisers and listeners spinning. At stake is the $70
million analysts estimate will be spent on Kansas City radio advertis-
ing in 1997. The Kansas City radio market includes a population of
1.36 million people living in Kansas City, Mo. and Kansas City, Kan.
Kansas City is more competitive than similar markets, according to

14 NOVEMBER 1997 Tuned In



BIA Research, a Chantilly, Va.-based consulting firm. Kansas City’s advertising revenue per share is $725,000, compared to a
peer-group average of about $867,000. While Arbitron ranks Kansas City as the 27th-largest market by population, BIA ranks it
30th by radio advertising revenue.

Consolidation is proceeding in Kansas City at a frenzied pace. For example, CBS acquired four area stations with a total of
$19.4 million in annual revenue from Boston-based American Radio Systems in a
transaction expected to close next spring. Bala Cynwyd, Pa.-based
Entertainment Communications, commonly known as Entercom, acquired
six stations with an estimated $22.75 million in annual revenue in
January. And Baltimore-based Sinclair Communications Inc. will own
four stations with annual revenue of $17.4 million after a deal with

News Corp. closes in early 1998.

Observers disagree on haw all of this consolidation will affect commu-
nity service and advertising rates.

“The community will suffer,” says Michael Carter, co-owner with his
grandmother of urban station KPRS(FM), the number one-rated station
in the market in the Summer '97 Arbitron ratings. Carter is the only
independent, local owner;operator in the top 15 area stations ranked in
the Summer '97 Arbitrons. But Sinclair market manager Bill Newman
points out that most of the newly acquired stations weren't locally
owned in the first place, and that American, Entercom and Sinclair have
hired general managers with local experience to operate their stations.

“It isn’t like they’'ve brought in a bunch of New Yorkers to fire every-
one and make sweeping changes,” says Newman. “Radio is very per-
sonal, and it’s important to reflect the community. That’s good business
sense.”

Deals du jour

And business is the name of the game. There has been a lot more
activity of late.

As part of the KYYS deal, CBS picked up three other Kansas City sta-
tions owned by American Radio Systems — country stations KFKF-FM,
KBEQ-FM and KOWW(AM). American Radio Systems in June acquired
three Kansas City market-leading stations when it traded six Dayton,
Ohio-based stations to Covington, Ky.-based Jacor Communications Inc.

In that transaction, American acquired top-40 KMXV(FM), country giant
WDAF(AM), and adult contemporary KUDL(FM). American subsequently

Tuned In NOVEMBER 1997 15




The Short/cut Editor is your
next tape recorder, edit block
and digital delivery system.

It’s Un-Reel.

So is our free test drive offer.

Discover for yourself why
the Shortcut Personal Audio
Editor is the perfect replace-
ment for generations of
reel-to-reel tape recorders.

It delivers massive hard disk
storage, provides true cut and
paste waveform editing, and
makes low-cost copies to the
popular ZIP drive* It even has
built-in speakers.

Shortcut is powertul enough

for production, yet easy enough

o
for fast on-air editing. All this

Attention call
letter stations**

N

in one compact, Dwriwve i You're only a
portable and sexy unit. ) phone call away
If you've got a lot to do, ’ 4 froma free
. / 10-day Test Drive
and not enough time to So try it out

do it in, it’s time for a Shortcut.

So here’s our offer. Take it out
for a test drive on our nickel.
We're that sure that after you
test drive it, you'll want to
park it at your place.

We'll understand if
you don't give it back.

(818) 991-0360

PROFESSIONAL DIGITAL AUDIO

For more information call (818) 991- 0360 / Fax (818) 991-1360 / www.360systems.com

*Qptional accessory.
**QOffer good in U.S. and Canada only.



sold WDAF and KUDL to Entercom in a
transaction that was expected to close in
November.

In a January trade/cash deal. Entercom
hought four Kansas City market-leading
stations for $5 million. The company
traded Houston-based oldies station
KLDE(FM) to Salt Lake City-based
Bonneville International Corp. in return
for Kansas City news/talkers KMBZ(AM)
and KCMO(AM). oldies station KCMO-
FM and adult contemporary station
KLTH(EM).

To operate the stations, Entercom
hired Bob Zuroweste, a former Kansuas
City-bused senior vice president of the
Radio Advertising Bureau who worked
as a general manager of adult contem-
porary KUDL(FM) trom 1984 to 1993.
Zuroweste savs Entercom is in Kansas

City for the long haul. "From everything
I've seen. (Entercom’s) intention is to
grow this market as strong as they can,”
he notes.

The Jacor-American-CBS-Entercom
deals were rivaled in size and complexi-
tv by transactions that saw five stations
move from Dallas-based Herituge Media
Corp. to Rupert Murdoch’s News Corp.
to Baltimore-based Sinclair Broadcast
Group.

Heritage, with six TV stations and 24
radio stations, was bought by Rupert
Murdoch’s News Corp. in a deal that
closed in August. Subsequently, News
Corp. sold Heritage's radio stations to
Sinclair for $630 million in a deal
expected 1o close in early 1998.

When News Corp. acquired Heritage

-

Kansas City

Radio Market Overview
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looking for a
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. on the street.
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1995 Est. Arbitron 12+

Station Freq. Format Rev.in Owner Summer '97
$ Mit.
KPRS-FM 103.3 Urban 4.0 Mildred Carter 8.6
KMXV-FM 933 CHR 3.7 American Radio Systems 8.2
WDAF(AM) 610 Country 52 Entercom 65 |
KCMO-FM 949 Oildies 3.2 Entercom 6.5
KCFX-FM 101.1  '70s Oldies 9.4 Sinclair 6.3
KFKF-FM 941  Country 6.7 American Radio Systems 6.1
KMBZ(AM) 980 News/Talk/ 4.15 Entercom 6.1
Sports
KBEQ-FM 104.3 Country 52 American Radio Systems 6.0
KQRC-FM 989 AOR 3.7 Sinclair 51
KCIY-FM 106.5 NAC 26 Sinclair 4.5
KUDL-FM 98.1 Lite AC 3.8 Entercom 45
KLTH-FM  99.7 Lite Rock 29 Entercom 347
KCMO(AM) 810 Talk 1.75 Entercom 34
KXTR-FM  96.5 Classical 1.7 Sinclair 3.0
KYYS-FM 102.1 AOR 3.8 American Radio Systems 3.0 ‘l‘
KCCX-FM*107.3 Alternative 1.6 Syndicated Comm. 1.6 .
KFEZ(AM) 1340 News/Talk 400 Innovative Broadcasting 1.5
KPRT(AM) 1590 Gospel 450 Mildred Carter 12 §
KCTE(AM) 1510 Sports 500 Metropolitan Radio Group1.0+ &
KLZR-FM 1059 Modern Rock.500 Lawrence Broadcasters 1.0 :
[

* Station changed call letters in July 1997

+ Station’s audience estimates adjusted for actual broadcast schedule

Stations are ranked in order of Arbitron Summer '97 12+ ratings. Copyright 1997
/~7/\  The Arbitron Company. May not be quoted or reproduced without the prior written

-~

permission of Arbitron. Other information provided by BIA Research through its
MasterAccess Radio Analyzer Database software.

o

Chiis Maduf

GM, WKOK
' Cleveland, OH
»

961-622-0058
561-622-4708 FAX

{1 BOOMBOX

CORTORATION

KT Noveveen 1907 17

¥ World's Largest Remote
Broadcast Booth!

