
ROCK May 19, 1995 R&R 65 

CYNDEE MAXWELL 

Teamwork Essential For Financial Success 
Despite KRZR/Fresno's ratings success, there was a time 

when the revenue end of the outlet couldn't keep up with pro- 
gramming. And PD E. Curtis Johnson is the fast to admit, 
"We shouldn't even be here today." He tells how KRZR's rev- 
enue shot through the roof and - like that other famous bunny - keeps going and going. 

A year and a 
half ago Olym- 
pia sold KRZR/ 
Fresno to WP 
Radio. ` lltrough- 
out most of our 
history before 
WP Radio, our 
parent company 
was in bankrupt- 
cy - we didn't 
even have a GM," 
Johnson explains. 
"However, we put two competi- 
tors out of the format [heritage 
KKDJ and KZZF, the first FM 
Z -Rock station] and were num- 
ber one in our demo during most 
of that same time." 

So what happened that saved 
KRZR from extinction? Johnson 
says, "After WP 
Radio bought us, 
they hired [Henry 
Broadcasting's] 
Chris Pacheco to 
be our GM and 
JeffNegrete to be 
our Sales Manag- 
er. The owners 
knew they were 
sales animals who 
not only get their piece of the pie 
but more." After adding the strong 
sales element, WP tackled the pro- 
gramming department. "They did 
some things that really pissed me 
off when they came in," Johnson 
jokes. "They doubled my promo- 
tions budget, allowed me to build 

Johnson 

three new studios, and let me hire 
another fulltime DJ." 

`The Wild Hare' 
"We've made leaps and bounds 

the last year and a half fmancially," 
continues Johnson. "A lot of that has 
to do with our programming and 
sales philosophy. As cliché as it 
sounds, the 'You are 
what you think' princi- 
ple is never more true 
than right now in Rock 
radio. We've had two 
different sales regimes 
here. The first was 
apologetic about the 
format, so it's no won- 
der they didn't have 
much success. However our current 
regime understands the format for 

what it is -a sta- 
tion that owns a 
demo. And if you 
own a demo, 
you're sellable." 

According to 
Johnson there are 
four elements that 
are absolutely vi- 
tal to sell a Rock 
station today. 

"Number one: Remember there are 
two sides to a coin. Programming has 
to admit that sales isn't the enemy. 
On the flip side, the sales department 
can't change the product to fit the buy. 
I understand that Jeff is under certain 
pressures in his job, so I try to sup- 
port him Likewise, he recognizes that 

I have certain pressures in my job and 
occasionally he's going to bump up 
against some boundaries. 

"Our present regime has a ton of 
confidence in our product so it's very 
easy to support them We know that 
every day they're pounding the pave- 
ment on our behalf I can't succeed 
without the sales department and they 
can't succeed without me. This is the 
first time in the history of KRZR that 
programming and sales have been on 
the same playing field and the differ- 
ence is like night and day. 

"Number two: Programming has to 
realize 'added value' is a reality that 

we can't change. As 
evil as it is and as much 
as I'd like to massacre 
some advertisers for the 
ridiculous promotional 
tie -ins they ask for, it's 
a reality that's crammed 
down our sales depart- 
ment's throat every sin- 
gle day." Johnson says 

the best way to deal with the problem 
is to be proactive and turn it into a pos- 
itive. He advises, "You have to reverse 
the pipeline - don't just sit in your 
office and complain about all the crap - 
py promotions you're asked to do. Re- 
verse the flow and give sales suitable 
programming elements that are sell- 
able. That doesn't mean coming up 
with all kinds of ridiculous program- 
ming features. It means taking the el- 
ements of programming that appeal 
to your audience and giving them the 
opportunity to be sold by sales. 

"Sometimes that's difficult for 
programmers to swallow, but it's like 
trying to fight city hall - you won't 
win. As corny as it sounds, it has to 
do with teamwork - the PD asking 
the sales manager for what he needs, 
what are the realities on the street, 
what is he getting beat up about? 
Giving them something they can sell 
doesn't mean you have to whore out 
the station. Yes, there are compro- 
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WHAT WOULD YOU SAY? - RCA artist Dave Matthews stopped by 
WAQX/Syracuse and performed acoustically before a sold -out crowd. 
Memorializing the moment are (l -r) WAQX Promotion Dir. Scott Greene, 
Matthews, and WAQX MD Dave Frisina. 

mises. But it doesn't mean you have 
to taint the product all the time. You 
have to find a happy medium." 

Johnson says the third element 
necessary to sell Rock stations to- 
day is, "The sales department has to 
have the maturity to realize that by 
and large, we're not a 25 -54 format. 
It's difficult for 
them to do that. 
But even though 
we're an 18 -34 
station, we usually 
rank fourth or fifth 
25 -54, which is a 
good achievement 
considering how 
hard -sounding we 
actually are. One 
of the reasons 
we're within strik- 
ing distance of 25- 
54 is because 
we're the dominant 25 -34 station." 

Programming's 
Gift To Sales 

Johnson continues, "But we're nev- 
er going to be number one or two 25- 
54, and our sales department is ma- 
ture enough to accept that. Instead of 
apologizing that we're not number one 
or two 25-M, they are getting money 
by pointing out that KRZR has been 
number one or two 18-34 for the past 
three anda half years. That's the sales 
story programming has given them. 

"And number four: The most im- 
portant communication in a radio 
station takes place between the sales 
manager and the program director. 
When Chris and Jeff came on board, 
we all went to lunch and I said to 
Jeff, 'My goal is to make sure that 
you and I are always communicat- 
ing.' We made a promise then to do 
that and we've kept it. That doesn't 

mean we always agree, but I don't 
look at sales as the enemy. 

"We really are the little engine 
that could and a real success story. 
Since WP came in, our sales increase 
in many areas has been 100% and 
we're operating well in the black. 
Our profit level is more than what 

we were pur- 
chased for, which 
is a tribute to 
Chris and Jeff." 

KRZR's tenaci- 
ty is proof that 
many of the basic 
programming 
philosophies 
many of us learn 
from our earliest 
days in radio are 
true. The differ- 
ence is whether 
they are just 

practiced. 

m 
Programming has to 
admit that sales isn't 
the enemy. On the flip 

side, the sales 
department can't 

change the product 
to fit the buy. 

preached or truly 

For The Record 
Interscope's Rob Tarantino 

was inadvertently misquoted in last 
week's column (R &R, 5/12). Ac- 
cording to Tarantino, `The state- 
ment regarded one specific Tissue, 

rather than company -wide policy." 

Thanks to WLVQ/Columbus, 
OH PD Greg Ausham for pointing 
out the error of my ways in the Ac- 
cuRatings report (R &R 5/5) The 
Columbus 25-54 numbers should 
read: 

WBZX (Rock) 5.1 (7) 

WLVQ (Rock) 8.4 (3) 

WWCD (Alt) 3.9 (11) 

WAVING WITH THE 'HAWKS - The Jayhawks rode the "96 Wave" with WAVF /Charleston, SC recently. Posing 
are (I -r) PD Dave Rossi, Jayhawks Mark Olson, Marc Perlman, and Gary Louris, GM Woody `The Woodman" 
Bartlett, Reprise's Jann Hendry, and MD Ho/lie Anderson (front). 
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