CALL OR FAX FOR MORE INFORMATION!




in August, the company announced it would sell five
Heritage-owned Kansas City stations to Sinclair. Those stations
include classic rocker KCFX(FM), KQRC-FM, smooth jazz sta-
tion KCIY(FM), classical KXTR(FM) and Radio Aahs station
KCAZ(AM). KCFX and KQRC are Kansas City’s top two rock
stations that control a significant portion of the estimated $12
million to $15 million spent on local rock radio advertising.

“The Rock (KQRC) breaks new music and targets 18- to 49-
year-olds,” says Sinclair's Newman, “The Fox (KCFX) targets
25- 10 3+4-veur-olds by playing the classic rock of the "70s and
featuring the (Kansas City) Chiefs. We enjoy cross-promotions
and other synergies by owning the market's two leading rock
stations.”

The community of alternative rock stations got stronger in
October when University of Kansas alternative rocker (and
morning jazz) station KJHK(FM) installed a new transmitter
and erected a new untenna, increasing the station signal from
300 watts 10 3.500 watts. The upgrade allows listeners in the
Kansas City metro arca 1o hear the station for the first time.
Lawrence is about 30 miles southwest of Kansas City.

KJHK isn't the only station to make a change in this market.
News/talk CNN affiliate KNHN(AM) and easy listening station
KFEZ(AM) exchanged positions on the dial earlier this year.
Local operator Bill Johnson savs the switch will increase the
KNHN signal from 1,000 to 5,000 watts, and will make it easi-

CLASSIC

Hank Williams, Sr.
Merle Haggard

CURRENT

LeAnn Rimes
Mindy McCready
Alan Jackson
Bryan White
Faith Hill
Deana Carter
Tim McGraw
Trace Adkins

Tammy Wynette
Patsy Cline
Johnny Cash
George Jones
Tom T. Hall
Willie Nelson

X

¥ :
A 50/50 blend of today’s currents

and yesterday’s classics.
1-800-680-2261
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er to simulcast KFEZ to the stations he owns in rural Missouri,
arcas not previously served by easy listening.

The Mancow arrives

With the rash of corporate transactions taking place in this
areq, it is easy to forget about other radio-oricnted events tak-
ing place. It is not easv to torget, however, that Kansas Citians
got their first sampling of “shock” radio in March, when KISF
began simulcasting Erich “Mancow” Muller's morning radio
show.

For Muller, a Kansas City native, the move was a return to
area radio. His show is battling his one-time boss Rundy Miller
of country station KBEQ-FM for voung male listeners.
Whether Muller's brand of “shock” humor will flv in a mid-
sized, Midwestern market remains to be seen, however.

“If it works in Chicago, it can work here,” says KCCX gener-
al manager Bob Gould of Muller's show. Muller has claimed
success in shutting Howard Stern out of Chicago, where Fall
'06 Arbitron ratings put Muller first and Stern third.

Local essence
Despite the incidence of mulimillion dollar radio groups
continued on page 36 =

%classmal survive
e bottom line?

he loss of the classic rock sound from KYYS isn't
I the only change that sparked negative reaction
from Kansas City listeners.

Robert P. Ingram, who founded Kansas City-based
Ingram Media with the fortune he made selling
Rubbermaid products, last year sold the area’s only classi-
cal station, KXTR(FM), to Heritage. After buying Heritage,
News Corp. sold KXTR to Sinclair.

Local classical music fans got peeved when Sinclair
dropped local programming in favor of the Sony
Worldwide Network classical music service. Local music
critic Scott Cantrell of The Kansas City Star called the pro-
gramming “a disgrace” and speculated that Sinclair would
change the KXTR format to pay for its costly acquisition.
KXTR has been a classical station since 1959.

Sinclair Market Manager Bill Newman defended the deci-
sion to switch to Sony’s programming, saying the move
would preserve the station’s classical format by making the
station more competitive. Listeners would benefit, he says,
from Sony’s superior music library; the station would keep
local air talent for news, weather and traffic reports.

Local speculation has Sinclair changing KXTR’s format,
based on Sinclair's need to capitalize on its multi-million
dollar investment.

“Classical is a second-tiered format guaranteed to be a
weaker portfolio,” says radio analyst Pete Bowman of BIA
Consulling. On the other hand, he says that “At the same
time, most markets the size of Kansas City can support a
commercial classical station.” v

- Tom Linafelt



THE ONLY TALK SHOW DELAY THAT
CAN MAKE THESE STATEMENTS.

Bad words, #@sn& *%! like bad news, often come in threes. The new Eventide
BD500 is the only obscenity delay in the world that can eliminate them. Now, when you hit the
Dump button, you don’t lose the whole delay and the obscenity %#A!@*S!

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

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

& *S%@#! no-nos.

You also get the cleanest, quickest delay catch-up you can buy. Because there’s only one way to
maximize audio quality and still catch-up rapidly after a delay dump... and Eventide owns the patent.
Over the years, several other brands of delay have come and gone. But the simple fact is that

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

DELAY AMOUNT And, because you
may not be using
that analog con-
sole forever, the
BD500 is also the

only broadcast

delay that’s digi-
tal-ready with optional AES/EBU digital audio inputs and outputs. It’s stereo, of course. A
convenient new “sneeze” button allows the talent to sneeze, cough, etc. without being heard on air,
and without dead air. All front panel switches (except configure) and all status indicators can be
remoted (both RS-232 and dry contacts are provided.) Plus, only the BD500 gives talent both a

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

For all these features and quality, youd expect top-of-the-line pricing. But surprise! The BD500
costs thousands less. It’s the best value ever in a broadcast talk show delay. Exactly what
youd expect from the people who invented digital broadcast delays in the first place.

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

BD500

Eventlde

the next step

Eventide Inc. 1 Alsan Way, Little Ferry, NJ 07643 ¢ Tel (201) 641-1200 ¢ Fax (201) 641-1640 * heep://www.eventide.com



eRallooliatiusinow!

Prophet Systems has expanded to better serve our customers Here are just some of the things you will notice—

AGGRESSIVE - Aggressive pricing and delivery schedules for 1997 EXPANDED - Manufacturing capabilities fourfold

New changes in hardware prices and configurations enable us our expanded facility and inventory allow us to ship more

to be very aggressive in pricing both the CFS and XPS systems. systems faster.

HARDWARE - We continue to expand our approved hardware ADDED - Hundreds of software additions and improvements

list as hardware becomes more stable industry-wide. Ask us We are well known for offering the mast innovative software.

about using your own hardware. Last year was no exception. With the additions over the last
four years, Audio Wizard for windows is the most complete, full-

SALES - More sales people and a Sales Manager! featured system on the market.

our Sales Manager will make sure your account gets the attention

you deserve. And with a larger sales staff we will respond quickly OFFICE MANAGER - Fast and accurate business system

to your needs. Colleen, our new Office Manager, will make sure your accounting

and sales orders will be processed guickly.
SALES SUPPORT - Pre-Sales Engineering Support

More support! We have added a broadcast engineer with 15 DEVELOPED - An internal support/business database system
years of experience to our staff to help your engineer configure We have developed an extensive support and business database
the system. system that allows us to track your needs on a continuous basis.
We can access your records quickly to reduce the time you
JD {HARDWARE SUPPORT) IS STARING AT A SILENT PHONE BECAUSE: spend on the phone.

GEORG™* (L) AND SCOTT (R} ARE THE ONLY ONES
WEARING TIES BECAUSE:
A) THEY ARE VERY PROFESSIONAL PROGRAMMERS
‘_ B) THEY WEAR A SUIT AT LEAST ONCE A
YEAR TO SEE IF IT STILL FITS
[ 3 L C) PROGRAMMERS WEARING TIES ARE

COOL (PROGRAMMERS CREEDO # 3) CALLED BEFORE_

| J CALL US IN '97

!

‘%\ \ * YES, THAT IS HOW GEORG SPELLS HIS NAME.
\

S

NS

A} OUR SYSTEM IS JUST THAT GOOD

B) HE REALLY WANTED TO BE A
MAYTAG REPAIRMAN

C) KEVIN TURNED HIS
PHONE OFF AGAIN

JEFF [ENGINEERING SUPPORT) IS POINTING TO A MAP BECAUSE:

EVEN IF YOU'VE

A) HE IS POINTING TO
OGALLALA, NEBRASKA
THE HEADQUARTERS
OF PROPHET SYSTEMS

B) WE CAUGHT HIiM
PRETENDING TO BE A
TV WEATHERMAN

C} WHERE THE HECK IS
SOLDOTNA, ALASKA

KEVIN'S OFFICE IS FULL
OF WOLF PICTURES

BECAUSE:
ANYWAY?
‘ A) PROPHET SYSTEMS IS
COLLEEN IS A GREAT OFFICE MANAGER BECAUSE: ‘ LIKE A WOLF—
* Al SHE USES 20-YEARS EXPERIENCE u1!~ 2R INNOVATIVE AND
TO KEEP PROPHET SYSTEMS P ped | AGGRESSIVE

TODD (SALES) IS GETTING READY

: TO LEAVE BECAUSE:

£ A} HE IS LEAVING

TO GIVE A

DEMONSTRATION

B) OUT OF SIGHT,
OUT OF MIND
(SALES RULE #1)

C)ITIS § O'CLOCK-

—
/t : : - -
o S
WATCH OUT! ‘

A AUdiOWizardeor Windows .

The Flex © Digital Automation System featuring Windows and Novell Technalogy

" Propihet Systems, Inc.

ORGANIZED
B) SHE STARTED WORK
WHEN SHE WAS 3

{SEE ABOVE|
C} 5 KIDS- "NUFF SAID!

B) PLEASE- DON'T GET HIM
STARTED ON WOLVES!
C} ALL OF US THINK HE WAS

RAISED BY WOLVES




CapStar/GulfStar

Austin, TX

Baton Rouge, LA
WJBO-AM
WLSS-FM
WYNKAM
WYNK-FM
KRVE-FM
WBIU-AM

Beaumont, TX
KKMY-FM
KLVI-AM
KYKR-FM
KTOC-FM

Corpus Christi, TX
KMXR-FM
KRYS-AM
KRYS-FM

Fayetteville, AR

M

KEZA-FM
Fort Smith, AR
KMAG-FM
KWHN-AM

KZBB

Triathalon
Colorado Springs, CO
KSPZ-FM
KVUU-FM
KVOR-AM
KTWK-AM
Kennewick, WA
-AM

KLOK-FM
KNLT-FM
KEGX-FM
KKNX
Lincoln, NE
KZKX
KTGL
Omaha, NE
KTNP-FM
KXKT-FM
Spokane, WA
KEYF-AM
KEYF-FM
KKZX-FM
KUDY
Wichita, KS

Drake

Communications
Rogers, AR

KLTK-AM

KWMQ-FM
Tahlequah, OK

KTLQ

KEOK

Pro

Sales: (800) 658-4403
Support: (308) 284-8450

Killeen, TX
KIZ-FM
KLFX-FM

Lawton, OK
KLAW
KZCD

Longview, TX
KKTX

KNUE
KISX
KTYL
Lubbock, TX
KFMX-FM
KKAM-AM
KRLB-FM
KZI-FM
KFYO-AM
KKCL
Lufkin, TX
KYKS-FM
KAFX-FM
Shreveport
KRMD-AM
KRMD-FM

Lazer

Broadcasting
Big Bear City, CA
KXSB

Hemet, CA
KSDT-AM
KXRS-FM

Oxnard, CA
KXSP
KXLM

Noalmark
Broadcasting
El Dorado, AR
KIXB-FM
KAGL-FM
KELD-AM
Hobbs, NM
KYKK
KZOR
KIXN

NPR Affiliate

Boise, ID
KBSW-FM
KBSX-FM
KBSU-AM

Hutchinson, KS
KHCC-FM
KHCD-FM
KHCT-FM

Texarkana, AR
KKYR-AM
KKYR-FM
KLLI-FM
KYGL-FM

Victoria, TX
KIXS-FM
KLUB-FM

Waco, TX
KBRQ-FM
KCKR-FM
KKTK-AM
WACO-FM
KWTX-AM
KWTX-FM

Jacor
lowa City, IA
KXIC-AM

KKRQ-FM

Salem

Boston, MA
WPZE

Denver, CO
KRKS-AM
KNUS-AM
KRKS-FM

Los Angeles, CA
KKLA
KLTX

Houston, TX
KKHT

Minneapolis, MN
KKMé,

KEGE
New York, NJ
WMCA
wwDJ
Phoenix, AZ
KPXQ
Sacrameto, CA
KFIA
KMJI

Faith

Communications
Las Vegas, NV
KILA-FM
Ogden, UT
KANN-AM
Twin Falls, ID
KCIR
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CapStar/ CapStar/ CapStar/
PacificStar AtlanticStar SouthernStar
Modesto, CA Dover, DE Cocoa, FL
KVFX WSRV WLRQ-FM
Yuma, AZ WDOV WMYM-AM
KTTI-FM Wilmington, DE Decatur, AL
KBLU-AM WJBR-AM
WJBR-FM WWXQ-FM
wDSD WDRM
Winchester, VA WBHP
WFQX WHOS
wusQ Tuscaloosa, AL
WNTW WACT-AM
WTXT-FM
WRTR-FM
WZBQ-FM

Kevin Lockhart
President, Prophet Systems

Warner Bloomberg L.P. Cromweli
Enterprises Boston, MA Group
Canon City, CO WP Nashville, TN
KRLN-AM Norfolk, VA WCTZ-AM
KSTY-FM WVNS WQZQ-FM
Lincoln, NE Phoenix, AZ WZPC-FM
KLIN-FM P KFINN-AEAR
KEZG-EM A Catholic
KKUL-FM Providence, Ri Broadcasting
WPNW Nome, AK
WKIX KNOM-AM
Seattle, WA Portland, OR
KEZX-AM KBVM
KWJZ-FM
St. Louis, IL
WINU-AM

Systems, lne.

Sales & Support Fax: (308) 284-4181
E-mail: sales@prophetsys.com
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Keeping the Faith ‘==~
In the Age of Consolidation

raditionally, small independent

AM stations have catered 1o spe-

cialized markets. They have been
referred to as America’s bulletin board,
where anything from religious sermons
1o Korean folk music and children’s
shows can be found. Faced with the
challenges of ownership deregulation
and an ever-changing industry, what
must the small independent AM station
do 1o compete?

Standalone station owners have always
heen under pressure to develop innova-
tive marketing plans and tap into deeply
rooted interpersonal relations with their
advertisers in order 1o compete against
the larger, better-capitalized group own-
crs in their market. The challenge to
these independent owners is to find
ways to set themselves apart from the
competition.

Given the huge budgets that group
owners have at their disposal, most
standalone stations cannot afford to lock
horns with their large competitors.
However, many are finding innovative
wayvs to set themselves apart. For that
reason, many focus on particular (and
sometimes  offbeat) niche market
groups. Others try to find new wayvs to
cater to their audience by tapping into
community ties, providing unique per-
spectives on news stories or events and
producing their own home-grown brand
of entertainment programming that their
large competitors miss or avoid all
together.

The personal touch

Frequently the small AM owner is a
home-grown person who knows his
town and the local businesses in ways
that the big broadcasters do not. He or
she went 10 school with the hardware
store owner's kids. He or she mav be a
local business owner. He or she may be
on the local Chamber of Commerce.

He or she may personally make the
rounds to be sure that advertisers are
happy and listeners stay tuned. There is
trust and a deeply rooted business rela-
tionship based on that trust. This per-
sonal attention to the needs and inter-
ests of advertisers and audicnce is a
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virtue that has frequently been taken
for granted by independent station own-
ers. However, it may be one of their
most formidable weapons in the batle
for advertising dollars.

Many consumers are frequently willing
to pav a litde extra for the personal
attention that they receive at a small
local business, especially if it is owned
by a friend and neighbor. In much the
same way that the local hardware store
still pulls in its loyal clientele despite the
opening of a superstore down the road,
many independent AM stations foster
that irreplaceable goodwill that they
have with their advertisers and audi-
ence. Most standalone AM station own-
ers don’t think twice about making that
personal call to their advertiser to make
sure he is satisfied or about staying late
to tape that last-minute spot request.
While such service may come naturally,
it is frequently o premium that the large
broadcasters do not provide and one
that advertisers notice.

Bevond the personal service to advertis-
ers. many stations cater to their audience
through specialized programming such
as farm reports or local high school bas-
ketball games. They interview civic lead-
ers. Stundalone AM stations frequently
jump at the opportunity to cover local
events or town meetings that FM stations
and large group owners wouldn’t touch
with « 10-foot pole. After all, how are
you going to sell spots to Coca-Cola or
Budweiser when vou are doing a live
remote from the PTA meeting? But this is
exuctly the type ol activity that builds
strong loyalties with listeners and local
advertisers and, many believe, national
advertisers as well.

Stlll when the competition is pouring
truckloads of money into its program-
ming and promotional campaigns, lis-
tener lovalty may not be enough. An
important lesson is to know your finan-
cial limits. There is no way that the
independent AM owner can spend mon-
¢y the way the large group owner can.
Nor should he try.

Spending bevond your means is a
sure-fire formula for disaster. It is neces-
sary to keep a watenful eye on the bud-

Frank Montero

get and work around it in creative ways.
A good cxample of that lesson is the
story of Miguel Villarreal. who runs
KSAH(AM), a4 Spanish standalone station
in San Antonio, the home of radio giant
Clear Channel.

“As a standalone AM station in a market
dominated by true giants like Clear
Channel and Heftel,” Villarreal savs, “we
succeed by keeping our focus on realistic
financial goals that are relevant to the
return on our investment, independent of
what everybody else does in the market.”

Having defined those financial gouls,
Villarreal applies a fixed formula. “First.”
he says, "with our niche programnmung
— is our target audience continually
excited about our on-air product?
Second, is our programming, and (are
our) promotional elements innovative
enough and in constant flux so as to be
ahead of the curve? Third, are we mak-
ing an effective grass-roots effort to
interact with our audience both on an
individual as well as a mass basis? And if
50, is this interaction taking place on and
off the air? And finally, are we moving
so fast that the big guys can't keep up
with us? Work, work, work!!!” In the
end, Villarreal says that “AM success,
whether standalone or not, is for the
most part short-lived, and thus the key
lies with innovation.”

Villarreal’s advice is apropos for inde-
pendent AM and FM stations alike. If an
independent has a strong programming
and marketing lineup. the temptation
may be to sit back and smell the roses.
But it wont be long before the large
competitors have dissected the ingredi-
ents of that success and begun to follow
Suil.

For that reason. smaller standalone sta-
tions. like a boxer sparring in the ring,
must constantly stay on the move. find-
ing new and innovative ways to sell and
promote product. ¥

Frank Montero is a partner with the
Washington-based law firm Fisher
Wayland Cooper Leader and Zaragoza.
LL.P. Reach bim al (202) 775-5662 or
via e-mail at finontero@fueclz.com
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AN INTEGRATED Approacs To
N ON—TRADITION;\L RADIO REVENUE

t INNsvs Broadeast Networks, our goal is ro develop and perfect innovative integrated
communications systems thar will produce substantial non-tradirional revenue for
ar radio clients.

g ince we introduced RapioD11;, the most advanced and uscer-friendly interactive voice
personals svstem, we have delivered major success for our radio clients. In terms of the
highest non-traditonal revenue, enhanced 1op-of-mind awareness and oft-air promotional
opportunities, RADIOCD AT has no equal. Today, RADIOD AT is the only voice personals
system available both by phone and on the Internet!

’]‘()da_\’, with almost 400 radio clients from coast to coast and internationally, RApioDv1: is
the Targest producer of non-rraditional revenue in the radio voice personals business.
But that is only the beginning..

ntroducing
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ncwsﬁaﬁ’é"}é to take advertising dollars away from

ow long has vour station been competing with newspapers?

It seems like forever. Finally there 1s a s‘impla practical and highly profitable way
for vour radio station 10 take a l)lg bite out of the newspapers classified business.
INNSYS has developed a new innovative program that will finally enable vou to
compete for a healthy chunk of the newspapers classified advertising marker.

RADIONET CLASSIFIEDS ARE EQUAL OPPORTUNITY CLASSIFIIDS ~
By NET OR BY PHONE, EVERY ONE OF YOUR LISTENERS HAS INSTANT ACCESS.

Y()un RADIONET Classifieds svstem is available 1o every listencr as the svstem is accessible by
telephone via a local dial-up or on the Iniernet. The Internet page can either be hy pulml\cd 0
vour current Internet site or exist as a stand-alone site. I you do not currently have a web site,
INNSYS will produce one forvou ar absolutely no cost.

THIS LS AN INCREDIBLLE NN OPPORTUNITY
YOU CANTT AFFORD 1O MISS.

IR aAabpDiow

Rcmcmlwr all of rthose times vou've sat in vour car or even been
in vour barhroom and heard a commercial, then wished vou had a pen ro write down the informaton?
Missing thar important message has happened ro all of us, many nmes.

ow your advertiser’s customers can recall thar ad whenever they want, wherever thev are!

RADIORECALL from INNSYS is 4 new state-of-the-art telecommunications system that i integrates interactive
telephone technology with marketing logic to make radio advertsing more effective. It a service that you can
additionally charge vour advertisers rm ..and they’ll be glad to pay for this enhancement
to their advertzstng ,

You owe it to vour station’s bottom-line to speak to INXsYs today and find out abour
the c()mpluc line of INNsYS services that make incredible “Dollars & Sense!”

w”w Visit us at our booth #557 and i 1'800"320'7 870

E c.omg join u.s. at our hospitality ki Vicib@ur Wehsit® at
g suite at the Hilron, the Conrad wwwradio-date.com
Suite #2737 and find our about ®
the exciting NEW RADIODATE ONLINE! RADIOD VT, RADIONT T Crassit i Ds & RADIORIECALL are

Registered Trademarks OF INNSYs BROADCAST NFIWORKS, Inc.
Copyright 1997 - 921-14th Avenue, Longyview, WA 98632

InXsvs Broadeast Nerworks, Ine. Offices in New York, Washington D.C., New Fingland, Dallas, 1.os Angeles, South Carolina, Florida & Scattle



arv Fries beats the bushes for
radio everv day and at every
OPportunity.

For example, recently, on his way to
the NAB Radio Show in New Orleans.
the Radio Advertising Bureau President
and CEO met with a "major”™ advertiser.
The global and LS. media directors of
siid advertiser ook @ smuall detour and
met in o private lounge at O Hare
Airport in Chicago. The reason?

“To find out as much information as
they could about radio.” said Fries.

That meeting was just one ol many
conducted by the Gary Fries RAB, but it
was o meeting that could not have hap-
pened amere five vears ago.

The RAB Fries 100k over sixo vatrs ago
was at the lowest point of its existenee
and there was no question that it needed
to be revamped.” said Fries. =1 think it had
moved away from serving its constituency
and serving its mission. 1 was not heing
financially: supported by the industiny and
it became apparent to me that i it was
coing 1o grow, it needed o he strongly
supported by the radio industry.

“The “television Burcau ol Adventising
had just gone under and this was just not
A good 1ime, It scemed like a chal-
lenge. T had o Kind of vision as to what
should be done 1o change it (RAB) o
mahe it responsive, and T approached it
from the standpoint of lets just get with
the program and see where it takes us!”

“1orestructured the staff totally and
made it more focused. Each individual
division is still headed by the same indi-
vidual that came on board six vears ago

- which is unheard ol in a trade associ-
ation. I went 1o people in the radio
business instead of people in the rade
association business.”
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The move was key,
in Fries estimation. as
it brought people on
hoard who were per-
sonally involved in
the and
understood the intri-

business

cacies of the job.

“The excceutive staff is stll excited
about what they wre doing. even after six
vears. We iy to reinvent ourselves every

vear — we spend a ot of time on that.
We don't let ourselves get hogged down
in the befiel that we are going to do
something this way just Decause thal
was the wav we did it fase year.

Fries sees the RAB working as @ unit,
with clearly detined roles for cach mem-
ber of the eam. And their enthusiasm
and commitment to the RAB has vielded
unexpected results, “The real result is Hin
the longevity of the stalt is opening doors
and allowing them 1o do things that they
would not normally be abie 1o do it we
were changing people every two or three
vears. And cach one of them s a true
master of their particular arca ot responsi-
hility and continues to he,” he said.

Those benefits include regular aceess
to the top echelons of power in corpo-
rate America, including RAB board
meetings that host Detroit's Big Three
and some ol the world's largest retailers
— all possible hecause of the programs
put in place by the Fries RAB.

“We all share a common belief.” said

Fries. “The opporunities for radio today go
wiy bevond what the reality of what the
world is todav. Our vision sces radio going,
further than the average person in the
industry with the dav-to-day responsibility
of running a radio station can imagine.”

Most general managers are scrambling
to heep pace with consolidation. But
Fries believes the industry is not even
close o its final shakeout

“When people ash me what impact
consolidation is going to have, | would
say that we don’t know veto We are still
in the developmental stiges.

“Ithink evervone has o vision on how
they think it will ook, and evervone
thinks they will be right. but 1 think that
there will be change we can't predict.”

\Which means staving the course for
the association’s annual Leadership and
Marketing Conterence.

1t doesnt change.” said
“Because the appetite tor knowledge is
theres 1t is a0 working show. By attend-
ing. vou become a student of the future.
To do that. vou have to open vourself
up to new ideas and new wuvs of doing

Fries.

things, philosophics and technigues.
“Anyvbody who thought they had all
the answers vesterday has to realize
they need new answers. s no longer
cnough 1o know the environment of
radio. They need 10 know the environ-
ment of the people they are doing busi-
ness with and the businesses they are




doing business with.”

And Teadership goes hand in hand
with educution in Fries” mind. “There is
a need 1o atet and hold on 1o good
people. We need 10 develop people 1o
become good marketing partners.
Management needs 1o assume that lead
ership and teaching role.”

Visionary words tfrom a man who
wanted o career in the insurance busi-

ness, and attended the University of

Nebraska for that purpose. While putting
himselt through college working for a
junitorial compuany, he came into contict
with 2 general manager of o radio st-
ton (one of the company clients).

“One day he offered me o job selling
time on an AM radio station. There was
no PN radio at the time. And T was
going to be the third person on a three-
person radio station.

“So T ook the job.

“When it came time o applving for
jobs atter graduation. 1 found out |
couldn’t make as much money working
insurance full-ime as 1 did selling radio
part-time. 1 entered radio and have been
it ever sinee.”

His first sales management job came
couriesy ol Dick Chapin when he was
24 in Grand Island. Neb.

From Grand Island. Fries went 1o
Springficld. N where he worked for a
few vears until the company sold the
raddio station. Back 1o Omaha. Neb. o pe
a station that had been when off the air
back on. From there he went 1o work for
MuluiMedia. and ran the legendiry KWWY.

“I did that for a couple of veurs and
was hired from there by IDC Corp. to
run their broadcast division that was
headquartered our of Phoenix. And afer
Phoenix the station was sold and T went
over on an interim basis 1o Albuquerque
o Sunbelt Communications. Then |

became the president and COO of

Sunbelt Communications. That is where
I first started working with Tern
Robinson and Bill Moyves.

“1 ran the radio division. Terry and 1
hit it off reat welll we seemed to have a
good svnergy. and eventually 1 not only
ran the radio division, but ! became
president  of  the Transtar Radio
Neiworhs simultancousty. Tt was a
growth-oriented. entreprencurial net-
work ooand we grew that 1o the point
that we merged it with United Stations.

And I went from being president of

Unistar to the RAB and | have been
there now for six vears.”
His experience has raised his profile in

the business as well as his awareness of

the possibilities.
“1 have never seen an e
where the image of radio on the radar

Said Fries:

screen has been higher 10 frustrates me
that people in this business are taking this
business for granted. And even thoush
the business is growing. in my opinion.
the opportunity is far greater than we e
tahing advantage of. We really hane the
ability. i we muster adl of our Torees, 1o
become the predominant media,

“No other media can nxake the claims that
raclio can, that it is an essential, non-intru-
sive and intricate part of o consumer's lifc

“That is the point we have been trving
o make for vears with major corpor
tions. Consumers feel that radio is an
entitlement and that they deserve it

That is the wav we want it to be. We
have to nake people realize that it is an
asset. The real value is not the numbeers,
it is the relationship that radio has 1o the
people. That is really where we need o
<o into the future.”

The problem. said Fries. is that radio
makes a good living sclling itsell as a
commaodlity.

“But it is not the fure and e is not
the top value: THow much more value
could there be and how much more
substantial would it be if the selling
were based on the relationship hetween
the consumer and the station as a value
1o the advertiser versus delivering a
messige by body count?” w
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Stations around thMorld say customized
re-sings make perfect oldies station ID’s.
and now original packages from the 60’s
and 70’s are available to jingle collectors
and fans! Call for free catalogue
and demo CD.

1012 hiv songs from 1980-199%
1229 Hit songs from 1924-1969
247 it songs from The 70's
819 Kickin Country Hits
on CD for Only $499 each
(per set plus shipping)

For complete track listings NOW
go to web site: http://radio- mall.com
or Email: mediamall @aol.com or
Phone or FAX Ghostwriters at 612-559-6524

For RAd io
BroadcasT
Only! |

Or write Ghostwriters
2412 Unity Ave N., Dept TI
Minneapolis, MN 55422-3450

Customers Say....

‘Easlly cold!” - Wl

‘Quality Is terrific!”- FL

One of our Secret Weapons... " - OH

‘Easy to sell excellent content.” - AR

This Is 2 great way topick upextraincome.” - Il
‘We generally boost sales $2-6K with your features ° - ND

Thunksgiving 97 - 25 30 .. $o8*
Christuias 97 - 40 30s.........$135%°
New Year 98 - 25 :40/:20s.........$98%
"Shop Locully” Campaigh.......$199%
All Features Fully-Froduced Ready to Sell Ready to Airl
Hear Samples Now!
24-Hr. Demo Line (509) 229-1427

—(888) 472 2388

ORDERTOLL-FREE 888-GRACE-88

106 X-mas hit songs
by the original artists
.. on 6 CD’s for

%
sl

only $ 119!
123 X-mas and holiday

commercial music beds and
effects on CD for only $129

For more info. go to web site:
http://radio-mall.com
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ATTENTION PROVIDERS!

Promote your services to Tuned Ins 10,500+ readers.
Reach group owners, station owners, GMs, sales
managers, and program directors with your message.
For information on affordable advertising, call Simone
Mullins at 1-800-336-3045 ext.154.
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FREE Subscription/Renewal Card

1 would like to receive or continue receiving
Twned nFREE each month. (J ¥&s & No

{ am currently a subscriber to Tuned In (] Yes CINo
Il Signature - - Date
Please print and include all information:
B Name .
Title ___
Company/Station
Address _ S —
City State ZIP
B Type of Firm (check one) O E. Network/group owner
[0 A. Combo AM/FM stations F. Consultantind engineer
[0 B. Commercial AM station G. Radio station svcs. provider
[0 C. Commercial FM station H. Equip. Mfg./distributor/dealer
1 D. Educational AM/FM station O 1. Other _
Job Function (check one) [ D. Sales
0 A. Owner/President E. Programming/News
[0 B. General Management G. Promotion
0 C. Engineering O F. Other o
Incomplete cards will not be p Pubtisher dete s qualification

Reader Service Q45

November 1997 Issue Use Until February 1998

For more FREE information on an advertisement or article
in this issue, circle the number below that corresponds with
the number under each ad or article. Then fill out the rest of
the card and mail it in. We will take care of ﬁostage. For
faster service, fax card to (703) 820-3310. Thank you for
reading Tuned in!

Phone #
Fax #

E-mail #

Fax Card to 703-820-3310

001 021 041 061 081 101 121 141 161 181
002 022 042 062 082 102 122 142 162 182
003 023 043 063 083 103 123 143 163 183
004 024 044 064 084 104 124 144 164 184
005 025 045 065 085 105 125 145 165 185
006 026 046 066 086 106 126 146 166 186
007 027 047 067 087 107 127 147 167 187
008 028 048 068 088 108 128 148 168 188
009 029 049 069 089 109 129 149 169 189
010 030 050 070 090 110 130 150 170 190
011 031 051 071 091 111 131 151 171 191
012 032 052 072 092 112 132 152 172 192
013 033 053 073 093 113 133 153 173 193
014 034 054 074 094 114 134 154 174 194
015 035 055 075 095 115 135 155 175 195
016 036 056 076 096 116 136 156 176 196
017 037 057 077 097 117 137 157 177 197
018 038 058 078 098 118 138 158 178 198
019 039 059 079 099 119 139 159 179 199
020 040 060 080 100 120 140 160 180 200
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Why your worst day in radio is the
Dest day to judge Hirfime

It's your typical day-from-hedl at the station:
The on-air talent is new. Traffic is in a panic to
reschedule commercials. The engineer is stuck
at the transmitter. And new owners want the
program director to change the format again.
Sounds like a perfect day for AirTime, the first
on-air digital delivery system created for the
real world of broadcast, where non-stop stress
seems to be the rule, not the exception.

AirTime offers a unique combination of easy
user interfaces to tap the systems real time
power: Live Assist touch screens that actually
make on-air tasks easier and more productive.
Sound Cube looks and feels like an analog cart

machine, which means fully digital on-air
delivery without all that staff training time
Sound Slate goes even further, putting a
complete range of sound
effects and audio at your
talent's fingertips.

For commercial
scheduling, AirTimes touch
screens and easy schedule builder lets you
create @ commercial once, then access and
reschedule it from ane powerful database. The
same huge, flexible database lets a program
director store, organize, and play on-air
resources at will.

orban

H A Harman International Company

q,

ban. Inc. Orban ard Airlime are registered trademarks. 1929 Alvarado §t.. San Leandro. CA 94577 USA Phone 105103513500 Fax

Best of all, Airlimes UNIX-based operating
system gives your station complete multi-tasking
in real time. So if running one station isn't
challenging enqugh, now you handle even mare
stations from a single location with Airlime.
Just to make your ke easier

0 510351+0500 E-mail custserv@orban.com Web www.orban.com




The Fly Jock 10 Joar )

But Tom Joyner is on the ground and talking to Bob Rusk

e isn't chalking up as many frequent flier miles these

days, but Tom Jovner is working harder than ever. His

urban-formatted “Tom Joyner Morning Show,” syndicat-
ed by ABC Radio Networks, is heard on nearly 100 radio sta-
tions across the country, including KACE(FM) in Los Angeles,
WVAZ(FM) in Chicago, WHUR-FM in Washington, WALR-FM
in Atlanta, and KBMS(AM) in Portland, Ore.

Listeners know it's party time in the early hours of the morn-
ing when they hear a funky beat and the declaration “Oh! Oh!
Oh! It’s the Tom Joyner Morning Show!” Music, however,
takes a back seat on this high-energy program; it is comedy
that rules this roost.

According to ABC, the Joyner show, which has a weekly
cume of 3.7 million listeners and a primary demographic of
25- 1o S4-year-old females, is the most popular urban morning
drive radio show in the country.

Joyner first gained national prominence in the 1980s when
he did mornirgs at KKDA-FM ia Dallas and afternoons at
WGCI-FM in Chicago, commuting between both cities on a
daily basis. He was immediately dubbed the “fly jock,” which
resulted in a ot of publicity for himself and the swtions in
newspapers, in magazines, and on television shows through-
out the country.

Only when ABC came calling in 1994 did Jovner decide to
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give up his dual gigs. Today he is based in Dallas, originating
his show out of the ABC studios there. Much more than a per-
sonality who mixes music with comedy bits, Joyner fecls that
he and the people who work with him on the air share a
responsibility to serve African-American listeners.

“The African-American community puts us in such high
esteem,” says Joyner. “We are role models. People look to us
for inspiration. The way to inspire is through humor. We get
them laughing, then give them some inspiration.”

Joyner is supported by a cast of characters that includes
Sybil Wilkes, J. Anthony Brown and political commentator
Tavis Smiley. Speaking of politics, Joyner and Company went
on the road with a voter registration campaign during last
year’s elections, stopping in cities “where we thought we had
a fighting chance of getting people politically aware and fired
up to vote,” remembers Joyner.

“In order to get people to want to vote, we had to educate
thenm.” he notes. “That’s why we brought in Tavis. We got so
many people registered, we don’t know the (exact) count.”
Joyner says the counting stopped after the number reached
200,000.

“We don't know what happened after that,” he says. “But we
do know that in certain cities, we did make a difference.” As
one example, he points to the re-election in Georgia of
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African-American Representative Cynthia McKinney.
McKinney, a fan of the Joyner show, acknowledges that the
host played a “significant” role in her re-election. “Tom
encouraged young voters, especially young African-American
voters, to flex their political muscle, and in the fourth congres-
sional district in Georgia, they did,” she says.

Happy affiliates

Affiliates are happy with “The Tom Joyner
Morning Show.” Maxx Myrick, opera-
tions director at WVAZ(FM) in

Chicago, calls the show “the

Village Central of Black America. Ninety-three mar-
kets with radio stations targeting black people are connected
at the same time as a result of his show. That’s powerful.”

Cox Broadcasting-owned KACE(FM) in Los Angeles began
airing Joyner in September.

“We looked at the show and saw its very wide appeal and
the kind of numbers it is generating across the country,” says
program director Kevin Fleming. “We want to duplicate that
success in Los Angeles.

“Joyner is an incredible talent,” he says. “He’s surrounded
himself with outstanding personalities who bring a lot to his
show. I think any (individual) radio station would be hard-
pressed to put together the type of talent that Tom has and be
able to produce the show with this quality on a daily basis.”

With nearly 100 radio signals covering the greater Los
Angeles market, Fleming expects it will take a while before
Joyner makes a mark in the local ratings. “This is a very diffi-
cult market to be hugely successful in,” he acknowledges.
“We're not looking for an overnight home run. We’re looking
for something that’s going to build and develop with the mar-
keting we plan to do for the show.”

In Chicago, where Joyner has been on WVAZ(FM) for two
years, the show is currently number two in morning drive in
the 25 to 54 demographic. Myrick thinks that even though
Joyner was well known to Windy City listeners long before he
went national, that works against him.

“It makes it harder for him because people were used to
him,” Myrick explains. “Chicago is a tough market. There are a
lot of stations here. You have to do something really special to
get listeners’ attention. Because listeners were used to him, he
already had his base. In some markets, where the competition
isn't as (strong) as it is in Chicago, he’s had easier success.

“He's coming around in Chicago, but it's taken a lot of mon-
ey and marketing to get it to that point. We've done it all —
direct mail, billboards, bus boards, television.”

A different kind
of autograph
session

Joyner is doing his part, too. In a unique twist, WVAZ(FM)
and the former “fly jock’s” other affiliates help pick the music
that is heard on the show. The four or five songs an hour that
Joyner plays are chosen by an affiliates committee.

“If you're a big affiliate in a big market, youre on the com-
mittee,” Joyner explains with a chuckle

“Think about it,” he asks. “We don't play a lot of music ...
we do a lot of talking. We're on stations that feel their exis-
tence is the music, so we give them the right to say what we
play.”

The Javner playlist consists of current urban hits and what
the host calls “old school songs,” music from the 1970s and
1980s that many of his listeners grew up with. by artists such
as The Gap Band and Al Green.

Steven Harris, format manager at ABC Urban Radio: “We
want to make sure that our show musically fits the affiliates as
best it can. Our goal is not to pick (music) for our affiliates,
but to play the (music) that they are playing, thereby making
the show mutch up to the best of our ability. This is some-
thing thar we think the affiliates should be involved in "

The market ladder
Joyner, who has a bachelor’s degree in sociology from
Tuskegee Institute, has come a long way since 1970, when he
broke into radio as a newsman at WRMA(AM) in Montgomery,
Ala. The only problem was that he developed a habit of making
up stories with teaser lines like “Woman has pregnant baby.”
“I wanted to make it interesting,” says Joyner, with a chuck-
le. “T was tabloid before its time! But I was told that I couldn’t
-
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be making up the news and it was sug-
gested that I might want to consider
being a DJ.”

Taking the DJ plunge, Joyner began
his climb up the market ladder and col-
lected a grab bag of call leuers along
the way. He moved on to WLOK(AM) in
Memphis, KWK(AM) in St. Louis, and
KKDA-FM in Dallas. He eventually land-
ed in Chicago, where he was heard up
and down the dial, on such stations as
WGCI-FM and WVON(AM).

Working at so many stations in the
same market was somewhat confusing,
says Joyner. “More than a couple of
times, I called out the call letters of a sta-
tion I had worked at before.” When
asked why he was at so many stations in
the market, Joyner humorously replies,
“OK, yeah, [ got fired a few times.
What's your point?”” He adds, comically,
“I didn’t get fired for any good reasons.”

Fly jock

The measure of a good air personality,
says Joyner, is to be bold enough to do
things that could get you fired. A case in
point was his decision to continue doing
mornings at KKDA-FM in Dallas while
accepting an offer to do afternoons at
WGCI-FM in Chicago — without telling

either station that he had taken both
jobs. His only concern was making sure
that there was not a clause in the con-
tracts that would keep him from work-
ing at two non-competing stations.

“I tricked them,” he says. “They both
thought that I was going to
be with them exclusive-
ly. They never in
their wildest
dreams thought
that T was going

to do both

(shifts). They .

both  knew was playlng old school
Dy 1 et before it was old.

offers on the
table and it was
just a matter of
me choosing.”
Joyner says that
when the stations found
out what he had done, they
were, to put it mildly, not pleased. Julia
Atherton, who was director of marketing
at KKDA-FM at the time (and now holds
a similar position with ABC Radio),
quickly came to his aid. She saw this as
an opportunity to generate publicity.
“If Tom wasn’t (the) ‘fly jock,” there
was no way we would have gotten

ATTENTION Broadcast Executives!

* Competitive Performance *
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“| started in radio
before | was born! |

There were turntables
in the womb!”’

national exposure,” she says. “At that
time, no other radio station was on
national television ... Ultimately the sta-
tion profited from it.”
During Joyner’s reign as the “fly jock,”
the media coverage “never dwindled,”
says Atherton. “At the onset, most
people in the industry regarded
it as a ratings stunt.” This
was much more than a rat-
ings stunt, however. Both
stations profited from
Joyner's talent.

“After the end of his
first year, the results
were overwhelming,”
recalls Atherton. “His
ratings and the revenues

at both stations soared.
“When Tom stopped com-
muting between Dallas and

Chicago to join ABC Radio

Networks, he was number one in
mornings in Dallas and number one in
afternoons in Chicago,” she notes. “At
that point, everyone was convinced that
it was much more than a publicity stunt.”

If preparing for and hosting two shows
a day wasn’'t enough, Joyner still had
another challenge ahead of him: follow-
ing a strict diet and exercise regimen
that would keep him in shape, both
physically and mentally, during the
eight years he was a dual-city DJ.

“It was pretty demanding,” he says. “If
I didn't follow the regimen to a ‘t,’ I had
trouble. If I didn't drink enough water,
stay away from alcohol, get enough rest
and exercise, it took a real toll on me.”

Really early days

Having lived through his two-city peri-
od and attained even more success with
his current ABC show, Joyner is ready
for another challenge. He wants to syn-
dicate his show to stations in other
countries. “I'd like to see it go over-
seas,” he says. “Sure, it would be a
morning show in the afternoon, but 1
don’t have a problem with that.”

Joyner has a lot of ambition, but you
wouldn’t expect anything less from a
guy who has the honesty to admit the
following: “I started in radio before I
was born. 1 was
playing old school
before it was old.
There were turn-

tables in the
womb!” ¥
Veteran radio

man Bob Rusk is a
regular contribu-
tor to Tuned In.
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= continued from page 18

buying up Kansas City stations, listeners
will be hard-pressed to notice sweeping
on-air chunges.

Few format changes would create the
listener reaction that KYYS has, and
longtime local radio managers have
been appointed by Entercom. American
and Sinclair.

“You won't see a whole lot of changes
in terms of community service,” savs
American’s Dan Wastler, general manag-
er of KBEQ. KFKF and KOWW.

“The ownership changes. but the local
people haven't changed. We know
Kansas City and we realize we're here
to serve the com-
muniiy.” v

Tom Linafell is a
writer  for  The
Kansus City Bus-
iness Journal. 7his is
his fist appecicance
inTuned In

Kansas City
Financial Snapshot

Market Rank: 27
Revenue Rank: 30
Number of FMs: 18
Number of AMs: 18

Revenue 1993: $47.6 mil.
Revenue 1994: $53.3 mil.
Revenue 1995: $59.4 mil.
Revenue 1996: $66.2 mil.
Revenue 1997: $69.8 mil. est.

Revenue Growth
'90-'95: 59%
'96-'00: 5.9%

Local Revenue: 86%
National Revenue: 14%

1995 Population: 1,653,200
Per Capita Income: $16,327
Median income: $35,804
Average Household Income: $42,486

Source:

and The Arbitron Company
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“I can’t bear the thought of
my grandfather
spinning in his grave.”

ow long can independent radio

operator Michael Carter hold

out? The 47-year-okd Carter is
the only independent operator repre-
sented among Kansas City’s top 15
radio stations, ranked by the Summer
‘97 Arbitrons.

Carter says he's gotten four
offers in the last 12 months for
his urban station KPRS(FM),
which ranked first in the
Summer 97 Arbitrons and
made an estimated $4 million
in 1996 revenue. The station
was founded in 1950 by
Carter’s grandfather Andrew; it
is co-owned by his grandmoth-
er, Mildred, who is 84 years
old.

“I can’t bear the thought of my
grandfather spinning in his
grave when I accept a check for
this station,” Carter says of his
decision not to sell. “There’s got
to be more than just money. I'm
holding out for the best for the station
and our listeners.”

The temptation to sell is there. Large
radio groups are buying up stations for
unheard-of sums as a result of the 1996
Telecommunications Act. “They've tak-
en the emotion out of radio. Now it's all
about Wall Street,” says Carter.

KPRS has long been known for taking
a proactive approach to community
problems. During Kansas City’s urban
riots in the 1960s, Andrew Carter drove
the streets and used his airwaves to
urge calm. In recent years, KPRS has
suspended programming to do a live
call-in forum on youth violence, spon-
sored a gun buy-back program and
banned violent rap music.

Some have wondered if Carter will
face a challenger in the urban arena.
One local general manager suggested
Entercom rock station KUDL(FM),
ranked No. 11 in the Summer ‘97
Arbitrons, could become “lite urban” or
“rap urban.”

But others say Carter shouldn't be
concerned with an upstart urban sta-

tion. "He's a great operator with a
great station and a great signal,” says
Pete Bowman of BIA Consulting,
Chantilly, Va.-based radio consulting
tirm. “African-Americans are 13 per-
cent of the total market.” Bowman
said the 4 or 5 percent that an upstart

@ x

urban station might take from KPRS
wouldn’t be worth the entry into the
format.

Bowman says that Carter is likely
passing up big bucks. “Stations are
selling for 18 to 20 times their cash
flow, so he’s sitting on a gold mine.
He’s seen his investment grow expo-
nentially in the last couple of years,”
he notes.

Carter has overseen KPRS' ratings
climb. The station jumped from eighth
to fifth place in 1990. It moved to
fourth in 1992, third in 1993 and sec-
ond in 1994. It was the top-rated sta-
tion in the Winter ‘96 ratings. Despite
all of this success, Carter hasn’t com-
pletely ruled out a sale of KPRS if a
buyer upholds the family’s commit-
ment to the community.

“I want to do what's best for the sta-
tion and its listeners,” he says. “Right
now I believe it is in our best interest
to continue to own and operate
KPRS.” v

-Tom Linafeit
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iIt's a

hat does it take to make a hit record? There are no easy answers
to this question and the answers may seem obvious, but they
certainly bear repeating.

When I was a disc jockey on a daily basis, 1 realized it was the hook
that was important — that repetitious something that automatically makes
an imprint on the brain and replays over and over in your mind. You look
for the hook in a record that will keep people listening to your station.
Sometimes, you don’t hear the hook initially, but it’s there, and with a lot
of airplay it eventually surfaces.

It almost goes without saying, but picking hits takes a
lot of work. You should keep abreast of every record that
comes into your station. Try to listen to everything that a
record promoter might say, and keep up with what is
being played on other stations in your market and in
other markets. If you want to hreak a particular
record, and that is very valuable to your station’s
image, it pays to be first with it — this gives you an
enviable leadership position.

The more you listen, the better it is. When I
was a disc jockey spinning records daily, I listened
to every single record that came in. I was a
record librarian in Oakland, Calif., when 1 was
on KEWB(AM). Bill Gavin called me at least
three times a week to ask me what 1 liked,
because he knew that 1 not only listened to
the “A” sides, but also to the “B” sides. I had a
great track record of picking songs that went
on to become big hits.

How do you know you've got a hit on
your hands? Your listeners will tell you by
calling up and requesting it. You can tell by
the number of calls you get al your station
that you're on the right track.

In the end, picking hits comes down to
a gut feeling scasoned by research, years of
listening to records and the ability to recog-
nize trends, hooks and voices that have
that special star quality. That is all built into
you with experience. The more experience
you have, the more you are able to deter-
mine which records are going to be hits,

And when you are playing the hits, don’t
be too quick to pull them off the air before
their time! It I know anything, 1 know this: just
about the time you think that people are tired
of a record, a lot of people are just beginning to
appreciate it. v

King of the Countdown Casey Kasem spins the hits on his Westwood Oneé
Entertainment shows Casey’s Top 40, Cusey’s Hot 20, Casey’s Countdown and Casey’s
Biggest Llits. And yes, be does keep bis feet on the ground and reach for the stars.
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The Handcuft
Approach

Small and medium market operators literally
handcuff themselves to their stations. We kno
we’ve all been there. Get up at4 am, sign on
the air at 5 and the cuffs snap shut,chaining
you to the operation for yet another day.

You can’t afford to hire another air personali
to get you off the board, and that means you
can’t spend enough time on the street selling.
You work hard to serve your community, but
there’s areal limit imposed by financial consid-
erations. You’ll work all day on air, selling,
managing, and trying to pay the bills, then go
broadcast a ballgame that night. You sign off
knowing that a good chunk of your nighttime
audience just tuned away to a competing sta-
tion, and you’ll have to fight to get them back
the next morning. Then you do it all over again
the next day.

You and your spouse haven’t had a weekend
off, let alone a vacation in the last 5 years.

You feel lucky you have a dedicated staff, but
it takes so many people to run the station that
you simply can’t afford to pay them what they,
are worth. You end up losing them as they

e Are
to Run

/SK”"“

MART
pproa

You wake up at areasonable hour in the
morning. Your station has been on the air all
night, and sounds great, using a SMARTCASTER
Digital automation system. You make news
calls and would normally drive in to the
station to do the morning news report. But
not today. You're going to take a well
deserved day off and go fishing! The news
still gets on the air because you use a SMART
Touchdigital remote control system for the
SMARTCASTER, and can do it from a cellular
phone. No _one needs to be back at the
station. You’ll use the sMART
Touchto d
when you get
You have a small,
staff that is loyal and ha
along time. The community loves you and
the station because that staff isn’t chained to
a control board, but is able to be out and
about in the town, keeping your station
involved with your listeners and your adver-
tisers every day. You’re making money,and
you love being a part of the broadcast
industry.

move on. Your love of radio is frayed now
by the financial realities of the business. You Like this picture?
need to find a way to break out of the cycle We have the answers!
and make station ownership what you ' d
always dreamed it could be. Contact us now!
Phone: 800 747-6278 .
Fax :800398-8149 2102 Main Street

w SINMRRTS

Email: smarts@ncn.net
http://www.ncn.net/smarts

P.O. Box 284
Emmetsburg, IA 50536
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